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. 6.5% or 123,553 of CIN DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 46.3 years old
| (5.3% younger than average) and have a $125,383 (32.4% higher than average) annual household income.
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ULTA=MSP

5.4% or 208,693 of MSP DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 43.6 years old
(10.7% younger than average) and have a $117,501 (9.8% higher than average) annual household income.
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7.6% or 339,863 of SEA DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 41.9 years old
(13.1% younger than average) and have a $133,148 (12.3% higher than average) annual household income.
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5.6% or 140,673 of STL DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 45. years old
(9.2% younger than average) and have a $117,995 (24.6% higher than average) annual household income.
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6.5% or 369,665 of WDC DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Typical Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 44.5 years old
(7.1% younger than average) and have a $141,596 (10.4% higher than average) annual household income.
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6.5% or 123,553 of CIN DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 48.4% more likely to
be a college graduate, 17.7% more likely to work full-time, 24.9% more likely to be married, 8.9% more

likely to be a parent of 1 or more children und
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5.4% or 208,693 of MSP DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 22.2% more likely to
be a college graduate, 15.8% more likely to work full-time, 1.7% more likely to be married, 31.7% more
likely to be a parent of 1 or more children und
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7.6% or 339,863 of SEA DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 5.% less likely to be a
college graduate, 3.9% more likely to work full-time, .4% more likely to be married, 30.7% more likely to be

a parent of 1 or more children under 1
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} o Education Levels: Adults 18 or older Employment: Adults 18 or older
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5.6% or 140,673 of STL DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 32.% more likely to
be a college graduate, 22.1% more likely to work full-time, 11.2% less likely to be married, 6.1% more likely
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2114t 8| Stage in Life: Adults 18 or older
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6.5% or 369,665 of WDC DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
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6.5% or 123,553 of CIN DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 1.8% more likely to
own their home, 21.9% more likely to own a higher valued home, 9.2% more likely to have a single-family
home, 42.4% more likely to have a dog.
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5.4% or 208,693 of MSP DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 10.7% less likely to

own their home, 10.% more likely to own a higher valued home, 1.6% more likely to have a single-family

home, 28.6% more likely to have a dog.
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m Own/Rent/Other: Adults 18 or older

7.6% or 339,863 of SEA DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 13.3% less likely to
own their home, 11.4% more likely to own a higher valued home, 2.1% more likely to have a single-family
home, 13.6% more likely to have a dog.
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5.6% or 140,673 of STL DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 6.9% less likely to own

their home, 27.% more likely to own a higher valued home, 8.3% more likely to have a single-family home,
| 6.5% more likely to have a dog.
M% Type of Home: Adults 18 or older 4 f® Pets in Home: Adults 18 or older
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6.5% or 369,665 of WDC DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are .6% more likely to own

their home, 2.1% more likely to own a higher valued home, 2.1% less likely to have a single-family home,

19.2% more likely to have a dog.
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6.5% or 123,553 of CIN DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are .9% more likely to
look up D-I-Y advice online, 15.5% more likely to always vote in local elections, 66.5% more likely to belong
to a gym, 37.9% more likely to fly domesti
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5.4% or 208,693 of MSP DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 24.7% less likely to
look up D-I-Y advice online, 23.7% less likely to always vote in local elections, 33.% more likely to belong to
a gym, 31.% more likely to fly domesti
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7.6% or 339,863 of SEA DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 13.% less likely to
look up D-I-Y advice online, 18.7% less likely to always vote in local elections, 26.% more likely to belong to
a gym, 19.3% more likely to fly domesti
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5.6% or 140,673 of STL DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 18.6% more likely
to look up D-I-Y advice online, 20.7% less likely to always vote in local elections, 69.4% more likely to
belong to a gym, 48.8% more likely to fly domes
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| 6.5% or 369,665 of WDC DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 8.4% less likely to
look up D-I-Y advice online, 26.2% less likely to always vote in local elections, 32.3% more likely to belong

| toagym, 24.7% more likely to fly domest
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6.5% or 123,553 of CIN DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 1.5% more likely to
use QSRs past mo., 14.3% more likely to use Sit-Down Restaurants past mo., 30.8% more likely to use
Casinos past yr., 64.5% less likely to smoke cigare
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5.4% or 208,693 of MSP DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 5.4% more likely to
use QSRs past mo., 7.7% more likely to use Sit-Down Restaurants past mo., 2.1% more likely to use Casinos

past yr,, 63.6% less likely to smoke cigarett

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

[ ] ® 1time s

2 times 18.1%

10 times or more

® who Purchased Items In-Store at ULTA BEAUTY in the past 3mos = MSP
Total Monthly Sit-Down Restaurant Users:  Avg. hly sit-Down ant Meals:
78.7% 73.1%

Drank Past 30~days: Adults 18 or older
Any Type of Beer i 48.2%
Lguor
Domestic Light Ber

Domesti Regular Beer

Wine  perrrr LR
Imported Beer By e AT -
Microbrew / Craft Beer ‘i}gé’% v

# who Purchased Items In-Store at ULTA BEAUTY in the past 3mos nMSP

MSP DMA Scarborough R2 2024 Jui23-Aug24 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants USE 30-days)

Wolon, oo, Wier/ ol milon)| medi wen, (Upsals Seshess
rgers | House | Donut /
swu ear coffes mr Ber sakery
Asizn

= who Purchased Items In-Store at ULTA BEAUTY in the past 3mos mMsP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items in-Store at ULTA BEAUTY in the... [STBRAIIII 18.1%

MsP Qﬁl.358 11.9%

Past 12 months Casino Activities: Adults 18 or older
Table Games (Craps, Poker, etc.)
Bar/ Nightclub
Stage Show / Concert
Upscale Restaurant m
Sports Betting Eﬁ”‘- 4.4%

i 2.2
Other Gambling 5 8% e
F 5.7%
Sps 2.0% Casinos visited past 12 months: Yes
® who Purchased Items In-Store at ULTA BEAUTY in the past 3mos = MSP

108

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

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes Vape

= who Purchased Items In-Store at ULTA BEAUTY in the past 3mas = MSP

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



Total Monthly QSR Users:
92.0%

Past 30-days QSR Users: Adults 18 or older

g 1time
% 2 times
3 times
4 times
5times
6-9times

10 times or more

® who Purchased Items In-Store at ULTA BEAUTY in the past 3mos WSEA

Avg. Monthly QSR Meals:

Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in

Casinos past yr., .5% more likely to smoke cigarett

7.6% or 339,863 of SEA DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
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Avg. Monthly QSR Meals:
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Total Monthly QSR Users:
95.2% 89.4%

5.6% or 140,673 of STL DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 6.5% more likely to
use QSRs past mo., 14.8% more likely to use Sit-Down Restaurants past mo., 32.3% more likely to use

Casinos past yr., 77.2% less likely to smoke cigare
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6.5% or 369,665 of WDC DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 10.8% more likely to
use QSRs past mo., 15.1% more likely to use Sit-Down Restaurants past mo., 8.3% less likely to use Casinos
past yr., 52.7% less likely to smoke cigare

BWDC
Avg. Monthly Sit-Down Restaurant Meals:

ers: Adults 18 or older

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Bagel/ steakhoase Seafosd
Donut /

Bakery
® who Purchased Items In-Store at ULTA BEAUTY in the past 3mos mWDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased tems Iiv-Store at ULTA BEAUTY in the... 36.1%

it 25.4%

Casinos visited past 12 months: Yes
= WDC

Past 30-days QSR Users: Adults 18 or older |Past 30-days Sit-Down Restaurant Us
S | R $ @B iume
2times 2uimes
3times 3 times
= who Purchased Items In-Store at ULTA BEAUTY in the past 3mos WD = who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:
59.2% 255k 87.6% 76.1%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
Wine Table Games (Craps, Paker, etc.)
Any Type of Beer Bar / Nightclub
Imported Beer Upscale Restaurant
Domestic Regular Beer 4 3 Stage Show / Concert
Domestic Light Beer - v Sports Betting !
Other Gambling 2083% 1.7%
= who Purchased Items In-Store at ULTA BEAUTY in the past 3mos mWDC ® who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
DMA Scarborough R1 2024: Feb23-Apr24 Qual Intab 359

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

Used Past 30-days: Adults 18 or older
“ |
<

Marijuana / Cannabis Cigarettes

Vape

= wha Purchased ltems In-Storeat ULTA BEAUTY in the past 3mos =wne

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



ﬁﬂlnvestments Owned: Adults 18 or older

400,323 25.7% [
24,963 20.2%
E I 14.9%
SR 12.2%

205, .

401K Plan

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

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

529 Plan / College Savings Plan

6.5% or 123,553 of CIN DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 33.3% more likely to

have a 401K, 40.6% more likely to have an Auto Loan, 26.2% more likely to Invest/Trade Stocks Online, .6%
less likely to pay with their Debit Card.
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Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)
Estate Planning

Real Estate Agent

17.5% ==

203,411 10.7%
12.4%
8.2%
S0 1%
e o
6.0%
2.9%
7.2%
29%

Divorce / Family Attorney "E“' %

(*Past 12 Months)

mwho Purchased Items In-Store at ULTA BEAUTY in the past 3mos w CIN

CIN DMA

Scarborough R1 2024: Jan23-Jan24

Qual intab 134

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

3% g% 3.4%

PayPal visa DebitCard MasterCard  Venmo Zelle CashApp  GooglePay ApplePay StoreCredit American  Discover  Facebook  Square Cash Samsung Pay
Card Express Messenger
# who Purchased ltems In-Store at ULTA BEAUTY in the past 3mos mCIN

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

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



5.4% or 208,693 of MSP DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 23.2% more likely to
have a 401K, 24.3% more likely to have an Auto Loan, 24.5% less likely to Invest/Trade Stocks Online, 1.1%
more likely to pay with their Debit Card.
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12.3% 11 196

2.3% 3.6% 2.9 2.7%
B == o

American

Apple Pay zelle Google Pay  Store Credit  Cash App
Card

Discover Facebook Samsung Pay Square Cash
Express. Messenger
m who Purchased Items In-Store at ULTA BEAUTY in the past 3mos m MSP

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



7.6% or 339,863 of SEA DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 17.4% more likely to
have a 401K, 36.2% more likely to have an Auto Loan, 4.2% less likely to Invest/Trade Stocks Online, 19.5%
more likely to pay with their Debit Card.
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5.6% or 140,673 of STL DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 37.9% more likely to

have a 401K, 15.9% more likely to have an Auto Loan, 24.6% less likely to Invest/Trade Stocks Online, 19.4%
more likely to pay with their Debit Card.

Investments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older
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Second Home or Real Estate Property
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ﬁﬁlnvestments Owned: Adults 18 or older

21.6%

1,257,073 22.2%
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+25 11.7%

789,130 [IEYATA
i 13.5%
13.4%

58,886 15.9%
PEPXU 12.9%
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6.5% or 369,665 of WDC DMA Adults 18 or older Purchased Items In-Store at ULTA BEAUTY in the past 3mos.
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos are 24.2% more likely to
have a 401K, 64.4% more likely to have an Auto Loan, 29.7% more likely to Invest/Trade Stocks Online, 21.4%
more likely to pay with their Debit Card.
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 3 days, 3 hours, |
52 minutes and 8 seconds each week with All Forms of Media.

86.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 6 hours and 32 minutes
each week listening to All Local AM/FM Radio, representing 7.5% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 3 days, 1 hours, |
11 minutes and 58 seconds each week with All Forms of Media.

79.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 7 hours and 41 minutes
each week listening to All Local AM/FM Radio, representing 8.3% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 23
hours, 6 minutes and 29 seconds each week with All Forms of Media.

75.7% of Adults 18 or older who Purchased ltems In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 6 hours and 25 minutes
each week listening to All Local AM/FM Radio, representing 6.8% of totaltime spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 20
hours, 46 minutes and 17 seconds each week with All Forms of Media.

92.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 9 hours and 40 minutes
each week listening to All Local AM/FM Radio, representing 13.% of total time spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 17
hours, 44 minutes and 47 seconds each week with All Forms of Media.

88.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 7 hours and 52 minutes
each week listening to All Local AM/FM Radio, representing 10.6% of total time spent with all forms of Media.
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 8 hours,

53 minutes and 37 seconds each week with All Forms of Ad-Supported Media.
82.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 5 hours and 56 minutes

each week listening to Local Ad-Supported AM/FM Radio, representing 8.6% of total time spent with all forms of Ad-Supported Me
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 8 hours,
29 minutes and 55 seconds each week with All Forms of Ad-Supported Media.

75.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 7 hours and 16 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 9.7% of total time spent with all forms of Ad-Supported Me
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 3 hours,
1 minutes and 7 seconds each week with All Forms of Ad-Supported Media.

73.3% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 5 hours and 55 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 8.5% of total time spent with all forms of Ad-Supported Me
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 5 hours,
1 minutes and 17 seconds each week with All Forms of Ad-Supported Media.
89.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 9 hours and 10 minutes

| each week listening to Local Ad-Supported AM/FM Radio, representing 15.5% of total time spent with all forms of Ad-Supported M
..
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average of 2 days, 0 hours,
44 minutes and 45 seconds each week with All Forms of Ad-Supported Media.

83.1% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an avg. of 7 hours and 22 minutes
each week listening to Local Ad-Supported AM/FM Radio, representing 12.6% of total time spent with all forms of Ad-Supported M
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" Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average
of 8 hours and 7 minutes each day with All Forms of Ad-Supported Media. 82.7% listen to Local
AM/FM Radio for an avg. of 50.9 minutes/day.(Local Radio delivers 8.6% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average
of 8 hours and 4 minutes each day with All Forms of Ad-Supported Media. 75.4% listen to Local
AM/FM Radio for an avg. of 62.3 minutes/day. (Local Radio delivers 9.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 AII Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average
of 7 hours and 17 minutes each day with All Forms of Ad-Supported Media. 73.3% listen to Local
AM/FM Radio for an avg. of 50.8 minutes/day. (Local Radio delivers 8.5% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average
of 7 hours and 34 minutes each day with All Forms of Ad-Supported Media. 89.2% listen to Local
AM/FM Radio for an avg. of 78.7 minutes/day.(Local Radio delivers 15.5% of Time with Ad-Supported Media.)
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Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos spend an average
of 6 hours and 57 minutes each day with All Forms of Ad-Supported Media. 83.1% listen to Local
AM/FM Radio for an avg. of 63.3 minutes/day.(Local Radio delivers 12.6% of Time with Ad-Supported Me
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7 102,122 or 82.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 50.9 minutes every day
representing 44.1% of all time spent daily with Ad-Supported Audio.
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157,263 or 75.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
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249,043 or 73.3% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 50.8 minutes every day
representing 36.2% of all time spent daily with Ad-Supported Audio.
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125,523 or 89.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 78.7 minutes every day
representing 37.9% of all time spent daily with Ad-Supported Audio.
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7 307,353 or 83.1% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 63.3 minutes every day
representing 40.9% of all time spent daily with Ad-Supported Audio.
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' 102,122 or 82.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 50.9 minutes every day
representing 44.1% of all time spent daily with Ad-Supported Audio.
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| 157,263 or 75.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 62.3 minutes every day
representing 41.% of all time spent daily with Ad-Supported Audio.
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[ 249,043 or 73.3% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 50.8 minutes every day
representing 36.2% of all time spent daily with Ad-Supported Audio.
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125,523 or 89.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 78.7 minutes every day
representing 37.9% of all time spent daily with Ad-Supported Audio.
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307,353 or 83.1% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos listen to Ad-Supported Local AM/FM Radio for an average of 63.3 minutes every day
representing 40.9% of all time spent daily with Ad-Supported Audio.
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102,122 or 82.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits,
Country, Adult Hits, and Hot AC.
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157,263 or 75.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Country, Hot AC, Pop
Contemporary Hit Radio, and News/Talk/Information.
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- 249,043 or 73.3% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop
Contemporary Hit Radio, Active Rock, Classic Hits, and Classic Rock

Local AM/FM Radm Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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125,523 or 89.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are New Country, Adult Contemporary,
| Adult Hits, Classic Rock, and Classic Hits.
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307,353 or 83.1% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult
| Contemporary, All News, Country, and Classic Hits.
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87,659 or 70.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 119.1 minutes every day representing
37.5% of all time spent daily with Ad-Supported Video.
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132,820 or 63.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 100. minutes every day representing
29.8% of all time spent daily with Ad-Supported Video.
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157,021 or 46.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 71.6 minutes every day representing
26.3% of all time spent daily with Ad-Supported Video.
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, 91,180 or 64.8% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 76. minutes every day representing
31.1% of all time spent daily with Ad-Supported Video.
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206,787 or 55.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 59.3 minutes every day representing
28.2% of all time spent daily with Ad-Supported Video.
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87,659 or 70.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 119.1 minutes every day representing
37.5% of all time spent daily with Ad-Supported Video.
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| 132,820 or 63.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 100. minutes every day representing
29.8% of all time spent daily with Ad-Supported Video.
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157,021 or 46.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 71.6 minutes every day representing
26.3% of all time spent daily with Ad-Supported Video.
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206,787 or 55.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations for an average of 59.3 minutes every day representing
28.2% of all time spent daily with Ad-Supported Video.
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Local News - Morning, Movies, Dramas, and Game Shows.

87,659 or 70.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,

Local TV Station Programs (Persons & % Reach): Adults 18 or older Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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132,820 or 63.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,
Local News - Morning, Movies, Mystery/Suspense/Crime, and Dramas
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157,021 or 46.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Local News - Morning, Movies, Mystery/Suspense/Crime, and Nation
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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91,180 or 64.8% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning,
Local News - Evening, Movies, Mystery/Suspense/Crime, and Nationa

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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206,787 or 55.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos watch Ad-Supported Local TV Stations. The Top 6-Programs are Movies, Dramas, Sports,
Comedies, Local News - Evening, and Local News - Morning.
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84,604 or 68.5% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Social Media for an average of 119.4 minutes every day representing 24.5%
of all time spent daily with Ad-Supported Digital Media.
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184,770 or 88.5% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Social Media for an average of 161.8 minutes every day representing 28.%
of all time spent daily with Ad-Supported Digital Media.
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281,765 or 82.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Social Media for an average of 147.6 minutes every day representing 26.3%
of all time spent daily with Ad-Supported Digital Media.
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117,685 or 83.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Social Media for an average of 133.4 minutes every day representing 26.1%
of all time spent daily with Ad-Supported Digital Media.
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307,626 or 83.2% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Social Media for an average of 139.9 minutes every day representing 27.3%
of all time spent daily with Ad-Supported Digital Media.
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Avg. Week All Socmf Medm (Persons & % Reach): Adults 18 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

84,604 or 68.5% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 36.2 minutes every day representing 30.3% of
all time spent daily with Ad-Supported Social Media.
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155,709 or 74.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 53.8 minutes every day representing 33.2% of
all time spent daily with Ad-Supported Social Media.
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270,560 or 79.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 58.3 minutes every day representing 39.5% of
all time spent daily with Ad-Supported Social Media.
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117,685 or 83.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 51. minutes every day representing 38.2% of all
time spent daily with Ad-Supported Social Media.
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292,159 or 79.% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 50.7 minutes every day representing 36.3% of
all time spent daily with Ad-Supported Social Media.
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84,604 or 68.5% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 36.2 minutes every day representing 30.3% of
all time spent daily with Ad-Supported Social Media.
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155,709 or 74.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 53.8 minutes every day representing 33.2% of
all time spent daily with Ad-Supported Social Media.
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270,560 or 79.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 58.3 minutes every day representing 39.5% of
all time spent daily with Ad-Supported Social Media.
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117,685 or 83.7% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos use Ad-Supported Facebook for an average of 51. minutes every day representing 38.2% of all
time spent daily with Ad-Supported Social Media.
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292,159 or 79.% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past

3mos use Ad-Supported Facebook for an average of 50.7 minutes every day representing 36.3% of
all time spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 17,345; Local Radio: 15,522; Non-Prem. Cable: 7,508; Local TV: 6,268
| reaching Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the

All Other Digital Media: 24,076;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at ULTA
BEAUTY in the past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 11,500;
Social Media: 8,418; Local Radio: 8,073; Non-Prem. Cable: 4,489; Local TV: 3,515 reaching
Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the pa

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at ULTA
BEAUTY in the past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 25,551;
Local Radio: 19,078; Social Media: 17,677; Non-Prem. Cable: 9,309; Local TV: 7,546
| reaching Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Purchased Items In-Store at ULTA
BEAUTY in the past 3mos
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Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or otder

(average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Shopping Malls
Restaurants & Bars

Drug Stores

Podcasts

Spotify

SiriusXm

Movie Theaters

YouTube Music

R
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Usage %

who Purchased Items In- CIN
Store at ULTA BEAUTY in

114,005 or 92.3% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 67.2 minutes per day driving, seeing Billboards and Signs. 69.1% Listen to
Local Radio Stations Out-of-Home for an average of 30.9 minu
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Shopping Malls
Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXm

Movie Theaters

Retail Stores

195,042 or 93.5% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 59.6 minutes per day driving, seeing Billboards and Signs. 63.% Listen to
Local Radio Stations Out-of-Home for an average of 37.8 minut
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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328,239 or 96.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 44.8 minutes per day driving, seeing Billboards and Signs. 61.3% Listen to
Local Radio Stations Out-of-Home for an average of 30.8 minu
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
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137,516 or 97.8% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 51. minutes per day driving, seeing Billboards and Signs. 74.6% Listen to
Local Radio Stations Out-of-Home for an average of 47.7 minut
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354,795 or 96.% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 56.2 minutes per day driving, seeing Billboards and Signs. 69.5% Listen to
Local Radio Stations Out-of-Home for an average of 38.3 minut
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114,005 or 92.3% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
spend an average of 67.2 minutes per day driving, seeing Billboards and Signs representing 44.1% 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
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195,042 or 93.5% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos

spend an average of 59.6 minutes per day driving, seeing Billboards and Signs representing 40.1% 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

Weekly

iy "Share of Ad-Supported OOH Media"

98.8% 98.3%
93.5%
90.1%

who Purchased Items In-
Store at ULTA BEAUTY in

the past 3m0%

74.9%
66.6%

68.3%

63.0%

42.2% 40.9%

31.2%

16.3%

0,
Weekly 6.1% 6.2%
Total m
Persans 3,482,369 2,574,801 2,718,795 3 3,799,117 g 1,205,123 5 1,175,015 887,207 340,394 g z 638,298 239,099
Biliboards & Sngns AM/FM Radio Walking in Towns, Grocery Stores Shopping Malis Restaurants & Bars "Podcasts Health Clubs/Gyms Gas stadiums & Arenas
Avaraga (Weekly Drivers) Cities, Downtown Stations/Convenience
Daily Minutes Areas Stores
with Ad-Supported
OOH Media:
o EUEN 15 |
® who Purchased Items In-Store at ULTA BEAUTY in the past 3mos m MSP
MSP DMA Scarborough R2 2024: Jul23-Aug24 Qual intab 108

MINNEAPOLIS-ST. PAUL DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,862
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

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




328,239 or 96.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
spend an average of 44.8 minutes per day driving, seeing Billboards and Signs representing 35.4% of all
Time Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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137,516 or 97.8% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
spend an average of 51. minutes per day driving, seeing Billboards and Signs representing 31.2% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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354,795 or 96.% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
spend an average of 56.2 minutes per day driving, seeing Billboards and Signs representing 36.1% of all
Time Spent with Ad-Supported Out-of-Home Media.
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| 114,005 or 92.3% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 67.2 minutes per day driving an average of 39.1 miles each day and are
207.6% more likely to use I-675 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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195,042 or 93.5% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 59.6 minutes per day driving an average of 34.7 miles each day and are
84.6% more likely to use MN 65 (Central Avenue) than the Metro a

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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328,239 or 96.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 44.8 minutes per day driving an average of 26.1 miles each day and are
125.3% more likely to use Meridian Avenue/Highway 161 (Puyallup)

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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137,516 or 97.8% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 51. minutes per day driving an average of 29.7 miles each day and are
71.7% more likely to use Green Mount Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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354,795 or 96.% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos spend an average of 56.2 minutes per day driving an average of 32.7 miles each day and are
49.3% more likely to use Route 15 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Top Residential Zip Codes: (Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos) SLUM(Aduls 38 or lder:..
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35,762 or 28.9% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.3 minutes every day
representing 31.3% of all time spent daily with All forms of Print Me

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
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Avg. Week All Print Dr/{gﬁg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Local Daily Newspaper(s) (Daily+Sunday)
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80,074 or 38.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.1 minutes every day
representing 30.6% of all time spent daily with All forms of Print Med

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older
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114,080 or 33.6% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.8 minutes every day
representing 29.7% of all time spent daily with All forms of Print M
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42,204 or 30.% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past 3mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing
34.9% of all time spent daily with All forms of Print Medi

Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local Daily Newspaper(s) (Daily+Sunday)

115,998 or 31.4% of Adults 18 or older who Purchased Items In-Store at ULTA BEAUTY in the past
3mos read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day
representing 32.4% of all time spent daily with All forms of Print Me
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