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@ Percent of Market: Women 25 - 54

45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 39.6 years old (1.1% younger
than average) and have a $106,443 (18.6% higher than average) annual household income.
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59.9% or 563,903 of MINNEAPOLIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 39.6 years old (.7% younger
than average) and have a $116,540 (6.9% higher than average) annual household income.
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44.8% or 263,655 of ST. LOUIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 40.5 years old (.3% older
than average) and have a $111,255 (28.4% higher than average) annual household income.
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39.% or 178,468 of CINCINNATI DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 38.9 years old (2.6% younger
than average) and have a $114,659 (27.7% higher than average) annual household income.
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34.7% or 131,914 of WEST PALM BEACH DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 41.7 years old (2.5% older
than average) and have a $120,178 (33.5% higher than average) annual household income.
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grandparent of 1 or more children under 18.
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 33.9% more likely to be a college
graduate, 14.7% more likely to work full-time, 6.5% more likely to be married, 25.5% less likely to be a
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59.9% or 563,903 of MINNEAPOLIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 22.6% more likely to be a college
graduate, 5.2% more likely to work full-time, 1.6% less likely to be married, 12.1% less likely to be a

grandparent of 1 or more children under 18.
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44.8% or 263,655 of ST. LOUIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 57.2% more likely to be a college
graduate, 17.2% more likely to work full-time, 9.4% more likely to be married, 24.9% less likely to be a
grandparent of 1 or more children under 18.
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39.% or 178,468 of CINCINNATI DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 50.% more likely to be a college
graduate, 29.% more likely to work full-time, 11.5% more likely to be married, 54.8% less likely to be a

grandparent of 1 or more children under 18.
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34.7% or 131,914 of WEST PALM BEACH DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 32.8% more likely to be a college
graduate, 37.2% more likely to work full-time, 24.5% more likely to be married, 38.1% less likely to be a
grandparent of 1 or more children under 18.
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 13.% more likely to own their home,

29.8% more likely to own a higher valued home, 11.3% more likely to have a single-family home, 1.1% more
likely to have a dog.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 1.8% less likely to own their home,

9.% more likely to own a higher valued home, 3.9% more likely to have a single-family home, 1.9% less likely
to have a dog.

TARGET

M s P ‘ 59.9% or 563,903 of MINNEAPOLIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
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@ 44.8% or 263,655 of ST. LOUIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
— Y- )7 Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 15.8% more likely to own their
home, 15.2% more likely to own a higher valued home, 10.4% more likely to have a single-family home, 8.3%

more likely to have a dog.

. Own/Rent/Other: Women 25-54 | B Type of Home: Women 25-54  4g{®Pets in Home: Women 25 - 54
Single Family House (unattached) § = 49.6%
45.8%
Townhouse or attached Home l | 6:7%
0o __
- 2.7% 128.9%
Condominium I 2.1% Own a Cat -
) 32.8%
: 7.0% 6.8% 9,
” 5.2%  4.2% Apartment -%
52,426 U 18501 QEELTH 12
Rent Other Own Second Home Mobile Home or Manufactured | 2.6% Own other type of Pet g -
or Real Estate H 13.7%
e ome | RE
who Purchased Items In-Store at TARGET past 3mos mST. LOUIS wwho Purchased Items In-Store at TARGET past 3mos = ST, LOUIS who Purchased items In-Store at TARGET past 3mos W ST, LOUIS

Value of Owned Home: Women 25 - 54

Average Value of Owned Home:

I Home Loans: Women 25 - 54

who Pul In-Store at TARGET past 3mos

ST. LOUIS 261,173

1.9%
1.0%  02% 0.1%
3,709 wewnre

g 26 24 29 a0 202 Qg 26,08 g 2,55 go 708 18,366 MW g 445 ,135 )08 7 4 5 g
<$150K $150K-$200K  $200K-S250K  $250K-5300K S$300K-$350K  $350K-$500K  S500K-$750K  $750K-S1M S1VH+ Home Mortgage Refinanced Home Equity own
Home Mortgage Loan/Home Home/Property
® who Purchased Items In-Store at TARGET past 3mos W ST. LOUIS Improvement Outright (ND
ST. LOoUIS DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 794 B Loan Mortgages)

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

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



39.% or 178,468 of CINCINNATI DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 8.5% more likely to own their home,

25.9% more likely to own a higher valued home, 9.4% more likely to have a single-family home, 12.2% more
likely to have a dog.
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34.7% or 131,914 of WEST PALM BEACH DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
WPB Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 20.9% more likely to own their

home, 10.4% more likely to own a higher valued home, 13.2% more likely to have a single-family home,
25.9% more likely to have a dog.
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 1.8% more likely to look up D-I-Y

advice online, 11.7% more likely to always vote in local elections, 20.4% more likely to belong to a gym,
19.7% more likely to fly domestic past yr.
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59.9% or 563,903 of MINNEAPOLIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 1.4% less likely to look up D-I-Y
advice online, 1.9% less likely to always vote in local elections, 36.2% more likely to belong to a gym, 14.4%
more likely to fly domestic past yr.
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44.8% or 263,655 of ST. LOUIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 11.3% more likely to look up D-I-Y
advice online, 1.8% less likely to always vote in local elections, 57.3% more likely to belong to a gym, 32.4%

more likely to fly domestic past yr.
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39.% or 178,468 of CINCINNATI DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 4.9% more likely to look up D-I-Y
advice online, 16.% more likely to always vote in local elections, 64.5% more likely to belong to a gym,

22.8% more likely to fly domestic past yr.
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34.7% or 131,914 of WEST PALM BEACH DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 10.8% more likely to look up D-I-Y
advice online, 17.6% less likely to always vote in local elections, 42.9% more likely to belong to a gym,

10.9% more likely to fly domestic past yr.
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Past 30-days QSR Users: Women 25 - 54
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 3.9% more likely to use QSRs past
mo., 12.5% more likely to use Sit-Down Restaurants past mo., .9% less likely to use Casinos past yr., 41.%
less likely to smoke cigarettes.
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59.9% or 563,903 of MINNEAPOLIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 2.8% more likely to use QSRs past
mo., 8.6% more likely to use Sit-Down Restaurants past mo., 5.5% more likely to use Casinos past yr.,, 82.2%
less likely to smoke cigarettes.
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44.8% or 263,655 of ST. LOUIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 1.8% more likely to use QSRs past
mo., 9.% more likely to use Sit-Down Restaurants past mo., 4.3% less likely to use Casinos past yr., 84.5%
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39.% or 178,468 of CINCINNATI DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 4.3% more likely to use QSRs past
mo., 12.4% more likely to use Sit-Down Restaurants past mo., 9.7% less likely to use Casinos past yr., 78.9%
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34.7% or 131,914 of WEST PALM BEACH DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 1.5% more likely to use QSRs past
mo., 27.2% more likely to use Sit-Down Restaurants past mo., 3.2% less likely to use Casinos past yr.,, 92.5%

ikely to smoke cigarettes.
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 25.7% more likely to have a 401K,

24.4% more likely to have an Auto Loan, 22.6% more likely to Invest/Trade Stocks Online, .7% more likely to
pay with their Debit Card.
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59.9% or 563,903 of MINNEAPOLIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

en 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 15.3% more likely to have a 401K,

11.7% more likely to have an Auto Loan, .1% more likely to Invest/Trade Stocks Online, .9% less likely to pay
with their Debit Card.
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mﬁalnvestments Owned: Women 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.)

' 44.8% or 263,655 of ST. LOUIS DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 28.% more likely to have a 401K,
16.3% more likely to have an Auto Loan, 69.6% more likely to Invest/Trade Stocks Online, 3.1% less likely to

| pay with their Debit Card.
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' 39.% or 178,468 of CINCINNATI DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 32.4% more likely to have a 401K,

21.6% more likely to have an Auto Loan, 29.8% more likely to Invest/Trade Stocks Online, 20.1% less likely to
| pay with their Debit Card.
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34.7% or 131,914 of WEST PALM BEACH DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 48.6% more likely to have a 401K,
58.3% more likely to have an Auto Loan, 79.% more likely to Invest/Trade Stocks Online, 4.3% more likely to
| pay with their Debit Card.
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Past 3-Months Payment Methods Used: Women 25 - 54

3.3% 45%  3.8% 3.4%
Zelle Cash App venmo MasterCard  Apple Pay  Google Pay Store Credit  American Discover Facebook  Square Cash Samsung Pay

visA Paypal

Card Express Messenger
m who Purchased tems In-Store at TARGET past 3mos m WEST PALM BEACH
734

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




Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 21 hours, 35 minutes
and 14 seconds each week with All Forms of Media.
84.6% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 7 hours and 7 minutes each week

| listening to All Local AM/FM Radio, representing 8.7% of totaltime spent with all forms of Media.

BET..
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 3 days, 0 hours, 4 minutes and
46 seconds each week with All Forms of Media.

88.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 56 minutes each week
listening to All Local AM/FM Radio, representing 8.5% of totaltime spent with all forms of Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 3 days, 5 hours, 51 minutes
and 13 seconds each week with All Forms of Media.

88.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 7 hours and 59 minutes each week
listening to All Local AM/FM Radio, representing 9.1% of totaltime spent with all forms of Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 3 days, 5 hours, 36 minutes
and 16 seconds each week with All Forms of Media.

89.4% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 41 minutes each week
listening to All Local AM/FM Radio, representing 7.7% of total time spent with all forms of Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 3 days, 0 hours, 7 minutes and

46 seconds each week with All Forms of Media.
88.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 9 hours and 58 minutes each week
listening to All Local AM/FM Radio, representing 12.3% of total time spent with all forms of Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 0 hours, 52 minutes
Bl and 32 seconds each week with All Forms of Ad-Supported Media.
——— 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 30 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.8% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 3 hours, 2 minutes and

53 seconds each week with All Forms of Ad-Supported Media.
85.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 26 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased ltems In-Store at TARGET past 3mos spend an average of 2 days, 7 hours, 2 minutes and
6 seconds each week with All Forms of Ad-Supported Media.

85.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 7 hours and 30 minutes each week
| listening to Local Ad-Supported AM/FM Radio, representing 11.7% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 7 hours, 16 minutes
TARGET and 55 seconds each week with All Forms of Ad-Supported Media.

86.8% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 16 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.9% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 1 days, 22 hours, 46 minutes
and 30 seconds each week with All Forms of Ad-Supported Media.

85.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 8 hours and 59 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 16.4% of total time spent with all forms of Ad-Supported Media.
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Top-13 All Forms of Medn:r (Persons & % Reach): Women 25 - 54
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 6 hours and
58 minutes each day with All Forms of Ad-Supported Media. 81.2% listen to Local AM/FM Radio for
an avg. of 55.8 minutes/day.

(Local Radio delivers 10.8% of Time with Ad-Supported Media.)
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Top-:t.? All !-;orms of Media (Persons & % Reach): Women 25 - 54
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avg. of 55.2 minutes/day.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 7 hours and
17 minutes each day with All Forms of Ad-Supported Media. 85.% listen to Local AM/FM Radio for an
(Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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Top-i.!? All Forms of Media (Persons & % Reach): Women 25 - 54

Grocery Stores
Search (Google, Bing, etc.)
Facebook

Billboards & Signs (Weekly Drivers)

/Weather /Sports

Local AM/FM Radio

ing /Fis ial/ Estate ps)
Email/Text/IM/Zoom,ete. (Personal & Work)
Instagram

Gas Stations/Convenience Stores

Netflix

Games/Fantasy/Betting Sites

Local TV Stations

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 7 hours and
51 minutes each day with All Forms of Ad-Supported Media. 85.9% listen to Local AM/FM Radio for
an avg. of 64.4 minutes/day.

(Local Radio delivers 11.7% of Time with Ad-Supported Media.)
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Top-:t.? All !-;orms of Media (Persons & % Reach): Women 25 - 54
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an avg. of 53.9 minutes/day.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 7 hours and
53 minutes each day with All Forms of Ad-Supported Media. 86.8% listen to Local AM/FM Radio for
(Loca.’ Radio delivers 9.9% of Time with Ad-Supported Media.)
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Top-13 All Forms of Med’ra (Persons & % Reach): Women 25 - 54
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an avg. of 77. minutes/day.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 6 hours and
40 minutes each day with All Forms of Ad-Supported Media. 85.5% listen to Local AM/FM Radio for

(Local Radio delivers 16.4% of Time with Ad-Supported Media.)
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24,189,170 or 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 55.8 minutes every day representing 36.1% of
all time spent daily with Ad-Supported Audio.
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[ 479,070 or 85.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio for an average of 55.2 minutes every day representing 37.7% of all
time spent daily with Ad-Supported Audio.
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7 226,470 or 85.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to

Ad-Supported Local AM/FM Radio for an average of 64.4 minutes every day representing 39.7% of

all time spent daily with Ad-Supported Audio.
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154,940 or 86.8% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 53.9 minutes every day representing 38.1% of
all time spent daily with Ad-Supported Audio.
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[ 112,763 or 85.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 77. minutes every day representing 38.2% of all
time spent daily with Ad-Supported Audio.
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24,189,170 or 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 55.8 minutes every day representing 36.1% of
| all time spent daily with Ad-Supported Audio.
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479,070 or 85.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio for an average of 55.2 minutes every day representing 37.7% of all
time spent daily with Ad-Supported Audio.
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| 226,470 or 85.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 64.4 minutes every day representing 39.7% of
all time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 85.9%

83.8% Audio: Women 25 - 54

"Share of Ad-Supported Audio” -
who Purchased Items In- ST.LOUIS

Store at TARGET past 3mos

37.0%

16.8%
’ 13.9% 12.9% 15.4%

12.5%

10.2% 11.4% 11.7%

0, 0,
Weekly 9.2% 9.3% 6.9% 5.2% 7.5% 7.4% 5.4% 6.1%
Total 7.8% 2.1% 2.1%
Persons r *ﬂ
Reached: 726, 493,236 ;i 176,960 R 99,062 i 66,997 R 81,747 ; 90,831 7 30, ; 43,262 E f ; 12,549
Local AM/FM Podcasts YouTube Music Spotify Pandora TV Music Amazon Music All Others iHeartRadio SiriusXM
Average Radio

arage Channels
Daily Mi

® who Purchased Items In-Store at TARGET past 3mos

5
m ST. LOUIS

* Share of Everything

ST. LOUIS DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 794

ST. Louis DMA Scarborough R2 2024: Jul23-Aug24 Qual Intab 1,933
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



154,940 or 86.8% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 53.9 minutes every day representing 38.1% of
all time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 86.8%
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112,763 or 85.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 77. minutes every day representing 38.2% of all
time spent daily with Ad-Supported Audio.
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Locai AMM(‘)FM Radio Formats (Persons & % Reach): Women 25 - 54
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24,189,170 or 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-

Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Hot AC, Country, and Classic Hits.
Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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479,070 or 85.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos 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.

Local AM/FM Radio Formats (Persons & % Reach): Women 25 - 54

{Average Week} Toro

% Time Spent:
HotAC  ErF& eyl & 36: m
Country D il T4 17 59)

Pop Contemporary Hit Radio

Classic Hits

Adult Contemporary

Gontemporary Chikstian m Avg. Hours+Minutes/day with Local
Active Rock AM/FM Radio: Women 25 -54

News/Talk/Information

-
e

® who Purchased Items In-Store at TARGET past 3mos

Album Adult Alternative

who Purchased Items 1n-
Store at TARGET past 3mos.

Soft Adult Contemporary
Urban Oldies

B MINNEAPOLIS

Loc

(Avscage pay,

al AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

All Sports

News/Talk/
Information
273

Soft Adult
Contemporary
299

Hot AC
26.1

Country
24.7
Adult Album Adult
Contemporary Alternative
3

27.8 L

Soft Adult
Contemporary
28.2

News/Talk/
Information
255

Contemy

Ol ian

Adult
Contemporary
27.1

Hot AC
244

Rock Country

23.0

Classic Hits
25.0

Pop
Conte...
Hit
Radio
21.2

Urban Oldies
17.6

® who Purchased Items In-Store at TARGET past 3mos

= MINNEAPOLIS

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Women 25 - 54

{Average week] Totol Persons % Time sper:
Bt A s 1789
country el £ 12.3%)

Pop Contemporary Hit Radio

-
P — ATl T0:5%

Classic Hits
e sock FFPPER T
Classic Rock m m Avg. Hours+Minutes/day with Ad-
T S e mm Supported Local AM/FM Radio:
80530 N Women 25 - 54
News/Talk/Information mm
e mm — m
Soft Adult Contemporary mm
kil who he d in NP 'ous
Urban Oldies mm Store at TARGET past 3mos
Talk/Personality “% 1.8%
# who Purchased ltems In-Store at TARGET past 3mos B MINNEAPOLIS
MINNEAPOLIS DMA Searborough R2 2024: Jul23-Aug24 Qual Intab 1,113

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

& Avg. Minutes/day Spent): Women 25 - 54

All Sports

328

Active Rock
30.6

Soft Adult
Contemporary

299

Ad-Supported Local AM/FM Radio Formats (% Time Spent
AvaTags. o2 -

Hot AC

261 All Sports

29.3

Album Adult
Alternat

Pop
Conte...
Talk/ Hit

Active Rock
284

Contemporary
278

Radio
242

Person...
24.4
Soft Adult
orary

News/Talk/
Information Urban Oldies

173

Country
24.7

273

News/Talk/
Information
255

Adult
Contemporary

Talk/Personality
25.7

Country
23.0

Classic Hits
PARY)

Pop
Album  SCOREES
fult Hit
Radio
21.2

Altern

22.6

Urban Oldies
17.6

u who Purchased Items In-Store at TARGET past 3mos

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

u MINNEAPOLIS

soefa.ai

* Share of Everything

for Anything _




Local AM/FM Radio Formats (Persons & % Reach): Women 25-54
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226,470 or 85.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult Contemporary, New Country,
Pop Contemporary Hit Radio, and Hot AC.
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Local AM/FM Radm Formats (Persons & % Reach): Women 25 - 54
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154,940 or 86.8% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Classic Hits, Hot AC,
and Pop Contemporary Hit Radio.
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Lacal AM/FM Radio Formats (Persons & % Reach): Women 25-54
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112,763 or 85.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Urban Contemporary, Classic Hits, and Country.
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Avg. Week All Video (Persons & % Reach): Women 25 - 54
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15,940,727 or 53.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch
Ad-Supported Local TV Stations for an average of 61.9 minutes every day representing 28.8% of all

time spent daily with Ad-Supported Video.
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273,956 or 48.6% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 87.8 minutes every day representing 32.% of all time
spent daily with Ad-Supported Video.
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TARGET

153,043 or 58.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 64.3 minutes every day representing 22.6% of all time
spent daily with Ad-Supported Video.
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TARGET

94,374 or 52.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 70.9 minutes every day representing 27.% of all time
spent daily with Ad-Supported Video.
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58,928 or 44.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 83.4 minutes every day representing 32.% of all time
spent daily with Ad-Supported Video.
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15,940,727 or 53.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch
Ad-Supported Local TV Stations for an average of 61.9 minutes every day representing 28.8% of all
time spent daily with Ad-Supported Video.

Weekly 53.5% Avg. Hours+Minutes/day with Ad-Supported

Reach % 524% 53.0% S0.8% "Share ofAd_supported Videon Video: Women 25 - 54

45.6% 46.0%
who Purchased Items In- USA
Store at TARGET past 3mos

% of Wee

Time Spen
Ad-Sup 29.4%

Video:

15.9% 16.1%
14.2% 14.0% 14.1% 14.0%
12.2% 11.4%

Weekly

Total = -

Persons e ) L7 “

R"‘hed15,940,7233,955,500 15,780,5732,974,440 13,568,2985,127,706 13,712,94Q7,265,936 11,904,7026,882,285 8,741,42715,589,267 4,215,1377,890,438 4,183,9737,426,358 4,720,8629,132,712 4,786,4219,109,667

Local TV Cable TV Amazon YouTube TikTok Hulu Netflix Disney+ AppleTV+ Peacock
Average
Daily Mi
® who Purchased Items In-Store at TARGET past 3mos H USA
USA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 8744 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.  USA Projection  Scarborough R2 2024: Aug23-Sep24  Qual Intab 23,097 soeﬁ.al for Anything _

e

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




273,956 or 48.6% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 87.8 minutes every day representing 32.% of all time
spent daily with Ad-Supported Video.
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153,043 or 58.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-

Supported Local TV Stations for an average of 64.3 minutes every day representing 22.6% of all time
spent daily with Ad-Supported Video.
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94,374 or 52.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-

Supported Local TV Stations for an average of 70.9 minutes every day representing 27.% of all time
spent daily with Ad-Supported Video.
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58,928 or 44.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 83.4 minutes every day representing 32.% of all time

spent daily with Ad-Supported Video.
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Morning, Comedies, Movies, and Game Shows.

15,940,727 or 53.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -

Local TVStatJon 1 Programs (Persons & % Reach): Women 25-54  Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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273,956 or 48.6% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Game Shows, and Local News - Late.
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Local TVStatmn 1 Programs (Persons & % Reach): Women 25 - 54
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153,043 or 58.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Comedies, Local
News - Evening, Movies, and Dramas.
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Local TV Station Programs (Persons & % Reach): Women 25 - 54
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Local TVStatmn 1 Programs (Persons & % Reach): Women 25 - 54

(average weel
Muv:es

Local News - Evening
Local News - Morning
Game Shows
Comedies
Mystery/Suspense/Crime
Sports

Dramas

Court Shows

Local News - Late
Documentaries
Food/Cooking Shows

DaytimeTalk Shows.

58,928 or 44.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Movies, Dramas, Comedies, Local News -
Evening, Game Shows, and Mystery/Suspense/Crime.
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25,342,465 or 85.1% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 142.9 minutes every day representing 28.5% of all time
spent daily with Ad-Supported Digital Media.
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spent daily with Ad-Supported Digital Media.

501,529 or 88.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 165.3 minutes every day representing 28.3% of all time
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225,929 or 85.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 143.8 minutes every day representing 24.4% of all time
spent daily with Ad-Supported Digital Media.
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156,129 or 87.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 193.8 minutes every day representing 31.6% of all time
spent daily with Ad-Supported Digital Media.
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111,360 or 84.4% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 105.7 minutes every day representing 18.2% of all time
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Avg. Week All social Media (Persons & % Reach): Women 25 - 54

25,342,465 or 85.1% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 44.2 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.

Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Avg. Week All Socmf Media (Persons & % Reach): Women 25 - 54
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491,638 or 87.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 50. minutes every day representing 30.1% of all time spent
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225,929 or 85.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 47.1 minutes every day representing 32.6% of all time spent
daily with Ad-Supported Social Media.
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156,129 or 87.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 62.4 minutes every day representing 33.2% of all time spent
daily with Ad-Supported Social Media.
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Avg. Week All Social Media (Persons & % Reach): Women 25 - 54
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‘ 25,342,465 or 85.1% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 44.2 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.
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491,638 or 87.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 50. minutes every day representing 30.1% of all time spent
daily with Ad-Supported Social Media.
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225,929 or 85.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 47.1 minutes every day representing 32.6% of all time spent
daily with Ad-Supported Social Media.
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156,129 or 87.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 62.4 minutes every day representing 33.2% 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... All Other Digital Media: 2,260,965;
Social Media: 1,624,982; Local Radio: 1,550,552; Non-Prem. Cable: 657,695; Local TV:
620,587 reaching Women 25 - 54 who Purchased Items In-Store at TARGET past
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@ % M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 42,971;
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reaching Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 22,241;
Social Media: 16,019; Local Radio: 14,083; Local TV: 6,852; Non-Prem. Cable: 6,343
reaching Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Purchased Items In-Store at TARGET
past 3mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 12,841;
Social Media: 10,056; Local Radio: 9,878; Local TV: 3,381; Non-Prem. Cable: 3,209
reaching Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos.
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' 28,040,344 or 94.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend
an average of 46.6 minutes per day driving, seeing Billboards and Signs. 71.% Listen to Local Radio
Stations Out-of-Home for an average of 36.9 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54

(average weex)
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529,378 or 93.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 48.8 minutes per day driving, seeing Billboards and Signs. 74.3% Listen to Local Radio
Stations Out-of-Home for an average of 36.5 minutes/day.
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251,688 or 95.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 54.3 minutes per day driving, seeing Billboards and Signs. 75.1% Listen to Local Radio
Stations Out-of-Home for an average of 42.6 minutes/day.
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Top-13 Out-of- Home Media (Persons & % Reach): Women 25 - 54

(average week)
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169,077 or 94.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 53. minutes per day driving, seeing Billboards and Signs. 75.9% Listen to Local Radio
Stations Out-of-Home for an average of 35.6 minutes/day.
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Top-13 Out-of- Home Media (Persons & % Reach): Women 25 - 54
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130,190 or 98.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 40. minutes per day driving, seeing Billboards and Signs. 74.8% Listen to Local Radio

Stations Out-of-Home for an average of 51. minutes/day.
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28,040,344 or 94.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 46.6 minutes per day driving, seeing Billboards and Signs representing 33.2% of all Time Spent
with Ad-Supported Out-of-Home Media.
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529,378 or 93.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average
of 48.8 minutes per day driving, seeing Billboards and Signs representing 34.3% of all Time Spent with Ad-
Supported Out-of-Home Media.
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251,688 or 95.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average

of 54.3 minutes per day driving, seeing Billboards and Signs representing 36.4% of all Time Spent with Ad-
Supported Out-of-Home Media.
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169,077 or 94.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average
of 53. minutes per day driving, seeing Billboards and Signs representing 35.1% of all Time Spent with Ad-
Supported Out-of-Home Media.
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130,190 or 98.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average
of 40. minutes per day driving, seeing Billboards and Signs representing 28.4% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Women 25 - 54
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529,378 or 93.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 48.8 minutes per day driving an average of 28.4 miles each day and are 42.6% more likely
to use MN 47 (University Avenue) than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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55303
55406
55379
56401
55021
55449
55124
56482
55416
55428
55118
55122
55337
55407
55104
55414
55432
55125
55372
56143
55113
55369
55076
55412
55347
55109

69%

2.71%

3.25%
1.95%

;
l
.
¢
N
B
i
-
§
%
= I3
-]
mEE
g o
B
3

]
o
i
E
®
E
> §

g

1.93%

g
2
-
a
®

i
#
:

o
i3

1.75%

O —"
4 1.55%
e 1

. (A

fEd
1.67%

1.57% s

12705 1.35% HI_ ﬂ

o

g
N E
=
?E [
Ll o
0
g 8

3

3

= 3
oy o
S

g

Wil = 1 B

el bF

| ol ol

E i
2
®

oo
o
o
N
&

¥
oo
&
=]

o
ol &
gl ¥l

680

el
RN
# 3

;o
B #
ES

S

1.10%

i‘

0.7

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

Top-26 Employment Zip Codes: Women 25 - 54

55428
55449
55403
56401
55369
55344
55303
55109
55432
55402
55112
55121
55124
55372
56143
56201
55021
56482
55404
55406
56011
56601
55304
55107
55379
55126

|

2.21%

™
S
6o
=
(]

H

1.57%

¥ 3

1.76%
1.71%

1.66%

o
&
®

5

1.63%

-
w
"
7
3
In
¥

0.97%
1.61%
1.66%

1.59%

o
ol
fon
=
=

e

a

Ed

8,630 0.92%
e
1.00%
0.87%
-39%

™

0.83%

-
N
=
ES

e
g
ol
2
&

1.22%

2.21%

P
0.71%
e
0.67%
——rer
0.65%
e -
0.65%
o
0.63%
m 1.05%
0.63%
W
0.62%

g
:\
=
B
g s
®nd
5]
¥

* Share of Everything
for Anything _

:




251,688 or 95.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 54.3 minutes per day driving an average of 31.6 miles each day and are 46.7% more likely
to use Highway 94 than the Metro average.
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169,077 or 94.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 53. minutes per day driving an average of 30.8 miles each day and are 86.4% more likely
to use US 50 (Columbia Parkway) than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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130,190 or 98.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 40. minutes per day driving an average of 23.3 miles each day and are 88.4% more likely

to use Glades Road than the Metro average.

Top-26 Residential Zip Codes: Women 25 - 54
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‘ 7,793,240 or 26.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.1 minutes every day representing 29.4%
of all time spent daily with All forms of Print Media.
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67,733 or 25.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.7 minutes every day representing 31.3% of all
time spent daily with All forms of Print Media.
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35,001 or 26.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.9 minutes every day representing 25.8% of all
time spent daily with All forms of Print Media.
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