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And, Yes! You ARE Smart Enough to Read a Bloomberg Terminal. So get ready to Learn!




1.5% or 3,847,223 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 48.8 years old (.3% younger
than average) and have a $106,532 (21.9% higher than average) annual household income.
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1.5% or 2,515,154 of USA Adults 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 45.2 years old (.6% older than
average) and have a $117,280 (22.1% higher than average) annual household income.
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1.4% or 1,250,887 of USA Women 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 45.4 years old (.5% older than
average) and have a $111,386 (27.8% higher than average) annual household income.
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- Minneapolis, St. Paul, MN

' oma M25-64

1.5% or 1,264,267 of USA Men 25 - 64 Live in the MINNEAPOLIS-ST. PAU

L, MN, DMA.

Typical Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 45.1 years old (.6% older than
average) and have a $123,111 (17.3% higher than average) annual household income.

@ Percent of Market: Men 25 - 64

ik‘ Gender of Target vs. Market: Men 25 - 64

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

1.5%

® Remainder of USA Metro

44.8 0.0

Total Persons: 86,116,780 0.9%
1 84,852,513 Men Men Women Women
Average Age:

Age Cell Demographics of Target vs. Market:

Ethnicity of Target vs. Market:

White

65.2%

Black/African
American

=]
ES

=
ES

Asian

o 1

2.1%
Other

8%
Hispanic

B

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

._= HHI of Target vs. Market:

<535K HHI 11.2%
$35K-$50K HHI 9.0%
$50K-575K HHI 12.5%

$75K-$100K HHI

14.8

%
$100K-$150K HHI

$150K-5250K HHI

$250K+ HHI

Avg HHI: $104,961

W who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA
17.0% .
14.4%
! 4 13.4%
| ]
9.7% ' '
0.0% 0.0% 0.0% 0.0%
18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+
B who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA
USA USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,873
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.  USA Jan23-Oct23 USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab

23,267




1.5% or 2,761,881 of USA Adults 35 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
: Typical Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 57.5 years old (.3% younger
< than average) and have a $111,196 (24.% higher than average) annual household income.
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Minneapolis, St. Paul, MN

- oma P18+

1.5% or 3,847,223 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.1% more likely to be a college

graduate, 5.1% more likely to work full-time, 5.2% more likely to be married, 1.1% less likely to be a parent

of 1 or more children under 18.
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Minneapolis, St. Paul, MN

DMA P25'64

1.5% or 2,515,154 of USA Adults 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 6.1% more likely to be a college
graduate, 7.8% more likely to work full-time, 3.6% more likely to be married, .1% more likely to be a parent

of 1 or more children under 18.
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1.4% or 1,250,887 of USA Women 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 4.% more likely to be a college
graduate, 9.3% more likely to work full-time, 1.9% more likely to be married, 12.1% less likely to be a parent

of 1 or more children under 18.
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1.5% or 1,264,267 of USA Men 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 7.7% more likely to be a college
DMA M 25-64 graduate, 6.5% more likely to work full-time, 5.3% more likely to be married, 13.2% more likely to be a
parent of 1 or more children under 18.

Minneapolis, St. Paul, MN
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Minneapolis, St. Paul, MN

P35+

1.5% or 2,761,881 of USA Adults 35 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.9% more likely to be a college
graduate, 6.1% more likely to work full-time, 7.9% more likely to be married, 4.5% more likely to be a

grandparent of 1 or more children under 18.

<
()O Marital Status: Adults 35 or older

14.9%

16.1%
65.4%
60.7%

0.7%
| 1.6%

13.2%

Single, Never Married
Married
Legally Separated

Divorced

5.8%
B 7.2%

5.5%
B s0%

Widowed
LGBTQ#+ (net)

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

i '.f Education Levels: Adults 35 or older Employment: Adults 35 or older
. 1.6% ] . 58.6%
Some High School or Less (not graduate) - 2.3% Employed Full-Time or Part-Time 57.7%
High School Graduate (12th grade or GED) 2 Employed Full-Time (35 hours or more) %
' 0 0 (]
Some College Credit (no degree) 14% Employed Part-Time (less than 35 hours)
- 0 -]
P 13.1% . 42.5%
. White Coll
Associate's Degree (AA, AS, etc.) 15.29% ite Collar a1.9%
22.9% 16.2%
College Graduate (4 year college) 20.4% Blue Collar A
Postgraduate Degree 1 Work From Home (most of the time or always) giOate?
] (] d
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
a-fi,.,‘_'; Top-20 Occupations: Adults 35 or older Entrepreneurs/Military Experience
28.8% 13, 5.8% 5.7% 6.6% 7-3% 8.7% 8.6%
Small Business Self-Employed Current or Former
Oowner Military Service
g.9090-8%
"o 5.095.0% 5.2%;
i TR3% . 4.0%
I . 3.2504% 3855 32%6.0% 2790.6% 208 | pea.0% 003 8% 19%18% 18%.6% 22%15% 12%1.5% (gedd% 009lA% 129%.2% 0.9%1.2%
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114 d| Stage in Life: Adults 35 or older

Parent of 1 or more Children under 18

26.7%
I 26.0%

7.1%
I 0.1%

3.5%
MW 3.0%

5.1%
N 7.1%

13.3%

I 13.7%
16.4%
I 15.7%

7.7%
N 7.4%
35.8%

I 34.3%

Working Mothers

Parent of 1 or more Children Under Age 2
Parent of 1 or more Children Age 2-5
Parent of 1 or more Children Age 6- 11
Parent of 1 or more Children Age 12 - 17
Parent of 1 or more Children in College

Grandparent of 1 or more Children under 18

Scarborough R1 2024: Jan23-Feb24

who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA BUSA
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1.5% or 3,847,223 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 9.6% more likely to own their

home, 3.5% more likely to own a lower valued home, 12.% more likely to have a single-family home, 3.3%
more likely to have a dog.

m Own/Rent/Other: Adults 18 or older ﬁﬁm Type of Home: Adults 18 or older 4, i Pets in Home: Adults 18 or older

Single Family House (unattached)
61.9% Own a Dog

9.4%
Townhouse or attached Home
8.9%

. 2.1%
Condominium Own a Cat
5.8%

8.7% 9.0%
> -2 Apartment
0 11,070,070 23,685,239

Other Own Second Home Mobile Home or Manufactured 1.7% Own other type of Pet
or Real Estate Home 4.1% 7.7%
Property
wwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUsA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
-~
yZ4 Value of Owned Home: Adults 18 or older @Home Loans: Adults 18 or older

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

UsA 5402,304

6.3%

Home Mortgage Refinanced Home Equity Own
Home Mortgage Loan/Home Home/Property
Improvement  Outright (No
Loan Mortgages)

$350K-$500K  S500K-$750K  S$750K-S1M

<$150K $150K-$200K S200K-$250K  $250K-$300K  $300K-$350K

m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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" Minneapolis, St. Paul, MN

ova P25-64

| likely to have a dog.

5

1.5% or 2,515,154 of USA Adults 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 12.6% more likely to own their home,

4.2% more likely to own a lower valued home, 11.9% more likely to have a single-family home, 2.9% more

ﬂﬁm Type of Home: Adults 25 - 64

62.0%
2.0%
5.6%

m Own/Rent/Other: Adults 25 - 64

Single Family House (unattached)

8.7%
9.1%

Townhouse or attached Home

Condominium

7.3% 8.4%
2.8% 2.8% Apartment
. . 18.5%
53,436,765 MR [IE L2 4,577 308 | 14,454,409
Rent Other Own Second Home Mobile Home or Manufactured 1.6%
or Real Estate Home 3.5%
Property ’
®wheo Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA mwho Live in the MINNEAPOLS-5T. PAUL, MN, DMA mUSA

‘.Z? Value of Owned Home: Adults 25 - 64

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

UsA $404.420

8.0%
6.0%

1.0%

$350K-$500K

$250K-5300K  $300K-$350K

<$150K $200K-$250K $500K-5750K

4

® Pets in Home: Adults 25 - 64

Own a Dog

Own a Cat

Own other type of Pet

mwho Live in the MINNEAPOLIS-5T. PAUL, MN, DMA WUSA

MHome Loans: Adults 25 - 64

Home Mortgage

$150K-$200K $750K-51M S1IVH Refinanced Home Equity Oown
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Home Mortgage Loan/Home Hnme{Prnperty
o Improvement  Outright (No
UsA USA Projection Scarborough R1 2024: lan23-Feb24 Qual Intab 1,873 - Loan Mortgages)
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~ Minneapolis, St. Paul, MN 1.4% or 1,250,887 of USA Women 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 12.2% more likely to own their home,

I DMA W25'64 2.1% more likely to own a lower valued home, 12.9% more likely to have a single-family home, 3.9% more
i likely to have a dog.

m Own/Rent/Other: Women 25 - 64 mﬁm Type of Home: Women 25 - 64 4 {™ Pets in Home: Women 25 - 64

Single Family House (unattached)
61.4% Own a Dog

8.3%
Townhouse or attached Home l

9.2%
Condomini 2.4% o c
ondominium
5.1% 'wn a Cat
3.2% 7.9% 7.6%
. Apartment
o 2.1% . ? 18.7%
28,607,757 JSSTETY IS ) 740,738 | 6,560,910
Rent Other Own Second Home Mobile Home or Manufactured 2.0% Own other type of Pet
or Real Estate Home 4.3%
Property ’
®who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA wwho Live in the MINNEAPOLS-ST. PAUL, MN, DMA musA "who Livein the MINNEAPOUS-5T. PAUL, MN, DMA WUSA
-
¢4l Value of Owned Home: Women 25 - 64 MHome Loans: Women 25 - 64
Average Value of Owned Home:
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Usa $380,699
7.2%

5.0%

0.9%

<$150K S150K-S200K  $200K-$250K  $250K-$300K  $300K-$350K  $350K-$500K  $500K-$750K $750K-51M S1vH+ Home Mortgage Refinanced Home Equity Own

Home Mortgage Loan/Home Home/Property

Improvement  Outright (No
Loan Mortgages)

m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA
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- Minneapolis, St. Paul, MN

* oma M25-64

=5

have a dog.

1.5% or 1,264,267 of USA Men 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 12.8% more likely to own their home, 6.%

more likely to own a lower valued home, 11.% more likely to have a single-family home, 2.% more likely to

m Own/Rent/Other: Men 25 - 64

6.7% 9.2%

Own Second Home
or Real Estate
Property

mUSA

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

ﬂﬁm Type of Home: Men 25 - 64

62.7%
1.6%
6.2%

Single Family House (unattached)

9.0%
8.9%

Townhouse or attached Home

Condominium

Apartment
18.3%
Mobile Home or Manufactured 1.1%
Home 2.6%

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

25? Value of Owned Home: Men 25 - 64

Average Value of Owned Home:

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

UsA 5426,701

3o r&bimn 4 200
<$150K

$200K-5250K

$250K-$300K  $300K-$350K

8.8%
6.9%

$350K-$500K

$500K-5750K

S$750K-51M

4

® Pets in Home: Men 25 - 64

Own a Dog

Own a Cat

Own other type of Pet
7.2%

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

@Home Loans: Men 25 - 64

] (.6

Refinanced

Home Mortgage

$150K-$200K Home Equity Own
H
mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ome Mortgage  Loan/Home Hnme{Prnperty
Improvement  Outright (No
USA USA Projection Scarborough R1 2024: lan23-Feb24 Qual Intab 1,873 N Loan Mortgages)
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-~ Minneapolis, St. Paul, MN | 1.5% or 2,761,881 of USA Adults 35 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.2% more likely to own their

DMA P35+ home, 3.9% more likely to own a lower valued home, 11.7% more likely to have a single-family home, 2.9%
more likely to have a dog.

m Own/Rent/Other: Adults 35 or older mﬁm Type of Home: Adults 35 or older @rPets in Home: Adults 35 or older

Single Family House (unattached)

Own a Dog
10.2%
Townhouse or attached Home
8.4%
Condomini 2.2% o c
ondominium
5.8% wn a Cat

9.2% 10.9% E
1.7% 1.8% Apartment .

48,220 prissnuen

Other Own Second Home Mobile Home or Manufactured 1.5% Own other type of Pet
or Real Estate Home 4.3% 7.1%
Property
®who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA wwho Live in the MINNEAPOLS-ST. PAUL, MN, DMA musA "who Livein the MINNEAPOUS-5T. PAUL, MN, DMA WUSA

Z? Value of Owned Home: Adults 35 or older MHome Loans: Adults 35 or older

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

7.9% 6.8%

1.7%

UsA 5409,702
9.7%
6.2% 10.8%
- 2 267 03] 267 00 ] 041 63 L INILY. 55 0 aag m
S500K-$750K  S750K-51M S1IVH Home Mortgage Refinanced Home Equity Oown

<$150K S150K-S200K  $200K-$250K  $250K-$300K  $300K-$350K  $350K-$500K
Home Mortgage Loan/Home Home/Property

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musA :
Improvement  Outright (No
Loan Mortgages)

UsA USA Projection Scarborough R1 2024: lan23-Feb24 Qual Intab 1,873

o
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.  UUSA Jan23-Oct23 USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab 23,267



1.5% or 3,847,223 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 7.4% more likely to look up D-I-Y
advice online, 8.6% less likely to always vote in local elections, 12.% less likely to belong to a gym, 2.4%

more likely to fly domestic past yr.

Minneapolis, St. Paul, MN

P18+

Political Activity: Adults 18 or older

85.4%

}"op-ZO past 30-days Online Lifestyle Activites: Adults 18 or older

25.8%
Registered to Vote Democrat / Lean publican / Lean dependent / None
(In District of Residence) Democrat Republican of These

40.3%|
31.8%|

Presidential Elections: Always
Presidential Elections: Sometimes

m

Statewide Elections: Always
Statewide Elections: Sometimes

1B.3%
Tt b

Redpes/ Health Restaurant Do-lt-Yourself Online Phone  Medical Home / Fitness/Diest  Apparel/ JobSearch/  Religion/  Take Online career Education  Genealogy Homework  Electronic  Photography FParenting/ Online Dating
M:.algzl;:::g Iinformation |M::l;::l;nf advice f\{'ismiall \;enr:':::n Ganlen ideas Information Beauty Weas Postresume  Spirituality classes  Development {R;::\: {v:n':url‘;;ur Invite ;s‘:nna;ﬁ;; Family advice  senvice [OCGFEMMSIA’WGYS m-
“":“("I'}"% “:’:;“:‘";'}‘ el Local Elections: Sometimes m
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musaA
<
@ _&Top- 30 past 12-months Active Lifestyle Activites: Adults 18 or older -k Past 12-months Domestic Airline Trips: Adults 18 or older
: 17.5%
Rl 1 516,637 15.8%
. 14.4%
ERL 36 684,907 14.0%
: 7.1%
SRt 10 572,045 7.6%
: 5.5%
AL 5 170,052 5.4%
: 8.7%
SRRl > 1 035,928 8.4%
. : 1.6% Flew Domestic past year: 53.5%
4%
= 10+ trips M 2.3% Avg. # Domestic Flights:
19.2%| 18,8%|
14.0% 13. 8% 12.2%) 11.5% s 4.5% 4.0% 4.0%
-l -l - - B - = m
Giilling-  lawncCare Gadening  Bicyding  Swimming Hiking - Volunteer  logzing - Sewing - camping  Belongto Bowling Boating Fishing  Gmup Fitness Golf Yoga- Pilates  adult Basketball Caregiverof Followa  Competitive  Soccer Football Tennis  Snow Skiing-  Hunting Softball - Organized
outdoor (Flowersor sBackpacking work Running crafts Health Club or Class Ccontinuing Aging Parent  Weight Loss video Gaming Snowboarding Baseball  Road Race
Cooking Vegetables) Gym Education orRelative  Progmm 5%,
Marathon,
m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA ete)
USA USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,873
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Minneapolis, St. Paul, MN

DMA P25'64

1.5% or 2,515,154 of USA Adults 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 8.6% more likely to look up D-I-Y

advice online, 13.2% less likely to always vote in local elections, 17.2% less likely to belong to a gym, 6.2%

more likely to fly domestic past yr.

=L

}"op-ZO past 30-days Online Lifestyle Activites: Adults 25 - 64

"'HH =

SSI-M ' ' i

Political Activity: Adults 25 - 64

LER:H

(In District of Residence)

Presidential Elections: Always
Presidential Elections: Sometimes

29.3%
Registered to Vote Democrat / Lean publican / Lean Independ
Democrat Republican of These

26.9%

{ None

Statewide Elections: Always
Statewide Elections: Sometimes

18.6%) 17.2%| 17.0%) 16.5%|

hy Parenting/ oOnline Dating

Ruipﬁf- no—\t-vn_nmlf Heahi: Rmam_am ‘Online Phone Mu_iiul Fimusr?ia Home / apparel/  Job Search/ Take Online Career Education  Homework Ra_liginnf Elmrnni( " 4 o
M:.algzl;:::g advice Iinformation IM‘:;::‘.«T" f\{'ismiall \;enr:':::n information Gamden Weas Beauty ideas Post resume Classes  Development [R;::;ﬂ‘l m:l':;:;ur spirituality Invite ;s‘:nna;ﬁ;; Family advice  service LacafEfecﬁms:Afways
“":“("I'}"% “:’:;“:‘";'}‘ el Local Elections: Sometimes
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musaA
<
@ _&Tap- 30 past 12-months Active L;fesfy[e Activites: Adults 25 - 64 \* Past 12-months Domestic Airline Trips: Adults 25 - 64
: 17.7%
R 564,056 15.9%
: 15.0%
: 7.7%
SRl 1 033,003 8.1%
: 7.2%
4 trips [T 0%
- 11.1%
SRl 6,764,607 9.7%
: 2.1% Flew Domestic past year: 57.2%
10+ trips PCRG: 2.7% Avg. # Domestic Flights: .

19.4% 15.3%|
15.4%

Fishing, Belongto  ¥oga- Pilates

Golf

49.9%|
' nl.m

Boating

Gilling-  lawncCare Gadening  Sicyding  Swimming  Hiking-  Volunteer  logging-  Camping  Bowling Sewing -
ourdoor (Flowersor sackpacking  Work Running crits Health club or class
Cooking Vegetables) Gym

H who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA
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Minneapolis, St. Paul, MN

Joma W25-64

1.4% or 1,250,887 of USA Women 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 11.1% more likely to look up D-I-Y
advice online, 24.7% less likely to always vote in local elections, 5.8% less likely to belong to a gym, 8.7%
more likely to fly domestic past yr.

-fop-zo past 30-days Online Lifestyle Activites: Women 25 - 64

35.4%)
23.7%|
18.3%| .
ﬂ = _3-“5

Political Activity: Women 25 - 64

83.9%

Registered toVote Democrat [ Lean blican / Lean Independent / None
Republlcan

(In District of Residence) Democrat of These

Presidential Elections: Always

Presidential Elections: Sometimes

Statewide Elections: Always
Statewide Elections: Sometimes

Redpes Health Restaurant Online PFhone Do-it-Yourself  Medical Home / Fitness/Diet  Apparel/  Job Search/ Take Onfine Homework  Education Religion / Camer Genealogy Photography  Electronic Parenting/ Online Dating
Meal Planning Information Information / / Video Call  Advice Services/ Ganfen ideas Information Beauty ldeas Postresume  Classes  (YouorYour (Research  Spirituality Development [snapfish, imite  Familyadvice  Serice Local Elections: Always
Suggestions Reviews [skype, Information child's} Schools, Shutte fly,
FaceTime, Application, ) Local Elections: Sometimes
ete) Finanding)
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

«
@ﬁTop&O past 12-months Active Lifestyle Activites: Women 25 - 64

47.9%
33.7H)
31.7%|

Gilling-  Gadening  LawnCare  Swimming  Sewing- Bicyding
ourdoor (Flowersor crafts work
Cooking  Vegetables)

Volunteer Hiking -
Backpacking

USA USA Projection Scarborough R1 2024: Jan23-Feb24
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~k Past 12-months Domestic Airline Trips: Women 25 - 64
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Flew Domestic past year: 54.9%
Avg. # Domestic Flights:

10.4%)

10+ trips 1,478, ligg%

19, 8% 19,8%|
i .
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Running class Health club or contnuing  Aging Parent weight Loss Road Rate video Gaming snowboarding Baseball
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1.5% or 1,264,267 of USA Men 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 6.3% more likely to look up D-I-Y advice

online, 3.2% less likely to always vote in local elections, 26.7% less likely to belong to a gym, 3.7% more
likely to fly domestic past yr.

Minneapolis, St. Paul, MN

“ DMA M25-64

litical Activity: Men 25 - 64

41.2% 33.7%

P.

_Top-ZO past 30-days Online Lifestyle Activites: Men 25 - 64

25 1%
Registered to Vote Democrat / Lean publican / Lean Independent / None
(In District of Residence) Democrat Republican of These

Presidential Elections: Always
Presidential Elections: Sometimes

Statewide Elections: Always

53.4%)
29.3%| 45, 7%|
' H

19.3%|
16.7%| 16.5%| 16. 1% 15.7%) 15.0%) 14.1%|
m i

Statewide Elections: Sometimes

Do-it-Yourself  Restaurant Redpes/ Health Online Phone  Medical Fitness/Diet Home / Job Search / Career Take Online  Education Religion / Homework Electronic apparel/  Genealogy Photography Parenting/ Online Dating
Advice  information / meal Planning information  fvideo call  Services/  Information Garmden ideas Postresume Development  Classes (Research  Spirituality  (You or Your Invite Beauty Ideas snapfish, Familyadvice service WGIEMMS:A’WM m
Reviews  Suggestions [skype,  Information Schools, child's) Shutte fly,
FeceTime, “pplicatian, etel Local Elections: Sometimes
ete) Finanding)
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA u who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA

ak Past 12-months Domestic Airline Trips: Men 25 - 64

VENGWEL] 15.9%

16.6%
15.3%

<
@&Topao past 12-months Active Lifestyle Activites: Men 25 - 64

1trip

2 trips

13,168,705

6,370,306 7.4%
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Minneapolis, St. Paul, MN 1.5% or 2,761,881 of USA Adults 35 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

5 Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.7% more likely to look up D-I-
- DMA P35+ Y advice online, 9.9% less likely to always vote in local elections, 8.8% less likely to belong to a gym, .3%

more likely to fly domestic past yr.

al Activity: Adults 35 or older

43.5% 32.9% 23 6%
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Ruipﬁf- Haahlu_ mam_am Dn—lt-\’l-mmlf Mu!il:al Online Phone  Home/ Fitness/Diet  Apparel / Religion /  Job Search/ Genealogy Take Onfine Homework Career Electronic Education Photography Parenting/ Online Dating
M:.algzl;:::g Iinformation |M::l;::l;nf advice ‘;enr::c‘:; f\;isd;):all Ganen ideas Information Beauty ideas  Spirituality  Post resume Classes m:l':;:;ur Development Invite [R;:;:l :’.‘:;ﬁ;;‘ Family advice  senvice LacafEfecﬁms:Afways mﬂ
R el Local Elections: Sometimes s
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA musaA
«
@ _&Top- 30 past 12-months Active Lifestyle Activites: Adults 35 or older -k Past 12-months Domestic Airline Trips: Adults 35 or older
: 16.5%
L2 055 223 15.4%

14.0%
2trips  FLEVERTTY 13.6%
6.5
EL 13 016,054 % A%
8.4%
S 1 037,978 8.0

: 1.5% Flew Domestic past year: 52.0%
10+ trips Mi 2.1% Avg. # Domestic Flights: [0 3.2 INETEI
17.9%| & o
= 15.1%)| 13.5%
11.1% 3.1% 3.6%

Grilling - lawn Care  Gadening  Bicyding  Swimming  Volunteer Hiking - Sewing - camping Belong to Fishing Jogging - Bowling Glmlp Fitness Yoga-Pilates  adult camgiverof  Followa  Basketbal Hunting Foothall Tennis  Snow Skiing- Competitive  Softball-  Organized
‘outdoor (Flowers or work Backpacking  crafts Health Club or Running continuing  Aging Parent Weight Loss snowboardingvideo Gaming  Baseball  Road Race
Cooking Vegetables) Gym Education  orRelstive  Pmgram 5%,
Marathon,
H who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA etc)

USA USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab 1,873
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.  USA Jan23-Oct23 USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab 23,267



Minneapolis, St. Paul, MN

P18+

Past 30-days QSR Users: Adults 18 or older
'

2 times

3 times

4 times

5 times

6-9times

20.7%
10times or more 18.3%

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

m USA

Total Monthly QSR Users: Avg. Monthly QSR Meals:
87.6%

88.6%

=
99

more likely to smoke cigarettes.

1.5% or 3,847,223 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.1% less likely to use QSRs past
mo., 1.5% less likely to use Sit-Down Restaurants past mo., 20.4% more likely to use Casinos past yr., 6.3%

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
F
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= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA

Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

75.2% 76.4%

1 =N
:

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

6.7
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31,83
Pizza

Mexican  Chinese Coffes Italian Indian/ Wings/ Upscale Bagel/ Steakhouse
House / Thai/  Burgers/ Donut {
coffee Bar Other  sports Bar Bakery
asian
B whao Live in the MINNEAPOLS-ST. PAUL, MN, DMA. HUsA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS-ST. PAUL, MN, DVA 10.7%

vsn S 15.0%

Drank Past 30-days: Adults 18 or older
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45
Any Type of Beer %

Wine
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Efdtite
B
10.8%

Imported Beer
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Past 12 months Casino Activities: Adults 18 or older

Slot Machines

60,998,876

23,062,093 8.8%
21,902,845 8.4%
21,336,974 8.1%
e
6.2%
.0%
%

23.3%
Table Games (Craps, Poker, etc.)

Upscale Restaurant

Bar / Nightelub

Stage Show [ Concert 7% 30.6%
Sports Betting g’
Spa

pLv 3.
.3%
7% 9

Other Gambling Casinos visited past 12 months: Yes

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes
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Past 30-days QSR Users: Adults 25 - 64
G e
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10times or more

19.0%

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

Total Aggﬁ%’ ly QSR Users: Avg. Monthly QSR Meals:

90.0%

likely to smoke cigarettes.

1.5% or 2,515,154 of USA Adults 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.8% less likely to use QSRs past mo.,
1.8% less likely to use Sit-Down Restaurants past mo., 20.1% more likely to use Casinos past yr., 31.7% less

Past 30-days Sit-Down Restaurant Users: Adults 25 - 64
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Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:

= o -

Drank Past 30-days: Adults 25 - 64
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Top-10 Cuisines: Adults 25 - 64

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
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Past 30-days QSR Users: Women 25 - 64
-7 e
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m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

mUSA

Total Aggrét‘)? ly QSR Users: Avg. Monthly QSR Meals:

90.6%

78,686,03

likely to smoke cigarettes.

1.4% or 1,250,887 of USA Women 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.9% less likely to use QSRs past mo.,
.3% less likely to use Sit-Down Restaurants past mo., 28.% more likely to use Casinos past yr., 68.1% less

Past 30-days Sit-Down Restaurant Users: Women 25 - 64
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Top-10 Cuisines: Women 25 - 64

(Sit-Down Restaurants Used Past 30-days)

Mexican  Chinese Pirza coffee  indian/  malian Bagel /  Upscale  wings/ Steakhouse
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Coffes Bar  Other Bakery sports Bar
asian
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA - USA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Live in the MINNEAPOLIS-ST. PAUL, MN, DA 13.4%
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Minneapolis, St. Paul, MN

oma M25-64

30-days QSR Users: Men 25 - 64

l u- 1time
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®who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

m USA

Total Ag?gg:fy QSR Users: Avg. Monthly QSR Meals:

89.3%

.
0

1.5% or 1,264,267 of USA Men 25 - 64 Live in the MINNEAPOLIS-ST.

3.2% less likely to use Sit-Down Restaurants past mo., 12.7% more li
likely to smoke cigarettes.

Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.6% less likely to use QSRs past mo.,

PAUL, MN, DMA.

kely to use Casinos past yr.,, 63.5% less

Past 30-days Sit-Down Restaurant Users: Men 25 - 64
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Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
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Top-10 Cuisines: Men 25 - 64

(Sit-Down Restaurants Used Past 30-days)
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%
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Past 12 months Casino Activities: Men 25 - 64

Slot Machines

19,602,689 22.8%

Table Games (Craps, Poker, etc.)

11,800,990 13.7%

Bar/ Nightelub  primerm 9.9%

Upscale Restaurant
Stage Show / Concert 7.3%
Sports Betting m 7.5%

Other Gambling mo%s'S%
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Casinos visited past 12 months: Yes

Used Past 30-days: Men 25 - 64
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Minneapolis, St. Paul, MIN

P35+

Past 30-days QSR Users: Adults 35 or older

. DMA

ol o
2imes
4 omes
5tmes
10times or more -m

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

Avg. Monthly QSR Meals:

mUSA

Total Meonthly QSR Users:
85.9%

1.5% or 2,761,881 of USA Adults 35 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.3% less likely to use QSRs past
mo., .4% more likely to use Sit-Down Restaurants past mo., 14.9% more likely to use Casinos past yr., 32.3%
less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
L]
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Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
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T
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Drank Past 30-days: Adults 35 or older
m 17.0%
10.2%

Liquer

Any Type of Beer
Wine

Domestic Regular Beer
Domestic Light Beer
Imported Beer

Microbrew / Craft Beer
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HUSA

USA USA Projection Scarborough R1 2024: Jan23-Feb24
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Past 12 months Casino Activities: Adults 35 or older

Slot Machines

Upscale Restaurant

Table Games (Craps, Poker, etc.)

Bar / Nightclub

Stage Show / Concert
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Sports Betting
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o
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Other Gambling

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

USA Jan23-Oct23

46,993,737

B 2.
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17%

2.5%
1.8%

USA Projection

16,965,382 9.0
16,102,581 8.6%
14,737,065 7.8%

%
%

9.6%
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HUSA

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican  Chinese indian/  Upscale  Wings/ Steskhouse Bagel /

Pizza Italian

Ccoffee

House/  Thai/ Burgers [ Donut /
coffee Bar  Other sports Bar Bakery
asian
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA - USA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Live in the MINNEAPOLIS-ST. PAUL, MN, DA 7.8%

usa [P 13.7%

PARE

Casinos visited past 12 months: Yes
mUSA
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Vape
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1.5% or 3,847,223 of USA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 14.6% more likely to have a 401K,
26.5% more likely to have an Auto Loan, 15.3% less likely to Invest/Trade Stocks Online, 11.2% less likely to
pay with their Debit Card.

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

401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds 18 2%
Money Market Funds 131.:;5?‘
Other (Crypto / NFTs / Metals, etc.) .69161-5%

11.6%
Bonds preveyry 110%

7.9% B5%  73% 6.6% 5% 4 ge

5.7% 2 : A 1 s
Second Home or Real Estate Property 9.0% Checking Debitor ATM  Savings Credit Card Online Mohile Online Bill Home Auto Loan Money  Studentloan Certificates of Refinanced Personal Loan  Home
5% Account card Account Banking Banking Paying Mortgage Market Deposit (CDs) Home Improvement
i - Account M Loan or Home
529 Plan / College Savings Plan P ortgage ety Lo
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

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

Financial Planner 26,721,300 17.8%
Online Investing / Stock Tradil 6
e/ el 11,267,916 15.7%
Accountant =
30,451,593 11.6%
. . 11.8%
Insurance Agent at a Local Office (not online) 28,216,184 10.8%
Real Estate Agent 17,396, 955 6.8%

12.6% 91 3%
2.7% 2.9% 3.9% 3.3% 3.6%
Fetate Planning & 1.9% s P [
. ; 10.8% (*Past 12 Months) VISA PayPal Debit Card  MasterCard Venmo Zelle Cash App Apple Pay  Store Credit Google Pay  Discover American Facebook  Square Cash Samsung Pay
Diverce [ Family Attorney 1.2% card Express Messenger
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA

USA USA Prajection Scarborough R1 2024: Jan23-Feb24 Qual intab 1,873
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.  USA Jan23-Oct23 USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab 23,267



mﬁ.‘lnvestments Owned: Adults 25 - 64

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)
529 Plan / College Savings Plan
Bonds

Second Home or Real Estate Property

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

1.5% or 2,515,154 of USA Adults 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 14.2% more likely to have a 401K, 26.%

more likely to have an Auto Loan, 15.2% less likely to Invest/Trade Stocks Online, 12.4% less likely to pay with
their Debit Card.

65,629,491 37.9%

51,041,559 29.5%

17.8%
29,734,466 17.2%

12.1%
PORYORE 11.9%

98.2%
[OXFNE 11.3%
10.6%
17,7254

10.2%

9.6%
pUNETR 7%

307.3%
14,4583

W USA

Financial Services Has and/or Uses: Adults 25 - 64

Money Refinanced Certificates of Personal Loan

Mabile

Checking Debitor ATM  Savings Credit Card

Online Online Bill Home Auto loan  Studentloan Home
Account card Account Banking Banking Paying Mortgage Market Home Deposit (CDs) Improvement
Account Mortgage Loan or Home
Equity Loan
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA

Professional Services Used*: Adults 25 - 64

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

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

Estate Planning

Divorce [/ Family Attorney

44,847,762

30,360,489

27,768,324

10.9%

9.1%
9.6%

18,776,385

16,628,701

25.9%

f\'Past 3-Months Payment Methods Used: Adults 25 - 64

15.0%

3.7% 12.9%
71.2%

2a% 330 40%  41% 4.1%
& 3.6% : : A Y EEIE
0% (*Past 12 Months) VISA PayPal Debit Card  MasterCard Venmo Zelle Cash App Apple Pay  Store Credit Google Pay  American Discover Facebook  Square Cash Samsung Pay

1.4% Card Express Messenger

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Scarborough R1 2024: Jan23-Feb24 Qual intab 1,873
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mﬁﬂlnvestments Owned: Women 25 - 64

401K Plan

- 11.5%
9,170,248 1133
a.9%
8,109,5E%T S

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan
Other (Crypto / NFTs / Metals, etc.)
Bonds

Second Home or Real Estate Property

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

1.4% or 1,250,887 of USA Women 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 17.7% more likely to have a 401K,

17.4% more likely to have an Auto Loan, 18.% less likely to Invest/Trade Stocks Online, 11.9% less likely to pay
with their Debit Card.

14.6%

8.3%
; 3.9%

8.0%
0.0%
7.9%
i.6%
mUSA

Financial Services Has and/or Uses: Women 25 - 64

13.1%
8.9% 750 8.0%

5.3% 4.7%
— N e

Refinanced Certificates of Personal Loan

Auto Loan

Debit or ATM  Checking Savings Online Mobile Online Bill Home Studentloan  Money Home
card Account Account Banking Banking Paying Mortgage Market Home Deposit (CDs) Improvement
Account Mortgage Loan or Home
Equity Loan
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

Credit Card

Professional Services Used*: Women 25 - 64

Tax P tion Servi
‘ax Preparation Service 21.196.627 24.4%
13,456,718 15.5%

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

Diverce [ Family Attorney

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

USA USA Prajection
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9,211,152 10.6%
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Py'Past 3-Months Payment Methods Used: Women 25 - 64

2.2% 8.0% 5 3.8%

Samsung Pay Sguare Cash

Facebook American
Express

Apple Pay  Google Pay  Discover

Cash App  Store Credit
Card Messenger

VISA PayPal Debit Card Venmo MasterCard Zelle
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mﬁﬂlnvestments Owned: Men 25 - 64

1.5% or 1,264,267 of USA Men 25 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.9% more likely to have a 401K, 34.4%
more likely to have an Auto Loan, 14.1% less likely to Invest/Trade Stocks Online, 12.9% less likely to pay with
their Debit Card.

01K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Other (Crypto / NFTs / Metals, etc.)
Money Market Funds

Bonds

529 Plan / College Savings Plan

Second Home or Real Estate Property

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

36,232,946 42.1%
30,830,912 35.8%
21.0%
18,369,089 21.3%
7 8.0%

11,930,899 JEEXS

12.7%
11,359, 64K E¥2 3

11.2%
9,831,299

11.3%
[XGTEE 11.2%

11.4%
46.7%
3.2%

mUSA

Financial Services Has and/or Uses: Men 25 - 64

LLB%10.5% 0% 4790 —

Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Auto Loan

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

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

Professional Services Used*: Men 25 - 64

Tax Preparation Service =
pa 23,651,135 27.5%

Online Investing / Stock Trading

Financial Planner

Accountant

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

Estate Planning

Diverce [ Family Attorney

10,035,431 23.1%

16.6%

14,311,606
2%

?

11.1%

8.9%
9.8%

8,468,528

4.3%

7.5%

3.9%
1.2% (*Past 12 Months)
.0%
B who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Scarborough R1 2024: Jan23-Feb24 Qual intab
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T Past 3-Months Payment Methods Used: Men 25 - 64

12.3% 10.2%

2.2% 5% 400 4.3%

VISA PayPal Debit Card  MasterCard Venmo Zelle Cash App Apple Pay  Google Pay  American  Store Credit  Discover Facebook  Square Cash Samsung Pay
Express Card Messenger
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Investments Owned: Adults 35 or older

401K Plan  preepen 126.5%
78,518,952 41.8%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

Second Home or Real Estate Property

529 Plan / College Savings Plan

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

P35+

56,654,142 30.2%
25.0%
39,352,387 21.0%
17.0%
29,882,318 15.9%
10.2%

IREECTI 12.0%

12.6%
22,553,336 | rXiyd

9.2%
P XEE] 10.9%
9.4%
16,945,420 %19

mUSA

1.5% or 2,761,881 of USA Adults 35 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 15.1% more likely to have a 401K,
24.2% more likely to have an Auto Loan, 3.% less likely to Invest/Trade Stocks Online, 13.3% less likely to pay
with their Debit Card.

. Financial Services Has and/or Uses: Adults 35 or older

7.2% 83% oo 6.4% 6.6% 5.8%

Checking Debitor ATM  Savings Credit Card Online Online Bill Mobile

Money  Certificates of Refinanced

Home Studentloan Personal Loan  Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

Professional Services Used*: Adults 35 or older

Tax Py tion Servi
ax Preparation >ervice 53 806,934 28.7%
39,762,609 21.2%

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

Diverce [ Family Attorney

26,829,083 14.3%

11.1%
24,850,996 13.2%

14.1%
22,822,149 12.2%
5 4.1%
g 6.9%
3.4%
4.7%

]

Past 3-Months Payment Methods Used: Adults 35 or older

10.3% g g

: - 23% 3-3% 2.9% 3.2%

Debit Card  MasterCard

5. 6% (*Past 12 Months) Venmo Zelle Store Credit  Cash App Apple Pay  American Discover ~ Google Pay  Facebook  Square Cash Samsung Pay
L 1.3% Card Express Messenger
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA W USA mwho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA
Scarborough R1 2024: Jan23-Feb24 Qual intab 1,873
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-=~ Minneapolis, St. Paul, MN Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 3 days, 0 hours, 53 minutes
: and 58 seconds each week with All Forms of Media.

P 1 8+ 85.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 22 minutes each week

listening to All Local AM/FM Radio, representing 9.8% of totaltime spent with all forms of Media.

" DMA

o7

Weekly

Reach %: Avg. H:M:5/week with All Forms of

Media: Adults 18 or older

54.9%

who Livein the UsA

% of Total E 66.0

Weekly H:M:

47.8%

Avg. Weekly
Hours:Minutes:

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

Reach %:

% of Total

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

Weekly H:M:

! oma P25-64

~ Minneapolis, St. Paul, MN Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an average of 3 days, 1 hours, 59 minutes and

57 seconds each week with All Forms of Media.

87.3% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 44 minutes each week listening
to All Local AM/FM Radio, representing 10.3% of total time spent with all forms of Media.

o6 PRI

Avg. H:M:5/week with All Forms of
Media: Adults 18 or older

70:36:49
52.1%

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

usA USA Projection Scarborough R1 2024: Jan23-Feb24 Qual Intab
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1=~ Minneapolis, St. Paul, MN Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 3 days, 6 hours, 55 minutes and
: 5 seconds each week with All Forms of Media.
87.4% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 7 hours and 57 minutes each week
listening to All Local AM/FM Radio, representing 8.8% of totaltime spent with all forms of Media.

EEE 05.2%

Avg. H:M:5/week with All Forms of
Media: Adults 18 or older

72:36:10
50.3%

who Live in the usa
INNEAPOLIS-ST. PAUL,
63.0% MmN, DMA

16.2%
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Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 22 hours, 16 minutes and

31 seconds each week with All Forms of Media.
87.2% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 9 hours and 30 minutes each week listening to

All Local AM/FM Radio, representing 11.8% of total time spent with all forms of Media.

96.3%

Weekly

Reach %: Avg. H:M:S/week with All Forms of

Media: Adults 18 or older

67:52:58
51.8%

UsaA

who Live in the
INNEAPOLIS-ST. PAUL,

61.43MM DMA

% of Total
Weekly H:M:

L¥. 64.2%
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~ Minneapolis, St. Paul, MN Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 3 days, 5 hours, 55 minutes
and 12 seconds each week with All Forms of Media.

P 3 5+ 88.3% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 49 minutes each week

listening to All Local AM/FM Radio, representing 10.% of totaltime spent with all forms of Media.

o6 JEp

" DMA

Weekly

Reach %:

Avg. H:M:5/week with All Forms of
Media: Adults 18 or older

% of Total
Weekly H:M:
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Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 3 hours, 53 minutes

- Minneapolis, St. Paul, MIN
=T and 27 seconds each week with All Forms of Ad-Supported Media.

DMA P 1 8+ 81.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 40 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 12.% of total time spent with all forms of Ad-Supported Media.

7.0

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older

‘concurr
usage 57.2%
who Livein the USA

MINNEAPOLIS-ST. PAUL,
MN, DMA

% of Total 65.1%
Weekly H:M:
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- Minneapolis, St. Paul, MN Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 3 hours, 50 minutes and

2 seconds each week with All Forms of Ad-Supported Media.
oma P25-64

83.5% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 7 hours and 58 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 12.8% of total time spent with all forms of Ad-Supported Media.
067

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older

- S
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usage 58.2%
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who Live in the
MINNEAPOLIS-ST. PAUL,
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" Minneapolis, St. Paul, MN Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 9 hours, 8 minutes and

: 5 seconds each week with All Forms of Ad-Supported Media.
- DMA WZ 5- 64 83.4% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 14 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.

95.2%

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older

e 54.6%
USA

who Livein the
MINNEAPOUS-ST. PAUL,
MN, DMA

B who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA H USA
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Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 23 hours, 52 minutes and

- 32 seconds each week with All Forms of Ad-Supported Media.
DMA M 2 5 -64 83.5% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 41 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 15.2% of total time spent with all forms of Ad-Supported Media.

1> Minneapolis, St. Paul, MN

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older

e o5y
e 55.4%
USA

who Livein the
MINNEAPOUS-ST. PAUL,
MN, DMA
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- Minneapolis, St. Paul, MN Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 9 hours, 44 minutes

and 6 seconds each week with All Forms of Ad-Supported Media.
P 3 5 + 83.5% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 1 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.6% of total time spent with all forms of Ad-Supported Media.

o6 S

' DMA

Avg. H:M:5/week with All Forms of Ad-
Supported Media: Adults 18 or older

‘Concurr:
usage 50.9%
who Live in the usa

MINNEAPOLIS-ST. PAUL,
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Minneapolis, St. Paul, MN

P18+

' DMA

for an avg. of 65.8 minutes/day.

Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 7 hours
and 24 minutes each day with All Forms of Ad-Supported Media. 81.1% listen to Local AM/FM Radio
(Local Radio delivers 12.% of Time with Ad-Supported Media.)

Top-13 All Farms of Media (Persons & % Reach): Adults 18 or older Top- 13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

[Average Week]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Search [Google, Bing, etc.)
Email/Text/IM/Zoom,etc. [Personal & Work)
Local AM/FM Radio

News/Weather /[Sports (Websites/Apps)
Banking/Financial /Real Estate (Websites/Apps)
Facebook

Games,/Fantasy/Betting Sites

Local TV Stations

Non-Premium Cable TV Networks

Gas Stations/Convenience Stores

Netflix

Toral Persons:

Forms of Media: Adults 18 or older

ARy
m-nr . Hoursshimtes ey with il Y
¥ o

who Live in the
m-m- MINNEAPOLSST. PALL, (0.coc |

% Time Spent: [Aver:

MN, DMA
155,070,3}
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Signs (Weekly
Drivers)
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Email/Text/ | Search

IM/
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(Personal...

Facebook
47.5

Non-Premium Cable TV
Networks
1158

Local TV Stations
106.8

Non-Premium Cable TV
Networks
99.7

Billboards &
Signs (Weekly
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53.5

Local AM/FM Radio
72.3

Search
(Google,
Bing,
etc.)

Netflix

Facebook 197

51.3

Gam...

Fant...

Betti...
Sites

Email/Text/IM/ Groc...

Zoom,etc.
(Personal &...

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

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

EmUSA

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

[Averags Wesk]
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Search (Google, Bing, etc.)

News\Weather /Sports (Websites/apps)
Local AM/FM Radio
Email/Text/IM/Zoom,etc. [Personal & Work)
Facehook

Local TV Stations

Non-Premium Cable TV Networks

Gas Stations/Convenience Stores
Shopping (incl. Food/Auctions/Travel, etc.)
Instagram

YouTube Video

USA

USA Projection
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Top-13 All Farms of Media (Persons & % Reach): Adults 25 - 64

(Average Week)

Grocery Stores

Billboards & Signs (Weekly Drivers)

Search [Google, Bing, etc.)

Local AM/FM Radio
Email/Text/IM/Zoom,etc. (Personal & Work)
Banking/Financial /Real Estate (Websites/Apps)
News/\Weather [Sports (Websites /Apps)
Facebook

Games,/Fantasy/Betting Sites

Local TV Stations

Gas Stations/Convenience Stores
Non-Premium Cable TV Networks

Instagram

Minneapolis, St. Paul,

oma P25-64

Toral Persons:

m_m 5.

m_m . Hourssinaes/doy with Al

_!ﬂu

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

MN

avg. of 68.3 minutes/day.

Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 7 hours and 24
minutes each day with All Forms of Ad-Supported Media. 83.5% listen to Local AM/FM Radio for an

(Local Radio delivers 12.8% of Time with Ad-Supported Media.)
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Top- 13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 25 - 64
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Billboards & Signs (Weekly Drivers)
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YouTube Video
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Top-13 AH Forms of Media (Persons & % Reach): Women 25 - 64

[Average Week]
Grocery Stores

Search (Google, Bing, etc.)

Billboards & Signs (Weekly Drivers)

Local AM/FM Radio
Email/Text/IM/Zoom,etc. (Personal & Work)
Facebook

Banking/Financial /Real Estate (Websites/Apps)
News/Weather /Sports (Websites/Apps)
Restaurants & Bars

Games/Fantasy/Betting Sites

Gas Stations/Convenience Stores

Local TV Stations

Instagram

Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 8 hours and 9
minutes each day with All Forms of Ad-Supported Media. 83.4% listen to Local AM/FM Radio for an
avg. of 62.1 minutes/day. (Local Radio delivers 10.6% of Time with Ad-Supported Media.)
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Minneapolis, St. Paul, MN

‘oma M25-64

avg. of 74.5 minutes/day.

Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 6 hours and 50
minutes each day with All Forms of Ad-Supported Media. 83.5% listen to Local AM/FM Radio for an

(Local Radio delivers 15.2% of Time with Ad-Supported Media.)
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- Minneapolis, St. Paul, MN

P35+

for an avg. of 68.8 minutes/day.

Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 8 hours
and 14 minutes each day with All Forms of Ad-Supported Media. 83.5% listen to Local AM/FM Radio
(Local Radio delivers 11.6% of Time with Ad-Supported Media.)
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= Minneapolis, St. Paul, MN 3,120,458 or 81.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
: P18+ Ad-Supported Local AM/FM Radio for an average of 65.8 minutes every day representing 43.% of all
time spent daily with Ad-Supported Audio.
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2,099,143 or 83.5% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 68.3 minutes every day representing 38.6% of all
time spent daily with Ad-Supported Audio.
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Avg. Week AH Audlo (Persons & % Reach): Women 25 - 64
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1,043,489 or 83.4% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
Ad-Supported Local AM/FM Radio for an average of 62.1 minutes every day representing 39.4% of
all time spent daily with Ad-Supported Audio.
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1,055,618 or 83.5% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 74.5 minutes every day representing 38.8% of all
time spent daily with Ad-Supported Audio.

Avg. Week AH Aud:o (Persons & % Reach): Men 25 - 64 Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Men 25 - 64
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= Minneapolis, St. Paul, MN 2,306,085 or 83.5% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
E Ad-Supported Local AM/FM Radio for an average of 68.8 minutes every day representing 44.7% of
P35+

all time spent daily with Ad-Supported Audio.

Avg. Week AH Audlo (Persons & % Reach): Adults 35 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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~ Minneapolis, St. Paul, MN 3,120,458 or 81.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to

2 DMA P18+ Ad-Supported Local AM/FM Radio for an average of 65.8 minutes every day representing 43.% of all
5 time spent daily with Ad-Supported Audio.
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" Minneapolis, St. Paul, MN 2,099,143 or 83.5% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

—=Hom e Supported Local AM/FM Radio for an average of 68.3 minutes every day representing 38.6% of all
~  oma P25-64 upp Al Av o8 'y day representing 38.6%
: time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Adults 25 - 64
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~ Minneapolis, St. Paul, MN 1,043,489 or 83.4% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to

: -_’ LA B . . : 0,
¢! pma W25_64 Ad ?upported Lo.cal A.M/FM Radio for an av.erage of 62.1 minutes every day representing 39.4% of
: all time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Women 25 - 64
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1,055,618 or 83.5% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 74.5 minutes every day representing 38.8% of all
time spent daily with Ad-Supported Audio.

Avg. Hours+Minutes/day with Ad-Supported
Audio: Men 25 - 64

"Share of Ad-Supported Audio” - “
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~ Minneapolis, St. Paul, MN 2,306,085 or 83.5% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to

Pt Ad-Supported Local AM/FM Radio for an average of 68.8 minutes every day representing 44.7% of
~ Joma P35+ PP cal AM/ e vy BRI
all time spent daily with Ad-Supported Audio.

Weekly

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

Audio: Adults 35 or older
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Contemporary Hit Radio.

3,120,458 or 81.1% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Classic Hits, Classic Rock, and Pop

Local AM/FM Rad:o Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local AM/FM Radto Formats (Persons & % Reach): Adults 25 - 64

Total Persons:

R —— 7
R — TR

(average Wesk]
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Pop Contemporary Hit Radio
Classic Rock
MNews/Talk/Information
Country

Hot AC

Alternative

All Sports

Urban AC
Contemporary Christian
Adult Hits

Active Rock

- Minneapolis, St. Paul, MN

‘oma P25-64

2,099,143 or 83.5% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Classic Hits, Classic Rock, and Pop
Contemporary Hit Radio.
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Local AM/FM Rad:o Formats (Persons & % Reach): Women 25 - 64

(Averoge Week)
Adult Contemporary

Pop Contemporary Hit Radio
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Country

Hot AC

Classic Rock
Mews/Talk/Information
Alternative
Contemporary Christian
Urban AC

Urban Contemporary
Adult Hits

All News

- Minneapolis, St. Paul, MN

ova W25-64

1,043,489 or 83.4% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Classic Hits, Pop Contemporary
Hit Radio, and Classic Rock.
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Minneapolis, St. Paul, MN

owa M25-64

1,055,618 or 83.5% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Classic Hits, Classic Rock, and All

Sports.
Locaf AM/fM Radto Formats (Persons & % Reach): Men 25 - 64 Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Men 25 - 64
[Average Week] Total Persons: % Time spenc  [Aver:
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Local AM/FM Rad:o Formats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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2,306,085 or 83.5% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
7 P35+ Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Country, Hot AC, Classic Rock, and
News/Talk/Information.
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2,507,978 or 65.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations for an average of 113.6 minutes every day representing 32.2% of all
time spent daily with Ad-Supported Video.

Avg. Week A{{m}p/jmdmgo (Persons & % Reach): Adults 18 or older WAvg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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~ Minneapolis, St. Paul, MN 1,541,321 or 61.3% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
: Supported Local TV Stations for an average of 89.9 minutes every day representing 30.4% of all time
owa P25-64 po : v day representing 30.4%
spent daily with Ad-Supported Video.
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Local TV Stations

Non-Premium Cable TV...

~ Minneapolis, St. Paul, MN

oma W25-64

726,292 or 58.1% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 95.4 minutes every day representing 30.2% of all time
spent daily with Ad-Supported Video.
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Avg. Week A{fm}gmdmgo (Persons & % Reach): Men 25 - 64
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815,520 or 64.5% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 84.9 minutes every day representing 31.6% of all time
spent daily with Ad-Supported Video.
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2,014,318 or 72.9% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations for an average of 134.4 minutes every day representing 34.7% of all
time spent daily with Ad-Supported Video.
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Local TVStatton Programs (Persons & % Reach): Adults 18 or older
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2,507,978 or 65.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Movies, Comedies, and Dramas.
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Local TVStatton Programs (Persons & % Reach): Adults 25 - 64

Total Persons:

(average week]
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Local News - Evening
Local News - Morning
Dramas

Documentaries
Food/Cooking Shows
Mystery/Suspense/Crime
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National/Network News

F R TR S—————— 5w §.4%

1,541,321 or 61.3% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Movies, Comedies, and Dramas.
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726,292 or 58.1% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Dramas.
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815,520 or 64.5% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Movies,
Comedies, Local News - Morning, and Dramas.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Men 25 - 64
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Local TVStatton Programs (Persons & % Reach): Adults 35 or older

(Averoge Week]
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Local News - Morning
Dramas

Documentaries
Mystery/Suspense/Crime
National/Network News
Food/Cooking Shows
Game Shows

Local News - Late

Science Fiction

2,014,318 or 72.9% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Movies, Comedies, and Dramas.
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Avg. Week AH ngfta! (Persons & % Reach} Adults 18 or older
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2,743,698 or 71.3% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 127. minutes every day representing 23.6% of all time

spent daily with Ad-Supported Digital Media.
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Minneapolis, St. Paul, MN 1,874,827 or 74.5% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 183.3 minutes every day representing 31.9% of all time
'oma P25-64 ppories =9 erage of - v eayrep g ’
15 spent daily with Ad-Supported Digital Media.
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Minneapolis, St. Paul, MN

I oma W25-64

Avg. Week AH ngfta! (Persons & % Reach} Women 25 - 64

1,052,764 or 84.2% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 199. minutes every day representing 33.% of all time

spent daily with Ad-Supported Digital Media.
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Avg. Week AH ngfta! (Persons & % Reach): Men 25 - 64
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822,063 or 65.% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 170.1 minutes every day representing 31.4% of all time

spent daily with Ad-Supported Digital Media.

aa,¢ac 01 _m 833 Nosk
Concurrent | - N -
m Usage % 52.3% m Streaming Audio (Local Radio/
Podcasts/Streaming Services)
~ MINNEAPOLIS-ST. PAUL, -
28132368 a5 70 N, DA A
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA HUSA

Avg. Hours+Minutes/day with
Digital: Men 25 - 64 g%

% Time Spent

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Men 25 - 64

i

EER
0. Roo Noo
T =

Social Media
1849

-
o
o
=R

Online
Classes,
Schools,
Colleges,

Universities
64.5

OTT TV Streaming
Services
121.8

Local TV
Streaming

Email/Text/
IM/
Zoom,etc....

YouTube/
TikTok, etc.
40.6

Shopping
Non-

Premium
+Premiu...

Online
Classes,
Schools,
Colleges,

Universities
611

Streaming Audio (Local
Radio/ Podcasts/Streaming
Services)

170.5

OTT TV Streaming Services
132.0

Local TV
Streaming
37.2

Email /Text/
M/
Zoom,etc....

Non-
Premium
+Premium

fiiae Sea.. Ga...

(Go...
Bing,
etc.)
281

Shopping

incl....
YouTube/ {inc

TikTok, etc.
418

Social Media

147.9 27. 7 New...

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

m USA

Avg. Week Ad-Supported Digital (Persons & % Reach): Men 25 - 64

Totol Persons.

SNSRI
e s P —

Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Men 25 - 64

®
5 ESEN = ;

I
o
3
(S

Streaming Audio
(Local Radio/

romosrarac - PO —

.

S ot . R R
AT f—
Ty —
Non-PremiumsPremium Cable Streaming mmﬂ
Banking/Fina ncial /Real Estate (Websites/Apps) m -3283%0%
Online Classes, Schools, Colleges, Universities _ 0.0%

0.0%

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

USA USA Projection Scarborough R1 2024: lan23-Feb24 Qual Intab 1,873
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Avg. Hours+Minutes/day with Ad-
Supported Digital: Men 25 - 64

4:43
‘Concurrent
usage % 91.8%

who Livein the
MINNEAPOLIS-ST. PAUL,

©.

2
ES

Social Media
170.1

Podcasts/Streaming

OTT TV Streaming

Non-
Premium
+Premium
Cable
Streaming

YouTube/
TikTok, etc.
40.7

Email/Text/
1M/
Zoom,etc.
(Personal...

Local TV
Streaming
30.2

Services)
1039

N
We...
Spo...

Search
(Google,
Bing,
etc.)

Shop...
{incl.
Food/

Aucti...

Services
59.3

Ban...

Non-Premium
+Premium
Cable
Streaming
50.0

OTT TV Streaming
Services
71.4

Social Media
127.3 Search
(Google,
Bing,

etc.)

Email/Text/
M/
Zoom,etc.
(Personal...

YouTube/
TikTok, etc.
41.4

MNews/
Shopping  Weather...
(incl. Food/

Auctions...

Streaming Audio (Local Radio/ | Local TV
Podcasts/Streaming Services) | Streaming

99.4 35.8 Banking...

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

USA Jan23-Oct23 USA Projection

Scarborough R1 2024: Jan23-Feb24

Qual Intab

H USA
* Share of Everything

23,267



1,860,686 or 67.4% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 142.9 minutes every day representing 26.8% of all time
spent daily with Ad-Supported Digital Media.
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2,743,698 or 71.3% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 39.8 minutes every day representing 31.3% of all time spent
daily with Ad-Supported Social Media.
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-~ Minneapolis, St. Paul, MN 1,874,827 or 74.5% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
2 Supported Facebook for an average of 57.8 minutes every day representing 32.8% of all time spent
‘oma P25-64 ’

daily with Ad-Supported Social Media.

Avg. Week AH Socmi Media (Persons & % Reach): Adults 25 - 64 Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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1,051,977 or 84.1% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-

- Minneapolis, St. Paul, MN
: Supported Facebook for an average of 76.7 minutes every day representing 37.6% of all time spent
oma W25-64 o g v da representing 37.6% P
daily with Ad-Supported Social Media.
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Avg. Week All Social Media (Persons & % Reach): Men 25 - 64

Total Persons:

822,063 or 65.% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 52.8 minutes every day representing 34.9% of all time spent
daily with Ad-Supported Social Media.
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- Minneapolis, St. Paul, MN

P35+

1,860,686 or 67.4% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 49.5 minutes every day representing 36.1% of all time spent
daily with Ad-Supported Social Media.

Avg. Week AH Socmi Media (Persons & % Reach): Adults 35 or older Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Facebook
Instagram
YouTube Video
Linkedin
Twitter

TikTok
Pinterest
Reddit
WhatsApp
Snapchat

Others(Rumble, Twitch,Gab, Par...
Blogs/Message Boards (read...

tumblr

Total Persons:

S T 155
BEFTR 33

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

Avg. Hours+Minutes/day with all
Social Media: Adults 35 or older

who Live in the
MINNEAPOLIS-ST. PAUL,

mUSA

e
e b =
- fw

SEen e X

=

Facebook
66.3

0.5%

YouTube Video
279

Instagram
19.7

LinkedIn
7.6

TikTok
126

Pinterest

55.7

Facebook

YouTube Video
27.7

Instagram
18.2

Linkedin ~ pinter...
53 48

TikTok Twitter
10.7 53

B.. W..
M- 1. QI

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

mUSA

Avg. Week Ad-Supported Social Media (Persons & % Reach): Adults 35 or older

Facebook
Instagram
YouTube Video
TikTok
Linkedin
Twitter
Pinterest
Reddit
Snapchat
WhatsApp

Blogs/Message Boards (read...
Others(Rumble, Twitch, Gab, Pa...

tumblr

USA

USA Projection

Total Persons:

e —T
I e — T |
EERIE T E—T V.

B E—T T

EERUERT —C Y
551503813
2ot 20
51200 208 1357

o ciacol e
Mlﬂ S

La7a7335] RS

mwho Live in the MINNEAPOLIS-ST. PAUL,

Scarborough R1 2024: Jan23-Feb24
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

00

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 35

or older
who Livein the
MINNEAPOLIS-ST. PAUL,
MN, DMA
MN, DMA mUSA
Qual Intab 1,873

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Instagram YouTube Video Instagram
27.8 191 27.8 17.0
%
n Linkedin | Snap.-- Pinterast | Linked... Sna...
5.4 4.2 6.0 42 3.0
m Facebook TikTok Pint... | Twitter | R.. |B... Facebook TikTok Twitter R.. B.. Wh..
49.5 12.6 7.5 45 2.4 M..] 227 10.7 4.2 1. M.. . 00

YouTube Video

USA Jan23-Oct23

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

USA Projection

Scarborough R1 2024: Jan23-Feb24

Qual Intab

23,267

H USA
* Share of Everything

soefa.ai "



P18+

M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 197,804; Social Media: 175,776; Local TV: 94,270; Non-Prem. Cable: 81,117
reaching Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

All Other Digital Media: 281,520;

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

1 ows P25-64

= HH: - ___

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 177,064;
Local Radio: 136,033; Social Media: 115,507; Local TV: 55,770; Non-Prem. Cable: 49,693
reaching Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
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Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN,
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- Minneapolis, St. Paul, MN

1 owa W25-64

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 89,743;
Local Radio: 67,171; Social Media: 65,786; Local TV: 26,704; Non-Prem. Cable: 23,566
reaching Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
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==~ Minneapolis, St. Paul, MN

~  owa M25-64

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 87,248;
Local Radio: 67,658; Social Media: 49,904; Local TV: 29,023; Non-Prem. Cable: 26,094
reaching Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
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1= Minneapolis, St. Paul, MN M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 202,017;
P35+ Local Radio: 148,357; Social Media: 118,492; Local TV: 76,168; Non-Prem. Cable: 63,582

{/ DMA
g . reaching Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
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Top-13 Out—of Home Media (Persons & % Reach): Adults 18 or older

(Average Wesk]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Drug Stores

Podcasts

Spotify

YouTube Music

SiriusXm

Movie Theaters

Totn! Persons:

P -
L5 soe 43} 25 724

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

o ER

Stations Out-of-Home for an average of 39.9 minutes/day.

3,511,099 or 91.3% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend
an average of 57.4 minutes per day driving, seeing Billboards and Signs. 67.8% Listen to Local Radio

% Time Spent:  (average boy)

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Ad-Supported Out-of Home Media (Persons & % Reach): Adults 18 or older  Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg.
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" Minneapolis, St. Paul, MN 2,268,614 or 90.2% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an

- average of 61.7 minutes per day driving, seeing Billboards and Signs. 70.7% Listen to Local Radio
"oma P25-64 & per cay TIvIne, S=ene & ’
: Stations Out-of-Home for an average of 48.2 minutes/day.
Top- 1‘3 Out}-of Home Media (Persons & % Reach): Adults 25 - 64 Top -13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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Top-13 Out—of ome Media (Persons & % Reach): Women 25 - 64

(Average Wesk]
Grocery Stores

Billboards & Signs (Weekly Drivers)
Restaurants & Bars

AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Shopping Malls

Drug Stores

Spotify

Podcasts

YouTube Music

SiriusXm

Pandora

Minneapolis, St. Paul, MN

: 'oma W25-64

1,121,096 or 89.6% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 58.8 minutes per day driving, seeing Billboards and Signs. 74.% Listen to Local Radio
Stations Out-of-Home for an average of 46.5 minutes/day.
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 64
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Top-13 Ad—SuQQorted Out-of—Home Media (Persons & % Reach): Women 25 - 64
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): \Women 25 - 64
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Top-13 Out—of Home Media (Persons & % Reach): Men 25 - 64

(Average Wesk]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Restaurants & Bars

Podcasts

Shopping Malls

Spotify

Drug Stores

YouTube Music

Retail Stores

SiriusXm

1,147,518 or 90.8% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 64.7 minutes per day driving, seeing Billboards and Signs. 73.6% Listen to Local Radio
Stations Out-of-Home for an average of 52.7 minutes/day.
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 64
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Men 25 - 64
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 64
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2,582,103 or 93.5% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend
an average of 57.5 minutes per day driving, seeing Billboards and Signs. 73.% Listen to Local Radio
Stations Out-of-Home for an average of 45.5 minutes/day.
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1,511,347 or 39.3% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing 33.8%
of all time spent daily with All forms of Print Media.
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Avg. Week All rfnt Media (Persons & % Reach): Adults 25 - 64

901,248 or 35.8% of Adults 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.3 minutes every day representing 32.% of all
time spent daily with All forms of Print Media.
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Minneapolis, St. Paul, MN

} DMA W25'64

446,604 or 35.7% of Women 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7. minutes every day representing 27.7% of all
time spent daily with All forms of Print Media.
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Minneapolis, St. Paul, MN

I oma M25-64

517,182 or 40.9% of Men 25 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day representing 34.9% of all time
spent daily with All forms of Print Media.
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1L Minneapolis, St. Paul, MN

1,092,301 or 39.5% of Adults 35 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 10.8 minutes every day representing
40.1% of all time spent daily with All forms of Print Media.
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USA Projection

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

Scarborough R1 2024: Jan23-Feb24

Qual Intab

23,267
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H USA
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