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Banks HHLD uses (HHLD): Wings Financial

Banks HHLD uses (HHLD): First Community Credit Union

Banks HHLD uses (HHLD): Navy Federal Credit Union

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




27.3% or 1,226,381 of SEATTLE-TACOMA DMA Adults 18 or older use BECU (Boeing Employee Credit Union).
Typical Adults 18 or older who use BECU (Boeing Employee Credit Union) are 49.1 years old (1.8% older
than average) and have a $133,717 (12.8% higher than average) annual household income.
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Banks HHLD uses (HHLD): BECU (Boeing Employee Credit Union)
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deser'l' 11.3% or 522,188 of PHOENIX DMA Adults 18 or older use DESERT FINANCIAL CREDIT UNION.
,_INANCIAL Typical Adults 18 or older who use DESERT FINANCIAL CREDIT UNION are 47.4 years old (3.4% younger than

average) and have a $94,911 (2.1% higher than average) annual household income.

REDIT UNION
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b 4.9% or 187,638 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older use WINGS FINANCIAL CREDIT UNION.
I ngs Typical Adults 18 or older who use WINGS FINANCIAL CREDIT UNION are 51.5 years old (5.6% older than

Credit Union average) and have a $123,544 (16.% higher than average) annual household income.
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Percent of Market: Adults 18 or older ﬂ\l‘tGender of Target vs. Market: Adults 18 or older

W

= who use FIRST COMMUNITY

11.3% or 284,278 of ST. LOUIS DMA Adults 18 or older use FIRST COMMUNITY CREDIT UNION.
Typical Adults 18 or older who use FIRST COMMUNITY CREDIT UNION are 46.8 years old (5.5% younger than
average) and have a $112,546 (18.9% higher than average) annual household income.
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NAVY @ 21.% or 1,187,233 of WASHINGTON, DC DMA Adults 18 or older use NAVY FEDERAL CREDIT UNION.
FEDERAL@ Typical Adults 18 or older who use NAVY FEDERAL CREDIT UNION are 46.6 years old (2.7% younger than
D E———
Credit Union average) and have a $141,167 (10.% higher than average) annual household income.
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27.3% or 1,226,381 of SEATTLE-TACOMA DMA Adults 18 or older use BECU (Boeing Employee Credit Union).

Adults 18 or older who use BECU (Boeing Employee Credit Union) are .9% less likely to be a college

graduate, 5.3% more likely to work full-time, 11.3% more likely to be married, .7% less likely to be a parent
of 1 or more children under 18.
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desert

11.3% or 522,188 of PHOENIX DMA Adults 18 or older use DESERT FINANCIAL CREDIT UNION.
Adults 18 or older who use DESERT FINANCIAL CREDIT UNION are 8.2% less likely to be a college graduate,
10.8% more likely to work full-time, 6.3% less likely to be married, .2% more likely to be a parent of 1 or

/Y INANCIAL

CREDIT UNION

more children under 18.
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S !l Stage in Life: Adults 18 or older
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4.9% or 187,638 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older use WINGS FINANCIAL CREDIT UNION.

Adults 18 or older who use WINGS FINANCIAL CREDIT UNION are 28.7% more likely to be a college
graduate, 3.3% more likely to work full-time, 12.4% more likely to be married, 6.6% more likely to be a

Credit Union parent of 1 or more children under 18.
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Banks HHLD uses (HHLD): Wings Financial

14t b Stage in Life: Adults 18 or older
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First 11.3% or 284,278 of ST. LOUIS DMA Adults 18 or older use FIRST COMMUNITY CREDIT UNION.

* Adults 18 or older who use FIRST COMMUNITY CREDIT UNION are 5.9% less likely to be a college graduate,
Communl 15.4% more likely to work full-time, 3.3% more likely to be married, 21.2% more likely to be a parent of 1 or
For all your Savings and all your Loans. more children under 18.
e p— ., A
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High School Graduate (12th grade or GED)

NAVY &
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Adults 18 or older

children under 18.

Employment: Adults 18 or older
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21.% or 1,187,233 of WASHINGTON, DC DMA Adults 18 or older use NAVY FEDERAL CREDIT UNION.
Adults 18 or older who use NAVY FEDERAL CREDIT UNION are 1.7% less likely to be a college graduate, 8.5%
more likely to work full-time, 6.3% more likely to be married, .9% less likely to be a parent of 1 or more
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Banks HHLD uses (HHLD): Navy Federal Credit Union

= who use NAVY FEDERAL CREDIT UNION
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m WASHINGTON, DC



27.3% or 1,226,381 of SEATTLE-TACOMA DMA Adults 18 or older use BECU (Boeing Employee Credit Union).
B E Adults 18 or older who use BECU (Boeing Employee Credit Union) are 10.7% more likely to own their home,
8.3% more likely to own a higher valued home, 15.2% more likely to have a single-family home, 5.2% more

likely to have a dog.

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older 4®0Pets in Home: Adults 18 or older

Single Family House (unattached)

Own a Dog
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6.0%
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Property )
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-
vZ4l Value of Owned Home: Adults 18 or older Home Loans: Adults 18 or older
Average Value of Owned Home:
who use BECU (Boeing Employee Credit Union)
SEATTLETACOMA
22.7%
21.0%

$750K-S1M S1VvH Home Mortgage Refinanced  Home Equity own

. o Home Mortgage Loan/Home Home/Property
W who use BECU (Boeing Employee Credit Union) W SEATTLE-TACOMA .
Improvement  Outright (No

SEATTLE-TACOMA DMA Scarborough R1 2024: Jan23-Jan24 Qual intab 1,073 . Loan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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Banks HHLD uses (HHLD): BECU (Boeing Employee Credit Union)



deser'l‘ 11.3% or 522,188 of PHOENIX DMA Adults 18 or older use DESERT FINANCIAL CREDIT UNION.
Adults 18 or older who use DESERT FINANCIAL CREDIT UNION are 7.3% less likely to own their home, .1%

N
I"INANCIAL more likely to own a lower valued home, 10.6% more likely to have a single-family home, 16.% more likely to

CREDIT UNION have a dog.

Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older erpets in Home: Adults 18 or older

Single Family House (unattached)
Own a Dog
Townhouse or attached Home 3.0%
4.8%
Condominium 3.9% OownacC
3.0% 'wn a Cat
10.8%
7.3%
4.3% 2.7% Apartment
3 22616 mriRiEm
Own Other Own SecondHome |  Mobile Home or Manufactured 8.5% Own other type of Pet
or Real Estate Home 8.3%
Property "
= who use DESERT FINANCIAL CREDIT UNION mPHOENIX w who use DESERT FINANCAL CREDIT UNION W PHOENIX # who use DESERT FINANCAL CREDIT UNION = PHOENIX
s
24l Value of Owned Home: Adults 18 or older Home Loans: Adults 18 or older
Average Value of Owned Home:
who use DESERT FINANGAL CREDIT UNION
PHOENIX 5530,206
8.6%
7.4% 6.8%
4.7%
24 230 04 £.16 4 g g g19 8 0 20 g g & 486 ETCT 26 120 & q
<$150K $150K-$200K  $200K-$250K  $250K-$300K  $300K-$350K  $350K-$500K  $500K-$750K  $750K-$1M $1vi+ Home Mortgage Refinanced Home Equity own
w who use DESERT FINANCIAL CREDIT UNION m PHOENIX Hoime Morfgags Loan/Home Hoimie/Piuperty
Improvement  Outright (No
PHOENIX DMA Scarborough R1 2024: Jan23-Feb24 Qual intab 281 = Loai Mortgages)

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

Banks HHLD uses (HHLD): Desert Financial Credit Union



‘ 4.9% or 187,638 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older use WINGS FINANCIAL CREDIT UNION.
Adults 18 or older who use WINGS FINANCIAL CREDIT UNION are 20.5% more likely to own their home, .5%
W I n gs more likely to own a lower valued home, 7.1% more likely to have a single-family home, 3.6% more likely to
Credit Union have a dog.

Pets in Home: Adults 18 or older

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older &0

Single Family House (unattached)

Townhouse or attached Home 154%
9.4%

Own a Dog
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R k' ©. 0%
3.0% o Apartment
ERNCITRN 202,525 ]
Rent Other Own Second Home bile Home or Manufactured ~ 0.0% Own other type of Pet
or Real Estate Home I 1.7%
Property ’

» who use WINGS FINANCIAL CREDIT UNION W MINNEAPOLIS-ST. PAUL = who use WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST, PAUL wwho use WINGS FINANCIAL CREDIT UNION W MINNEAPOLIS-ST. PAUL

Z:' Value of Owned Home: Adults 18 or older a g Home Loans: Adults 18 or older

Average Value of Owned Home:
who use WINGS FINANCIAL CREDIT UNION
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1.7% 1.5%
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Improvement  Outright (No
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Banks HHLD uses (HHLD): Wings Financial



First 11.3% or 284,278 of ST. LOUIS DMA Adults 18 or older use FIRST COMMUNITY CREDIT UNION.
* Adults 18 or older who use FIRST COMMUNITY CREDIT UNION are 1.3% more likely to own their home, 8.3%

Communlty more likely to own a higher valued home, 9.8% more likely to have a single-family home, 24.5% more likely to

For all your Savings and all your Loans. have a dog_

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older 4®0Pets in Home: Adults 18 or older
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6.0°
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6.9% 8%
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Own Second Home bile Home or Manufactured 2.4% Own other type of Pet
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Property :
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Z:' Value of Owned Home: Adults 18 or older @Home Loans: Adults 18 or older
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Banks HHLD uses (HHLD): First Community Credit Union




NAVY &
FEDERAL
Credit Union

to have a dog.

21.% or 1,187,233 of WASHINGTON, DC DMA Adults 18 or older use NAVY FEDERAL CREDIT UNION.
Adults 18 or older who use NAVY FEDERAL CREDIT UNION are 13.4% more likely to own their home, 1.9%

more likely to own a lower valued home, 11.2% more likely to have a single-family home, 30.5% more likely

m Own/Rent/Other: Adults 18 or older mﬁm Type of Home: Adults 18 or older

Single Family House (unattached)

Townhouse or attached Home

19.6%
18.0%
7.8%
7.8%
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Apartment

3.2% 3.0%

2.0%
1.9%

Own Second Home
or Real Estate

Property

Other

Mobile Home or Manufactured
Home

= who use NAVY FEDERAL CREDIT UNION W WASHINGTON, DC = who use NAVY FEDERAL CREDIT UNION W WASHINGTON, DC

@

ff." Value of Owned Home: Adults 18 or older

Average Value of Owned Home:

who use NAVY FEDERAL CREDIT UNION

WASHINGTON, DC 634,257

14.8% 14.6%

$500K-$750K

$350K-$500K
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WASHINGTON, DC DMA Scarborough R1 2024: Feb23-Apr24 Qual Intab 1,036 3

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

Pets in Home: Adults 18 or older

Own a Dog

Own a Cat

Own other type of Pet
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@Home Loans: Adults 18 or older
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Banks HHLD uses (HHLD): Navy Federal Credit Union




more likely to fly domestic past yr.

27.3% or 1,226,381 of SEATTLE-TACOMA DMA Adults 18 or older use BECU (Boeing Employee Credit Union).
Adults 18 or older who use BECU (Boeing Employee Credit Union) are 6.% more likely to look up D-I-Y
advice online, 7.2% more likely to always vote in local elections, 8.% more likely to belong to a gym, 3.3%

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

s1.0%)
““ I '

Political Activity: Adults 18 or older

85.8%
Registered to Vote Democrat / Lean  Republican /Lean Independent / None
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l;::l;-:;‘ mir-mahw- Illl:r;::(::\l Advice I?;:::.‘I l:nr“v::;; Ganden Ideas Information Besuly ideas Post resume Classes  Development Spirituality |::::Ir:h vou wvuur [S:;::::; Family Advicy lucﬂ.’f’etﬁﬂns:ﬂ.‘wﬂys

s, Syscxion, <) Local Elections: Sometimes
2 who use BECU (Boeing Employee Credit Union) B SEATTLE-TACOMA & who use BECU (Boeing Employee Credit Union) W SEATTLE-TACOMA
«
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SEATTLE-TACOMA DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 1,073
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC, All rights reserved.
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Banks HHLD uses (HHLD): BECU (Boeing Employee Credit Union)
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CREDIT UNION

11.3% or 522,188 of PHOENIX DMA Adults 18 or older use DESERT FINANCIAL CREDIT UNION.

Adults 18 or older who use DESERT FINANCIAL CREDIT UNION are 4.4% more likely to look up D-I-Y advice
online, 21.7% more likely to always vote in local elections, 14.8% more likely to belong to a gym, 9.6%
more likely to fly domestic past yr.

Top-ZO past 30-days Online Lifestyle Activites: Adults 18 or older
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4.9% or 187,638 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older use WINGS FINANCIAL CREDIT UNION.
Adults 18 or older who use WINGS FINANCIAL CREDIT UNION are 9.8% more likely to look up D-1-Y advice
online, 37.4% more likely to always vote in local elections, 16.3% less likely to belong to a gym, 4.5% more

Credit Union likely to fly domestic past yr.

al Activity: Adults 18 or older

P e e
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Banks HHLD uses (HHLD): Wings Financial
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For all your Savings and all your Loans.

likely to fly domestic past yr.

11.3% or 284,278 of ST. LOUIS DMA Adults 18 or older use FIRST COMMUNITY CREDIT UNION.
Adults 18 or older who use FIRST COMMUNITY CREDIT UNION are 3.9% less likely to look up D-I-Y advice
online, 8.2% more likely to always vote in local elections, 14.8% more likely to belong to a gym, 1.% more

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

2 49.9%
I I

21.% or 1,187,233 of WASHINGTON, DC DMA Adults 18 or older use NAVY FEDERAL CREDIT UNION.
Adults 18 or older who use NAVY FEDERAL CREDIT UNION are 4.% less likely to look up D-I-Y advice online,
1.5% more likely to always vote in local elections, 23.7% more likely to belong to a gym, 13.3% more likely
to fly domestic past yr.
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= who use BECU (Boeing Employee Credit Union)
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Adults 18 or older who use BECU (Boeing Employee Credit Union) a
2.9% more likely to use Sit-Down Restaurants past mo., 2.3% more |
likely to smoke cigarettes.

27.3% or 1,226,381 of SEATTLE-TACOMA DMA Adults 18 or older use BECU (Boeing Employee Credit Union).
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Table Games (Craps, Poker, etc.)
Bar / Nightclub
Stage Show / Concert

306,834

3.4%
8%

3 8%
U 2.4%
11.7%
1.6%
# who use BECU (Boeing Employee Credit Union)

1,073

Sports Betting

Spa

Other Gambling Casinos visited past 12 months: Yes

W SEATTLE-TACOMA

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

Banks HHLD uses (HHLD): BECU (Boeing Employee Credit Union)

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis Cigarettes

Vape

= who use BECU (Bocing Employee Credit Union) = SEATTLE-TACOMA



desert
/9" INANCIAL

CREDIT UNION

Past 30-days QSR Users: Adults 18 or older

1time

2times

3 times
4 times
5 times
6 -9times

10times or more
= who use DESERT FINANCIAL CREDIT UNION m PHOENDX

Total Jbggg[’gnfv QSR Users: ST

oy ... B ]
4,184,809

Avg. Monthly QSR Meals:

11.3% or 522,188 of PHOENIX DMA Adults 18 or older use DESERT FINANCIAL CREDIT UNION.

Adults 18 or older who use DESERT FINANCIAL CREDIT UNION are 2.1% more likely to use QSRs past mo.,
6.9% more likely to use Sit-Down Restaurants past mo., 14.7% more likely to use Casinos past yr.,, 54.% less
likely to smoke cigarettes.

1time

2 times

3 times
® who use DESERT FINANCIAL CREDIT UNION
Total hly Sit-Down ant Users:

82,5% 77.2%

Drank Past 30-days: Adults 18 or older

Higor
Any Type of Bewr
Wine
Imported Beer 938,318 ZIIJ.S%
Domestic Light Beer
Domestic Regular Beer M -
6.5%

Microbrew / Craft Beer g 5.1%

w who use DESERT FINANCIAL CREDIT UNION

PHOENIX DMA

W PHOENIX

Scarborough R1 2024: Jan23-Feb24

Qual Intab
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadceasting, Inc. LLC. All rights reserved.
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Slot Machines T

Upscale Restaurant e 11.8%
Bar/ Nightolub

Table Games (Craps, Poker, etc.) W

Stage Show / Concert m 10.1%
— a2.0%
Other Gambling ] :’}'5% -

L 101 8%
| Z.7%

# who use DESERT FINANCIAL CREDIT UNION

w
°
H

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

14.8%

15.2%

W PHOENIX

Avg. Monthly Sit-Down Restaurant Meals:

Top-10 Cuisines: Adults 18 or older

iﬂlwn Restaurants Used Past 30-days)

pma

Mafan  indian/ wings/ Upscale Steakhouse Bagelf
3/ Burgers/ Donut/
Other  sports Bar Bakery

Asizn

i who use DESERT FINANCIAL CREDIT UNION = PHOENIX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who use DESERT ANANGAL CREDIT union [ HATSOSNII 27.2%

PHOENTX 674. 399 14.6%

Past 12 months Casino Activities: Adults 18 or older

31.7%

Casinos visited past 12 months: Yes
= PHOENIX

Banks HHLD uses (HHLD): Desert Financial Credit Union

Used Past 30-days: Adults 18 or older

Marijuana / Cannabis

Cigarettes Vape

= who use DESERT FINANGAL CREDIT UNION



W‘mgs

Past 30-days QSR Users: Adults 18 or older

#times ‘m

» who use WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST. PAUL

Total Monthly QSR Users: Avg. Monthly QSR Meals:
88.6% 87.6%

T | 20
3371117

2times

5 times

6 -9times

4.9% or 187,638 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older use WINGS FINANCIAL CREDIT UNION.
Adults 18 or older who use WINGS FINANCIAL CREDIT UNION are 1.1% more likely to use QSRs past mo.,
19.1% more likely to use Sit-Down Restaurants past mo., 8.% less likely to use Casinos past yr., 12.1% less
likely to smoke cigarettes.

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

[ ] 1time

Top-10 Cuisines: Adults 18 or older

i -Down Restaurants Used Past 30-days)

Wolon, oo, Wier/ ol milon)| medi tpcds  mken: Sushens
Burgers /  House | Donut
sports 2ar Coffes Bar mm -mrv
Asizn

2 times

18.3%

3 times

12. 4"/

4 times

5 times

6-9times

10times or more

= who use WINGS FINANCIAL CREDIT UNION W MINNEAPOLIS-ST. PAUL = who se WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST. PAUL
Total hly sit-Down ant Users:  Avg. hly Sit-Down ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
89.5% 75.2%

whouse WINGS FINANCIAL GREDIT unioN  [HGZTTIII  10.2%
2

Drank Past 30~days. Adults 18 or older

Liquor .4%
Any Type of Beer
Domestic Regular Beer ptrprm 33.3%
Wine potvers 32.1%

Dormestic Light Baar v
Imported Beer Er Ty Y

i 33.0%
Microbrew / Craft Beer 16.6% i

= who use WINGS FINANCIAL CREDIT UNION ® MINNEAPOLIS-ST. PAUL

< Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older
Table Games (Craps, Poker, etc.) L

Bar [ Nightclub
Stage Show / Concert

Upscale Restaurant

Sports Betting
Other Gambling
spa 20:0% B N ; .
P 1.3% Casinos visited past 12 months: Yes Marijuana / Cannabis Cigarettes Vape
# who use WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST. PAUL = who use WINGS FINANCIAL CREDIT UNMON = MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 91
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadceasting, Inc. LLC. All rights reserved.

Banks HHLD uses (HHLD): Wings Financial
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Communi

For all your Savings and all your Loans.

Past 30-days QSR Users: Adults 18 or older

2 times

3 times

4 times

5times

6-9times

10times or more

= who use FIRST COMMUNITY CREDIT UNION

Total Monthfy QSR Users: Avg. Monthly QSR Meals:

= ST. LOUIS

89.4%

likely to smoke cigarettes.

11.3% or 284,278 of ST. LOUIS DMA Adults 18 or older use FIRST COMMUNITY CREDIT UNION.
Adults 18 or older who use FIRST COMMUNITY CREDIT UNION are 1.4% less likely to use QSRs past mo.,
3.9% more likely to use Sit-Down Restaurants past mo., 1.4% more likely to use Casinos past yr.,

6.% less

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

1time

18.6%

2 times 5.7%

3times
4 times 8.6%
5 times

6-9times

7.3%

10times or more
# who use FIRST COMMUNITY CREDIT UNION

Total Monthly Sit-Down Restaurant Users: A whn Restaurant Meals:
78.8% 75.8%

—-m-

W ST. LOUIS

Drank Past 30-days. Adults 18 or older

Top-10 Cuisines: Adults 18 or older

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

Chinese mexian vz ot steakhouse  Coffes ol Ve
eyl ey
coffee sar  makery

spnm % ey

Asian

= who use FIRST COMMUNITY CREDIT UNION mST. LOUIS

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc. )
whouse FIRST COMMUNITY CREDITUNION (G650 1

571008 12.5%

Past 12 months Casino Activities: Adults 18 or older

577,038 23.0%

Slot Machines

s Tpaci e

——

Domestic Regular Beer
e
Imported Beer - v
Microbrew / Craft Beer 10.3% 18.2% '
# who use FIRST COMMUNITY CREDIT UNION WST. LOUIS
ST. LOUIS DMA Scarborough R1 2024: Jan23-lan24 Qual Intab

Bar/ Nightclub

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

Stage Show / Concert

Sports Betting

Spa

Other Gambling

233

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

w who use FIRST COMMUNITY CREDIT UNION

Casinos visited past 12

Yes

Used Past 30-days: Adults 18 or older

/ Cannabis

W ST. LOUIS

Banks HHLD uses (HHLD): First Community Credit Union

Cigarettes Vape

= who use FIRST COMMUNITY CREDIT UNION

= ST. LOUIS

4%



NAVY @&
FEDERAL
Credit Union

Past 30—days QSR Users: Adults 18 or older

tme
;

2 times

3 times
4 times
5times

6-9times

20.4%

= who use NAVY FEDERAL CREDIT UNION m WASHINGTON, DC

Total Agg%gffy QSR Users: Avg. Monthly QSR Meals:

10times or more

89.5%

_ 5 059,704 - “

to smoke cigarettes.

21.% or 1,187,233 of WASHINGTON, DC DMA Adults 18 or older use NAVY FEDERAL CREDIT UNION.
Adults 18 or older who use NAVY FEDERAL CREDIT UNION are 4.6% more likely to use QSRs past mo., 4.3%

more likely to use Sit-Down Restaurants past mo., 37.2% more likely to use Casinos past yr., 24.4% less likely

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

€ ®

1time

2 times

3times

4 times

.4%

5 times ™ 4
3

6-9times

12.7%

15.9%

%

10.4%

10times or more 5.6%

# who use NAVY FEDERAL CREDIT UNION

Total Monthly Sit-Down Restaurant Users: A
76.1%

79.4%

Drank Past 30-days: Adults 18 or older

Lo
Wine
Any Type of Beer 2,022,680 35. 8%
Imported Beer

-V
.5 v

Domestic Regular Beer
Domestic Light Beer
Microbrew / Craft Beer

® who use NAVY FEDERAL CREDIT UNION

WASHINGTON, DC DMA

W WASHINGTON, DC

Searborough R1 2024: Feb23-Apr24

Past 12 months

Slot Machines

946,661

371,084 .6% o
4.9%
E 4.2%
2.4%
121,338 P K'Y

01.4%
L 1.7%

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

Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

Other Gambling

Qual intab

w who use NAVY FEDERAL CREDIT UNION
1,036

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

Casino Activities:

B WASHINGTON, DC

- wi ﬁiumn[ Meals:

or older

Top-10 Cuisines: Adu!ts 18

(Sit-Down Restaurants Used Past 30-days,

I

indian/  Coffee  mkan  Upscale  Bagel/ Steskhouse seafood
™/ wewse! Donut /

Other  coffes Bar Bakery

sian

= who use NAVY FEDERAL CREDIT UNMON ' WASHINGTON, DC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
whouse NAVY FEDERAL CREDIT UNiON  [SET 06NN 30.9%

wastinton, oc [[EENICHNNNN 25.4%

Adults 18 or older

16.7%

Casinos visited past 12 h

Yes

Used Past 30-days: Adults 18 or older

Mari / Cannabis

® WASHINGTON, DC

Banks HHLD uses (HHLD): Navy Federal Credit Union

Cigarettes Vape

= who use NAVY FEDERAL CREDIT UNION

WWASHINGTON, DC
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27.3% or 1,226,381 of SEATTLE-TACOMA DMA Adults 18 or older use BECU (Boeing Employee Credit Union).

Its 18 or older who use BECU (Boeing Employee Credit Union) are 19.1% more likely to have a 401K,

19.7% more likely to have an Auto Loan, 16.8% more likely to Invest/Trade Stocks Online, 4.6% more likely to

with their Debit Card.

mﬁﬂlnvestments Owned: Adults 18 or older

401K Plan

2,097,702 46.7%

IRA (Individual Retirement Account)

1,826,811 40.7%

Stocks or Stock Options gy 322% BN

: 22.6%
876,955 19.5%

17.2%
613,222 13.7%

X 14.9%
574,433 12.8%

Mutual Funds
Money Market Funds

Other (Crypto / NFTs [ Metals, etc.)

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

14.0%
=22 8.6% 9.2% 9.9%
12.3% 6.2% 5.8%
Second Home or Real Estate Property M_‘: G Checking Debitor ATM  Savings  CreditCard  Online  OnlineBill  Mobile Money  Certificates of Studentloan Refinanced Personal Loan  Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
529 Plan / College Savings Plan J0.6% Account Mortgage Loan or Home
7.8% Equity Loan
= who use BECU [Boeing Employee Credit Union) WSEATTLE-TACOMA = who use BECU (Boeing Employee Credit Union) W SEATTLE-TACOMA
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service st e : y
Financial Planner &3> Ea7 IR3% a
Online investing / Stock Trading ot e
Accountant
Insurance Agent at a Local Office (not online)
Real Estate Agent 10.1% 9.9%

Estate Planning

Divorce / Family Attorney rnlg-;s% (*Fast1z Months)
= who use BECU (Boeing Employee Credit Union) mSEATTLE-TACOMA
SEATTLE-TACOMA DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab

6% 41%  3.8% 3.1%

14.6%

MasterCard  Apple Pay  Cash App

Zelle Google Pay  American  Store Credit  Facebook Discover  Square Cash Samsung Pay
Express Card Messenger
w who use BECU (Boeing Employee Credit Union) m SEATTLE-TACOMA

PayPal Debit Card Venmo

1,073

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

Banks HHLD uses (HHLD): BECU (Boeing Employee Credit Union)




desert

/9" INANCIAL

CREDIUT UNION Wltht

heir Debit Card.

11.3% or 522,188 of PHOENIX DMA Adults 18 or older use DESERT FINANCIAL CREDIT UNION.
Adults 18 or older who use DESERT FINANCIAL CREDIT UNION are 20.2% less likely to have a 401K, 59.2%

more likely to have an Auto Loan, 22.7% more likely to Invest/Trade Stocks Online, 23.8% more likely to pay

mﬁﬁlnvestments Owned: Adults 18 or older

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

15 2%
611,685
= -
& 10.8%

8.3%

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

Second Home or Real Estate Property

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

7.9% 8.4% oo 5.5%

-_L

Estate Planning 123%

Bonds 7.4% Checking Debitor ATM  Savings  CreditCard  Online Mohile  Online Bill Home Autoloan  Money personal Loan  Home
e Account card Account Banking  Banking  Paying  Mortgage Market qum:[cus] Home Improvement
529 Plan / College Savings Plan 58% Account Mortgage L:;;»::::
= who use DESERT FINANCIAL CREDIT UNION m PHOENIX m who use DESERT FINANCIAL CREDIT UNION m PHOENIX
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online) m
o (= @ @
Real Estate Agent .;.‘m 8% 1w %
3.2% 3.4% 43% 33%

6.1%

*
Divorce / Family Attorney (*Past12 Months)

r; 1.8%
0.8%
= who use DESERT FINANCIAL CREDIT UNION W PHOENIX
PHOENIX DMA Scarborough R1 2024: ian23-Feb24 Qual Intab 281
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

PayPal Zelle MasterCard

Debit Card

CashApp  Apple Pay Store Credit  Google Pay
Card

visa Venmo American Discover
Express
= who use DESERT FINANCIAL CREDIT UNION m PHOENIX

Banks HHLD uses (HHLD): Desert Financial Credit Union

Facebook  Square Cash Samsung Pay
Messenger
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4.9% or 187,638 of MINNEAPOLIS-ST. PAUL DMA Adults 18 or older use WINGS FINANCIAL CREDIT UNION.
Adults 18 or older who use WINGS FINANCIAL CREDIT UNION are 24.9% more likely to have a 401K, 55.8%

more likely to have an Auto Loan, 69.8% more likely to Invest/Trade Stocks Online, 3.% less likely to pay with

Credit Union their Debit Card.
ﬁ'ﬁ Investments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older
4oLk Plan
IRA (Individual Retirement Account)  pyter 3.0%
Stocks or Stock Options
Mutual Funds  pyees 20.8% Aa8%
Money Market Funds m 2%
3 20.6%
Bonds
Second Home or Real Estate Property m.rg.m
Other (Crypto / NFTs / Metals, etc.) m% i Checking  Savings  DebitorATM CreditCard  Online Mobile  Online Bill Home  Autoloan  Money Certificates of Studentloan Refinanced Personal Loan  Home
Account  Account card Banking Banking Paying  Mortgage Market  Deposit[CDs) Home Improvement
529 Plan / College Savings Plan W 2% Account Mortgage Loan o Home
- Equity Loan
= who use WINGS FINANCIAL CREDIT UNION m MINNEAPOLIS-ST. PAUL m who use WINGS FINANCIAL CREDIT UNION m MINNEAPOLIS-ST. PAUL
Professional Services Used*: Adults 18 or older 'm'Past 3-Months Payment Methods Used: Adults 18 or older
Tax Preparation Service T Du.49ﬁ 26.6% y
W
Online Investing / Stock Trading W
Insurance Agent at a Local Office (not online) m 17.3%
Accountant A5% — [ ] .
il 3.4%
Real Estate Agent 4.0% . 121.8% 20.6%1 18.8%) o
' - 3.3% A6% 09
Estate Planning m% 1% it = —t _— . = iy [ ——
Divorce/ Family Attorney H% 3.5% (*Past 12 Months) venmo  MasterCard zelle ApplePay  Cash App Stnrcea E;edi( Google Pay A:::::F:;n Discover J;l:gr?:r samsung Pay Square Cash
= who use WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST. PAUL = who use WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST. PAUL

Qual intab

91

MINNEAPOLIS-ST. PAUL DMA Secarborough R1 2024: Jan23-Jan24
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Banks HHLD uses (HHLD): Wings Financial
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For all your Savings and all your Loans. with

11.3% or 284,278 of ST. LOUIS DMA Adults 18 or older use FIRST COMMUNITY CREDIT UNION.
Adults 18 or older who use FIRST COMMUNITY CREDIT UNION are 26.8% more likely to have a 401K, 99.2%

more likely to have an Auto Loan, 103.8% more likely to Invest/Trade Stocks Online, 22.% more likely to pay

their Debit Card.

“ﬁﬂlnvestments Owned: Adults 18 or older

401K Plan

1,116,439 44.6%

IRA (Individual Retirement Account)

887,330 35.4%

Stocks or Stock Options e

24.8%

24.4%
474,939 19.0%

Mutual Funds

Money Market Funds

d 14.3%
299,320 11.9%

9.4%

13.9%
9.4%
9.9%
197,693 R XT3
3 5.8%
171,99 X3

w who use FIRST COMMUNITY CREDIT UNION

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

Second Home or Real Estate Property
m ST, LOUIS

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

s 10.7%

Mobile Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan
® who use FIRST COMMUNITY CREDIT UNION ST, LOUIS

Checking Debitor ATM  Savings Credit Card Online Online Bill

Professional Services sed*: Adults 18 or older

Tax Preparation Service
570,806

Financial Planner

Online investing / Stock Trading

Insurance Agent at a Local Office (not online)
Accountant

Real Estate Agent

Estate Planning

2.2%
2.8%

Divorce/ Family Attorney !.;1_;2; {*Past 12 Months)
w who use FIRST COMMUNITY CREDIT UNION mST.LOUIS
ST. Louis DMA Scarborough R1 2024: jan23-lan24 Qual intab 233

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

8.a% 9.5%

; e -

Store Credit  Google Pay

4.3% 33%  20% 3.2%

CashApp  Apple Pay

Venmo Zelle Discover Facebook  American Samsung Pay Square Cash
Card Messenger  Express
® who use FIRST COMMUNITY CREDIT UNION m ST. LOUIS

MasterCard

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

Banks HHLD uses (HHLD): First Community Credit Union




NAVY &
FEDERAL

Credit Union

ﬁﬂlnvestments
Lo 4

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan
Bonds

Other (Crypto / NFTs / Metals, etc.)

21.% or 1,187,233 of WASHINGTON, DC DMA Adults 18 or older use NAVY FEDERAL CREDIT UNION.

Adults 18 or older who use NAVY FEDERAL CREDIT UNION are 21.1% more likely to have a 401K, 41.1% more
likely to have an Auto Loan, 28.9% more likely to Invest/Trade Stocks Online, 6.3% more likely to pay with

their Debit Card.

2,941,192 52.0%

2,514,605 44.5%

1,866,851 33.0%

, 24.3%
1,257,073 22.2%

)y 20.8%

634
16.6%

789,189 14.0%
11.3%
757,619 13.4%

12.0%
12.9%

732,076

Second Home or Real Estate Property 9‘1;9':%

® who use NAVY FEDERAL CREDIT UNION

® WASHINGTON, DC

Owned: Adults 18 or older

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

.2%

15.6%
h s E

Auto Loan  Certificates of Studentloan Refinanced Personal Loan
Deposit(CDs) Home
Mortgage

Checking  Debit or ATM
Account card

Money
Market
Account

Home

Mortgage

Online Bill
Paying

Mobile
Banking

Online
Banking

Savings Credit Card

Account

= who use NAVY FEDERAL CREDIT UNION B WASHINGTON, DC

53% 4,6%

Home
Improvement
Loan or Home

Equity Loan

Professional Services Used*: Adults 18 o

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant

Real Estate Agent

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

Divorce / Family Attorney

WASHINGTON, DC DMA

[

3
-

"

©
N
~
&

%:.

B

w who use NAVY FEDERAL CREDIT UNION
Scarborough R1 2024: Feb23-Apr24

1,090,586 3

17.7%
12.6%
10.2%

7.5%
7.4%

8.7%
6%

74%

578,474

420,222

~

= WASHINGTON, DC

r older

(*Past 12 Months)

Qual Intab

L—

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

4.8% 4.3%

Google Pay  Store Credit  American
Card Express

® WASHINGTON, DC

11.0% g 0%
17.29%)

Discover

MasterCard Venmo ApplePay  Cash App Facebook Samsung Pay
Messenger

w who use NAVY FEDERAL CREDIT UNION
1,036

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

Banks HHLD uses (HHLD): Navy Federal Credit Union

4.6% 4.1%

Square Cash




Adults 18 or older who use BECU (Boeing Employee Credit Union) spend an average of 3 days, 1 hours, 55 minutes and
59 seconds each week with All Forms of Media.

79.6% of Adults 18 or older who use BECU (Boeing Employee Credit Union) spend an avg. of 7 hours and 25 minutes each week listening
to All Local AM/FM Radio, representing 8.% of total time spent with all forms of Media.

[

Weekly
Reach

=2 %

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

66:47:10
CONCUrT
usage 60.8%

who use BECU (Boeing SEATTLE-TACOMA
% of Total Employee Credit Union)
Weekly H:M:
Avg. Weekly

Hours:Minutes:

 who use BECU (Boeing Employee Credit Union) B SEATTLE-TACOMA
SEATTLE-TACOMA ~ DMA  Scarborough R12024: Jan23-Jan24  Qual Intab 1,073 SEATTLE-TACOMA DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 3,951 HUbe rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

for Anything _
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Banks HHLD uses (HHLD): BECU (Boeing Employee Credit Union)




deser-l- Adults 18 or older who use DESERT FINANCIAL CREDIT UNION spend an average of 2 days, 19 hours, 5 minutes and 50

S seconds each week with All Forms of Media.
I ,-INA N‘ IA L 90.9% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION spend an avg. of 7 hours and 20 minutes each week listening to
CEEOET OO N All Local AM/FM Radio, representing 9.9% of total time spent with all forms of Media.

96.4%

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

66:28:20
CONCUrT
usage 53.3%

who use DESERT PHOENIX
FINANCIAL CREDIT UNION
62.5%

# who use DESERT FINANCIAL CREDIT UNION m PHOENIX
PHOENIX ~ DMA  Scarborough R12024: Jan23-Feb24  Qualintab 281 PHOENIX ~ DMA  Scarborough R12024: Jan23-Feb24  Qual Intab 2,265 HUbe l"d Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. for Anything

BROADCASTING

Banks HHLD uses (HHLD): Desert Financial Credit Union




‘ Adults 18 or older who use WINGS FINANCIAL CREDIT UNION spend an average of 3 days, 1 hours, 2 minutes and 4
w I n s seconds each week with All Forms of Media.
90.1% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION spend an avg. of 9 hours and 50 minutes each week listening to
Credit Union All Local AM/FM Radio, representing 12.2% of total time spent with all forms of Media.
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First & Adults 18 or older who use FIRST COMMUNITY CREDIT UNION spend an average of 3 days, 9 hours, 13 minutes and 21

seconds each week with All Forms of Media.
ommunity

87.7% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION spend an avg. of 8 hours and 36 minutes each week listening to
All Local AM/FM Radio, representing 9.3% of total time spent with all forms of Media.
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Adults 18 or older who use NAVY FEDERAL CREDIT UNION spend an average of 3 days, 3 hours, 45 minutes and 30

NA @ d h kwith All F f Medi
seconds each weekKk wi orms o edia.
FEDERAL

85.9% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION spend an avg. of 8 hours and 21 minutes each week listening to All
Cl'ed it Union Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.
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Adults 18 or older who use BECU (Boeing Employee Credit Union) spend an average of 2 days, 6 hours, 40 minutes and
17 seconds each week with All Forms of Ad-Supported Media.

76.4% of Adults 18 or older who use BECU (Boeing Employee Credit Union) spend an avg. of 6 hours and 35 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 9.2% of total time spent with all forms of Ad-Supported Media.
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deser-l- Adults 18 or older who use DESERT FINANCIAL CREDIT UNION spend an average of 2 days, 3 hours, 53 minutes and 0

s, seconds each week with All Forms of Ad-Supported Media.
I ,-INA N‘ IA L 86.7% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION spend an avg. of 7 hours and 4 minutes each week listening to
A e e Mgl B o Local Ad-Supported AM/FM Radio, representing 11.8% of totaltime spent with all forms of Ad-Supported Media.
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‘ Adults 18 or older who use WINGS FINANCIAL CREDIT UNION spend an average of 2 days, 3 hours, 28 minutes and 54
w I n g s seconds each week with All Forms of Ad-Supported Media.
81.4% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION spend an avg. of 8 hours and 14 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 13.% of total time spent with all forms of Ad-Supported Media.
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First Adults 18 or older who use FIRST COMMUNITY CREDIT UNION spend an average of 2 days, 13 hours, 7 minutes and 41

‘ : * seconds each week with All Forms of Ad-Supported Media.
Ommunl 84.8% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION spend an avg. of 8 hours and 3 minutes each week listening to
For all your Savings and all your Loans. Local Ad-Supported AM/FM Radio, representing 11.2% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who use NAVY FEDERAL CREDIT UNION spend an average of 2 days, 8 hours, 27 minutes and 13
FEDERAL seconds each week with All Forms of Ad-Supported Media.
e 81.2% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION spend an avg. of 7 hours and 51 minutes each week listening to
Cred it Union Local Ad-Supported AM/FM Radio, representing 11.3% of total time spent with all forms of Ad-Supported Media.
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avg. of 56.5 minutes/day.

Adults 18 or older who use BECU (Boeing Employee Credit Union) spend an average of 7 hours and 48
minutes each day with All Forms of Ad-Supported Media. 76.4% listen to Local AM/FM Radio for an
(Local Radio delivers 9.2% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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/9" INANCIAL

CREDIT UNION

Adults 18 or older who use DESERT FINANCIAL CREDIT UNION spend an average of 7 hours and 24
minutes each day with All Forms of Ad-Supported Media. 86.7% listen to Local AM/FM Radio for an
avg. of 60.6 minutes/day.

(Local Radio delivers 11.8% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 AII Forms o_f Media (Persons & % Reach): Adults 18 or old
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| Adults 18 or older who use WINGS FINANCIAL CREDIT UNION spend an average of 7 hours and 21
minutes each day with All Forms of Ad-Supported Media. 81.4% listen to Local AM/FM Radio for an
(Local Radio delivers 13.% of Time with Ad-Supported Media.)
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First & | Adults 18 or older who use FIRST COMMUNITY CREDIT UNION spend an average of 8 hours and 43
‘ Ommllnl minutes each day with All Forms of Ad-Supported Media. 84.8% listen to Local AM/FM Radio for an
For Bl Joto St snd A your £ satie: avg. of 69. minutes/day. (Local Radio delivers 11.2% of Time with Ad-Supported Media.)

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

% Time Spent (AV2750¢ Day]
B T i
4 9%
PR m——
. ? ilbords &
Signs (Weekly
Local AM/FM Radi 3 g€ 39 3 46 ! - i
K = m S0.30 m Local AM/FM Radio Drivers) Local AM/FM Radio  Faceboo

Ernail/Text/4/Zoomyets. (Personal £ Work) mm m 73.7 56.1 Non-Premium Cable TV 70.6

ing/Financi Estat i R T———— S5 ] Von-Premium Cable TV e
Networks ;i

News/Weather/Sports (websites/Apps) mm Avg. Hours+Minutes/day with All m ll ,!Em Search iy Email/ | Search

= Forms of Media: Adults 18 or older (Google, St Text/IM/ | (Goo...

Netflix Bing, Signs (Week Zoom,etc. | Bing,

Local TV Stations etc.) Drivers) (Persona... = ete)
56.3
Games /Fantasy/Betting Sites
Gas Stations/Convenience Stores 765 : 2 0,37 Email/Text/IM/
5 who use FIRST ST.LOUIS . Local TV Stations Zoom,etc. Sp... Local TV Stations
Non-Premium Cable TV Networks  PRTARARN £0.64 COMMUNITY CREDIT s 95.8 (Personal & W 1138
. UNION — == | | ¥
et PYESCREE) T T 3.6%

= who use FIRST COMMUNITY CREDIT UNION = ST. LOUIS » who use FIRST COMMUNITY CREDIT UNION m ST. LOUIS

Top-13 AH Forms of Ad-. Suggarted Media (Persons & % Reach): Adults 18 or older  Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
Toto! Ferson (Average Doy)

% Time Spent
i T —
e s s T —O

Billboards & Billboards &

. Signs (Weekly Signs (
o AWM e m Local AM/FM Radio Drivers) Local AM/FM Radio Drivers)
- s 69.0 56 _ 36,8 56.°
Kports M m 2 | 22 ium Cable TV 66.8 56.3
Email Text/IM/ Zoom,etc. (Persanal & Work) Non-Premium Cable TV Search orks pyo
Facebook Avg. Hours+Minutes/day with All (Google, ol Tube & YouTube  |{Google,
Es——— Forms of Ad-Supported Media: Bing, etc.) Video Video Bing,
Adults 18 or older 23.3 278 28.2 etc.)
Gas Stations/ Convenience Stores :
Sho
5 : S News/ ) News/
Non-Premium Cable TV Networks ﬂmm’_ EmallfTest/ ] (incl. Weath... Sho... Weat...
Shopping (inel. Food/Auctions/Travel, etc.) 52.3% IM/Zoam;etes Food/ (incl.
who use FIRST Local TV Stations (Personal & Auc... |Ins.. Local TV Stations IM/Zoomete Foo.. |Ins..
osjobeiiden COMSIUTY ot 91.6 Work) Trav.. |86 Groc.. |.. 108.7 {Personal & | Auc.. [17.6| Gro.. ..
Instagram
® who use FIRST COMMUNITY CREDIT UNION W ST. LOUIS = who use FIRST COMMUNITY CREDIT UNION m ST. LOUIS
ST. LOUIS DMA  Scarborough R1 2024: Jan23-lan24 Qual Intab 233 soeﬁ 3 Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, inc. LLC. All rights reserved. - for Anything

Banks HHLD uses (HHLD): First Community Credit Union



Grocery Sm res

Search (Google, Bing, etc.}

Billboards & Signs (Weekly Drivers)
News/Weather /Sports (Websites/Apps)
Local AM/FM Radio

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

ing/
Facebook
Non-Premium Cable TV Networks
Local TV Stations
Games/Fantasy/Betting Sites
Gas Stations/Convenience Stores

Instagram

NAVY &
FEDERAL
Credit Union

46 2 8 0%
P ey BT A, Hours Minutes oy with Al

Forms of Media: Adults 18 or older

o S—r
T S—
oo I -
.
— O hi
0
m who use NAVY FEDERAL 'WASHINGTON, DC
P —

® who use NAVY FEDERAL CREDIT UNION W WASHINGTON, DC

67.4 minutes/day.
Top-13 AII Forms of Medm (Persons & % Reach): Adults 18 or old
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Avg. Week All Audio (Persons & % Reach): Adults 18 or older
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937,108 or 76.4% of Adults 18 or older who use BECU (Boeing Employee Credit Union) listen to Ad-
Supported Local AM/FM Radio for an average of 56.5 minutes every day representing 40.2% of all
time spent daily with Ad-Supported Audio.
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452,870 or 86.7% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION listen to Ad-
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time spent daily with Ad-Supported Audio.
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Supported Local AM/FM Radio for an average of 69. minutes every day representing 43.4% of all
time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Spotify
23.6

Owned Music
17.1

Local AM/FM Radio | YouTube Music
73.7 16.0

SiriusXm

Podcasts
17.6

Ama...
Music
8.2

TV Music

Channels

\pple... {

Pandora

iHear...

Local AM/FM Radio
70.6

Podcasts
20.4

YouTube
Music
14.4

Owned
Music
11.5

SiriusXM
18.1

TV Music
Channels
10.5

Pandora
10.1

Spotify
17.8

Amaz.. All
Music Ot
98

Apple  aud...
Music
6.1 [iHe..

® who use FIRST COMMUNITY CREDIT UNION

u ST. LOUIS

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

Local AM/FM Radio
Podcasts

YouTube Music

TV Music Channels
Pandora

Spotify

Amazon Music

All Others
iHeartRadie
SiriusXmM
Audiobooks
Owned Music
Apple Music

ST. LOUIS

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

Total Persons.

m-mm

R

m mﬁ Avg. Hours+Minutes/day with Ad-

m m@ Supported Audio: Adults 18 or oider

P 2 RALE

_ 8:832 who use FIRST ST. LOuIS

i 8332 COMMUNITY CREDIT

— 8% e

= who use FIRST COMMUNITY CREDIT UNION m ST, LOUIS

DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 233

oo - b g o Ao o
= = o P e 7Xo T o3
S 38 S S R RO R IR 2

Podcasts
16.9

TV Music
Channels
137

Local AM/FM Radio
69.0 13:3

Spotify

YouTube Music
16.2

Ama...
PandorEa Music
9.3 7.2

iHeart...

All
4.3

Others
6.5 SiriusX...

Local AM/FM Radio
66.8

Podcasts
19.7

Spotify
11.2

TV Music

Pandora

Channels All

10.5

YouTube
Music
14.1

Amaz.
Music
9.9 7.3

Others | 1Hea..

/1.2 Siriu

= who use FIRST COMMUNITY CREDIT UNION

Banks HHLD uses (HHLD): First Community Credit Union

W ST. LOUIS

soefa.ai

* Share of Everything
for Anything _




963,447 or 81.2% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION listen to Ad-
Supported Local AM/FM Radio for an average of 67.4 minutes every day representing 43.3% of all

e =
Credit Unlon time spent daily with Ad-Supported Audio.
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937,108 or 76.4% of Adults 18 or older who use BECU (Boeing Employee Credit Union) listen to Ad-

Supported Local AM/FM Radio for an average of 56.5 minutes every day representing 40.2% of all
time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 7g6.4% Audio: Adults 18 or older
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452,870 or 86.7% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION listen to Ad-
Supported Local AM/FM Radio for an average of 60.6 minutes every day representing 47.1% of all

time spent daily with Ad-Supported Audio.
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‘ ‘ 152,790 or 81.4% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION listen to Ad-
w I ngs Supported Local AM/FM Radio for an average of 70.7 minutes every day representing 45.5% of all

Cradit Union time spent daily with Ad-Supported Audio.
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Reach % Audio: Adults 18 or older

"Share of Ad-Supported Audio” - m

who use WINGS FINANCIAL MINNEAPOLIS-ST. PAUL
CREDIT UNION

27.8% 26.7%

13.4% 13.6% 13.9%

11.8% 11.5%

7.9%
5.6% ° I

Wnclkly 3.2% 1.7% 1.4%
T " : ) . .
ol 6.9% 5 % *_ [76% [ !'éi °
Reached: 3,120,458 1,026,360 7 283,629 181,062 534,056 455,782 216,524 302 948 ‘1528 443,23 R 54,351

Local AM/FM Podcasts Spotify Amalon Music YouTube Music TV Music All Others !HeartRadlo Pandora SiriusXmM
Average Radio Channels

Daily Mi

= who use WINGS FINANCIAL CREDIT UNION

B MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 91 MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2024: Jan23-Dec23 Qual Intab 1,873 = Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. o for Anything _ =

Banks HHLD uses (HHLD): Wings Financial



First 241,007 or 84.8% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION listen to Ad-
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NAVY & 963,447 or 81.2% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION listen to Ad-

FEDERAI‘@ Supported Local AM/FM Radio for an average of 67.4 minutes every day representing 43.3% of all
Credit Union time spent daily with Ad-Supported Audio.
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Reach % 78.3% Audio: Adults 18 or older
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937,108 or 76.4% of Adults 18 or older who use BECU (Boeing Employee Credit Union) listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Classic Rock, Classic Hits, and Alternative.
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desert

ISINANCIAL

UNI

452,870 or 86.7% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary, Country,
Hot AC, and Active Rock.

Local AM/FM Radlo 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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Credit Union

| Sports.

152,790 or 81.4% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Country, Hot AC, Adult Contemporary, Classic Hits, and All

Loca!‘ fﬂ%fM Rrgdio_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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{Average Week}

C First

ommunit

For all your Savings and all your Loans.

241,007 or 84.8% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, New Country, Classic Rock,
Classic Hits, and Alternative.

Local AMI/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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NAVY @
FEDERAL

Credit Union Country.

963,447 or 81.2% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Urban AC, Classic Hits, All News, and

Local AMI/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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Avg. Week All Video (Persons & % Reach): Adults 18 or older

694,310 or 56.6% of Adults 18 or older who use BECU (Boeing Employee Credit Union) watch Ad-
Supported Local TV Stations for an average of 99.9 minutes every day representing 26.8% of all time
spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Video (Persons & % Reach): Adults 18 or older .
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340,735 or 65.3% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION watch Ad-
Supported Local TV Stations for an average of 69.1 minutes every day representing 25.1% of all time
spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 18 or older .
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128,346 or 68.4% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION watch Ad-
Supported Local TV Stations for an average of 87.3 minutes every day representing 22.5% of all time
spent daily with Ad-Supported Video.
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205,530 or 72.3% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION watch Ad-
Supported Local TV Stations for an average of 91.6 minutes every day representing 24.9% of all time
spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older

Local TV Stations

Non-Premium Cable TV...

Netflix

YouTube Video

Roku + The Roku Channel
Amazon Prime/IMDb/FireTV
AppleTV+,fubo,Pluto, Tubi, etc.
Hulu/Hulu + Live TV (any Hulu)
TikTok

Disney+

Paramount+

Peacock

Premium Cable TV Networks

(o220 ]
m mMJHo urs+Minutes/day with
mm Video: Adults 18 or older

who use FIRST ST. LOUIS
5 COMMUNITY CREDIT
0.5%
P ] 1515 union
= who use FIRST COMMUNITY CREDIT UNION m 5T. LOUIS

QQ?EIE

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

26.1

ot?
we Moo Mo ¥ e Y

YouTube
Video
27.8

Roku + The
Roku
Channel

Amazon AppleTV
Prime/IMDb/ | +,fubo,Pl...
FireTV etc.

Local TV Stations Dis...

95.8

Premium

. CORST ¢ | Tk
Non-Premium IEE— 15.0 | 14.2
Cable Tv
Networks

130.9

Pea.. | Par...
10.0 [

Netflix
32.3

Hulu/Hulu +
Live TV (a..

Non-Premium Cable TV

Networks
127.8

Local TV Stations
113.8

YouTube

Video
285

Premi...

Cable
™

Netwo...

Roku + The
Roku Channel
293

Am: mm
Prin

IMDb/
FireTV

Hulu/
Hulu +
Live TV

(any...

AppleTV
+,fubo,P...
etc.

Disney+

15.5 Peacock

# who use FIRST COMMUNITY CREDIT UNION

H ST. LOUIS

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

Local TV Stations

Non-Premium Cable TV...

YouTube Video

Amazon Prime/IMDb/FireTV
TikTok

Hulu/Hulu + Live TV (any Hulu)
AppleTV+,fubo, Pluto, Tubi, etc.
Peacock

Paramount+

Netflix

Disney+

Roku + The Roku Channel
Premium Cable TV Networks

ST. Louis

S —CT
N — T
[ ods |

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

=

who use FIRST ST.LOUIS
COMMUNITY CREDIT

uNION
® who use FIRST COMMUNITY CREDIT UNION W ST. LOUIS
DMA Scarborough R1 2024: Jan23-Jan24 Qual Intab 233

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

0.9%

,
. s o T T T
ofo bofe ol

Amazon
Prime/
IMDb/
FireTV

37.0

Local TV Stations
91.6

AppleTv
+,fubo,Pl...
etc.

TikTok
14.2

Netflix

13.7
YouTube

Video
27.8

Non-Premium Cable
TV Networks
125.2

Hulu/Hulu
+ Live TV...

Roku +...

Non-Premium
Cable TV Networks
122.0

Local TV Stations
108.7

Amazon
Prime/IMDb/| YouTube
FireTV Video
37.4 28.2

Hulu/
Hulu +
Live TV Netf... Tik..
16.4 132
AppleTV
+,fubo,...

etc,

Roku + D...
The... +

® who use FIRST COMMUNITY CREDIT UNION

Banks HHLD uses (HHLD): First Community Credit Union

W ST. LOUIS

soefa.ai

* Share of Everything
for Anything _



Avg. Week All Video (Persons & % Reach): Adults 18 or older
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717,351 or 60.4% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION watch Ad-Supported
Local TV Stations for an average of 75.7 minutes every day representing 25.6% of all time spent daily
with Ad-Supported Video.
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SEATTLE-TACOMA DMA

| 694,310 or 56.6% of Adults 18 or older who use BECU (Boeing Employee Credit Union) watch Ad-

Supported Local TV Stations for an average of 99.9 minutes every day representing 26.8% of all time
spent daily with Ad-Supported Video.
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deser'l‘ 340,735 or 65.3% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION watch Ad-

I’thANCIAL Supported Local TV Stations for an average of 69.1 minutes every day representing 25.1% of all time
spent daily with Ad-Supported Video.

CREDIT UNION
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Supported Local TV Stations for an average of 87.3 minutes every day representing 22.5% of all time
spent daily with Ad-Supported Video.
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First & 205,530 or 72.3% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION watch Ad-

ommunt Supporte.d Lo.cal TV Stations for a‘m average of 91.6 minutes every day representing 24.9% of all time
For all your Savings and all your Loans. spent daily with Ad-Supported Video.
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NAVY & 717,351 or 60.4% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION watch Ad-Supported
FEDERAL Local TV Stations for an average of 75.7 minutes every day representing 25.6% of all time spent daily
= ————————1
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Local TV Station Programs (Persons & % Reach): Adults 18or older

(average week)
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Local News - Evening
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Local News - Morning
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National/Network News
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Food/Cooking Shows

Documentaries
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TV Stations: Adults 18 or older

. 694,310 or 56.6% of Adults 18 or older who use BECU (Boeing Employee Credit Union) watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Movies, Dramas, and Comedies.
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deser'r 340,735 or 65.3% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION watch Ad-

I,_INANCIAL Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies,
AL Movies, Local News - Morning, and Mystery/Suspense/Crime.

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

Credit Union

128,346 or 68.4% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Comedies, Local
News - Morning, Dramas, and National/Network News.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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First 205,530 or 72.3% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION watch Ad-

‘ Ommuni Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local News - Evening,

sivaliow Balsadaliortasil Comedies, Local News - Morning, and Game Shows.
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Local TVStat:on 1 Programs (Persons & % Reach): Adults 18 or older
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® who use NAVY FEDERAL CREDIT UNION

717,351 or 60.4% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION watch Ad-Supported
Local TV Stations. The Top 6-Programs are Sports, Movies, Comedies, Local News - Evening, Local

News - Morning, and Dramas.
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= who use BECU (Boeing Employee Credit Union)

897,076 or 73.1% of Adults 18 or older who use BECU (Boeing Employee Credit Union) use Ad-
Supported Social Media for an average of 120.8 minutes every day representing 20.4% of all time
spent daily with Ad-Supported Digital Media.
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desert

/Y INANCIAL

CREDIT UNION

423,024 or 81.% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION use Ad-Supported
Social Media for an average of 163.6 minutes every day representing 31.4% of all time spent daily
with Ad-Supported Digital Media.
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Wings

121,371 or 64.7% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION use Ad-
Supported Social Media for an average of 85.9 minutes every day representing 15.6% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Adults 18 or older

Avg.

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

Total Pes
orrvsremincsevce P —

Email/Text/IM/Zoom,etc. (Personal & Work)
Social Media

Games/Fantasy/Betting Sites

S m_w.

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

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

YouTube/TikTok, etc. Usage %: 41 %

who use WINGS FINANCIAL MINNEAPOUIS-ST. PAUI.M

CREDIT UNION

Online Classes, Schoals, Colleges, Universities

BT

Non-Premium
+Premium Cable
Services)

139.9

Social Media
104.0

Streaming

OTT TV Streaming Services
168.6

OTT TV Streaming Se

191.3
e —

Online
Classes,
Schools,

Colleges,...
)

Local TV You

Streaming
8923

TikTok,
Zoom, etc et
Online Classes,
Schools,
Colleges,
Universities

Local TV
Streaming
40.1

(Go..
Bil
et

Streaming Audio (Local Radio/
Podcasts/Streaming Services)
144.8

Social Media
143.7

Streaming Audio (Local
Radio/ Podcasts/Streaming

Sear...

Non
Premium
+Premium
Cable
Streaming
60.3

Tube/

Sh...

(in..

» who use WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST. PAUL

u who use WINGS FINANCIAL CREDIT UNION u MINNEAPOLIS-ST. PAUL

Avg. Week Ad- Suggorted Digital (Persons & % Reach): Adults 18 or older Avg

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

Serch (Gooe, Bing tc)

News/Weather /Sports (Websites/Apps)
Email/Text/iM/Zoom,etc. (Personal & Wark)
Sodal Media

OTT TV Streaming Services

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

Local TV Streaming

s ot oo . RS R :rm

Avg. Hours+Minutes/day with Ad- m

Games [Fantasy/Betting Sites m m{‘- Supported Digital: Adults 18 or older M
.} o i
I——— i e 720

who use WINGS FINANCIAL  MINNEAPOLIS-ST. p.uu-
CREDIT UNION 0.0

Online Classes, Schools, Colleges, Univensities [Ty 0-0%

al Non-Premium
+Premium
Cable Streaming

57.4

Search

Shopping
(incl.
Food...

Bankin..

= who use WINGS FINANCIAL CREDIT UNION = MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2024: Jon23-Jan24 Qual Intab 91
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

Streaming Audio Streaming Audio (Loc
(Local Radio/ Non-Premium Radio/ Podcasts/
Podcasts/Streaming +Premium Cable Streaming Services)
Services) Streaming 80.5
79.7 75.6 Social Media
OTT TV Streaming Services 1
136.2 Local TV Local TV
Streaming YouTube/ Streaming
371 TikTok, etc. 49.7
323
YouTube/TikTok,
Social Media Shopping OTT TV Streaming Services etc.
(incl.... 109.2 40.1
® who use WINGS FINANCIAL CREDIT UNION B MINNEAPOLIS-ST. PAUL
-

Banks HHLD uses (HHLD): Wings Financial

for Anything _



First 212,197 or 74.6% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION use Ad-

*
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spent daily with Ad-Supported Digital Media.
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NAVY @&
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862,202 or 72.6% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION use Ad-Supported
Social Media for an average of 156.2 minutes every day representing 26.3% of all time spent daily
with Ad-Supported Digital Media.
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daily with Ad-Supported Social Media.

897,076 or 73.1% of Adults 18 or older who use BECU (Boeing Employee Credit Union) use Ad-
Supported Facebook for an average of 41. minutes every day representing 34.% of all time spent

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

392,782 or 75.2% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION use Ad-
Supported Facebook for an average of 58.5 minutes every day representing 35.7% of all time spent
daily with Ad-Supported Social Media.
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‘ 121,371 or 64.7% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION use Ad-Supported
WI n s Facebook for an average of 29.2 minutes every day representing 34.% of all time spent daily with
Ad-Supported Social Media.
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212,197 or 74.6% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION use Ad-
Supported Facebook for an average of 42.6 minutes every day representing 31.8% of all time spent
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Avg. Week All Social Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

862,202 or 72.6% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION use Ad-Supported
Facebook for an average of 58.4 minutes every day representing 37.4% of all time spent daily with

Ad-Supported Social Media.
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897,076 or 73.1% of Adults 18 or older who use BECU (Boeing Employee Credit Union) use Ad-
Supported Facebook for an average of 41. minutes every day representing 34.% of all time spent
daily with Ad-Supported Social Media.
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deser'l' 392,782 or 75.2% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION use Ad-

,_INANCIAL Supported Facebook for an average of 58.5 minutes every day representing 35.7% of all time spent
daily with Ad-Supported Social Media.

CREDIT u
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‘ 121,371 or 64.7% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION use Ad-
w I ngs Supported Facebook for an average of 29.2 minutes every day representing 34.% of all time spent

Credit Unlon daily with Ad-Supported Social Media.
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C First * 212,197 or 74.6% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION use Ad-

Ommllnl Supported Facebook for an average of 42.6 minutes every day representing 31.8% of all time spent
For all your Savings and all your Loans. daily with Ad-Supported Social Media.
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862,202 or 72.6% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION use Ad-Supported

FEDERAL Facebook for an average of 58.4 minutes every day representing 37.4% of all time spent daily with
= ————————1
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 92,542;
Local Radio: 58,290; Social Media: 54,717; Local TV: 28,941; Non-Prem. Cable: 28,317
reaching Adults 18 or older who use BECU (Boeing Employee Credit Union).
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/Y INANCIAL

CREDIT UNION

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 40,344;
Local Radio: 29,531; Social Media: 26,875; Non-Prem. Cable: 14,318; Local TV: 13,289
reaching Adults 18 or older who use DESERT FINANCIAL CREDIT UNION.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 16,711;

WI ngs Local Radio: 9,786; Social Media: 8,706; Local TV: 5,014; Non-Prem. Cable: 3,660 reaching

Credit Union Adults 18 or older who use WINGS FINANCIAL CREDIT UNION.
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For all your Savings and all your Loans.

M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 25,269;
Local Radio: 15,256; Social Media: 14,938; Local TV: 8,373; Non-Prem. Cable: 7,124
reaching Adults 18 or older who use FIRST COMMUNITY CREDIT UNION.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 81,897;
Local Radio: 61,019; Social Media: 54,204; Non-Prem. Cable: 31,555; Local TV: 26,704
reaching Adults 18 or older who use NAVY FEDERAL CREDIT UNION.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

{average Week)
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...
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Gas Stations/Convenience Stores
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Drug Stores
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YouTube Music
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i

= who use BECU (Boeing Employee Credit Union)

w3 i

who use BECU (Boeing
Employee Credit Union)

1,128,546 or 92.% of Adults 18 or older who use BECU (Boeing Employee Credit Union) spend an
average of 46.4 minutes per day driving, seeing Billboards and Signs. 63.9% Listen to Local Radio

Stations Out-of-Home for an average of 34.2 minutes/day.

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

Total Persons:

(average week)
‘Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...
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Gas Stations/Convenience Stores
Restaurants & Bars

Drug Stores

Shopping Malls

YouTube Music

Podcasts

Spotify

SiriusXmM

Movie Theaters

466,141 or 89.3% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION spend an average
of 61.8 minutes per day driving, seeing Billboards and Signs. 72.5% Listen to Local Radio Stations
Qut-of-Home for an average of 36.7 minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 18 or older
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(average week)
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YouTube Music

Credit Union
Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or otder
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® who use WINGS FINANCIAL CREDIT UNION

180,157 or 96.% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION spend an average
of 41.4 minutes per day driving, seeing Billboards and Signs. 68.1% Listen to Local Radio Stations
Out-of-Home for an average of 42.8 minutes/day.

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

prietd “
Usage %

who use WINGS FINANCIAL  MINNEAPOLIS-ST. PAUL
CREDIT UNION

B MINNEAPOLIS-ST. PAUL

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

AM/FM Radio
511

Billboards &

Drivers)

Shopping Malls
24.2

Restaure
& Bars

ans (Weekly
SiriusXm

41.4 12.3

Walking in
Towns, Cities,
Downtown
Areas

Grocery
Stores
8

Spotify |Music
Ret... 6.3 5.9
Sto... =
1.6 [ Gas...

Billbo

AM/FM Radio

Walking in Towns,

igns  Cities, Downtown
s) Areas

19.9

Shopping
Malls
16.8

Grocery
Stores
9

Spotity

4.6

Retail
Stores

Pod... YouTube
7.9 Music

® who use WINGS FINANCIAL CREDIT UNION

m MINNEAPOLIS-ST. PAUL

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

(averoge week]

ey sores D ———— T
EE —

0, m— 0

[ —

1 B—T
PR e

Billboards & Signs (Weekly Drivers)

Gas Stations/Convenience Stores

Walking in Towns, Cities, Downtown...

AM/FM Radio
Shopping Malls
Restaurants & Bars
Drug Stores
Podcasts

Retail Stores
Movie Theaters
YouTube Music

TV Music Channels

MINNEAPOLIS-ST. PAUL

Totol Persons

I

u who use WINGS FINANCIAL CREDIT UNION

DMA

Scarborough R1 2024: jan23-jan24

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

who use WINGS
FINANCIAL CREDIT UNION

MINNEAPOLIS-ST. PAUL

B MINNEAPOLIS-ST. PAUL
Qual Intab 91

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

r98.00y)

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

For all your Savings and all your Loans.
Top-13 Out-of- Home Media (Persons & % Reach): Adults 18 or older
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*

272,443 or 95.8% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION spend an
average of 56.1 minutes per day driving, seeing Billboards and Signs. 70.9% Listen to Local Radio
Stations Out-of-Home for an average of 41.8 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average week)
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1,077,944 or 90.8% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION spend an average
of 62.5 minutes per day driving, seeing Billboards and Signs. 67.8% Listen to Local Radio Stations
QOut-of-Home for an average of 40.8 minutes/day.
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1,128,546 or 92.% of Adults 18 or older who use BECU (Boeing Employee Credit Union) spend an

B E | ‘ : | U average of 46.4 minutes per day driving an average of 27. miles each day and are 86.3% more likely

to use East Marginal Way than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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desert

/Y INANCIAL

CREDIT

UNION

466,141 or 89.3% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION spend an average
of 61.8 minutes per day driving an average of 36. miles each day and are 84.1% more likely to use
Central Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Banks HHLD uses (HHLD): Desert Financial Credit Union

Top-26 Employment Zip Codes: Adults 18 or older
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Wings

Credit Union

County Road 42 than the Metro average.

180,157 or 96.% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION spend an average
of 41.4 minutes per day driving an average of 24.1 miles each day and are 180.7% more likely to use

Top-26 Residential Zip Codes: Adults 18 or older

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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% 3.98%
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MN 100 — Ba% 55408 [RRER oom S
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3 W north of 1-08 | 20,070 ssilz [T
N ss  — 174 Ssioy —
I-35E south of 1-94  PE{IISS W 20.7% 55124 IR o 4T
19.7% 3.46% _
1-394 e 55423 RO — 2 ﬁ
R s506s HTT— :
3% 3.15% 7
Us 10 2% 55379 R e i &
US 169 north of 1-394  B5838 - 169% 55428 IR om0
MIN 7 (Cedar Avenue)  EROTR T 155% ssa20 [em—257%
1694 east of |- 35 1550 il 5 ——
Us 169 south of 1-304 B 1535 ss121 PEFGT—2a
I1-35E north of 1-04  ZE2E L& 1 55372 il
60t west of 135V e 7 sso1c PRERT, X
MN 13 — 1.7% 55363 [P 156%
MN 7 mu‘ﬁ'* Avg. Hours+Minutes/day Driving: | 55442 m._ 0.55% L54%
Hennepin Avenue 3:32,32 Adults 18 or older 55375 Fl — 1.54%
1.50%
Lake Sreet 5% ssa7 BLER:
MN 47 (University Avenue) [SIEEZd%, o Avg. Mnes/noy- 0:57 55318 R 0o
% Driving: —» 334 g 1.43%
MN 36 L2 55075
a2 10.3% who use WINGS MINNEAPOLIS-ST. PAUL “516 i
MN 65 (Central Avenue) 0.6% FINANCIAL CREDIT UNION 56058 F,‘ 5%

# who use WINGS FINANCIAL CREDIT UNION

MINNEAPOLIS-ST. PAUL DMA Scarborough R12024: Jan23-Jan24
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Banks HHLD uses (HHLD): Wings Financial

Top-26 Employment Zip Codes: Adults 18 or older
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F il’ St *
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272,443 or 95.8% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION spend an
average of 56.1 minutes per day driving an average of 32.6 miles each day and are 66.8% more likely
to use Martin Luther King Bridge than the Metro average.

For all your Savings and all your Loans.
Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
1-64/Highway 40 fgrgs; 42.6% S 63335
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Poplar Street Bridge M.sg’{“ 63016
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Top-26 Residential Zip Codes: Adults 18 or older
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Banks HHLD uses (HHLD): First Community Credit Union

Top-26 Employment Zip Codes: Adults 18 or older
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NAVY &
FEDERAL
Credit Union

1,077,944 or 90.8% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION spend an average
of 62.5 minutes per day driving an average of 36.4 miles each day and are 70.3% more likely to use
Route 210/Indian Head Highway than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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54.6%

1-95/1-495/Capital Beltway
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Top-26 Residential Zip Codes: Adults 18 or older
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Banks HHLD uses (HHLD): Navy Federal Credit Union
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Top-26 Employment Zip Codes: Adults 18 or older
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time spent daily with All forms of Print Media.

428,623 or 35.% of Adults 18 or older who use BECU (Boeing Employee Credit Union) read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9. minutes every day representing 32.1% of all

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

Local Daily Newspaper(s) (Daily+Sunday)
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Local Daily Newspaper(s) (Daily m 26,500
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2 i
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186,254 or 35.7% of Adults 18 or older who use DESERT FINANCIAL CREDIT UNION read Direct Mail
Advertising (excluding Catalogs) for an average of 8.1 minutes every day representing 33.1% of all
time spent daily with All forms of Print Media.

Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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‘ 69,001 or 36.8% of Adults 18 or older who use WINGS FINANCIAL CREDIT UNION read Local Daily
WI n s Newspaper(s) (Daily+Sunday) for an average of 11.9 minutes every day representing 40.4% of all
time spent daily with All forms of Print Media.

Credit Union
Avg. Week All Print Dr/!’gkg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Banks HHLD uses (HHLD): Wings Financial
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For all your Savings and all your Loans.

107,532 or 37.8% of Adults 18 or older who use FIRST COMMUNITY CREDIT UNION read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.2 minutes every day representing 31.2% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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NAVY &
FEDERAL
Credit Union

333,486 or 28.1% of Adults 18 or older who use NAVY FEDERAL CREDIT UNION read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing 34.5% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Dr/!’gkg‘ia (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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