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I"ml;:j 1.6% or 3,930,446 of USA DMA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
el P18+ Typical Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 48.9 years old (1.7% older
than average) and have a $117,668 (18.7% higher than average) annual household income.
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1.5% or 1,912,735 of USA DMA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 39.9 years old (.1% younger
than average) and have a $127,306 (19.6% higher than average) annual household income.

@ Percent of Market: Adults 25 - 54 ﬁl‘ Gender of Target vs. Market: Adults 25 - 54 Ethnicity of Target vs. Market:
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@ Percent of Market: Women 25 - 54 ﬁl‘ Gender of Target vs. Market: Women 25 - 54

= who Live in the
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1.3% s
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42.0
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Women

1.3% or 938,935 of USA DMA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 39.8 years old (5.2% younger
than average) and have a $117,030 (18.8% higher than average) annual household income.
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1.4% or 973,800 of USA DMA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 40. years old (.3% older than
average) and have a $137,213 (19.9% higher than average) annual household income.
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»

ST, PAUL MN

@ Percent of Market: Adults 35 - 64

|
1.4%

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

= Remainder of USA DMA

Total Persons:
1 129,677,838

ﬁl‘ Gender of Target vs. Market: Adults 35 - 64

1.4% or 1,902,577 of USA DMA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Typical Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 49.5 years old (3.9% younger
416 than average) and have a $132,880 (22.1% higher than average) annual household income.
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1.6% or 3,930,446 of USA DMA Adults 18 or

parent of 1 or more children under 18.

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

Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are .4% less likely to be a college
graduate, 5.2% more likely to work full-time,

4.9% more likely to be married, 7.9% more likely to be a

. 9,
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Education Levels: Adults 25 - 54

Some High School or Less (not graduate) -2 :9;%

1.5% or 1,912,735 of USA DMA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.8% more likely to be a college
graduate, 5.1% more likely to work full-time, 3.2% more likely to be married, 8.8% more likely to be a
parent of 1 or more children under 18.
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1.3% or 938,935 of USA DMA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.7% less likely to be a college
graduate, 5.3% more likely to work full-time, 9.5% less likely to be married, 1.% less likely to be a parent
of 1 or more children under 18.
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1.4% or 973,800 of USA DMA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.7% more likely to be a college
graduate, 5.7% more likely to work full-time, 14.8% more likely to be married, 23.3% more likely to be a

parent of 1 or more children under 18.

i \%, Education Levels: Men 25 - 54
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1.4% or 1,902,577 of USA DMA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.5% more likely to be a college
graduate, 13.9% more likely to work full-time, .3% less likely to be married, 18.9% less likely to be a
grandparent of 1 or more children under 18.
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\xuOMlIStage in Life: Adults 35 - 64
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INNEAPOLIS- 1.6% or 3,930,446 of USA DMA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
ST.PI_!IIL_“H» Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.8% more likely to own their

i home, 6.9% more likely to own a lower valued home, 13.7% more likely to have a single-family home,
2.6% less likely to have a dog.

m Own/Rent/Other:Adults 18 or olden m%m Type of Home:Adults 18 or older‘&'Pets in Home:Adults 18 or older

Single Family House (unattached) pu |

Own a Dog .
8.8% 36.0%
Townhouse or attached Home

9.6%

Condominium 20% o C

4.8% 'wn a Cat

8.1% 7.6% 7.4%
e B s

Rent Other Own Second Home bile Haiia o " d h 1.1% Own other type of Pet

or Real Estate
Propary Home 3.7%
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA » who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
-~ L
(24l Value of Owned Home: Adults 18 or older @ Home Loans: Adults 18 or older

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

UsA 5461,407

10.3% 9.6%

0o 2 7 897 0 8

<$150K $150K-5200K $200K-$250K $250K-S300K S$300K-$350K $350K-S500K S$S500K-$750K  $750K-$1M SIMH+ Home Refinanced Home Equity Oown
Mortgage Home Loan/Home Home/Property
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Mortgage  Improvement Outright (No
USA DMA Searborough R2 2026: Aug25-Jul26 Qual Intab 1,922 o Loan Mortgages)
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& INNEAPOLIS- 1.5% or 1,912,735 of USA DMA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
e ¥ ST.Pll_IILilN- Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.2% more likely to own their
SO Iy home, 2.7% more likely to own a lower valued home, 15.1% more likely to have a single-family home,
#16 | 6.4% more likely to have a dog.

% Own/Rent/Other:Adults 25-54 | (M Type of Home:Adults 25 - 54 4®ppets in Home:Adults 25 - 54

Single Family House (unattached) o

Own a Dog

8.5%
Townhouse or attached Home ‘

10.3%
Condominium 1.6% o C
4.9% 'wn a Cat
a3% 70% 55% 53% Apartment
Other Own Second Home bile Home or " d h Own other type of Pet
or Real Estate
Propary Home 3.6%
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA » who Live in the MINNEAPOUS-ST. PAUL, MN, DMA mUSA »who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA ®USA
-~ |
24l Value of Owned Home: Adults 25 - 54 @ Home Loans: Adults 25 - 54
Al Value of Owned Home:
who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA %
usa
9.8%

|

2 4.0%

2 .

<$150K $150K-5200K $200K-$250K $250K-S300K S$300K-$350K $350K-S500K S$S500K-$750K  $750K-$1M Home Refinanced Home Equity Oown
Mortgage Home Loan/Home Home/Property
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Mortgage  Improvement Outright (No
USA DMA Searborough R2 2026: Aug25-Jul26 Qual Intab 1,922 o Loan Mortgages)
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INNEAPDLIS- 1.3% or 938,935 of USA DMA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are .6% more likely to own their home,

ST.PAUL MN:
: ; .3% more likely to own a lower valued home, 3.9% more likely to have a single-family home, 5.2% more

likely to have a dog.

m Own/Rent/Other:Women 25 - 54 m%m Type of Home:Women 25 - 54 ‘&'Pets in Home:Women 25 - 54

Single Family House (unattached)
Own a Dog
Townhouse or attached Home I 9.1%
9.7%
Condominium 1.0% o Cat
ik wn a Ca
5.8% 7-3% 57% 5.6%
Apartment
Rent Other Own Second Home Lille Horme of # d h 1.9% Own other type of Pet
or Real Estate
Propary Home 3.7%
= who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA muUsA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA Sy #who Live in the MINNE APOUS-ST. PAUL, MN, DMA musA
- |
(24l Value of Owned Home: Women 25 - 54 @ Home Loans:Women 25 - 54
A Value of Owned Home:
who Live in the MINNEAPOUS-ST. PAUL, MN, DMA &
usa
8.4%
7.1%
b=
<$150K $150K-5200K $200K-$250K $250K-S300K S$300K-$350K $350K-S500K S$S500K-$750K  $750K-$1M SIMH+ Home Refinanced Home Equity Oown
o Mortgage Home Loan/Home Home/Property
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Mortgage  Improvement Outright (No
USA DMA Searborough R2 2026: Aug25-Jul26 Qual Intab 1,922 o Loan Mortgages)
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MINNEAPOLIS- 1.4% or 973,800 of USA DMA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
P ST.PAULMN: M25 5 4 Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 14.% more likely to own their home,

T - - DMAY 1.4% more likely to own a lower valued home, 21.1% more likely to have a single-family home, 5.5% more
#16 | likely to have a dog.

m Own/Rent/Other:Men 25 - 54 m%m Type of Home:Men 25 - 54 4™ Pets in Home:Men 25 - 54

Single Family House (unattached)

7.9%
Townhouse or attached Home l

Own a Dog

10.5%
Condominium 23% o C
5.5% 'wn a Cat
2.8% 9% 53% 5.4% Apartment
ST 1 04 502 IRET T 5 oo 5a0) %
Rent Other Own Second Home Lille Horme of fi d  05% Own other type of Pet
or Real Estate 8
Property Home I 3.1%
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA » who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
-~ L
24l Value of Owned Home: Men 25 - 54 @ Home Loans:Men 25 - 54

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

usa $441,640

10.3%

$750K-51M S1m+ Home Refinanced  Home Equity Own

K-$350K $350K-$500K $500K-$750K

o Mortgage Home Loan/Home Home/Property
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA Mortgage  Improvement Outright (No
USA DMA Searborough R2 2026: Aug25-Jul26 Qual Intab 1,922 o Loan Mortgages)
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- INNEAPOLIS- 1.4% or 1,902,577 of USA DMA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
1 e 8 ST.I’I_IILiIH P 4 Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 5.6% more likely to own their home,
L DM a 1.7% more likely to own a lower valued home, 11.7% more likely to have a single-family home, 6.6% more
5 #16 | likely to have a dog.

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

Single Family House (unattached)
Own a Dog

7.4%
Townhouse or attached Home I

9.5%
1.7%
deic

Condominium h . Own a Cat

Apartment %
%
Rent Other Own Second Home bile Haiia o " d h 1.7% Own other type of Pet
or Real Estate 2
Propary Home 3.3%
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA » who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA =USA
-~ L
24l Value of Owned Home: Adults 35 - 64 @ Home Loans: Adults 35 - 64

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

UsA 5454874

10.3%

3.8%
<$150K $150K-5200K $200K-$250K $250K-$300K $300K-$350K $350K-5500K $500K-5750K

$750K-51M S1vi+ Home Refinanced  Home Equity own
o Mortgage Home Loan/Home Home/Property
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA muUsA Mortgage  Improvement Outright (No
USA DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922 o Loan Mortgages)
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iy, APOLIS 1.6% or 3,930,446 of USA DMA Adults 18 or older Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
oT.PH + Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 2.4% more likely to look up D-I-Y
B advice online, 9.1% less likely to always vote in local elections, .9% more likely to belong to a gym, 1.4%
Y i less likely to fly domestic past yr.
Top-20 past 30-days Online Lifestyle Activites: Adults 18 or older Political Activity: Adults 18 or older
o
Registered to Vote /lean  Republican / Lean / None
(In District of of These
Presidential Elections: Always
Presidential Elections: i E"
o ol 0 o e o e
. e ] ide Elections: e
Recipes / Heaith Restaurant wedical Home/ Apparel/  Job Search/  Education Relgion/  Take Online Career tlectronk  Homework  Genealogy Photography Pamenting/ Unlﬂb“’l
u:.:::‘:g Information m;::‘nr advice lv&-::-:an 1::-:; Information  Ganden ideas Beauty ideas Post resume (:::;?. Spirituality  Clsses  Development  invite p:.:;’:lm s[;nip:;,’ Famity Advice Local Elections: Always
e el “ Local Elections: Sometimes | v
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
(S
@mTop-BO past 12-months Active Lifestyle Activites: Adults 18 or older ‘N Past 12-months Domestic Airline Trips: Adults 18 or older
RN 10 520 550 15.2%
2wips

R0 514,413
) 4.8%
RN 16 336,459

8.2%

5-9trips FRENCR I 10.8%
10+ trips 2.0% Flew Domestic past year: 60.0%
i M‘u.-' 4.2% Avg. # Domestic Flights: @i IEEY- T
20.6% oo 129%
fm
. . ..ﬂﬂ-ﬂﬂ ™ = m
Griing-  lawnCare Gamdening  Bicyding  Swimming  Volunteer . Belong 1o Bowling Sewing - Camping. Fishing :mnnllms Boatig  Yoga-plates  Golf adukt Folowa Competitive  Foothall Camgwerof  Tenns  snowskiing-  Sofiball - Hunting  Organized
Outdoar (Flowers ar Work nmmm; Health Club or l\llmn‘ Crafts Continging  Weight Loss Video Gaming Aging Parent Snowboarding  Baseball Road Race.
Cooking Vegetables) Gym Educsion  Program or Relative (5K,
Marathon,
 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA el

USA DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rrghrs reserved.



DMA-

Ly

more likely to fly domestic past yr.

NINNEAPDLIS- 1.5% or 1,912,735 of USA DMA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
- ST.PAUL N Pz 4 Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 5.7% more likely to look up D-I-Y
o advice online, 11.6% less likely to always vote in local elections, 2.8% less likely to belong to a gym, 1.7%

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

Political Activity: Adults 25 - 54

84.8%
26.1% 30.4%
Registered to Vote /lean  Republican /Lean / None
(In District of of These

Presidential Elections: Always

Presidential Elections: Somet
L L T T
ide Elections:

Recipes / Restaurant medical Home/ Job search / l&ﬂ“lf Care Education  Toke Onne  Homework Religion / Electronic Parernting/  Photography  Genealogy Onfine DW"
I‘:.:Il:::g m;nl.::.:.,‘ l\;’;m:all Ilfnmaunn 1::-711‘ Infoemation ||;;:1;n Chasses pm':;;m spiitualty  iwiw  Family advice s[;nip:;, Local Elections: Always
. ooy Local Elections: Sometimes
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
C
@mTop-BO past 12-months Active Lifestyle Activites: Adults 25 - 54 ‘N Past 12-months Domestic Airline Trips: Adults 25 - 54
: 16.0%
L1 147 760 16.8%

2 trips

3 trips
4 trips =
a2.6%)
5.9 trips
i 10+ trips 2. -
nﬂﬂﬁﬁ -3 -2 E .

18.5%

18,541,676 14.5%
12.4%

9,290,602

10.3%
16, EZZ 385 13.0%

9% Flew Domestic past year: INGSS%NENTEC N
6,695,914 5.2%  Avg. # Domestic Flights: S I I

15.5%

Giling-  lawnCare Gamdening  Bicyding  Swimming  Wing-  Jogging-  Bowling vuhnmer Camping  Belongta  rkhing  Dasketbal Yoga-Piales Sewing- Grupfimess Boating aduk  Competitive thall  Followa  Camgiverof  Teank Softball - snowskiing- Organized  Hunting
Outdoar (Flowers ar Backpacking  Running Health Chub or crafts Chiss Continuing  Video Gaming Weight Loss  Aging Parent Baseball  Snowboarding Read Race
Cooking Vegetables) Gym Education Progam  or Relative 5%,
Marathan,
w who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA el
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1.3% or 938,935 of USA DMA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 3.4% more likely to look up D-I-Y
advice online, 22.3% less likely to always vote in local elections, 5.4% more likely to belong to a gym, .8%

less likely to fly domestic past yr.

g SIS

W25-94

= ==

-
-gTop-ZO past 30-days Online Lifestyle Activites: Women 25 - 54 Political Activity: \WWomen 25 - 54
125.1% :7430.4%
i ’;ft'::;’:?m“"e Republican / Lean / None
n of These
Presidential Elections: Always
o — Presidential Elections: Somet
I
o ide Electons:
Recipes / Heaith Onkine Phone  Restaurant  DO-t-voumeN MI?IHI Apparel / ﬂ\‘nlﬁll?lt Home / Job Search/  Education  Homework Care. Religion/  Take Onine Photography  Electronic Parenting/  Genealogy Unlmb“’l
u:;::::; Information. "l';mf,i" m;u::u advice |m:m v tnforma tion (:::;‘ [\ o Spiitusity  Classes ::n\:;:: imvite  Family Advice Local Elections: Always
= gy - Local Elections: Sometimes
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
@mTop-BO past 12-months Active Lifestyle Activites: \Women 25 - 54 ‘N Past 12-months Domestic Airline Trips: Women 25 - 54
RN 13 502,932 17.6%

; 17.7%
2 trips 13.7%
3 wips e

5921 2.0% L cosn
10+ trips  pRAvgy 3.6% Flew Domesucpaﬂ year: 60.9%

Avg. # Domestic Flights:

1. 7%}

Adult

I

:mnnllms Fishing

Griling-  Gamlening  lawncCare Swimming  Bicyding sewing-  Volunteer Bowling  Yoga-pidates Camping  Belongto Jogging -
Outdoor  (Flowersor crtts wark s.-a,.mn; Health Clsbor  Running Continuing.
Cooking  Vegetables| Gym Education

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

1.4% or 973,800 of USA DMA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 6.7% more likely to look up D-I-Y advice
online, 1.% less likely to always vote in local elections, 5.9% less likely to belong to a gym, 5.8% more likely

to fly domestic past yr.

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

" FTLEERFL T

Restaurant Do-t-Yoursel Onfine Phone  Health Redpes/  Fness/Diet  Medical Home/  Jobsearch/  camer Education  Take Online  Apparel/  Electronk  Homework  Religion/  Photography Parenting/  Genealogy Unlunw'l

Political Activity: Men 25 - 54

85.4%
28.8% 29.8%
Registered to Vote /lean  Republican /Lean / None
(In District of of These
Presidential Elections: Always
idential Elections: i m
Sestint s Bt Ay
ide Elections:

m«::::./ Advice: ;\‘r;::iul Information w;?;l;;:.:; Information n:::ui{-. Gamlenideas Postresume Development [:::;:n Chasses  Beautyldess  twite pm.:;';nl spiritualty :na::zl Family Advice Locul Eleciions: Alwoys m
L= pecirei el Local Elections: Sometimes o e
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
C
@mTop-BO past 12-months Active Lifestyle Activites: Men 25 - 54 ‘N Past 12-months Domestic Airline Trips: Men 25 - 54
: 16.1%
Rl 10,850,430 16.0%
: 19.3%
2 rips
3 trips 13.2%
4 trips

Grilling - Gamening  Bicyding  Swimming  Miking-  Jogging-  Bowling  Camping  Belongto  Fishing vnlmmr pasketball  Boating Competitive Group Fimess
Outdoar (Flowers ar Backpacking  Running Health Club or Video Gaming  Class
Cooking Vegetables) Sym

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

USA DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922
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11.7%
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Flew Domestic past year: 67.3%
Avg. # Domestic Flights:

w
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10+ trips  Fablgry 6.4%
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INNEAPOLIS- 1.4% or 1,902,577 of USA DMA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
“I ST.PAUL MN P35 ﬁ 4 Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 11.1% more likely to look up D-I-Y

«

% = {IMK - advice online, 14.3% less likely to always vote in local elections, 8.4% less likely to belong to a gym, .9%
i 7 #16 more likely to fly domestic past yr.

Political Activity: Adults 35 - 64

40.4% 31.8% 27.8%

Registered to Vote /lean  Republican /Lean / None
(In District of of These

Presidential Elections: Always

207 Presidential Elections: i E
10.7%
L LE L LT P
de Eecions: -

Top-20 past 30-days Online Lifestyle Activites: Adults 35 - 64

89.0%

Recipes / Health wedical Home/ uﬁl?‘" Job Search/  Religion / Caneer Education  Take Onfine  Electronic Homework  Genealogy Photography Parenting/ Onfine DWM
u:;::::; lormation m;::‘nr advice IVLI‘-::::HII 1::-711‘ Informaton Spiituaity r:::lm Classes it p:.:;’:lm S:::prsn, Famity advice Locul Eleciions: Alwoys
e sty = Locol lcton: Sometimes
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
«
@mTop-BO past 12-months Active Lifestyle Activites: Adults 35 - 64 ‘N Past 12-months Domestic Airline Trips: Adults 35 - 64

. 17.4%
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2trips  FrES eI 14.0%

10.3%
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. . h. ﬂihh“.ﬂh-- hlw -

Giling-  lawncare Gamening  Bicyding  Swimming  Volunteer Fishing Bowling Boating l:mllpnlllas Yoga- piates Basketbal  Followa Aduk  camgverof  Foothall nk  Competitive Hunting  Sofball-  Snow skiing- Organized

Outdoor (Flowers ar Work mnmm; Num\chhw nu-\nh: cms Weightiloss  Continuing  Aging Parent Videa Gaming Baseball Snowboarding Road Race.
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USA DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922
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INNEAPOLIS-

P18+

1.6% or 3,930,446 of USA DMA 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 1.7% less likely to use QSRs past
mo., 1.1% less likely to use Sit-Down Restaurants past mo., 8.9% more likely to use Casinos past yr., 11.8%
more likely to smoke cigarettes.

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

1time 1time

2times 2 times

3 times 3 times

4 times 4 times
5 times 5 times

6-9times 6 -9 times

16.2%
13.3%

10 times or more

10times or more

16.2%

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Total Mnnthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Ri Users:  Avg. Monthly Sit-Down Re ant Meals:
83.3% 70.2% 71.1%

e

-

Drank Past 30-days. Adults 18 or older

Past 30-days Sit-Down Restaurant Users: Adults 18 or older| Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Chinase  Maxicon mm

aan -mu Steskhosse Upsaale  Seafood

ipnns nr lukzr‘

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS ST. PAUL, MN, DVA 15.6%

o GG 21.5%

Past 12 months Casino Activities: Adults 18 or older

Used Past 30-days: Adults 18 or older

Cigarettes

/ Cannabis

Any Type of Beer Table Games (Craps, Poker, etc.)
i —
Imported Beer Upscale Restaurant
Domestic Regular Beer Stage Show/ Concert
Domestic Light Beer v Sports Betting
Microbrew / Craft Beer - Spa

Other Gambling Casinos visited past 12

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

USA DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.
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INNEAPDLIS-
WU ST.PAUL MN!
£ - . nun,

Past 30-days QSR Users: Adults 25 - 54

G e
2o
s
-
s

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

Total Monthly QSR Users: Avg. Monthly QSR Meals:
B4.1%

5.4%

e R

1.5% or 1,912,735 of USA DMA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.6% less likely to use QSRs past mo.,

1.8% less likely to use Sit-Down Restaurants past mo., 1.3% more likely to use Casinos past yr., 4.8% more
likely to smoke cigarettes.

[ ] 1time

2 times

3 times

4 times

5 times

6-9times

10times or more

bl
@
ES

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

15.6%

15.9%

12.7%

10.0%

e R

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:
70.2% 71.5%

-

Drank Past 30-days: Adults 25 - 54

Uauor
Any Type of Beer ey 43.4%
Wine
Imported Beer ey 29.3%
Domestic Regular Beer

34,772,157 27.2%
33,597,851 26.3% [N

16, 9 13.3%

Domestic Light Beer

Microbrew / Craft Beer

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

DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab

Slot Machines
Table Games (Craps, Poker, etc.)
Bar / Nightclub
Upscale Restaurant
Sports Betting

Stage Show / Concert
Spa

Other Gambling

1,922

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

Top-10 Cuisines: Adults 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Mexian i Chinese wings/  Bagel/ Stwskhosse Upsale Sesfood
Burgers/ Donut/
Sports Bar  Bakery

Caffee
Mouse /
Coftee Bar

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS ST. PAUL, MN, DVA 21.3%

o GG 2.%

: Past 12 months Casino Activities: Adults 25 - 54

10,075,387 7.9%

3.7%
i 2.9%

Casinos visited past 12

Used Past 30-days: Adults 25 - 54

mUSA

/ Cannabis Cigarettes

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



M MINNERPOLIS-
ST PAUL N

oMA’

likely to smoke cigarettes.

1.3% or 938,935 of USA DMA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are .8% more likely to use QSRs past mo.,
.9% more likely to use Sit-Down Restaurants past mo., 1.1% less likely to use Casinos past yr., 14.9% more

1time

‘.||[

2times

3 times

4 times

5 times

6-9times

10 times or more

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

Total Monthly QSR Users: Avg. Monthly QSR Meals:
85.0%

e EERE ¢

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

[ ] 1time

17.4%

2 times 16.0%

3 times 11.5%

4 times
5 times

6-9times 5.6%
10times or more
¥ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA

hly Sit-Down Ry Users:  Avg. Monthly Sit-Down R ant Meals:
69.6% 68.9%

e am > K

mUSA
Total M

Drank Past 30-days: Women 25 - 54

Uauoe
Any Type o Baer
Wine Py 30.1%
Domestic Regular Beer
Imported Beer > ua. 2110
Domestic Light Beer e an 6% - v
Microbrew / Craft Beer 85‘58‘;: i

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

DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab

Top-10 Cuisines: Women 25 - 54

(Sjt- Restaurants Used Past 30-days)

7.0%

Paza  Mesion  Chmse Coffee  Gagel/  Imian  Wings/ Steskhouse Upseale  Seafeod
Mouse /  Denue/ Burgers /
Caffee par  Bakery Sports Bar

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wiho Live in the MINNEAPOLIS-ST. PAUL, MN, DMA 25.0%

v A 24.7%

: Past 12 months Casino Activities: Women 25 - 54
Slot Machines

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

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling Casinos visited past 12 h

Used Past 30-days: Women 25 - 54

/ Cannabis Cigarettes

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

1,922

USA
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# who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
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to smoke cigarettes.

1.4% or 973,800 of USA DMA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 3.7% less likely to use QSRs past mo.,
3.1% less likely to use Sit-Down Restaurants past mo., 2.% more likely to use Casinos past yr., 9.6% less likely

Past 30-days QSR Users: Men 25 - 54

N |

1time

2times 12.6%

3 times 11.8%

4 times

5 times 10.1%

6-9times

10 times or more

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

Avg. Monthly QSR Meals:

Total Monthly QSR Users:
85.7%

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

€ d:tme 14.0%
2 times 15.7%
e
s
Sl
- imes T
10times or more %
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA
Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:

70.8% 73.1%

=1 0r |-

Drank Past 30-days: Men 25 - 54
Uauor

Any Type of Beer
Imported Beer
Domestic Regular Beer %

Wine

1, 1
i
17.1%

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

Domestic Light Beer

Microbrew / Craft Beer

mUSA

DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab

Top-10 Cuisines: Men 25 - 54

(Sit-Down Restaurants Used Past 30-days)

iz

Mexican  Chinese P Coffee  Wings/ Bagel/ Steskhouse Upsaale Seafood
ouse /  Burgers / Donua /
Caffee Bar Sports Bar Bakery

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS ST. PAUL, MN, DVA 17.7%

o G 25.7%

Past 12 months Casino Activities: Men 25 - 54

Slot Machines

zn‘;m,am 29.8%

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

Upscale Restaurant e

3.9%

4.8%
9%

Stage Show / Concert

Spa

Other Gambling Casinos visited past 12 months: Yes

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

1,922

USA
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Used Past 30-days: Men 25 - 54

Marijuana / Cannabis Cigarettes

# who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
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P39-64

likely to smoke cigarettes.

Past 30-days QSR Users: Adults 35 - 64
= |
'

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

Total Monthly QSR Users:
84.1%

1time

2times

3 times

4 times

5 times

6-9times

10 times or more

mUSA

Avg. Monthly QSR Meals:

1.4% or 1,902,577 of USA DMA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.
Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are .9% less likely to use QSRs past mo.,
6.1% less likely to use Sit-Down Restaurants past mo., 13.5% more likely to use Casinos past yr., 11.1% more

Past 30-days Sit-Down Restaurant Users: Adults 35-64
€

1time

17.1%

2 times

15.1%

3 times 12.0%

4 times 9.5%
5 times

6-9times

10times or more

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA B USA
hly Sit-Down Ry Users:  Avg. Monthly Sit-Down R ant Meals:

67.0% 71.3%
- -

S R

Total M

Drank Past 30-days: Adults 35 - 64
Uauor

Any Type of Beer
Wine
Imported Beer

Domestic Regular Beer

34;4.1114,115 26.5%

Domestic Light Beer 25.7%

14.4%
12.9%

33,870,850

Microbrew / Craft Beer 16,962,080

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

DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab

Top-10 Cuisines: Adults 35 - 64

(Sit-Down Restaurants Used Past 30-days)

250

Paza  Mesion Chmse Coffee  Tmian  Wings/ Bagel/ Steskhouse Upseale Seafeod
Mouse / Burgers / Donwt/
caffee ar Sports Bar  Bakery

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Live in the MINNEAPOLIS ST. PAUL, MN, DVA 15.3%

o G 15.5%

Past 12 months Casino Activities: Adults 35 - 64

Slot Machines  gretpr
16,127,387 12.3‘5;’:
11,635,159 10.4%

30.1%
Table Games (Craps, Poker, etc.)

Bar / Nightclub
Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

Other Gambling

Casinos visited past 12

Used Past 30-days: Adults 35 - 64

/ Cannabis

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

mUSA

1,922

USA
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Cigarettes

# who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
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1.6% or 3,930,446 of USA DMA 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 12.9% more likely to have a 401K,

5.1% more likely to have an Auto Loan, 6.6% less likely to Invest/Trade Stocks Online, .4% more likely to pay
with their Debit Card.

ﬁ Investments Owned: Adults 18 or older

401K Plan
IRA (Individual Retirement Account)

Stocks or Stock Options

18.1%

Mutual Funds 17.3%

6 050
Money Market Funds 11;;26
g 10.0%
e o
Other (Crypto / NFTs / Metals, etc.) 9";';9‘

10.8%
E 3.1%

529 Plan / College Savings Plan
7.6%

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

Second Home or Real Estate Property

W USA

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

a9% OB% 5o 0% 5.5% 3gy

S0 105,55

Savings
Account

o
Deposit (CDs)

Online Bill
Paying

Moile
Banking

179234 2 v atsad
Checking  Debit or ATM Credit Card
Account card

Online
Banking

Home
Mortgage

Market
Account

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

Professional Services Used*: Adults 18 or older

Tax Preparation Service 47,432,682 19.0%

Financial Planner

9.8%
24,476, 9.8%
4 11
®
3.5%
3.4%
2.7%
el 3.1%
0.9%
2.9%

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

Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

(*Past 12 Months)

Funeral pre-planning
mUSA

Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922

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

4.7% 51%

Facebook  Samsung Pay
Messenger

200}

Google Pay

Debit Card Venmo

Store Credit  Square Cash
card

American
Express

MasterCard ~ Apple Pay Cash App

Discover

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

USA
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ﬁ Investments Owned: Adults 25 - 54

1.5% or 1,912,735 of USA DMA Adults 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 10.6% more likely to have a 401K, 14.8%
more likely to have an Auto Loan, 14.3% less likely to Invest/Trade Stocks Online, 3.4% more likely to pay with
their Debit Card.

)

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

33,474,123 26.2%
5 14.1%
FEECOE 13.5%
5, 10.8%
13,552, BUES
13.4%
%0.1%

8 9.1%
11,513 80K,
135,6377.1%
9,627 %33

0F5%
6,748 2

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

W USA

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

6% 53%

5.2% 5.6% 4.8% ;g0

13.0%
. 551930

= - B e = i O I o R )
Checking Debitor ATM  Savings Credit Card Online Mobile Online Bill Home Auto loan  Studentloan  Money  Certificates of Personal Loan Refinanced Home
Account card Account Banking Banking Paying 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 25 - 54

Online Investing / Stock Trading

Financial Planner

Accountant

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

Estate Planning

Funeral pre-planning

{ 8.8%
10,205,197 8.0%
7.5%
5.3%
4.3%
= 3.7%
2.0%
25

2.0%

00.2%
1.1%

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

DMA

Scarborough R2 2026: Aug25-Jul26

14,838,664 11.6%

(*Past 12 Months)

mUSA
Qual Intab

1,922

'

USA
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T Past 3-Months Payment Methods Used: Adults 25 - 54

10.4% o g5
8 i 8.1% 7.8%
14.3%| So% Sa%
Store Credit Square Cash  Facebook  Samsung Pay
card Messenger

Google Pay Discover

American
Express

Cash App

DebitCard  ApplePay MasterCard

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
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1.3% or 938,935 of USA DMA Women 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 1.4% less likely to have a 401K, 9.6%
more likely to have an Auto Loan, 33.9% less likely to Invest/Trade Stocks Online, .3% less likely to pay with
2 their Debit Card.

ﬁ Investments Owned: Women 25 - 54
e ¢ )

401K Plan

36,762,829

Stocks or Stock Options
: 10.2%
Mutual Funds Pty
9.7%
[LEERL: 0.2%
. 12,7 10.9%
529 Plan / College Savings Plan g_“‘

Other (Crypto / NFTs / Metals, etc.)

43j6144.5%
Bonds Co%

135 5.7%
4,212088 5]

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

49.0%

IRA (Individual Retirement Account)

Money Market Funds

Second Home or Real Estate Property

W USA

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

7.3%
5.0% 5.8% 53% 6.2% 3.8%

: o T L

Money  Certificates of Personal Loan Refinanced

o 936, sursgan 072 53352 o 3517 5300724
Checking Debitor ATM  Savings Credit Card Mobile Online Bill Home Auto loan  Student loai

Online Home
Account card Account Banking Banking Paying 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*: Women 25 - 54

T Prapaticn «
9,774,990 13.0%

Financial Planner

Online Investing / Stock Trading

— T
5, 83

7.7%

. 0 ©

Insurance Agent at a Local Office (not online)

Real Estate Agent  ptei :'::
Estate Planning i::
2 0.0% (*Past 12 Months)
Funeral pre-planning ‘ 1%
m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922

T Past 3-Months Payment Methods Used: Women 25 - 54

7,

13.7%
10.

.6% 10.1% 89% 6% o

Cash App Store Credit

VisA PayPal Zelle DebitCard  ApplePay MasterCard Google Pay  American Discover  Square Cash  Facebook Samsung Pay
Express card Messenger
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

USA
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DMA
16

1.4% or 973,800 of USA DMA Men 25 - 54 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 20.7% more likely to have a 401K, 18.3%
more likely to have an Auto Loan, 2.% more likely to Invest/Trade Stocks Online, 7.% more likely to pay with
their Debit Card.

ﬁ Alnvestments Owned: Men 25 -54
401K Plan
IRA (Individual Retirement Account)
173,368 17.8%
11,027,242 16.2%

Stocks or Stock Options

Mutual Funds

Money Market Funds e ’J‘;‘_‘Ba:
529 Plan / College Savings Plan ML";’%
: 11.9%
Other (Crypto / NFTs / Metals, etc.) T 10.9%

Bonds

Second Home or Real Estate Property ma..,:

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

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

78% BS% o 63%

s ]

3.4% 3.5%
]

533635 331838 135227
Checking Debitor ATM  Savings Credit Card

Online Home Money  Studentloan Certificates of Personal Loan Refinanced Home
Account card Account Banking 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*: Men 25 - 54
oot R i
7.4%
s o o
BERE o
3.7%

B

P 2.2%

Online Investing / Stock Trading

Tax Preparation Service

Financial Planner

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

Estate Planning

. #00.5% (*Past 12 Months)
Funeral pre-planning 28%
m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922

T Past 3-Months Payment Methods Used: Men 25 - 54

5% com T g T.0%

Cash App American Discover  Store Credit Square Cash Samsung Pay Facebook
Express card Messenger

ApplePay MasterCard Debit Card

Google Pay

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

USA
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1.4% or 1,902,577 of USA DMA Adults 35 - 64 Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA are 16.% more likely to have a 401K, 6.5%
more likely to have an Auto Loan, 6.9% less likely to Invest/Trade Stocks Online, 1.3% less likely to pay with
their Debit Card.

mﬁ Alnvestments Owned: Adults 35 - 64
401K Plan

IRA (Individual Retirement Account)

49,105,897 37.3%

36,694,801 27.9%
16.9%
23, )72 213 17.7%

I 12.5%
BYNSTNED 13.5%

9.7%
[EECX  10.0%
13.6%
1.9%

Stocks or Stock Options

Mutual Funds

Money Market Funds

Other (Crypto / NFTs [ Metals, etc.)

529 Plan / College Savings Plan

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

8.4%
6.4% 7.0% 6.9% 6.6% 52%

o ﬂ

: . 5517730 " 13121 s 517 7
b 9.1%
Bonds 5% Checking  Debit or ATM  Savings Credit Card Online Mobile Online Bill Home Auto Loan Money  Certi Home
Account card Account Banking Banking Paying Mortgage Market qust[ms} Home  Improvement
2% Account Mortgage Loan or Home
Second Home or Real Estate Property m‘“* Equity Loan
u who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA EUSA ® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
[ oy |

Professional Services Used*: Adults 35 - 64

Tax Preparation Service 215%
21,020,672

Financial Planner

Online Investing / Stock Trading

Accountant

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

Estate Planning

'

3.3%
. 050.6% (*Past 12 Months)
Funeral pre-planning 1%
m who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA

UsA DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922
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Past 3-Months Payment Methods Used: Adults 35 - 64

78% 74% gow sa%

Venmo Debit Card MasterCard  Apple Pay

CashApp GooglePay American StoreCredit  Discover  SquareCash Facebook Samsung Pay
Express card Messenger
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA



; NEAPOLIS- Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 3 days, 4 hours, 47 minutes
S ST PAUL MN: and 44 seconds each week with All Forms of Media.
bma- 79.5% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 7 minutes each week
#16 ] listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.

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

syl 56.7%
usa

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

ot o

Weekly H:M:

Weekly
Reach %:

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA m USA
Scarborough R2 2026: Feb25-Jul26  USA Projection  Scarborough R2 2026: Feb25-Jul26 ~ Qual Intab 24,319 H bbo d s = ke at kAR
USA  DMA  Scorborough R2 2026: Aug25-Jul26  Qualintab 1,922 U 103 soelaai ™
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APOLIS Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 13 hours, 5 minutes and
ST.PAU P25_54 24 seconds each week with All Forms of Media.
M

79.3% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 8 hours and 19 minutes each week listening
to All Local AM/FM Radio, representing 10.8% of total time spent with all forms of Media.

Weekly
Reach %:

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

% of Total
Weekly H:M:

B S
Sty 56.0%
usa

who Live in the MINNEAPOLIS-

- B

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
Scarborough R2 2026: Feb25-Jul26  USA Projection  Scarborough R2 2026: Feb25-Jul26  Qual Intab 24,319
USA

m USA
DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1922
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Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 16 hours, 11 minutes
and 0 seconds each week with All Forms of Media.

76.3% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 25 minutes each week
listening to All Local AM/FM Radio, representing 8.8% of total time spent with all forms of Media.

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

B e
Sty 54.0%

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

ot

Weekly H:M:

Avg, Weekly
Hours:Minutes:

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

Scarborough R2 2026: Feb25-Jul26  USA Projection  Scarborough R2 2026: Feb25-Jul26  Qual Intab 24,319 H bbo d stiie ot B
USA  DMA  Scorborough R2 2026: Aug25-Jul26  QualIntab 1,922 U f SOEfa g L
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Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 11 hours, 40 minutes and

21 seconds each week with All Forms of Media.
82.1% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 9 hours and 7 minutes each week listening to
All Local AM/FM Radio, representing 12.6% of total time spent with all forms of Media.

94.6% . -
Weekly 91.6% o Avg. H:M:5/week with All Forms of Media:
Reach %: - AL, Adults 18 or older

49:40
concurrent
usage %:

usa

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

® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA
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Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 23 hours, 45 minutes and
29 seconds each week with All Forms of Media.

82.7% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 56 minutes each week listening
to All Local AM/FM Radio, representing 10.3% of total time spent with all forms of Media.
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Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 10 hours, 24 minutes
and 4 seconds each week with All Forms of Ad-Supported Media.

76.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 25 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 9.7% of total time spent with all forms of Ad-Supported Media.

B

Weekly
Reach %:

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

52:35:53
Concurrel
usage 59.2%
usa

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

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

Scarborough R2 2026: Feb25-Jul26  USA Projection  Scarborough R2 2026: Feb25-Jul26  Qual Intab 24,319 H d R —
USA  DMA  Scarborough R2 2026: Aug25-Jul26  Qual Intab 1,922 Ubbnf Soefa.al for Anything «

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. media that connects




INNEAPOLIS- | Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 18 hours, 8 minutes and

ST, I'IUL ill( - 37 seconds each week with All Forms of Ad-Supported Media.
‘ =M 76.7% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 7 hours and 31 minutes each week listening
by - #16 to Local Ad-Supported AM/FM Radio, representing 13.7% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 18 hours, 21 minutes
and 47 seconds each week with All Forms of Ad-Supported Media.

73.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 6 hours and 49 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 11.9% of total time spent with all forms of Ad-Supported Media.
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NEAPOLIS- | Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 1 days, 18 hours, 59 minutes and

1 ST.FAUL fﬂ(' 18 seconds each week with All Forms of Ad-Supported Media.
BMA- 79.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an avg. of 8 hours and 7 minutes each week listening to
] Local Ad-Supported AM/FM Radio, representing 15.% of total time spent with all forms of Ad-Supported Media.
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INNEAPOLIS- Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 2 days, 5 hours, 17 minutes and
S'I' I’Illl, MN 25 seconds each week with All Forms of Ad-Supported Media.

79.8% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MIN, DMA spend an avg. of 8 hours and 4 minutes each week listening
to Local Ad-Supported AM/FM Radio, representing 12.1% of total time spent with all forms of Ad-Supported Media.
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for an avg. of 63.6 minutes/day.

' Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 8 hours
and 20 minutes each day with All Forms of Ad-Supported Media. 76.2% listen to Local AM/FM Radio

(Local Radio delivers 9.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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I Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 6 hours and 1
minutes each day with All Forms of Ad-Supported Media. 76.7% listen to Local AM/FM Radio for an
avg. of 64.5 minutes/day.

(Local Radio delivers 13.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 - 54
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I Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 6 hours and 3
minutes each day with All Forms of Ad-Supported Media. 73.9% listen to Local AM/FM Radio for an

avg. of 58.5 minutes/day. (Local Radio delivers 11.9% of Time with Ad-Supported Media.)
Top-13 All Forms of Media (Persons & % Reach): Women 25 - 54 Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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avg. of 69.6 minutes/day.

Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 6 hours and 8
minutes each day with All Forms of Ad-Supported Media. 79.3% listen to Local AM/FM Radio for an
(Local Radio delivers 15.% of Time with Ad-Supported Media.)
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avg. of 69.2 minutes/day.

' Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of 7 hours and 36
minutes each day with All Forms of Ad-Supported Media. 79.8% listen to Local AM/FM Radio for an
(Local Radio delivers 12.1% of Time with Ad-Supported Media.)
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Avg. Week A{[rﬂggio (Persons & % Reach): Adults 18 or older
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2,994,252 or 76.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to
Ad-Supported Local AM/FM Radio for an average of 63.6 minutes every day representing 40.3% of
all time spent daily with Ad-Supported Audio.
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Avg. Week A{[rﬁ'ggio (Persons & % Reach): Adults 25-54

MINNEAPDLIS-
* ST.PAUL MN'

e
#16

1,466,464 or 76.7% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 64.5 minutes every day representing 34.7% of all
time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 54
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693,937 or 73.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 58.5 minutes every day representing 34.5% of all
time spent daily with Ad-Supported Audio.
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772,609 or 79.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 69.6 minutes every day representing 34.6% of all
time spent daily with Ad-Supported Audio.
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1,518,467 or 79.8% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 69.2 minutes every day representing 36.1% of all
time spent daily with Ad-Supported Audio.
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P18 2,994,252 or 76.2% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to

Ad-Supported Local AM/FM Radio for an average of 63.6 minutes every day representing 40.3% of
all time spent daily with Ad-Supported Audio.
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INNEAPDLIS- 1,466,464 or 76.7% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

Ll '“""i’::, P25-54 Supported Local AM/FM Radio for an average of 64.5 minutes every day representing 34.7% of all
- time spent daily with Ad-Supported Audio.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 76.7% Audio: Adults 25 - 54
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693,937 or 73.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

w25.54 Supported Local AM/FM Radio for an average of 58.5 minutes every day representing 34.5% of all
time spent daily with Ad-Supported Audio.
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772,609 or 79.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio for an average of 69.6 minutes every day representing 34.6% of all
time spent daily with Ad-Supported Audio.
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=,:WIHHWI]HS- 1,518,467 or 79.8% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-

ok "“"n::_' P35_64 Supported Local AM/FM Radio for an average of 69.2 minutes every day representing 36.1% of all
e e time spent daily with Ad-Supported Audio.
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2,994,252 or 76.2% 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, Adult Contemporary,

and Pop Contemporary Hit Radio.

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

{average week) Total Persons:
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1,466,464 or 76.7% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Classic Hits, Pop Contemporary
Hit Radio, and Adult Contemporary.
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Local AM/FM Radio Formats (Persons & % Reach): Women 25 - 54

{average week)
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693,937 or 73.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Pop Contemporary Hit Radio,
Classic Hits, and Adult Contemporary.
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Rock.

772,609 or 79.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Hot AC, All Sports, and Active

Local AM/FM Radio Formats (Persons & % Reach): Men 25 - 54
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Local AM/FM Radio Formats (Persons & % Reach): Adults 35 - 64

{average week)
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1,518,467 or 79.8% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Classic Hits, Adult Contemporary,
and Pop Contemporary Hit Radio.
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Avg. Week A{{ml’(!;ﬁco (Persons & % Reach): Adults 18 or older
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2,386,749 or 60.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch
Ad-Supported Local TV Stations for an average of 138.5 minutes every day representing 36.3% of all
time spent daily with Ad-Supported Video.
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996,779 or 52.1% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 64.3 minutes every day representing 34.9% of all time
spent daily with Ad-Supported Video.
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421,723 or 44.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 76.5 minutes every day representing 34.9% of all time
spent daily with Ad-Supported Video.
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575,760 or 59.1% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 55.3 minutes every day representing 35.6% of all time
spent daily with Ad-Supported Video.
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1,210,740 or 63.6% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations for an average of 105.1 minutes every day representing 38.3% of all
time spent daily with Ad-Supported Video.
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P18 2,386,749 or 60.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch

Ad-Supported Local TV Stations for an average of 138.5 minutes every day representing 36.3% of all
time spent daily with Ad-Supported Video.
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[ INNEARDLIS- 996,779 or 52.1% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-

L §TI’AIII;I=: P25_54 Supported Local TV Stations for an average of 64.3 minutes every day representing 34.9% of all time

i.%l ; - spent daily with Ad-Supported Video.
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IIIIIEI.HJlil‘S- 421,723 or 44.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
P ST.PAUL N

Supported Local TV Stations for an average of 76.5 minutes every day representing 34.9% of all time
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o ] 575,760 or 59.1% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
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1,210,740 or 63.6% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-

=,_muimus-
L "“L"“ P35_64 Supported Local TV Stations for an average of 105.1 minutes every day representing 38.3% of all
time spent daily with Ad-Supported Video.
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NEAPOLIS-
*CST.PAULTN:

2,386,749 or 60.7% 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, Comedies,
Local News - Morning, Game Shows, and Movies.
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Local TV Station Programs (Persons & % Reach) Adults 25-54

(average week)
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‘ 996,779 or 52.1% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
I\/Iorning, Comedies, Game Shows, and Local News - Late.
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Local TV Station Programs (Persons & % Reach): Women 25 - 54
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421,723 or 44.9% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News - Morning,
Sports, Dramas, Game Shows, and Comedies.
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Local TV Station Programs (Persons & % Reach): Men 25 - 54

(average week)
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‘ 575,760 or 59.1% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Evening, Local
News - Morning, Local News - Late, and Movies.
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1,210,740 or 63.6% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA watch Ad-
P35_64 Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Game Shows, and Movies.

MINNERPOLIS-
*ST.PAUL N
- DMA’

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

(Average week] Total Persons: % vime Spent: (Average Duy)

Local News - Evening c g
svorts R —
comedics T ¥

Game Shows
23.0

Game Shows

T v | . e B e
- Y: lornin,
i A % ol [ el | | I ...
Game Shows m 59 5% Avg. Hours+Minutes/day with Local m . 35.7 Court se/Crim == uspense/C  News -
TV Stations: Adults 35 - 64 A Shows e rime Late
National/Network News R P Vi (5% | 226 16.6 17.5 17.4
R e Bitte | |
: Nation Food Doc
tocal News- Late m 21.5% m al/Net | /Coo | Docu National /Coo ume
Documentaries mm m Local News- | Local News- | work i ment Local News - /Networ = king  ntari
_ who Live in the Evening Late News |5 aries Dramas Evening Court Shows™ k News Sho  es
e el mm i tlite s (5 7o} 29.1 2.6 136 | s~ | 104 36.2 26.7 17.9 : 8.7
MN, DMA
Cout shows (5
# who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA # who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 35 - 64 Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64

(average week) Total Persons:

ot Eviv o
| ——
Comede M‘m
Local News - Morning 36.8%
Game Shows m 27 6% Avg. Hours+Minutes/day with Ad-
B Supported Local TV Stations: Adults
Nationai/Network News 0 e PPVl 35-64

Local News - Late R TR
wpsensupensecime . (RO T
.

who Live in the

CourtShows gy ETyNE MASEARDIIS 1 RAD

fareroge op)

Game Shows
222

Local News -
Morning Mystery
40.5 Local News - /Suspen Local
: Late se/Crin Court News -
22.6 Comedies e : Shows Late
208 6.8 2 17.9 17.4

Dramas
378

®

[0t R0 [0 H

.!’*Pm H
*NI—‘

Fal 2 5

Nation | Late Night Nationa | Late Night
al/Net [Tl I/Netw | Talke
work ork

Local News - Local News-  Mystery/Sus
Morning Evening pense/Crime
295 226 New... | Food/Coo... 6.6 27.9 183 News...  Food/Coo...

Local News -
Evening Court Shows

rl = >~ N o
CEEEERE

MN, DMA
Late Night Talk G ¥V 7] -!.'I"
® who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA = who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA mUSA
h 3 L ® Share of Everything
USA DMA Scarborough R2 2026: Aug25-Jul26 Qual Intab 1,922 So e al for Anything

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.



Avg. Week All Digital {Persons & % Reach): Adults 15 or older
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' 2,974,958 or 75.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-

Supported Social Media for an average of 136.1 minutes every day representing 23.% of all time

spent daily with Ad-Supported Digital Media.
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| 1,552,940 or 81.2% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 136.4 minutes every day representing 27.3% of all time
spent daily with Ad-Supported Digital Media.
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| 771,863 or 82.2% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 139.6 minutes every day representing 26.5% of all time
spent daily with Ad-Supported Digital Media.
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[ 781,077 or 80.2% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 133.2 minutes every day representing 27.9% of all time
spent daily with Ad-Supported Digital Media.
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1,504,882 or 79.1% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Social Media for an average of 134.5 minutes every day representing 24.4% of all time

spent daily with Ad-Supported Digital Media.
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[ 2,974,958 or 75.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
e Supported Facebook for an average of 52.1 minutes every day representing 38.3% of all time spent
= daily with Ad-Supported Social Media.
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[ 1,552,940 or 81.2% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 47.2 minutes every day representing 35.5% of all time spent
daily with Ad-Supported Social Media.
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[ 771,863 or 82.2% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 40.8 minutes every day representing 29.9% of all time spent
daily with Ad-Supported Social Media.
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[ 768,050 or 78.9% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 50.6 minutes every day representing 39.1% of all time spent
daily with Ad-Supported Social Media.
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[ 1,504,882 or 79.1% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 50. minutes every day representing 37.6% of all time spent
daily with Ad-Supported Social Media.

Avg Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64
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IIINIAPBUS- 2,974,958 or 75.7% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-

IflULnf'l‘::" P18+ Supported Facebook for an average of 52.1 minutes every day representing 38.3% of all time spent
%16 daily with Ad-Supported Social Media.
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A P25-54

INNEAPDLIS- 1,552,940 or 81.2% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 47.2 minutes every day representing 35.5% of all time spent
daily with Ad-Supported Social Media.
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ST.PAUL MN:
i Ma°

771,863 or 82.2% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
Supported Facebook for an average of 40.8 minutes every day representing 29.9% of all time spent
daily with Ad-Supported Social Media.
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Reach % 82.2% g oo Social Media: Women 25 - 54
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g MINNEAPOLIS- 768,050 or 78.9% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
W ST.PAUL MN

Supported Facebook for an average of 50.6 minutes every day representing 39.1% of all time spent
daily with Ad-Supported Social Media.
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Social Media: Men 25 - 54
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INNEAPDLIS- 1,504,882 or 79.1% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA use Ad-
= §"""li]i"‘:, P35_64 Supported Facebook for an average of 50. minutes every day representing 37.6% of all time spent
i —%;. i 16 daily with Ad-Supported Social Media.
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#16

| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 208,588;
Local Radio: 189,084; Social Media: 152,954; Local TV: 64,725; Non-Prem. Cable: 59,631
reaching Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

(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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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Digital Media: 79,990; Social Media: 64,262; Local TV: 21,491; Non-Prem. Cable: 20,408
reaching Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Local Radio: 93,440; All Other

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MIN,
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Digital Media: 41,324; Social Media: 33,646; Local TV: 9,538; Non-Prem. Cable: 9,392
reaching Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

Local Radio: 43,512; All Other
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M-F 6a-7p Avg. Available Impressions per 15-min. are... Local Radio: 49,631; All Other
Digital Media: 38,050; Social Media: 30,046; Local TV: 11,632; Non-Prem. Cable: 10,765
reaching Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA.

350,000

250,000

200,000

150,000

100,000

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

DMA

P >
‘\,& 5}"?-\?#4?’?@“}@9@« '\9 o

s Mon-Fri Local AM/FM Radio AQH
e Mon-Fri Non-Premium Cable TV AQH
e Mon-Fri Digital Media (Less Social) AQH

R AR R R R R

-3
o;»g..,.a“‘fﬁﬂ"»“oﬁ'«o‘l‘@'ﬁ‘l’@'qq

e Mon-Fri Local TV Station AQH
e Mon-Fri Social Media AQH

25,000,000

20,000,000

15,000,000

10,000,000

5,000,000

]

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA Metro Area Men 25 - 54

> <&@ P o 's? R R R AR R oY 4¢
0&‘&'\?@@@9909@@'\@@%6 & &R AR AR o R R R >

v«ﬁw»ﬁw«,«b«wa*@@’

s Mon-Fri Local AM/FM Radio AQH s | o1- Fri Local TV Station AQH
e \lon-Fri Non-Premium Cable TV AQH e V] on-Fri Social Media AQH
@ \on-Fri Digital Media (Less Social) AQH

Scarborough R2 2026: Aug25-Jul26 Qual intab 1,922

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

* Share of Everything




M-F 6a-7p Avg. Available Impressions per 15-min. are... Local Radio: 97,360; All Other
Digital Media: 95,950; Social Media: 73,054; Local TV: 30,935; Non-Prem. Cable: 28,713
reaching Adults 35 - 64 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

Total Persons:

(average week]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts

Spotify

Drug Stores

SiriusXm

Retail Stores

YouTube Music

"\ ST.PRUL MN:

NEAPOLIS-

" B“l_
b #16

rwlwm _

Lt who Live in the
M 14.8% MINNEAPOLIS-ST. PAUL,
MN, DMA

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

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

3,521,658 or 89.6% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend
an average of 56.5 minutes per day driving, seeing Billboards and Signs. 63.7% Listen to Local Radio
Stations Out-of-Home for an average of 38.6 minutes/day.
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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
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 54

(average week]
Grocery Stores

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

Gas Stations/Convenience Stores
Restaurants & Bars

Shopping Malls

Podcasts

Spotify

Retail Stores.

YouTube Music

Drug Stores

Movie Theaters

Total Persons:
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who Live in the
M 17.6% MINNEAPOLIS-ST. PAUL,
MN, DMA

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

1,692,233 or 88.5% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 63.9 minutes per day driving, seeing Billboards and Signs. 67.5% Listen to Local Radio
Stations Out-of-Home for an average of 45.6 minutes/day.

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

(average week]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...

AM/FM Radio

Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars
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Spotify

Drug Stores

YouTube Music

Retail Stores

TV Music Channels

Home Media (Persons & % Reach): Womeh 25-54
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who Live in the
m 14.8% MINNEAPOLIS-ST. PAUL,
MN, DMA

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

®

800,309 or 85.2% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 57.8 minutes per day driving, seeing Billboards and Signs. 64.6% Listen to Local Radio
Stations Out-of-Home for an average of 38.7 minutes/day.

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

(average week]
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Avg. Hours+Minutes/day with Out-
of-Home Media: Men 25 - 54

891,924 or 91.6% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 69.6 minutes per day driving, seeing Billboards and Signs. 70.4% Listen to Local Radio
Stations Out-of-Home for an average of 52.2 minutes/day.

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Men 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 - 64

(average week]
Grocery Stores

Billboards & Signs (Weekly Drivers)
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Gas Stations/Convenience Stores
Shopping Malls

Restaurants & Bars

Podcasts
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Drug Stores
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YouTube Music

Owned Music

Total Persons:

Avg. Hours+Minutes/day with Out- m
of-Home Media: Adults 35 - 64

1,728,401 or 90.8% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
average of 67.3 minutes per day driving, seeing Billboards and Signs. 69.7% Listen to Local Radio
Stations Out-of-Home for an average of 47.6 minutes/day.
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Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 - 64
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[EAPOLIS: 3,521,658 or 89.6% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an
"ST.PRUL N P18 +

oo average of 56.5 minutes per day driving, seeing Billboards and Signs representing 40.8% of all Time Spent
H16 with Ad-Supported Out-of-Home Media.

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

o A "Share of Ad-Supported OOH Media"
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INNEAPOLIS: P25 54 1,692,233 or 88.5% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average

M of 63.9 minutes per day driving, seeing Billboards and Signs representing 38.2% of all Time Spent with Ad-
%16 Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

. Out-of-Home Media: Adults 25 - 54
o A "Share of Ad-Supported OOH Media"

96.9% gg5.29 ey
88.5%

who Live in the
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;I:Hmlg‘sn 800,309 or 85.2% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average

g of 57.8 minutes per day driving, seeing Billboards and Signs representing 37.2% of all Time Spent with Ad-
#16 Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Women 25 - 54

o A "Share of Ad-Supported OOH Media"

96.8% 95.9%

=
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891,924 or 91.6% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average of
69.6 minutes per day driving, seeing Billboards and Signs representing 38.7% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Men 25 - 54
o A "Share of Ad-Supported OOH Media"
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1,728,401 or 90.8% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA spend an average
P35 64 of 67.3 minutes per day driving, seeing Billboards and Signs representing 40.6% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 35 - 64
“"Share of Ad-Supported OOH Media"

96.7% 96.1%
a0
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INNEAPOLIS-
sr mrl.im.:

1,058,096 or 26.9% of Adults 18 or older who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.2 minutes every day representing 34.3%
of all time spent daily with All forms of Print Media.
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Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday) : o i
Local Daily Newspaper(s) (Daily m Q% 9
LocalDay Newspaper() (sunday) T e T F R
New York Times (Dailyssunday)  [FRDTRET A trm
vk imes o) PR
New York Times (sunday)  REPIELES Al
Wall street Joumal (0aily)  [EREERY SR o
All Local Weekly Newspapers mm
usa Today (0aily)  [EEERPET BEELm
Magazines m‘
o B ot

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

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

o P §

Local Daily
Newspaper(s)
(Sunday)
12.8

New York Times
(sunday)
113

‘Wall Street Journal (Daily)
10.1

Local Daily
Newspaper(s) .
USA Today (Daily) (Daily Local Daily
8.8 85 Newspaper(s)
(Sunday}
123

New York Times (Daily) 5
3 Direct
7.1
Mail
Advertisi
ng
(excludin
New York Times
(Sunday)

£
Catalogs)
14 71 118

Magazines

New York Times
(Daity+Sunday) (Daity)
9.8 55

New York
(Daily)
78

Local Daily Newspaper(s) Direct Mail
(Daity

8.1

Wall Street Journal

USA Today (Daily)
9.1

imes
Magarines
1.6

Advertising (excluding
Catalogs)
75

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

USA DMA Scarborough R2 2026: Aug25-lui26 Qual Intab 1,922
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

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

mUSA

soefa.ai

® Share of Everything

for Anything _




464,954 or 24.3% of Adults 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 31.% of all
time spent daily with All forms of Print Media.

Avg. Week All Print Medm (Persons & % Reach): Adults 25 - 54
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185,155 or 19.7% of Women 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.7 minutes every day representing 31.6% of all
time spent daily with All forms of Print Media.

Avg. Week All Print Medm (Persons & % Reach): Women 25 - 54
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Avg. Week All Print Mediq (Persons & % Reach): Men 25 - 54

Local Daily Newspaper(s) (Daily+Sunday)
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284,928 or 29.3% of Men 25 - 54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 11.4 minutes every day representing 30.9% of all
time spent daily with All forms of Print Media.
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Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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1.1‘4 Wall Street Journal...

New York Times
(Sunday)
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Local Daily Newspaper(s)

USA Today (Daily)
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New York Times (Daily)
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(Daily
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Mail
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Wall Street Journal {Daily}
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499,963 or 26.3% of Adults 35 - 64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.4 minutes every day representing 32.9% of all
time spent daily with All forms of Print Media.

Avg. Week All Prmt Medm (Persons & % Reach): Adults 35 - 64
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UsA Today (Daily)  [ATSPRIE BER L
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Avg. Day All Print Media {% Time Spent & Avg Minutes/day Spent): Adults 35 - 64
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New York Times
(Sunday}
110

Local Daily

Newspaper(s} (Sunday)
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New York Times
(Daily+Sunday)
85

Local Daily
Newspaper(s) (Daily
85

New York Times
(Daily)
USA Today (Daily) 7.9
8.3 I

Direct Mail
Advertising
(excluding Catalogs)
6.6

Magazines Catalogs
7.9 3.4

Local Daity
Newspaper(s)
(Sunday)
11.0

USA Today (Daily)
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New York Times.
{Daily)
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New York Times
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Local Daily New York Times
Newspaper(s) (Daily (Daily+Sunday) Catalogs
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m USA

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

Local Daily
Newspaper(s)
(Sunday)
10.4

New York Times
(Daily+Sunday) Local Daily
9.5

Newspaper(s)
(Daity USA Today (Daily)
8.5 83

Magazines
7.9 Direct
Mail
Advertisi
ng
{exchudin

e
Wall Street Journal (Daily) | New York Times (Daily) Catalogs)
2.0 79 6.6

Local Daily
Newspaper(s)
(sunday}
11.0
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Newspaper(s)
(Daily+Sunday)
9.9

USAToday (Daily) | Magazines
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New York Times
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MINNEAPDLIS-

g P ST.PAUL N P‘B + "Advertising Actions"
e P18+ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media 109,795,983 40.1%

Websites g, 36.1%

Direct Mail 80,611;287 29.4%

Broadcast, Cable, & Sat TV 65,185,973 23.8%

Local AM/FM Radio

43,399,142 15.8%

Video Streaming Services pyyiesm e

Local Broadcast TV grevien 14.7%
Cable TV Networks presreses THEN
Podcasts pyysvsss 12.6%
Newspapers oty 11.0%

Audio Streaming Services 31 145 577 T

Billboards

27.918.079 10.2%
W P18+ who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Al P25-54
Rty #18 P25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)
Social Media =yt 44.9%
Websites 49,655,764 g
Direct Mail gyt 26.0%

Broadcast, Cable, & Sat TV grepsers 21.5%

Video Streaming Services 25,388,685 T

Podcasts 22,055,428 T

Local AM/FM Radio

21,485,569

Audio Streaming Services

Bilbosns
Newspapers
Local Broadcast TV e
Cable TV Networks

16,095 344 11.8%
m P25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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- Wng MINNEAPOLIS-

e N25-94

éﬁé’s e W25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

"Advertising Actions"

Social Media

33,451,527 49.7%

Websites gryen 36.6%

Direct Mail 18,670,412 27.7%

Video Streaming Services 12,429,002 TR

Broadcast, Cable, & Sat TV 12.474.504 T

Podcasts 10,278,104 15.3%

Local AM/FM Radio

9,704,073 14.4%

N —
Audio Streaming Services
Billboards
Cable TV Networks
Newspapers USA
Local Broadcast TV

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

m W25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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INNEAPOLIS-

8 Y st M25 5 4 "Advertising Actions"
TN -
T M25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media 27,489,571 40.1%

Websites 25,001,185 36.5%

Direct Mail greyie= 28.2%

Broadcast, Cable, & SatTV g 24.4%

Podcasts

11,777,324 17.2%

Local AM/FM Radio 11,781,496 17.2%

Audio Streaming Services

9,856,951 14.4%

Newspapers
Video Streaming Services
Billoords
Local Broadcast TV
Cable TV Networks -

9,583,976 14.0%
m M25-54 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
B M25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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i '%"'2{"52.’,2‘.'.‘.. P3 5'6 4 "Advertising Actions"
Es, “% : P35-64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past
3mos Due to Ads on %)

Social Media 57,208,948 43.2%

Websites 49,559,460 37.4%

Direct Mail 36,870,765 27.8%

Broadcast, Cable, & Sat TV i 24.7%

Local AM/FM Radio

24174304 182%

Video Streaming Services 22,562,011 17.0%

Local Broadcast TV g 15.2%
Podcasts  gresrem 13.9%
Cable TV Networks

19,594,752 14.8%

Audio Streaming Services pESHie 15

. USA
Newspapers given 10.6%

Billboards

\ |

14,742,942 11.1%
m P35-64 who Live in the MINNEAPOLIS-ST. PAUL, MN, DMA (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P35-64 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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