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@ Percent of Market: Women 25 - 54

45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 39.6 years old (1.1% younger
than average) and have a $106,443 (18.6% higher than average) annual household income.
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47.5% or 917,868 of CHICAGO DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 39.8 years old (.8% younger
than average) and have a $131,930 (25.8% higher than average) annual household income.
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39.3% or 594,724 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 40.4 years old (1.3% older
than average) and have a $153,229 (18.8% higher than average) annual household income.
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46.6% or 531,896 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 39.1 years old (1.8% younger
than average) and have a $132,245 (9.8% higher than average) annual household income.
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45.5% or 500,485 of PHOENIX DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Typical Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 38.2 years old (5.1% younger
than average) and have a $106,946 (20.% higher than average) annual household income.
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grandparent of 1 or more children under 18.
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 33.9% more likely to be a college
graduate, 14.7% more likely to work full-time, 6.5% more likely to be married, 25.5% less likely to be a

b, A
* ’f‘ Education Levels: Women 25 - 54 Employment: Women 25 - 54 ( \[ )Mantal Status: Women 25 - 54
\
. 2.8% . 80.2% . - 33.0%
Some High School or Less {not graduate) Bl 6.7% Employed Full-Time or Part-Time 78.0% Single, Never Married 33.0%
High School Graduate (12th grade or GED) 17.5% ~ Employed Full-Time (35 hours or more) ‘ﬁ” Married 36:3%
24.3% 52.9%
; 13.4% : 15.4% 1.5%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) Legally Separated '2.5%
Associate's Degree (AA, AS, etc.) i;"z!?‘m White Collar 55 '7"% Divorced e
30.9% Blue Collar  gheB% i e
College Graduate (4 year college) 23.2% ue Collar Widowed I 1.4%
23.2% . 24.9% 9.6%
Postgraduate Degree T Work From Home (most of the time or always)  prerss LGBTQ+ (net) B osx
who Purchased items In-Store at TARGET past 3mos mUSA who Purchased Items In-Store at TARGET past 3mos muUsA who Purchased Items In-Store at TARGET past 3mos BUSA
TOp-20 Occupations: Women 25 - 54 Entrepreneurs/Military Experience k] L 'M ' Stage in Life: Women 25 - 54
13.5% 6.7% 6.5% 7.0% 7.6%
12.6% + 53.4%
B12% gy oo - - 2.0% 2.2% Parent of 1 or more Children under 18 T e
6% — ) T 39.2%
7.2% Small Business Self-Employed  Current or Former Working Mothers I 34.6%
H6.3% 5.0% 6a% Owner Military Service
4.6-8% Parent of 1 or more Children Under Age 2 9.6%
k] 1% 31% 34% 8.8%
I I s 2893 L 26%a% 2a% 2% 2o 2o oow 1ew 1w 5%, 19.5%
14 ) 1.1% 3 "M% bew Parent of 1 or more Children Age 2-5 .
0.5%0.6% ,30.6%
T ELT L EFT T s —05
i 2%
& A > 3 o & & & % s & 2 & > & & & Parent of 1 or more Children Age 6- 11
4‘6‘& L‘&q“‘b §¢°<’ ,\:.’5'& é.;s"“ éyQ,\‘P ?é“ s"d? y & ‘!\.,3‘0 45‘\& g f“ y 6’\’0 r “"8 P & & " " \é; 4@!’ & I 2.0
R > X o & L
« é@\“‘ &Qf é_é“ ,é-"\d) & @‘f & g o"’# SR qf,e-' N <°~p° & @f Parent of 1 or more Children Age 12- 17 |y gg'i';g
& ° & ) & & & & & & S * & < :
5 & & < N £ & # ) & ¢ o » &
¥ & \"& "& "’\b Q"’{P -,02 ,,\“s“o N d‘&} é“é‘ *‘}? (5\“" Parent of 1 or more Childrenin College 9.3%
d“w @30 ,&Q Q«‘“’ 4‘* ef’ «fb «‘5? < &i@ &« ¥ I s
3 S o @ & Gl
& » 48 " 8.1%
< 7\&@-;0 é?zéé“ Frandparent of 1 or more Children under 18 B 10.9%
who Purchased Items In-Store at TARGET p:st 3mos HUSA who Purchased Items In-Store at TARGET past 3mos mUSA
usAa USA Projection Scarborough R2 2024: Aug23-Sep24 Qual intab 8,744

All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2024: Aug23-Sep24

Qual Intab

23,097

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



47.5% or 917,868 of CHICAGO DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 51.4% more likely to be a college
graduate, 26.6% more likely to work full-time, 9.5% more likely to be married, 25.3% less likely to be a
grandparent of 1 or more children under 18.
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39.3% or 594,724 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 28.4% more likely to be a college
graduate, 10.5% more likely to work full-time, 3.1% more likely to be married, 13.7% less likely to be a
grandparent of 1 or more children under 18.
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46.6% or 531,896 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 13.8% more likely to be a college
graduate, 7.9% more likely to work full-time, 16.2% more likely to be married, 31.7% less likely to be a

grandparent of 1 or more children under 18.
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45.5% or 500,485 of PHOENIX DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 25.8% more likely to be a college
graduate, 4.% more likely to work full-time, 5.2% less likely to be married, 24.4% less likely to be a
grandparent of 1 or more children under 18.
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 13.% more likely to own their home,

29.8% more likely to own a higher valued home, 11.3% more likely to have a single-family home, 1.1% more
likely to have a dog.
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@ 47.5% or 917,868 of CHICAGO DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Bl * Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 24.3% more likely to own their
 —— home, 2.8% more likely to own a higher valued home, 11.7% more likely to have a single-family home, 2.2%

more likely to have a dog.
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39.3% or 594,724 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 23.1% more likely to own their

home, 7.4% more likely to own a higher valued home, 11.5% more likely to have a single-family home, 12.2%
less likely to have a dog.
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likely to have a dog.

46.6% or 531,896 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 9.2% more likely to own their home,

7.3% more likely to own a higher valued home, 9.4% more likely to have a single-family home, 10.8% more
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45.5% or 500,485 of PHOENIX DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 4.4% less likely to own their home,

20.3% more likely to own a higher valued home, 14.1% more likely to have a single-family home, 15.6% less
likely to have a dog.
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 1.8% more likely to look up D-I-Y

advice online, 11.7% more likely to always vote in local elections, 20.4% more likely to belong to a gym,
19.7% more likely to fly domestic past yr.
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47.5% or 917,868 of CHICAGO DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 8.1% more likely to look up D-I-Y
advice online, 30.9% more likely to always vote in local elections, 3.% less likely to belong to a gym, 17.9%

more likely to fly domestic past yr.
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39.3% or 594,724 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are .4% less likely to look up D-I-Y
advice online, 28.% more likely to always vote in local elections, 16.6% more likely to belong to a gym,
21.3% more likely to fly domestic past yr.
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46.6% or 531,896 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are .6% less likely to look up D-I-Y
advice online, 6.9% more likely to always vote in local elections, 10.2% more likely to belong to a gym,
10.9% more likely to fly domestic past yr.
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45.5% or 500,485 of PHOENIX DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 15.1% less likely to look up D-I-Y
advice online, .9% less likely to always vote in local elections, 36.3% more likely to belong to a gym, 33.4%

more likely to fly domestic past yr.
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Past 30-days QSR Users: Women 25 - 54
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Total "gg%{""' QSR Users: Avg. Monthly QSR Meals:
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45.9% or 29,781,207 of USA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 3.9% more likely to use QSRs past
mo., 12.5% more likely to use Sit-Down Restaurants past mo., .9% less likely to use Casinos past yr., 41.%
less likely to smoke cigarettes.

[ ] 1time

2 times

3times

4 times

S5 times

6 -9times

10times or more

84.2%

8.9%

.9%

4.4%
= who Purchased Items In-Store at TARGET past 3mos

Total Monthly Sit-Down Restaurant Users:

74.8%

Drank Past 30-days: Women 25 - 54

Liquor

30,834,440 47.5%
Wine

Ay Typa of Baar
0,

Imported Beer

Slot Machines
Bar / Nightclub
Upscale Restaurant

Table Games (Craps, Poker, etc.)

Domestic Regular Beer A Stage Show / Concert
Domestic Light Beer - v Spa
Microbrew / Craft Beer Mi’tlj% ' Sports Betting
Other Gambling
m who Purchased Items In-Store at TARGET past 3mos. musa
USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 8,744

Past 12 months Casino Activities: Women 25 - 54

Casinos visited past 12

USA Projection

6,769,712 10.4%

9.0%
4,828,705 7.4%
2%

B T

315 2.4%
1,584,2 4 R3]

Lk

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

Scarborough R2 2024: Aug23-Sep24

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

15.2%

15.2%

= USA
Avg. Monthly Sit-Down Restaurant Meals:

14.0%

| USA

Qual Intab

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Bakery

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Purchased Items in-Store at TARGET past 3mos 29.5%

v [ 27.0%

27.0%

33.6%
hs: Yes

Used Past 30-days: Women 25 - 54

23,097

7.3%
5 4728623
Marij [ Cannabis Vape
® who Purchased Items In-Store at TARGET past 3mos muUsA

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



Past 30-days QSR Users: Women 25 - 54

1time

3 times 13.3%

7.

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

Total Monthly QSR Users:

97.6%

L eeaw 1814885

3%
4times
23.8%

u CHICAGO

94.0%

Avg. Monthly QSR Meals:

O

less likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Women 25 - 54
[ w» 1time ¥

12.6%

2 times

I T
3tmes
10times or more -

4.8%
# who Purchased Items In-Store at TARGET past 3mos
Total Monthly Sit-Down Restaurant Users: A
91.7% 78.3%

H CHICAGO
Meals:

Drank Past 30-days: Women 25 - 54

Liquor

Wine

Any Type of Beer
Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

# who Purchased Items In-Store at TARGET past 3mos.

CHICAGO DMA

- v

L ¥

B CHICAGO

Scarborough R2 2024: Aug23-Sep24

Qual Intab

47.5% or 917,868 of CHICAGO DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 3.9% more likely to use QSRs past
mo., 17.1% more likely to use Sit-Down Restaurants past mo., 13.5% less likely to use Casinos past yr., 89.%

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Moxican  chinese  Paza  Coffee  Bagel/ indian/  maban  wings/ Upscale  Seafood
Mouse/ Demet/ Tha/ Burgers /
Coffesmar Bakery  Other spores Bar
asian
m who Purchased | tems In-Store at TARGET past 3mos W CHICAGO

who Purchased items in-Store at TARGET past 3mos 38.5%

CHIEAGO 524,1/5 32.3%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
mme

< Past 12 months Casino Activities: Women 25 - 54

Slot Machines  preers 20.7%

Table Games (Craps, Poker, etc.) e 7.6%

Bar / Nightlub

Upscale Restaurant

Used Past 30-days: Women 25 - 54

1.5%

Stage Show / Concert
Spa
Other Gambling
Sports Betting Ry FoL0 Casinos visited past 12 Yes
= who Purchased Items In-Store at TARGET past 3mos = CHICAGO

1,408

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

/ Cannabis Cigarettes Vape

= who Purchased Items In-Store at TARGET past 3mos W CHICAGO

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



Zad' = WDC
) T

Past 30-days QSR Users: Women 25 - 54

g 1me .

1

Flmes

FHmey 11.1%

Simes

B

6-9times 22.8%
® who Purchased Items In-Store at TARGET past 3mos B WASHINGTON, DC
Total Monthly QSR Users: Avg. Monthly QSR Meals:

96.3% 92.4%
(e

less likely to smoke cigarettes.

39.3% or 594,724 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 4.3% more likely to use QSRs past
mo., 11.6% more likely to use Sit-Down Restaurants past mo., 13.8% less likely to use Casinos past yr,, 81.1%

Past 30-days Sit-Down Restaurant Users: Women 25 - 54
€ Ldme 10.7%

2 times
3 times
4 times 8.6%

Stimes

6-9times

10times or more

<y
i
S

7.0%
# who Purchased Iitems In-Store at TARGET past 3mos

Total Monthly Sit-Down Restaurant Users:  Avg

| WASHINGTON, DC

Bestaurant Meals:
86.7% 77.7%

Drank Past 30-days: Women 25 - 54
Uiguor
Wine
Any Type of Beer
Imported Beer
Domestic Regular Beer

Domestic Light Beer grEmrSm

2 6.9%
Microbrew / Craft Beer 8.4% | |

# who Purchased Items In-Store at TARGET past 3mos
WASHINGTON, DC DMA

B WASHINGTON, DC

Scarborough R1 2024: Feb23-Apr24

- Vv

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

Chinese  piza  Mexcn  indian/  Coffes  Upscils  Bagel/  malan Steakhouse Seafood
Thai/  Mouse/ oon /
Other  coffes Bar akery

asian

mwho Purchesed [tems In-Store at TARGET past 3mos B WASHINGTON, DC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased ltems In-Store at TARGET past 3mos  |Z10)SISNIR I 36.9%

WASHINGTON, DC 530,596 34.4%

Past 12 months Casino Activities: Women 25 - 54

Slot Machines .an,su < 17.3%

T
50,95 6.0%

Stage Show / Concert

Table Games (Craps, Poker, etc.)
Spa

Sports Betting

Other Gambling H'agg,‘
= who Purchased Items In-Store at TARGET past 3mos

Casinos visited past 12 months: Yes
® WASHINGTON, DC

Qual intab 1,935

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

Used Past 30-days: Women 25 - 54

;
ok

Cigarettes Vape

Marijuana / Cannabis

= who Purchased Items In-Store at TARGET past 3mos =WASHINGTON, DC

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



Past 30-days QSR Users: Women 25 - 54

1time

s

2times

3 times
4 times
5 times
6-9times
10times or more

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

Total Monthly QSR Users:
90.8% 87.2%

D PR |
904,397

® SEATTLE-TACOMA
Avg. Monthly QSR Meals:

76.7% less likely to smoke cigarettes.

46.6% or 531,896 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 4.1% more likely to use QSRs past
mo., 11.8% more likely to use Sit-Down Restaurants past mo., 4.2% more likely to use Casinos past yr.,

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

1time

18.8% |

2 times 16. 5%
3 times 13.6%

5 times

10 times or more

= who Purchased Items In-Store at TARGET past 3mos W SEATTLE-TACOMA

Total Monthly Sit-Down Restaurant Users:  Avg. ly Sit-Down ant Meals:
78.5% 70.2%

Drank Past 30~days: Women 25 - 54

Ui

Any Type of Beer azsa70 37.3%

Wine

3! 31,
knported Beer 268,067 23 5%

Domestic Regular Beer

Domestic Light Beer

Microbrew / Craft Beer

# who Purchased Items in-Store at TARGET past 3mos

SEATTLE-TACOMA DMA Scarborough R2 2024: Aug23-Aug24

-

m SEATTLE-TACOMA

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

cotfes s chinese  indian/  Bagel f ian  wings/ seafood  Upscale
House / Thai/  Doaut/ Burgers /
Cotfee Bar Other  Bakery Sports sar
Aasian
# who Purchased Items In-Store at TARGET past 3mos W SEATTLE-TACOMA.

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items in-Store at TARGET past Smos | HRAMASIIN 27.2%

seaTTLE-TACOMA [EEEEST 23.9%

Past 12 months Casino Activities: Women 25 - 54

Upscale Restaurant

Bar [ Nightclub

Table Games (Craps, Poker, etc.)
Stage Show / Concert

v Spa

Sports Betting  preryy

i 1.9% -
Other Gambling =" 2.6% Casinos visited past 12 months: Yes
# who Purchased items In-Store at TARGET past 3mos ® SEATTLE-TACOMA

Qualintab 1,373

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

Slot Machines 407,053 35.7%

Used Past 30-days: Women 25 - 54

Marijuana / Cannabis Cigarettes Vape

= who Purchased Items In-Store at TARGET past 3mos WSEATTLE-TACOMA

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



TARGET

Past 30-days QSR Users: Women 25 - 54

“o e
TR
: 1%
2 times

wwho Purchased Items In-Store at TARGET past 3mos mPHOENX

less likely to smoke cigarettes.

45.5% or 500,485 of PHOENIX DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 6.6% more likely to use QSRs past
mo., 10.1% more likely to use Sit-Down Restaurants past mo., 4.9% more likely to use Casinos past yr., 74.%

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

€ ¥ 1tme 15.6%
2tmes
3 times

4 times 11.6%

5 times

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

6-9times

10 times or more

W PHOENIX

Top-10 Cuisines: Women 25 - 54

(Sit-Down Restaurants Used Past 30-days)

puza

Medn  chiness  coffee malan  indian/ wings/ Upscsie  Bagel/ steakhouse
Housa Thai/  Burgers ! Donut/
Coffee mar Other  sports Bar Bakery
Asizn
mwho Purchased Items In-Store at TARGET past 3mos mPHOENIX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Purchased items in-Store at TARGET past 3mos 19.7%

o 2%

Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. Monthly Sit-Down Restaurant Meals:
99.4% 83.2% - 82.9% 75.3%
I
L aemae 205 2z
Drank Past 30-days: Women 25 - 54 Past 12 months Casino Activities: Women 25 - 54

Liquor

512,480 46.6% ;
360,188 3‘2;7%

Any Type of Beer
Wine

Imported Beer

Domestic Regular Beer

Domestic Light Beer v v
Microbrew / Craft Beer 9 IQ%ES% i
= who Purchased Items In-Store at TARGET past 3mos W PHOENIX
PHOENIX DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab

Slot Machines

33.3%
Bar / Nightclub

Table Games (Craps, Poker, etc.)
Upscale Restaurant
Stage Show / Concert

Other Gambling 1.7%

1.9%
1.6%
1.6%
1.4%

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

Spa
Sports Betting Casinos visited past 12 months: Yes

B PHOENIX

785

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

Used Past 30-days: Women 25 - 54

%

Marijuana / Cannabis Cigarettes

Vape

=who Purchased Items In-Store at TARGET past 3mos = PHOENIX

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



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

24.4% more likely to have an Auto Loan, 22.6% more likely to Invest/Trade Stocks Online, .7% more likely to
pay with their Debit Card.

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

401K Plan

33,596,665 51.8%

IRA (Individual Retirement Account)
Stocks or Stock Options e
Mutual Funds 101;;:%
529 Plan / College Savings Plan mmﬁ'm
Money Market Funds Mgg,':%

7 9.9% 919 10.3%
Other (Crypto / NFTs / Metals, etc.) m? :i%

24.5%)
- e
= o e e e

4 e .. oo w0
Bonds m 65% Debit or ATM  Checking savings  CreditCard  Mobile online online Bill Home Autoloan Studentloan  Money  Certificates of Personal Loan Refinanced Home
card Account Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property . ?:; Account Mortgage  Loan or Home
Equity Loan
w who Purchased Items In-Store at TARGET past 3mos mUSA ® who Purchased Items In-Store at TARGET past 3mos W USA

Professional Services Used*' Women 25 - 54

Tax Preparation Service
Financial Planner
Online Investing / Stock Trading
Accountant 11.3%
Insurance Agent at a Local Office (not online) M%m.jx . .

fpy'Past 3-Months Payment Methods Used: Women 25 - 54

Real Estate Agent 10,19 11-9%
.53 5.6% 4.6% 4.6% 4.3%
Estate Planning = == v = incse |t . P RN |
N = F s
Divorce/ Family Attorney (*Past 12 Months) Debit Card Venmo Zelle MasterCard  ApplePay  CashApp  Google Pay Stnrceagjeﬁ! Ag::gn Discover n::‘::mr Square Cash Samsung Pay
w who Purchased items In-Store at TARGET past 3mos mUSA = who Purchased Items In-Store at TARGET past 3mos mUSA
USA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 8,744
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 23,097

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



47.5% or 917,868 of CHICAGO DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 33.1% more likely to have a 401K,
33.6% more likely to have an Auto Loan, 42.4% more likely to Invest/Trade Stocks Online, 3.2% more likely to
pay with their Debit Card.

mﬁ 4 Investments Owned: Women 25 - 54 Financial Services Has and/or Uses: Women 25 - 54

401K Plan

983,433 50.9%

IRA (Individual Retirement Account)

34,
Stocks or Stock Options
i 18.9%

Mutual Funds

Money Market Funds m_izz,f%

529 Plan / College Savings Plan M 18.9%

: 8.7% 10.0% g%
Other (Crypto / NFTs / Metals, etc.) gy’ 7’;“% h h = 6.7% 46y 4.3%
s 1. oy .o P ongiSY . U . [——
Bonds ﬁ 7.2% Debitor ATM  Checking savings  CreditCard  Mobile Online Home Online Bill  Autoloan Studentloan  Money  Personal Loan Certificates of Refinanced Home

card Account Account Banking Banking Mortgage Paying Market Deposit(CDs)  Home  Improvement

Second Home or Real Estate Property 55: Account Mortgage  Loan or Home
5 Equity Loan

= who Purchased Items In-Store at TARGET past 3mos m CHICAGO

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

Tax Preparation Service

508,416 26.3
Online Investing / Stock Trading m
38,680 15.1%
St
Insurance Agent at a Local Office (not online) m 0% @ [ ]
6,52 12.7%
Real Estate Agent

Professional Services Used*: Women 25 - 54 | "pry'Past 3-Months Payment Methods Used: Women 25 - 54
S —

9.9% 10.8%
; 4.9% 5.3% 47% a.5% 309
Estate Planning Es.s% == ; S = BE 3 PR .
- 2 5% (*Past 12 Months) VisA Debit Card Venmo MasterCard  Apple Pay CashApp  Store Credit Google Pay Discover American Facebook  Square Cash Samsung Pay
Divorce / Family Attorney E‘Q_Lu% card Express Messenger
® who Purchased ltems In-Store at TARGET past 3mos N CHICAGO

m who Purchased ltems In-Store at TARGET past 3mos m CHICAGO

CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 1,408
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



39.3% or 594,724 of WASHINGTON, DC DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.
Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 27.2% more likely to have a 401K,
29.8% more likely to have an Auto Loan, 36.6% more likely to Invest/Trade Stocks Online, 1.8% less likely to
pay with their Debit Card.

mﬁﬂlnvestments Owned: Women 25 - 5

401K Plan ey g
Stocks or Stock Options
Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

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

= 9.6% 10.1% A% g5
Other (Crypto / NFTs / Metals, etc.) - - "P a.6%
Bonds ¥ Debit or ATM  Checking Savings  CreditCard  Mobile Online Online Bill Home Money  Studentloan Refinanced Certificates of Personal Loan  Home
card Account  Account Banking Banking Paying  Mortgage Market Home  Deposit(CDs) Improvement
Second Home or Real Estate Property E“"m Account Mortgage Loan or Home
7.0% Equity Loan
= who Purchased ltems In-Store at TARGET past 3mos ® WASHINGTON, DC ® who Purchased Items In-Store at TARGET past 3mos B WASHINGTON, DC

Professional Services Used*: Women 25 - 54

Tax P tion Servi ;
ax Preparation Service . Fm e

Online Investing / Stock Trading

[-s)

Financial Planner

Accountant

Insurance Agent at a Local Office (not online) 53901 Y . .
7.3%
Real Estate Agent m 2%
Estate Planning !’ 11_7;;
1.3% (*Past 12 Months) ViSA

Divorce / Family Attorney r“, Py

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

WASHINGTON, DC DMA Scarborough R1 2024: Feb23-Apr24 Qual Intab 1,935
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

L

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

14.2%14.0%

68% 5.5% 30 5.2%

Facebook  Square Cash Samsung Pay
Messenger

H-

GooglePay Store Credit  American
card Express

mWASHINGTON, DC

paypdl  Debit Card Zelle MasterCard ~ Apple Pay  Cash App

Venmo

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

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




46.6%

19.5%

or 531,896 of SEATTLE-TACOMA DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 16.1% more likely to have a 401K,

more likely to have an Auto Loan, 22.5% more likely to Invest/Trade Stocks Online, 4.6% more likely to

pay with their Debit Card.

Investments Owned: Women 25 - 54

371,817 32.6%

~Ela

IRA (Individual Retirement Account)

401K Plan

Stocks or Stock Options
Mutual Funds  gprsen 11110;
10.8%
Other (Crypto / NFTs / Metals, etc.) M&M

Money Market Funds

529 Plan / College Savings Plan

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

9.4% 9.0% g1% 7.5% 6.2% 4.7%

Bonds Eﬁrﬁ% Checking  Debit savings  Credit l:a Mobile Online Online BII Home Auto studentloan Certificatesof Money  Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Deposit(CDs)  Market Home  Improvement
Second Home or Real Estate Property m;:: Account Mortgage lf;afl‘i: ';0"!9
3 o 7%
m who Purchased Items In-Store at TARGET past 3mos m SEATTLE-TACOMA w who Purchased Items In-Store at TARGET past 3mos m SEATTLE-TACOMA
Professional Services Used*: Women 25 - 54 'm'Past 3-Months Payment Methods Used: Women 25 - 54

Tax Preparation Service e o
170,594 15.0%

Online Investing / Stock Trading

Financial Planner 127,633 11.2%

3 ) 8.2%
73,948 6.5%
6.8%
66,777 5.9%

Accountant

Insurance Agent at a Local Office (not online)

3.0%
Real Estate Agent 3.5% 9% 6.0%
< . 9 3

esatepinnivg [y %, = i = = o e B R
- 2 1.5% (*Past 12 Months) VisA Zelle ApplePay MasterCard CashApp  Google Pay Store Credit  American Discover Facebook  Square Cash Samsung Pay

Divorce / Family Attorney 15% card EXpress Messenger

W who Purchased ltems In-Store at TARGET past 3mos B SEATTLE-TACOMA u who Purchased Items In-Store at TARGET past 3mos B SEATTLE-TACOMA
SEATTLE-TACOMA DMA Scarborough R2 2024: Aug23-Aug24 Qual intab 1,373

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

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




45.5% or 500,485 of PHOENIX DMA Women 25 - 54 Purchased Items In-Store at TARGET past 3mos.

Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos are 20.2% more likely to have a 401K,

13.% more likely to have an Auto Loan, 34.% less likely to Invest/Trade Stocks Online, 5.9% more likely to pay
| with their Debit Card.

mﬁ Alnvestments Owned: Women 25 - 54
401K Plan

IRA (Individual Retirement Account)

234,559 21.3%
Stocks or Stock Options

F 9.4%
529 Plan / College Savings Plan 5

Other (Crypto / NFTs / Metals, etc.) 9_;;‘72%

16.1%
Mutual Funds & ok

7.3%
Money Market Funds & 8.4%

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

: 11.5%
o 9.1% 7.8%

45% 20% 28%

36.3% zoL7ie T s
Bonds E 1.3% Debit or ATM  Checking savings  CredtCard  Mobile online online Bill Home Autoloan Studentloan Money  Certificates of Refinanced Home  Personal Loan
card Account Account Banking Banking Paying Mortgage Market  Deposit(CDs) Home  Improvement
Second Home or Real Estate Property _'m Account Mortgage Loanor Home
16% Equity Loan

# who Purchased items In-Store at TARGET past 3mos W PHOENIX w who Purchased Items In-Store at TARGET past 3mos ® PHOENIX

Professional Services Used*: Women 25 - 54 foy'Past 3-Months Payment Methods Used: Women 25 - 54

Tax Preparation Service

318,577

Online Investing / Stock Trading
Financial Planner
Accountant _5.:4%
Insurance Agent at a Local Office (not online) % . .
Real Estate Agent m %7%
Estate Planning ! :15::

119. 9%
sax 2% aw s 37% 2.6%

venmo Apple Pay

~ i v *past 12 Months, visA Debit Card Zelle Cash App  MasterCard Google Pay Store Credit  American Discover Facebook Samsung Pay Square Cash
Divorce / Family Attorney rl_s;‘m r ) Card Express Messenger
w who Purchased ltems In-Store at TARGET past 3mos W PHOENIX m who Purchased items In-Store at TARGET past 3mos m PHOENIX

PHOENIX DMA Scarborough R2 2024: Aug23-Aug24 Qual Intab 785
All Graphs and HBIAI Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 21 hours, 35 minutes
and 14 seconds each week with All Forms of Media.
84.6% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 7 hours and 7 minutes each week

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

BET..

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

usage 52.0%
who P Usa
Stoi

® who Purchased Items In-Store at TARGET past 3mos B USA
USA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 8744 USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 23,097 HUbbGI" Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. el s e for Anything .
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 21 hours, 26 minutes
and 38 seconds each week with All Forms of Media.

88.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 58 minutes each week
listening to All Local AM/FM Radio, representing 8.9% of total time spent with all forms of Media.

ﬂ?s.sx Avg. H:M:5/week with All Forms of Media:

Adults 18 or older
o2 P

Concurrent
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 3 days, 4 hours, 41 minutes
and 37 seconds each week with All Forms of Media.

85.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 7 hours and 29 minutes each week
listening to All Local AM/FM Radio, representing 8.3% of total time spent with all forms of Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 12 hours, 11 minutes
and 57 seconds each week with All Forms of Media.

70.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 5 hours and 45 minutes each week
listening to All Local AM/FM Radio, representing 6.7% of total time spent with all forms of Media.
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and 0 seconds each week with All Forms of Media.

82.6% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 7 hours and 19 minutes each week
listening to All Local AM/FM Radio, representing 8.3% of totaltime spent with all forms of Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 0 hours, 52 minutes
Bl and 32 seconds each week with All Forms of Ad-Supported Media.
——— 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 30 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.8% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 1 hours, 39 minutes
and 58 seconds each week with All Forms of Ad-Supported Media.

84.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 17 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 2 days, 6 hours, 43 minutes
and 58 seconds each week with All Forms of Ad-Supported Media.

80.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 37 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.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 1 days, 18 hours, 43 minutes
and 2 seconds each week with All Forms of Ad-Supported Media.

69.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 5 hours and 15 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 8.5% of total time spent with all forms of Ad-Supported Media.
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 1 days, 23 hours, 43 minutes
and 8 seconds each week with All Forms of Ad-Supported Media.
79.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an avg. of 6 hours and 51 minutes each week

| listening to Local Ad-Supported AM/FM Radio, representing 11.4% of total time spent with all forms of Ad-Supported Media.
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Top-13 All Forms of Medn:r (Persons & % Reach): Women 25 - 54
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 6 hours and
58 minutes each day with All Forms of Ad-Supported Media. 81.2% listen to Local AM/FM Radio for
an avg. of 55.8 minutes/day.

(Local Radio delivers 10.8% of Time with Ad-Supported Media.)
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Top-.‘t."-»‘ All Forms of Media (Persons & % Reach): Women 25 - 54
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 7 hours and
5 minutes each day with All Forms of Ad-Supported Media. 84.3% listen to Local AM/FM Radio for an

(Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 7 hours and
49 minutes each day with All Forms of Ad-Supported Media. 80.2% listen to Local AM/FM Radio for
(Local Radio delivers 9.7% of Time with Ad-Supported Media.)
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 6 hours and
6 minutes each day with All Forms of Ad-Supported Media. 69.% listen to Local AM/FM Radio for an

(Local Radio delivers 8.5% of Time with Ad-Supported Media.)
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Top-13 All Forms of Med'ra (Persons & % Reach): Women 25 - 54
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Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average of 6 hours and
49 minutes each day with All Forms of Ad-Supported Media. 79.5% listen to Local AM/FM Radio for
(Local Radio delivers 11.4% of Time with Ad-Supported Media.)
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Local AM/FM Radio
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Spotify

YouTube Music
SiriusXM

Owned Music
Amazon Music
Pandora

All Others

TV Music Channels

Avg. Hours+Minutes/day with
Audio: Women 25 - 54

P R

24,189,170 or 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 55.8 minutes every day representing 36.1% of
all time spent daily with Ad-Supported Audio.

Avg. Week AIIAudm (Persons & % Reach): Women 25 54

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Avg. Hours+Minutes/day with
Audio: Women 25 - 54

773,442 or 84.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 53.9 minutes every day representing 39.% of all
time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Women 25 54

_Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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[ 477,177 or 80.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 56.8 minutes every day representing 36.1% of
all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Women 25 - 54

Avg. Day All Audio (% Time Spent & Avg Minutes/day Spent): Women 25 - 54
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Avg. Week All Audio (Persons & % Reach): Women 25 - 54

7 366,874 or 69.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio for an average of 45.1 minutes every day representing 29.7% of all
time spent daily with Ad-Supported Audio.

Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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Avg. Week All Audio (Persons & % Reach): Women 25 - 54
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[ 397,867 or 79.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 58.8 minutes every day representing 29.7% of
all time spent daily with Ad-Supported Audio.
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24,189,170 or 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 55.8 minutes every day representing 36.1% of
| all time spent daily with Ad-Supported Audio.
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773,442 or 84.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to

Ad-Supported Local AM/FM Radio for an average of 53.9 minutes every day representing 39.% of all
time spent daily with Ad-Supported Audio.
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477,177 or 80.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 56.8 minutes every day representing 36.1% of
all time spent daily with Ad-Supported Audio.
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| 366,874 or 69.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio for an average of 45.1 minutes every day representing 29.7% of all
time spent daily with Ad-Supported Audio.
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397,867 or 79.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to
Ad-Supported Local AM/FM Radio for an average of 58.8 minutes every day representing 29.7% of
all time spent daily with Ad-Supported Audio.
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Locai AMM(‘)FM Radio Formats (Persons & % Reach): Women 25 - 54
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24,189,170 or 81.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-

Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Hot AC, Country, and Classic Hits.
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Lacal AM/FM Radio Formats (Persons & % Reach} Women 25-54
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773,442 or 84.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary,
Hot AC, Rhythmic Oldies, and Alternative.
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477,177 or 80.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Alternative, Classic Hits, Pop
| Contemporary Hit Radio, and Country.
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Lacal AM/FM Radio Formats (Persons & % Reach): Women 25- 54

366,874 or 69.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Alternative, Classic Rock, and Adult Hits.
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Lacal AM/FM Radio Formats (Persons & % Reach): Women 25- 54
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397,867 or 79.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Classic Hits, Pop Contemporary
Hit Radio, and Adult Contemporary.
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Avg. Week All Video (Persons & % Reach): Women 25 - 54
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15,940,727 or 53.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch
Ad-Supported Local TV Stations for an average of 61.9 minutes every day representing 28.8% of all

time spent daily with Ad-Supported Video.
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581,235 or 63.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 59.7 minutes every day representing 33.7% of all time
spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Women 25 - 54
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288,728 or 48.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 56.2 minutes every day representing 21.9% of all time
spent daily with Ad-Supported Video.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

% Time jiﬂt

[T

®Hours+Minutes/day with
: Women 25 - 54

B ==
b % ol ko o
b BRER bR R e R

Non-Premium Cable TV
Networks
65.3

YouTube
Video
29.7

| Hulu/Hulu +

Live TV (any
Hulu)

Premium

Amazon
Prime/
IMDb/
FireTV
29.0

App...

+,fu,
likTok | etc
13.7 | 135

Local TV Stations
61.7

Non-Premium Cable TV

Amazon
Prime/
IMDb/
FireTV
271

YouTube
Video
27.2

Netflix
29.2

Hulu/Hulu

+ Live TV

(any Hulu) [
14.1

Roku + The
Roku
Channel

Disn...

Premium

Avg. Week Ad-Supported Video (Persons & % Reach): Women 25 - 54

Non-Premium Cable TV...
Local TV Stations
YouTube Video
Amazon Prime/IMDb/FireTV
TikTek
Hulu/Hulu + Live TV {(any Hulu)
Peacock
AppleTV+ fubo, Pluto, Tubi, etc.
Netflix
Disney+
Paramount+
Roku + The Roku Channel
Premium Cable TV Networks

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

WASHINGTON, DC

% Time spent:

Avg. Hours+Minutes/day with Ad-
Supported Video: Women 25 -54

4.7%
PR — T
Items In-

Avg. Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

o
g

P 854 s
8 Store at TARGET past 3mos

m WASHINGTON, DC

DMA Scarborough R12024: Feb23-Apr24 Qual Intab 1,935

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

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

Non-Premium Cable TV
Networks
62.0

Local TV Stations
56.2

Amazon Prime/
IMDb/FireTV
46.0

Hulu/
Hulu +
Live TV

(any

Hulu)

16.1

TikTok
13.7

YouTube
Video
29.2

Ap...
+,f..

etc

Netflix
12.0

Pea..

Disney+

Local TV Stations
59.1

Non-Premium Cable TV

Networks
58.9

YouTube
Video
27.3

Amazon Prime/
IMDb/FireTV
40.8

Hulu/Hulu +
Live TV (an...

Appl..

Disne...
Netflix
123

TikTok
16.6

Peac...

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

B WASHINGTON, DC
*® Share of Everything



220,172 or 41.4% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 40.3 minutes every day representing 25.1% of all time
spent daily with Ad-Supported Video.
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301,612 or 60.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 55.9 minutes every day representing 31.4% of all time
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15,940,727 or 53.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch
Ad-Supported Local TV Stations for an average of 61.9 minutes every day representing 28.8% of all
time spent daily with Ad-Supported Video.
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581,235 or 63.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 59.7 minutes every day representing 33.7% of all time
spent daily with Ad-Supported Video.
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288,728 or 48.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 56.2 minutes every day representing 21.9% of all time
spent daily with Ad-Supported Video.
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220,172 or 41.4% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 40.3 minutes every day representing 25.1% of all time

spent daily with Ad-Supported Video.
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301,612 or 60.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations for an average of 55.9 minutes every day representing 31.4% of all time

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

15,940,727 or 53.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch
Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
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581,235 or 63.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News - Morning,
Movies, Game Shows, Comedies, and Sports.
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288,728 or 48.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Sports, Movies, Local News -
Evening, Dramas, and Local News - Morning.

Local TV Station Programs (Persons & % Reach): Women 25 - 54

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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. 220,172 or 41.4% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Game Shows, Local News - Late, and National/Network News.
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Local TVStatmn 1 Programs (Persons & % Reach): Women 25 - 54
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301,612 or 60.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News - Morning,
Sports, Local News - Late, Movies, and Game Shows.
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25,342,465 or 85.1% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 142.9 minutes every day representing 28.5% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week All Dlgftal (Persons & % Reach) Women 25 - 54 Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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spent daily with Ad-Supported Digital Media.

[ 768,146 or 83.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 156.2 minutes every day representing 31.9% of all time
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499,864 or 84.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 152.2 minutes every day representing 24.5% of all time
spent daily with Ad-Supported Digital Media.

Avg. Week All Digital (Persons & % Reach): Women 25 - 54 Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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OTT TV Streaming Services
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457,411 or 86.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 146.6 minutes every day representing 29.4% of all time
spent daily with Ad-Supported Digital Media.
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Social Media

413,625 or 82.6% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Social Media for an average of 139. minutes every day representing 26.9% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All social Media (Persons & % Reach): Women 25 - 54

25,342,465 or 85.1% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 44.2 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.
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768,146 or 83.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 48.7 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All Sog:'g! Media (Persons & % Reach): Women 25 - 54 Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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499,864 or 84.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 45.7 minutes every day representing 30.6% of all time spent
daily with Ad-Supported Social Media.

Avg. Week All social Media (Persons & % Reach): Women 25 - 54
Facebook m 84 507 0.16]
instagram  FARRERRR 5
YouTube Video m 5 m
pierest - PR —E
rirol A — A%
Avg. Hours+Minutes/day with all 3
Social Media: Women 25 - 54

whashoe PR Rt

X (Formary " Twiter') PRSP TR
h N, DC

P
Snapchat mm
Others{Rumble, Twitch, Gab, Par... m%
Blogs/Message Boards (read... mm 29.1%

tumblr ' 23_5%2" smreatTARGFr past 3mas

= who Purchased ltems In-Store at TARGET past 3mos = WASHINGTON, DC

d Items In-

03%

_Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

Facebook

46.3

TikTok
137

Instagram
34.8

7 Linkedin
8.0

YouTube Video
29.7

Facebook
52.7

TikTok
16.6

Instagram

36.4
LinkedIn
74

x  Reddit

YouTube Video (E:;
272

Snapc..

Pinte...
11.8

What...
55

Ot..
Tr..

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

B WASHINGTON, DC

Avg. Week Ad- Suggorted Social Media (Persons & % Reach): Women 25 - 54

Facebook T e —— B
nstagram _mr
YouTube Video
TikTok m_m.
Pinterest
LinkedIn
WhatsApp

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Women 25
-54
X (Formerly " Twitter")

Others(Rumble, Twitch, Gab,Pa...

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54

Blogs/Message Boards (read... mW 28.4%
- TF

who Purchased items In- WASHINGTON, DC

3R SR Y SR SR N TR VRS L o2

Facebook
45.7

YouTube Video
29.2
Pinterest
9.6

Instagram

258

WhatsApp

Facebook
49.6

TikTok
16.6

YouTube Video
27.3
Pinterest
10.5

Snapchat
5.5

Instagram
27.0

Link...
5.5

W...
3.2

m who Purchased ltems In-Store at TARGET past 3mos

WASHINGTON, DC

DMA

Scarborough R1 2024: Feb23-Apr24

Store at TARGET past 3mos 4%
m WASHINGTON, DC
Qual Intab 1,935

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

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

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

B WASHINGTON, DC
* Share of Everything

soefa.ai

for Anything _



411,076 or 77.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 47.8 minutes every day representing 32.6% of all time spent
daily with Ad-Supported Social Media.
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TARGET

381,924 or 76.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 40.6 minutes every day representing 32.% of all time spent
daily with Ad-Supported Social Media.
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‘ 25,342,465 or 85.1% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 44.2 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.
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768,146 or 83.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 48.7 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.
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499,864 or 84.% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 45.7 minutes every day representing 30.6% of all time spent
daily with Ad-Supported Social Media.

84.0%
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411,076 or 77.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 47.8 minutes every day representing 32.6% of all time spent
daily with Ad-Supported Social Media.
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381,924 or 76.3% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos use Ad-
Supported Facebook for an average of 40.6 minutes every day representing 32.% of all time spent
daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,260,965;
Social Media: 1,624,982; Local Radio: 1,550,552; Non-Prem. Cable: 657,695; Local TV:
620,587 reaching Women 25 - 54 who Purchased Items In-Store at TARGET past

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Purchased Items In-Store at TARGET
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 76,542;
Social Media: 51,701; Local Radio: 49,970; Non-Prem. Cable: 24,868; Local TV: 24,356
reaching Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos.
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past 3mos

200,000
180,000
160,000
140,000
120,000

100,000

W o i PP R R R R R R AR R R SO
‘6».;;,9,,?"’?9 #jo”@'\@ .pqo ~QQ¢~Q¢¢5659 « Q@OQQ‘;{,Q'Q

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

e VIon-Fri Local TV Station AQH
s MloN-Fri Social Media AQH

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

400,000
350,000
300,000
250,000
200,000
150,000

100,000

5P AP of B o @ °§“0’°.¢,

=R R A&
¢<¢v#w<¢e«°@q¢ O TP >

&
oF .Q. AR W KA Qqﬁqngsq
s Mon-Fri Local AM/FM Radio AQH M
e M on-Fri Non-Premium Cable TVAQH
e M on-Fri Digital Media (Less Social) AQH

Fri Local TV Station AQH
s Mo~ Fri Social Media AQH

CHICAGO DMA Scarborough R2 2024: Aug23-Sep24 Qual Intab 1,408
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything

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




M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 39,044;
Local Radio: 31,038; Social Media: 28,625; Non-Prem. Cable: 11,632; Local TV: 10,128
reaching Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 39,292;
Social Media: 29,138; Local Radio: 22,511; Non-Prem. Cable: 12,051; Local TV: 8,704
reaching Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 36,665;
Local Radio: 25,954; Social Media: 23,777; Local TV: 11,356; Non-Prem. Cable: 9,281
reaching Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos.

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Women 25 - 54 who Purchased Items In-Store at TARGET
past 3mos
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' 28,040,344 or 94.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend
an average of 46.6 minutes per day driving, seeing Billboards and Signs. 71.% Listen to Local Radio
Stations Out-of-Home for an average of 36.9 minutes/day.
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843,392 or 91.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 41.3 minutes per day driving, seeing Billboards and Signs. 73.7% Listen to Local Radio
Stations Out-of-Home for an average of 35.6 minutes/day.

Top-13 Out-of- Home Media (Persons & % Reach): Women 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54

(average week)
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557,817 or 93.8% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 48. minutes per day driving, seeing Billboards and Signs. 70.2% Listen to Local Radio
Stations Out-of-Home for an average of 37.5 minutes/day.
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Top-13 Out—o_f Home Media (Persons & % Reach): Women 25 - 54
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498,158 or 93.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 44.2 minutes per day driving, seeing Billboards and Signs. 60.3% Listen to Local Radio
Stations Out-of-Home for an average of 29.8 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Women 25 - 54
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487,928 or 97.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 49.7 minutes per day driving, seeing Billboards and Signs. 69.5% Listen to Local Radio
Stations Out-of-Home for an average of 38.9 minutes/day.
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28,040,344 or 94.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 46.6 minutes per day driving, seeing Billboards and Signs representing 33.2% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

P Out-of-Home Media: Women 25 - 54
Dt "Share of Ad-Supported OOH Media"
94.2% 97.1% 9s56% - m

80.2%

who Purchased Items In- USA
Store at TARGET past 3mos
71.0% 70.7%

67.9%

62.1%

43.0%

34.1%
30.3%

15.0% 133y

Weekly

5.0%  4.0%

Total
Persons W&
,040, 5,465,324 ,877,564 48,484,624 016, 62,011,768 815, 25,579,383 16,283,877 ,463,6 2,608,655 B 40,271,675 ,997 2,584,733
Billboards & Signs Walking in Towns, Grocery Stores Restaurants & Bars bodcasts Movie Theaters Gas Airports
Average (Weekly Drivers) Cities, Downtown Stations/Convenience
Daily Minutes Aoks Siics
with Ad-Supported
OOH Media:
QTN 5o BETEN 352 JETNN 204 EEEES 125 EETEN 2oo EEEFE 135 QRN a2 EETRE 1ss EEEAN 5o QEREN 2. |
® who Purchased Items In-Store at TARGET past 3mos m USA
UsA USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 8744 5 FiE 5
; : : 2 o . N are o verything
All Graphs and soefa.ai Data Modeling Copyright © 2024 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Scarborough R2 2024: Aug23-Sep24 Qual Intab 23,097 Soeﬁ- al for Anything _ ¢

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



843,392 or 91.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average

of 41.3 minutes per day driving, seeing Billboards and Signs representing 30.1% of all Time Spent with Ad-
Supported Out-of-Home Media.
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557,817 or 93.8% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average

of 48. minutes per day driving, seeing Billboards and Signs representing 33.3% of all Time Spent with Ad-
!Supported Out-of-Home Media.
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498,158 or 93.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average
of 44.2 minutes per day driving, seeing Billboards and Signs representing 32.5% of all Time Spent with Ad-

Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Women 25 - 54
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‘[487,928 or 97.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an average

of 49.7 minutes per day driving, seeing Billboards and Signs representing 34.6% of all Time Spent with Ad-
!Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Women 25 - 54
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843,392 or 91.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 41.3 minutes per day driving an average of 24. miles each day and are 52.7% more likely
to use |-355/Veterans Memorial Tollway than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54 Top-26 Residential Zip Codes: Women 25 - 54 Top-26 Employment Zip Codes: Women 25 - 54
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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557,817 or 93.8% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 48. minutes per day driving an average of 27.9 miles each day and are 43.2% more likely
to use Route 28 than the Metro average.
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498,158 or 93.7% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 44.2 minutes per day driving an average of 25.7 miles each day and are 40.3% more likely
to use 6th Avenue (Seattle) than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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Top-26 Employment Zip Codes: Women 25 - 54
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487,928 or 97.5% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos spend an
average of 49.7 minutes per day driving an average of 28.9 miles each day and are 49.3% more likely
to use Bell Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Women 25 - 54
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Top-26 Residential Zip Codes: Women 25 - 54
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Top-26 Employment Zip Codes: Women 25 - 54
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‘ 7,793,240 or 26.2% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.1 minutes every day representing 29.4%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Women 25 - 54 Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Women 25 - 54
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210,300 or 22.9% of Women 25 - 54 who Purchased Items In-Store at TARGET past 3mos read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 7.4 minutes every day representing 29.6% of all
time spent daily with All forms of Print Media.
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