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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O'REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 50.1 years old (2.6%
older than average) and have a $92,549 (5.9% lower than average) annual household income.
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

11.4% or 873,951 of CHI DMA Adults 18 or older Shopped at O'REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 48.9 years old (1.%
older than average) and have a $98,714 (12.3% lower than average) annual household income.
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

2.4% or 137,853 of WDC DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 49.1 years old (2.4%
older than average) and have a $154,158 (10.7% higher than average) annual household income.
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21.% or 960,920 of SEA DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 51.2 years old (6.2%
older than average) and have a $123,158 (4.3% lower than average) annual household income.
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15.1% or 727,258 of PHX DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 48.6 years old (.8%
younger than average) and have a $104,252 (2.6% lower than average) annual household income.
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 23.7% less likely to be a
college graduate, 3.4% more likely to work full-time, 9.1% more likely to be married, 11.7% more likely
to be a parent of 1 or more children under 18.
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11.4% or 873,951 of CHI DMA Adults 18 or older Shopped at O'REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 36.9% less likely to be a
college graduate, 5.1% less likely to work full-time, 8.6% more likely to be married, 25.2% more likely to
be a parent of 1 or more children under 18.
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2.4% or 137,853 of WDC DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 11.4% less likely to be a
college graduate, 8.6% more likely to work full-time, 4.1% more likely to be married, 12.7% more likely
to be a parent of 1 or more children under 18.
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21.% or 960,920 of SEA DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 17.% less likely to be a
college graduate, 1.3% less likely to work full-time, 3.3% more likely to be married, 3.7% less likely to be
a parent of 1 or more children under 18.
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15.1% or 727,

258 of PHX DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 5.9% less likely to be a
college graduate, 2.7% more likely to work full-time, 14.1% more likely to be married, 7.7% more likely
to be a parent of 1 or more children under 18.
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 4.8% more likely to own
their home, 7.4% more likely to own a higher valued home, 14.% more likely to have a single-family
home, 24.4% more likely to have a dog.
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| 11.4% or 873,951 of CHI DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 5.9% more likely to own

their home, 17.1% more likely to own a lower valued home, 9.3% more likely to have a single-family
home, 24.4% more likely to have a dog.
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l 2.4% or 137,853 of WDC DMA Adults 18 or older Shopped at O’'REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 5.8% more likely to own

their home, 31.1% more likely to own a lower valued home, 55.1% more likely to have a single-family
home, 41.6% more likely to have a dog.
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21.% or 960,920 of SEA DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are .1% less likely to own

their home, 6.1% more likely to own a lower valued home, 5.7% more likely to have a single-family home,
15.1% more likely to have a dog.

m Own/Rent/Other:Adults 18 or olden mﬁm Type of Home:Adults 18 or older 4, # Pets in Home:Adults 18 or older

Single Family House (unattached) 5 " 43.7%
2 Own a Dog
5.0% 37.9%
Townhouse or attached Home
| 2
. 2.9% 36.8%
Condominium

OwnacCat
I
igx cax 3% 85% 16.0%

Apartment
rs;ms 87,552 EELLREL]

14.5%
Rent Other Own Second Home bile Home or factured 7.6% Own other type of Pet
or Real Estate 9
rone ™ g &
Property 5.2%
who Shopped at O’REILLY AUTO PARTS in the past 12mos WSEA who Shopped at O'REILLY AUTO PARTS in the past 12mos mSEA who Shopped at O'REILLY AUTO PARTS in the past 12mos WSEA

-~
Value of Owned Home: Adults 18 or older
Aver Value of Owned Home:
mshoppedam’muumnmminﬂmpastm*

SEA S848,796

@Home Loans: Adults 18 or older

20.8%
19.0%

1.0% B % - 1.3% ekl )

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

g0

$750K-51M

Home Refinanced Home Equity Own
Mortgage Home Loan/Home Home/Property
= who Shopped at O'REILLY AUTO PARTS in the past 12mos mSEA Mortgage Improvement Outright (NO
SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 799 o Loan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



Adults 18 or
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l 15.1% or 727,258 of PHX DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.% more likely to own

their home, 4.8% more likely to own a lower valued home, 1.7% more likely to have a single-family home,

kely to have a dog.
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 4.9% more likely to look
up D-I-Y advice online, .8% less likely to always vote in local elections, 13.6% less likely to belong to a gym,
6.7% less likely to fly domestic past yr.
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11.4% or 873,951 of CHI DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 3.8% more likely to look
up D-I-Y advice online, 7.6% less likely to always vote in local elections, 21.5% less likely to belong to a
gym, 2.1% less likely to fly domestic past yr
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5.5% less likely to fly domestic past y

2.4% or 137,853 of WDC DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 19.2% less likely to look up
D-I-Y advice online, 11.% more likely to always vote in local elections, 72.1% less likely to belong to a gym,
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21.% or 960,920 of SEA DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 2.5% more likely to look
up D-I-Y advice online, 1.9% more likely to always vote in local elections, 1.6% less likely to belong to a
gym, 9.5% less likely to fly domestic past yr.
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15.1% or 727,258 of PHX DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 10.3% more likely to look
up D-I-Y advice online, .6% less likely to always vote in local elections, 4.5% more likely to belong to a gym,
1.% more likely to fly domestic past yr.

Political Activity: Adults 18 or older
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Past 30-days QSR Users: Adults 18 or older

1time
% 2times 12.0%
Ftmes 11.9%
Atinies 10.4%
5 times 10.3%
6 -9times

10 times or more

m who Shopped at O'REILLY AUTO PARTS in the past 12mos

Total Monthly QSR Users: Avg. Monthly QSR Meals:
89.5%

mUSA

83.3%

1 -~ 1 | - &

13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.4% more likely to use
QSRs past mo., 7.1% more likely to use Sit-Down Restaurants past mo., 18.4% more likely to use Casinos
past yr., 40.3% more likely to smoke cigarettes.

10times or more

Total

1time

2 times

3 times

4 times

5 times

6-9times

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

16 9%

16.5%

11. S%

9.2%

6.9%

67%

3.6%

m who Shopped at O’REILLY AUTO PARTS in the past 12mos mUSA
ly Sit-Down R Users: Avg. Menthly Sit-Down R ant Meals:
76.5% 71.5%

Drank Past 30-days: Adults 18 or older

112,360,680 41, 1%
me,sss 087 39.8%
85,5 31 3%

Liquor

Any Type of Beer
Wine

Domestic Regular Beer

Imported Beer

66,457,344 24.3%
66,2 24. 296
29,006,269 10.6%

Domestic Light Beer

Microbrew / Craft Beer

= who Shopped at O’REILLY AUTO PARTS in the past 12mos [ JUS.

USA USA Projection Scarborough R1 2026: Jan 25-Mar26

Qual intab

Slot Machines

Table Games (Craps, Poker, etc.)

Bar/ Nightclub

Upscale Restaurant

Stage Show / Concert

2,785

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, inc. LLC. All rights reserved.

Sports Betting
Spa

Other Gambling

= who Shopped at O’REILLY AUTO PARTS in the past 12mos

USA Projection

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Wings/ Bagel/ Stakhouss Upscale Sesfood
Burgers/  Donut/
sports gar  makery

Mexican  Chinese Hakian

w who Shopped at O’REILLY AUTO PARTS in the past 12mos mUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
whe Shopped at O°REILLY AUTO PARTS in the past... 18.7%

usa 19.9%

Past 12 months Casmo Activities: Adults 18 or older

75,606,880 27.7%
31,585,584 11, 696

5,619

19,042,684
ss,sﬁs 257
L

0%
Casinos visited past 12

Used Past 30-days: Adults 18 or older

7
Y

13.8%

Cigarettes

/ Cannabis

4.
2.3%
mUSA
Scarborough R1 2026: Jan 25-Mar26

Qual intab 24,338

Vape

= who Shopped at O'REILLY AUTO PARTS in the past 12mas =USA



Past 30-days QSR
:
T

# who Shopped at O'REILLY AUTO PARTS in the past 12mos

‘ 1time
% 2times
3 times
4 times
5 times
6 - 9times

10 times or more

Total Monthly QSR Users:
90.3%

Users: Adults 18 or older

®CHI

Avg. Monthly QSR Meals:

84.3%

11.4% or 873,951 of CHI DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.2% more likely to use
QSRs past mo., 19.5% more likely to use Sit-Down Restaurants past mo., 24.7% more likely to use Casinos
past yr., 33.3% more likely to smoke cigarettes.

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)
[ ] 1 time i ‘
2 times 16.8% .
3 times 11.5%
1 5.2
MlilEsss
6-9times .
z House / Burgers /  Donut/
10 Hiiiés oF riiGre Citton a1 spors bar Bakey
.1%

Drank Past 30-
Liquor

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

days: Ad

ults 18 or older
2,661,877 2

2,041,618 26.7% 2

3,032,4% 26.6% [N - Vv
¢ 6.9%
san ¥
# who Shopped at O'REILLY AUTO PARTS in the past 12mos mCHI
Scarborough R1 2026: Feb25-Feb26 Qual intab

CHI DMA

= who Shopped at O'REILLY AUTO PARTS in the past 12mos W CHI = who Shopped at O'REILLY AUTO PARTS in the past 12mos mCHI
Total ly Sit-Down Users:  Avg. ly Sit-Down ant Meals: Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
83.5% 69.9% who Shopped at O'REILLY AUTO PARTS in the past... 24.2%
Past 12 months Casino Activities: Adults 18 or older |Used Past 30-days: Adults 18 or older

Slot Machines

8.0%
%

Table Games (Craps, Poker, etc.} 2‘&]
Bar / Nightclub -

Stage Show / Concert

Upscale Restaurant

Sports Betting % 7.4%
Spa e : 2
Other Gambling Casinos visited past 12 Yes 1a / Cannabis Cigarettes Vape
= who Shopped at O’REILLY AUTO PARTS in the past 12mos = CHI vho Shopped at O’REILLY in the past 12mos mCHI

374

All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



Past 30-days QSR Users: Adults 18 or older

1 Hnme Em
% 2tewe

3 times

4 times

5 times

6 - 9times

10 times or more

# who Shopped at O'REILLY AUTO PARTS in the past 12mos

Total Monthly QSR Users: Avg. Monthly QSR Meals:

76.2% 82.1%

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past

157.1% more likely to smoke cigarettes.

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

1time

14.8%

2 times

3 times

4 times

5 times

6-9times

10 times or more

® who Shopped at O'REILLY AUTO PARTS in the past 12mos EWDC
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
77.2% 71.6%

e R -

past mo., 7.8% more likely to use Sit-Down Restaurants past mo., 10.

2.4% or 137,853 of WDC DMA Adults 18 or older Shopped at O'REILLY AUTO PARTS in the past 12mos.

12mos are 7.2% less likely to use QSRs
8% less likely to use Casinos past yr.,

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Iiiliilihs

mdr steakhouse Upsaale  Wings/  seafood

Chinese ‘mexican Caflee akan
House / Burgers /
Coffee Ear Sports Bar
who Shopped at O’REILLY AUTO PARTS in the past 12mos mwoC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at OREILLY AUTO PARTS In the past... 16.6%

Lo 1,468,075 25.4%

Drank Past 30-days. Adults 18 or older
W

16.4%

Liquor

Any Type of Beer

Wine
Imported Beer
Domestic Regular Beer

Domestic Light Beer

Microbrew / Craft Beer 10.6%

= who Shopped at O'REILLY AUTO PARTS in the past 12mos. mWDC

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Past 12 months Casino Activities: Adults 18 or older

Slot Machines

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

Upscale Restaurant

Used Past 30-days: Adults 18 or older

a / Cannabis

Cigarettes

Stage Show / Concert
Sports Betting
Spa ’
Other Gambling 1.9% Casinos visited past 12 Yes
® who Shopped at O'REILLY AUTO PARTS in the past 12mos = WDC

125
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= who Shopped at O/REILLY AUTO PARTS in the past 12mos



Past 30-days QSR Users: Adults 18 or older

1time

% 2 times

3 times

4 times
5 times
6 - 9times

10 times or more

= who Shopped at O'REILLY AUTO PARTS in the past 12mos

Total Munthly QSR Users: Avg. Monthly QSR Meals:

21.% or 960,920 of SEA DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 8.5% more likely to use
QSRs past mo., 3.3% more likely to use Sit-Down Restaurants past mo., 16.5% more likely to use Casinos

past yr., 44.7% more likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 18 or older
[ ] 1 time

17 U%

2 times

3 times

4 times

5 times

6-9times

10 times or more

® who Shopped at O'REILLY AUTO PARTS in the past 12mos HSEA
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
70.4% 68.1%

Drank Past 30-days. Adults 18 or older

Liquor

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer 85,295

15.0%

w who Shopped at O'REILLY AUTO PARTS in the past 12mos

SEA

WSEA

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

coffee Bagel/ wings/ upscale Seafood steakhouse
House / Donut/  Burgers/
Catfee Bar Bakery  Sports Bar

Chinese  malian

 who Shopped at O'REILLY AUTO PARTS in the past 12mos [

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped ot O'REILLY AUTO PARTS in the past... 16.7%

L2 857,401 18.7%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

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

Bar / Nightclub

Stage Show / Concert

Sports Betting

Spa

Other Gambling

B

Casinos visited past 12

Used Past 30-days: Adults 18 or older

a / Cannabis Cigarettes

= who Shopped at O’REILLY AUTO PARTS in the past 12mos

mSEA
799
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= who Shopped at C’REILLY AUTO PARTS in the past 12mos



Past 30-days QSR Users: Adults 18 or older

RSy .
Y -
-
10.0%

4 times

sumes
6 - 9times 16.8%

10 times or more

14.8%

# who Shopped at O'REILLY AUTO PARTS in the past 12mos

Total Monthly QSR Users: Avg. Monthly QSR Meals:
88.4%

84.5%

15.1% or 727,258 of PHX DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 4.5% more likely to use
QSRs past mo., 3.5% more likely to use Sit-Down Restaurants past mo., 5.3% less likely to use Casinos past

yr., 17.6% more likely to smoke cigarettes.

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

g Y

2 times

3 times

~13.1%

4 times

5 times

6-9times

10 times or more

m who Shopped at O’'REILLY AUTO PARTS in the past 12mos W PHX
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
75.3% 72.7%

Drank Past 30-days. Adults 18 or older

Aty Typaof B 2,031,356 42 2%

Liquor

Wine

Imported Beer
Domestic Light Beer
Domestic Regular Beer

Microbrew / Craft Beer

» who Shopped at O'REILLY AUTO PARTS in the past 12mos

o PHX

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

malan steakhouse Wings/ Bagel/ upscale seafood
Bugers/  Donut/
Sports Bar  Bakery

Chinese

d at O'REILLY.

in the past 12mos PHX

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at OREILLY AUTO PARTS In the past... 22.3%

L2 gl 837,313 17.4%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

Table Games (Craps, Poker, etc.)

Bar / Nightclub

647,857 13. 4%
7.0%

Upscale Restaurant
Sports Betting
Stage Show / Concert

Other Gambling

Used Past 30-days: Adults 18 or older

a / Cannabis

Casinos visited past 12

= who Shopped at O'REILLY AUTO PARTS in the past 12mos = PHX

376
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Cigarettes

d at O'REILLY



mﬁalnvestments Owned Adults 18 or older

125,238,331 45.8%

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

7 8
[ 17.0%
12.1%
37,601,219 13.8%
oo
3,969,9¢ 11.2%
25,904,15JEXL)
12696,7197.6%
21,875, 9 X3
8.6%
7.4%

® who Shopped at O'REILLY AUTO PARTS in the past 12mos

Money Market Funds

Bonds

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

Second Home or Real Estate Property

W USA

13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 10.6% more likely to have a
401K, 29.4% more likely to have an Auto Loan, 13.3% more likely to Invest/Trade Stocks Online, 28.4% more
likely to pay with their Debit Card.

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

Auto Loan

Online Mobile Online Bill Home

Savings Credit Card Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit{CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan
= who Shopped at O’REILLY AUTO PARTS in the past 12mos H USA

Checking  Debit or ATM

Professional Serwces Used*: Adults 18 or older

Tax Preparation Service
53 534 833

Financial Planner 47,634,742
Online Investing / Stock Trading

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

3.1%

Divorce Family Attomey r.- 1.8% (*Past 12 Months)
0.9%
w who Shopped at O’REILLY AUTO PARTS in the past 12mos ®USA
USA USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab

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

- 95%
PayPal Zelle Debit Card Venmo MasterCard  Apple Pay  Cash App  Google Pay  American Discover  Store Credit Square Cash  Facebook Samsung Pay
Express Card Messenger
» who Shopped at O’REILLY AUTO PARTS in the past 12mos mUSA

2,785
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

USA Projection Scarborough R1 2026: Jan 25-Mar26 Qual Intab 24,338

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



11.4% or 873,951 of CHI DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 5.7% more likely to have a
401K, 47.7% more likely to have an Auto Loan, 4.2% more likely to Invest/Trade Stocks Online, 32.6% more
likely to pay with their Debit Card.

mﬁ ‘lnvestments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

401K Plan

IRA (Individual Retirement Account)

18.4%

Mutual Funds 18.2%

101,032 11.6%

Money Market Funds 7%
9 11.2%

e v

50733 6.9% 7% 5% 27%
Other (Crypto / NFTs / Metals, etc.) o 30% 41% 47% 300
= - . : _— 2o s 8 ; - — - = m el e
529 Plan / College Savings Plan 7_;% Checking Debitor ATM  Savings  Credit Card Mohile Online Bill Home Auto loan Certificates of  Money Personal Loan Home
Account card Account Banking  Banking Paying  Mortgage Deposit (CDs)  Market Home  Improvement
Second Home or Real Estate Property MS :,"1%‘ fAccomnt Mortgage "‘E“";_:‘" 'LL“:I'E

% who Shopped at O’REILLY AUTO PARTS in the past 12mos W CHI = who Shopped at O'REILLY AUTO PARTS in the past 12mos mCHI

Professional Services sed*: Adults 18 or older B\ Past 3-Months Payment Methods Used: Adults 18 or older

Tax Preparation Service

1,434,329 18.8%

Financial Planner

1, 13

Online Investing / Stock Tradi
e mesingStck Todrg
T y 13.3%
S
* o
FEED 2.7%
PILEL, 2.8% ﬂm
2.6%
Real Estate Agent H 2.4%

2.1% (*Past 12 Menths) visa Debit Card Venmo MasterCard  Apple Pay  Google Pay  Cash App Discover American  Square Cash  Facebook Samsung Pay
0.8% card Express Messenger

Insurance Agent at a Local Office (not online)

Estate Planning
37 OO 4% a0n

Divorce / Family Attorney

= who Shopped at O’REILLY AUTO PARTS in the past 12mos mCHI = who Shopped at O'REILLY AUTO PARTS in the past 12mos mCHI

CHI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 374
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Adults

401K, 124.% more likely to have an Auto Loan, 13.6% less likely to Invest/Trade Stocks Online,
likely to pay with their Debit Card.

2.4% or 137,853 of WDC DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 16.1% less likely to have a
9.2% more

ﬁ Investments Owned: Adults 18 or older
Lo i s 1

401K Plan

47.4%

IRA (Individual Retirement Account)

Stocks or Stock Options

1,656, BBZ 28.7%
21.2%
1,061,348 18.

Mutual Funds i

Money Market Funds

19.4%
15.4%
M- 11.6%

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.)

13.3%
6. i 10.8%
L 10.3%
571,615

9.9%
6.3%
Second Home or Real Estate Property
= who Shopped at O’REILLY AUTO PARTS in the past 12mos

Bonds

mWDC

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

16.6% 14.1%

8.2%
. h “ me
2.5% 8,995 '
5 515000 R i |

Certificates of Studentloan Personal Loan Refinanced

Credit Card Online Online Bill Mobile Home Auto Loan Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan

peoeen 430
checking Debitor ATM  Savings

= who Shopped at O’REILLY AUTO PARTS in the past 12mos mWDC

8.0%
Professional Services Used*: Adults 18 or older

Tax Preparation Service

Online Investing / Stock Trading

Financial Planner

Accountant
Insurance Agent at a Local Office (not online) 311 SN
248,301 43%
1.4%
Real Estate Agent ﬁ A%,
T ——

14.6%

9.7%
6%

.
Divorce / Family Attomey £ 0-5% (*Past 12 Months)
2.7%
# who Shopped at O’REILLY AUTO PARTS in the past 12mos =WDC

wDcC Scarborough R1 2026: Mar25-Mar26 Qual Intab 125
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fpryPast 3-Months Payment Methods Used: Adults 18 or older

10.5% 10.4%

8.2% 72% 7.3% g%

Store Credit Square Cash Samsung Pay  Facebook

Cash App

o A .
MasterCard ~ Apple Pay

PayPal Debit Card Venmo

Google Pay  American Discover
Express Card Messenger
 who Shopped at O’REILLY AUTO PARTS in the past 12mos =WDC

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



Adults

to pay

21.% or 960,920 of SEA DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 13.8% more likely to have a

401K, 2.6% less likely to have an Auto Loan, 4.8% less likely to Invest/Trade Stocks Online, 22.1% more likely

with their Debit Card.

Investments Owned Adults 18 or older

)

~Ba

IRA (Individual Retirement Account)

1, 815 721 39.6%

Stocks or Stock Options

7.7%

1
20.6%
754,544 “165%
m. ok
15.5%
12.3%
SSal 9.1%
ELLBSEY 8.5%
7.1%

369,496 - B 19

¥ who Shopped at O’REILLY AUTO PARTS in the past 12mos

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)
Second Home or Real Estate Property

529 Plan / College Savings Plan
B SEA

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

% 500 90% 6.7% 8.996

] 8.1%
0 ey

Auto Loan  Certif

Home

Checking  Debit or ATM Credit Card Online Online Bill Money Personal Loan  Home
Account card Account Banking Banking Paying Mortgage Market Deposit [ms} Home Improvement
Account Mortgage Loan or Home
Equity Loan

Savings Mobile

= who Shopped at O’REILLY AUTO PARTS in the past 12mos uSEA

Professional Services Used*: Adults 18 or older

Online Investing / Stock Trading
Tax Preparation Service
Financial Planner

Accountant

Insurance Agent at a Local Office (not online)

4.6%
4.2%

4.3%
3.6%

Estate Planning

191,808

Real Estate Agent

*Past 12 Months)
Divorce / Family Attorney 1A% f /
1.2%
= who Shopped at O’REILLY AUTO PARTS in the past 12mos mSEA

SEA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 799
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—

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

F 16.4%8
Cash App American

Express
= who Shopped at O’REILLY AUTO PARTS in the past 12mos

-“ g

Square Cash  Facebook Samsung Pay
Messenger

Store Credit
Card

Discover

DebitCard MasterCard  Apple Pay

Zelle Google Pay

= SEA

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



15.1% or 727,258 of PHX DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 18.4% more likely to have a
401K, 15.1% more likely to have an Auto Loan, 42.3% more likely to Invest/Trade Stocks Online, 31.2% more

likely to pay with their Debit Card.

mﬁ ‘lnvestments Owned: Adults 18 or older Financial Services Has and/or Uses: Adults 18 or older

401K Plan

,976,587 41.0%

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds
Money Market Funds

Second Home or Real Estate Property

1,086,953 22.6%
108, 14.9%
629,935 13.1%
692 11.5%

579,560

12.0%

D, 25¢ 11.0%
[PERITH 8.7%

9.8%

48860 6.7%
ESHLT 7.4%
529 Plan / College Savings Plan Enza%
¥ who Shopped at O’REILLY AUTO PARTS in the past 12mos

Other (Crypto / NFTs / Metals, etc.)

Bonds

W PHX

sa% 5.7% 7% 4o 6.0% 59%

Personal Loan Home
Home  Improvement
Mortgage Loan or Home
Equity Loan

=

Ly
Credit Card

Moile
Banking

of

Deposit (CDs)

Online B
Paying

Online
Banking

5
Savings
Account

Checking  Debit or ATM
Account card

Market
Account

= who Shopped at O’'REILLY AUTO PARTS in the past 12mos H PHX

Professional Services Used*: Adults 18 or older

Tax Preparation Service

Financial Planner

Online Investing / Stock Trading

644,954 13.4%
0,70 8.3%
352,405 7

Accountant 3%

8.8%

Insurance Agent at a Local Office (not online)

Real Estate Agent 3.4%

0.9%
2.1%
2.8%
0.9%

= who Shopped at O’REILLY AUTO PARTS in the past 12mos

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 376
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Estate Planning

(*Past 12 Months)

Divorce / Family Attorney

m PHX

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

Facebook  Samsung Pay
Messenger

Cash App

Discover

Store Credit
Card

American Square Cash

Express

Google Pay

Debit Card

PayPal Venmo MasterCard ~ Apple Pay

Zelle

VISA

= who Shopped at O’REILLY AUTO PARTS in the past 12mos = PHX

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



W) Rutolome autozone

Walmart Walmart Auto Parts

NAPA Auto Parts
Purchased: Brakes
mnAascar watched on Local TV: NASCAR

watched on Cable TV: NASCAR
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"Purchases, Store Duplication, NASCAR"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months (Purchases Made,
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"Purchases, Store Duplication, NASCAR"
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 5 hours, 4
minutes and 57 seconds each week with All Forms of Media.

85.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 37 minutes each
week listening to All Local AM/FM Radio, representing 10.7% of total time spent with all forms of Media.
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 0 hours, 59
minutes and 10 seconds each week with All Forms of Media.

86.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 48 minutes each
week listening to All Local AM/FM Radio, representing 11.7% of total time spent with all forms of Media.
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minutes and 27 seconds each week with All Forms of Media.

77.% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos spend an avg. of 10 hours and 51 minutes each
week listening to All Local AM/FM Radio, representing 12.3% of total time spent with all forms of Media
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@v Vi , AUTO Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 2 hours, 45
ey, PARTS minutes and 4 seconds each week with All Forms of Media.

82.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 8 hours and 54 minutes each
week listening to All Local AM/FM Radio, representing 9.8% of total time spent with all forms of Media.
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ARS8 AUTO Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 4 hours, 11
® Reilly,
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= e

-3 84.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 8 hours and 50 minutes each
week listening to All Local AM/FM Radio, representing 9.8% of total time spent with all forms of Media.
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@ R il , AUTO | Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 11 hours, 46
: ei y PARTS minutes and 55 seconds each week with All Forms of Ad-Supported Media.
S -"’.'-- - ]

~3"8 82.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 8 hours and 53 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 12.2% of total time spent with all forms of Ad-Supported Media.
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-- ¥ AUTO Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 8 hours, 53
- R“Iy PARTS — minutes and 54 seconds each week with All Forms of Ad-Supported Media.

P /’_::- 83.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 17 minutes each

week listening 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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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 4 hours, 57
minutes and 52 seconds each week with All Forms of Ad-Supported Media.

74.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 52 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 13.9% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 9 hours, 44
minutes and 10 seconds each week with All Forms of Ad-Supported Media.

79.% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 7 hours and 55 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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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 10 hours, 11
minutes and 35 seconds each week with All Forms of Ad-Supported Media.
81.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 8 hours and 17 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 11.6% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 8
hours and 32 minutes each day with All Forms of Ad-Supported Media. 82.2% listen to Local AM/FM
Radio for an avg. of 76.2 minutes/day. (Local Radio delivers 12.2% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 8
hours and 7 minutes each day with All Forms of Ad-Supported Media. 83.8% listen to Local AM/FM
Radio for an avg. of 79.6 minutes/day. (Local Radio delivers 13.7% 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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| Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 7
hours and 33 minutes each day with All Forms of Ad-Supported Media. 74.3% listen to Local AM/FM

Radio for an avg. of 84.6 minutes/day.

(Local Radio delivers 13.9% of Time with Ad-Supported Media.)
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| Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 8
hours and 14 minutes each day with All Forms of Ad-Supported Media. 79.% listen to Local AM/FM
Radio for an avg. of 67.9 minutes/day.  (Local Radio delivers 10.8% of Time with Ad-Supported Media.)

G)Re“ly PARTS :%}

S e B
- -

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

{Average week] Total Persons: % Time Spent: {Average pay]
Grocery Stores
Search (Google, Bing, etc.)
ig/¥isik P Email/Text/IM/ Email/Text/IM/Z

Amazon
Prime/IMDb

Billboards &
Signs (Weekly
Drivers)
40.2

Search
(Google,
Bing, etc.)

32.7

Zoom,etc.
(Personal &
Work)
41.2

oom,etc.
(Personal &
Work)
435

Billboards & Signs (Weekly Drivers)
News/Weather /Sports (Websites/Apps) Fac;e[:agok

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

Facebook

Local AM/FM Radio
Games/Fantasy/Betting Sites
Instagram

Amazon Prime /IMDb fFireTV
YouTube Video

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

purs+Minutes/day with All

m_m'“”"’ Al 18 orolder

3333533333353

Local AM/FM Radio
76.3 A
Bing, etc.)

30.9

Billboards & Signs
(Weekly Drivers) Instagram
45, 29.6

Search (Google,

YouTube
Video
251!

Games/Fantas
y/Betting

Sites...

Shopping

(incl.

Food/Auctio
ns/Travel,e...

Radio
67.8

Shopping
(incl.
Food/Auctio
ns/Travele...

YouTube Video

Instagram L

3
302 News/W Gro

eather/S cer

ports y
(Websi... St.

Banking/Fina...

Games/Fant
asy/Betting
Sites
22.7

Amazon
Prime/IMDb/Fir
elv
27.6

Facebook
454

= who Shopped at O’REILLY AUTO PARTS in the past 12mos HSEA

m who Shopped at O'REILLY AUTO PARTS in the past 12mos HSEA

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

(Averoge Week)

Grocery Stores.

Total Persons:  Time spent: {average Da)

_ﬂﬂ'
—m'
m

T e—T
e

Adults 18 or older

Amazon
Prime/IMDb/FireT
Local AM/FM Radio \
60.7 48.8

Search (Google, Bing, etc)

Billboards & Signs (Weekly Drivers) Amazon
Prime/IMDb/FireTV

60.3

Local AM/FM Radio
67.9

s/ ts

Email/Text/IM/ Zoom,etc. (Personal & Work) Email/Text/IM/
mail/Te
Zoom,etc.
(Personal &
Work)...

Search
(Google,
Bing, etc.)
32.7

Email/Text/IM | Search
JZoom,etc. (Google,
(Personal & | Bing, etc.)

Work]... 30.9

Facebook Billboards &
Signs
(Weekly
Drivers)
45.6

Local TV Stations

Local TV Stations 100.2

124.8

Local AM/FM Radio
Shopping (incl. Food/Auctions/Traveletc.) ook
438
Shopp
ing
(incl.
Food/

News/
Weath
er/s...

YouTube Ne

Non-Premium Cable TV Networks
Instagram

Video... 212

ws/
We

Instagram Instag

Billboards &

ram

Local TV Stations mm'" Non-Premium Cable TV ) . s Non-Premium Cable  'Signs (Weekly
A Prime /IMDb/FireTV m b Shopped LO/ELLY Networks Facebook Shopping 20.8 TV Networks Drivers) Auctio | YouTube
mazon Prime/IMDb/Fire m 46.5% AUTO Pm“'epast 86.7 {incl... P 76.9 40.2 ns/T... | Video. Groc...
RO —
= who Shopped at O’REILLY AUTO PARTS in the past 12mos mSEA = who Shopped at O'REILLY AUTO PARTS in the past 12mos uSEA
SEA  DMA  Scarborough R12026: Mar25-Mar26  Quol intab 799 SO eﬁ - Shar': DfA Ev:hr'ythms
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. -al or anykhang

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



| Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 8

hours and 18 minutes each day with All Forms of Ad-Supported Media. 81.6% listen to Local AM/FM
Radio for an avg. of 71. minutes/day. (Local Radio delivers 11.6% 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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Avg. Week Ah' ﬁggio (Persons & % Reach): Adults 18 or older
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29,205,342 or 82.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 76.2 minutes every day representing
40.% of all time spent daily with Ad-Supported Audio.
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Avg. Week A{[rﬂggio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio

731,983 or 83.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 79.6 minutes every day representing
38.1% of all time spent daily with Ad-Supported Audio.
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- 102,454 or 74.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 84.6 minutes every day representing
38.3% of all time spent daily with Ad-Supported Audio.
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- 758,665 or 79.% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 67.9 minutes every day representing
40.% of all time spent daily with Ad-Supported Audio.
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- 593,178 or 81.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 71. minutes every day representing
41.% of all time spent daily with Ad-Supported Audio.

Avg. Week A{[lﬂggio (Persons & % Reach): Adults 18 or older

Local AM/FM Radio
Podcasts

Spotify

SiriusXM

YouTube Music
Owned Music

TV Music Channels
Apple Music

All Others

Amazon Music

Pandora

m

m

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

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

% Time spent:

¥

RRER R R R R R R R R
MR M

SiriusX

Podcasts

27.5

TV Music
Channels
15.1

YouTube
Music
18.3

Local AM/FM

18.6

Local AM/FM

Podcasts
23.1

Spotify
23.0

YouTube
Music
14.6

TV Music
Channels
13.0

Owned Apple

SiriusXM
18.9

All Ama
Other zon

s Musi
10.4 Gien

Pando

who Shopped at O'REILLY Radio All Others Radio Music Music ra
Audichooks l!!l!!ll' AUTO PARTS in the past 757 EX: 66.8 137 10.7 8.7
i i 5 2%
iHeartRadio 171 295 365

= who Shopped at O’REILLY AUTO PARTS in the past 12mos

u PHX

= who Shopped at O’REILLY AUTO PARTS in the pa

12mos

m PHX

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

Local AM/FM Radio
Podcasts

TV Music Channels
YouTube Music
Pandora

All Others

Spotify

Amazon Music

Taral Persons:

i L 32y

Coogecs | 2o
PR
[saa 70 | 7208

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

% Time spent:

Podcasts
263

TV Music
Channels

YouTube
Music
17.2

Amaz
All on

Others Music

Podcasts
22.2

YouTube
Music

TV Music
Channels
130

All
Pandor Other

a s

iHeartRadio E% A 151 9.5 8.0 12.0 8.7 74
s 2%
Audiobooks 0'% m . . Pandor iHean . : Amazpn
G who Shopped at O’REILLY = Local AM/FM Radio Spotify a Local AM/FM Radio Spotify Music

Owned Music _ 8:8% AUTO PARTS in the past o 0o | 71.0 115 7.7 Siri 62.9 10.3 )

Aople Music g 935 e

® who Shopped at O’REILLY AUTO PARTS in the past 12mos = PHX ® who Shopped at O’REILLY AUTO PARTS in the past 12mos H PHX

PHX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 376 Share of Everything

soefa.ai

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. for Anything _

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



29,205,342 or 82.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 76.2 minutes every day representing
40.% of all time spent daily with Ad-Supported Audio.
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’ 731,983 or 83.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 79.6 minutes every day representing
38.1% of all time spent daily with Ad-Supported Audio.
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| 102,454 or 74.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 84.6 minutes every day representing
38.3% of all time spent daily with Ad-Supported Audio.
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| 758,665 or 79.% of Adults 18 or older who Shopped at O’'REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 67.9 minutes every day representing
40.% of all time spent daily with Ad-Supported Audio.
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593,178 or 81.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 71. minutes every day representing
41.% of all time spent daily with Ad-Supported Audio.
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29,205,342 or 82.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Classic Hits, Adult
Contemporary, Country, and Pop Contemporary Hit Radio.

Local AM/FM Radro 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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731,983 or 83.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Adult Contemporary, Mexican
Regional, Pop Contemporary Hit Radio, and Country.

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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102,454 or 74.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Pop Contemporary Hit Radio, All
Sports, Adult Contemporary, and Alternative.

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

(Average Week)
Adult Contemporary

News/Talk/information

All News

Classic Hits

Urban AC

Country

Classic Rock

Pop Contemporary Hit Radio
Alternative

Contemporary Christian
Rhythmic Contemporary Hit Radio
Urban Contemporary

Hot AC

Totol Persons:

022
AT oo oot e
i

; Ro who Shopped at O'REILLY woce
AL it n e et
P W
 who Shopped at O'REILLY AUTO PARTS in the past 12mos mWDC

8 Time simn

%

[aver:

Aduit
Contemporary
25.0

Alternative

253 Country

26.6

News/Talk/In
formation

o Rhythmic

Contemporary
Hit Radio
26.4

Rhythmic

Contemporal

Hit Radio
255

Contempo

Urban AC
20.7

Pop
Contempora
ry Hit Radio

210

Contempora
Alternative

vy
19.9 26.2

Pop

Contemporary

News/Talk/Info
rmation
253

Hit Radi
229

Classic Rock
226

Classic Hits
22.9

Contemporary
Christi
219

Urban
Contem

porary
19.8

Adult
Contem
porary

18.6

= who Shopped at O’REILLY AUTO PARTS in the past 12mos

= WDC

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older
o

Totol Persons:

(average week
Adult Contemporary

All News

Classic Hits

Urban AC

Country

Classic Rock

Pop Contemporary Hit Radio
Alternative

Rhythmic Contemporary Hit Radio
Urban Contemporary
News/Talk/Information

Hot AC

All Sports

woc

M Hours+Minutes/day with Ad-
Supported Local AM/FM Radio:
Adults 18 or older

LR T ) 1“. who Shopped at O'REILLY woc
S e

= = 12mos
® who Shopped at O'REILLY AUTO PARTS in the past 12mos =WDC

DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 125

-
L
[10:3%)
o5t |

9.4%

(435 |
(S35}
(a1}

All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Ad-Supported Local AM/FM Radio Formats (% Time Spent
fvacgeog)

- [Averoge.

& Avg. Minutes/day Spent): Adults 18 or older

Rhythmic
News/Talk/Informat Contemporary

ion Cla Hit Radio Hot AC

Rhythmic
Contemporary
Hit Radio
26.4

Urban AC

Alternative 20.7

253

All Sports
322

Country

231
Urban

Contemporary
Pop 19.9
Contemporar
y Hit Radio
21.0

Adult
Contemporary
25.0

Classic Hits
141

All Sports
263

All News

Alternative 231

News/Talk/Infor
mation
25.3

Classic Hits
229

Urban AC
23.4

Hot AC
228

Pop
Contemporary
Hit Radio
229

Classic Rock
226

Adult
Contem

porary
18.6

Urban
Contem

w who Shopped at O’REILLY AUTO PARTS in the past 12mos

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

mWDC

soefa.ai

® Share of Everything

for Anything _




758,665 or 79.% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Pop Contemporary Hit Radio,
Country, Adult Contemporary, and Classic Hits.

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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- 593,178 or 81.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Hot AC, Classic Hits, Adult 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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@Rellly 22,625,901 or 63.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
2 PART_S i ——| watch Ad-Supported Local TV Stations for an average of 115. minutes every day representing 33.8%
of all time spent daily with Ad-Supported Video.

Avg. Week All Video (Persons & % Reach): Adults 18 or older Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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651,893 or 74.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 112.7 minutes every day representing 38.4%
of all time spent daily with Ad-Supported Video.
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Avg. Week A{{m}’(ﬂeo (Persons & % Reach): Adults 18 or older
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52,789 or 38.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 62.5 minutes every day representing 27.8%
of all time spent daily with Ad-Supported Video.
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495,303 or 51.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 124.8 minutes every day representing 33.9%
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Avg. Week A{{m}’(ﬁeo (Persons & % Reach): Adults 18 or older

Non-Premium Cable TV...

Local TV Stations

Netflix

Amazon Prime/IMDb/FireTV
YouTube Video

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

Disney+

Paramount+

Peacock

Premium Cable TV Networks

440,052 or 60.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 107.7 minutes every day representing 34.2%
of all time spent daily with Ad-Supported Video.
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@Rellly PA%TO — 22,625,901 or 63.7% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos
- .TA L “sn watch Ad-Supported Local TV Stations for an average of 115. minutes every day representing 33.8%
" g of all time spent daily with Ad-Supported Video.
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@Rellly AUTO 651,893 or 74.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
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52,789 or 38.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 62.5 minutes every day representing 27.8%
of all time spent daily with Ad-Supported Video.

(@587 AuTo
Rell //PARTS mEmrmrm
T

0

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

62.5% - lideo: Adults 18 or older
e "Share of Ad-Supported Video" et meret

54.4%

who Shopped at O’REILLY
AUTO PARTS in the past
12mos

54.9% 55.8%
51.5%

% of Wukiy38 3%

32.4% 317y

23.5% 22.2%

19.8%

) 17.0%
4.3% 4.1% =i 9

32,399 1,054,950 16,500 658,770 30,613 824,200 27,304 984,475 24,659 754,074

17.9%

13.1%
7]

Weekly
Total

Persons
Reached:

52,789 2,976,662 75,656 3,221,810

86,116 2,427,365 74,984 2,377,315 44,723 1,830,745

Local TV Cable TV Amazon YouTube TikTok AppleTV+ Netflix Peacock Hulu Paramount+
Average
Daily Mi
® who Shopped at O’REILLY AUTO PARTS in the past 12mos m WDC
wDC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 125 WASHINGTON, DC DMA Scarborough R1 2026: Mar25-Mar26 Qual intab 5,703 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SOEﬁ. for Anything =

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



PARTS 7z

g o K

watch Ad-Supported Local TV Stations for an average of 124.8 minutes every day representing 33.9%
of all time spent daily with Ad-Supported Video.
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’ w7 AUTO 440,052 or 60.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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22,625,901 or 63.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,

Comedies, Local News - Morning, Movies, and Game Shows.
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651,893 or 74.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening,
Game Shows, Sports, Local News - Morning, and Local News - Late.
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52,789 or 38.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, Sports, Movies, Mystery/Suspense/Crime, and Science Fiction
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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495,303 or 51.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,

Dramas, Local News - Morning, Comedies, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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440,052 or 60.5% of Adults 18 or older who Shopped at O’'REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Sports, Local News -
Evening, Local News - Morning, Movies, and Dramas.
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older

OTT TV Streaming Services

Search (Google, Bing, etc.)

social Media
Email/Text/IM/Zoom,ete. [Personal & Work)

Streaming Audio (Local Radio/
Podcasts/Streaming Services)

Games/Fantasy/Befting Sites

Shopping (incl. Food/Auctions/Travel, etc.)
YouTube/TikTok, ete.

Online Classes, Schools, Colleges, Universities
Local TV Streaming

D — AU Aug. Hours+Minutes/day with

Digital: Adults 18 or older

Concurrent
i 2 usage %:

o
FIAS AUTO PARTS in the past
70,220,99 25.7% s

= who Shopped at O'REILLY AUTO PARTS in the past 12mos

[ 28,126,310 or 79.1% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos

use Ad-Supported Social Media for an average of 142. minutes every day representing 23.7% of all
time spent daily with Ad-Supported Digital Media.
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| 706,458 or 80.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Social Media for an average of 149.3 minutes every day representing 26.8% of all time
spent daily with Ad-Supported Digital Media.
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118,899 or 86.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Social Media for an average of 183.5 minutes every day representing 29.2% of all time
spent daily with Ad-Supported Digital Media.
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[ 602,790 or 82.9% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use

Ad-Supported Social Media for an average of 158.1 minutes every day representing 26.3% of all time
spent daily with Ad-Supported Digital Media.
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- 26,426,188 or 74.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
use Ad-Supported Facebook for an average of 50.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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[ 592,771 or 67.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 56.2 minutes every day representing 37.6% of all time
spent daily with Ad-Supported Social Media.
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| 100,127 or 72.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 64. minutes every day representing 34.9% of all time
spent daily with Ad-Supported Social Media.
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686,392 or 71.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 39.8 minutes every day representing 32.6% of all time
spent daily with Ad-Supported Social Media.
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498,761 or 68.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 55.1 minutes every day representing 34.9% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Socml Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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@Rellly ;}‘lgros e | 26,426,188 or 74.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos

use Ad-Supported Facebook for an average of 50.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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| 592,771 or 67.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 56.2 minutes every day representing 37.6% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 73.1% Social Media: Adults 18 or older
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@eilly ﬁl{;{rﬂs 100,127 or 72.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
et — wn c Ad-Supported Facebook for an average of 64. minutes every day representing 34.9% of all time
. spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 72.6% 73.3% Social Media: Adults 18 or older
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| 686,392 or 71.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 39.8 minutes every day representing 32.6% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Adults 18 or older
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PANTS Ad-Supported Facebook for an average of 55.1 minutes every day representing 34.9% of all time

"“y AUTO | 498,761 or 68.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
=== ¢ PHK
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,298,516;
Local Radio: 1,856,572; Social Media: 1,654,853; Non-Prem. Cable: 784,692; Local TV:
744,963 reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in
the past 12mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 46,180; Social Media: 41,886; Local TV: 20,569; Non-Prem. Cable: 19,496
reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12

. All Other Digital Media: 59,234;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in

the past 12mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 9,994;
Social Media: 7,723; Local Radio: 6,627; Non-Prem. Cable: 2,665; Local TV: 1,588 reaching
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 59,608;
Local Radio: 47,979; Social Media: 39,592; Non-Prem. Cable: 20,541; Local TV: 16,800
reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 38,568; Local Radio: 38,074; Non-Prem. Cable: 16,438:; Local TV: 15,149
reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12

All Other Digital Media: 54,123;
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

{Average week) Totol persans:

Grocery Stores

Billboards & Signs (Weekly Drivers)
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s m m of-Home Media: Adults 18 or older
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SiriusXM Mm i i
Retai stores PRGNS SN "AUTO PARTS nthe st
YouTube Music m e

= who Shopped at O'REILLY AUTO PARTS in the past 12mos mUSA

 Time spent:

7 33,299,012 or 93.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 54.9 minutes per day driving, seeing Billboards and Signs. 68.7% Listen to Local
Radio Stations Out-of-Home for an average of 46.1 minutes/d
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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817,762 or 93.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 36. minutes per day driving, seeing Billboards and Signs. 70.% Listen to Local

Radio Stations Out-of-Home for an average of 48.2 minutes/day.
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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 18 or older
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129,950 or 94.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 56.9 minutes per day driving, seeing Billboards and Signs. 62.1% Listen to Local
Radio Stations Out-of-Home for an average of 51.3 minutes/day.
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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 18 or older
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Radio Stations Out-of-Home for an average of 41.1 minutes/day.

911,312 or 94.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 45.6 minutes per day driving, seeing Billboards and Signs. 66.% Listen to Local
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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665,454 or 91.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 64.7 minutes per day driving, seeing Billboards and Signs. 68.2% Listen to Local
Radio Stations Out-of-Home for an average of 43. minutes/day.
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'Reill Plhl:‘Txﬂs 33,299,012 or 93.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend

an average of 54.9 minutes per day driving, seeing Billboards and Signs representing 37.4% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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817,762 or 93.6% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos spend an

average of 36. minutes per day driving, seeing Billboards and Signs representing 25.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 18 or older
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129,950 or 94.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an
average of 56.9 minutes per day driving, seeing Billboards and Signs representing 39.7% of all Time Spent
with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Aduits 18 or older
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'eilly VP‘}J.[#!TTO _ 911,312 or 94.8% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos spend an
= 25

— %33 average of 45.6 minutes per day driving, seeing Billboards and Signs representing 34.9% of all Time Spent
with Ad-Supported Out-of-Home Media.
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'REI“y A%TTOS 665,454 or 91.5% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos spend an

average of 64.7 minutes per day driving, seeing Billboards and Signs representing 41.3% of all Time Spent
with Ad-Supported Out-of-Home Media.
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Out-of-Home Media: Adults 18 or older
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817,762 or 93.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 36. minutes per day driving an average of 21. miles each day and are 107.%
more likely to use Route 31 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

Top-26 Employment Zip Codes: Adults 18 or older
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129,950 or 94.3% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 56.9 minutes per day driving an average of 33.1 miles each day and are 164.%
more likely to use Route 17 than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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Top-26 Residential Zip Codes: Adults 18 or older
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911,312 or 94.8% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 45.6 minutes per day driving an average of 26.5 miles each day and are 82.5%
more likely to use Canyon Road East than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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PAA%T‘I'US 665,454 or 91.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos

— @ spend an average of 64.7 minutes per day driving an average of 37.7 miles each day and are 90.9%
: more likely to use 44th Street than the Metro average.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older
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8,697,528 or 24.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.5 minutes every day representing
31.6% of all time spent daily with All forms of Print Media.
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267,040 or 30.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing 32.2%

of all time spent daily with All forms of Print Media.
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25,058 or 18.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8. minutes every day representing 29.7%
of all time spent daily with All forms of Print Media.
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250,664 or 26.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 9. minutes every day representing 32.1%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local Daily Newspaper(s) (Daily+Sunday)
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New York Times (Daily)
Wall Street Journal (Daily)
USA Today (Daily)

All Local Weekly Newspapers

Catalogs m- i
Magazines YRy 1. {’3%
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Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older

who Shopped at O'REILLY AUTO
PARTS in the past 12mos.
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86 83
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USA Today (Daily) [Daily) (dY;I;\g;)
9.6 5

Local Daity
Newspaper(s) New York
{Daily+Sunday) Times (Daily) | Magazines
2.0 65 5.9

Local Daily
Newspaper(s)
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New York Times
New York Times (Daily)
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9.9
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s

Advertising Sk

{excluding
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USA Today (Daily)
9.7 7.6 6.6 All...
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Avg. Week Ad-Supported All Prmt Media (Persons & % Reach): Adults 18 or older Avg

Local Daily Newspa per(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspaper(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)
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Magazines m 1%
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 18 or older|
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| 328,570 or 45.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos read
Direct Mail Advertising (excluding Catalogs) for an average of 7.8 minutes every day representing
32.2% of all time spent daily with All forms of Print Media

Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)
Books

All Local Weekly Newspapers

New York Times (Daily)

Wall Street Journal (Daily)

New York Times (Daily+Sunday)
Catalogs

New York Times (Sunday)

USA Today (Daily)

Magazines

# Time spent:

Avg. Hours+Minutes/day with All
Print Media: Adults 18 or older
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

“Advertising Actions"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

107,409,961

97,287,216

63,738,660

79,811,340 29.2%

42,363,370 15.5%
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Cable TV Networks 38,641.707 T

Local AM/FM Radio 42,714,536 155

Podcasts preerrem 12.3%
Newspapers 29,990,159 11.0%
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Billboards ghpriprm 10.0%
m P18+ who Shopped at O’'REILLY AUTO PARTS in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P18+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites

Broadcast, Cable, & Sat TV
Direct Mail

Video Streaming Services

Audio Streaming Services

"Advertising Actions"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media
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Direct Mail

Broadcast, Cable, & Sat TV
Podcasts

Video Streaming Services
Cable TV Networks

Local Broadcast TV

"Advertising Actions"”

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

1 854 999 40.5%
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569 967 12.4%
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Audio Streaming Services
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Websites

Direct Mail

Social Media

Broadcast, Cable, & Sat TV
Local Broadcast TV

Audio Streaming Services

"Advertising Actions"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)
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