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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 51.7 years old (1.2% younger than
average) and have a $109,024 (10.% higher than average) annual household income.
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5.2% or 348,983 of CHI DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 49.2 years old (5.3% younger than
average) and have a $129,014 (16.4% higher than average) annual household income.
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5.2% or 265,445 of WDC DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 52. years old (1.2% older than
average) and have a $154,231 (9.% higher than average) annual household income.
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6.% or 245,693 of SEA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 51.4 years old (.1% younger than
average) and have a $135,612 (5.6% higher than average) annual household income.
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2.4% or 103,120 of PHX DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 56.8 years old (8.% older than
average) and have a $89,469 (19.5% lower than average) annual household income.
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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 21.3% more likely to be a college
graduate, 13.7% more likely to work full-time, 3.9% more likely to be married, 9.5% more likely to be a
parent of 1 or more children under 18.

&

e - 9.
‘ '.f Education Levels: Adults 25 or older Employment: Adults 25 or older O Marital Status: Adults 25 or older
\
Some High School or Less (not graduate) - 33179;'6 Employed Full-Time or Part-Time Single, Never Married
High Sclioal G“;‘é:"‘ {(12thigrade/or _’3'5" P Employed Full-Time (35 hours or more) - |y 1_ Married _=
Some College Credit {no degree) Employed Part-Time (less than 35 hours) 1% Legally Separated | i:;:
Associate's Degree (AA, AS, etc.) White Collar o" Divorced &:9 %
College Graduate (4 year college) 1" Blue Collar Widowed m ::;:
Postgraduate Degree 19‘6 Work From Home {most of the time or always) LGBTQ+ (net) - %62::
who Used JIFFY LUBE in the past 12 months mUSA who Used JIFFY LUBE in the past 12 months muUsa who Used JIFFY LUBE in the past 12 months mUSA

Top-20 Occupations: Adults 25 or older

21.5%

14.9%
6.4 6.3%
% % sa%ass AT% 4T%.4% 4T%a% ST 0x
g & &
# s‘*f a‘sf\ & & # "’pﬁ &"’ 4
¢<'° s»““ S «?«
& & & F e 4~°° *"& ‘ﬁ
FANC N A
. &
& & F G !f\
& T &
< ﬁ &

who Used JIFFY LUBE in the past 12 months

24-Aug26
at Connects,

USA F’ro'e

All Graphygﬁd HBIAI Data e /ng Copyng‘i]"fg‘%?;%%ﬁg g ?%ﬂ%%arg

142N 220.2% 23RI% 1,999 2%

Entrepreneurs/Government Workers
%
6.0% 5.3% 6.8% 2.3% 6.4%
small Business Self-Employed Government
Owner Workers

LA%A% (g 1a4% 15%3% 1%3% 0s0.3% 16%2% osda%
-—

& e" <"’ & & o ?
& & ¥
@Q d" ;b 'f'# O ’(\bf ,59“9 f#
& &@ <& o é,b"&
46"&9 q‘"” & e“g & &
& v‘b& e”f a
o° &
Gl &
o &
&
mUSA

LLC .E%F r?g‘f!grge’;erved 2105

114 b Stage in Life: Adults 25 or older

29.0%
Parent of 1 or more Children under 18 I 2.5

10.8%
Working Mothers _ 9.4

Parent of 1 or more Children Under Age 2 - 563;{’%

Parent of 1 or more Children Age 2-5 - 3 ]égén%
Parent of 1 or more Children Age 6- 11 —— :-% g;é

16.6%

Parent of 1 or more Children Age 12 - 17 — 13.6%
0

10.2%
Parent of 1 or more Childrenin College - 7.0%

2 24.0%
randparent of 1 or more Children under 18 I 2.
who Used JIFFY LUBE in the past 12 months mUSA

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): Jiffy Lube



5.2% or 348,983 of CHI DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 27.2% more likely to be a college
graduate, 16.9% more likely to work full-time, 12.% more likely to be married, 30.6% more likely to be a
parent of 1 or more children under 18.
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5.2% or 265,445 of WDC DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 17.1% more likely to be a college
graduate, 14.7% more likely to work full-time, 9.% more likely to be married, 15.3% less likely to be a
parent of 1 or more children under 18.
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6.% or 245,693 of SEA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 3.7% more likely to be a college
graduate, 7.% more likely to work full-time, 2.7% less likely to be married, 4.% more likely to be a parent
of 1 or more children under 18.

e = . .
l’.f Education Levels: Adults 25 or older Employment: Adults 25 or older ( h )Marital Status: Adults 25 or older
. 2.4% 0 s 67.6% i 2 21.8%
Some High School or Less {not graduate) . Ta% Employed Full-Time or Part-Time Single, Never Married 24.6%
High School Graduate (12th grade or 13.9% 54.4% < 57.1%
- Employed Full-Ti 35 h
GED) 23.3% mploys ime ( ours or more) 50.8% Married 58.7%
Some College Credit (no degree) Z% Employed Part-Time (less than 35 hours) &% Legally Separated ] i‘g:
— 14.2% . 51.1% . 13.5%
Associate's Degree (AA, AS, etc.) White Collar Divorced E
29.0% I 16.5% id 5.7%
College Graduate (4 year college) 24.8%, Blue Collar 16.7% Widowed I 3.6%
Postgraduate Degree 9% Work From Home (most of the time or always) LGBTQ+ (net) - ;'07;%
who Used JIFFY LUBE in the past 12 months HSEA who Used JIFFY LUBE in the past 12 months HSEA who Used JIFFY LUBE in the past 12 months WSEA
TOp-ZO OCCUPGﬁOﬂS.' Adults 25 or older Entrepreneurs/Government Workers * L ‘M . Stﬂ'ge in ’.ife.‘ Adults 25 or older
o 5.7% 6.3% 9.6% 8.3% 8.9% e6.9% Parent of 1 or more Children under 18 E— 2%8]:926%
13.7% Working Mothers 9.9%
JE2% small Business self-Employed Government o I 56
Owner Workers 5.2%
6.097.2% 7.5% Parent of 1 or more Children Under Age 2 - a 1'%
4.2% A8%.1% 3g00.0% %305 3% S5 2% <
. . . = 20@5% 2TRIK T 22% g o% 0827 LIR% 1550.T% 0 17% 206 | oon 3 s 0% 10.9% Parent of 1 or more Children Age 2-5 — 781?;65
Holl omom lm ' m Vm om om 2 S e -~
& & & & & & & & ® & & & & 2 & & I & Parent of 1 or more Children Age 6- 11 | .
& (,,«“’# & & dq,e? & , o & o f@ @&a P & & &~ o L . & P & 12.9%
-~ & ey + & & & & & G & ,sﬁé h & o Parent of 1 or more Children Age 12 - 17 17.1%
A A A A A A FA R P &~ I 13.0%
o =
f‘e@ fe & v‘@ ;b’ :tf & 45*\7‘ (,d'“éo & 3 ‘(fq‘a J\@@ & " Parent of 1 or more Childrenin College 10.1%
¢y & g & I & & @.v‘“ uos” B s
R & 3 >
& * v“@\ o“f #,o Grandparent of 1 or more Children under 18 | 23.3%
. & 23.0%
« v &
who Used JIFFY LUBE in the past 12 months mSEA who Used JIFFY LUBE in the past 12 months = SEA

All Graphs and HBS.'E?Daw l\%géfng Ca'?:cygrﬁ?r(g%géq ﬁu%%%%zfsl\ﬂﬂgl%z?' &’Iy g:gnects,%fg f/{ﬂ F?gtﬁlrs resgrzgd. o

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): Jiffy Lube



2.4% or 103,120 of PHX DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 27.% more likely to be a college
graduate, 13.7% less likely to work full-time, 14.8% less likely to be married, 5.3% more likely to be a
parent of 1 or more children under 18.
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: 4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 3.5% more likely to own their home,

13.1% more likely to own a higher valued home, 3.1% less likely to have a single-family home, 16.% more
likely to have a dog.
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5.2% or 348,983 of CHI DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 6.9% more likely to own their home,
14.6% more likely to own a higher valued home, 1.5% more likely to have a single-family home, 28.%
more likely to have a dog.
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‘ 5.2% or 265,445 of WDC DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 4.6% more likely to own their home,

3.1% more likely to own a higher valued home, 1.3% more likely to have a single-family home, 10.% more
likely to have a dog.
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6.% or 245,693 of SEA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 4.6% more likely to own their home,

.6% more likely to own a higher valued home, 4.3% more likely to have a single-family home, 3.1% more
likely to have a dog.
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2.4% or 103,120 of PHX DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 7.8% more likely to own their home,

5.7% more likely to own a higher valued home, .5% less likely to have a single-family home, 34.2% more
likely to have a dog.
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more likely to fly domestic past yr.

4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are .5% less likely to look up D-I-Y advice
online, 5.1% more likely to always vote in local elections, 17.1% more likely to belong to a gym, 19.7%
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more likely to fly domestic past yr.

5.2% or 348,983 of CHI DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 6.1% more likely to look up D-I-Y advice
online, 8.5% more likely to always vote in local elections, 11.4% more likely to belong to a gym, 16.1%
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5.2% or 265,445 of WDC DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are .9% less likely to look up D-I-Y advice
online, 9.4% more likely to always vote in local elections, 15.1% more likely to belong to a gym, 15.5%

more likely to fly domestic past yr.
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6.% or 245,693 of SEA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 7.2% more likely to look up D-I-Y advice
online, .7% less likely to always vote in local elections, 20.7% more likely to belong to a gym, 13.4% more
likely to fly domestic past yr.
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2.4% or 103,120 of PHX DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 24.2% less likely to look up D-1-Y advice
online, 6.5% less likely to always vote in local elections, 1.5% more likely to belong to a gym, 15.% more

likely to fly domestic past yr.
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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 9.2% more likely to use QSRs past mo.,

12.3% more likely to use Sit-Down Restaurants past mo., 18.8% more likely to use Casinos past yr., 18.1%
more likely to smoke cigarettes.
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Past 30-days QSR Users: Adults 25 or older
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5.2% or 348,983 of CHI DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 11.9% more likely to use QSRs past mo.,
14.5% more likely to use Sit-Down Restaurants past mo., 17.4% more likely to use Casinos past yr., 2.6% less
likely to smoke cigarettes.
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Past 30-days Sit-Down Restaurant Users: Adults 25 or older

= who Used JIFFY LUBE in the past 12 months = CHI
Total Monthly Sit-Down Re Users: A wn Restaurant Meals:
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Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)
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Past 30-days QSR Users: Adults 25 or older
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= who Used JIFFY LUBE in the past 12 months

Total Monthly QSR Users:
89.2%

mWDC

Avg. Monthly QSR Meals:

83.0%

5.2% or 265,445 of WDC DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 7.4% more likely to use QSRs past mo.,
11.5% more likely to use Sit-Down Restaurants past mo., 21.6% more likely to use Casinos past yr., 3.3%
more likely to smoke cigarettes.
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6.% or 245,693 of SEA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 11.4% more likely to use QSRs past mo.,
13.6% more likely to use Sit-Down Restaurants past mo., 14.5% more likely to use Casinos past yr., 1.1% less
likely to smoke cigarettes.

Past 30-days QSR Users: Adults 25 or older

Past 30-days Sit-Down Restaurant Users: Adults 25 or older
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Past 30-days QSR Users: Adults 25 or older

q 1 time
1 ,

2 times
3 times
4 times
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10times or more
= who Used JIFFY LUBE in the past 12 months

Total Monthly QSR Users: Avg. Monthly QSR Meals:
88.0% 83.3%

2.4% or 103,120 of PHX DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 5.6% more likely to use QSRs past mo.,
9.1% more likely to use Sit-Down Restaurants past mo., 11.1% more likely to use Casinos past yr., 45.6%
more likely to smoke cigarettes.
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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 20.6% more likely to have a 401K, 20.5%
more likely to have an Auto Loan, 21.% more likely to Invest/Trade Stocks Online, 14.2% more likely to pay
with their Debit Card.

mﬁ ‘lnvestments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older
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5.2% or 348,983 of CHI DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 35.1% more likely to have a 401K, 15.4%
more likely to have an Auto Loan, 6.5% less likely to Invest/Trade Stocks Online, 6.4% more likely to pay with
their Debit Card.

mﬁ ﬁlnvestments Owned: Adults 25 or older
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5.2% or 265,445 of WDC DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 19.4% more likely to have a 401K, 28.9%
more likely to have an Auto Loan, 27.2% more likely to Invest/Trade Stocks Online, 6.1% more likely to pay

with their Debit Card.
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6.% or 245,693 of SEA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 6.5% more likely to have a 401K, 53.4%
more likely to have an Auto Loan, 15.7% more likely to Invest/Trade Stocks Online, 12.9% more likely to pay
with their Debit Card.

mﬁ ﬁlnvestments Owned: Adults 25 or older
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2.4% or 103,120 of PHX DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 8.4% more likely to have a 401K, 9.8%

more likely to have an Auto Loan, 4.6% less likely to Invest/Trade Stocks Online, 24.% more likely to pay with
their Debit Card.
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"Top Makes and Models Owned or Leased"”

P25+ who Used JIFFY LUBE in the past 12 months (Top Vehicle Makes and Models Owned
or Leased)

HONDACR-V [P
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TOYOTA COROLLA

RAM 1500

HONDA ACCORD son

HYUNDAI ELANTRA

® P25+ who Used JIFFY LUBE in the past 12 months (Top Vehicle Makes and Models Owned or Leased) ™ P25+ USA (Top Vehicle Makes and Models Owned or Leased)
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“Top Makes and Models Owned or Leased"”

P25+ who Used JIFFY LUBE in the past 12 months (Top Vehicle Makes and Models
Owned or Leased)
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“Top Makes and Models Owned or Leased"”

P25+ who Used JIFFY LUBE in the past 12 months (Top Vehicle Makes and Models Owned
or Leased)
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"Top Makes and Models Owned or Leased"”

Owned or Leased)
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"Top Makes and Models Owned or Leased"

P25+ who Used JIFFY LUBE in the past 12 months (Top Vehicle Makes and Models Owned
or Leased)

12,141 11.8%
225604 |2

8,783 8.5%
166,672 16%

8,146 7.9%
81,058 1.9%

HYUNDAI ELANTRA | 1 - 6.6%

5,883 5.7% - T
JEEP COMPASS (47001 [ERT | P
NISSAN PATHFINDER e - . I I u be«u

JEEP WRANGLER UNLIMITED

CHEVROLET CRUZE

5,327 5.2%
FORD F150 reem -

5,346 5.2%
135,024 3.2%

5,405 5.2%
KIASOUL rrer S - <

CHEVROLET TRAVERSE  Jieee y o

TOYOTA HIGHLANDER 13 = 4.7% PHOENIX

CADILLAC CTS g 5K

TOYOTATACOMA

— e al

il

P25+ who Used JIFFY LUBE in the past 12 months (Top Vehicle Makes and Models Owned or Leased) B P25+ PHOENIX (Top Vehicle Makes and Models Owned or Leased)

PHOENIX DMA Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-Jul25 Qual Intab: 151 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reservec So e a » al for Anything =

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): Jiffy Lube



Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 10 hours, 44 minutes and 25
seconds each week with All Forms of Media.

82.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 53 minutes each week listening to
All Local AM/FM Radio, representing 7.8% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 13 hours, 2 minutes and 23
seconds each week with All Forms of Media.

89.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 59 minutes each week listening to
All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 6 hours, 0 minutes and 59
seconds each week with All Forms of Media.

80.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 47 minutes each week listening to
All Local AM/FM Radio, representing 8.1% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 4 hours, 55 minutes and 43
seconds each week with All Forms of Media.

73.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 21 minutes each week listening to
All Local AM/FM Radio, representing 7.% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 6 hours, 14 minutes and 3
seconds each week with All Forms of Media.

74.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 23 minutes each week listening to
All Local AM/FM Radio, representing 7.% of total time spent with all forms of Media.

i
Weekly 94.0% Avg. H:M:S/week with All Forms of Media:
Reach %: . Adults 18 or older

71:59:39
Concurrent
soge %: 51.9%
who Used JIFFY LUBE in the PHX
past 12 months
% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:
1‘6‘\
&
® who Used JIFFY LUBE in the past 12 months B PHX
®
) = 3h f Everythi
PHX  DMA  Scarborough R2 2025-26: Aug24-Jul26 ~ Qual Intab 151 PHX  DMA  Scarborough R2 2025-26: Aug24-Jul26  Qual Intab 4,474 HUbefd H SOEfa. *For Anyening «
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. media that connects

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): Jiffy Lube



Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 14 hours, 36 minutes and 23

seconds each week with All Forms of Ad-Supported Media.

77.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 6 hours and 58 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 8.7% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 17 hours, 28 minutes and 20

seconds each week with All Forms of Ad-Supported Media.

84.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 4 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 9.1% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 11 hours, 56 minutes and 48

seconds each week with All Forms of Ad-Supported Media.

76.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 0 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 8.9% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 8 hours, 47 minutes and 52

seconds each week with All Forms of Ad-Supported Media.

70.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 6 hours and 36 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 8.2% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 10 hours, 57 minutes and 34

seconds each week with All Forms of Ad-Supported Media.

71.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 6 hours and 49 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 8.3% of total time spent with all forms of Ad-Supported Media.
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avg. of 59.7 minutes/day.

| Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 8 hours and 56
minutes each day with All Forms of Ad-Supported Media. 77.7% listen to Local AM/FM Radio for an

(Local Radio delivers 8.7% of Time with Ad-Supported Media.)
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| Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 9 hours and 21
minutes each day with All Forms of Ad-Supported Media. 84.6% listen to Local AM/FM Radio for an
(Local Radio delivers 9.1% of Time with Ad-Supported Media.)
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Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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avg. of 60.1 minutes/day.

Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 8 hours and 33
minutes each day with All Forms of Ad-Supported Media. 76.4% listen to Local AM/FM Radio for an
(Local Radio delivers 8.9% of Time with Ad-Supported Media.)
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avg. of 56.7 minutes/day.

| Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 8 hours and 6
minutes each day with All Forms of Ad-Supported Media. 70.7% listen to Local AM/FM Radio for an

(Local Radio delivers 8.2% of Time with Ad-Supported Media.)
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avg. of 58.5 minutes/day.

| Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 8 hours and 25
minutes each day with All Forms of Ad-Supported Media. 71.8% listen to Local AM/FM Radio for an

(Local Radio delivers 8.3% of Time with Ad-Supported Media.)
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- 7,736,027 or 77.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 59.7 minutes every day representing 35.7% of all
time spent daily with Ad-Supported Audio.
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- 295,165 or 84.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 60.6 minutes every day representing 37.9% of all
time spent daily with Ad-Supported Audio.
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- 202,914 or 76.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 60.1 minutes every day representing 35.% of all
time spent daily with Ad-Supported Audio.
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- 173,807 or 70.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 56.7 minutes every day representing 34.4% of all
time spent daily with Ad-Supported Audio.
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Avg. Week Al! mﬁudio (Persons & % Reach): Adults 25 or older
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- 74,048 or 71.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 58.5 minutes every day representing 36.7% of all
time spent daily with Ad-Supported Audio.
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' 7,736,027 or 77.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 59.7 minutes every day representing 35.7% of all
time spent daily with Ad-Supported Audio.
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295,165 or 84.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-

Supported Local AM/FM Radio for an average of 60.6 minutes every day representing 37.9% of all
time spent daily with Ad-Supported Audio.
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202,914 or 76.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 60.1 minutes every day representing 35.% of all
time spent daily with Ad-Supported Audio.

Weekly

Avg. Hours+Minutes/day with Ad-Supported
Reach % 75.4%

Audio: Adults 25 or older

73.0%

"Share of Ad-Supported Audio” - 2:21

who Used JIFFY LUBE in the wWDC
past 12 months
% of Wee
Time Spen
Ad-Suppo

Audio

37.6%

11.4%

...... i con BT% ¥ 8.2% 4o 6.7% 6.2%
% 3.7% 9
7.4% 27/

Reached: 502,914 3,704,843 09,846 1,417,379 47,628 559 263 44,104 719 976 27,132 387,735 30,303 352 650 23,134 475 632 21,801 214 650 17,716 312 764 0,804 135 494

3'\’

Weekly
Total
Persons

Local AM/FM Podcasts YouTube Music TV Music Spotify All Others Pandora iHeartRadio Amazon Music SiriusXm
Shae Radio Channels
Daily M
& who Use in the past 12 months |
wbpc DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 641 WwDC DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 10,324 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. soeﬁ-al for Anything _ =

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): Jiffy Lube




173,807 or 70.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 56.7 minutes every day representing 34.4% of all
time spent daily with Ad-Supported Audio.

Weekly 54 70, 71.8%
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74,048 or 71.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-

Supported Local AM/FM Radio for an average of 58.5 minutes every day representing 36.7% of all
time spent daily with Ad-Supported Audio.

Weekly . Avg. Hours+Minutes/day with Ad-Supported
Reach % 78.5%

Audio: Adults 25 or older
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7,736,027 or 77.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Classic Hits, Country, and Classic Rock.

Local AM/FM Rad:o Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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295,165 or 84.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary, Country,
Urban Contemporary, and Classic Rock.
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202,914 or 76.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are All News, Classic Hits, Adult Contemporary, Country, and
Urban AC.
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173,807 or 70.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio, Country,

Classic Rock, and Classic Hits.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 25 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

(Average Week)
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74,048 or 71.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult Contemporary, Adult Hits, Country, and Hot

Total Persons:

o O W,
EECE —

TR I— R
—
fessasa | uo
Loz ses |10
PR i vwirm
locaso | sk

m who Used JIFFY LUBE in the past 12 months

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 25 or older

who Used IIFFY LUBE in the PHX
past 12 months

H PHX

 Time Spant-

Active Rock
332

Alternative
31.7

Pop
Contemporary
Hit Radio
31.0

News/Talk/Infor

mation
30.7

Mexican
Regional
30.6

Classic Rock

29.7

Adult
Contemporar

Y
26.7

Conte
mpora
ry
Christi
an

Alternative
320

Active Rock
30.6

Adult Hits
290

Mexican
Regional
28.6

temporary
Christian
28.6

News/Talk/Infor
mation

28.0

Classic Hits
274

Country
27.0

Contemp
orary Hit
Radio
26.9

All Sports
26.8

Adult Contemporary
26.5

® who Used JIFFY LUBE in the past 12 months

B PHX

Ad-Supported Local AM/FM Radio Formats (Persons & % Reach): Adults 25 or older

(average week)
Adult Contemporary

Country

Classic Hits

Pop Contemporary Hit Radio
Hot AC

Adult Hits

Classic Rock

Active Rock
News/Talk/Information
Alternative

Mexican Regional

All Sports.

Rhythmic AC

All Grapffs and sogM ai Dafasﬁogof ﬁ?;‘ggoﬁjzm og 5@;%3%;

Total Persons:

Avg. Hours+Minutes/day with Ad-
Supported Local AM/FM Radio:
Adults 25 or older

who Used WFFY LUBE in
the past 12 months

= who Used JIFFY LUBE in the past 12 months = PHX

g / Megféa‘hg ttagonnects LLC. All rights reserved.

Ad-Supported Local AM/FM Radie Formats (% Time Spent
Taverage ooy

& Avg. Minutes/day Spent): Adults 25 or older

All Sports

Active Rock

3.2

Alternative
317

Pop
Contemporary
Hit Radio
310

News/Talk/Info
rmation
30.7

Mexican
Regional
306

Classic Rock
29.7

Adult
Contemporar

W
26.7

Adult Rhythmi
Hits cAC
259 256

Country

220

Mexican
Regional
28.6

Rhythmic AC
286

News/Talk/Infor
mation
28.0

Classic Hits

274

Classic Rock
27.7

Pop
Contemp
orary Hit

Radio

26.9

All Sports
26.8

Adult Contemporary
26.5

m who Used JIFFY LUBE in the past 12 months

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): Jiffy Lube

mPHX

® Share of Everything

soefa.ai

for Anything &



6,667,025 or 67.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 103.7 minutes every day representing 31.4% of all
time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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260,999 or 74.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 118.9 minutes every day representing 36.5% of all
time spent daily with Ad-Supported Video.
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169,959 or 64.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 68.7 minutes every day representing 25.1% of all time
spent daily with Ad-Supported Video.
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137,790 or 56.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 93. minutes every day representing 28.9% of all time
spent daily with Ad-Supported Video.
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65,442 or 63.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 96.4 minutes every day representing 29.4% of all time
spent daily with Ad-Supported Video.
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6,667,025 or 67.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 103.7 minutes every day representing 31.4% of all
time spent daily with Ad-Supported Video.
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260,999 or 74.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 118.9 minutes every day representing 36.5% of all
time spent daily with Ad-Supported Video.
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169,959 or 64.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 68.7 minutes every day representing 25.1% of all time
spent daily with Ad-Supported Video.
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137,790 or 56.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 93. minutes every day representing 28.9% of all time
spent daily with Ad-Supported Video.

Weekly 63.4% Avg. Hours+Minutes/day with Ad-Supported

Reach % llshare OfAd-SuppOf’ted v"deo n Video: Adults 25 or older

—
56.1% 55.3%

47.2%
who Used JIFFY LUBE in the SEA
past 12 months
% of Wee
Time Spe
Ad-5uj
Video:

0,
24.8% 2025

21.5% 22.2%

16:3% 15 0% 14.8% 14.4%

13.1% 11 7%

Weekly
Total
Persons 3 6% 3 7% 3 6% e =
Reached: [ ]
137,790 2,098,283 155,649 2,220,282 135,973 1,927,183 116,055 1,691,115 52,903 739 385 54,533 823 670 32,275 475 636 60,859 1,066,972 40,170 611,102 36,482 585,608
Local TV Cable TV Amazon YouTube AppIeTV+ Hulu Netflix’ TikTok Peacock Paramount+
Average
Daily Mi
® who Used JIFFY LUBE in the past 12 months m SEA
SEA DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 477 SEA DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 7,280 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. soeﬁ_ for Anything _ ©

Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): Jiffy Lube



65,442 or 63.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 96.4 minutes every day representing 29.4% of all time
spent daily with Ad-Supported Video.
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' 6,667,025 or 67.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies, Local
News - Morning, Movies, and Game Shows.
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' 260,999 or 74.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Comedies, Sports, Local
News - Morning, Movies, and Game Shows.
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169,959 or 64.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local News - Evening,
Dramas, Movies, and Local News - Morning.

Local TV Station Programs (Persons & % Reach): Adults 25 or older
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Local TVStatfon Programs (Persons & % Reach): Adults 25 or older
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137,790 or 56.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Comedies, Movies, and Game Shows.
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' 65,442 or 63.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies, Local
News - Morning, Movies, and National/Network News.
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‘ 7,819,545 or 78.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Social Media for an average of 150.2 minutes every day representing 24.8% of all time
spent daily with Ad-Supported Digital Media.
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286,255 or 82.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Social Media for an average of 181.9 minutes every day representing 29.2% of all time spent daily
with Ad-Supported Digital Media.
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210,701 or 79.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Social Media for an average of 159.1 minutes every day representing 26.3% of all time
spent daily with Ad-Supported Digital Media.
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179,041 or 72.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Social Media for an average of 115.1 minutes every day representing 19.8% of all time
spent daily with Ad-Supported Digital Media.
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7,609,764 or 76.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Facebook for an average of 52.7 minutes every day representing 35.1% of all time spent
daily with Ad-Supported Social Media.
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daily with Ad-Supported Social Media.

243,634 or 69.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Facebook for an average of 59.5 minutes every day representing 32.7% of all time spent
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209,605 or 79.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 54.2 minutes every day representing 34.1% of all time spent daily with
Ad-Supported Social Media.
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179,041 or 72.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Facebook for an average of 36.3 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.
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79,209 or 76.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 39.7 minutes every day representing 38.9% of all time spent daily with
Ad-Supported Social Media.
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7,609,764 or 76.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-

Supported Facebook for an average of 52.7 minutes every day representing 35.1% of all time spent
daily with Ad-Supported Social Media.
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243,634 or 69.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Facebook for an average of 59.5 minutes every day representing 32.7% of all time spent
daily with Ad-Supported Social Media.
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209,605 or 79.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 54.2 minutes every day representing 34.1% of all time spent daily with
Ad-Supported Social Media.
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| 179,041 or 72.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Facebook for an average of 36.3 minutes every day representing 31.6% of all time spent
daily with Ad-Supported Social Media.
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| 79,2089 or 76.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 39.7 minutes every day representing 38.9% 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...
Social Media: 496,497; Local Radio: 491,810; Non-Prem. Cable: 268,328; Local TV: 230,983
reaching Adults 25 or older who Used JIFFY LUBE in the past 12 months.

All Other Digital Media: 699,709;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 19,156; Social Media: 18,604; Non-Prem. Cable: 9,929; Local TV: 9,724
reaching Adults 25 or older who Used JIFFY LUBE in the past 12 months.

All Other Digital Media: 27,090;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 13,293; Local Radio: 12,769; Non-Prem. Cable: 7,109; Local TV: 5,648
reaching Adults 25 or older who Used JIFFY LUBE in the past 12 months.

All Other Digital Media: 17,103;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 or older who Used JIFFY LUBE in the past 12 WDC Metro Area Adults 25 or older
months 1,800,000
90,000
1,600,000
80,000
1,400,000
70,000
1,200,000
60,000
1,000,000
50,000
800,000
40,000
600,000
30,000
20,000 400,000
10,000 200,000
0 0
S RS S O R R R R ® R ® R R 4& WP P R PP oA P P g R R R R R R ¢
R *\’°9¢',,°.»“Q’qﬁoﬁ'w’vﬁ@’«‘l‘#’qo@},&c’ 95“~?q?-»°u°4@«°¢#es~;sﬂ'aﬁ‘oﬁo§ﬁ@9’@1‘%« o
s Mon-Fri Local AM/FM Radio AQH e Mon-Fri Local TV Station AQH s Mon-Fri Local AM/FM Radio AQH Mon-Fri Local TV Station AQH
s Mo Fri Non-Premium Cable TV AQH s Mon-Fri Social Media AQH e Mon-Fri Non-Premium Cable TV AQH s VM on-Fri Social Media AQH
e [Vion- Fri Digital Media (Less Social) AQH e | on- Fri Digital Media (Less Social) AQH

WDC DMA Scarborough R2 2025-26: Aug24-Jul26 Qual Intab 641

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

Stores HHLD shopped for auto products/srvcs

® Share of Everything

pst 12 mo (HHLD): Jiffy Lube




M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 11,054; Social Media: 10,011; Non-Prem. Cable: 5,521; Local TV: 4,600
reaching Adults 25 or older who Used JIFFY LUBE in the past 12 months.

All Other Digital Media: 16,308;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 5,496; Local Radio: 4,586; Non-Prem. Cable: 2,654; Local TV: 2,018 reaching
Adults 25 or older who Used JIFFY LUBE in the past 12 months.

All Other Digital Media: 6,937;
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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= who Used JIFFY LUBE in the past 12 months
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usage %:

past 12 months

who Used JIFFY LUBE in the usa

9,267,813 or 93.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an
average of 53.9 minutes per day driving, seeing Billboards and Signs. 65.% Listen to Local Radio
Stations Out-of-Home for an average of 36.2 minutes/day.
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329,824 or 94.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an
average of 52. minutes per day driving, seeing Billboards and Signs. 70.7% Listen to Local Radio
Stations Out-of-Home for an average of 36.7 minutes/day.
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237,205 or 89.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an
average of 59.2 minutes per day driving, seeing Billboards and Signs. 63.9% Listen to Local Radio
Stations Out-of-Home for an average of 36.4 minutes/day.
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233,464 or 95.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 56. minutes per day driving, seeing Billboards and Signs. 59.1% Listen to Local Radio Stations Out-
of-Home for an average of 34.3 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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96,892 or 94.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 27.1 minutes per day driving, seeing Billboards and Signs. 60.% Listen to Local Radio Stations Out-
of-Home for an average of 35.5 minutes/day.
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9,267,813 or 93.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of

53.9 minutes per day driving, seeing Billboards and Signs representing 35.8% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 or older
Weekly

Reach % "Share of Ad-Supported OOH Media"

N
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329,824 or 94.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 52.
minutes per day driving, seeing Billboards and Signs representing 34.1% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older

Reach % "Share of Ad-Supported OOH Media"
94.5% 96.2% 96.9% - TEs

84.3%
who Used JIFFY LUBE in the CHI
past 12 months

70.7%

46.2%

34.5%

34.4%
30.2%

17.0% 18.2%

8.8%

— 5.7%
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237,205 or 89.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of
59.2 minutes per day driving, seeing Billboards and Signs representing 36.4% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older

Reach % "Share of Ad-Supported OOH Media"

85.2%

81.8% who Used JIFFY LUBE in the wbDC

past 12 months

37.9% 3549 37-6%

31.4%

31.3%

23.8%

' 12.8%

23.3%

17.8%

“

7.6%
— 5.8%

Total

Persons

Reached: e o rds azslisg"‘.rfs1 ARTEM Radio Walking in ‘al'csaﬁr‘:g,l Grocery stores Shopping Walls”  Restaurants & Bars Pudcasfs Mbvie Theatérs ealth Clu bsﬁivm Stadiums & -‘2\?'32111275
Average (Weekly Drivers) Cities, Downtown
Daily Minutes Areas
with Ad-Supported

OOH Media: 5

® who Used JIFFY LUBE in the past 12 months m WDC

wbC DMA Secarborough R2 2025-26: Aug24-Jui26 Qual Intab 641 woC DMA Scarborough R2 2025-26: Aug24-1ul26 Qual Intab 10,324 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved. soeﬁ for Anything _ =
-

Stores HHLD shapped for auto products/srves pst 12 mo (HHLD): Jiffy Lube



233,464 or 95.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 56.
minutes per day driving, seeing Billboards and Signs representing 38.5% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Weekl " 92.5% 92.8% _ Out-of-Home Media: Adults 25 or older
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96,892 or 94.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 27.1
minutes per day driving, seeing Billboards and Signs representing 24.8% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 or older
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329,824 or 94.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an
average of 52. minutes per day driving an average of 30.2 miles each day and are 110.1% more likely
to use Fullerton Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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237,205 or 89.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an
average of 59.2 minutes per day driving an average of 34.4 miles each day and are 65.9% more likely
to use Independence Avenue than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older Top-26 Residential Zip Codes: Adults 25 or older Top-26 Employment Zip Codes: Adults 25 or older
1-95/1-495 Capital Beltway [RS8 w— 7% S s 352% 22030 3.62%
1-66 28.9% 22030 m 3.01% 20878 W 2.66%
I1-295/Baltimore Washington Parkway i m o oo 28.0% 20112 ZhAR 20001 2%
Route 1 Fyer . 23.0% 22310 — 251% 22315 — 2.27%
Route 28 B 10-2% 22101 [ 2.25% 20100 [STII——— 211%
Route 29/Colesville Road 7 slmaz.-m 22193 221% 22101 PRGYE 0.57% 2
Route 355/Rockville Pike/Wisconsin Avenue Nl 22192 2% 22192 W 179%
Route 15 FRAPRR 1o2% 22625 [N 15T 22202 — 1.02%
Pennsylvania Avenue M&%‘”‘ 20774 1.84% 20009 0.59% .
Route 50/New York Avenue % 20772 QRS 0.77% LI8% 20165 w e
East-West Highway 25 21740 M 7% 22203 W 0%
Route 97/Georgia Avenue g.';;é 20904 LE0% 22025 m 127%
16th Street FETEN 8.1% 22554 PR 1.63% I 20003 e
Veirs Mill Road s 5:0% 22042 1.56% 20770 RO 1%
Route 5/Branch Avenue e 20000 A oy, % 20774 RO v *
New Hampshire Avenue B3 7.7% 22305 O La42% 20024 B oo
K Street To% 20010 13a% 20151 PRSI 115%
Randolph Road Ms 11;.‘195 22025 w 1.29% 20772 — 1.15%
Independence Avenue m_”%”‘ 20910 L 20148 M noe%
Massachusetts Avenue 57'_5:& 20832 m 1.26% 22102 M’l‘.ﬂ%
Route 301 [T 05% Avg. Hours+Minutes/day Driving: | 20169 W 1.19% 20010 B 0.57%
Route 185/Connecticut Avenue [ZB88 5% A 2 v ler 20024 W 119% 20002 FHRY e
14th Street [JOESH 63% 20785 _— 20171 GEERON
Constitution Avenue JR0 54% Avg. Miles/Day 25413 [RUINN 1.05% 20004 EEROT O
Route 214/Central Avenue EJ.%';-% mmgm P — — 20109 oS 2011 Mmmm
Route 210/indian Head Highway . 40% the past 12 months 20147 1.04% 20176 R o "o
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233,464 or 95.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 56. minutes per day driving an average of 32.6 miles each day and are 89.3% more likely to use
Meridian Avenue/Highway 161 (Puyallup) than the Metro averag

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older Top-26 Residential Zip Codes: Adults 25 or older Top-26 Employment Zip Codes: Adults 25 or older
S cc.c% | 98597 0.10% e 98023 R oo —"—
05 e e 98012 prerm 1.19% 2% 95503 0.44% 220
90— 23 3% 98042 Dars 1o 98012 il
Highway 99 (Aurora Ave, Evergreen Way,... 23@2"’ 98503 W 1.82% 98230 M 172%
Highway 167 (River Road) JEAFS e 10.1% 98374 Oy 1.81% 98121 P Oy M 1.58%
Highway 512 15.5% 98501 1.77% 98466 1.55%
Highway 2 %11.1% 98338 W 1.74% 98002 1.54%
1st Avenue (Seattle) MM’?'“ 98230 W 1.72% 98052 m S0k
Meridian Avenue/Highway 161 (Puyallup) mmm"’% 98382 PR 1.65% 98204 W 1.46%
South Tacoma Way M?.ﬁ%ﬁ 98367 W 1.60% 98275 W 1.32%
Narrows Bridge JRZ80%%, 9% 98121 [ o 1.58% = 98100 B som 2%
Pacific Avenue (Tacoma) 7_’9',1:‘ 98203 M 1.57% ﬁ ﬁ 98195 W 129%
Highway 520 ZNSAW . s9% 98056 U o 1.41% h ﬁ 98133 By 1.22%
Highway 522 mﬂg.sﬁ 98275 W 137% 98406 W 1.16%
6th Avenue (Seattle) JE 98366 TR o or e 137% 98374 119%
6th Avenue (Tacoma) B3 08406 P e 1.37% 98366 B 111%
West Seattle Bridge % 98011 PR 04s% A% 98102 P — 1.03%
Canyon Road East Bk 98052 P 22%0s 98042 P e 1.02%
Lake City Way JVE2? S0% 98116 P e 121% 98103 A o 099
Fremont Bridge [s®, 5. 98036 Lis% 98002 FEIEREOT e 0.97%
Montlake Bridge ‘5082" Avg. Hours+Minutes/day Driving: | 98007 W 118% 98034 m% 9%
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Highway 500 82 40%, D"""""“'Muﬂd"mmm s 08387 [ — 1.14% 98004 PR Q% e
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96,892 or 94.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 27.1 minutes per day driving an average of 15.8 miles each day and are 66.6% more likely to use
32nd Street than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older Top-26 Residential Zip Codes: Adults 25 or older Top-26 Employment Zip Codes: Adults 25 or older
10 N arow v | 85029 MG T 85929 [P0 e
17— 34.6% 85202 [EIT— 6711% 85202 [SELIVII— 6.51%

Red Mountain Freeway (NE Loop 202) 311% 85212 | — 6.23% 85000 [N 1.32%
Indian School Road e gay . 30.8% 85008 ey . 85087 (OO 3.49%
McDowell Road P o 5% 85003 P — o.a1% 85113 [N 3.4e%
Superstition Freeway (E Hwy 60) B e toom | 27-6% 85122 [ 3.78% 85201 B — 2.98%
Santan Freeway (SE Loop 202) ¥y oS 27.4% 85339 M 3.70% 85173 [REsES 2.22%
Camelback Road  fpam . 6:9% 85087 PEI— 3.09% 85206 [EEoamomm 200%
Highway 51 i 86301 REIRTTL e 4% 85224 [ T
Price Freeway (SE Loop 101) [5frr ST 24.5% 85051 W 2.37% 85138 w 1.63%
Tthstreet B 1% 85115 [fTE— 32% — 85033 [PUNEEEN 1.57%
Thomas Road {7y o 20.4% 85029 3.a1% ﬁ 5 ﬁ 85004 ‘9;33%
Chandler Bivd BN E i 19.7% 85201 pESTTI————S 3a0% & ﬁ 3| | ss2se 2%
Agua Fria Freeway (NW Loop 101) SIZE g 10.9% 85015 [EEme— 2.74% 85032 113
Pima Freeway (NE Loop 101) [T 18.7% asi73 [P 2% 85029 [ROON 1
Bell Road [ 21 4% 85224 O ttat 85119 S, 0%
Scottsdale Road Lok 85206 W 2.09% 85288 [ABWN 0.82%
7th Avenue (SRS 15.0% 85138 [P, 2.03% 8s28a B O3
32nd Street A% 85331 [EEERNOE, 1o 85016 QR 060%
Central Avenue FUEETRRRIIS 14.0% 85037 [REEWR 1s7% 85021 [ 0%
Cave Creek Road m 13.0% Avg. Hours+Minutes/day Driving: | 85119 m La0% 85323 4 1?56132‘
AathStiest 394505 ) 11.6% Adults 25 or older 85286 93916'“% 85253 H _-;),.23%
Arizona Avenue/Country Club 2%1’"0% 85023 M“‘m 85283 _.:03'%‘%
Grand Avenue (W Hwy 60) R3S 101% A,g_M;,es/o.,,- 85268 [T 134% 85281 DAk %
Washington Street m_Ba% m“"tmwmwmh - 85283 [ 127% 85040 B 043%
Deer Valley Road FRScomm Sor the past 12 months 85204 102‘.’57% 85345 Q3a%
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Top Residential Zip Codes: (Adults 25 or older who Used JIFFY LUBE in the past 12 months)
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. 3,592,005 or 36.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.3 minutes every day representing 30.1% of all
time spent daily with All forms of Print Media.

Avg. Week All Print !ﬁidia (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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New York Times (Daily)

New York Times (Sunday)

Al Local Weekly Newspapers

Wall Street Journal (Daily)

Magatines

USA Today (Daily)

Catalogs

e o mam
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S ——
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Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

m-m- S

12 months
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Local Daily
Newspaper(s)
(Sunday)
12.9

Local Daily
Wall Street Journal Newspaper(s)
(Daily} (Daily+Sunday)
10.6 9.3

Direct Mail
Advertising
{excluding Catalogs)
7.6

Local Daily
Newspaper{s)
(Daily
8.8

Magazines
1.6
New York Times.

(D:\;\ﬂ Catalo...

New York Times
(Daily+Sunday)
10.7

Local Daily
Newspaper(s)
(Sunday)
12.3

Local Daily
Newspaper(s)
(Daily+Sunday)

88

USA Today (Daily}
LE]

New York Times.
{Daity)
82

Local Daily

New Yok Thues Newspaper{s) (Daily

(Daily+Sunday) 83
10.2

Direct Mail
Advertising
(excluding

Catalogs)
7.4 A=

Catalogs
3.6
Wall Street Journal
(Daily) Magazines
10.0 16

mUSA

= who Used JIFFY LUBE in the past 12

months

mUSA

Avg. Week Ad-Supported AII Print Media (Persons & % Reach): Adults 25 or older Avg.

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily+Sunday)

New York Times (Daily)

New York Times (Sunday)

All Local Weekly Newspapers

Wall Street Joual (Daily)

Magazines

USA Today (Daily)

Catalogs

Books

UsA

USA Projection

persons:

65 124 281 26.8%
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Avg. Hours+Minutes/day with Ad- W
Supported Print Media: Adults 25 or olderm

AP - T o Use Y L e
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Local Daity
Newspaper(s)
(Sunday)
12.9

New York Times.
{Sunday)
128

Local Daity Local Daily
(s) Newspaper(s)

USA Today (Daily)
L Mewspaperfs
(Daily+Sunday) (Daily

New York Times
(Daity+Sunday)
10.7

Direct Mail Adve
{excluding Catalogs
7.6

Wall Street Journal (Daily)

Local Daily
Newspaper(s)
{Sunday)
123

New York Times
(Sunday)
12.2

Lacal Daily Local Daily

Newspaper{s) Newspaper(s)

{DailysSunday) (Daily
88 83

Wall Street Journal [Daily)
10.0

New York Times
{Daily) Magazines
2 76

Direct Mail Advertising (excluding
Catalogs)
7.4

USA Today (Daily)
9.8
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138,039 or 39.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.5 minutes every day representing 31.6% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

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

Local Daily Newspaper(s) (Daily

Books

All Local Weekly Newspapers

Magazines

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

New York Times (Daily)

Catalogs

USA Today (Daily)

Total persans:

Avg. Hours+Minutes/day with All

Print Media: Adults 25 or older
et .
P e 015 |
A ' 250 o a5 e e s o

12 months

PR Tow
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% Time spent:

USA Today (Daily)
13.2

Local Daily
Newspaper(s)
{Daity+Sunday)

5

Local Daily Newspaper(s)
(Sunday)
131

Local Daily
Newspaper(s)
(Daity
9.1

New York Times
{Daily+Sunday)
124

New York Times
(Daily)
10.4

Direct Mail
Advertising
(excluding
Catalogs)
75

Magazines
73

Catalo-..

Local Daily
Newspaper(s)
(Sunday)
125

New York Times
(Sunday)
12.3

New York Times
(Daily+Sunday)

USA Today (Daily)
10.1

Wall Street Journal

10.0

New York Times
(Daily)
LE]

Direct Mail
Advertising
(excluding

Catalogs)
7.4 Al

Magazines
15

Local Daily
Newspaper(s)
(Daily+Sunday}
LX)

Local Daily
Newspaper(s)
(Daily
83

Catalogs
3.6

w who Used JIFFY LUBE in the past 12

months

= CHI

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 or older Avg

Ad-oupported

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

Local Daily Newspaper(s) (Daily

All Local Weekly Newspapers

Magazines

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

New York Times (Daily)

Catalogs

USA Today (Daily)

Books

CHI DMA

Totol persons:
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 25 or older|
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Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 25 or older

New York Times
{sunday)
14.3

USA Today (Daily)
132

Wall Street Journal

(Daily)
Local Daily 1L5
Hewspaper(s)
(sunday)
13.1

Mew York Times
(Daily+Sunday)
124

Local Daily

9.1

Newspaper(s) (Daily

New York Times
(Daily)
104

Catalogs)
75

Magazines
7.3

Local Daily
Newspaper(s)
(Sunday)
125

New York Times
{sunday)
123

USA Today (Daily)
10.1

Wall Street Journal {Daity)
10.0

Loeal Daily
Newspaper(s)
{Daity+Sunday)
89

Local Daily
Newspaper(s)
(Daity
83

Direct Mail Advertising (excluding
Catalogs)

New York Times
(Daily)
83

Magazines
7.5

7.4
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91,302 or 34.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 10.3 minutes every day representing 28.2% of all
time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Sunday)
Direct Mail Advertising (excluding Catalogs)
Books

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

(1255212
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Total Persons:

6.6% |

® who Used JIFFY LUBE in the past 12 months

24.4% |
22.7%

who Used JIFFY LUBE in the past
12 months

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

EWDC

% Time spent:

New York Times (Sunday)
148
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0.8%

New York Times
(Daity+Sunday)
124

Local Daily
Newspaper(s)

(Daily+Sunday) Local Daily

Newspaper(s)
(Daily
9.7

Wall Street
Joumal (Daily)

123

Magazines

Direct Mail Advertising

New York Times (Daily)
10.0

{excluding Catalogs)
7.7

Catalogs

Local Daily
Newspaper(s)

USA Today (Daily) (Daily+Sunday)

Local Daily
Newspaper(s) (Sunday) 9.8 87
12.0

Local Daily
New York Times Newspaper(s)
(Daity) {Daily
8.2 82

New York Times
(Daily+Sunday)
103

Direct Mail
Advertising
Wall Street Journal (excluding
(Daily) Magazines Catalogs)
10.0 16 7.2

Catalogs

New York Times i

(Sunday)

3.3 12.4 All...
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EWDC

Avg. Week Ad-Supported AII Prmt Media (Persons & % Reach): Adults 25 or older Avg

[0 2

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Sunday)
Direct Mail Advertising (excluding Catalogs)
New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wwall street Joumnal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

Books

wDC DMA
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Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 25 or older

New York Times
{Sunday)
148

Lacal Daity
Newspaper(s)
(Sunday)
144
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E

Wall Street Journal
(Daily)
123

USA Today (Dally)
12.9

New York Times (Daily)
10.0

New York Times
(Daity+Sunday)
124

Local Daily
Newspaper(s) (Daity
9.7

Magazines
8.6

Direct Mail

Advertising

{excluding

Catalogs)
1.7

New York Times
(Daily+Sunday)
10.3

Local Daily
Newspaper(s) New York Times
(Daily+Sunday) (Daily)
New York Times 87 82
(Sunday)
124

Wall Street Journal {Daily)
10.0

Local Daily
Newspaper(s)
(Daily Magazines
8.2 76
Local Daily
Newspaper{s) Direct Mail Advertising [excluding
(Sunday) USA Today (Daily) Catalogs)
12.0 9.8 7.2

BWDC

641
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. 83,854 or 34.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.1 minutes every day representing 31.9% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Medra (Persons & % Reach): Adults 25 or older Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

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

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

m-gw
o700 |

» who Used JIFFY LUBE in the past 12 months

‘who Used JIFFY LUBE in the past

Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

12 months

Local Daily
Newspaper(s)
(Sunday)
125

Wall Street Journal
(Daily)
10.1

New York Times

(Daily+Sunday)
2.9

Magazines
8.7

New York
Times (Daily)
7.7

Local Daily
Newspaper(s)
{Daily+Sunday)
9.1

Local Daif

Direct M:
Adverti

(excluding

Catalogs)
74

Local Daily
Newspaper(s)
(Sunday)
121

Wall Street lournal
(Daily)
10.0

New York Times
(Daily+Sunday)
100

Local Daily
Newspaper(s)
(Daily+Sunday)
87

Local Daily New York Times
Newspaper(s) (Daily (Daily)
82 8.1

Catalog
Direct Mail 5

Advertising 3.4
(excluding
Catalogs)

Magazines
7.8 7.6 fiei2s

mSEA
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mSEA

Avg. Week Ad-Supported AII Print Media (Persons & % Reach): Adults 25 or older Avg.

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

Local Daily Newspa per(s) (Daily

New York Times (Daily+Sunday)

New York Times (Sunday)

New York Times (Daily)

Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Books

SEA DMA
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% Time Spent:

Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 25 or older

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 25 or older

Local Daity
Newspaper(s)
(Sunday)
12.5

New York Times.
{Sunday)
12.0

USA Today (Daity)
10.4

‘Wall Street Journal (Daily)
10.1

New York Times
{Daily+Sunday)
9.9

Local Daily

Newspaper(s)
[Daity+Sunday)

(Da

Magazines
8.7

Local Daily Newspaper(s)

ity

8.7

New York Times (Daily)

7.7

Advertisi
ng
(excludin
Catalogs)
7.4

Local Daily
Newspaper(s)
(Sunday)
121

New York Times
(Sunday)
11.8

Wall Street Journal (Daily)

New York Times
(Daily+Sunday)

USA Taday (Daily)
9.7

Local Daily
Newspaper(s)
(Daily
8.2

New York Times
(Daity) Magazines
81 78

Direct Mail Advertising (excluding
Catalogs)
76

W SEA
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27,398 or 26.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 7.6 minutes every day representing 24.8% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

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

Local Daily Newspaper(s) (Sunday)

All Local Weekly Newspapers
New York Times (Daily)

New York Times (Daily+Sunday)
Magazines

New York Times (Sunday)

Wall Street Journal (Daily)
Catalogs

USA Today (Daily)

Total Persons:

T
65,120 |

Eny B
A
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P
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Avg. Hours+Minutes/day with All
Print Media: Adults 25 or older

who Used NFFY LUBE in the past
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Newspaper(s)
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10.6

Direct Mail
Advertising
(excluding
Catalogs)
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Wall Street Journal
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8.6

New York Times.
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New York
Times (Daily)
6.0

| USA Today (Daily)
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Newspaper(s)

Magazines

7.1

Books
13.9

Local Daily
Newspaper(s)
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12.7

Wall Street Journal
(Daily)
10.6

New York Times
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Local Daily
Newspaper(s)
{Daily+Sunday)
9.1

USA Today (Daily)
0.1

Local Daily New York Times
Newspaper(s) {Daily (Daily)
85 83

Direct Mail
Advertising
(excluding
Magazines Catalogs)
75 15

Catalogs
3.5
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USA Today [Daily)
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PHX DMA

% Time Spent:
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Local Daily
Newspaper(s)
{Sunday)
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New York Times
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Wall Street Journal (Daily)
8.6

USA Today (Daity)
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New York Times
(Daily+Sunday)
82
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(excluding Catalogs) New York Times (Daily)
82 6.0

Local Daity
Newspaper(s)
(Daily+Sunday)
76
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s
6.0

Local Daily
Newspaper(s)
(Sunday)
12.7

New York Times
{sunday)
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Wall Street Journal (Daily)

10.6

New York Times
(Daily+Sunday)
10.3

USA Today (Daily)
10.1

Local Daity

Newspaper(s)

(Daity+Sunday)
9.1
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New York Times (Daily)
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

“Advertising Actions"

P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos
Due to Ads on %)

93,288,456 38.7%
85,959,823 35.6%
70,420,401 29.2%

56,081,184 23.2%

36,181,967 15.0%

Local AM/FM Radio

Cable TV Networks
Local Broadcast TV
Podcasts
Billboards

Audio Streaming Services

37,904,604 15.7%

35,719,582 14.8%

37,371,082 15.5%
28,516,608

23,781,948 9.9%

USA

iy
e
2
E o

25,229,793 10.5%

Newspapers prpryr 11.3%
m P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R2 2025-26: Feb24-Jul26  QualIntab: 2105 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. SO e a . al for Anything =
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Social Media
Websites
Direct Mail

Broadcast, Cable, & Sat TV

"Advertising Actions"

P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos
Due to Ads on %)

2,558,261 38.1%

2,393,591 35.7%

| 2,086,270 31.1%

Local AM/FM Radio

—————————————————

| 1,150,524 17.1%

Video Streaming Services
Cable TV Networks

Local Broadcast TV
Billboards

Audio Streaming Services

1,510,648 22.6%

1,070,295 15.9%
988,050 14.7%
| 1,139,051 17.0%

: CHICAGO
| 712.096 10.6%

Podcasts
Newspapers : -
pap 756,758 11.3%
® P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ CHICAGO AVERAGE (ShoEpedNisitedIBought past 3mos Due to Ads on %)
CHICAGO DMA Scarborough R1 2026: Feb25-Feb26 / Scarborough R1 2025: Feb24-Feb25 Qualintab:” 386 f‘ * Share of Everything
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Local Broadcast TV

Cable TV Networks

"Advertising Actions"

P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos
Due to Ads on %)

2,182,635 " 43.0%
1,913,276
1,465,496 28.9%

1,283,748

777,354 15.3%

802,603 15.8%

Local AM/FM Radio

Video Streaming Services

855,344 16.9%

814,549 16.0%

Billboards gy 12.7%
Podcasts 643,352 12.7%
i - - - : WASHINGTON, DC
’
Audlo Streaming Services  [BA08 WASHINGTON, DC
Newspapers iRt T
H P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON, DC DMA  Scarborough R12025-26: Mar24-Mar26  Qual Intab: 641 * Share of Everything
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Social Media

Websites

Direct Mail

Broadcast, Cable, & Sat TV
Podcasts

Cable TV Networks

Local Broadcast TV

Video Streaming Services

"Advertising Actions"”

P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos
Due to Ads on %)

1,598,355
1,470,769 36.1%
1,143,630 28.1%

826,123 20.3%

533,004

462,694 11.4%

448,981

560,117  13.8%

Local AM/FM Radio

518,834 T 12.7%

Newspapers
Billboards

Audio Streaming Services

SEATTLE-TACOMA DMA Scarborough R1 2026: Mar25-Mar26 / Scarbarough R1 2025: Feb24-Feb25 Qualintab: 477

452,708 11.1%

= o SEATTLE-TACOMA

357.478 8.8%
B P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P25+ SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

* Share of Everything
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Websites

Social Media
Direct Mail
Video Streaming Services

Broadcast, Cable, & Sat TV

"Advertising Actions"

P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos
Due to Ads on %)

1,549,082 36.5%

1,544,369 36.4%

1,223,997 28.8%

633,979 14.9%

1,001,151 23.6%

Audio Streaming Services 460,608 TR

Local Broadcast TV 677,794 BT

Cable TV Networks 656,602 |

Local AM/FM Radio 651,702 e i

Newspapers 500,948 TETS
¥ P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
H P25+ PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
PHOENIX DMA Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-Jul25 Qual Intab: 151 * Share of Everything
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