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31.% or 20,423,202 of USA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Typical Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 41. years old (2.7%
older than average) and have a $102,823 (5.4% lower than average) annual household income.
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29.4% or 558,132 of CHI DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Typical Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 42. years old (4.9%
older than average) and have a $105,483 (13.7% lower than average) annual household income.
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32.8% or 485,385 of WDC DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Typical Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 41.1 years old
(2.6% older than average) and have a $140,775 (7.6% lower than average) annual household income.
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26.6% or 328,441 of SEA DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Typical Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 40.1 years old
(1.4% older than average) and have a $148,586 (3.8% higher than average) annual household income.
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37.7% or 448,558 of PHX DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Typical Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 40.3 years old
(2.3% older than average) and have a $123,190 (7.1% higher than average) annual household income.
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31.% or 20,423,202 of USA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 20.6% less likely to be
a college graduate, 3.7% more likely to work full-time, 6.7% more likely to be married, 12.1% more likely
to be a parent of 1 or more children under 18.
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29.4% or 558,132 of CHI DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 23.3% less likely to be
a college graduate, 1.1% less likely to work full-time, 8.7% more likely to be married, 23.9% more likely
to be a parent of 1 or more children under 18.
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32.8% or 485,385 of WDC DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 26.4% less likely to be
a college graduate, 1.7% less likely to work full-time, 7.5% more likely to be married, 11.4% more likely
to be a parent of 1 or more children under 18.

i .
* ’f’ Education Levels: Men 25 - 54 Employment: Men 25 - 54 ( \ Marital Status: Men 25 - 54
\
: 10.7% ; a 86.5% . i 30.5%
Some High School or Less (not graduate) - 5.0% Employed Full-Time or Part-Time 87.5% Single, Never Married 35.8%
High School Graduate (12th grade or 27.1% 82.2% : 63.7%
Employed Full-Time (35 h
GED) 21.1% pleepes Rul-Ths §35 hotes e more) 83.6% Married 59.3%
: 13.8% : 4.3% 2.7%
Some College Credit (no degree) 11.2% Employed Part-Time (less than 35 hours) l Legally Separated I 1.6%
F 7.0% " 47.4% . 3.0%
White Coll
Associate's Degree (AA, AS, etc.) ite Collar 63.4% Divorced I
27.4% 39.1% : 0.1%
Blue Coll Widowed
College Graduate (4 year college) 28.4% Rk 24.2% aow 0.2%
13.9% . 15.7% 6.1%
Postgraduate Degree eSarm [Vork From Home (most of the time or always) vy LGBTQ+ (net) Bl 10.9%
who Shopped for Auto Parts at AUTOZONE in the past 12 months ®WDC who Shopped for Auto Parts at AUTOZONE in the past 12 months o WDC who Shopped for Auto Parts at AUTOZONE in the past 12 months BWDC
Top-20 Occupations: Men 25 - 54 Entrepreneurs/Government Workers i ’M i Stage in Life: Men 25 - 54
0%
1.3 15.6% 21.1% Parent of 1 or more Children under 18 I o :;5%
X o
12.5% 7.5% 9.8% g.4%
13a% —— p— Working Mothers gg:f
.0%
m_s% Small Business Owner Self-Employed Government Workers
6.4% 6.5% Parent of 1 or more Children Under Age 2 = ;gg’:
0
S8k 80875 3s% [B.A% 1% 3.4 3.7% 3.4%
l 1. 7" 13’. 24%" 28% % 5w 25% o P05 % 22% 7% 05 3% 13% (ced 2% 0.9%.1% Parent of 1 or more Children Age 2-5 -80?3 5%
. . . . - [ | | = = | - - — - ’
22.6%
,@ é‘ y & &Q’ 5@@ 4 & a>° ‘*d-"» @@d f‘& y .,e@' fé‘ ‘,p‘*& g,«f&q‘ p 4\& Qg?"&b p é‘- .,‘o é\& r y\g‘” Parent of 1 or more Children Age 6- 11 _ 18.2%
ea“' & & & S & & b & & & 3 * > P e
<« & écf? (p& o @\i“ & q.'-"a & bo‘f 5&6 5 ‘p""\ ,‘g}‘“@ y“@ '?*"& o N Parent of 1 or more Children Age 12 - 17 26.1%
e-ef & O&u \d_.e‘ Q Q.eé" & & &,0 e_o“’ l&;\é & '.(h@ o ‘B“f _ 22.2%
& § d“: y & & & o & & ¥ ,{e°° 4 & 13.8%
& e"}&# I3 ‘a@e ‘?\9 \e‘é\ b\’o & v‘& d&" ‘SPG Go’& Q@:ﬁ Parent of 1 or more Children in College - 8.9%
3 &
& o £ & i 7.0%
<€ o L .0%
p«;; @\@, Grandparent of 1 or more Children under 18 B 44%
ws\ &
who Shopped for Aute Parts at AUTOZONE in the past 12 months. EWDC who Shopped for Auto Parts at AUTOZONE in the past 12 months mWDC

wWDC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 1,442
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reservec

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



26.6% or 328,441 of SEA DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 19.4% less likely to be
a college graduate, 8.4% more likely to work full-time, 3.6% more likely to be married, 12.7% more likely
to be a parent of 1 or more children under 18.
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37.7% or 448,558 of PHX DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 2.6% less likely to be a
college graduate, 4.9% more likely to work full-time, 16.8% more likely to be married, 6.3% more likely

to be a parent of 1 or more children under 18.

P = 9.
* 4’?’ Education Levels: Men 25 - 54 Employment: Men 25 - 54 ( \q )Mantal Status: Men 25 - 54
o5
Some High School or Less (not graduate) - 5.63-:6% Employed Full-Time or Part-Time 8 Single, Never Married 29.1%
High School Graduate (12th grade or 26.6% 77.7% . 61.4%
Employed Full-Time (35 h
GED) 34.9% pleepes Rul-Ths §35 hotes e more) 74.0% Marcied 52.5%
. 21.2% . 9.4% 0.2%
Some College Credit (no degree) e Employed Part-Time (less than 35 hours) Legally Separated | 0.5%
2 15.9% " 58.5% . 9.2%
; White Coll
Associate's Degree (AA, AS, etc.) 12.9% ite Collar 55.8% Divorced H
18.3% 28.6% g 0.1%
Blue Coll Widowed
College Graduate (4 year college) 20.2% ue Loflar aow | 1.4%
Postgraduate Degree 1% Work From Home (most of the time or always) LGBTQ+ (net) -7.:?(;%89’
= ‘0 o 0 Cl
who Shopped for Auto Parts at AUTOZONE in the past 12 months W PHX who Shopped for Auto Parts at AUTOZONE in the past 12 months W PHX who Shopped for Auto Parts at AUTOZONE in the past 12 months W PHX
| Top-20 Occupations: Men 25 - 54 Entrepreneurs/Government Workers i ’M i Stage in Life: Men 25 - 54
29.7%
27.1% i 7 38.6%
7.9% 9.7% 7.5% Parent of 1 or more Children under 18 —
a1% =" a0y 60% 36.3%
- - - Working Mothers g'g?;
.0%
12.8% Small Business Owner Self-Employed Government Workers 11.5%
. 5%
— - Parent of 1 or more Children Under Age 2 - 9.9%
5.8% 5.3%
3.7545% 4.5% 2% 2.5985% B 2% 1% 1% 05 5 ceomn 27%0.8% ” 10.8%
o : 1. =% 2 - 08520% 1.150.2% 0.9%0.1% 1.1%0.0% 15% g% 6% 0.8%0.6% 1.0%.5% Parent of 1 or more Children Age 2-5
I B A ol om i i i o o o e o S g s o N 13.4%
z 17.5%
& & < & .4 & & & & & & & & & & o o ; & & Parent of 1 or more Children Age 6- 11
ﬁ‘-“‘& o 4 b‘f*‘ ;"&e & \f 8&5;\ %‘?@ @t""d\o o @tf i -\f& o @“‘é‘ dsﬂ”°° S x & E @9@ «,0"& & B 15.2%
& & G, F & & 3 15 S \ & B & &
<« N &,«9 (p& é‘,\%‘ ,b&q'o @\é' & & .,_(3? ¢ ;“ Q‘@’.\ ;‘2 ,,bo & bt-fp (5‘9 §° Parent of 1 or more Children Age 12 - 17 = 15.0%
A R R ‘&\&‘ A R N, & 132%
¢ & & . o & \a & o & i i
Lé“& Q@b & ‘ ‘&-f & R # e‘é‘p \&,ﬁ‘b ,,é'-“ \&éf v & *\é’ é""@ bﬁ‘*“ Parent of 1 or more Children in College - 6.3‘}22.4%
& v &,ff‘ & i <° K «
& \\,§>°° ‘\b\&”“\ qﬁi,\éu Grandparent of 1 or more Children under 18 - 75779%
\o @ &
who Shopped for Auto Parts at AUTOZONE in the past 12 months m PHX

who Shopped for Auto Parts at AUTOZONE in the past 12 months W PHX

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 834
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reservec

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



31.% or 20,423,202 of USA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 1.2% less likely to own
their home, 8.4% more likely to own a higher valued home, 3.8% more likely to have a single-family
home, 11.6% more likely to have a dog.
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home, 16.% more likely to have a dog.
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29.4% or 558,132 of CHI DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are .1% more likely to own
their home, 13.6% more likely to own a lower valued home, 4.6% more likely to have a single-family
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32.8% or 485,385 of WDC DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 1.1% more likely to own
their home, 7.6% more likely to own a lower valued home, 6.5% more likely to have a single-family home,
11.6% more likely to have a dog.
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26.6% or 328,441 of SEA DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.

who Shopped for Auto Parts at AUTOZONE in the past 12 months are 3.7% less likely to own

their home, 14.6% more likely to own a lower valued home, 5.6% less likely to have a single-family home,

likely to have a dog.
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home, 21.4% more likely to have a dog.
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DMA

37.7% or 448,558 of PHX DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 6.8% more likely to own
their home, 1.1% more likely to own a lower valued home, 10.9% more likely to have a single-family
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31.% or 20,423,202 of USA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 6.7% more likely to look
up D-I-Y advice online, 1.% less likely to always vote in local elections, 14.9% more likely to belong to a

gym, 2.9% more likely to fly domestic past yr
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29.4% or 558,132 of CHI DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 14.3% more likely to
look up D-I-Y advice online, 3.8% less likely to always vote in local elections, 4.4% more likely to belong to
a gym, 4.1% less likely to fly domestic past y
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32.8% or 485,385 of WDC DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are .8% more likely to look
up D-I-Y advice online, 2.1% more likely to always vote in local elections, 21.8% more likely to belong to a
gym, .2% more likely to fly domestic past yr.
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26.6% or 328,441 of SEA DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 5.5% more likely to look
up D-I-Y advice online, 1.8% more likely to always vote in local elections, 1.3% less likely to belong to a
gym, 9.4% more likely to fly domestic past yr

-W Top-20 past 30-days Online Lifestyle Activites: Men 25 - 54 Political Activity: Men 25 - 54
- - Lo
Registered to Vote Democrat [ Lean  Republican /Lean Independent / None
(In District of Residence) Democrat Republican of These
Presdertil Elections: Alweys
£~ X Presidential Elections: i m
L L LT T T
ide Elections: i M
Online Phone Restaurant Do-Nt-Youmel  Recipes/ Health Fitness/ Diet Home / Career b search/ Education  Take Onfine  Electronk  Photography Homework W‘{‘Ml Appare! / Geneslogy  Parenting/ Online Dating
;\;:::m Wiarmain [ e s ':.::;; Information ':;:; information Gamlen idess Deveiopment Post resume .::::::n Classes imite mmn;: [r:l;;;«;ur Spirtusity  Beauty ideas famiyadvice  service Local Elections: Always m
FaceTime, Application, ) -
=iy sty e Local Elections: Sometimes m
m who Shopped for Auto Parts at AUTOZONE in the past 12 months mSEA # who Shopped for Auto Parts at AUTOZONE in the past 12 months mSEA

(S
W&Tap—&'o past 12-months Active Lifestyle Activites: Men 25 - 54 ‘N Past 12-months Domestic Airline Trips: Men 25- 54

; 28.2%
1wip 18.6%

2trips [piRTH i
3 trips
4 trips :
23.0%
5-9 trips 17.6%

10+ trips

Avg. # Domestic Flights:

e 17.6%|
.- -ﬂh- g

awncare  Bicyding Camping  Gardening Hiking Fishing Belongto  Baskethall  Volunteer olf Competitive  Boating Soccer cmupnmm Snow skiing-  Tennis Foorball aduk  Yoga-Piates  Sewing- Hunting softball - Followa  Orgasized Caregiverof
|Flowersor  Backpacking Heaith Chub or work Video Gaming s Smowboarding Continuing Crafts Baseball  Weightloss Road Race  Aging Parent
vegetables) Gym Educasion Progmm (s, or Relative
Marathan,
m who Shopped for Auto Parts at AUTOZONE in the past 12 months W SEA el

SEA DMA Scarborough R2 2025: Sep24-jul25 Qual Intab 884
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadeasting, Inc. LLC. All rights reserved.

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



37.7% or 448,558 of PHX DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.

Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 9.% more likely to look
up D-I-Y advice online, 9.3% more likely to always vote in local elections, 20.8% more likely to belong to a
gym, .7% more likely to fly domestic past yr.
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Past 30-days QSR Users: Men 25 - 54
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past yr., 33.1% more likely to smoke cigarettes.

31.% or 20,423,202 of USA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 6.3% more likely to use
QSRs past mo., 6.7% more likely to use Sit-Down Restaurants past mo., 13.5% more likely to use Casinos
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Past 30-days QSR Users: Men 25 - 54
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Table Games (Craps, Poker, etc.)

Slot Machines

287,165 15.1%

Bar / Nightclub
Sports Betting
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Upscale Restaurant 7.4%

4.2%

LAl 2.5%
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2.3%

Other Gambling

Spa

= who Shopped for Auto Parts at AUTOZONE in the past 12 months

Casinos visited past 12

= CHI

29.4% or 558,132 of CHI DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 4.6% more likely to use
QSRs past mo., 1.9% less likely to use Sit-Down Restaurants past mo., 12.4% more likely to use Casinos past
yr., 66.9% less likely to smoke cigarettes.

Top-10 Cuisines: Men 25 - 54

(Sit-Down Restaurants Used Past 30-days)
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): AutoZone
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32.8% or 485,385 of WDC DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 2.3% more likely to use
QSRs past mo., 6.4% more likely to use Sit-Down Restaurants past mo., 3.1% less likely to use Casinos past

Top-10 Cuisines: Men 25 - 54

(Sit-Down Restaurants Used Past 30-days)
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26.6% or 328,441 of SEA DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 13.1% more likely to use
QSRs past mo., 11.2% more likely to use Sit-Down Restaurants past mo., 27.7% more likely to use Casinos

past yr., 55.8% less likely to smoke cigarettes.
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37.7% or 448,558 of PHX DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 9.8% more likely to use
QSRs past mo., 21.% more likely to use Sit-Down Restaurants past mo., 16.7% more likely to use Casinos

Top-10 Cuisines: Men 25 - 54
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likely to pay

with their Debit Card.

31.% or 20,423,202 of USA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 3.5% more likely to have a
401K, 16.1% more likely to have an Auto Loan, 1.7% more likely to Invest/Trade Stocks Online, 11.1% more

Investments Owned: Men 25 - 54

;E,‘]E\;!,dgl 55.0%
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f\Past 3-Months Payment Methods Used: Men 25 - 54
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): AutoZone
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29.4%
Men 2

to pay

or 558,132 of CHI DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
5 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 6.4% less likely to have a

401K, 9.8% more likely to have an Auto Loan, 8.4% less likely to Invest/Trade Stocks Online, 23.3% more likely

with their Debit Card.
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® who Shopped for Auto Parts at AUTOZONE in the past 12 months mCHI

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



32.8% or 485,385 of WDC DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.
Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 2.5% less likely to have a
401K, 48.2% more likely to have an Auto Loan, 4.% less likely to Invest/Trade Stocks Online, 29.1% more likely
to pay with their Debit Card.

mﬁ AInwestments Owned: Men 25 -54 Financial Services Has and/or Uses: Men 25 - 54
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): AutoZone



26.6% or 328,441 of SEA DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.

Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 16.6% more likely to have a
401K, 15.7% more likely to have an Auto Loan, 14.4% less likely to Invest/Trade Stocks Online, 3.5% more
likely to pay with their Debit Card.

mﬁ AInwestments Owned: Men 25 - 54 N d Financial Services Has and/or Uses: Men 25 - 54
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23.3%
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): AutoZone



37.7% or 448,558 of PHX DMA Men 25 - 54 Shopped for Auto Parts at AUTOZONE in the past 12 months.

Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months are 15.3% more likely to have a
401K, 2.6% less likely to have an Auto Loan, 26.4% more likely to Invest/Trade Stocks Online, .9% more likely
to pay with their Debit Card.

mﬁ AInwestments Owned: Men 25 -54 Financial Services Has and/or Uses: Men 25 - 54
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Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 2 days, 17 hours, 8
minutes and 11 seconds each week with All Forms of Media.

82.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 7 hours and 48 minutes each
week listening to All Local AM/FM Radio, representing 9.9% of total time spent with all forms of Media.

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

9:01:44
e “
usage 56.6%
usa

who Shopped for Auto
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' Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 2 days, 5 hours, 47
minutes and 42 seconds each week with All Forms of Media.

79.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 8 hours and 54 minutes each
week listening to All Local AM/FM Radio, representing 13.2% of total time spent with all forms of Media.

Avg. H:M:S/weekwith All Forms of Media:
Adults 18 or older
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' Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 2 days, 12 hours, 37
minutes and 17 seconds each week with All Forms of Media.

76.4% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 5 hours and 48 minutes each

week listening to All Local AM/FM Radio, representing 7.3% of total time spent with all forms of Media.
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' Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 2 days, 16 hours, 47
minutes and 13 seconds each week with All Forms of Media.
80.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 6 hours and 8 minutes each
week listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.
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Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 2 days, 12 hours, 37
minutes and 57 seconds each week with All Forms of Media.
83.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 8 hours and 29 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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Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 1 days, 22 hours, 29
minutes and 9 seconds each week with All Forms of Ad-Supported Media.

79.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 7 hours and 8 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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Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 1 days, 14 hours, 20
minutes and 58 seconds each week with All Forms of Ad-Supported Media.
76.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 8 hours and 27 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 17.% of total time spent with all forms of Ad-Supported Media.
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Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 1 days, 17 hours, 46
minutes and 26 seconds each week with All Forms of Ad-Supported Media.

74.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 5 hours and 36 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.9% of total time spent with all forms of Ad-Supported Media.

Weekly s Avg. H:M:5/weekwith All Forms of Ad-
Reach %: Supported Media: Adults 18 or older

Usage 63.9%

who Shopped for Auto WoC
Partsat AUTOZONE in the

% of Total past 12 months

Weekly H:M:

m who Shopped for Auto Parts at AUTOZONE in the past 12 months B WDC

WDC  DMA  Scarborough R22025: Oct24-Aug?5  Qualintab 1,442 WASHINGTON, DC DMA  Scarborough R2 2025: Oct24-Aug25  Quallntab 5,919 Hubbard Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. by v egapdanrli for Anything _

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



Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 1 days, 20 hours, 22
minutes and 58 seconds each week with All Forms of Ad-Supported Media.

77.4% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 5 hours and 17 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 9.2% of total time spent with all forms of Ad-Supported Media.
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Supported Media: Adults 18 or older
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| Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 1 days, 20 hours, 0

minutes and 48 seconds each week with All Forms of Ad-Supported Media.
80.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an avg. of 7 hours and 27 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 13.6% of total time spent with all forms of Ad-Supported Media.

B

Avg. H:M:S/week with All Forms of Ad-
Supported Media: Adults 18 or older
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Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 6
hours and 38 minutes each day with All Forms of Ad-Supported Media. 79.6% listen to Local AM/FM
Radio for an avg. of 61.2 minutes/day. (Local Radio delivers 12.2% of Time with Ad-Supported Media.)
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Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 5
hours and 28 minutes each day with All Forms of Ad-Supported Media. 76.8% listen to Local AM/FM
Radio for an avg. of 72.5 minutes/day.  (Local Radio delivers 17.% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Men 25 - 54 Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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Radio for

an avg. of 48. minutes/day.

Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 5
hours and 58 minutes each day with All Forms of Ad-Supported Media. 74.% listen to Local AM/FM
(Local Radio delivers 9.9% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Men 25 - 54
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Radio for an avg. of 45.3 minutes/day.

Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 6
hours and 20 minutes each day with All Forms of Ad-Supported Media. 77.4% listen to Local AM/FM
(Local Radio delivers 9.2% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Men 25 - 54
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Radio for an avg. of 64. minutes/day.

Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an average of 6
hours and 17 minutes each day with All Forms of Ad-Supported Media. 80.3% listen to Local AM/FM
(Local Radio delivers 13.6% of Time with Ad-Supported Media.)
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16,254,000 or 79.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months listen to Ad-Supported Local AM/FM Radio for an average of 61.2 minutes every day
representing 35.2% of all time spent daily with Ad-Supported Audio.
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- 428,745 or 76.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 72.5 minutes every day representing
35.% of all time spent daily with Ad-Supported Audio.
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- 359,363 or 74.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 48. minutes every day representing
32.9% of all time spent daily with Ad-Supported Audio.
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- 254,143 or 77.4% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 45.3 minutes every day representing
34.6% of all time spent daily with Ad-Supported Audio.
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- 360,388 or 80.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 64. minutes every day representing
42.% of all time spent daily with Ad-Supported Audio.
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16,254,000 or 79.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months listen to Ad-Supported Local AM/FM Radio for an average of 61.2 minutes every day
representing 35.2% of all time spent daily with Ad-Supported Audio.
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| 428,745 or 76.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 72.5 minutes every day representing
35.% of all time spent daily with Ad-Supported Audio.
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| 359,363 or 74.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 48. minutes every day representing
32.9% of all time spent daily with Ad-Supported Audio.
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| 254,143 or 77.4% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 45.3 minutes every day representing
34.6% of all time spent daily with Ad-Supported Audio.
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"Share of Ad-Supported Audio”

| 360,388 or 80.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio for an average of 64. minutes every day representing
42 .% of all time spent daily with Ad-Supported Audio.
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Audio: Men 25 - 54
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16,254,000 or 79.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Classic Hits, Adult
Contemporary, Pop Contemporary Hit Radio, and Alternative.

Local AM/FM Rad:o Formats (Persons & % Reach): Men 25 - 54
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Local AM/FM Radio Formats (Persons & % Reach): Men 25 - 54
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428,745 or 76.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Mexican Regional, Pop Contemporary Hit
Radio, Alternative, Classic Rock, and Adult Contemporary.
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359,363 or 74.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Country, All News, Classic
Hits, and Alternative.
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254,143 or 77.4% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Hits,
Adult Contemporary, Alternative, and Classic Hits.

Radm Formats (Persons & % Reach): Men 25 - 54

‘rﬂr—

——

e T

T e

_!m—"—

Avg. Hours+Minutes/day with Local
AM/FM Radio: Men 25 - 54

E—T

—m-

% Time Spenc:

FEUTL T I—
CORI

who Shopped for Auto
60,778 m Partsat AUTOZONE in the
past 12 months

Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
tazrzge oo

Alternative
17.9

Active Rock

Rhythmic
Contemporary
Hit Radio
17.6

News/Talk/Infor
mation
18.8

Pop
Contemporar

y Hit Radio
16.0

Adult
Contemporar

Y
153

Contemporary
Christian
14.7

Adult Hits

Active Rock 16.9

19.1

All Sports
17.5

News/Talk/Infor
mation
18.8

Rhythmic AC
16.5

Rhythmic
Contemporar
y Hit Radio
15.6

Radio

Alternative
16.6

Pop

Contem
porary

Adult
Contem
porary
153

Hit

153

Contemporary

Christian
153

= who Shopped for Auto Parts at AUTOZONE in the past 12 months mSEA

# who Shopped for Auto Parts at AUTOZONE in the past 12 months

W SEA

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

(average week)
Alternative

Adult Contemporary

Pop Contemporary Hit Radio
Active Rock

Adult Hits

All Sports

Classic Rock

Country

Classic Hits

Rhythmic AC

Rhythmic Contemporary Hit Radio
News/Talk/Information

All News

% rime Spent

Totof Persons:

A bl
P ————
O R —

m 13.5% Avg. Hours+Minutes/day withlAd- 74 .
Supported Local AM/FM Radio:

P

Men25-54

who Shopped for Auto
Parts at AUTOZONE in the
past 12 months

= who Shopped for Auto Parts at AUTOZONE in the past 12 months
DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 884

mSEA

SEA
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Ad—SuEgorted Local AM/FM Radio Formats (% Time Spent

& Avg. Minutes/day Spent): Men 25 - 54

News/Talk/Info
Active Rock rmation

20.2

Alternative
179

All News
19.8

All Sports
17.7

Rhythmic
Contemporary
Hit Radio
17.6

Classic Hits
16.7

Pop
Contemporar
¥ Hit Radio
16.0

Country
173

Adult
Contem
porary
153

Rhythmi
cAC
14.9

Adult Hits
14.8

Country

All News 17.0

Alternative

Active Rock 16.6

19.1

News/Talk/Infor
mation
18.8

Rhythmic AC
16.5

Classic Hits
17.2

Adult Hits
16.9

Rhythmi
c Pop
Contem [Contem
porary porary
Hit Hit
Radio Radio
15.6 153

Adult
Contemporary
153

® who Shopped for Auto Parts at AUTOZONE in the past 12 months

W SEA

soefa.ai

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

* Share of Everything

for Anything _




360,388 or 80.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Classic Hits, Pop Contemporary
Hit Radio, Country, and Alternative.
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12,609,231 or 61.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months watch Ad-Supported Local TV Stations for an average of 55.9 minutes every day
representing 28.4% of all time spent daily with Ad-Supported Video.
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390,162 or 69.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations for an average of 51.1 minutes every day representing 34.3%
of all time spent daily with Ad-Supported Video.
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m who Shopped for Auto Parts at AUTOZONE in the past 12 months
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284,810 or 58.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations for an average of 45.2 minutes every day representing 21.1%
of all time spent daily with Ad-Supported Video.
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154,480 or 47.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations for an average of 52.9 minutes every day representing 25.1%
of all time spent daily with Ad-Supported Video.
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240,884 or 53.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations for an average of 77.7 minutes every day representing 35.7%
of all time spent daily with Ad-Supported Video.
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12,609,231 or 61.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months watch Ad-Supported Local TV Stations for an average of 55.9 minutes every day
representing 28.4% of all time spent daily with Ad-Supported Video.
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390,162 or 69.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations for an average of 51.1 minutes every day representing 34.3%
of all time spent daily with Ad-Supported Video.
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284,810 or 58.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations for an average of 45.2 minutes every day representing 21.1%
of all time spent daily with Ad-Supported Video.
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154,480 or 47.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations for an average of 52.9 minutes every day representing 25.1%
of all time spent daily with Ad-Supported Video.
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240,884 or 53.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months

watch Ad-Supported Local TV Stations for an average of 77.7 minutes every day representing 35.7%
of all time spent daily with Ad-Supported Video.
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12,609,231 or 61.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Comedies, Local

News - Evening, Local News - Morning, Local News - Late, and Movies.
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390,162 or 69.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening,
Comedies, Local News - Late, National/Network News, and Game Shows.
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News - Evening, Dramas, and Food/Cooking Shows.
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Local TV Station Programs (Persons & % Reach): Men 25-54
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154,480 or 47.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Sports, Local News -
Evening, Local News - Morning, Late Night Talk, and Movies.
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240,884 or 53.7% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Morning,
Sports, Local News - Evening, Movies, and Science Fiction.
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[ 15,987,969 or 78.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months use Ad-Supported Social Media for an average of 199. minutes every day representing
36.6% of all time spent daily with Ad-Supported Digital Media.
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use Ad-Supported Social Media for an average of 122.1 minutes every day representing 27.4% of all
time spent daily with Ad-Supported Digital Media.

Local TV Stresiming Mm P"‘“’"""“‘"”““‘" m 200.9 (Personal &... etc.)... 3. PWs... IR 7 tions/Tr.. >t . /W 1@
" 'arts at AUTOZONE in the
able past 12 months —
# who Shopped for Auto Parts at AUTOZONE in the past 12 months mCHI ® who Shopped for Auto Parts at AUTOZONE in the past 12 months ECHI
Avg. Week Ad-Supported Digital (Persons & % Reach): Men 25 - 54 Avg. Day Ad-Supported Digital (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
Totol Persons:
’ oTT TV M/Zoometc.
st m_m- Sucaming | (prson

Email/Text/\M/Zoom,etc. (Personal & Work)
Shopping (incl. Food/Auctions/Travel, etc.)

OTT TV Streaming Services

S e—
R —T VT

oTT TV

359 29.4 Streaming Audio (Local Radio/ Streaming

Podcasts/Streaming Services) Services
92.6 34.9

Services Work)

122.1 (Google, Bing,  Food/Auctions

2.5%
(5% 5]
m Social Media Search Shopping (indl.
(]
(5155
oita

Streaming Audio (Local Radio/ Podcasts/Streami Zoom,etc. oogl Premiu
ool msluvic:l’ e _M""" Avg. Hours+Minutes/day with Ad- N (Personal & B(f‘& etf"'} 5 wh m+Pre
it . on- reami
YouTube/TikT ok, etc. m Supported Digital: Men 25 - 54 P Work)... 262 : mikm
Local | YouTu i 5
I i m A mium Cable...
SO STEREN m 4.2% v be/Tik Shopping (incl.
ing/Financial/Real Estate (Websites/Apps) m Streaming Audio (Local Radio/ Stream ; Food/Auctions/ | YouTube/Tik
- | JEmm— - §7 7% u m Podcasts/Streaming Services) ing {1 2 Social Media Travel,etc.) Tok, etc.
2 e 4,8% 1182 0 | 226 | - HES 124.7 27.4
Online Classes, Schools, Colleges, Universities _ 0.0% Pm,"“ it ol o Bf%a
t 12 months
= who Shopped for Auto Parts at AUTOZONE in the past 12 months mCHI = who Shopped for Auto Parts at AUTOZONE in the past 12 months B CHI
CHI  DMA  Scarborough R2 2025;: Sep2d-Jul25  Qual Intab 1,129 g Share of Everything

All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. - for Anything

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



| 388,898 or 80.1% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months

use Ad-Supported Social Media for an average of 154.2 minutes every day representing 30.6% of all
time spent daily with Ad-Supported Digital Media.
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| 254,690 or 77.5% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Social Media for an average of 152. minutes every day representing 29.1% of all
time spent daily with Ad-Supported Digital Media.
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| 381,985 or 85.2% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Social Media for an average of 153.9 minutes every day representing 32.% of all
time spent daily with Ad-Supported Digital Media.
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- 13,592,001 or 66.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months use Ad-Supported Facebook for an average of 60.3 minutes every day representing 31.9% of
all time spent daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Men 25 - 54
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| 311,990 or 55.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Facebook for an average of 35.4 minutes every day representing 30.7% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Social Media (Persons & % Reach): Men 25 - 54
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339,118 or 69.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Facebook for an average of 43. minutes every day representing 28.% of all time
spent daily with Ad-Supported Social Media.
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236,417 or 72.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Facebook for an average of 43.4 minutes every day representing 30.6% of all time
spent daily with Ad-Supported Social Media.
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277,382 or 61.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Facebook for an average of 57.1 minutes every day representing 36.1% of all time
spent daily with Ad-Supported Social Media.

Avg. Week All Sociql Media (Persons & % Reach): Men 25 - 54

Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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13,592,001 or 66.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months use Ad-Supported Facebook for an average of 60.3 minutes every day representing 31.9% of
all time spent daily with Ad-Supported Social Media.
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| 311,990 or 55.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Facebook for an average of 35.4 minutes every day representing 30.7% of all time
spent daily with Ad-Supported Social Media.
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Reach % 63.1% Social Media: Men 25 - 54
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236,417 or 72.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Facebook for an average of 43.4 minutes every day representing 30.6% of all time
spent daily with Ad-Supported Social Media.
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. 277,382 or 61.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
use Ad-Supported Facebook for an average of 57.1 minutes every day representing 36.1% of all time
spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 69.0% Social Media: Men 25 - 54
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 1,030,672; Social Media: 983,685; Non-Prem. Cable: 503,361; Local TV:
457,377 reaching Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the p

All Other Digital Media: 1,451,429;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH) (Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 28,042; Local Radio: 26,825; Non-Prem. Cable: 15,970; Local TV: 15,479
reaching Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 mo

All Other Digital Media: 42,994;

,\-}S ,&@
o
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 22,594; Social Media: 21,628; Local TV: 8,656; Non-Prem. Cable: 8,213
reaching Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 mont

All Other Digital Media: 29,137;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 16,017; Social Media: 13,920; Non-Prem. Cable: 7,293; Local TV: 5,429
reaching Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 mont

All Other Digital Media: 21,103;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 25,812; Local Radio: 23,265; Non-Prem. Cable: 11,543; Local TV: 9,782
reaching Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 mon

All Other Digital Media: 36,503;
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19,441,919 or 95.2% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12
months spend an average of 66.6 minutes per day driving, seeing Billboards and Signs. 70.6% Listen
to Local Radio Stations Out-of-Home for an average of 45.9 minutes/

Top-13 Out-of-Home Media (Persons & % Reach): Men 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Men 25-54
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531,934 or 95.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 58. minutes per day driving, seeing Billboards and Signs. 68.2% Listen to Local
Radio Stations Out-of-Home for an average of 54.4 minutes/day.
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474,705 or 97.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 77.9 minutes per day driving, seeing Billboards and Signs. 65.7% Listen to Local
Radio Stations Out-of-Home for an average of 36. minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Men 25-54 Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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Top-13 Out-of-Home Media (Persons & % Reach): Men 25-54
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318,670 or 97.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 71.5 minutes per day driving, seeing Billboards and Signs. 68.7% Listen to Local
Radio Stations Out-of-Home for an average of 34. minutes/day.
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Men 25 - 54

{Average Week)
Grocery Stores

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

Podcasts

Shopping Malls

Gas Stations/Convenience Stores
Restaurants & Bars

Retail Stores

Public Transit

Movie Theaters

TV Music Channels

Health Clubs/Gyms

u who Shopped for Auto Parts at AUTOZONE in the past 12 months
DMA

Totol persons

| —————————_ 1

T ———C

—EM"'

S —

VTR —T
:

Men25-54

who Shopped for Auto
Partsat AUTOZONE in the
past 12 months

Scarborough R2 2025: Sep24-Jul25 Qual intab 884

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

vl _ %
usage %:

MSEA

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

 Tme spent (t0e12g8 027

5.50;
5.3%)|

[ [T
b bl ¥
o @
Es ES

.0

=
B

i
F

AM/FM Radio
340

Billboards & Signs
(WEekIyDriVersIN Public Transit
71.5 251

i
A

Walkingin
Towns, Cities,

Downtown Areas

23.4

Health
Clubs/Gyms.
215

Groce
Movie y
Theaters | Stores
12.6 9.3

Podcasts
Retail 7.3
Store

Shopping
Malls
18.6

Billboards & Signs
(Weekly Drivers)
54.1

Public Transit

AM/FM Radio
343

Health
Clubs/Gyms
218

Walking in
Towns, Cities,
Downtown Areas
23.7

Movie
Theaters

Shopping
Malls
17.4 13.0

Groc  pogdeasts
Retail ery g

Store  Store
s s

= who Shopped for Auto Parts at AUTOZONE in the past 12 months

All Graphs undsuefo ai Data Modeling Copyright © 2025 Hubbard Broadcasting, inc. LLC. All rights reserved.

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

* Share of Everything
for Anything _



429,946 or 95.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 53.6 minutes per day driving, seeing Billboards and Signs. 71.3% Listen to Local
Radio Stations Out-of-Home for an average of 47.9 minutes/day

Top-13 Out-of-Home Media (Persons & % Reach): Men 25-54
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19,441,919 or 95.2% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 66.6 minutes per day driving, seeing Billboards and Signs representing 38.3% of all
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531,934 or 95.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend
|an average of 58. minutes per day driving, seeing Billboards and Signs representing 32.6% of all Time Spent
|with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Men 25 - 54
b "Share of Ad-Supported OOH Media"
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474,705 or 97.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend
an average of 77.9 minutes per day driving, seeing Billboards and Signs representing 47.1% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Men 25 - 54
b "Share of Ad-Supported OOH Media"
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1318,670 or 97.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend an
\average of 71.5 minutes per day driving, seeing Billboards and Signs representing 42.9% of all Time Spent
‘with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Men 25 - 54
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429,946 or 95.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months spend
an average of 53.6 minutes per day driving, seeing Billboards and Signs representing 33.6% of all Time
Spent with Ad-Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Men 25 - 54
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531,934 or 95.3% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 58. minutes per day driving an average of 33.7 miles each day and are 81.3%
more likely to use Route 394 (lllinois 394) than the Metro average

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Men 25 - 54 Top-26 Residential Zip Codes: Men 25 - 54 Top-26 Employment Zip Codes: Men 25 - 54
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474,705 or 97.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 77.9 minutes per day driving an average of 45.4 miles each day and are 114.%

more likely to use Route 210/Indian Head Highway than the Metro a

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Men 25 - 54
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318,670 or 97.% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 71.5 minutes per day driving an average of 41.6 miles each day and are 173.2%
more likely to use Canyon Road East than the Metro average.

Top-26 Residential Zip Codes: Men 25 - 54

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Men 25 - 54
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Men 25 - 54
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429,946 or 95.9% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
spend an average of 53.6 minutes per day driving an average of 31.2 miles each day and are 55.8%
more likely to use Thomas Road than the Metro average.
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Local Daily Newspa per(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Sunday)
Books

New York Times {Daily)

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday)

USA Today (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

Avg. Hours+Minutes/day with All
Print Media: Men 25 - 54

who Shopped for Auto Parts at
AUTOZONE in the past 12
months

# who Shopped for Auto Parts at AUTOZONE in the past 12 months mUsa

5,795,919 or 28.4% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.7 minutes every day representing
28.4% of all time spent daily with All forms of Print Media.

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54

New York Times (Sunday
125

Local Daily
New York Times: Newspaper(s)
(Daily+Sunday) {Daily+Sunday)
1s 9.7

Local Daily
Newspaper(s)
(Sunday)
105

Local Daily
Newspaper(s) Wall Street
(Daily Journal (Daily)
LX] 18

Direct Mail
Adventising (excluding
Catalogs)

7.0

[T
32

New York Times
(Daity+Sunday)
JUE]

New York Times (Sunday)
112

Local Daily
Newspaper(s) (Sunday)

(Daily+Sunday)
88

Magazines

101

Local Daily
Newspaper(s)
{Daily
82

Wall Street Journal

(Daily)
70

® who Shopped for Auto Parts at AUTOZONE in the past 12 months

W USA

Avg. Week Ad- Suggorted AH Prmt Media (Persons & % Reach):Men 25 - 54

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

Local Daily Newspaper(s) (Sunday)

New York Times (Daily)

New York Times (Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday)

USA Today [Daily)

Magazines

All Local Weekly Newspapers

Catalogs

Books

USA USA Projection

R

13 114 1 2 19. 9%

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Men 25 -54

who Shopped for Auto Parts at USA
AUTOZONE in the past 12
months

= who Shopped for Auto Parts at AUTOZONE in the past 12 months mUSA
Scarborough R2 2025: Sep24-Aug25
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Qual Intab 6,382

USA Projection

Avg Day Ad-Supported Print Media (% Time Spent & Av

vg. Minutes/day Spent):Men 25 - 54

USA Today (Daily)
106

New York Times
(Sunday)
125

New York Times (Daily)
105

Magazines (Daily+Sunday)
2.9 97

Wall Street Journal
(Daily)
7.8

Direct Mail Advertising
{excluding Catalogs)
7.0

New York Times
(Sunday)
12

Magatines
10.1

USA Today (Daily)
106

Local Daily
Newspaper(s)
(Daity+Sunday)
88

Local Daily Newspaper(s)
(Daity
82

Direct Mail Advertising
(excluding Catalogs) (Daily)
7.0 7.0

= who Shopped for Auto Parts at AUTOZONE in the past 12 months
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Avg. Week All Print Media (Persons & % Reach): Men 25 - 54
I — 1 178

Toto! persans

Local Daily Newspaper(s) (Daily+Sunday)

. 151,524 or 27.1% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 13.7 minutes every day representing
30.2% of all time spent daily with All forms of Print Media.

et g o) T — TS s

ot e o D —
e T ——T

Books

New York Times (Daily)

Wall Street Journal (Daily)
Magazines

New York Times (Daily+Sunday)
New York Times (Sunday)

All Local Weekly Newspapers

e e who Shopped for Auto Parts at
s Today o) 2 S % AUTORONE I hemrt 12
. months
coior N o
= who Shopped for Auto Parts at AUTOZONE in the past 12 months mCHI

Avg. Hours+Minutes/day with All
Print Media: Men 25 - 54

'crm-siw

Avg. Day All Print Media {% Time Spent & Avg. Minutes/day Spent): Men 25 - 54

New York Times
(Daily)
178
USA Today (Dail) e

27

(Daily+Sunday)

New York Times Local Daily Newspaper(s) Wall Street
(Sunday) (LETY Journal (Daily)
199 132 83 Catalo...

USA Today (Daily)
152

Local Daily
Newspaper(s} (Daily

New York Times (Daily)
) 102

New York Times
(Sunday) Magazines
120 93

Catalogs)
71

Wall Street
Journal (Daily)
58

Catalogs
31

= who Shopped for Auto Parts at AUTOZONE in the past 12 months

mCHI

Avg. Week Ad-Supported All Print Media (Persons & % Reach):Men 25 - 54

Total persons:

Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspa per(s) {Daily

P ... | —r

New York Times (Daily)

Wall Street Journal (Daily) m m

New York Times (Daily+Sunday)

New York Times (Sunday)

All Local Weekly Newspapers m
USA Today (Daily) m-

iz e | 38 6%
Dt Ml At sching o) P 0%

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Men 25 - 54

L L » " S 2

Catalogs mu 1.9% who Shopped for Auto Parts at
0.0k AUTOZONE in the past 12
sooks i 0:0% o 0.0%
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All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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

New York Times (Daily+Sunday) = New York Times (Daily)
188 1

USA Today (Daily)
217

Wall Street
Local Daily Journal
Newspaper(s) (Daily (Daily)
132 83

New York Times

Local Daily Newspaper(s)
(Sunday) (Daily+Sunday)
199 BT 82 73

(excluding
Catalogs)

Magazines

USA Today (Daily)
152

Local Daily Newspaper(s)
(Daity
102

New York Times New York Times.
(Sunday) (Daily) Magazines
12.0 118 93

Direct Mail

Advertising

{excluding

Catalogs)
71

Wall Street
Journal (Daily)
58
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- 114,403 or 23.6% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 6.6 minutes every day representing
29.% of all time spent daily with All forms of Print Media.

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

Totol persans # Time spent:
Local Daily Newspaper(s) (Daily m 4 m

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

Local Dally Newspaper(s) (Sunday) |
sooks  SETTI R
New York Times (Daily) m 9.0%
Wall Street Journal (Daily) m m Avg. Hours+Minutes/day with All
New Yo T (CRieSmas) m -Em Print Media: Men 25 - 54
New York Times (Sunday) mm‘r.

Local Daily

Local Daity Newspaper(s)

(Sunday)
74

Local Daily
Local Daity ! per(s) (Daily

Direct Mail

Advertising New York Times

(excluding Catalogs) (Daily+Sunday)
64 80

7.0

Wall Street Journal Wall Street Journal

28 843 5 : {Daity)
e Emmmm TV 3
wagaiines IR T 0 _ poaitnd
. <t who Shopped for Auto Parts at woe Local Daily New York Times (excluding
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Catalogs &0 2
= who Shopped for Auto Parts at AUTOZONE in the past 12 months mWDC u who Shopped for Auto Parts at AUTOZONE in the past 12 months mWDC
Avg. Week Ad-Supported All Print Media (Persons & % Reach): Men 25 - 54 Avg. Day Ad-Supported Print Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
Total Persons: % Time Spent:
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New York Times (Daity) [T I X
Wall Street Journal (Daily) mm 7 Magazines
New York Times (Daily+Sunday) m “';‘,{‘ A MM A m Maz;;mes 10.2

x Local Daily
Local Daily Newspaper(s) Newspaper(s)
Newspaper(s) {Daily+Sunday)
(Daily 72
63

USA Today (Daily)
6.8

Local Daily Newspaper(s)

New York Times (Sunday) m 918 ‘:—;m 9% Supported Print Media: Men 25 -54 m (Daity+Sunday) USA Today (Daity) Direct Mail Advertising
‘ = . 79 {excluding Catak
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3

P = ey
8%

Street Street

Direct Mail Adves Joumal New York Times Local Daily Newspaper(s)  Journal
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119,471 or 36.4% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 9.9 minutes every day representing
24.2% of all time spent daily with All forms of Print Media.

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

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

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

New York Times (Daily+Sunday)

‘Wall Street Journal (Daily)

New York Times (Sunday)

Books

USA Today (Daily)

All Local Weekly Newspapers
Magazines

Catalogs

Toral persons

E — T
m—uu—-
PO S —rR
M-Mm

Avg. Hours+Minutes/day with All
Print Media: Men 25 - 54

2.3% who Shopped for Auto Parts at
m-w i
months

o con | pr i

= who Shopped for Auto Parts at AUTOZONE in the past 12 months m SEA

Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54

Mm«si

Local Daily
Newspaper(s)
(Sunday)
10.7

New York Times
(Daily+Sunday)
13.0

Local Daily
Newspaper(s) Wall St

91
Direct Mail

Advertising
{excluding Catalogs)
72

Local Daily
Newspaper(s)
(Daily+Sunday) Catalogs
99 47

New York Times (Sunday)
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New York Times
(Daily+Sunday)
13

Local Daily
Newspaper(s) Wall Street
(Daity Journal (Daily)
79 66

Local Daily
Newspaper(s) (Sunday)
9.0

Direct Mail
Advertising Catalogs
Newspaper(s) (excluding 35
(Daily+Sunday) Catalogs)
84 66

Local Daily

Al Local...

u who Shopped for Auto Parts at AUTOZONE in the past 12 months

uSEA

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Men 25 - 54

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

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

New York Times {Daily+Sunday)

Wall Street Journal (Daily)

New York Times (Sunday)

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Catalogs

Books

SEA DMA

Scarborough R2 2025: Sep24-Jul25
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Avg. Hours+Minutes/day with Ad-
Supported Print Media: Men 25 -54

who Shopped for Auto Parts at
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months
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Avg. Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Men 25 - 54
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New York Times
(Sunday)

New York Times
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13.0

Local Daily
Newspaper(s) (Daily
126 91 72

USA Today (Daily)
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New York Times
(Sunday)
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Wall Street Journal
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Direct Mail

Advertising

New York Times Local Daily (excluding

(Daily+Sunday) Magazines Newspaper(s) (Daily Catalogs)
113 102 79 6.6
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Avg. Week All Print Media (Persons & % Reach): Men 25 - 54

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

Local Daily Newspaper(s) (Daily

Books

New York Times (Daily+Sunday)
Magazines

New York Times (Sunday)

All Local Weekly Newspapers

New York Times (Daily)

‘Wall Street Journal (Daily)

USA Today (Daily)

Catalogs

= who Shopped for Auto Parts at AUTOZONE in the past 12 months

Toeol persons

=

|

who Shopped for Auto Parts at PHX

- 169,489 or 37.8% of Men 25 - 54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
read Direct Mail Advertising (excluding Catalogs) for an average of 8.3 minutes every day
representing 30.5% of all time spent daily with All forms of Print Medi

1

ks

Avg. Hours+Minutes/day with All
Print Media: Men 25 - 54

AUTOZONE in the past 12
months.

= = s TR T T
8 B o Mg 4 I,
- F F F - P i T

mPHX

Avg Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Men 25 - 54
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Wall Street Journal
(Daity)
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New York Times
{Sunday)
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(Daily+Sunday)
80

New York
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Direct Mail
Advertising
(excluding
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Local Daily
Newspaper(s)
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New York Times (Sunday)
13.0

Local Daily Newspaper(s)
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Local Daily
Newspaper(s)
(Daily+Sunday)
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New York Times
(Daily)
86

Advertising
Wall Street (excluding
Joumnal (Daily) Cata
85 76

Catalogs
Local Daily e

Newspaper(s) (Daily
13

u who Shopped for Auto Parts at AUTOZONE in the past 12 months
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Avg. Week Ad-Supported All Print Media (Persons & % Reach): Men 25 - 54

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

Local Daily Newspa per(s) (Daily

New York Times (Daily+Sunday)
Magazines

New York Times (Sunday)

All Local Weekly Newspapers

New York Times (Daily)

Wall Street Journal (Daily)

USA Today [Daily)
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Books
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Avg. Day Ad-Supported Print Media (% Time Spent & Av

5 Time Spent.
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New York Times
{(Daily+Sunday) Magazines
104 95
New York Times
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Local Daily Newspaper(s}
W::ﬁl\'l

Direct Mail
Adverti
Wall Street Journal (excluding | Local Daily Newspaper(s)
(Daily) Catalogs) (Daily
113 83 67

Local Daily
Newspaper(s)
(Sunday)
93

New York Times
(Daily)
64

USA Today (Daily)
63

Local Daily

Newspaper(s)
(Daity+Sunday)
91

New York Times
(sunday)
130

Magazines
10.2 (Daily)
85

Local Daily
Newspaper(s)
(Sunday)
108

USA Today (Daily)
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Wall Street Journal

New York Times
(Daily)
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Newspap

Direct Mail Advertising
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(Daily
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= who Shopped for Auto Parts at AUTOZONE in the past 12 months

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

soefa.ai

= PHX

* Share of Everything
for Anything _




"Advertising Actions"

M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Websites

23,364,527

Social Media 22467148 33.7%
Direct Mail 17.954.247 27.0%

Broadcast, Cable, & Sat TV

14,938,826

Local AM/FM Radio

Video Streaming Services

10,900,761

Podcasts yverr: 14.9%

Audio Streaming Services

8, 314 733

Cable TV Networks

Local Broadcast TV
. USA
Billboards

Newspapers

6,522,125

m M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B M25-54 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. Allrights reserved. S 0 e fa . al

for Anything =

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



“Advertising Actions"

M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

663,465 35.0%

521,583 27.5%

Websites

Direct Mail

Social Media | 517,584

Local AM/FM Radio T 17.7% o

Pt

Broadcast, Cable, & Sat TV

Video Streaming Services

Audio Streaming Services

- l b
Billboards o i
248,798 13.1%
Local BroadcastTV | .
248.534 13.1%
Newspapers e e

® M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)

B M25-54 CHICAGO AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

"Advertising Actions”

M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

592,217 40.0%

540,631
336,342 22.7%

360,096 24.3%

Local AM/FM Radio

270,712 18.3%

253,100 17.1%

Audio Streaming Services

183,313

Cable TV Networks 207,012 T
Billboards  preim 12.3% |
Local Broadcast TV 183707 %
sty WASHINGTON, DC
185,271 12.5%
Newspapers 110,600 e
m M25-54 who Shopped for Auto Parts at AUTOZONE inthe past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B M25-54 WASHINGTON, DC AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
WASHINGTON,DC DMA ScarboroughR22025:0ct24-Aug25 Qualintab: 348 * Share of Everything
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Social Media

Direct Mail

Websites

Broadcast, Cable, & Sat TV
Podcasts

Video Streaming Services

"Advertising Actions"”

M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

498,322 40.4% |

366,361 29.7%

276,679

237,427 19.3%

222,734

467,939

Local AM/FM Radio 228,408
Audio Streaming Services 174371
Cable TV Networks 128,926
Local Broadcast TV 110.828
Newspapers 145,512 11 8%
m M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B M25-54 SEATTLE-TACOMA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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"Advertising Actions”

M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months
(Shopped/Visited/Bought past 3mos Due to Ads on %)

Websites 404|572 34.0%
Direct Mail 322,618 27.1%
Social Media 402,825 33.9%
Local AM/FM Radio 205,068 17.09
Podcasts

Broadcast, Cable, & Sat TV

Audio Streaming Services

182,084 15.3%

213,219 17.9%

132,265 11.1%
Billboards 100,333 S
Newspapers 116,923 .8%
Viizeteamipgd aanires

Cable TV Networks 106,264 B i6% -

Local Broadcast TV 101 313 BN
m M25-54 who Shopped for Auto Parts at AUTOZONE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B M25-54 PHOENIX AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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