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13.% or 35,537,466 of USA Adults 18 or older Shopped at O'REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 50.1 years old (2.6%
older than average) and have a $92,549 (5.9% lower than average) annual household income.
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‘..“P‘e\lLTT% 18.% or 704,572 of MSP DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 49.5 years old (1.3%
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& older than average) and have a $116,888 (2.1% higher than average) annual household income.
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19.% or 479,218 of STL DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 52.9 years old (6.8%
older than average) and have a $98,168 (5.6% lower than average) annual household income.
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14.1% or 273,980 of CIN DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 50.1 years old (3.1%
older than average) and have a $116,203 (12.3% higher than average) annual household income.
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7.9% or 152,697 of WPB DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Typical Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 51.3 years old (3.6%
younger than average) and have a $83,631 (20.6% lower than average) annual household income.
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 23.7% less likely to be a
college graduate, 3.4% more likely to work full-time, 9.1% more likely to be married, 11.7% more likely
to be a parent of 1 or more children under 18.
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18.% or 704,572 of MSP DMA Adults 18 or older Shopped at O'REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.4% less likely to be a
college graduate, 20.8% more likely to work full-time, 7.6% more likely to be married, 28.1% more likely
to be a parent of 1 or more children under 18.
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19.% or 479,218 of STL DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 32.6% less likely to be a
college graduate, 8.1% more likely to work full-time, 15.7% more likely to be married, 3.% less likely to
be a parent of 1 or more children under 18.

, A
Employment: Adults 18 or older ( \‘ ) Marital Status: Adults 18 or older
. 7.0% 62.4% . : 22.0%
I !
Some High School or Less (not graduate) - 4.4% Employed Full-Time or Part-Time Single, Never Married m
High School Grath;:)t)e {1245 grade or _31‘4% Employed Full-Time (35 hours or more) _’6 Married _-196
. 21.1% ¥ 12.0% 1.6%
Some College Credit (no degree) Employed Part-Time (less than 35 hours) B Legally Separated [ 11%
sosoy 11.9% 8 35.5% . 10.9%
Associate's Degree (AA, AS, etc.) m White Collar Divorced
15.3% 26.9% . 2.4%
1}
College Graduate (4 year college) Blue Collar 19.4% Widowed . 4.4%
Postgraduate Degree Work From Home (most of the time or always) % LGBTQ+ (net) -227%:]%
who Shopped at O’REILLY AUTO PARTS in the past 12mos mSTL who Shopped at O’REILLY AUTO PARTS in the past 12mos LR E who Shopped at O’REILLY AUTO PARTS in the past 12mos LEE
Top-20 Occupattons: Adults 18 or older Entrepreneurs/Government Workers *l f 'M. Stage in Life.' Adults 18 or older
12.8%
19.6% . 23.4%
7.4%
» —_ 5.7% 6.1% 42% Parent of 1 or more Children under 18 I 24.1%
' m -
- Working Mothers
1075025 . M 3.0%
Small B Owner Self-Employ Go Workers 3.2%
6.3% g3 . S - S Parent of 1 or more Children Under Age 2 - 4'..2%
& - 0% 3.6% 3.5% 3¥59% 3.7% 59, 3.3 3.8%
I . ZW. :.59. 1.69. . . ,;“ :,aa?“-”" 3% o 20% 2% gy sl 2% 23 % 015 1% 0 ord 0% 043P B% Parent of 1 or more Children Age 2-5 E ;90;4%
- m - = - mm R
. 7.6%
. & Py & L A & & & & & 2 & & & 2 Parent of 1 or more Children Age 6- 11
“y&b g"‘& &"“‘. @Q"P «“# «o“?b d{"& bf gf & & 4 é"é\ e“pﬁ“ #.,of \fé& s,wf c“d‘ ,;-b“‘ f"af f‘fj S 10.3%
X A R A R & Parent of 1 Child 12-17 13.6%
SV A AV S A A R A ettt ormore Chidentee 217 S 1.2
o & & <« o & & £ o & & & . .
&,08’ 4\&# & r fw‘? F nfgh e"? d\%&f & v‘ﬁ #{&P o & ‘féf &Ef &v’g"v < Parent of 1 or more Children in College [ 5653‘}'566
& > h <&
f « (.,‘° &"e ,9’? Gpandparent of 1 or more Children under 18 35.2%
& F AP I 25.5%
* Ly
who Shopped at O’REILLY AUTO PARTS in the past 12mos HSTL who Shopped at O'REILLY AUTO PARTS in the past 12mos mSTL
STL DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 338
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved o

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



14.1% or 273,980 of CIN DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 25.6% less likely to be a
college graduate, .3% more likely to work full-time, 9.7% more likely to be married, .7% more likely to be

a parent of 1 or more children under 18.
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7.9% or 152,697 of WPB DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 45.3% less likely to be a
college graduate, 29.9% more likely to work full-time, 20.8% less likely to be married, 8.1% more likely

to be a parent of 1 or more children under 18.
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 4.8% more likely to own
their home, 7.4% more likely to own a higher valued home, 14.% more likely to have a single-family
home, 24.4% more likely to have a dog.
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18.% or 704,572 of MSP DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.5% more likely to own

their home, 4.5% more likely to own a lower valued home, 16.9% more likely to have a single-family
home, 25.% more likely to have a dog.
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19.% or 479,218 of STL DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 5.3% more likely to own
their home, 11.1% more likely to own a lower valued home, 1.6% more likely to have a single-family

home, 3.1% more likely to have a dog.
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l 14.1% or 273,980 of CIN DMA Adults 18 or older Shopped at O’'REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 5.7% more likely to own
their home, 6.5% more likely to own a lower valued home, 18.5% more likely to have a single-family

home, 18.1% more likely to have a dog.
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7.9% or 152,697 of WPB DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 16.5% less likely to own
their home, 16.9% more likely to own a lower valued home, 15.% more likely to have a single-family
home, 7.6% more likely to have a dog.
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 4.9% more likely to look
up D-I-Y advice online, .8% less likely to always vote in local elections, 13.6% less likely to belong to a gym,
6.7% less likely to fly domestic past yr.
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18.% or 704,572 of MSP DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.8% more likely to look
up D-I-Y advice online, 1.7% less likely to always vote in local elections, 7.9% less likely to belong to a gym,

7.1% less likely to fly domestic past yr.
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19.% or 479,218 of STL DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 1.4% less likely to look up
D-I-Y advice online, 12.1% less likely to always vote in local elections, 29.6% less likely to belong to a gym,
15.9% less likely to fly domestic past

yTop-ZO past 30-days Online Lifestyle Activites: Adults 18 or older

Recipes / Restaurmnt Health Dodt-voursell Oniine Phone  Medical
wiesl planning Information / information  Advce / video Call
Suggestions  Reviews

Home/  FRnesyDiet JobSearch/ Apparel/  Reigion/ caner Education
services/ Gamenideas Information Postresume Beautyideas Spirtuaity Development (Research
Infocmation schools,
Financing)

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

Appliction,

Take Onfine  Electroni.
Classes 1vite

Homework
frou or Your
chil's)

mSTL

,

Genealogy

Political Activity: Adul or older

d

Registered to Vote
(In District of

4%

/ Lean d d

/ None
of These

Presidential Elections: Always
idential Elections: imes RV
Statewide Elections: Always
ide Elections: m
Local Elections: Always as.z%
Local Elections: Sometimes m

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

ican / Lean

Parenting /
Family advice  (snapfish,
shuttedly,

etc)

mSTL

(s
W&Top-s’o past 12-months Active Lifestyle Activites: Adults 18 or older

61.7%
la7.3%

Grilling -

Lawn Care

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

Gandening  Swimming Fishing Volunteer  Bicyding. Hiking Bowling Belongto  Sewing- Camping Jogging -
Outdoar (Flowers ar wark Backpacking HealthClubor  Crafts Running
Cooking. vegetables) Gym

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 338

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

Baating

Basketbal Gmupnmm Yoga-piates  Followa

% Past 12-months Domestic Airline Trips: Adults 18 or older

Ltrip 13.6%

14.6%

366,275

309,117 12.3%
i

5.8%
21,78: 4.5%

2 trips
3 trips

4 trips

148 .568
e
183,384 7.3%
5.0% _
Flew Domestic past year: 49.5%

Avg. # Domestic Flights:

5-9 trips

10+ trips

33% 3.2%
1% 2%

Aduk  competitive Caregierof  Munting Football  Sofiball-  Tens  Orgasized Snow Skiing-
Weight Loss  Continuing Video Gaming Aging Parent Easeball Road Race Snowboarding
Progam  Education or Relative (5%,

Marathon,

mSTL e

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



14.1% or 273,980 of CIN DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

% AUTO
®R|“ PARTS muwwmm Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are .9% less likely to look up
D-I-Y advice online, 13.7% more likely to always vote in local elections, 28.% less likely to belong to a gym,

3.1% less likely to fly domestic past yr.
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7.9% or 152,697 of WPB DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 13.5% more likely to look
up D-I-Y advice online, 15.1% less likely to always vote in local elections, 48.3% less likely to belong to a

gym, 17.3% less likely to fly domestic past
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Past 30-days QSR Users: Adults 18 or older
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13.% or 35,537,466 of USA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.4% more likely to use
QSRs past mo., 7.1% more likely to use Sit-Down Restaurants past mo., 18.4% more likely to use Casinos
past yr., 40.3% more likely to smoke cigarettes.
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Table Games (Craps, Poker, etc.)

Bar/ Nightclub

Upscale Restaurant

Stage Show / Concert

2,785

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

Sports Betting
Spa

Other Gambling

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

USA Projection

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

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

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

Mexican  Chinese Hakian

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

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

usa 19.9%

Past 12 months Casmo Activities: Adults 18 or older

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

5,619

19,042,684
ss,sﬁs 257
L

0%
Casinos visited past 12

Used Past 30-days: Adults 18 or older

7
Y

13.8%

Cigarettes

/ Cannabis

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

Qual intab 24,338

Vape

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



Past 30-days QSR Users: Adults 18 or older
q 2o
2times

3 times

4 times

5 times

6 - 9times

16.1%

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

mMSP

Total Monthly QSR Users: Avg. Monthly QSR Meals:
90.3%

84.1%

18.% or 704,572 of MSP DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 7.3% more likely to use
QSRs past mo., 5.7% more likely to use Sit-Down Restaurants past mo., 27.1% more likely to use Casinos

past yr., 37.6% more likely to smoke cigarettes.

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

1time

20.8%

2 times

11.8%

3 times

4 times

5 times

6-9times

# who Shopped at O'REILLY AUTO PARTS in the past 12mos u MsP
Total ly Sit-Down Users: Avg. ly Sit-Down Meals:
76.1% 71.9%

10 times or more

s weesn 50 IEN
.

Drank Past 30-days. Adults 18 or older

Liquor

Any Type of Beer
Wine

Domestic Light Beer

Domestic Regular Beer

25.7%
28 19.1%

Imported Beer

12.0%

Microbrew / Craft Beer 12.4%

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

MSP DMA

uMsP

Scarborough R1 2026: Feb25-Feb26 Qual Intab

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

wings / iakan steskhouse Upscale Indian /
ouse /  Durgers / nmu Thai/
caten tor Sports Bar  Bakery Other

asian

Ppia  chinese  Mexicin cdhe

wwho Shopped at O'REILLY AUTO PARTS in the past 12mos P

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
11.1%
13.3%

who Shopped at O'REILLY AUTO PARTS in the past...
L 518,071

Past 12 months Casino Activities: Adults 18 or older

31.3%

Slot Machines

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

Bar / Nightclub

Upscale Restaurant

Sports Betting

Other Gambling

Spa Casinos visited past 12 months: Yes

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

320
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

Used Past 30-days: Adults 18 or older

=

Marijuana / Cannabis Cigarettes

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



Past 30-days QSR Users: Adults 18 or older

4 times

5 times

6 - 9times

1time

% 2 times

3 times

yr., 28.7% more likely to smoke cigarettes.

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

& time 18.4%

10 times or more

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

s
s
s
oo s
10 times or more E

19.% or 479,218 of STL DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 11.1% more likely to use
QSRs past mo., 3.% more likely to use Sit-Down Restaurants past mo., 7.1% more likely to use Casinos past

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican  chinese malan steakhouse Coffee  Bagel/ upscale  seafood
House/  Doawt/
Coffee Bar  Bakery

Pia  wings/

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at O'REILLY AUTO PARTS in the past... 15.9%

Luil 420,308 17.1%

= who Shopped at O’REILLY AUTO PARTS in the past 12mos mSTL
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
96.3% 86.6% “ 75.5% 73.3%
Drank Past 30-days: Adults 18 or older Past 12 months Casino Activities: Adults 18 or older
Tl Games e, Pl i) '
Domestic Light Beer Bar / Nightclub

Domestic Regular Beer
Wine
Imported Beer

Microbrew / Craft Beer

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

STL DMA

695,'1;;1 27.7%

452371 17.2%
278,873 9.1%

mSTL

Scarborough R1 2026: Feb25-Feb26 Qual Intab

Upscale Restaurant

Sports Betting

Other Gambling m %
s L

Casinos visited past 12

Used Past 30-days: Adults 18 or older

i
Y

a / Cannabis

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

338
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

Cigarettes

w who Shopped at OREILLY AUTO PARTS in the past 12mos



Past 30-days QSR Users: Adults 18 or older

:*‘ -* lﬂ 1time
e R

3 times

4 times

5 times

6 - 9times

10 times or more

®CIN

Avg. Monthly QSR Meals:

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

Total Munthly QSR Users:

- B

14.1% or 273,980 of CIN DMA Adults 18 or older Shopped at O’REIL

past yr., 24.2% more likely to smoke cigarettes.

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

[ ] 1 time
2 times 16.0%
3 times 12.4%
s Ptz
c-otme

10 times or more

® who Shopped at O'REILLY AUTO PARTS in the past 12mos ECIN
Total ly Sit-Down Users: Avg. Monthly Sit-Down ant Meals:
81.2%

75.2%

Drank Past 30-days. Adults 18 or older
Ay Typa of s

Liquor

Domestic Light Beer
Wine

Domestic Regular Beer

Imported Beer

331,003 17.0%
11.3%

Microbrew / Craft Beer

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

CIN

mCN

DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab

LY AUTO PARTS in the past 12mos.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 6.9% more likely to use
QSRs past mo., 7.9% more likely to use Sit-Down Restaurants past mo., 14.6% more likely to use Casinos

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

chinese  mexican Bagel/ upscale  seafood
Doaw/
Bakery

Steakhouse Wings/  ilian

Burgers {
Spors Bar

wwho Shapped at O’REILLY AUTO PARTS in the past 12mos meN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped ot O'REILLY AUTO PARTS in the past... 20.2%

LU 412,644 21.2%

Past 12 months Casmo Activities: Adults 18 or older

Slot Machines

Bar/ Nightclub

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

Upscale Restaurant

Sports Betting

Other Gambling m 5.6%

Spa Casinos visited past 12 Yes

Used Past 30-days: Adults 18 or older

a / Cannabis

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

244
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts

Cigarettes

d at O'REILLY AUTO




Past 30-days QSR Users: Adults 18 or older

, veme [
% 21imes

3 times

4 times

5 times

6 - 9times

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

Avg. Monthly QSR Meals:

10 times or more

=WPB

Total Monthly QSR Users:
92.6% 79.4%

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

1time

2 times

3 times

4 times

5 times
6-9times

10 times or more

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

Total Users: A

75.0%

ly Sit-Down
77.9%

Drank Past 30-days. Adults 18 or older

Liquor

799,638 41.1%

usa, 35 8%
645,008 33.2%

Any Type of Beer
Wine
Imported Beer

Domestic Regular Beer

414,068 21 3%

.2%

Domestic Light Beer
Microbrew / Craft Beer
# who Shopped at O’REILLY AUTO PARTS in the past 12mos

WrPB DMA

mwprB

Scarborough R1 2026: Jan25-Jan26 Qual Intab

®WPB

it-Down Restaurant Meals:

7.9% or 152,697 of WPB DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 16.6% more likely to use
QSRs past mo., 3.8% more likely to use Sit-Down Restaurants past mo., 12.8% less likely to use Casinos past
yr., 38.4% more likely to smoke cigarettes.

Top-10 Cuisines: Adults 18 or older

(Sit-Down Restaurants Used Past 30-days)

IEiEhLish.

Chinese upscale  seafood  Bagel/
Donut/

malan  mexicin steakhouse Wings/
Burgers | House /
Sports Bar Coffee Bar

d at O'REILLY.

in the past 12mos mwPs

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Shopped at OREILLY AUTO PARTS In the past... 24.7%

LU 387,595 19.9%

Past 12 months Casmo Activities: Adults 18 or older
B ——
_“"’
EEr— o

2.4%

Slot Machines

Upscale Restaurant

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

Bar / Nightclub

Sports Betting

Spa

Other Gambling

= who Shopped at O'REILLY AUTO PARTS in the past 12mos
209
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Used Past 30-days: Adults 18 or older

i
ey

Cigarettes

a / Cannabis

Casinos visited past 12 Yes

= WPB

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

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



mﬁalnvestments Owned Adults 18 or older

125,238,331 45.8%

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

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

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

Money Market Funds

Bonds

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

Second Home or Real Estate Property

W USA

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

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

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

Auto Loan

Online Mobile Online Bill Home

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

Checking  Debit or ATM

Professional Serwces Used*: Adults 18 or older

Tax Preparation Service
53 534 833

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

Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

Estate Planning

3.1%

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

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

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

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

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

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



Adults

18.% or 704,572 of MSP DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.

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

401K, 28.2% more likely to have an Auto Loan, 21.% more likely to Invest/Trade Stocks Online, 20.3% more
likely to pay with their Debit Card.

mﬁ‘lnvestments Owned: Adults 18 or older
401K Plan

IRA (Individual Retirement Account) peetas 41.9%

Stocks or Stock Options

Mutual Funds

5 10.8%
538,289 13.8%
6.8%

Money Market Funds

10.2%
9.2%

10.4%
8.9%
03 7.1%
294,548

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

Second Home or Real Estate Property 7.5%

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

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

95% 6% 7% som 6.6% 5.0%

e
Debit or ATM  Credit Card

1a7.523

Online

1561.000 g, n
Mobile Home Certi

Savings

i Online Bill of Home Personal Loan
Account Account card Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement  Home
Account Loan or Home Mortgage
Equity Loan
= who Shopped at O’REILLY AUTO PARTS in the past 12mos = MSP

Professional Services Used*: Adults 18 or older

Financial Planner

Tax Preparation Service

1
Online Investing / Stock Tradi .
rinetnvestogsoc ot R
17.4%
456,569 11.7%
11.6%
3 7 9.6%

Insurance Agent at a Local Office (not online)

Accountant

Real Estate Agent

6.8%
: 3.8%

B 2.9%
Estate Planning ! 27%
*Past 12 Months)
Divorce / Family Attorney 0%, f /
2.4%
= who Shopped at O’REILLY AUTO PARTS in the past 12mos m MSP

MsSP DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 320
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S

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

1 10.4%
PP 7% 9.3% 28%

Facebook  Samsung Pay

o ﬂ
o ETONY

Cash App American Discover

‘Venmo DebitCard MasterCard  Apple Pay zelle Google Pay Store Credit  Square Cash
Express card Messenger
®» who Shopped at O'REILLY AUTO PARTS in the past 12mos uMSP

PayPal

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



19.% or 479,218 of STL DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 4.6% more likely to have a
401K, 39.6% more likely to have an Auto Loan, 5.8% less likely to Invest/Trade Stocks Online, 23.6% more
likely to pay with their Debit Card.

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

)

IRA (Individual Retirement Account)

1

Stocks or Stock Options
Mutual Funds

Money Market Funds

Bonds
B 12.1% i
- L. 7.5%
Other (Crypto / NFTs / Metals, etc.) mﬁ’m s m h SN SO
529 Plan / College Savings Plan M‘ 8.6% Checking  Debit or AT Savings  CreditCard  Online Online Bill Mobile Home Auto Loan Money  Certificates of Studentloan Personal Loan  Home Refinanced
Account card Account Banking Paying Banking  Mortgage Market  Deposit {CDs) Improvement  Home
7 6.2% Account Loanor Home Mortgage
Second Home or Real Estate Property 6.7% Equity Loan
% who Shopped at O’REILLY AUTO PARTS in the past 12mos ESTL = who Shopped at O'REILLY AUTO PARTS in the past 12mos mSTL

Professional Services sed*: Adults 18 or older | [y Past 3-Months Payment Methods Used: Adults 18 or older

Financial Planner

536,473 21.3%

Tax Preparation Service

Oniine Investing / tock Trading
Insurance Agent at a Local Office (not online) m 17.4%
T RN B
Real Estate Agent m B

B s 1.6%
Estate Planning 3.5% ?
i 3.2% (*Past 12 Months) VIsA Debit Card  MasterCard Venmo Zelle ApplePay  CashApp  Google Pay Store Credit ~ American Facehook  Square Cash Samsung Pay
Divorce / Family Attorney H 2% Ccard Express  Messenger
= who Shopped at O’REILLY AUTO PARTS in the past 12mos mSTL = who Shopped at O’REILLY AUTO PARTS in the past 12mos mSTL

STL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 338
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Stores HHLD shopped for auto products/srvcs pst 12 mo (HHLD): O'Reilly Auto Parts



14.1% or 273,980 of CIN DMA Adults 18 or older Shopped at O’REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 33.9% more likely to have a
401K, 21.3% more likely to have an Auto Loan, 60.3% more likely to Invest/Trade Stocks Online, 20.7% more
likely to pay with their Debit Card.

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

IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds 5%

12.9%
213 Gll 11.0%

Money Market Funds

. 1,361 7.8%
529 Plan / College Savings Plan 01K

Other (Crypto / NFTs / Metals, etc.) ET_S’,‘;'EX 23% AT%  42% 45%

S v MO sia . e
Second Home or Real Estate Property mﬁ% i Checking Debitor ATM  Savings  CreditCard  Online Home Autoloan  Money  Studentloan Certificates of Personal Loan  Home  Refinanced
Account card Account Banking

i i Mortgage Market Deposit (CDs) Improvement  Home
Bonds 3% Account Loan or Home Mortgage
5.6% Equity Loan
® who Shopped at O’REILLY AUTO PARTS in the past 12mos mCIN = who Shopped at O’REILLY AUTO PARTS in the past 12mos uCIN

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

Tax Preparation Service

Financial Planner

Online ti Stock Tradi
nline Investing / Stocl ing 223933 11.5%
Accountant - e
180,100

Insurance Agent at a Local Office (not online)

168,344 8.7%

3.1%
Real Estate Agent E 3.4%

Estate Planning 239';:6

2.1% (*Past 12 Menths) PayPal Debit Card Venmo MasterCard Zelle Apple Pay CashApp  GooglePay  American Discover  Store Credit Squarecash Facebook  Samsung Pay
2.0% Express. card Messenger

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

CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 244
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Smm

Divorce / Family Attorney

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



7.9% or 152,697 of WPB DMA Adults 18 or older Shopped at O'REILLY AUTO PARTS in the past 12mos.
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos are 25.6% more likely to have a
401K, 17.7% more likely to have an Auto Loan, 35.6% more likely to Invest/Trade Stocks Online, 30.2% more
likely to pay with their Debit Card.

ﬁ Investments Owned: Adults 18 or older
e ¢ |

)

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds SN
Money Market Funds %140%
13,6400 5.9%
Other (Crypto / NFTs [ Metals, etc.) phany

6.1%

Bonds 0.2%
330 8.7%

Second Home or Real Estate Property 7 1%

529 Plan / College Savings Plan ﬁoaﬁ;

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

1130 |
Checking  Debit or ATM
Account

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

8.4%
4.8% A47% 349 3.9% 2.2%

19.0%)|
ssssas w7 yea5m

d: S s ) s
Savings Credit Card Online Mobile Online Bill Home Auto Loan

Personal Loan Studentloan Home Refinanced
card Account Banking Banking Paying Mortgage Market  Deposit {CDs) Improvement  Home
Account Loanor Home Mortgage
Equity Loan

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

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

Tax Preparation Service 4 18.0%

o 7,040 11
untant . ETRETS 15.6%

Financial Planner pia 3
301,473 15.5%

i . 18.1%
Online Investing / Stock Trading 13.4%
. 11.5%
Insurance Agent at a Local Office (not online) ' .
. 12.4%
Estate Planning 3.9%

GEl 4.7%
Real Estate Agent 3.8%

*Past 12 Months)
Divorce / Family Attormey 6‘021%5% f /
= who Shopped at O’REILLY AUTO PARTS in the past 12mos m'WPB

wpPB DMA Scarborough R1 2026: Jan25-Jan26 Qual intab 209
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10.2%
8.6%
15.7% 6.8% 6.0%
i 3.2% 8.0%
PayPal Zelle MasterCard  Debit Card Venmo Apple Pay Cash App American  Google Pay Store Credit  Discover  Square Cash  Facebook Samsung Pay
Express card Messenger
# who Shopped at O’REILLY AUTO PARTS in the past 12mos =WPB

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



W) Rutolome autozone

Walmart Walmart Auto Parts

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

watched on Cable TV: NASCAR
streamed online: NASCAR
plan to bet on: NASCAR

social media: NASCAR

“Purchases, Store Duplication, NASCAR"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months (Purchases Made,
Stores Shopped, NASCAR Interest past 12 months)

16,286,394 45.8%
70,449,364 25.8%

i /-‘ 987 25.7%
34,459,688 12.6%

19,037,308 25.4%
12.0%

7i1=_ 992 20.2%

34,041,503 12.5%

7,128,081 20.1%
22030027 [E¥TS

i u. 017 14.2%

11,758,914 4.3%

4,080,933 11.5%

10,394,533 XT3

FLEEER T — p—
6.7%

iB74I43396

8,438,271 BBt

168

6,631,845 RLT
66 USA
2.0%
3,660 RLH]
= P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months (Purchases Made, Stores Shopped, NASCAR Interest past 12 months)

W P18+ USA (Purchases Made, Stores Shopped, NASCAR Interest past 12 months)
Share of Everything

USA DMA Scarborough R12026: Jan25-Mar26  Qualintab: 2785 .
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. So e a . al for Anything =

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



"Purchases, Store Duplication, NASCAR"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months (Purchases Made,
Stores Shopped, NASCAR Interest past 12 months)

W) Rutolome AutoZone p2253EZ — 32.3%

Walmart Walmart Auto Parts 364 : 29.3%

|

13.8%

% 55 [0

Purchased: Oil filter/oil 192,472 e 27.3%

188,732 26.8%
9.6%

Purchased: Car battery

NAPA NAPA Auto Parts pa2s 698 - 21.5%

|
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"Purchases, Store Duplication, NASCAR"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months (Purchases Made,
Stores Shopped, NASCAR Interest past 12 months)
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"Purchases, Store Duplication, NASCAR"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months (Purchases Made,
Stores Shopped, NASCAR Interest past 12 months)
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Purchased: Car battery
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"Purchases, Store Duplication, NASCAR"

P18+ who Shopped at O’REILLY AUTO PARTS in the past 12 months (Purchases Made,

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

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

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

- i

Concur

usage 56.1%
usa

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

60.7%

= who Shopped at O’REILLY AUTO PARTS in the past 12mos m USA
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 3 hours, 33
minutes and 59 seconds each week with All Forms of Media.

85.6% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 10 hours and 9 minutes each
week listening to All Local AM/FM Radio, representing 11.5% of total time spent with all forms of Media.

EE =

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

72:58:02
s 55.5%

who Shopped at O'REI Msp
AUTO PARTS in the past 1217
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 15 hours, 44
minutes and 52 seconds each week with All Forms of Media.

91.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 10 hours and 45 minutes each
week listening to All Local AM/FM Radio, representing 11.2% of total time spent with all forms of Media.

Weekly Avg. H:M:S/week with All Forms of Media:
Reach %: Adults 18 or older
Concurrent
usoge %: 46.7%
who Shopped at O'REILLY STL
AUTO PARTS in the past 12mos

% of Total
Weekly H:M:

A
® who Shopped at O’REILLY AUTO PARTS in the past 12mos ESTL
STL  DMA  Scarborough R12026: Feb25-Feb26 ~ Qual Intab 338 ST.LOUIS ~ DMA  Searborough R12026: Feb25-Feb26  QualIntab 1,956 Hubbard Share of Everything
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 14 hours, 23
minutes and 42 seconds each week with All Forms of Media.
91.9% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 25 minutes each
week listening to All Local AM/FM Radio, representing 10.% of total time spent with all forms of Media.

Avg. H:M:S/week with All Forms of Media:

Adults 18 or older
Concurrent
vsoge ¥: 51.5%
who Shopped at O'REILLY N

AUTO PARTS in the past 12mos
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 4 days, 1 hours, 2
minutes and 37 seconds each week with All Forms of Media.

86.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 52 minutes each
week listening to All Local AM/FM Radio, representing 8.8% of total time spent with all forms of Media.

Weekly 92.3% Avg. H:M:S/week with All Forms of Media:
Reach %: 90.0% 5% Adults 18 or older
- e
concurrent
usoge %: 52.0%
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@ R il , AUTO | Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 11 hours, 46
: ei y PARTS minutes and 55 seconds each week with All Forms of Ad-Supported Media.
S -"’.'-- - ]

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

EX...

Weekly
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53:35:41
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usage 58.3%
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o Share of Everything
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) AUTO Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 9 hours, 38
v PARTS minutes and 59 seconds each week with All Forms of Ad-Supported Media.
81.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 13 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 13.% of total time spent with all forms of Ad-Supported Media.

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

54:52:08
Concurrel
usage 58.7%
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 20 hours, 51
minutes and 25 seconds each week with All Forms of Ad-Supported Media.

87.9% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 10 hours and 26 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 13.3% of total time spent with all forms of Ad-Supported Media.
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i ]

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

50.7%
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 2 days, 17 hours, 21
minutes and 57 seconds each week with All Forms of Ad-Supported Media.
86.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 8 hours and 2 minutes each week
listening to Local Ad-Supported AM/FM Radio, representing 10.6% of total time spent with all forms of Ad-Supported Media.

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

59:16:03
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| Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 3 days, 7 hours, 52

minutes and 30 seconds each week with All Forms of Ad-Supported Media.
83.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an avg. of 9 hours and 38 minutes each
week listening to Local Ad-Supported AM/FM Radio, representing 10.1% of total time spent with all forms of Ad-Supported Media.
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 8
hours and 32 minutes each day with All Forms of Ad-Supported Media. 82.2% listen to Local AM/FM
Radio for an avg. of 76.2 minutes/day. (Local Radio delivers 12.2% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 8
hours and 14 minutes each day with All Forms of Ad-Supported Media. 81.1% listen to Local AM/FM
Radio for an avg. of 79. minutes/day. (Local Radio delivers 13.% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 9

hours and 50 minutes each day with All Forms of Ad-Supported Media. 87.9% listen to Local AM/FM

Radio for an avg. of 89.5 minutes/day.

(Local Radio delivers 13.3% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 9
hours and 20 minutes each day with All Forms of Ad-Supported Media. 86.4% listen to Local AM/FM

Radio for an avg. of 69. minutes/day.

(Local Radio delivers 10.6% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach) Adults 18 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Radio for an avg. of 82.7 minutes/day.

Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an average of 11
hours and 24 minutes each day with All Forms of Ad-Supported Media. 83.5% listen to Local AM/FM
(Local Radio delivers 10.1% of Time with Ad-Supported Media.)
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29,205,342 or 82.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 76.2 minutes every day representing
40.% of all time spent daily with Ad-Supported Audio.
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- 571,577 or 81.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 79. minutes every day representing
38.9% of all time spent daily with Ad-Supported Audio.
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- 421,015 or 87.9% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 89.5 minutes every day representing
43.9% of all time spent daily with Ad-Supported Audio.
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- 236,657 or 86.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 69. minutes every day representing
40.8% of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 18 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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- 127,528 or 83.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 82.7 minutes every day representing
39.3% of all time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 18 or older Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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29,205,342 or 82.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 76.2 minutes every day representing
40.% of all time spent daily with Ad-Supported Audio.
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i|| :&LETTOS | 571,577 or 81.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos

listen to Ad-Supported Local AM/FM Radio for an average of 79. minutes every day representing
38.9% of all time spent daily with Ad-Supported Audio.

——
. _
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| 421,015 or 87.9% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 89.5 minutes every day representing
43.9% of all time spent daily with Ad-Supported Audio.
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Reach% ° Audio: Adults 18 or older
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[ 236,657 or 86.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
listen to Ad-Supported Local AM/FM Radio for an average of 69. minutes every day representing
40.8% of all time spent daily with Ad-Supported Audio.
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'i" -&%TTUS ] ‘ | 127,528 or 83.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos

listen to Ad-Supported Local AM/FM Radio for an average of 82.7 minutes every day representing
39.3% of all time spent daily with Ad-Supported Audio.
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29,205,342 or 82.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen
to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Rock, Classic Hits, Adult
Contemporary, Country, and Pop Contemporary Hit Radio.

Local AM/FM Radro Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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571,577 or 81.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Hot AC, Classic Rock, and
All Sports.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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421,015 or 87.9% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are New Country, Classic Rock, Classic Hits, Adult
Hits, and Adult Contemporary.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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236,657 or 86.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Classic Hits, Adult Contemporary,
Classic Rock, and Hot AC.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older

(Average Week)
Country

Classic Hits

Adult Contemporary
News/Talk/Information
Aduit Hits

Hot AC

Album Oriented Rock
Classic Rock

Active Rock

Pop Contemporary Hit Radio
Urban Contemporary
Urban AC

Contemporary Christian

Total Persons:

M”"
agsaze | oo pam
D e TR
_

P — W
m-m.
P w530

isa7 |7 e

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

Avg. Hours+Minutes/day with Local
AM/FM Radio: Adults 18 or older

= P

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

uCIN

% Time Spent: . (Average DoY)

Adult Hits
323

Urban
Contemporary
317

Classic Rock
29.3

News/Talk/Infor
mation Active Rock

26.7

Contemporary
~ Pop Christian
Contemporar 25.1

y Hit Radio
26.6

Classic Hits
26.2

Adult
Contemporary Classic Hits
27.2 26.9

Contemporary

Active Rock
279

Pop
Contemporar
y Hit Radio
26.5

News/Talk/Infor
mation
283

Urban

Contem

Hot AC porary
25.0 PLE:

Adult Hits
27.8

Album Oriented
Classic Rock Rock Country
28.1 276 259

Urban AC
23.7

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

m CIN

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

(average week)

Country

Classic Hits

Adult Contemporary
Adult Hits
News/Talk/information
HotAC

Album Oriented Rock
Classic Rock

Active Rock

Pop Contemporary Hit Radio
Urban Contemporary
Urban AC

Alternative

CIN

DMA

Total persans:

Avg. Hours+Minutes/day with Ad-

E Supported Local AM/FM Radio:
6 f Adults 18 or older
PE e
e e
12mos
i
= who Shopped at O’REILLY AUTO PARTS in the past 12mos B CIN
Scarborough R1 2026: Feb25-Feb26 Qual Intab 244

rine oot HE2ge 0]

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

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

Alternative

Adult Hits
323

(550
(555}

Urban
Contemporary
31.7

(5.1 1

News/Talk/Info
rmation
273

Pop
Contemporary
Active Rock Hit Radio
Contemporary 26.7 26.6
29.1

Urban
Country AC
247 19.1

Album
Oriented Rock | Classic Hits
284 26.2

Adult
Contemporary
272

Classic Hits

Active Rock 26.9

279

Alternative

Pop
News/Talk/Infor Contemporar
mation Adult Hits y Hit Radio
283 278 26.5

Urban
Contem
porary
23.8

Hot AC
250

Album

Oriented Rock Urban AC

Country
259 23.7

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

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

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

uCIN
® Share of Everything




127,528 or 83.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos listen to
Ad-Supported Local AM/FM Radio. The Top-5 Formats are Urban AC, Adult Contemporary, Classic Rock,
Country, and Classic Hits.

Local AM/FM Radio Formats (Persons & % Reach): Adults 18 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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@Rellly 22,625,901 or 63.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
2 PART_S i ——| watch Ad-Supported Local TV Stations for an average of 115. minutes every day representing 33.8%
of all time spent daily with Ad-Supported Video.
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486,882 or 69.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 101.2 minutes every day representing 33.6%
of all time spent daily with Ad-Supported Video.
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350,436 or 73.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 131.8 minutes every day representing 34.8%
of all time spent daily with Ad-Supported Video.
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163,640 or 59.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
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103,328 or 67.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 114.2 minutes every day representing 25.2%
of all time spent daily with Ad-Supported Video.
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@Rellly PA%TO — 22,625,901 or 63.7% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos
- .TA L “sn watch Ad-Supported Local TV Stations for an average of 115. minutes every day representing 33.8%
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486,882 or 69.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 101.2 minutes every day representing 33.6%
of all time spent daily with Ad-Supported Video.
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350,436 or 73.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 131.8 minutes every day representing 34.8%
of all time spent daily with Ad-Supported Video.
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163,640 or 59.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations for an average of 137.5 minutes every day representing 32.2%
of all time spent daily with Ad-Supported Video.
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'R'I y P&%TT% ’ 103,328 or 67.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
o= e WPB [

watch Ad-Supported Local TV Stations for an average of 114.2 minutes every day representing 25.2%
of all time spent daily with Ad-Supported Video.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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Local News - Evening
Sports
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who Shopped at OREILLY
AUTO PARTS in the past

22,625,901 or 63.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports,

Comedies, Local News - Morning, Movies, and Game Shows.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(Average week)
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486,882 or 69.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning,
Comedies, Local News - Evening, Game Shows, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 18 or older
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350,436 or 73.1% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening,
Local News - Morning, Movies, Sports, and Game Shows.
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Local TVStatron Programs (Persons & % Reach): Adults 18 or older
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Local News - Evemrg

Sports
Local News - Morning
Comedies

Game Shows

Movies

Food/Cooking Shows
National/Network News
Local News - Late
Dramas

Documentaries
Mystery/Suspense/Crime

Late Night Talk

Total persons: % Time spent:

13.7%)

Avg. Hours+Minutes/day with Local
TV Stations: Adults 18 or older

B CRR R R R R
¥

PO P oo A,
12mos

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

fasersge o)

163,640 or 59.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Local News -
Morning, Sports, Movies, Comedies, and Game Shows.

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Local TV Station Programs (Persons & % Reach): Adults 18 or older

(Average Week)
Local News - Evening
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Sports

Local News - Morning
Movies
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National/Network News
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Documentaries
Mystery/Suspense/Crime
Local News - Late

Court Shows

103,328 or 67.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Morning, Local
News - Evening, Comedies, Game Shows, and Dramas.
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Avg. Week All Digital (Persons & % Reach): Adults 18 or older
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[ 28,126,310 or 79.1% of Adults 18 or older who Shopped at O'REILLY AUTO PARTS in the past 12mos

use Ad-Supported Social Media for an average of 142. minutes every day representing 23.7% of all
time spent daily with Ad-Supported Digital Media.
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| 566,573 or 80.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Social Media for an average of 123.2 minutes every day representing 21.9% of all time
spent daily with Ad-Supported Digital Media.
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[ 396,510 or 82.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use

Ad-Supported Social Media for an average of 137.2 minutes every day representing 22.2% of all time
spent daily with Ad-Supported Digital Media.
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207,900 or 75.9% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Social Media for an average of 161. minutes every day representing 24.8% of all time
spent daily with Ad-Supported Digital Media.
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| 126,005 or 82.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Social Media for an average of 172.5 minutes every day representing 23.4% of all time
spent daily with Ad-Supported Digital Media.
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- 26,426,188 or 74.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
use Ad-Supported Facebook for an average of 50.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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566,573 or 80.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 45.4 minutes every day representing 36.8% of all time
spent daily with Ad-Supported Social Media.
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| 395,137 or 82.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 53.7 minutes every day representing 39.2% of all time
spent daily with Ad-Supported Social Media.
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Total Persons:

Avg. Week All Social Media (Persons & % Reach): Adults 18 or older Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| 195,102 or 71.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 57.3 minutes every day representing 35.6% of all time
spent daily with Ad-Supported Social Media.
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126,005 or 82.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 66.2 minutes every day representing 38.3% of all time
spent daily with Ad-Supported Social Media.

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

use Ad-Supported Facebook for an average of 50.7 minutes every day representing 35.7% of all time
spent daily with Ad-Supported Social Media.
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566,573 or 80.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 45.4 minutes every day representing 36.8% of all time
spent daily with Ad-Supported Social Media.
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Reach % gq 49 Social Media: Adults 18 or older
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| 395,137 or 82.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 53.7 minutes every day representing 39.2% of all time
spent daily with Ad-Supported Social Media.

Weekly . Avg. Hours+Minutes/day with Ad-Supported
Reach % 82.5% Social Media: Adults 18 or older
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@Rellly A.UT()s | 195,102 or 71.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
- -PART c I N Ad-Supported Facebook for an average of 57.3 minutes every day representing 35.6% of all time
N i 5 spent daily with Ad-Supported Social Media.
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126,005 or 82.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos use
Ad-Supported Facebook for an average of 66.2 minutes every day representing 38.3% of all time
spent daily with Ad-Supported Social Media.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,298,516;
Local Radio: 1,856,572; Social Media: 1,654,853; Non-Prem. Cable: 784,692; Local TV:
744,963 reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in
the past 12mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are..
Local Radio: 36,676; Social Media: 28,161; Local TV: 14,295; Non-Prem. Cable: 12,996
reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12

. All Other Digital Media: 37,212;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 26,633; Social Media: 24,736; Local TV: 11,800; Non-Prem. Cable: 11,505
reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12

All Other Digital Media: 33,712;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in
the past 12mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 18,290;
Local Radio: 15,110; Social Media: 13,276; Non-Prem. Cable: 7,156; Local TV: 5,834
reaching Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mo

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in
the past 12mos
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 8,615; Local Radio: 7,940; Non-Prem. Cable: 3,912; Local TV: 3,335 reaching
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos.

All Other Digital Media: 10,830;

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 18 or older who Shopped at O’REILLY AUTO PARTS in
the past 12mos
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

{Average week) Totol persans:

Grocery Stores

Billboards & Signs (Weekly Drivers)

Walking in Towns, Cities, Downtown...
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Restaurants & Bars 0 o Avg. Hours+Minutes/day with Out-
s m m of-Home Media: Adults 18 or older
orugstores . SRS SRR e [
SiriusXM Mm i i
Retai stores PRGNS SN "AUTO PARTS nthe st
YouTube Music m e

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

 Time spent:

7 33,299,012 or 93.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 54.9 minutes per day driving, seeing Billboards and Signs. 68.7% Listen to Local
Radio Stations Out-of-Home for an average of 46.1 minutes/d

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older

(average Week]
Grocery Stores

Billboards & Signs (Weekly Drivers)

Total Persons:

653,178 or 92.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 74. minutes per day driving, seeing Billboards and Signs. 67.8% Listen to Local
Radio Stations Out-of-Home for an average of 47.9 minutes/day.
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470,691 or 98.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 66.2 minutes per day driving, seeing Billboards and Signs. 73.4% Listen to Local
Radio Stations Out-of-Home for an average of 54.2 minutes/day.
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256,077 or 93.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 51.6 minutes per day driving, seeing Billboards and Signs. 72.2% Listen to Local
Radio Stations Out-of-Home for an average of 41.8 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 18 or older
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134,516 or 88.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 57.2 minutes per day driving, seeing Billboards and Signs. 69.8% Listen to Local
Radio Stations Out-of-Home for an average of 50.1 minutes/day.
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'Reill Plhl:‘Txﬂs 33,299,012 or 93.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend

an average of 54.9 minutes per day driving, seeing Billboards and Signs representing 37.4% of all Time
Spent with Ad-Supported Out-of-Home Media.
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'Rellly Pﬁ[:‘r% 653,178 or 92.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an

average of 74. minutes per day driving, seeing Billboards and Signs representing 44.2% of all Time Spent
with Ad-Supported Out-of-Home Media.
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470,691 or 98.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an

average of 66.2 minutes per day driving, seeing Billboards and Signs representing 42.8% of all Time Spent
with Ad-Supported Out-of-Home Media.
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256,077 or 93.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an

average of 51.6 minutes per day driving, seeing Billboards and Signs representing 37.1% of all Time Spent
with Ad-Supported Out-of-Home Media.
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'EI“y P%\%TTOS 134,516 or 88.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos spend an
h ———— average of 57.2 minutes per day driving, seeing Billboards and Signs representing 34.8% of all Time Spent

—fa ) with Ad-Supported Out-of-Home Media.
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653,178 or 92.7% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 74. minutes per day driving an average of 43. miles each day and are 67.3%
more likely to use MN 55 than the Metro average.
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470,691 or 98.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 66.2 minutes per day driving an average of 38.5 miles each day and are 35.4%
more likely to use Highway 67/Highway 111 than the Metro average.

r Week (Persons & % Reach): Adults 18 or older
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Top-26 Employment Zip Codes: Adults 18 or older
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‘ 256,077 or 93.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 51.6 minutes per day driving an average of 30. miles each day and are 151.8%
more likely to use |-675 than the Metro average.

Top-26 Residential Zip Codes: Adults 18 or older Top-26 Employment Zip Codes: Adults 18 or older

s 45036 IR ——— 1452% as0 B 6.60%
1275 45044 _33a% 41082 287% =
71 ason1 PR o0 45202 [ S

8 0 :
Dixie Highway [ T 26.6% 45066 giSom 3.59% 45242 g 2.50%
Us 22 (Montgomery Road) e 5 9% 47002 IR 271% 4s150 - 2.10%
Rowe 42 AR, 5% 47006 2% 45009 TR
Harrison Avenue 1134'_92& 45225 mg%z'n% 45342 m
a0y B, 390 a7006 g Lok
s

Route 48 AR oo 7
US 50 (River Road) 12.5% 41001 | Loa% ﬁ 47240 FESETEN 142%
State Road 747 (Princeton, Glendale Road) FERSRgReTe 125% 45154 §H6 187% Hl ﬁ 41056 FEERUL, 3%
State Road 125 (Beechmont Avenue/Ohio Pike) B as130 [Ie30 1.s0% 41017 i
Ronald Reagan Cross County Highway B0, R 15.3% aso13  EAEROY ., as231 RO 1
1675 o 08% as211 BT o ato BSERR, 532
US 27 (Colerain Avenue) BEEOSERS ol | o 45231 R L50% 1076 HERTL LM%
US 127 (Hamilton Avenue) anos. 41056 Pea 45693 M% 1008
Route 747 FERaum T, 0.6% 41018 e 45066 R q
Norwood Lateral Expressway ;_53’? 45002 E _,11'-3:5% 45245 lig‘b?
Queen City Avenue 6.0‘):3% Avg. Hours+Minutes/day Driving: | 45169 5 ;0}6‘”‘" 46204 E‘% i
US 50 (Columbia Parkway) B'%‘_Z% Adules 18 or older 41076 EA};}'&* 45237 by
Red Bank Road ) as2as [ 138% as220 [ o0
Glenway Avenue PRo e Sl® su  Avg. Miles/Day - 45060 S0 1% 45013 aasN
Route 23 FATARS 5.1% """’""ﬁmm . S 45106 IO L3%% asi07 [0S
State Road 50 (Clermont County) (7 4.7%7'3% M"DPARI;SMiM’w past 45150 Qs 1oe% | as230 [EAPROSI%
& who Shopped at O'REILLY AUTO PARTS in the past 12mos B CIN SOEfa. g A i:’9

CIN DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 244
All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

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



Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 18 or older
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134,516 or 88.1% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
spend an average of 57.2 minutes per day driving an average of 33.3 miles each day and are 122.8%
more likely to use US 710/Beeline Highway than the Metro average.

Top-26 Employment Zip Codes: Adults 18 or older
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8,697,528 or 24.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos
read Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.5 minutes every day representing
31.6% of all time spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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191,505 or 27.2% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 8.9 minutes every day representing 35.4%
of all time spent daily with All forms of Print Media.
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121,702 or 25.4% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos read
Local Daily Newspaper(s) (Daily+Sunday) for an average of 7.6 minutes every day representing 32.1%
of all time spent daily with All forms of Print Media.

Avg. Week All Print Medm (Persons & % Reach): Adults 18 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 18 or older
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| 116,478 or 42.5% of Adults 18 or older who Shopped at O’REILLY AUTO PARTS in the past 12mos read
Direct Mail Advertising (excluding Catalogs) for an average of 7.5 minutes every day representing
30.5% of all time spent daily with All forms of Print Media
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Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) [ Daily+Sunday)
Local Daily Newspaper(s) (Daily

Local Daily Newspa per{s) (Sunday)
Books

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Catalogs

Magazines

All Local Weekly Newspapers

. 1.5%

Time spent.

S —

L

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

x

x

M
m
m
m

m. zs‘%Z‘

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

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

Local Daily
Newspaper(s) (Sunday)
116

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

83 7.7

Local Daily

USA Today (Daily)

Magazines
73

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

(excluding Catalogs)
75 65 54 g 11.8

New York Times
(Daity+Sunday)
8.8

USA Today (Daily)
87

Local Daily
Newspaper(s) (Daily

Magazines

Local Daily

(exchuding
Catalogs)
7.9 7.6

Catalogs
3.4
New York
Times (Daily)  All Local
69 Weekly...

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

mCIN

Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 18 or older Avg. Day Ad-Supported Print Media (% Time Spent & Av

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

Local Daily Newspaper(s) (Sunday)

USA Today (Daily)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall street Journal (Daily)

Catalogs

Magazines

All Local Weekly Newspapers

Books

DMA al Intab
All Graphs ond soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rrghrs reserved.

Total Persons: % Time spent-

mm—mr

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

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

:

= who Shopped at O'REILLY AUTO PARTS in the past 12mos
Scarborough R1 2026: Feb25-Feb26 Qu

mCIN
244

vg. Minutes/day Spent): Adults 18 or older

Local Daily
Newspaper(s)
(Sunday)
11.6

Local Daily Newspaper(s)
(Daity
7.7

Direct Mail
Advertising
| (excluding
| caralogs) Local Daily
7.5 Mewspaper(s)
(Sunday}
118

Magazines
73

USA Today (Daily)
7.7

Wall Street
Journal
{Daily}

72

New York Times
(Sunday)

New York Times (Daily)
5 108

54

New York Times (Sunday)
76

New York Times
(W'S:l'lv}

Local Daily Newspaper(s)
(Daity
7.9

USA Today (Daity)
87

Direct M

Catalogs)

New York Times (Daily)
6.9

Wall Street Journal
(Daity)
B7

Magazines
76 1.2

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

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

soefa.ai

u CIN

® Share of Everything
for Anything g
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

“Advertising Actions"

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