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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 51.7 years old (1.2% younger than
average) and have a $109,024 (10.% higher than average) annual household income.
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1.9% or 63,951 of MSP DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 48.2 years old (8.4% younger than
average) and have a $123,771 (6.4% higher than average) annual household income.
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3.1% or 68,617 of STL DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 54.2 years old (2.2% older than
average) and have a $101,054 (1.8% lower than average) annual household income.
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2.5% or 43,158 of CIN DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 50.4 years old (4.% younger than
average) and have a $105,648 (2.1% higher than average) annual household income.
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3.4% or 60,893 of WPB DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Typical Adults 25 or older who Used JIFFY LUBE in the past 12 months are 59.4 years old (5.1% older than
average) and have a $132,508 (20.5% higher than average) annual household income.
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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 21.3% more likely to be a college
graduate, 13.7% more likely to work full-time, 3.9% more likely to be married, 9.5% more likely to be a
parent of 1 or more children under 18.
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1.9% or 63,951 of MSP DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 15.1% more likely to be a college
graduate, 38.4% more likely to work full-time, 16.3% maore likely to be married, 41.6% more likely to be
a parent of 1 or more children under 18.
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3.1% or 68,617 of STL DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 7.7% more likely to be a college
graduate, 16.2% more likely to work full-time, 10.4% less likely to be married, 16.9% more likely to be a
parent of 1 or more children under 18.
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2.5% or 43,158 of CIN DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 7.2% more likely to be a college
graduate, 21.4% more likely to work full-time, 13.2% mare likely to be married, 13.2% more likely to be
a parent of 1 or more children under 18.
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l

parent of 1 or more children under 18.

3.4% or 60,893 of WPB DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 27.2% more likely to be a college
graduate, 6.2% more likely to work full-time, 3.1% more likely to be married, 36.7% less likely to be a
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114 b Stage in Life: Adults 25 or older
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: 4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 3.5% more likely to own their home,

13.1% more likely to own a higher valued home, 3.1% less likely to have a single-family home, 16.% more
likely to have a dog.
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‘ 1.9% or 63,951 of MSP DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 15.9% more likely to own their home,

28.4% more likely to own a higher valued home, 7.3% more likely to have a single-family home, 21.6%
more likely to have a dog.
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3.1% or 68,617 of STL DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 4.7% more likely to own their home,

2.6% more likely to own a higher valued home, 3.4% less likely to have a single-family home, 17.8% more
likely to have a dog.
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likely to have a

Y. Own/Rent/Other:Adults 25 or older

dog.
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‘ 2.5% or 43,158 of CIN DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 16.9% less likely to own their home,

2.9% more likely to own a higher valued home, 25.% less likely to have a single-family home, 30.7% more
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more likely to fly domestic past yr.

4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are .5% less likely to look up D-I-Y advice
online, 5.1% more likely to always vote in local elections, 17.1% more likely to belong to a gym, 19.7%
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1.9% or 63,951 of MSP DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 8.9% less likely to look up D-I-Y advice
online, 8.9% more likely to always vote in local elections, 81.2% more likely to belong to a gym, 22.1%
more likely to fly domestic past yr.
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3.1% or 68,617 of STL DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 20.2% less likely to look up D-1-Y advice
online, 4.4% more likely to always vote in local elections, 7.7% less likely to belong to a gym, 45.2% more

likely to fly domestic past yr.
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2.5% or 43,158 of CIN DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 1.7% less likely to look up D-I-Y advice
online, 16.% less likely to always vote in local elections, 40.% less likely to belong to a gym, 45.6% more
likely to fly domestic past yr.
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3.4% or 60,893 of WPB DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 3.6% less likely to look up D-I-Y advice
online, 3.3% less likely to always vote in local elections, 64.8% more likely to belong to a gym, 20.5% more
likely to fly domestic past yr.
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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 9.2% more likely to use QSRs past mo.,

12.3% more likely to use Sit-Down Restaurants past mo., 18.8% more likely to use Casinos past yr., 18.1%
more likely to smoke cigarettes.
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Past 30-days QSR Users: Adults 25 or older

1 time

[ o]
10.0%

2 times
3 times
4 times 10.4%
5 times

8.9%

6-9times 16.0%

10times or more

1!1'5!

= who Used JIFFY LUBE in the past 12 months

Total Monthly QSR Users:
87.1%

B MSP

Avg. Monthly QSR Meals:
83.5%

1.9% or 63,951 of MSP DMA Adults 25 or older Used JIFFY LUBE in t

more likely to smoke cigarettes.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 4.3% more likely to use QSRs past mo.,
1.8% more likely to use Sit-Down Restaurants past mo., 18.9% more likely to use Casinos past yr., 135.5%

he past 12 months.

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

1time

2 times

3 times

10times or more %

= who Used JIFFY LUBE in the past 12 months mMSP
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
74.6% 73.3%

Drank Past 30-days: Adults 25 or older

Any Type of Beer

1,606,985

46.6%

Liquor - e 46.2%

Domestic Regular Beer

1,081,894 31.4%

Domestic Light Beer

,070,842 31.1%

Wine 1,014,556 29.4%

Imported Beer prryrerryon

" 26.0%
Microbrew / Craft Beer 14.6%

® who Used IFFY LUBE in the past 12 months Msp

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

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

hhihihka

Piza  mesican  Chinese  wings/  Coffee  Bagel/
Burgers/ House/ Dot/
Sports Bar Coffee Bar  Bakery

.-
fakan Steakhouse Upscale  Indian/
Thai/

Other
Asian

= who Used HFFY LUBE in the past 12 months msP

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Use d IFFY LUBE in the post 12 months [SES il 14.7%

PO 431,391 12.5%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines - 32.5%

Table Games (Craps, Poker, etc.)

1(-1., 913 10.5%

1,
Stage Show / Concert g
Bar / Nightclub
Upscale Restaurant

Sports Betting

Other Gambling

Used Past 30-days: Adults 25 or older

%

Cigarettes

= who Used JIFFY LUBE in the past 12 months = MSP
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1 time

2 times

3 times

4 times

5 times

6-9times

10times or more

3.1% or 68,617 of STL DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 10.9% more likely to use QSRs past mo.,
20.6% more likely to use Sit-Down Restaurants past mo., 87.1% more likely to use Casinos past yr., 106.9%

more likely to smoke cigarettes.

1time

2 times

3 times

4 times

5 times

6 -9 times

10times or more

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

17.4%

T
F

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

Mexican  chinese  Piza  malan  wings/ Steakhouse Coffes  Bagel/ upscale  seafood
Burgers / House/ Donut/
Sports Bar Coffee gar  Bakery

= who Used JIFFY LUBE in the past 12 months msTL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Use d JIFFY LUBE i the past 12 months 32.1%

EUSN 361,331 16.1%

= who Used JIFFY LUBE in the past 12 months msTL = who Used JIFFY LUBE in the past 12 months mSTL
Total Monthly QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down R Users:  Avg. Monthly Sit-Down R ant Meals:
95.5% ae% 87.9% 72.9%
Drank Past 30-days: Adults 25 or older Past 12 months Casino Activities: Adults 25 or older
Any Type of Beer Slot Machines .

Liquor 93&,5_11 41.9%
Domestic Light Beer

Domestic Regular Beer = 30.2%

Wine

27.8%

622,670

Imported Beer 54,30318,9%

9.1% ¥

Microbrew / Craft Beer

= who Used JIFFY LUBE in the past 12 months msSTL

DMA Scarborough R2 2025-26: Aug24-Jul26 Qual intab

Table Games (Craps, Poker, etc.)

Bar / Nightclub
Upscale Restaurant
Sports Betting

Stage Show / Concert

Other Gambling

F 14.8%
5.0%
F 8.6%

C 17%

h';], 579  11.6%
196, as‘e 7%

9.1%
6.0%

Spa m 5.6%

= who Used JIFFY LUBE in the past 12 months
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659,234 29.4%

34.9%
782 482

Casinos visited past 12 months: Yes

mSTL

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

Used Past 30-days: Adults 25 or older
|
nif,

e

14.4%

Cigarettes

Marijuana / Cannabis
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Past 30-days QSR Users: Adults 25 or older

;_\Il‘ ﬂﬂ
—
—ry

10.9%

1 time

2 times

3 times

4 times

5 times

6-9times

10times or more

= who Used JIFFY LUBE in the past 12 months

Total Monthly QSR Users:
88.4%

mCN

Avg. Monthly QSR Meals:

.1%

2.5% or 43,158 of CIN DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 3.8% more likely to use QSRs past mo.,
9.9% more likely to use Sit-Down Restaurants past mo., 35.8% more likely to use Casinos past yr., 57.7%

more likely to smoke cigarettes.

3 times

4 times

5 times

6 -9 times

10times or more

Total M

1time

2 times

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

15.4%

16.5%

11.6%

—9.5%

5%
u who Used JIFFY LUBE in the past 12 months

hly Sit-Down R

82.7%

75.3%

= CIN

Users:  Avg. Monthly Sit-Down Restaurant Meals:

Drank Past 30-days: Adults 25 or older

Uiquor
501,957 29.5% ;

472,196 27.7%

Domestic Light Beer
Domestic Regular Beer

Wine 26.0% "

443,225
Imported Beer 157,7?3 18.1% - v
Microbrew / Craft Beer 185500 ﬂ':;: i
w who Used AIFFY LUBE in the past 12 months =CIN

DMA Scarborough R2 2025-26: Sep24-Aug26 Qual Intab

Bar / Nightclub

Past 12 months
Slot Machines g

Table Games (Craps, Poker, etc.)

Upscale Restaurant

Sports Betting

Stage Show / Concert

Other Gambling

Spa

r 15
7.6%
6.9%

= who Used JIFFY LUBE in the past 12 months

CIN 95
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539,302
195, 367 11.5%
180,869 10.6%

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

wings/ steakhouse Itakan
Burgers /
Coffee Bar Sports Bar

Bagel/  Upscale  Seafood
Deonwe /

= who Used JIFFY LUBE in the past 12 months mCIN

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Use d JIFFY LUBE i the past 12 months 31.1%

[l 292,229

17.2%

Casino Activities: Adults 25 or older

31.7%

9%
39.0%
663,887

Casinos visited past 12 months: Yes

uCIN

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

Used Past 30-days: Adults 25 or older

2

Cigarettes

Marijuana / Cannabis

= who Used JIFFY LUBE in the past 12 months



Past 30-days QSR Users: Adults 25 or older

Codid e e
TAN
2 times 12.1%
3 imes e

4 times 11.9%

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

Total Monthly QSR Users:
85.6% 77.9%
0

-
10. )

Avg. Monthly QSR Meals:

likely to smoke cigarettes.

3.4% or 60,893 of WPB DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 9.9% more likely to use QSRs past mo.,
16.1% more likely to use Sit-Down Restaurants past mo., 40.1% more likely to use Casinos past yr., 31.% less

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

¢ Ltime 13.8%
2 times = 15.9%
e w
A
s tmes
= who Used JIFFY LUBE in the past 12 months = WPB
Total Monthly Sit-Down Re Users: A -Down Restaurant Meals:

85.6% 73.7%

Drank Past 30-days: Adults 25 or older

Liquor

Ay Type of Baer
Wine s 36.7% =
Imported Beer ma,én& 27.4%
R

Domestic Light Beer

Microbrew / Craft Beer

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

DMA Scarborough R2 2025-26: Aug24-Jul26

Top-10 Cuisines: Adults 25 or older

(Sit-Down Restaurants Used Past 30-days)

Chinese  piza

e

'hﬁkikh

maian  Mexiin Steakbouse Coffes  Wings/ Upicale Seafood  Bagel/
" i

ouse | Burgers / Donue
Coffee Bar sports Bar Bakery
= who Used IFFY LUBE in the past 12 months =wpB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
wha Use d IFFY LUBE in the post 12 months [ ER208 I  30.0%

U 319,788 18.1%

Past 12 months Casino Activities: Adults 25 or older

Slot Machines

22.7%

Table Games (Craps, Poker, etc.) propen 10.8% e
Stage Show / Concert

400,965
Upscale Restaurant

Used Past 30-days: Adults 25 or older

7

“‘J"I
b g WS

Qual Intab
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4.1% or 9,949,891 of USA DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

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

mﬁ ‘lnvestments Owned: Adults 25 or older Financial Services Has and/or Uses: Adults 25 or older

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

5 16.3%
35,216,283 14.5%

1,158,901 11.6%
Bonds PrevRRTE 10.4%

Other (Crypto / NFTs / Metals, etc.) 0.0

Money Market Funds

10.4%
68% 65% gge 09%

% 4.7%

PIENTT 10.0%

) ST ! 13 DO o e o eray .
529 Plan / College Savings Plan = 0% Checking Debitor ATM  Savings  CreditCard  Online Online Bill Money  Certificates of Student loan Personal Loan Refinanced  Home
Account card Account Banking Banking Paying Market  Deposit (CDs) Home  Improvement
Second Home or Real Estate Property . ;‘1.0‘% Rooomk Mortgage "‘:;._; ':D‘;“E
» who Used JIFFY LUBE in the past 12 months BUSA

® who Used JIFFY LUBE in the past 12 months B USA
Professional Services Used*: Adults 25 or older y'E'Past 3-Months Payment Methods Used: Adults 25 or older

Tax Pre tion Sefvil
T s 51,756,026 21.3%

Financial Planner

Online Investing / Stock Tradil
e/ . 35,757,629

18.
I 12.9%
Accountant <k

[ t ata Local Office (not onli - z y
nsurance Agent at a Local Office (not online)
8.4%

1]
Real Estate Agent M
4.6%

5,508,681

10.0% 10.6%

18.9%|
6.0% 6.4% 379% 4.1%
Estate Planning s . -, . - . P ]
i 2.6% (*Past 12 Months) Zelle MasterCard ~ Venmo  ApplePay  CashApp GooglePay American StoreCredit  Discover SquareCash Facebook Samsung Pay
Funeral pre-planning r“ 9% Express card Messenger
# who Used JIFFY LUBE in the past 12 months WUSA # who Used JIFFY LUBE in the past 12 months EUSA
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1.9% or 63,951 of MSP DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 11.7% more likely to have a 401K, 14.5%

less likely to have an Auto Loan, 46.6% more likely to Invest/Trade Stocks Online, 58.8% more likely to pay
with their Debit Card.

mﬁ ﬁlnvestments Owned: Adults 25 or older
25.5%
514,836 14.9%
1308.3%

3%
% 10.3%
E3CEEL 0.2%
&5.5%

7.9%

» who Used JIFFY LUBE in the past 12 months

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

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

Second Home or Real Estate Property
uMSP

Financial Services Has and/or Uses: Adults 25 or older

22.5%

. 18.1%)
x G

Auto loan

; o DETPEY cumus SRR Lcaxme PO
Checking  Savings  Debitor ATM Credit Card

Online Money  Certificates of Studentloan
Account Account card Banking Market  Deposit (CDs) Improvement
Account Loan or Home
Equity Loan
# who Used JIFFY LUBE in the past 12 months o MSP

19.3%

62% g3 57%

Home Personal Loan Refinanced

Home
Mortgage

Professional Services Used*: Adults 25 or older

Tax Preparation Service

Online Investing / Stock Trading

3.8%
12.4%

3.4%

Insurance Agent at a Local Office (not online)

Accountant
9.3%

Real Estate Agent

Estate Planning E‘”’; -

. ; - 1.4% (*Past 12 Months)
uneral pre-planning l 1%
® who Used JIFFY LUBE in the past 12 months uMSP
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'E'Past 3-Months Payment Methods Used: Adults 25 or older

Google Pay  Store Credit  Cash App

American Discover  Square Cash

lle

Debit Card  MasterCard  Apple Pay

visa Zel
Express Card
8 who Used JIFFY LUBE in the past 12 months mMSP
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3.1% or 68,617 of STL DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 32.3% more likely to have a 401K, 1.8%
more likely to have an Auto Loan, 21.1% more likely to Invest/Trade Stocks Online, 17.8% more likely to pay
with their Debit Card.

ﬁ Investments Owned: Adults 25 or older

401K Plan 1

IRA (Individual Retirement Account) perers

601,762 26.9%

Stocks or Stock Options

Mutual Funds

14,747 21.5%
ETETCH 13.6%

Money Market Funds

Bonds 17.1%

ERE o
G001 5.7%

paWEL 9.4%
E 8.2%

9.2%
£.0%

» who Used JIFFY LUBE in the past 12 months

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

Second Home or Real Estate Property

WSTL

Financial Services Has and/or Uses: Adults 25 or older

Checking Debitor ATM  Savings  CreditCard  Online Mobile

14.7%

7% 73% gan 5.0% sa%

Online Bill Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Banking Market  Deposit (CDs) Home  Improvement
Account Mortgage Loan or Home
Equity Loan
® who Used JIFFY LUBE in the past 12 months mSTL

Professional Serwces Used*: Adults 25 or older

Fil I Plani
inancial ner  pfap— ==
Tax Preparation Service -
Online Investing / Stock Tradil
e/ . 272 511  12.2%
Insurance Agent at a Local Office (not online) 5%
10.8%
Accountant 12 2% .
ZZ(] BZB

3,63 5.3%
Real Estat; nt
al Estate Agel 4 %
s 6.2%
Estate Planning 3.9%
. ; - 3.4% (*Past 12 Months)
uneral pre-planning rl.d%
# who Used JIFFY LUBE in the past 12 months mSTL
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'E'Past 3-Months Payment Methods Used: Adults 25 or older

Store Credit
Card

Cash App Discover

Apple Pay

PayPal Debit Card  MasterCard Venmo Zelle Google Pay

8 who Used JIFFY LUBE in the past 12 months mSTL
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All Graphs and HBIAI Data Modeling Copyright @ 2026 Hubbard | Media That Connects, LLC. All rights reserved.

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

. 77%  7.2% 7.0%
ELERER 4.7% 2.8% 2%

Facebook  Square Cash Samsung Pay
Messenger

American
Express




2.5% or 43,158 of CIN DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.

Adults 25 or older who Used JIFFY LUBE in the past 12 months are 26.3% more likely to have a 401K, 32.5%
more likely to have an Auto Loan, 80.2% more likely to Invest/Trade Stocks Online, 16.3% more likely to pay
with their Debit Card.

ﬁ Investments Owned: Adults 25 or older
e 0 |

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

Other (Crypto / NFTs / Metals, etc.)

775,886

45.5%

35.0%

605 17.6%
238,906 14.0%
5,359 12.4%
205,526 EEVECA

50 10.1%
157,45/

9.2%

7.6%
8.6%

Financial Services Has and/or Uses: Adults 25 or older

4.9%

Bonds E,_;;‘ux Checking  Debit or ATM Auto Loan Money  Certificates of Studentloan Personal Loan  Home Refinanced
Account card Banking Market  Deposit (CDs) Improvement  Home
Second Home or Real Estate Property Emzn'm Account L:::i: :'n“fm“e Mortgage
w who Used JIFFY LUBE in the past 12 months mCIN ® who Used JIFFY LUBE in the past 12 months B CIN
Professional Serwces Used*: Adults 25 or older Past 3-Months Payment Methods Used: Adults 25 or older
-
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online)
Accountant A.2% 7.9% . '
Real Estate Agent ”; - 10.0%

Estate Planning

Funeral pre-planning

# who Used JIFFY LUBE in the past 12 months
Scarbarough R2 2025-26: Sep24-Aug26

DMA

0. 2%
2.7%

©0.0% (*Past 12 Months)
15%
ECIN

Qual intab 95

91% g0

Square Cash  Facebook Samsung Pay
Messenger

Discover

Google Pay  Store Credit
Card

ECIN

le Cash App American
Express
 who Used JIFFY LUBE in the past 12 months

MasterCard  Debit Card Venmo Apple Pay Zel

paypal

CIN
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3.4% or 60,893 of WPB DMA Adults 25 or older Used JIFFY LUBE in the past 12 months.
Adults 25 or older who Used JIFFY LUBE in the past 12 months are 2.9% more likely to have a 401K, 14.7%

more likely to have an Auto Loan, 23.5% more likely to Invest/Trade Stocks Online, 26.3% more likely to pay
with their Debit Card.

ﬁ Investments Owned Adults 25 or older
Loy 5

401K Plan 675 211 38.. 2%

266 038 15.1%

15.2%
10.8%

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Financial Services Has and/or Uses: Adults 25 or older

S0% 3.9% 3.7% 3.6%

Other (Crypto / NFTs / Metals, etc.) m 1;;;% - " 10% 27%
" G Lo " I | s ETONTS mmm
Second Home or Real Estate Property 3_3.;‘ Checking  Debit or ATM CreditCard  Online Autoloan  Money Certificates of Personal Loan Studentloan  Home  Refinanced
iz Account card Banking Banking Market  Deposit (CDs) Improvement  Home
" 3,222 s, Account Loan or Home Mortgage
529 Plan / College Savings Plan 51% Equity loan
w who Used JIFFY LUBE in the past 12 months uWPB ® who Used JIFFY LUBE in the past 12 months H'WPB
Professional Services Used*: Adults 25 or older 'm'Past 3-Months Payment Methods Used: Adults 25 or older
Tax Preparation Service y
Online Investing / Stock Trading 99: 1%
Estate Planning A 1L7% g g9
- 6.5% 549
7.5% 2% %
Real Estate Agent 3.8% e sk e . suzor TN s |
i 4.6% (*Past 12 Months) Paypal  MasterCard  Zelle Debit card American  CashApp  Store Credit GooglePay  Discover  SquareCash  Facebook Samsung Pay
Funeral pre-planning 1.5% Express Card Messenger
m who Used JIFFY LUBE in the past 12 months uWPB # who Used JIFFY LUBE in the past 12 months uWPB
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"Top Makes and Models Owned or Leased"”

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

HONDACR-V [P

TOYOTACAMRY [SESa8s
TOYOTARAV4 8887
JEEP GRAND CHEROKEE

FORD F150 [EAETEL
CHEVROLET SILVERADO g
SUBARU OUTBACK
HONDA CIVIC

TOYOTA COROLLA

RAM 1500

HONDA ACCORD son

HYUNDAI ELANTRA

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

USA DMA  Scarborough R2 202526: Feb24-Jul26 / Scarborough R1 2025: Feb24-Feb25 Qual Intab: 2105 * Share of Everything
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“Top Makes and Models Owned or Leased"”

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

10,330 16.2%

o
{a
£

SUBARU OUTBACK E&h - 14.8%
CHRYSLER TOWN & COUNTRY E?@?— - 11.7%
CHEVROLET SILVERADO 3&3 10-'5'951'0'.1%
HYUNDAI SANTA FE SPORT — 8.4% ; T
FORD ESCAPE poiZ M j I I u be°
FORD EXPLORER f@f@g— o 7.1%
TOYOTA COROLLA - 7.1%
RAM 1500 P — . 6.5%
FORD FOCUS Eﬂg‘_ . 6.3%
CHEVROLET IMPALA Eﬁg‘_ — 6.0%
5.9%

HONDAFIT

@fz
&

0.9%

1 P25+ who Used JIFFY LUBE in the past 12 months (Top Vehicle Makes and Models Owned or Leased) m P25+ MINNEAPOLIS-ST. PAUL (Top Vehicle Makes and Models Owned or Leased)

MINNEAPOLIS-ST. PAUL DMA  Scarborough R2 2026: Aug25-Jul26 / Scarborough R2 2025: Aug24-Jul25  Qualintab: 58 * Share of Everything
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"Top Makes and Models Owned or Leased"

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

NISSAN ALTIMA

CHEVROLET CRUZE
TOYOTA CAMRY
HONDAACCORD
CHEVROLET MALIBU
FORD FOCUS
CHEVROLET SILVERADO
NISSAN ROGUE

TOYOTA RAV4

GMC SIERRA

CHRYSLER PT CRUISER

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

ST.LOUIS DMA Scarborough R2 2026: Aug25-Aug26 / Scarborough R2 2025: Aug24-Jul25 Qualintab: 126 ®* Share of Everything
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"Top Makes and Models Owned or Leased"

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

or Leased)
FORD EDGE - 14.7%
MAZDA 6 ﬁ - 9.4%
HON DA CR-V B oo
FOYATACKNRY T
DODGE GRAND CARAVAN pisids - 7.2% r R
CHEVROLET SILVERADO  pi0s S7:0% | j I Iu b ee
CHEVROLET COLORADO égg_ - 6.9%
DODGE RAM 1500 é"gm 6.5%
NISSAN VERSA 52&3935% 6.0%
HON DA IV G N 75
GMC SIERRA ﬁﬁ‘b 2.1% —-—
DODGE DURANGO ﬁﬁ’ﬁm 5.1%
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"Top Makes and Models Owned or Leased"

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

FORD ESCAPE

HONDACIVIC
CHEVROLET EQUINOX
CHEVROLET SILVERADO
FORD EXPLORER

FORD F150
TOYOTA RAV4

TOYOTA CAMRY

FORD RANGER

MAZDA CX-5 F Sl b yte S
CHEVROLET TRAVERSE F WEST PALM BEACH-BOCA RATON

CHEVROLET SUBURBAN

0.8%
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 10 hours, 44 minutes and 25
seconds each week with All Forms of Media.

82.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 53 minutes each week listening to
All Local AM/FM Radio, representing 7.8% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 4 days, 9 hours, 20 minutes and 24
seconds each week with All Forms of Media.

83.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 6 hours and 8 minutes each week listening to
All Local AM/FM Radio, representing 4.9% of total time spent with all forms of Media.

97.1%
Weekly Avg. H:M:S/week with All Forms of Media:
Reach %: .9% 916 Adults 18 or older
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 4 days, 1 hours, 24 minutes and 10
seconds each week with All Forms of Media.

87.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 10 hours and 11 minutes each week listening to
All Local AM/FM Radio, representing 9.1% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 22 hours, 49 minutes and 34

seconds each week with All Forms of Media.
95.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 9 hours and 30 minutes each week listening to

All Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 15 hours, 17 minutes and 19
seconds each week with All Forms of Media.

75.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 8 hours and 7 minutes each week listening to
All Local AM/FM Radio, representing 7.1% of total time spent with all forms of Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 14 hours, 36 minutes and 23

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

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

o

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

- e
Concurref
usage 54.3%

who Used JIFFY LUBE in
the past 12 months

= who Used JIFFY LUBE in the past 12 months H USA
.Scarborough R2 2025-26: Feb24-Aug26  USA Projection  Scarborough R2 2025-26: Feb24- AugZﬁ QualIntab 45,048 H bb d : W Srura; oF Evanybins
USA Projection  Scarborough R2 2025-26: Feb2d-Aug26 _  Qual Intab 2,1 U Qro: soefa.al for Anything «
All Graphs and soefa.ai Dam Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All nghts reserved. media that connects

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



Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 22 hours, 17 minutes and 33
seconds each week with All Forms of Ad-Supported Media.

72.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 4 hours and 13 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 4.4% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 3 days, 2 hours, 5 minutes and 18

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

80.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 8 hours and 49 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 16 hours, 29 minutes and 55

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

89.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 8 hours and 10 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.3% of total time spent with all forms of Ad-Supported Media.
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Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 2 days, 20 hours, 31 minutes and 13
seconds each week with All Forms of Ad-Supported Media.

73.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an avg. of 7 hours and 25 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 8.% of total time spent with all forms of Ad-Supported Media.
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avg. of 59.7 minutes/day.

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

(Local Radio delivers 8.7% of Time with Ad-Supported Media.)
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{Average week)
Grocery Stores

Billboards & Signs (Weekly Drivers)
Search (Gaogle, Bing, etc.)

y her fSports (Websites/Apgs)

Banking/Financial/Real Estate (Websites/Apps)
Email/Text/IM/Zoom,etc. (Personal & Work)
Local AM/FM Radio

Facebook

Local TV Stations

Total Persons: % Time Spent:

verage Doyl

026

3 = oy
60 N [
g B3 R T FS

A S WEWE v HoursMiatedoy with Al
m-m Fors of Mucko: Adls 25 or okler

past 12 months

15 515%

Local TV Stations

111.3

Non-Premium Cable
TV Networks
85.4

Local AM/FM Radio
67.6

Billboards &
Signs (Weekly
Drivers)
53.9

Facebook
50.7

Local AM/FM Radio
67.8

Search
(Google,
Bing, etc.)
239

Local TV Stations
1133

Billboards &
Signs (Weekly
Drivers)
49.8

Netflix
30.0
Games/F News

] antasy/B /Wea
Email/Text/IM/ etting  ther/

(lfe 'Etlcj& Instag  Si Spo...

ram
Uzt 2 5.|1

Non-Premium Cable TV
Networks
93.3

Groce...  Ban..

= who Used JIFFY LUBE in the past 12 months mUSA

#® who Used JIFFY LUBE in the past 12 months

HUSA

Top-13 All Forms of Ad-. Suggon‘ed Media (Persons & % Reach): Adults 25 or older

(Averoge Week)

Grocery Stores.
Billboards & Signs (Weekly Drivers)

Search (Google, Bing, etc.)

/ [Sports

Local AM/FM Radio

Emai/Text /IM/Zoom,etc. (Personal & Work)
Facebook

Local TV Stations

Non-Premium Cable TV Networks

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

Gas Stations/Convenience Stores

Amazon Prime/IMDb/FireTV

Total Persans: % Time spent:

sagagage  acoi]
_mr

i

-!'!"

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

oy W
2 PR R TR [

2

oo
iH

who Used JIFFY LUBE in
the past 12 months

{Average Day)

Top-13 All Forms of Ad-Supported Media (% Time Spent &

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

Local TV Stations
103.7

Non-Premium Cable
TV Networks
79.5

R
ER e

» who Used JIFFY LUBE in the past 12 months

mUSsA

USA Projection Scarborough R2 2025-26: Feb24-Aug26 Qual Intab 2,105

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

Billboards &

Local AM/FM
Radio
597

Amazon
Prime/IMDb/FireT
Vv
47.1

Email/Text/IM/Zoo
m,etc. (Personal &
Work)...

Signs

(Weekly
Drivers)

53.9

Search
(Google,
Bing, etc.)
EEL

Instagra

22.0

Facebook

52.7

Shopping
(incl.
Food/Au
ctions/...

News/ | Gro
ce...

Weath
er/s...

(&

Billboards & Signs
{Weekly Drivers)
49.8

Local AM/FM Radio
62.6

Email /Text/l
M/Zoom,etc.
(Personal &
Work)
412

Search
(Google,
Bing, etc.)
339

Local TV Stations
107.9
Facebook
45.6

Shoppi
Amazon 8
Non-Premium Cable TV | Prime/IMDb/Fi.  (incl-  insta
Networks reTv Food/A ' gram
88.8 455 uctio.. ' 19,9

News/W
eather...

= who Used JIFFY LUBE in the past 12 months

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

uUSA
* Share of Everything

= for Anything




(Local Radio delivers

Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 10 hours and 2
minutes each day with All Forms of Ad-Supported Media. 72.7% listen to Local AM/FM Radio for an

avg. of 36.2 minutes/day.

4.4% of Time with Ad-Supported Media.)
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| Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 10 hours and 35
minutes each day with All Forms of Ad-Supported Media. 80.% listen to Local AM/FM Radio for an
avg. of 75.6 minutes/day. (Local Radio delivers 9.5% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 25 or older Top-13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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| Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 9 hours and 12
minutes each day with All Forms of Ad-Supported Media. 89.1% listen to Local AM/FM Radio for an
(Local Radio delivers 11.3% of Time with Ad-Supported Media.)

avg. of 70. min

utes/day.
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| Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 9 hours and 47
minutes each day with All Forms of Ad-Supported Media. 73.6% listen to Local AM/FM Radio for an
avg. of 63.6 minutes/day. (Local Radio delivers 8.% of Time with Ad-Supported Media.)
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- 7,736,027 or 77.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 59.7 minutes every day representing 35.7% of all
time spent daily with Ad-Supported Audio.
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Avg. Week Al! Rﬁudio (Persons & % Reach): Adults 25 or older

Local AM/FM Radio

- 46,520 or 72.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 36.2 minutes every day representing 24.4% of all
time spent daily with Ad-Supported Audio.
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- 54,903 or 80.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 75.6 minutes every day representing 38.3% of all
time spent daily with Ad-Supported Audio.
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- 38,473 or 89.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 70. minutes every day representing 38.5% of all
time spent daily with Ad-Supported Audio.
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44,793 or 73.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 63.6 minutes every day representing 35.2% of all
time spent daily with Ad-Supported Audio.
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' 7,736,027 or 77.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 59.7 minutes every day representing 35.7% of all
time spent daily with Ad-Supported Audio.
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46,520 or 72.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-

Supported Local AM/FM Radio for an average of 36.2 minutes every day representing 24.4% of all
time spent daily with Ad-Supported Audio.
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54,903 or 80.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 75.6 minutes every day representing 38.3% of all
time spent daily with Ad-Supported Audio.
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38,473 or 89.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 70. minutes every day representing 38.5% of all
time spent daily with Ad-Supported Audio.
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44,793 or 73.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio for an average of 63.6 minutes every day representing 35.2% of all
time spent daily with Ad-Supported Audio.
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7,736,027 or 77.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Classic Hits, Country, and Classic Rock.
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46,520 or 72.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Country, Hot AC, Adult
Contemporary, and Classic Hits.
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54,903 or 80.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Classic Rock, Classic Hits, New Country, Adult Contemporary,
and News/Talk/Information.
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38,473 or 89.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Pop Contemporary Hit
Radio, Country, and Adult Hits.
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Urban AC.

44,793 or 73.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Classic Hits, Country, Classic Rock, and
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6,667,025 or 67.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 103.7 minutes every day representing 31.4% of all
time spent daily with Ad-Supported Video.
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39,493 or 61.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 126.6 minutes every day representing 29.2% of all
time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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55,592 or 81.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 123.6 minutes every day representing 32.7% of all
time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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27,115 or 62.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 140.3 minutes every day representing 36.9% of all
time spent daily with Ad-Supported Video.
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Avg. Week A{Lﬂlﬁ;jfgo (Persons & % Reach): Adults 25 or older
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46,885 or 77.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 108.2 minutes every day representing 27.4% of all
time spent daily with Ad-Supported Video.
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6,667,025 or 67.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 103.7 minutes every day representing 31.4% of all
time spent daily with Ad-Supported Video.
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39,493 or 61.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 126.6 minutes every day representing 29.2% of all
time spent daily with Ad-Supported Video.
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55,592 or 81.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 123.6 minutes every day representing 32.7% of all
time spent daily with Ad-Supported Video.
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27,115 or 62.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 140.3 minutes every day representing 36.9% of all
time spent daily with Ad-Supported Video.
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46,885 or 77.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations for an average of 108.2 minutes every day representing 27.4% of all
time spent daily with Ad-Supported Video.
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' 6,667,025 or 67.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies, Local
News - Morning, Movies, and Game Shows.
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' 39,493 or 61.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Morning, Sports,
Game Shows, Local News - Evening, and Daytime Soap Operas.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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' 55,592 or 81.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Comedies, Local News - Evening, Sports, Game
Shows, Local News - Morning, and Movies.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older

(average week)
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' 27,115 or 62.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Morning, Sports, Local News -
Evening, Local News - Late, Movies, and Daytime Talk Shows.
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Local TV Station Programs (Persons & % Reach): Adults 25 or older
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' 46,885 or 77.% of Adults 25 or older who Used JIFFY LUBE in the past 12 months watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Movies, Local News - Evening, Game
Shows, Comedies, and Dramas.
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‘ 7,819,545 or 78.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Social Media for an average of 150.2 minutes every day representing 24.8% of all time
spent daily with Ad-Supported Digital Media.
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| 50,450 or 78.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Social Media for an average of 179.3 minutes every day representing 25.6% of all time spent daily
with Ad-Supported Digital Media.
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Avg. Week All ng:tal (Persons & % Reach): Adults 25 or older

60,307 or 87.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Social Media for an average of 147.1 minutes every day representing 23.5% of all time spent daily
with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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with Ad-Supported Digital Media.

Avg. Week All gigital (Persons & % Reach): Adults 25 or older

Time spent:

29,823 or 69.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Social Media for an average of 122.6 minutes every day representing 21.3% of all time spent daily
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43,442 or 71.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Social Media for an average of 149.8 minutes every day representing 24.6% of all time spent daily
with Ad-Supported Digital Media.
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7,609,764 or 76.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-
Supported Facebook for an average of 52.7 minutes every day representing 35.1% of all time spent
daily with Ad-Supported Social Media.

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

Facebook
Instagram
YouTube Video
Linkedin
TikTok

Reddit

X

Pinterest
WhatsApp
Snapchat

Others(Rumble, Threads,...

Blogs/Message Boards (read... MF 20.7%

tumblr

1858171 6.6%

m_m—

P —T
850 o8 0%

R

who Used JIFFY LUBE in the
[ <1s0] ghve st 12 months
= who Used JIFFY LUBE in the past 12 months m USA

Avg. Hours+Minutes/day with all
Social Media: Adults 25 or older

% Time Spent:

Facebook
55.9

Instagram YouTube Video

278 25.6

LinkedIn
11.4

TikTok | Reddit
13.5 8.6

Facebook
50.7

YouTube Video Instagram
25.8 251

Pinte
Linkedin
8.7

TikTok | Reddit
121 6.8

® who Used JIFFY LUBE in the past 12 months

HUSA

Avg. Week Ad- Suggorted Sac:al Media (Persons & % Reach): Adults 25 or older

Facebook
Instagram
YouTube Video
LinkedIn
TikTok

Reddit

X

Pinterest
WhatsApp
Snapchat

Others(Rumble, Threads,...

Blogs/Message Boards (read..

tumblr

USA USA Projection

_ﬂ'
M
M-ﬂﬂ'

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

P 0

who Used JIFFY LUBE in the
7419088 '3.1% jpast 12 months
® who Used JIFFY LUBE in the past 12 months W USA

Secarborough R2 2025-26: Feb24-Aug26 Qual Intab 2,105

ent:

m

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

Avg Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older

Facebook
52.7

YouTube Video Instagram
26.0 22.0

Blogs
/Mes

7.7 sag...

Linkedin

Pintere
st...

Facebook
45.6

YouTube Video Instagram
25.8 19.9

Linked| Pinter = Reddi
n est... toe
6.4

» who Used JIFFY LUBE in the past 12 months

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

mUSA
® Share of Everything



Ad-Supported Social Media.

50,450 or 78.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 74.6 minutes every day representing 41.6% of all time spent daily with

Avg. Week All Socml Medta (Persons & % Reach): Adults 25 or older Avg Day All social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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60,307 or 87.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 58.8 minutes every day representing 40.% of all time spent daily with

Ad-Supported Social Media.
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29,823 or 69.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 34.4 minutes every day representing 28.1% of all time spent daily with
Ad-Supported Social Media.
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43,442 or 71.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 52. minutes every day representing 34.7% of all time spent daily with
Ad-Supported Social Media.
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7,609,764 or 76.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-

Supported Facebook for an average of 52.7 minutes every day representing 35.1% of all time spent
daily with Ad-Supported Social Media.
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| 50,450 or 78.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 74.6 minutes every day representing 41.6% of all time spent daily with
Ad-Supported Social Media.
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| 60,307 or 87.9% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported

Facebook for an average of 58.8 minutes every day representing 40.% of all time spent daily with
Ad-Supported Social Media.
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29,823 or 69.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 34.4 minutes every day representing 28.1% of all time spent daily with
Ad-Supported Social Media.
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43,442 or 71.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months use Ad-Supported
Facebook for an average of 52. minutes every day representing 34.7% of all time spent daily with
Ad-Supported Social Media.

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

Reach % 71.3% 72.0% Social Media: Adults 25 or older
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a
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 496,497; Local Radio: 491,810; Non-Prem. Cable: 268,328; Local TV: 230,983
reaching Adults 25 or older who Used JIFFY LUBE in the past 12 months.

All Other Digital Media: 699,709;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 3,480; Local Radio: 2,780; Non-Prem. Cable: 1,666; Local TV: 1,307 reaching
Adults 25 or older who Used JIFFY LUBE in the past 12 months.

All Other Digital Media: 4,371;
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 4,568;
Social Media: 3,617; Local Radio: 3,422; Non-Prem. Cable: 1,971; Local TV: 1,857 reaching
Adults 25 or older who Used JIFFY LUBE in the past 12 months.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 3,385; Local
Radio: 2,479; Social Media: 2,195; Non-Prem. Cable: 1,374; Local TV: 984 reaching Adults
25 or older who Used JIFFY LUBE in the past 12 months.
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M-F 6a-7p Avg.
Radio: 2,906; Social Media: 2,769; Non-Prem. Cable: 1,863; Local TV: 1,626 reaching
Adults 25 or older who Used JIFFY LUBE in the past 12 months.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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= who Used JIFFY LUBE in the past 12 months
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usage %:

past 12 months

who Used JIFFY LUBE in the usa

9,267,813 or 93.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an
average of 53.9 minutes per day driving, seeing Billboards and Signs. 65.% Listen to Local Radio
Stations Out-of-Home for an average of 36.2 minutes/day.
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56,727 or 88.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 63.2 minutes per day driving, seeing Billboards and Signs. 60.8% Listen to Local Radio Stations
Out-of-Home for an average of 22. minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older
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63,677 or 92.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 57.9 minutes per day driving, seeing Billboards and Signs. 66.9% Listen to Local Radio Stations
Out-of-Home for an average of 45.8 minutes/day.
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older

(Average week)
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41,115 or 95.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 83.7 minutes per day driving, seeing Billboards and Signs. 74.5% Listen to Local Radio Stations
Out-of-Home for an average of 42.4 minutes/day.
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58,704 or 96.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 44.9 minutes per day driving, seeing Billboards and Signs. 61.5% Listen to Local Radio Stations
Out-of-Home for an average of 38.5 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 or older Top-13 Out—of ~Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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9,267,813 or 93.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of

53.9 minutes per day driving, seeing Billboards and Signs representing 35.8% of all Time Spent with Ad-
Supported Out-of-Home Media.
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56,727 or 88.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 63.2
minutes per day driving, seeing Billboards and Signs representing 39.1% of all Time Spent with Ad-
Supported Out-of-Home Media.
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63,677 or 92.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 57.9
minutes per day driving, seeing Billboards and Signs representing 36.5% of all Time Spent with Ad-
Supported Out-of-Home Media.
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41,115 or 95.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 83.7

minutes per day driving, seeing Billboards and Signs representing 44.4% of all Time Spent with Ad-
Supported Out-of-Home Media.
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58,704 or 96.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average of 44.9

minutes per day driving, seeing Billboards and Signs representing 35.9% of all Time Spent with Ad-
Supported Out-of-Home Media.
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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56,727 or 88.7% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 63.2 minutes per day driving an average of 36.8 miles each day and are 189.3% more likely to use
Hennepin Avenue than the Metro average.

Top-26 Employment Zip Codes: Adults 25 or older
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63,677 or 92.8% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 57.9 minutes per day driving an average of 33.7 miles each day and are 120.6% more likely to use
Highway 370 than the Metro average.
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41,115 or 95.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 83.7 minutes per day driving an average of 48.7 miles each day and are 183.5% more likely to use
US 50 (Columbia Parkway) than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older Top-26 Residential Zip Codes: Adults 25 or older Top-26 Employment Zip Codes: Adults 25 or older

63.2% 7.10% 8.87%
75 a1z T aman £

1
1

vos . as01s QR — 1% e o
71 A . 50.7% 45255 [ — 6.13% 45255 W 5.71%
Dixie Highway g¥ywey TET 38.6% 45069 m 6.02% 45202 S 5.50%
7l g s0.3% 45042 SR 4.67% 45005 PRI 513%
US 50 (Columbia Parkway) o 26.9% 45036 W 4.49% 45042 m 4.34%

. 78%
Route 42 [TRrTae tome 45000 O e S as260 FERCE 7
174 ”go,a% 45240 (TR 1106% o 45217 130%

1

State Road 125 (Beechmont Avenue/Ohio Pike) 3,25*3% 45215 M 3.61% 45238 F . e
5,80 g 1.79%
US 22 (Montgomery Road) 58X 45230 [RET—  3.56% 45069 1.92%
Norwood Lateral Expressway Eoermm o2% " 45040 m 3478 45122 [ 1p0%

1.92% =
s10n N s 80 E o o
45102 [RRISEINOTII— 3.05% & ﬁ fR| | 47025 FRTee, e

US 127 (Hamilton Avenue) 1:!%:%

Ronald Reagan Cross County Highway z.gm S r
Harrison Avenue iLTE. 41011 ’ 283% 41001 m 162%
US 50 (River Road) [ZJMISRR 09% 45227 REESLTI e as230 [N, L%
Route 32 '%,8% 41001 m 2.44% 45039 H% 1.31%
Red Bank Road a:s;i‘ 45232 m sl 45011 &Lg‘.‘é%
US 27 (Colerain Avenue) FEEESRS2% . . 45011 e 3.62% asi02 % 020
Winton Road  JEWILC.5% . 45247 L 03% 45252 [N 0.88%
Queen City Avenue I 6% 45002 IR o oo Lo 41014 HEER o.82%
Route 48 T Avg. Hours+Minutes/day Driving: | 45103 [ REE 190, 41017 FERDTO% o
Glenway Avenue i m’ 10.4% Adults 25 or pidér 45039 BIETEE 45229 0T
US 50 (Wooster Pike) ZREN 54% 45230 EEEE 1.0%% 45206 B 0.74%
Route 747 BEE 534, Avg. Miles/Day 45220 [REEEE 163% as236 BB OM%
State Road 747 (Princeton, Glendale Road) FES% 0% . ””"i"tm e S= 25 as210 [N 1ac% as23z 9 04
State Road 50 (Clermont County) % 4o% the past 12 months 45207 ﬁ 13k as177 PO
# who Used JIFFY LUBE in the past 12 months ~ ® CIN Soeﬁl. 1 S"“F“D,"fAnEy":h'"iV:g"iz"*’

CIN DMA Scarborough R2 2025-26: Sep24-Aug26 Qual Intab 95
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard | Media That Connects, LLC. All rights reserved.

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



Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 or older
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Top-26 Residential Zip Codes: Adults 25 or older
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58,704 or 96.4% of Adults 25 or older who Used JIFFY LUBE in the past 12 months spend an average
of 44.9 minutes per day driving an average of 26.1 miles each day and are 82.2% more likely to use
Donald Ross Road than the Metro average.
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. 3,592,005 or 36.1% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local
Daily Newspaper(s) (Daily+Sunday) for an average of 9.3 minutes every day representing 30.1% of all
time spent daily with All forms of Print Media.

Avg. Week All Print !ﬁidia (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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Local Daily Newspaper(s) (Sunday)
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All Local Weekly Newspapers

Wall Street Joual (Daily)

Magazines

USA Today (Daily)
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. 25,791 or 40.3% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.9 minutes every day representing 24.5% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Mgdiq (Persons & % Reach): Adults 25 or older Avg. Day All Print Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 or older
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. 29,816 or 43.5% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 10. minutes every day representing 32.3% of all time
spent daily with All forms of Print Media.
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. 17,090 or 39.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 11.2 minutes every day representing 34.1% of all
time spent daily with All forms of Print Media.
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. 19,871 or 32.6% of Adults 25 or older who Used JIFFY LUBE in the past 12 months read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.4 minutes every day representing 32.% of all time
spent daily with All forms of Print Media.
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Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Video Streaming Services

“Advertising Actions"

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

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

56,081,184 23.2%

36,181,967 15.0%

Local AM/FM Radio

Cable TV Networks
Local Broadcast TV
Podcasts
Billboards

Audio Streaming Services

37,904,604 15.7%

35,719,582 14.8%

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

23,781,948 9.9%

USA

iy
e
2
E o

25,229,793 10.5%

Newspapers prpryr 11.3%
m P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites
Direct Mail

Video Streaming Services

"Advertising Actions"

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

1,340,559 38.9%

1,192,113
963,809 28.0%

708 13.9%

Local AM/FM Radio

Audio Streaming Services
Broadcast, Cable, & Sat TV
Podcasts

Cable TV Networks

Local Broadcast TV
Billboards

Newspapers

307,057 8.9%

408,907 11.9%
iy S e— 1 2L |

57

MINNEAPOLIS-ST. PAUL
321,176 9.3%

® P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
M P25+ MINNEAPOLIS-ST. PAUL AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)

536,431 15.6%
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Social Media

Direct Mail
Websites

Broadcast, Cable, & Sat TV

"Advertising Actions"

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

821,060 36.7%

626,847 28.0%

742,249 33.1%

524,236 23.4%

Cable TV Networks 367,897 16.4%
Local Broadcast TV  grdigm 17.3%
Video Streaming Services
Local AM/FM Radio
Billboards
Newspapers girgee 115% [
. ; ; ; / ST. LOUIS
Audio Streaming Services 203,839 T -
Podcasts 273.160 12.9%
m P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ ST. LOUIS AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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Social Media

Websites

Broadcast, Cable, & Sat TV
Cable TV Networks

Direct Mail

Podcasts

Video Streaming Services

“Advertising Actions"

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

600,873 35.3%

548,423 32.2%

399,606 23.5%

260,562 15.3%

524,339 30.8%

176,663 10.4%

219,884 12.9%

Local AM/FM Radio

257,015 15.1%

Local Broadcast TV
Billboards

Audio Streaming Services

270,342 15.9%

126,984 7.5%

: CINCINNATI
135,118 7.9%

L

Newspapers a1l n T
= P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
W P25+ CINCINNATI 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
Podcasts

Cable TV Networks

Local Broadcast TV

"Advertising Actions"

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

669,133 37.9%

616,830
507,120 28.7%

437,183 24.8%

173,782

320,571 ' 18.2%

295,373 16.7%

Local AM/FM Radio

| 240,806 13.6%

|

Newspapers
Audio Streaming Services

Billboards
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6B7% WEST PALM BEACH-BOCA RATON
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® P25+ who Used JIFFY LUBE in the past 12 months (Shopped/Visited/Bought past 3mos Due to Ads on %)
B P25+ WEST PALM BEACH-BOCA RATON AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
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