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Forward Looking Statements
We  i n t e n d  t o  b e  c o v e r e d  b y,  a n d  w e  c l a i m  
t h e  p r o t e c t i o n  o f ,  t h e  s a f e - h a r b o r  p r o v i s i o n s  
f o r  f o r w a r d - l o o k i n g  s t a t e m e n t s  w i t h i n  t h e  
m e a n i n g  o f  t h e  P r i v a t e  S e c u r i t i e s  L i t i g a t i o n  
R e f o r m  A c t  o f  1 9 9 5 .   Yo u  c a n  i d e n t i f y  t h e s e  
s t a t e m e n t s  b y  f o r w a r d - l o o k i n g  w o r d s  s u c h  a s  
“ e s t i m a t e , ”  “ m a y, ”  “ c o u l d , ”  “ w i l l , ”  
“ b e l i e v e , ”  “ e x p e c t , ”  “ w o u l d , ”  “ c o n s i d e r , ”  
“ s h o u l d , ”  “ a n t i c i p a t e , ”  “ p r o j e c t , ”  “ p l a n , ”  
“ i n t e n d ”  o r  s i m i l a r  w o r d s .   I n  a d d i t i o n ,  
s t a t e m e n t s  c o n t a i n e d  w i t h i n  t h i s  
p r e s e n t a t i o n  t h a t  a r e  n o t  h i s t o r i c a l  f a c t s  a r e  
f o r w a r d - l o o k i n g  s t a t e m e n t s ,  s u c h  a s  
s t a t e m e n t s  d i s c u s s i n g ,  a m o n g  o t h e r  t h i n g s ,  
e x p e c t e d  g r o w t h ,  s t o r e  d e v e l o p m e n t ,  
i n t e g r a t i o n  a n d  e x p a n s i o n  s t r a t e g y,  b u s i n e s s  
s t r a t e g i e s ,  f u t u r e  r e v e n u e s  a n d  f u t u r e  
p e r f o r m a n c e .   T h e s e  f o r w a r d - l o o k i n g  
s t a t e m e n t s  a r e  b a s e d  o n  e s t i m a t e s ,  
p r o j e c t i o n s ,  b e l i e f s  a n d  a s s u m p t i o n s  a n d  a r e  
n o t  g u a r a n t e e s  o f  f u t u r e  e v e n t s  a n d  r e s u l t s .   
S u c h  s t a t e m e n t s  a r e  s u b j e c t  t o  r i s k s ,  
u n c e r t a i n t i e s  a n d  a s s u m p t i o n s ,  i n c l u d i n g ,  
b u t  n o t  l i m i t e d  t o ,  t h e  e c o n o m y  i n  g e n e r a l ,  
i n f l a t i o n ,  t a r i f f s ,  p r o d u c t  d e m a n d ,  t h e  

m a r k e t  f o r  a u t o  p a r t s ,  c o m p e t i t i o n ,  w e a t h e r ,  
r i s k s  a s s o c i a t e d  w i t h  t h e  p e r f o r m a n c e  o f  
a c q u i r e d  b u s i n e s s e s ,  o u r  a b i l i t y  t o  h i r e  a n d  
r e t a i n  q u a l i f i e d  e m p l o y e e s ,  c o n s u m e r  d e b t  
l e v e l s ,  o u r  i n c r e a s e d  d e b t  l e v e l s ,  c r e d i t  
r a t i n g s  o n  p u b l i c  d e b t ,  g o v e r n m e n t a l  
r e g u l a t i o n s ,  i n f o r m a t i o n  s e c u r i t y  a n d  c y b e r -
a t t a c k s ,  t e r r o r i s t  a c t i v i t i e s ,  w a r  a n d  t h e  
t h r e a t  o f  w a r .   A c t u a l  r e s u l t s  m a y  m a t e r i a l l y  
d i f f e r  f r o m  a n t i c i p a t e d  r e s u l t s  d e s c r i b e d  o r  
i m p l i e d  i n  t h e s e  f o r w a r d - l o o k i n g  s t a t e m e n t s .  
P l e a s e  r e f e r  t o  t h e  “ R i s k  F a c t o r s ”  s e c t i o n  o f  
o u r  a n n u a l  r e p o r t  o n  F o r m  1 0 - K  f o r  t h e  y e a r  
e n d e d  D e c e m b e r  3 1 ,  2 0 1 8 ,  a n d  o t h e r  r e c e n t  
S E C  f i l i n g s ,  f o r  a d d i t i o n a l  f a c t o r s  t h a t  
c o u l d  m a t e r i a l l y  a f f e c t  o u r  f i n a n c i a l  
p e r f o r m a n c e .   F o r w a r d - l o o k i n g  s t a t e m e n t s  
s p e a k  o n l y  a s  o f  t h e  d a t e  t h e y  w e r e  m a d e  
a n d  w e  u n d e r t a k e  n o  o b l i g a t i o n  t o  p u b l i c l y  
u p d a t e  a n y  f o r w a r d - l o o k i n g  s t a t e m e n t s ,  
w h e t h e r  a s  a  r e s u l t  o f  n e w  i n f o r m a t i o n ,  
f u t u r e  e v e n t s  o r  o t h e r w i s e ,  e x c e p t  a s  
r e q u i r e d  b y  a p p l i c a b l e  l a w.
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O’Reilly Analyst Day Agenda

Meet & Greet with Management 8:00 – 8:30

Management Presentation and Q&A Session 8:30 – 10:30

Distribution Center Tour 10:30 – 11:00 

Light Lunch with Management 11:00 – 11:45

Store Tours 11:45 – 2:00

Shuttle to Denver International Airport 2:00
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O’Reilly Culture Statement

O’Reilly is  COMMITTED
To Our Customers and 

Our Team Members.

We are ENTHUSIASTIC ,  
HARDWORKING PROFESSIONALS

who are DEDICATED to 
TEAMWORK ,  SAFETY/WELLNESS 

and EXCELLENT CUSTOMER 
SERVICE .  We will  practice 

EXPENSE CONTROL while setting 
an example of RESPECT ,  HONESTY ,  

and a WIN-WIN ATTITUDE in 
everything we do.
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Greg Johnson
Chief Executive Officer & Co-President
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Management Team Present Today
Years of  Experience in the Automotive Aftermarket Industry

Greg Johnson Chief Executive Officer & Co-President 37 Years

Jeff Shaw Chief Operating Officer & Co-President 35 Years

Tom McFall Chief Financial Officer & Executive Vice President 21 Years

Brad Beckham Executive Vice President of Store Ops & Sales 23 Years

Jason Tarrant Senior Vice President of Western Store Ops & Sales 17 Years

Jeremy Fletcher Senior Vice President of Finance & Controller 14 Years

Brent Kirby Senior Vice President of Omnichannel 1 Year

Diego Santillana Vice President of Southwestern Division 23 Years

Mark Merz Vice President of IR, Reporting & Planning 12 Years

Thad Slicker Regional Director – DCs 11 Years

David Slape Distribution Center Manager 14 Years



Store Count       200-600+       100-199      1-99
Distribution Center         Future Distribution Center

Company Overview

5,344 Stores in 47 states 
(as  o f  June  30 ,  2019)

27 Distribution Centers

81,000+ Team Members

Last-Twelve-Months Sales:

$9.8 Billion
( a s  o f  J u n e  3 0 ,  2 0 1 9 )

Market  Capital izat ion:

$30 Billion
( a s  o f  J u l y  2 9 ,  2 0 1 9 )

Do-It-Yourself  versus 
Professional  Spl i t :

57% and 43% 
( f o r  t h e  ye a r  e n d  De c e mb e r  3 1 ,  2 0 1 8 )
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Year-to-Date 2019 Results
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3.3% Comparable Store 
Sales Increase (on top of a 
4.0% increase in 2018)

52.9% Gross Margin 
versus 52.5% in 2018

18.9% Operating Margin

Opened 105 net,           
New Stores

$8.56 Diluted EPS versus 
$7.89 in 2018

Generated $541 million of 
Free Cash Flow

Repurchased $921 Million 
Under Share Repurchase 
Program



• La c k  o f  c o mp r e h e n s i v e  ma s s  t r a n s i t  
s ys t e m i n  U . S .  r e s u l t s  i n  s u s t a i n a b l e  
c o mmu t e r  mi l e s  d r i v e n  

• 2 3 % i n c r e a s e  i n  mi l e s  d r i v e n  f r o m 
1 9 9 8  t o  2 0 1 8

• M i l e s  d r i v e n  we r e  f l a t  f r o m 2 0 0 8  
t h r o u gh  2 01 3  d u e  t o  ma c r o  e c o n o mi c  
p r e s s u r e s

• S i n c e  2 0 1 3 ,  g r o wt h  i n  a n n u a l  mi l e s  
d r i v e n  h a s  r e s u me d  a s  t o t a l  
e mp l o yme n t  h a s  i mp r o v e d

– 1 . 0 %  i n c r e a s e  i n  m i l e s  d r i v e n  Y T D  2 0 1 9
– Av e r a g e  P e r  G a l l o n  P r i c e  f o r  R e g u l a r  

G a s o l i n e  $ 2 . 7 2  o n  0 6 / 3 0 / 2 0 1 9
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Industry Drivers
#1 Driver for Demand in Our Industry is Total Miles Driven

2.5%
2.5%

2.1% 1.3%
2.7% 1.2%

2.6% 0.8% 0.8% 0.5%
(1.9)%(0.6)% 0.4% (0.6)% 0.6% 0.7% 1.7%

3.5%
2.8% 1.2% 0.4%

$1.00

$1.63

$2.25

$2.88

$3.50

2.3

2.6

2.8

3.1

3.3

Source:  Dept. of Transportation and Dept. of EnergyMiles Driven (in trillions)           Gas Prices (dollars per gallon)

Historical U.S. Miles Driven & Gasoline Prices



Industry Drivers
Grow ing  U.S .  L ight  
Vehic le  Populat ion
• Growing SAAR reflects 

positive consumer 
confidence

• Increasing SAAR and stable 
scrappage rates return the 
population to historic 
growth trend

Continued Aging of U.S. 
Light Vehicle Population:
• Better engineered vehicles, 

which can be reliably driven 
at higher miles, results in an 
aging vehicle fleet

• 10 year CAGR of 1.8% 
exemplifies the gradual pace 
of change in the vehicle 
fleet

• Average light vehicle age 
not expected to decrease in 
the future
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Source:  2019 ACA Factbook and Company Projections

Light Vehicle Population           SAAR Light Vehicle Sales
(in millions)

Light Vehicle Age
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Industry Landscape

 -

 10,000

 20,000

 30,000

 40,000

44% 45% 47% 48% 49% 50%

Top 10 Auto Parts Stores Industry

53% 5451% 54%

Top Ten Auto Parts Chains
1. AutoZone Inc. (5,686) 1

2.  O’Reilly Auto Parts (5,344)

3.  Advance Auto Parts (5,077) 2

4.  Genuine Parts/NAPA (1,092) 1,2

5.  Pep Boys/Auto Plus (972) 2

6.  Fisher Auto Parts (500) 2

7.  Auto-Wares (300) 2

8.  Replacement Parts (175)

9.  Automotive Parts Headquarters (130)2

10. Hahn Automotive (90)
1 U.S. Domestic stores
2 Company owned stores

Source:  SEC filing or company data

Source:  2020 ACA  Factbook and Company estimates

Source:  2020 ACA  Factbook

31%

11%
20%

38%

Size of Automotive Aftermarket
Total Market: $297 Billion

O’Reilly Estimated Addressable Market: 

$90 - $100 Billion
DIY is More Consolidated 

Professional Continues to be Highly Fragmented
O’Reilly estimate of addressable market size assumes wholesale 

price for professional parts sales and excludes certain sales 
channels from DIY or professional sales, including vehicle 
collision/body and glass.

Auto Parts Share of 
Professional Sales

$113,563

Labor Share of 
Professional Sales

$92,915

DIY Sales

$58,302

Tire Sales

$32,000
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Branding Strategy
• I n c re a s i n g  n u mb e r  a n d  a c c e p t a n c e  

o f  l i n e s  i n  Pro p r i e t a r y  B r a n d s
– Va l u e  a n d  P r e m i u m  P r o p r i e t a r y  

B r a n d s
– O ’ R e i l l y  P r o p r i e t a r y  B r a n d s  a r e  

g r o w i n g  f a s t e r  t h a n  N a t i o n a l  B r a n d s
• I m p o r t  D i r e c t  i s  o u r  f a s t e s t  

g r o w i n g  b r a n d

• Pro p r i e t a r y  B r a n ds  ma ke  u p  o v e r  
4 5 % o f  s a l e s  ( LT M)

• Co n t i n u e  t o  b ro a d e n  p ro d u c t  l i n e  
c o v e r a g e

Proprietary Brands

National Brands



Inventory Life  Cycle  
Management
• Continual ly  Moni tor  Demand 

Curve and Adjust  Inventory  
Posi t ion  Throughout  Tiered  
Supply  Chain

• Ensure  Coverage for  New 
Vehic le  Appl ica t ions

• Inventor ies  are  Tai lored  to  
Stores  Based on Each 
Individual  Market’s  Vehic les-
In-Operat ion  and Wear  Cycles
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“Best In Class” Inventory Availability while Optimizing Inventory 
Investment

Maximize Inventory Investment
• Continual  Evaluat ion  of  

Customer  Buying Preferences
– “Good…Bet te r…Bes t”  

Produc t  S t ra tegy

• Mainta in  Rela t ionships  with  
Mult ip le  Suppl iers

– Ensures  Produc t  Avai lab i l i ty  
and  Risk  Mi t iga t ion

• Continued Success  of  Vendor  
Financing Program

– Curren t  Leve l  Sus ta inab le  –
107%

Industry Leading Parts Availability

As customers continue to evolve, we are evolving the 
way that we engage them with our brand.
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Brent Kirby
Senior Vice President of Omnichannel
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Evolving the O’Reilly brand to meet both Professional and Do-It-Yourself 
customers on their terms with solutions that meet their specific needs, whether 

they visit a store, call or click

Expanding Product Availabil ity
Improv ing  Onl ine  Inven to ry  
Vis ib i l i ty

Improv ing  Buy Onl ine  P ick  Up  in  
S to re  (BOPIS)  Process  

Time Def in i te  Fu l f i l lmen t  Opt ions

Improving Search & Content
On-Si te  Search  Enhancements

R e l e v a n c y  /  M a c h i n e  Le a r n i n g

Improved  Conten t ,  Images ,  and  
Video

Omnichannel Focus



Omnichannel Focus
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Omnichannel Focus

Improving Customer Support
Voice
Chat  Messaging
Machine Learning

Improving the Customer 
Experience

Voice-of-Customer Framework 
to  Capture  and More Quickly  
Respond to  Feedback
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Omnichannel Focus

Whether a customer visits a store, calls or clicks we are continuing to evolve our 
brand to meet the customer whenever and wherever they choose to engage

Meeting Professional and Do-It-Yourself customers at every touch 
point of their brand journey
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Jeff Shaw
Chief Operating Officer & Co-President
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O’Reilly Business Model
Mission Statement… We will be the dominant auto parts 

supplier in all our market areas

Jeff Shaw
Dual  Marke t  S t ra tegy

Indus t ry-Lead ing  Par t s  Avai lab i l i ty

Growth  Focus

Brad Beckham
“Cul tu re -Dr iven”  Leadersh ip

“Top  Notch”  Cus tomer  Serv ice

O’Rei l ly  F i r s t  Ca l l
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Dual Market Strategy

Proven  t rack  record  o f  
se rv ing  bo th  Do-I t -Yourse l f  
and  Profess iona l  Cus tomers  
fo r  over  35  years

Al lows  us  to  p ro f i t ab ly  
opera te  in  l a rge  and  smal l  
marke t s

Leverages  our  s t ra teg ic  
d i s t r ibu t ion  ne twork  across  
the  coun t ry  requ i red  fo r  our  
p ro fess iona l  cus tomers

Store  Managers  “own”  cus tomer  
se rv ice  l eve l s  and  d r iv ing  bo th  
s ides  o f  our  bus iness

Profess iona l  sa les  model  
suppor ted  by  over  790  
ded ica ted  ou ts ide  sa les  peop le  
and  indus t ry  l ead ing  par t s  
ava i lab i l i ty

Enhances  se rv ice  l eve l s  o ffe red  
to  our  Do-I t -Yourse l f  cus tomers
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Industry Leading Parts Availability

Re g i o n a l ly  d e p l o y e d  
Di s t r i b u t io n  Ce n t e r s  ( DCs )  
s u p p o r t  o u r  s t o r e s  a c r o s s  t h e  
c o u n t r y

Av e r a g e  S K Us  s t o c ke d  a t  o u r  
DCs ,  wh i c h  a r e  l i n k e d  t o  
mu l t i p l e  o t h e r  M a s t e r  I n v e n t o ry  
DC s  s t o c k i n g  o v e r  1 7 5 K S KUs

Ni g h t - p e r-w e e k d e l i v e r i e s  t o  
a l l  o u r  s t o r e  i n  c o n t i n e n t a l  U . S .  
f r o m o u r  DC s ’ d e d i c a t e d  f l e e t

Of  o u r  s t o re s  re c e i v e  mu l t i p l e  
s a me  d a y  d e l i v e r i e s  o f  h a r d  
t o  f i n d  p a r t s  f r o m o u r  DC s  
a n d  Hu b  s t o r e s

Of  o u r  s t o re s  re c e i v e  
d e l i v e r i e s  o n  w e e ke n d s  o f  
h a r d  t o  f i n d  p a r t s  f r o m o u r  
DC s  a n d  Hu b  s t o r e s

H u b  s t o re s ,  r a n g i n g  3 0 K t o  
+ 7 0 K S KUs ,  p r o v i d e  mu l t i p l e  
d e l i v e r i e s  p e r  d a y  t o  S p o k e  
s t o r e s

Primary factor in making a buying decision for both Do-It-Yourself and 
Professional customers is how fast the needed parts are available.

Strategically deployed distribution network designed to cost effectively and efficiently replenish 
nightly and support multiple same day deliveries to stores
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90%+

90%+
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Distribution Network Expansion

Three Active Projects Currently Underway

Lebanon, TN

Twinsburg, OH

Horn Lake, MS

• Capacity for 300 stores – expect to 
open with 175 stores

• Anticipate beginning store service in 
Q4 of 2019

• Capacity for 300 stores – expect to 
open with 195 stores

• Anticipate beginning store service in 
first half of 2020

• Capacity for 250 stores – expect to 
open with 171 stores

• Anticipate beginning store service in 
second half of 2020
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Store Growth

20 23
31
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190
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0

44

88

132

176

220

Top Ten States
Texas (706)

California (553)

Georgia (205)

Illinois (203)

Missouri (201)

Florida (200)

Ohio (196)

Tennessee (176)

North Carolina (173)

Michigan (168)

Untapped Markets
Delaware

District of Columbia

Maryland

New Jersey

New York

Rhode Island

South Florida

International

Active, Opportunistic Industry Consolidators:

Profitable, Consistent Greenfield Growth:

1998 Hi/LO – 182 stores
2001 Midstate – 82 stores 
2005 Midwest – 72 stores
2008 CSK – 1,342 stores 

2012 VIP Auto – 56 stores
2016 Bond – 48 stores
2019 Bennett – 33 stores
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Brad Beckham
EVP of Store Ops & Sales
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“Culture Driven” Leadership

Pride in our Culture

“Ownership” 

Passion – Strong Desire to Win

Proven Leadership – Replicate 
Performance 

Execution of Our Proven Business Model

Intense Focus on Our Fundamentals
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“Culture Driven” Leadership

Strong “promote from within” philosophy

Proven “Hands on” Leadership team
• 3 SVP’s of Ops & Sales – 75+ Years in Industry

• 11 DVP’s of Ops & Sales – 275 Years in Industry

• Regional & District Management – Promote from 
Within – “O’Reilly Farm System”

• FastTrack – “Professional Parts People

• Build the Bench, our Future!
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“Top-Notch” Customer Service

We Sell Parts… But we’ve been in the “Customer Service” 
business since 1957

Market Entit lement (“Share”)
Store Leadership
“Professional Parts People”
“Friendliest Parts Store in Town”
“Out-Hustle and Out-Service    
the competition”
Store and Team Member Image
“Never Say No” Philosophy
DIY – Retail  Commitment

Te c h n i c a l  S u p p o r t  
Te a m Me mb e r s  w i t h44 Ye a r s  o f  Au t o mo t i v e  

E x p e r i e n c e748



29

O’Reilly First Call

Dedicated to the Professional Customer Since 1957
Professional is a service and relationship business

“people buy from people they know and trust”

Real  World Training
• “Bes t  i n  c l as s”  t echn ica l  

t r a in ing  fo r  ou r  p ro fes s iona l  
cus tomer s

• 2018 :  Conduc ted  1 ,363  
t ra in ing  c la s ses  /  t ra ined  
33 ,640  t echs

• 2019 :  1 ,392  t ra in ing  c la s ses  
s chedu led  /  t ra in  35 ,000  t echs

Professional  Programs
De c a d e s  o f  B u i l d i ng  t he  B e s t  
P r o f e s s i on a l  P r o g r a ms  i n  t h e  
B u s i n e s s
• F i r s t  C a l l  On l i n e  ( P r o p r i e t a r y  

B 2 B  P l a t f o rm)
• C e r t i f i e d  Au t o  R e p a i r
• Wo r r y  F r e e  P r o t e c t i on

• Most Experienced, Dedicated Sales Force 
in the Business

• Availability is KING!  Industry Leading 
Parts Availability

• Strategically Located DC’s in Metro 
Markets / Hub & Super Hub Network

• “Hot Shot” Store Delivery Service
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O’Reilly Mission Statement

We will be the dominant auto parts 
supplier in all our market areas

By providing our Retail and Professional 
Customers the best combination of inventory, 
price and quality provided with the HIGHEST

level of SERVICE.

“

”
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Tom McFall
Chief Financial Officer & Executive 

Vice President
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Store & Revenue Growth

3,421 
3,570 

3,740 
3,976 

4,166 
4,366 

4,571 

4,829 
5,019 

5,219
~5,439

$3,000

$4,500

$6,000

$7,500

$9,000

$10,500

2,000

2,700

3,400

4,100

4,800

5,500

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019P

Total Stores             Sales (in millions)

2019 Guidance Full Year: $10.0 - $10.3 Billion in Sales
200 - 210 Net, New Stores 
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Comparable Store Sales

2019 Guidance 3rd Quarter: 3% - 5% (3Q 2018: 3.9%)
Full Year: 3% - 5%

0%
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2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 Q2
2017

Q2
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Q2
2019

YTD
'17

YTD
'18

YTD
'19

4.8%

8.8%

4.6%

3.5%

4.6%

6.0%

7.5%

4.8%

1.4%

3.8%

1.7%

4.6%

3.4%

1.3%

4.0%

3.3%
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Operating Profit $ Growth

$300

$550

$800

$1,050

$1,300

$1,550

$1,800

2009 2010
¹
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²

2012 2013 2014 2015 2016 2017 2018 Q2
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Q2
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Q2
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YTD
'17

YTD
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YTD
'19

$538

$734

$864

$977
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¹ Excludes the impact of CSK DOJ investigation charges  ² Excludes impact of former CSK Officer clawback
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EPS Growth

2019 Guidance 3rd Quarter: $4.73 - $4.83
Full Year: $17.37 - $17.47

¹ Excluding the impact of CSK acquisition related charges  2 Excluding the impact of CSK DOJ investigation charges and CSK notes receivable recovery
³ Excluding the impact of debt issuance and interest rate swap write off charges and former CSK officer clawback
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Free Cash
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94.6%               99.1%              105.7%             106.0%              105.7%            104.5%            107.2%     107.8%     AP/Inventory 

2019 Guidance
(in millions) Full Year

Cap Ex: $625 - $675  
Free Cash Flow: $1,000 - $1,100 

Change in Net Inventory Investment
Capital Expenditures
Free Cash Flow
Share Repurchases
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Use of Capital
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• Invest In Existing Store Base

• Greenfield Store Growth

• Consolidate the Industry

• Capital Structure
• Ensure Investment Grade Credit Ratings
• Conservative Adjusted Debt to EBITDAR target ratio 

of 2.5 times (Currently 2.35 times)
• Initial share repurchase authorization January 2011; 

Life-to-date authorization $12.75 billion

Cumulative Repurchases ($)                     Cumulative Number of Shares Repurchased



Questions & Answer Session

Meet & Greet with Management 8:00 – 8:30

Management Presentation and Q&A Session 8:30 – 10:30

Distribution Center Tour 10:30 – 11:00 

Light Lunch with Management 11:00 – 11:45

Store Tours 11:45 – 2:00

Shuttle to Denver International Airport 2:00
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