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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning
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¥vice Coepsraticn 1.4% or 2,581,347 of USA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.

ternational

HilLeNBRAND Typical Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 66.3

| Batesville years old (15.5% older than average) and have a $96,491 (2.9% lower than average) annual household...
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



1.1% or 60,468 of CHI DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Typical Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 70.5
years old (23.5% older than average) and have a $102,120 (7.6% lower than average) annual household...

@ Percent of Market: Adults 35 or older lklttGender of Target vs. Market: Adults 35 or older |Ethnicity of Target vs. Market:

60.9%

Black/African | 16.9%

White

® who Pre-Planned Their Own American
0, ora Loved One’s FUNERAL
. 0.0%
1 L 1 A) Arrangements Asian
o
= Remainder of CHI DMA 48.1% 0.7%
Other I )
56.6 0.2 EA
Total Persons: 2,586,286 28, 2,794,252 P | 18.4
6 i 5'320'070 Men Men Women Women who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements
_mgn S
. Average Age:
Age Cell Demographics of Target vs. Market: o ._=- HHI of Target vs. Market:
s IO
who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements B CHI <$35K HHI
$35K-$50K HHI %
$50K-$75K HHI &f"m
$75K-S100K HHI

$100K-$150K HHI oy
$150K-$250K HHI %

1 4 1 : 12.7% i g q

s250K il g
18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mCHI Avg HHI: $1I}2,120 $110,471

CHI DMA Scarborough R2 2025: Sep24-Jjul25 Qual Intab 43
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Typical Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 67.2

tion wn c .9% or 34,702 of WDC DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.

Batesv 1|lc years old (18.8% older than average) and have a $146,979 (1.5% higher than average) annual household....
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



2rvice Corporatioa 1.7% or 54,229 of SEA DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Typical Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 59.6

ternational

Hivee AND [

)i Batesville years old (4.9% older than average) and have a $138,311 (7.8% higher than average) annual household...
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| Batesville

1.3% or 42,755 of PHX DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Typical Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 67.
years old (15.8% older than average) and have a $106,987 (3.6% lower than average) annual household...

@ Percent of Market: Adults 35 or older lklttGender of Target vs. Market: Adults 35 or older

® who Pre-Planned Their Own
or a Loved One’s FUNERAL
Arrangements

= Remainder of PHX DMA

1.3%

51.2%

48.8%

57.3 58.3

Total Persons: 1,643,633 1,724,170
4 3,325,048 Men Men Women Women
Average Age:

Age Cell Demographics of Target vs. Market:
Adults 35 or older

67.0

who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements B PHX

i 4 A ho.394 i ‘
0.0% 0.0% 0.0% 0.0% 0.4%i 1.3% ﬂ 0.3%i
18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m PHX
PHX DMA Scarborough R2 2025; Aug24-jul25 Qual Intab 34

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

Ethnicity of Target vs. Market:

White
Black/African
American
Asian
Other I 0%
Hispanic &%
who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

_mpx R,
W= HHI of Target vs. Market:

3.8%
15.6%

[i05%]

15.8%
D%

<$35K HHI
$35K-$50K HHI ¢
$50K-$75K HHI

14.8%

$75K-$100K HHI =

$100K-$150K HHI

|____20.0% |

$106,987

$150K-$250K HHI

$250K+ HHI

Avg HHI: $110,953

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



1.4% or 2,581,347 of USA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.

Service Corporation

jaisraations] % Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 13.8% more
. likely to be a college graduate, 35.5% less likely to work full-time, 5.5% more likely to be married, 69.5%
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1.1% or 60,468 of CHI DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 47.8% more
likely to be a college graduate, 17.4% less likely to work full-time, 8.5% less likely to be married, 94.1% more

likely to be a grandparent of 1 or more chil
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Service Corporation .9% or 34,702 of WDC DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.

JInternational [Lismcia: | Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 6.4% more
HiLLENBRAND likely to be a college graduate, 31.3% less likely to work full-time, 3.6% less likely to be married, 67.4% more

likely to be a grandparent of 1 or more child
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Service Corporation
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1.7% or 54,229 of SEA DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 2.4% less likely

to be a college graduate, 32.2% less likely to work full-time, 18.2% more likely to be married, 49.5% more

likely to be a grandparent of 1 or more chil
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Service Corporation . 1.3% or 42,755 of PHX DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Intemationst @ PHK Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 43.3% more

| HiLLENBRAND

atesville more likely to be a grandparent of 1 or more chi

likely to be a college graduate, 73.8% less likely to work full-time, 20.3% more likely to be married, 60.9%
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L home, 15.4% less likely to have a dog.
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1.4% or 2,581,347 of USA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 8.2% more likely
to own their home, 24.7% more likely to own a higher valued home, 3.% more likely to have a single-family
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ervice Corporation

Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 11.6% more
likely to own their home, 4.3% more likely to own a higher valued home, 1.4% less likely to have a single-
family home, 36.5% less likely to have a dog.

HiLLENBRAND

' : 1.1% or 60,468 of CHI DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangement%s.
ntern: ona
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Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 8.6% less likely

to own their home, 2.7% more likely to own a higher valued home, 3.3% less likely to have a single-family
home, 75.7% less likely to have a dog.

HiLLENBR
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1.7% or 54,229 of SEA DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangemen{_s.

older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 10.8% more

likely to own their home, 9.6% more likely to own a lower valued home, 15.4% more likely to have a single-
, 6.4% more likely to have a dog.
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Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 11.8% more

likely to own their home, 22.2% more likely to own a higher valued home, 5.7% more likely to have a single-
family home, 23.7% less likely to have a dog.

HiLLENBRAND
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Batesville

m Own/Rent/Other: Adults 35 or older mﬁm Type of Home: Adults 35 or older 4™ Pets in Home: Adults 35 or older

7T
Single Family House (unattached) 79 % 32.6%
75.1% Own a Dog
42.8%
Townhouse or attached Home l A
= 6.0% 29.9%
Condominium I o Own a Cat
17.9% = 27.7%
o 11.4% 9.6% 2.0%
. 3.0% Apartment
1.7% . : .
i 5323 4869 mwmssm 7,666 n 10.6%
Rent Other Own Second Home Mobile Home or Manufactured || 5.9% Own other type of Pet
or Real Estate Home 7.99
b B s
who Pre-Planned TheirOwn or a Loved One's FUNERAL Arrangements m PHX who lanned Their Own or a Loved One’s FUNERAL g W PHX ‘who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements mPHX
_~
vZ4 Value of Owned Home: Adults 35 or older s Home Loans: Adults 35 or older
) A Value of Owned Home:
who Pre-Planned Their Own or a Loved One’s FUNERAL.. [} jiig
PHX 548,979
14.5% 13.1% 13.4%
4 o FPET S0 NETSE? 8,008 £ 188 3 g7c 304 £87 oo 23 . w E gc 127
<$150K $150K-$200K  $200K-$250K  $250K-$300K  $300K-$350K  $350K-$500K  $500K-$750K  $750K-$1M S1Vi+ Home Mortgage Refinanced  Home Equity own
u who Pre-Planned TheirOwn or a Loved One's FUNERAL Arrangements HPHX Home Mortgage Ir';?::;{:::‘r::t Hg’:ter{;::(p;;tv
PHX DMA Scarborough R2 2025: Aug24-jul25 Qual Intab 34 . Loan Mortgages)
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation 1.4% or 2,581,347 of USA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
plernations e — Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 2.4% more
Hiensrane S8 likely to look up D-I-Y advice online, 32.6% more likely to always vote in local elections, 36.7% more likely

Batesyville to belong to a gym, .4% less likely to fly domes
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1.1% or 60,468 of CHI DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 6.4% less
likely to look up D-I-Y advice online, 62.8% more likely to always vote in local elections, 62.3% more likely
to belong to a gym, 20.% more likely to fly dome
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Service Corporation 9% or 34,702 of WDC DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

S R Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 19.1% less
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Service Corporation 1.7% or 54,229 of SEA DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...
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, Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are .8% less likely
Hivtensran [ to look up D-I-Y advice online, 28.4% more likely to always vote in local elections, 17.6% more likely to
Batesville belong to a gym, 9.1% less likely to fly domes
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® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements HSEA etc)
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Servce Corparation 1.3% or 42,755 of PHX DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

croaiont Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 9.5% more
likely to look up D-I-Y advice online, 49.9% more likely to always vote in local elections, 14.6% more likely
to belong to a gym, 20.5% less likely to fly dom

HiLLENBRAND

Batesville

cal Activity: Adults 35 or older
87.9% . >
Registered to Vote Democrat f Lean  Republican /Lean Independent / None
(in District of Residence) Democrat Republican of These
Presidential Elections: Always
Presidential Elections: i [~
ﬂ Bl = =l -5 ﬂ D E Statewide letions: Abuays RO~
: e de Elections: Sometimes_
Wesith Redpes/  Restaurmnt Do--vounelf Onlive phone  Medical Mome/ rines/biet sppuel/ shsewch/ fagien/ Gesdory Taktomine  Camer  tduaton siznnk rhiey Momewsrk Onfine Dating Parenting / 2
information Meal Planning Information / Advice [ VideoCall  Services/ Gandenideas Information Besuly ideas Postresume Spirtuakty lasses Development  [Research Snapfish, [Youor Your Service Family Advice| ;. = m
Sumestions  Reviews [skype,  Information Schools, Shuttedly,  Child's) Local Elections: Always
iy, pArsirry sl Local Elections: Sometimes [ iktam
<l inancing
# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements W PHX = who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mPHX

«
@ﬁ Top-30 past 12-months Active Lifestyle Activites: Adults 35 or older ‘N Past 12-months Domestic Airline Trips: Adults 35 or older

. 5008) 11.7%
RS 3 519 15.6%
; 10.6%

: .4
3trips J 8.7%

) 73 7.0%
AL 01,760 6.0%

. 18.9%
S-9trips  FrwTm 11.4%
1.8% Flew Domestic past year: IISOM%ENEETE
10+ trips AR Bh# Domestic Flights: IS BRI
3.0% 3.0%
70% n.za A o R T e e e "”‘-

Grling-  Camening  LawnCare  Swimming  Hiking - Bicyding  Volunieer  Belongto  Camping  Sewing- GrupFitiess  Fishing Bowling  Jogging-  Yoga-Pdates  Boating Followa  Camgiverof  Adult Basketbal  Football Tennis

Hunting Soccer Organized Competitive Softball - Snow Sking-
Outdoor [Flowersor Backpacking work Health Club or Crfts Class Running ‘Weight Loss  Aging Pareat  Continuing Road Race Video Gaming  Baseball Snowboarding
Cooking  Vegemables} Progam  orRelative  Educaton 5%,
Marathon,
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements W PHX e}
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



3(_)-days QSR Users: Adults 35 or older

I 1time

Past

2times

3 times

4 times

5times

6 -9times

10times or more

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements
Avg. Monthly QSR Meals:

musA

Total Monthly QSR Users:
81.4%

e I - R

1.4% or 2,581,347 of USA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 1.7% less likely
to use QSRs past mo., 20.5% more likely to use Sit-Down Restaurants past mo., 7.% more likely to use

Casinos past yr.,, 5.% less likely to smoke cigaret

Past 30-days Sit-Down Restaurant Users: Adults 35 or older

[ ] ) 1time 27.0%
2mes 16.7%
O—

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

Total Monthly Sit-Down Restaurant Users:
73.5%
138,126,0

88.5%

Drank Past 30-days: Adults 35 or older

Any Type of Beer

51,963,901 43.6%

80,257,227 42.7%
64,439,274 34.3%
31

48, 25.5%

Liguor
Wine
Domestic Regular Beer

Domestic Light Beer

Avg. Monthly Sit-Down Restaurant Meals:

mUSA

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

piza

Mexican Chinese  Coffes  imalian  Wings/ Steakhouse Bagel/ Upscale lndian/
House / Burgers / Donut Thai/
Coffen 83t Spars Bar Eakery Other
Asian
= who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements mUSA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Pre-Planned Their Own or a Loved One’s FUNERAL.. 11.3%

un [ 155

£ Past 12 months Casino Activities: Adults 35 or older

Slot Machines

0,

545
743

Table Games (Craps, Poker, etc.)

Upscale Restaurant

643 8.0%

Bar / Nightclub
Stage Show / Concert

Imported Beer - v Sports Betting % 4.9%
Microbrew / Craft Beer proeeey™ ) co 19.6% | | Spa A.o%
Other Gambling 8.6%
#who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mUsSA m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements
USA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 345

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

USA Projection Scarborough R2 2025: Sep24-Aug25

Qual Intab

Casinos visited past 12 months: Yes

mUSA

25,507

Used Past 30-days: Adults 35 or older
\
wi |

Marijuana / Cannabis Cigarettes Vape

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements  BUSA

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



ervice Corporation

nternational

HiLLENBRAND EXTTa
Batesville

Past 30-days QSR Users: Adults 35 or older

1time

3m |
2times

3 times

4 times
5 times

6 -9times 14.8%

10times or more

12.8%

= who Pre-Planned Their Own or a Loved One’s FUNERALArrangements.

wCHI

Total Mon rhry QSR Users: Avg. Monthly QSR Meals:

4.6%

— [ op
4,549 728

1.1% or 60,468 of CHI DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.l
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 4.8% less likely
to use QSRs past mo., 34.8% more likely to use Sit-Down Restaurants past mo., 6.9% more likely to use

Casinos past yr., 61.1% less likely to smoke ciga

Past 30-days Sit-Down Restaurant Users: Adults 35 or older

®

2 times

3 times

L
6-9times F
10 times or more

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements H CHI

Total Monthly Sit-Down Restaurant Users: hly sit-Down ant Meals:
95.6% 71.0%

Avg.

Drank Past 30~days: Adults 35 or older

Any Type of Beer

2! 568,077 47 7%
Liquor ey 43, 7%
Wine
Imported Beer

Domestic Light Beer

Domestic Regular Beer v v
Microbrew / Craft Beer '
= who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements mCHI

CHI DMA Scarborough R2 2025: Sep24-jul25 Qual Intab

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Bagel/ Steskhouse Upscle  seatnod

San  Coffes  Wings/
# who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements

House/ Burgars/ Domut/
Coffes Bar Sports Bar  Bakery

mCH

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Pre-Plonned Their Own or a Loved One’s FUNERAL.. [TATGIIIII 11.8%

an 18.1%

Past 12 months Casino Actlwties. Adults 35 or older

Slot Machines

Table Games (Craps, Poker, etc.)
Bar [ Nightclub

Upscale Restaurant

Stage Show / Concert

Sports Betting

Spa

Other Gambling

Casinos visited past 12 months: Yes

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

H CHI

43

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

Used Past 30-days: Adults 35 or older

10.4%

Marijuana / Cannabis

Cigarettes Vape

= who Pre-Planned Their Own or a Loved One/s FUNERALArangements  ® CHI

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation
International
HILLENBRAND

Batesville

Past 30-days QsrR Users. Adults 35 or older

2 times

i

3 times

10. 6%
#®who Pre-Planned Their Own or a Loved One’s FUNERALArrangements.

Total Monthfy QSR Users: Avg. Monthly QSR Meals:

4 times

5 times

6 - 9times

10times or more

®WDC

I _
3,400,845

.9% or 34,702 of WDC DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 5.7% more
likely to use QSRs past mo., 26.5% more likely to use Sit-Down Restaurants past mo., 20.% less likely to use

Casinos past yr., 105.6% more likely to smoke cig

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
w

1time

2 times

3times |y
4 times 2%

5 times

6-Otimes F
" 0.0%

10times or more B

®WDC

Meals:

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

Total Monthly Sit-Down Restaurant Users: Avg. hly Sit-Down

Drank Past 30—days. Adults 35 or older

Liquor

Any Type of Beer
Wine

Imported Beer
Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

= who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements

WDC DMA

mWDC

Scarborough R2 2025: Oct24-Aug25 Qual Intab

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)
wim) smbmd

Chinese nasan

mgu 1 steakhouse Upscale

nwy mm

Asian

# who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements =WDC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.]
who Pre-Planned Their Own or  Loved One’s FUNERAL.. [SI0000I  14.7%

woc 21.2%

Past 12 months Casmo Activities: Adults 35 or older

Slot Machines

22.2%

902,011

Upscale Restaurant g

Table Games (Craps, Poker, etc.) |

Bar/ Nightclub |
Sports Betting PS5 79
F - 9.0%
SPa TR 2.6%

92 06
20,1%

Other Gambling " 1.6%

Casinos visited past 12 months: Yes

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements
56

mWDC

All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadeasting, Inc. LLC. All rights reserved.

Used Past 30-days: Adults 35 or older

%

76 164,195

Vape

Cigarettes

Marijuana / Cannabis

= who Pre-Planned Their Oun or a Loved One’s FUNERAL Arrangements 8 WDC

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



International

ervice Corporation | 1.7%or 54,229 of SEA DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

HiLLENBRAND

Batesville

Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 16.3% more

likely to use QSRs past mo., 23.2% more likely to use Sit-Down Restaurants past mo., 30.6% less likely to use
Casinos past yr., 60.6% less likely to smoke ci

Past 30—days QSR Users: Adults 35 or older |Past 30-days Sit-Down Restaurant Users: Adults 35 or older| Top-10 Cuisines: Adults 35 or older
€

3 times
4 times

5 times

6-otimes ey

10times or more 10times or more

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mSEA

w 1time ¥

2 times 16.9%

3 times 10.6%

4 times
5 times

6-9times

Hﬁﬂl

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements = SEA

Total Man:bl'y QSR Users: Avg. Monthly QSR Meals: Total Monthly Sit-Down Restaurant Users:  Avg. hly Sit-Down -ant Meals:

e TR 2 B

89.0% 72.2%
 ew  PER -

Drank Past 30-days. Adults 35 or older

Liquor

Any Type of Beer Py 39.1% |
Wine ]

Imported Beer

Domestic Regular Beer

Table Games (Craps, Poker, etc.) §

Stage Show / Concert

(Sit-Down Restaurants Used Past 30-days)

ik

Moxican  Coffes  Paza  Chicese  Malian  Bagel/ wings/  Upscale mm/ seafond
House / ponut/ Burgers/
Coffee mar Bakery sports sar mkr
Asiaa

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements WSEA

Used Restaurant Delivery Service Past 30-days (( Grubhu.b Uber Eats, etc.)
who Pre-Planned Thelr Own or a Loved One's FUNERAL..

510, 760 15.9%

Past 12 months Casmo Activities: Adults 35 or older

Slot Machines

Upscale Restaurant “:. T 11,9%

Bar / Nightclub vy 10 0%

Used Past 30-days: Adults 35 or older

9.5%
Microbrew / Craft Beer 57"6 6“56 17.9% — - v Sports Betting ﬁ 6.0%
Domestic Light Beer 17.6% 'i Spa 1'27925%
; 50.8% )
Other Gambling & 1.4% Casinos visited past 12 Yes
#who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements WSEA m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements = SEA

SEA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 58
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

| Cannabis Cigarettes Vape

® who Pre-Planned Their Own or aLoved One's FUNERALArrangements M SEA

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation

Inte

Past 30-days QSR Users: Adults 35 or older

2 |\ 1time
[, |

2times

3 times

4 times

5 times

6 -9times

10times or more

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements W PHX

Total Jlgé:m5 \;zafy QSR Users: Avg. Monthly QSR Meals:

81.6%

e  EPER
2,747,010

Casinos past yr., 49.8% less likely to smoke ciga

1.3% or 42,755 of PHX DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangement |
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 6.2% more
likely to use QSRs past mo., 18.3% more likely to use Sit-Down Restaurants past mo., 5.6% more likely to use

1

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
p ‘

1time 13.7%

2 times

3 times

~12.4%

e 7
e TF T
—r
—_—

4 times

5 times

6.9%

6-9times 6.6%

10 times or more
# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

Total Monthly Sit-Down Restaurant Users: hly sit-Down ant Meals:
87.1% 73.6%

B PHX

Avg.

Drank Past 30-days: Adults 35 or older

e FigHie
Uquor
Wine
Domestic Light Beer
Imported Beer
Domestic Regular Beer v v
Microbrew / Craft Beer '
®who Pre-Planned Their Own or a Loved One’s FUNERALArrangements uPHX

PHX DMA

Scarborough R2 2025: Aug24-Jul25
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Qual Intab

Top-10 Cuisines: Adults 35 or older

| | it-Down Restaurants Used Past 30-days)
piera

Coffse  maian Steskhouse Wings/  Bagel[
Burgers /  Doaut/
Sports Bar  Bakery

=]

indizn/  Upscale
Thai /

Mexican chinese

House /
Coffee Bar Other

Asian

Their Ownora FUNERAL WPHK

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Pre-Plonned Their Own or a Loved One’s FUNERAL.. [BB300 5.2%

PHX aH.‘;Zﬁ 12.5%

: Past 12 months Casino Activities: Adults 35 or older

Table Games (Craps, Poker, etc.) ;zl,lsae =

%

15.5!

Upscale Restaurant  prieen 13.5%

Bar / Nightclub 368661 10.9% .

9.4%
E 1.8%
6.6%
00,0%
2.6%

MB')S&'B%

Stage Show / Concert
Sports Betting
Other Gambling

Spa

Casinos visited past 12 months: Yes

Used Past 30-days: Adults 35 or older

Marijuana / Cannabis

Cigarettes Vape

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mPHX

34

= who Pre-Planned Their Own or a Loved One's FUNERAL Arangements  mPHX

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation 1.4% or 2,581,347 of USA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
International o Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 1.5% more likely

HiLLenBranD D= to have a 401K, 40.1% more likely to have an Auto Loan, 42.3% more likely to Invest/Trade Stocks Online,
Batesville 6.1% more likely to pay with their Debit Card.

401K Plan

IRA (Individual Retirement Account)

28.4%

868,762 33.7%
Mutual Funds  Errems 200%

Stocks or Stock Options ;31;;5 5;;5

Money Market Funds z.4%
28.1%
Bonds 2:,3'12,432 11.3%
43,421 17.2%
Other (Crypto / NFTs / Metals, etc.) %

Second Home or Real Estate Property %ﬂ‘ﬁ%

529 Plan / College Savings Plan ry IBIGU*

u who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mUSA

Financial Services Has and/or Uses: Adults 35 or older

15.4%

6% 93% g B (o
e [ W S

Checking Debitor ATM  Savings Credit Card Online Online Bill Mobile Home Auto Loan Money  Certificates of Studentlcan Personal Loan Refinanced Home

Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan

u who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m USA

Professional Services Used*: Adults 35 or older

Tax Preparation Service
Financial Planner

Online Investing / Stock Trading
Accountant

Insurance Agent at a Local Office (not online) 32.0% .

Estate Planning

7%

8.4%
—— ]

’
Divorce / Family Attorney r’; ;%2% fRartiy Manths)

m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mUSA

yE'Past 3-Months Payment Methods Used: Adults 35 or older

b,

VISA PayPal MasterCard  Debit Card Zelle Venmo Apple Pay  Store Credit GooglePay  Cash App American Discover  Square Cash  Facebook Samsung Pay
Card Express Messenger

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mUSA

USA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual intab 345
All Graphs and HBIA| Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. USA Projection Secarborough R2 2025: Sep24-Aug25 Qual Intab 25,507

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation

HiLLENBRAND

* ok

Batesville

mﬁﬂmvestments Owned: Adults 35 or older

IRA (Individual Retirement Account)

Stocks or Stock Options

Money

401K Plan

2,312,413 43.0%

1,414,596 26.3%

21,9¢ 36.2%
Mutual Funds
24.2%

Market Funds m

Bonds

11.1%
7, 11.7%
Other (Crypto / NFTs / Metals, etc.) '.m

Second Home or Real Estate Property M"G 16.2%

529 Plan / College Savings Plan ﬁ&;i’%

2,038,383 37.9%

32.5%

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

1.1% or 60,468 of CHI DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 11.3% less likely

to have a 401K, 174.5% more likely to have an Auto Loan, 138.9% more likely to Invest/Trade Stocks Online,
39.6% more likely to pay with their Debit C

W CHI

Financial Services Has and/or Uses: Adults 35 or older

23.2%
15.1% 12.5%
- LE-m-m-
Checking Debitor ATM  Savings Credit Card Online Online Bill Mobile Home Auto Loan Money  Certificates of Student|oan Personal Loan Refinanced Home
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home  Improvement
Account Mortgage Loan or Home

Equity Loan
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u CHI

Professional Services Used*: Adults 35 or older

Tax Preparation Service

OnlineInvesting / Stock Trading

Insurance Agent at a Local Office (not onfine)

Divorce

Financial Planner

Accountant

Estate Planning

16.3
3.7%
13.6%
et st gt [

[/ Family Attorney Fﬂ*ﬁ%

(*Past 12 Months)

m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

DMA

Scarborough R2 2025: Sep24-jul 25

Qual Intab

mCHI
43

gy \Past 3-Months Payment Methods Used: Adults 35 or older

12.7%11.8%
m 3.8% 4% 5oy 3.2%
LS = VR D)

visA PayPal MasterCard Zelle Debit Card venmo ApplePay  Store Credit GooglePay  Discover Cash App American  Square Cash  Facebook  Samsung Pay
Card Express Messenger

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m CHI

CHI
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation .9% or 34,702 of WDC DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

International

Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 5.7% more likely
HiLLENBRAND to have a 401K, 44.8% less likely to have an Auto Loan, 88.7% more likely to Invest/Trade Stocks Online,
iBatesville | 33.4% more likely to pay with their Debit Card

mﬁ Alnvestments Owned: Adults 35 or older Financial Services Has and/or Uses: Adults 35 or older

401K Plan gy 8.5%
IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds 618,761 -t 21; 9%

529 Plan / College Savings Plan &_ 13.3%
Other (Crypto / NFTs / Metals, etc.) m -l

13.9%
L L19.3% L 479 8.5% 7.8%
el __| il

0% S 13010 o
Brisls m Checking Debitor ATM  Savings Credit Card ©Online Online Bill Mobile Home Auto Loan Money  Certificates of Personal Loan Refinanced Studentloan Home
s % Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Home Improvement
et 2 Account M Loan or Home
Second Home or Real Estate Property 10.4% € ortgage otk
 who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements ~ BWDC » who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mWDC

Professional Serwces Used*- Adults 35 or o!der fo'Past 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service
L 900,140 1%
Financial Planner e 17.1%

OnlineInvesting / Stock Trading

Accountant
Insurance Agent at a Local Office (not online)

Real Estate Agent

28.6%
11.1%
T0 " 18.0% 7‘6"‘! T.2% s5% 75% 5 am

Estate Planning % = = ST = g
20.1% (*Past 12 Menths) VIsA Zelle Paypal MasterCard  Debit Card Venmo ApplePay  Cash App American  Google Pay Store Cred! Discover  Square Cash Facebook Samsung Pay

Divorce / Family Attorney B vo% Express Car Messenger
 who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements mWDC mwho Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mWDC

WDC DMA Scarborough R2 2025: Oct24-Aug25 Qual intab 56
All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



ervice Corporation 1.7% or 54,229 of SEA DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

nternational

B Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 23.6% more

HiLLenBrAND likely to have a 401K, 94.2% more likely to have an Auto Loan, 53.1% more likely to Invest/Trade Stocks
Batesville | Online, 19.4% less likely to pay with their Debit Car

mﬁﬂmvestments Owned: Adults 35 or older

401K Plan

1,485,562 46.2%

IRA (Individual Retirement Account) '1453’,;“ as, 4,1;

Stocks or Stock Options 1, uﬁ s

Mutual Funds

Money Market Funds

Financial Services Has and/or Uses: Adults 35 or older

x 25.0%
Bonds  prrymy 14.9% 20.9%
. 11.8%
Other (Crypto / NFTs / Metals, etc.) 14.3% . 5 %
as% o s 2cs020 w
Second Hombor Real Estate Property 1 % Checking  DebitorATM  Savings  CreditCard  Online  OnlineBll  Moble  Home  Money  Autoloan Certficates of Personal Loan Refinanced Studentloan  Home

Account card Account Banking Paying Banking Mortgage Market Deposit (CDs) Home Improvement
529 Plan / College Savings Plan M .7 Account Mortgage Loan or Home

8.1% Equity Loan

W who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements WSEA W who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u SEA
. r 1 .
Professional Services Used* Adults 35 or o!der Past 3-Months Payment Methods Used: Adults 35 or older
Financial Planner ey e
Tax Preparation Service e 10.2%
OnlineInvesting / Stock Trading SRty 18.6% .
Accountant 11.0%
Insurance Agent at a Local Office (not onfine) F
8.6% 22.7%
Estate Planning 5.5% 10.3%
: 5.4% 2.8%
- 5 4.9% (*Past 12 Months) visA PayPal Debit card Zelle venmo MasterCard  ApplePay  Google Pay  American  Store Credit  Cash App  Square Cash  Discover Facebook Samsung Pay
Divorce / Family Attorney T Express Card Messenger

m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements WSEA
DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 58

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

m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mSEA

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation
International

HiLLENBRAND

Batesville

ﬁ Investments Owned:
Loy 3¢ |

401K Plan
IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

19,44 ) 45.5%
E  16.9%
4,882 34.8%
502,378 TR
8.2%
10.1%
20.2%
Bonds m

Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

Adults 35 or older

1.3% or 42,755 of PHX DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 18.7% less likely

to have a 401K, 30.2% more likely to have an Auto Loan, 79.% more likely to Invest/Trade Stocks Online,
10.6% less likely to pay with their Debit Card

Financial Services Has and/or Uses: Adults 35 or older

5.5% 49% 5.6%
14.5% 00 1.5% i A%

Money

Checking Debitor ATM  Savings  CreditCard  Online Home

9%
Second Home or Real Estate Property m% a3 Online Bill Mobile Auto Loan Certificatesof  Home Studentloan Refinanced Personal Loan
o% Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement Home
529 Plan / College Savings Plan F 174 Account Loan or Home Mortgage
Equity Loan
w who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements  ® PHX ® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements W PHX
. s 3 — L
Professional Services Used*: Adults 35 or older | geyPast 3-Months Payment Methods Used: Adults 35 or older
Financial Planner 43 -
711,723
Tax Preparation Service
Online Investing / Stock Trading 2318
Insurance Agent at a Local Office (not online)
Accountant
Estate Planning 2 12.9% 49 394

.93 18.6% 6.4%
9.33 1.7% 0.5 31%
Real Estate Agent e [POTS o PR | e (VD D s ET N <. P 11011 _ e Ba—.
. = 1.6% (*Past 12 Months) visa PayPal Debitcard  MasterCard Zelle venmo ApplePay  GooglePay  American  Store Credit  Cash App Discover ~ Square Cash  Facebook Samsung Pay

Divorce / Family Attorney r‘ 05% Express Card Messenger

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

= PHX = who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements = PHX

PHX DMA Scarborough R2 2025: Aug24-Jul 25 Qual Intab 34
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



ervice Corporation | Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 3 days,

S 17 hours, 6 minutes and 55 seconds each week with All Forms of Media.
Hivren 91.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an avg. of 7 hours and 59

| minutes each week listening to All Local AM[/FM Radio, representing 8.2% of total time spent with all forms of Media.

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

- 71.01 .30
usoge 47.0%
UsA

who Pre-Planned Their
Ownoraloved One’s
FUNERAL Arrangements

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements H USA

UsA USA Projection Scarborough R2 2025: Sep24-Aug25  Qual intab 345 USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507 Hubbar Sharfe qu Evtehr_ythins
or Anything _
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 3 days,

International
e E 22 hours, 38 minutes and 23 seconds each week with All Forms of Media.
Hicie T — 95.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 7 hours and 31
Batesville minutes each week listening to All Local AM/FM Radio, representing 7.6% of total time spent with all forms of Media.

B o=

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

CHI

% of Total
Weekly H:M:

Arrangements

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u CHI

CHl  DMA  Scarborough R22025:Sep24-Jul25  Qual Intab 43 CHICAGO ~ DMA  Scarborough R22025: Sep24-Jul25 ~ Qual Intab 4,186 Hubbqrd Share of Everything
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning




Service Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 3 days, 3

Internatic
A — hours, 32 minutes and 2 seconds each week with All Forms of Media.
TLE D — 81.4% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 8 hours and 49

Batesville minutes each week listening to All Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.

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

Concurrent

ml*

Uringe % whoPr:-ﬁzn'na:zﬁl'heilownm WDC
a Loved One's FUNERAL
% of Total Arrangements
Weekly H:M:
Avg. Weekly
Hours:Minutes:
\o“\
s""\
&
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m WDC
WDC  DMA  Scarborough R2 2025: Oct24-Aug25  Qual Intab 56 WASHINGTON, DC~ DMA  Scarborough R2 2025: Oct24-Aug25 Qual Intab 5,919 Hubbq rd Share of Everything
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 2 days,

ricrmations! £k 19 hours, 52 minutes and 31 seconds each week with All Forms of Media.
Hieven ND =t 93.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 6 hoursand 3
Batesville minutes each week listening to All Local AM/FM Radio, representing 8.4% of total time spent with all forms of Media.

Avg. H:M:5/week with All Forms of Media:

Adults 18 or older

65:53:50
Concurreat
Usage % \who Pre-Planned Their Own or SEA

a Loved One’s FUNERAL

% of Total Arrangements

Weekly H:M:

Avg. Weekly
Hours:Minutes:

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m SEA
SEA  DMA  Scarborough R22025:Sep24-Jul25  Qual Intab 58 SEATTLE-TACOMA ~ DMA  Scarborough R2 2025: Sep24-Jul25 ~ Qual Intab 3,986 HUbeI" Share of Everything
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation | Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 3 days,

International - 2 "
et D 16 hours, 29 minutes and 11 seconds each week with All Forms of Media.
94.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 6 hoursand 8
Batesville minutes each week listening to All Local AM/FM Radio, representing 6.6% of totaltime spent with all forms of Media.

99.0%

HiLLENBRAND

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

66:43:04
Concurrent
Usge % \uhoPre-Planned Their Own or PHX

a Loved One’s FUNERAL
% of Total Arrangements
Weekly H:M:
Avg. Weekly
Hours:Minutes:
&
Cy
o"‘é
e
$°°'
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements H PHX
PHX ~ DMA  Scarborough R22025:Aug24-Jul25  QualIntab 34 PHOENIX ~ DMA  Scarborough R2 2025: Aug24-Jul25 ~ Qual Intab 2,520 HUbe rd Share of Everything
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 2 days,

nternational

19 hours, 32 minutes and 7 seconds each week with All Forms of Ad-Supported Media.
Hitrenn: 78.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 6 hours and 24
Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 7.4% of total time spent with all forms of Ad-Supported

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

- e
Concurr
Usage 48.7%

Weekly

who Pre-Planned Their USA
Own or aLoved One's

% of Total FUNERAL Arrangements.

Weekly H:M:

Avg. Weekly
Hours:Minutes:

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m USA

P 3 S Share of Everything
UsSA USA Projection  Scarborough R2 2025: Sep24-Aug25 Qual Intab 345 USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 25,507 H bb d ;
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 2 days,
nicrnationst 20 hours, 50 minutes and 53 seconds each week with All Forms of Ad-Supported Media.
HiLen ) 79.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 5 hours and 28
Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 6.3% of total time spent with all forms of Ad-Supported

o=

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

concurr
sage 46.7%

who Pre-Planned Their CHI
Own oraloved One's
% of Total FUNERAL Arrangements

Weekly H:M:

#® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements H CHI

CHI DMA Scarborough R2 2025: Sep24-Jul25 Qual intab 43 CHICAGO DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 4,186 Hubbor Share of Eve r_ythins
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Carporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 2 days, 6
Hernatons i) hours, 55 minutes and 51 seconds each week with All Forms of Ad-Supported Media.

HiLLensraND w n c 58.2% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 5 hours and 23
Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 5.7% of total time spent with all forms of Ad-Supported|

Weekly

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

48:12:25
g 54.5%
WwDC

who Pre-Planned Their
Own oraloved One’s
FUNERAL Arrangements

Reach

% of Total
Weekly H:M:

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mWDC

wDcC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 56 WASHINGTON, DC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 5919 Hubbq rd Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved. for Anything
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 2 days, 5

International

Tk hours, 20 minutes and 30 seconds each week with All Forms of Ad-Supported Media.
HiLLensrann PR/ 81.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 4 hours and 56
Batesyville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 7.6% of total time spent with all forms of Ad-Supported

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

concurr
usage 55.1%

who Pre-Planned Their SEA
Own oraloved One's
FUNERAL Arrangements

Weekly
Reach %:

% of Total
Weekly H:M:

Avg. Weekly
Hours:Minutes:

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m SEA

SEA DMA Scarborough R2 2025: Sep24-jul25 Qual Intab 58 SEATTLE-TACOMA DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 3,986 Hubbo rd Share of Eve r_ythins
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Service Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 2 days,
i 2 22 hours, 27 minutes and 43 seconds each week with All Forms of Ad-Supported Media.
HiLLeNBRAND 9 88.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 5 hours and 58
Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 7.5% of total time spent with all forms of Ad-Supported
99.0%

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

concurr
sage 46.5%

who Pre-Planned Their PHX
Own oraloved One's
FUNERAL Arrangements

Weekly
Reach %:

LR 85.5%

% of Total
Weekly H:M:

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements H PHX

PHX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 34 PHOENIX DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 2,520 Hubbor Share of Eve r_ything
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



| Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an
average of 9 hours and 38 minutes each day with All Forms of Ad-Supported Media. 78.6% listen to
Local AM/FM Radio for an avg. of 54.9 minutes/day. (Local Radio delivers 7.4% of Time with Ad-Supported Media.)

Top-13 Ah' Forms of Media (Persons & % Reach): Adults 35 or older Tap-13 AII Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

{Average Week]
Grocery Stores

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

News/Weather/Sports (Websites/Apps)

(Websites/Apps)

e/

Total persons:

é‘
A

Local TV Stations

Local TV Stations

Local AM/FM Radio
69.2

Wi
B e L v — Vst I -
Email/Text/IM/Zoom,etc. (Personal & Work) mm Avg. Hours+Minutes/day with All m A Skl ’ Billboards & (Google, Prime/IM
: E m m Forms of Media: Adults 35 or older Slgns.{Wee v Signs (Weekly Bing,... Dby/Fire...
& 8 9% m Drivers) Drivers)
ot — ) i 575 i

ons m . m Game News
Nonrerium cale v ST T e reon I sfFant [Wea
Games/Fantasy/Betting Sites mm wsage ¢ 47.0% m Non-Premium Cable TV Prime/IMDb/F Non-Premium Cable TV mall/Tex Iy Netfli | asy/... the..

e - whoPre-Planned Their usa ok Network ireTV Networks. X
P —— _;ﬁr xhofro fuomsilhl Ero s i o e .. B

i FUNERAL Arrangements 3 - . : . .
w who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mUSA ® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements WUSA

(average week)

Top-13 All Forms ofAd Sug,t_)orted Media (Persons & % Reach): Adults 35 or older

% Time spent:

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

Avg. Minutes/day Spent): Adults 35 or older

Grocery Stores
Billboards & Signs (Weekly Drivers) .
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Sesrch (Google, Bing, etc.) e ¥
el it Amazon Signs (Weekly . Slgna_(Weekly
News/Weather/Sports (Websites/Apps) Prime/IMDb/FireTV Drivers) Local AM/FM Radio Drivers)
Local AM/FM Radio 87.2 | 57.5 64.2 49.7
Ermail/Text/IM/Zoom,etc. (Personal & Work) Local I‘{:';”ms Email/Tea/ll| Search Local TV Stations Email/Text/l Search
Facebook Avg. Hours+Minutes/day with All i M/Zoom,etc.  (Google, 112.8 ‘M/Zoom,etc (Google,
- i Forms of Ad-Supported Media: Local AM/ FM {Personal & Bing, el - (Personal Bing,
Local TV Stations Adults 35 or older Radio Work)... etc)... el 2 & Work)...  etc)..
Non-Premium Cable TV Networks 54.9
P . il N
Shopping (incl. Food/Auctions/Travel, etc.) m_ 8 ”7‘- 0 ‘ New fer:) e Shop wi‘::f_
Amazon Prime IMDb /FireTV 15098 4 Non-Premium Cable TV j?mg agra ! =ik Non-Premium Cable TV Prime/IMDb/Fi
who Pre-Planned Thek Own Networks Facebook “7”[1' n | o S:’ Networks reTV
iy mm ea e L 109.7 Foo... IEfA oIS Il 1006 42.0 Gro... §§
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



ervice Corporation Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an
i L ENBR AN average of 9 hours and 50 minutes each day with All Forms of Ad-Supported Media. 79.7% listen to

Batesville Local AM/FM Radio for an avg. of 46.9 minutes/day. (Local Radio delivers 6.3% of Time with Ad-Supporte

Top- 13 AII Forms af Media (Persons & % Reach): Adults 35 or older Top-13 AII Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Gtocerv Swte;
Search (Google, Bing, etc.)
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/IM/Zoom, G A 140.4
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722
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# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements ECHI # who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u CHI

Top-13 All Forms of Ad-Supported Media (Persons & % Reach): Adults 35 or older Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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o 1337
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67.1 41.2
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Facabook Forms of Ad-Supported Media: @ eTV Facebook Work).. 273
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incl.... r i s ws,
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= = who Pre-Planned Their TV Networks Radio gram | YouTube News/ Networks FireTV Shopping o
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5 FUNERAL Arrangements - 2 = — =2
vouube video  [ARADES! [ BRI .
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| Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an
HitLen average of 7 hours and 50 minutes each day with All Forms of Ad-Supported Media. 58.2% listen to
Batesville Local AM/FM Radio for an avg. of 46.3 minutes/day. (Local Radio delivers 5.7% of Time with Ad-Supported Media.)

Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Top—13 Aﬂ Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

(average wees Total Persons.

vice Corporation
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220z Wom
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Top-13 All Forms of Ad-Supported Media {Persons &% Reach} Adults 35 or older

(averoge week) Toto! persons:

Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
e xsigs2ol
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Search (Google, Bing, etc.)
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wboc DMA
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Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an
average of 7 hours and 37 minutes each day with All Forms of Ad-Supported Media. 81.5% listen to

Local AM/FM Radio for an avg. of 42.4 minutes/day. (Local Radio delivers 7.6% of Time with Ad-Supporte
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P — Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an

International

average of 10 hours and 3 minutes each day with All Forms of Ad-Supported Media. 88.7% listen to

HiLLe ND

Batesville Local AM/FM Radio for an avg. of 51.2 minutes/day. (Local Radio delivers 7.5% of Time with Ad-Supported Media.)
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Service Corporation 2,028,500 or 78.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

International

HiLLENBRAND Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 54.9 minutes every day
representing 36.2% of all time spent daily with Ad-Supported Audio.
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A rtien . 48,220 or 79.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 46.9 minutes every day

HiLLENBRAND

Batesville representing 31.6% of all time spent daily with Ad-Supported Audio.
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. 20,213 or 58.2% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
HliLLENBRAND Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 46.3 minutes every day
Batesville representing 23.5% of all time spent daily with Ad-Supported Audio.
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T.‘..'.‘.‘.‘.f.f.[l::'.’.""”'”" . 44,219 or 81.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
3 Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 42.4 minutes every day

HiLLENBRAND

B otesville: representing 36.% of all time spent daily with Ad-Supported Audio.
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Service Corporation | 7 37,922 or 88.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 51.2 minutes every day

HiLLENBRAND

Batesville representing 46.4% of all time spent daily with Ad-Supported Audio.
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HiLLENBRAND

,‘;’;;“;;,‘“;j;1',';"-"‘“" - 2,028,500 or 78.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
— “ sn Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 54.9 minutes every day
Batesville | representing 36.2% of all time spent daily with Ad-Supported Audio.
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44,219 or 81.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 42.4 minutes every day
representing 36.% of all time spent daily with Ad-Supported Audio.
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37,922 or 88.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 51.2 minutes every day
representing 46.4% of all time spent daily with Ad-Supported Audio.
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2,028,500 or 78.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Classic Hits, Adult
| Contemporary, Country, Classic Rock, and Adult Hits.
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Service Corporation

48,220 or 79.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Country, Adult
Contemporary, Pop Contemporary Hit Radio, Urban AC, and Album Adult Altern

Local AM/FM Radm Formats (Persons & % Reach): Adults 35 or older Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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. 20,213 or 58.2% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Urban AC, Adult
Contemporary, All News, Pop Contemporary Hit Radio, and Urban Contemporar
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ervict Corporation ' 44,219 or 81.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary,
Country, Classic Hits, Variety, and Classic Rock.
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37,922 or 88.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements listen to Ad-Supported Local AM/FM Radio. The Top-5 Formats are News/Talk/Information,
Adult Hits, Classic Hits, Classic Rock, and Adult Contemporary.
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Avg. Week All Video (Persons & % Reach): Adults 35 or older
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1,948,372 or 75.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations for an average of 114.2 minutes every day
representing 26.4% of all time spent daily with Ad-Supported Video.
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26,869 or 77.4% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations for an average of 56.4 minutes every day
representing 17.2% of all time spent daily with Ad-Supported Video.
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Service Corporation 19,383 or 35.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

Interna

Hiensrany EED Arrangements watch Ad-Supported Local TV Stations for an average of 126.2 minutes every day
Batesville representing 31.1% of all time spent daily with Ad-Supported Video.
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ks Corpration 32,383 or 75.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations for an average of 140.9 minutes every day

HiLLeNBRAND

Batesville representing 30.7% of all time spent daily with Ad-Supported Video.
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.‘,j:,?,‘,“;.',‘,1:1',"“'""”" _— 1,948,372 or 75.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
HiLL AN — “sn Arrangements watch Ad-Supported Local TV Stations for an average of 114.2 minutes every day
Batesville | representing 26.4% of all time spent daily with Ad-Supported Video.
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| 55,016 or 91.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations for an average of 105.9 minutes every day

HivLpe ".;‘.J: AND EXXIIA c H I
Batesville representing 27.5% of all time spent daily with Ad-Supported Video.
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| 26,869 or 77.4% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations for an average of 56.4 minutes every day
representing 17.2% of all time spent daily with Ad-Supported Video.
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International

@*‘ orporation | 19,383 or 35.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

Arrangements watch Ad-Supported Local TV Stations for an average of 126.2 minutes every day
representing 31.1% of all time spent daily with Ad-Supported Video.
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| 32,383 or 75.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations for an average of 140.9 minutes every day

Batesville representing 30.7% of all time spent daily with Ad-Supported Video.
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1,948,372 or 75.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Sports, Local News - Morning, Movies, Comedies, and National/Networ
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55,016 or 91.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Local News - Morning, Sports, Comedies, Dramas, and Court Shows.
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26,869 or 77.4% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations. The Top 6-Programs are Sports,
National/Network News, Local News - Evening, Movies, Comedies, and Game Shows.
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Service Corporation

19,383 or 35.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements watch Ad-Supported Local TV Stations. The Top 6-Programs are Local News - Evening,
Comedies, National/Network News, Sports, Dramas, and Local News - Late
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Arrangements use Ad-Supported Social Media for an average of 142.9 minutes every day
representing 22.2% of all time spent daily with Ad-Supported Digital Media.
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36,151 or 59.8% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Social Media for an average of 188.2 minutes every day
representing 30.% of all time spent daily with Ad-Supported Digital Media.
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22,987 or 66.2% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Social Media for an average of 188.8 minutes every day
representing 28.2% of all time spent daily with Ad-Supported Digital Media.
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41,187 or 76.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Social Media for an average of 116.2 minutes every day
representing 19.4% of all time spent daily with Ad-Supported Digital Media.
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35,839 or 83.8% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Social Media for an average of 68.4 minutes every day representing
12.5% of all time spent daily with Ad-Supported Digital Media.
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‘ 1,781,392 or 69.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Facebook for an average of 47.3 minutes every day representing
36.2% of all time spent daily with Ad-Supported Social Media.

Avg. Week All Socml Medm (Persons & % Reach): Adults 35 or older _Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Facebook

. ] —r

vouTube video  [TEREH — p
unkedin AT el s
ricrok BERRRE e e
Reddit m-lliﬂl m Instagram YouTube Video
e — e ] Bt YouTube Video Instagram 221 211
009 39 ' 34.2 21.7
Pinterest  FPRCRRTY R TICIT Avg. Hours+Minutes/day withall  ESe0IR ——
WhatsApp mnm'% Social Media: Adults 35 or older m s
soapchat B iR s -
Others(Rumble, Twitch, Gab, Par... mm - m Facebook Facebook TikTok edin Rint
Blogs/Message Boards (read... FBETIS] M 4.9% (o | 65.1 ; : = 54.6 10.3 83
ho Pre-Planned Thei usa
e PSR R 3 T i ‘ Bl L
FUNERAL Arrangements

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements W USA

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mUSA

Avg. Week Ad—Suggongd Social Media (Persons & % Reach): Adults 35 or olde.‘rr

Facebook
Instagram
YouTube Video
Linkedin
TikTok

Avg. Day Ad-Supported Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Reddit
X
Pinterest
WhatsApp

Snapchat “;r-

Others(Rumble, Twitch, Gab, Pa... m
Blogs/Message Boards (read... mm 18.6%
e SESETR 335

YouTube Video
32.6

Instagram
18.2

Avg. Hours+Minutes/day with Ad-
Supported Social Media: Adults 35
or older

who Pre-Planned Their usa
Ownoraloved One's
UNERAL Arrangements

F
= who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements = USA

USA USA Projection

Scarborough R2 2025: Sep24-Aug25
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Qual Intab 345

Linked...

Facebook
47.3

Facebook
45.4

YouTube Video
20.7

Instagram
19.7

Pinterest
59

TikTok LinkedIn
10.3 55

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

USA Projection Scarborough R2 2025: Sep24-Aug25

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning

Qual Intab 25,507

mUSA

* Share of Everything



rvice Corporation

International

8 Hirien

Facebook
Instagram
YouTube Video
Linkedin
TikTok

Reddit

X

Pinterest
WhatsApp
Snapchat

Others(Rumble, Twitch, Gab, Par...

Blogs/Message Boards (read.

tumblr

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arr

. PR AR
1.4%

2.0%

36,151 or 59.8% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Facebook for an average of 77.2 minutes every day representing
45.7% of all time spent daily with Ad-Supported Social Media.
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' 22,987 or 66.2% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Facebook for an average of 61. minutes every day representing
38.1% of all time spent daily with Ad-Supported Social Media.
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7 28,169 or 51.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported YouTube Video for an average of 44. minutes every day

representing 38.7% of all time spent daily with Ad-Supported Social Media.
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28,676 or 67.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Facebook for an average of 25.7 minutes every day representing
36.4% of all time spent daily with Ad-Supported Social Media.
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. Arrangements use Ad-Supported Facebook for an average of 47.3 minutes every day representing
Batesville 36.2% of all time spent daily with Ad-Supported Social Media.
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Arrangements use Ad-Supported Facebook for an average of 61. minutes every day representing
Batesville 38.1% of all time spent daily with Ad-Supported Social Media.
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| 28,169 or 51.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Hitensrann FORED Arrangements use Ad-Supported YouTube Video for an average of 44. minutes every day
Batesville representing 38.7% of all time spent daily with Ad-Supported Social Media.
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Social Media: Adults 35 or older
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| 28,676 or 67.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements use Ad-Supported Facebook for an average of 25.7 minutes every day representing
Batesville 36.4% 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: 186,209;
Local Radio: 129,926; Social Media: 108,838; Local TV: 72,441; Non-Prem. Cable: 72,017
reaching Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUN

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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HiLLENBRAND s

Bdtcsw Il(‘

| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 3,942; Local
Radio: 3,048; Local TV: 1,891; Social Media: 1,866; Non-Prem. Cable: 1,454 reaching
| Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arr

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 or older who Pre-Planned Their Own or a Loved
One’s FUNERAL Arrangements
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| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 2,671;
Social Media: 1,500; Local Radio: 1,295; Non-Prem. Cable: 1,120; Local TV: 1,073 reaching
| Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arr

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 35 or older who Pre-Planned Their Own or a Loved
One’s FUNERAL Arrangements

12,000

10,000

8,000

6,000

4,000

2,000

NP R P

gp.\a.@q‘osb@,‘;‘.\@@ QQQ(QQ'QQ'\QQ,QO,Q,&QSQ
Q«‘wv@a@99'0@»\9#0,@@&@»?«&@u‘?‘o‘?@'\‘?sng

mmn Mon-Fri Local TV Station AQH
e Mon-Fri Social Media AQH

s Mon-Fri Local AM/FM Radio AQH
e Vlon- Fri Non-Premium Cable TV AQH
e [Vlon- Fri Digital Media (Less Social) AQH

1,400,000

1,200,000

1,000,000

800,000

600,000

400,000

200,000

g

s Mon-Fri Local AM/FM Radio AQH
e Vlon-Fri Non-Premium Cable TV AQH
s Vlon-Fri Digital Media (Less Social) AQH

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
WDC DMA Adults 35 or older

TR TN PRSP R R R R R R ‘\QQ,‘!? R R R 4
NP o W A q?o;a@_\.@.@ R o R R § A Q’QQ,QQQ.",’Q'

e Von-Fri Local TV Station AQH
s M on-Fri Social Media AQH

wDC DMA Scarborough R2 2025: Oct24-Aug25 Qual Intab 56
All Graphs and soefa.ai Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

* Share of Everything
for Anything _

soefa.ai

Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning




v
Service Corporation
International > .

B HiLLENBRAND [ aef

Al Batesville

| M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 3,725; Local
Radio: 2,851; Social Media: 2,166; Non-Prem. Cable: 1,209; Local TV: 686 reaching Adults
| 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arran

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 3,295;
Social Media: 2,433; Local Radio: 2,424; Non-Prem. Cable: 1,516; Local TV: 1,426 reaching
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arr

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
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Top-13 Out—of -Home Media (Persons & % Reach): Adults 35 or older

(average

Grocery Stores
Billboards & Signs (Weekly Drivers)

AM/FM Radio

Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
sShopping Malls

Podcasts

SiriusXM

Drug Stores

Spotify

Restaurants & Bars

YouTube Music

Owned Music

® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

Total Persons:

who Pre-Planned Their
Own oraloved One's
FUNERAL Arrangements

20 A

2,434,297 or 94.3% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 57.5 minutes per day driving, seeing Billboards and Signs. 68.7%

Listen to Local Radio Stations Out-of-Home for an average of 36.3

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 35 or older
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ervice Corporation 54,979 or 90.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

nternational

Pl o Arrangements spend an average of 71.2 minutes per day driving, seeing Billboards and Signs. 69.8%
Bates Listen to Local Radio Stations Out-of-Home for an average of 31. min

Top-13 Out-o_f-Hame Media (Persons & % Reach): Adults 35 or older Top-13 Out-of—Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Batesville

Corporation

32,925 or 94.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 39. minutes per day driving, seeing Billboards and Signs. 50.9%
Listen to Local Radio Stations Out-of-Home for an average of 30.6 min

Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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ervice Corporation
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older
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' 52,396 or 96.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 43.8 minutes per day driving, seeing Billboards and Signs. 71.3%
Listen to Local Radio Stations Out-of-Home for an average of 28.1 mi

Top-13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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. 42,639 or 99.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 46.2 minutes per day driving, seeing Billboards and Signs. 77.6%
Listen to Local Radio Stations Out-of-Home for an average of 33.9 mi
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2,434,297 or 94.3% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

i AT i “sn Arrangements spend an average of 57.5 minutes per day driving, seeing Billboards and Signs representing
Batesville 39.1% of all Time Spent with Ad-Supported Out-of-Home Media

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 35 or older
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@ Corpration 54,979 or 90.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
T RRALES Arrangements spend an average of 71.2 minutes per day driving, seeing Billboards and Signs representing

Batesville 41.8% of all Time Spent with Ad-Supported Out-of-Home Media.
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32,925 or 94.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

Arrangements spend an average of 39. minutes per day driving, seeing Billboards and Signs representing
25.7% of all Time Spent with Ad-Supported Out-of-Home Media.
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52,396 or 96.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

Arrangements spend an average of 43.8 minutes per day driving, seeing Billboards and Signs representing
35.6% of all Time Spent with Ad-Supported Out-of-Home Media.
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@E',.'.}'.‘;ﬁ.f, orpéritios 42,639 or 99.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Hitensrans @ P “x Arrangements spend an average of 46.2 minutes per day driving, seeing Billboards and Signs representing

41.1% of all Time Spent with Ad-Supported Out-of-Home Media.
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54,979 or 90.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 71.2 minutes per day driving an average of 41.5 miles each day
and are 227.1% more likely to use Borman Expressway (I-80/1-94) than t

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Residential Zip Codes: Adults 35 or older
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32,925 or 94.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 39. minutes per day driving an average of 22.7 miles each day
and are 480.% more likely to use Route 185/Connecticut Avenue than the

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older
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Top-26 Employment Zip Codes: Adults 35 or older
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International

o . 52,396 or 96.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

HiLLENBRAND T8 Arrangements spend an average of 43.8 minutes per day driving an average of 25.5 miles each day
Batesville and are 128.5% more likely to use 6th Avenue (Seattle) than the Metro

Top-26 Ad-Supported Roads Truve.'ed Per Week (Persons & % Reach): Adults 35 or older Top-26 Residential Zip Codes: Adults 35 or older Top-26 Employment Zip Codes: Adults 35 or older
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| 42,639 or 99.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 46.2 minutes per day driving an average of 26.9 miles each day
and are 157.5% more likely to use 32nd Street than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 35 or older Top-26 Residential Zip Codes: Adults 35 or older Top-26 Employment Zip Codes: Adults 35 or older
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Service Carporation 931,601 or 36.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements read Local Daily Newspaper(s) (Daily+Sunday) for an average of 12.4 minutes every
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HiLLENBRAND
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Service Corporation 28,382 or 46.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

International

s s i Arrangements read Local Daily Newspaper(s) (Daily+Sunday) for an average of 14.9 minutes every
Batesville day representing 38.5% of all time spent daily with All forms of Print
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17,147 or 49.4% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements read Local Daily Newspaper(s) (Daily+Sunday) for an average of 21.9 minutes every
day representing 41.5% of all time spent daily with All forms of Print
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39,959 or 73.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
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"Advertising Actions"

Batesville P35+ who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements in the past 12
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Batesville P35+ who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements in the past 12
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