USA+4 More DMAS - P35+ who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements in the past 12 mos!
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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
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2.1% or 59,790 of MSP 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 65.
years old (13.1% older than average) and have a $108,240 (6.3% lower than average) annual household...

@ Percent of Market: Adults 35 or older lklttGender of Target vs. Market: Adults 35 or older
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1.3% or 23,769 of STL 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 68.9
years old (19.3% older than average) and have a $84,212 (19.2% lower than average) annual household...
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eevice Caeparation 1.7% or 23,152 of CIN DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.

pternational

Hit
Batesville years old (17.2% older than average) and have a $96,909 (8.1% lower than average) annual household...

Typical Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 67.6
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1.4% or 20,359 of WPB 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 68.4

Batesville years old (12.5% older than average) and have a $130,779 (22.9% higher than average) annual household...
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning
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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.

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%
Batesville more likely to be a grandparent of 1 or more chil
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Service Corporation 2.1% or 59,790 of MSP DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
g ieraational Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 14.5% less
foR [liiensrano (SR likely to be a college graduate, 44.2% less likely to work full-time, 4.3% more likely to be married, 93.3%
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1.3% or 23,769 of STL 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 16.% more

likely to be a college graduate, 58.8% less likely to work full-time, 3.% more likely to be married, 19.8%
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Service Corporation 1.7% or 23,152 of CIN DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.
oo Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 5.3% less likely
§ HiLLENBRAND to be a college graduate, 19.5% less likely to work full-time, 1.7% less likely to be married, 79.3% more likely

Batesville to be a grandparent of 1 or more child
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International

ervice Corporation 1.4% or 20,359 of WPB 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 59.1% more
: likely to be a college graduate, 21.8% more likely to work full-time, 5.8% more likely to be married, 30.9%
#iBatesville more likely to be a grandparent of 1 or more chil

¢ HiLLENBRAND

o .,
} ‘.?, Education Levels: Employment: Adults 35 or older |( \q ) Marital Status: Adults 35 or older
A\
Some High School or Less (not graduate) .083%5.% Employed Full-Time or Part-Time 50 .0% Single, Never Married 15.1%
High School Graduate (12th grade or GED) Employed Full-Time (35 hours or more) 2,6 Married
.1% .8% .0%
: 25.6% ; 12.7% 0.0%
Some College Credit (no degree) 18.3% Employed Part-Time (less than 35 hours) Legally Separated | 1.2%
Associate's Degree (AA, AS, etc.) 6'1 29, White Collar Divorced 10.7%
2% A
College Graduate (4 year college) 21.1% 38.0% Blue Collar 0% Widowed | 3.11926.9%
Postgraduate Degree 15 9_7% Work From Home (most of the time or always) LGBTQ#+ (net) ] 23?;
& 70 . -
who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements @ WPB who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements =WPB who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements uWPB
Top-20 Occupations: Adults 35 or older Entrepreneurs/Government Workers kA1) 'M ] Stage in Ll:fe_‘ Adults 35 or older
38.7%
s 24.2% 20.2% Parent of 1 or more Children under 18 _1091% 6%
6.2% 8.9% 2.2% 4.5% o
o7 — I — Working Mothers -2.29/;%
15.0% : Small Business Owner  Self-Employed  Government Workers
11.8% 2 Parent of 1 or more Children Under Age 2 I 138"39’%
8%
+2 1aw s MBI A28% 3% 3682% Haan oow 2% 8% 8% I Parent of 1 or more Children Age 2- 5 3.9%
e e e e | mm ; _ 0.0 5% ool B% LTWLER 1A% 00)l3% g0010% 0,09P9% 0.0305% 0.090T% 0,0%.4% W 4.9%
— — — — — —_— — — — -
. 5.7%
s & & & & & & & & & & & g & o & Parent of 1 or more Children Age 6- 11 .
3 '?Q@p &""‘Q (\339 d*‘f 0‘0& ‘&6@" v \&éf ,.,\“\0& xs“’f s,e"é“ ‘-x‘d‘ \h"‘“ F ép“e ‘ab‘;- &'«6‘7 " 8;; 6%
* $ ¥ N & < ¢ SR & 4 S ¥ # P f1 Children Age 12 - 17 :
& & 4 o & R o arent of 1 or more Children Age
AR & & PLA A R A & . 10.2%
& & F & & & ¢ J & Parent of 1 childrenin Coll 2.2%
(&oﬁé ;g“"' g & °f{;. é}“., g & y & . & ‘9""@ @‘@\ arent of 1 or more Childrenin College W 6%
@ & s & &
§° & & .ﬁg‘g Grandparent of 1 or more Children under 18 _ 42.1%
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3 & &
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L home, 15.4% less likely to have a dog.

m Own/Rent/Other: Adults 35 or older
82.0% Single Family House (unattached) 6 .
B 0
Townhouse or attached Home - 78::};
N 7.2%
Condominium l i
13.6% 9.1%
. 11.2%
3.0% 3.0% Apartment ?
2,117,758 LPNT T 78,413 Enioviem | 350,065 PEAPERIL)
Own Other Own Second Home Mobile Home or Manufactured = 2.2%
or Real Estate Home I 3.8%
Property .
who Pre-Planned TheirOwn or a Loved One’s FUNERAL Arrangements W USA who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements = UsA
-~
24l Value of Owned Home: Adults 35 or older
Average Value of Owned Home:
who Pre-Planned Their Own or a Loved One's FUNERAL.. ﬂ
usa
12.2%
8.8% 7.9%

4.5%
210 a0

$250K

Yy I3

$250K-$300K S

0129

$500K-$750K

$750K-51M

$150K-$200K  $200K- 300K-$350K  $350K-$500K

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

m%m Type of Home: Adults 35 or older 4 {™ Pets in Home: Adults 35 or older

Own a Dog

30.6%
22.7%

10.1%

Own other type of Pet

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

Own a Cat

BUSA

Home Loans: Adults 35 or older

Refinanced

<$150K Home Mortgage Home Equity Oown
= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mUsA HomeMortgage: Laan/Homs Hnme{Property
L Improvement  Outright (No
USA USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab 345 5 Loan Mortgages)
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home, 6.6% more likely to have a dog.

2.1% or 59,790 of MSP 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 8.3% more likely
to own their home, 18.6% more likely to own a higher valued home, 9.3% less likely to have a single-family

mﬁm Type of Home: Adults 35 or older

m Own/Rent/Other: Adults 35 or older
W 68.3%
8_154%" Single Family House (unattached) ——
9.7%
Townhouse or attached Home - 01%
- 4.5%
Condominium l 1.7%
14.0% R -
. 10.9%
— 2% oo0% 27% Aphrtiment
52,232 7,558 ENE0 0  mmumeesm | 8346 EEIOVES
Own Rent Other Own Second Home Mobile Home or Manufactured  0.0%
or Real Estate Home I 1.3%
Property :
who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u MSP whao Pre-Planned Their Own or a Loved One's FUNERAL Arrangements. mMSP
-~
.Z4 Value of Owned Home: Adults 35 or older
Average Value of Owned Home:
wha Pre-Planned Their Own or a Loved One’s FUNERAL...
wse
10.1%
3.7%
0.0%
<$150K $150K-S200K  $200K-$250K  $250K-$300K  S$300K-$350K  $350K-$500K  $500K-S750K  $750K-S1M SIVH+
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mMSP
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® Pets in Home: Adults 35 or older
39.4%

Own a Dog
36.9%

9.1%
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Own other type of Pet E

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

Own a Cat

wMsSP

1y Home Loans: Adults 35 or older

o 20

Home Mortgage Refinanced Home Equity own
Home Mortgage Loan/Home Home/Property
Improvement  Outright (No
Loan Mortgages)
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Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 10.3% less likely
| Huuenerano to own their home, 5.3% more likely to own a lower valued home, .7% more likely to have a single-family

home, 3.1% more likely to have a dog.

vi : sTl 1.3% or 23,769 of STL DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangement!s.

)| 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

Single Family House (unattached) e 45.8%
78.3% Own a Dog
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condominium § 23% o Cat b
wn a Ca
> o, 1'7%
30.1% 19.3% I 23.9%
9 7.4% 9.0%
19.7% 0.0% 2.4% Apartment E
7162 EENED 0 mmamesam | 4,586 NEECREN 17.6%
Rent Other Own Second Home Mobile Home or Manufactured = 1.5% Own other type of Pet
or Real Estate Home ;
Property . 6.0%
who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mSTL who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements msTL who Pre-Planned Their Own or a Loved One's FUNERALArrangements mSTL
-
v 24l Value of Owned Home: Adults 35 or older 1y Home Loans: Adults 35 or older
Average Value of Owned Home:
wha Pre-Planned Theig oved One’s FUNERAL..
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‘ s % oo P
6,5 g 212 ac cag 8 62 a0 o 2,72 BETET & 100 P 45 cos 3 o
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Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 8.4% more likely

to own their home, 14.6% more likely to own a lower valued home, 6.5% less likely to have a single-family
home, 4.5% less likely to have a dog.

1.7% or 23,152 of CIN DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangement%s.
nternational _"
IS

)| 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

66.5%
Single Family House (unattached) s 39.4%
71.1% Own a Dog
0,
0.4% 41.2%
Townhouse or attached Home I o
Condominium £l o Cat i
wn a Ca
6.4%
. 30.0%
o~ 26.0%
15.8% 18.7% 0.4% 4.1% 1.5% 5.3% Apartment m
EX- 256,308 97 358. 73,393 0.0%
Rent Other Own Second Home Mobile Home or Manufactured ~ 0.0% Own other type of Pet
or Real Estate Home 8
Property . 0%
who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mCIN 'who Pre-Planned Their Own ora Loved One’s FUNERAL Arrangements mCIN who Pre-Planned Their Own or a Loved One's FUNERAL Arangements [ 11]

f‘} Value of Owned Home: Adults 35 or older

Average Value of Owne

1y Home Loans: Adults 35 or older

wha Pre-Planned Their Own or a Loved One’s FUNERAL...
N

3.0% 1.5%
0.0% 0.0% 0.0% " 1.9% [EEE3
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CIN DMA Scarborough R2 2025: Sep24-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



¢ Corporation 1.4% or 20,359 of WPB DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements.

nternational

Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 22.6% more
likely to own their home, 5.6% more likely to own a higher valued home, 10.3% more likely to have a single-
family home, 51.9% less likely to have a dog.

HiLLENBRAND

Batesville

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

71.9% A

Single Family House (unattached) 15-9%
95.7% 2%

33.1%
Townhouse or attached Home ©:4%

B e

Condominium Al Own a Cat i
lomini wn a Ca
11.2%
- 21.5%
8.0% 8.8% 4.3%
. 43y BUREA oo0% 28% ot =
19,481 PR 233342 0 " 1622 5.2%
Own Rent Other Own Second Home Mobile Home or Manufactured  0.0% Own other type of Pet -
or Real Estate Home . 5.5% 7.4%
Property
who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements =WPB who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements =WPB wha Pre-Planned Their Own or a Loved One's FUNERALArrangements WPE

f_:.' Value of Owned Home: Adults 35 or older

Average Value of Owned Home:
who Pre-Planned Their Own or a Loved One’s FUNERAL..

weB 611,428

Home Loans: Adults 35 or older

19.3%

= - 2.9% 'm .

Home Mortgage Refinanced Home Equity Own
Home Mortgage Loan/Home Home/Property
Improvement  Outright (No
Loan Mortgages)
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<$150K

350K
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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

al Activity: Adults 35 or older

4 40.7% ' 71 17434.4%

Registered to Vote Democrat / Lean Rep\sblucan /lean Independent/ None
as.5%) (In District of Residence) Democrat of These
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-ﬂ.ﬂ--ﬂ-“ R e et —

Take Onfine  Genealogy  Education ek ek Photagraphy e mmnmg
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Suggestions Reviews [skype, Infotmation Schools, Child's) Shutterly, LD:’[ EI!:&MS A"w
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Service Corporation 2.1% or 59,790 of MSP DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

International

HiLLENBRAND

Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 15.3% more
likely to look up D-I-Y advice online, 25.8% less likely to always vote in local elections, 48.6% more likely to
Batesville belong to a gym, 5.1% more likely to fly dom

,Top-ZO past 30-days Online Lifestyle Activites: Adults 35 or older
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»=STL

to belong to a gym, 8.9% less likely to fly do

1.3% or 23,769 of STL 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 12.2% less
likely to look up D-I-Y advice online, 17.7% more likely to always vote in local elections, 115.8% more likely

'Top-ZO past 30-days Online Lifestyle Activites: Adults 35 or older
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to belong to a gym, 36.7% less likely to fly dom

1.7% or 23,152 of CIN DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

or a Loved One’s FUNERAL Arrangements are 10.% less

likely to look up D-I-Y advice online, 66.5% more likely to always vote in local elections, 30.6% more likely
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m who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements mCIN )
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Professional services used by HHLD past

12 months (HHLD): Funeral pre-planning



Service Corporation
International

HILLENBRAND |

Batesville

to belong to a gym, 26.2% more likely to fly do

1.4% or 20,359 of WPB 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 54.9% more
likely to look up D-I-Y advice online, 52.5% more likely to always vote in local elections, 34.2% more likely

,Top-ZO past 30-days Online Lifestyle Activites: Adults 35 or older

al Activity: Adults 35 or older

88.8%

Registered to Vote Democrat f Lean  Republican /Lean Independent / None
(In District of Residence) Democrat Republican of These
g Presidential Elections: Always
Presidential Elections: 7 o
23.3%}
1T EELT LI eI
ol Blargi . %
Redpes/  Restaurant Online Phone nnmmn medical Mome/  Fitness/Diet Apparel/  Religion/ JobSearch/ Take Onine  Career Hectronic  Education  Genealogy  Homewaork PMlngmphv mlmnnu Parenting / .
oI Weal Planning Information / / Video Call Services/ Garenideas informabion Besuly Weas Spintuably Postresume  Classes Development  lovite  [Research {¥ouorvour  {snapss Family Advice| S e ]
Sumestions  Reviews (skype, Information Schools, child’s) Slnnlnﬂ'v Local Elections: Always
s, pArsirry L Local Elections: Sometimes |ty
<. inancing]
# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mWPB #who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements EWPB

«
@ﬁTop—s’D past 12-months Active Lifestyle Activites: Adults 35 or older

hikﬁjhj

ii

Grilling -

Gardening Lawn Care Swimming Bicyding Veolunteer Fishing Belongto Jogging- GroupFitness Sewing- Follow a Bowling Hiking - Yoga- Pdates Caregiverof
Outdoor [Flowersor work Health Club or  Running Class Crfs Weight Loss Backpacking Aging Parent.
cooking  vegetsbies) Progam or Relative
= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements
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\M Past 12-months Domestic Airline Trips: Adults 35 or older

1 trip

13.2%

11.0%
2tips  [fTav) 13.2%
3 trips 8. 192 6%
) 9.1%
4trips gy 8.6%
27.5%
_ 12.1%
7 3.9% Flew Domestic past year: IRZSH%NEEERSAN
4.4% Avg. # Domestic Flights:

-l e e

Baskethal

0% o.0% L D.ﬁw 0.“12‘
[ B | - T

Adult

Camping Tennis Football Soccer  Organited Competitive Sofiball-  Hunting  Snow Skiing-
Continuing Road Race Video Gaming  Baseball Snowboarding
Education 5%,
Marathon,
uWPB ate)

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
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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



Corporation

- =MSP

Internat

HiLLen
Bdlcsvlll(‘

Past 30-days QSR Users: Adults 35 or older

1time

3 times

atimes vy
6 -9times

10times or more

m
e

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

Total Monthly QSR Users: Avg. Monthly QSR Meals:

68.1%

e R ¢
2.381.003

2.1% or 59,790 of MSP DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementé.
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 19.9% less
likely to use QSRs past mo., 8.4% more likely to use Sit-Down Restaurants past mo., 8.% more likely to use

Casinos past yr., 28.4% more likely to smoke cigar

Past 30-days Sit-Down Restaurant Users: Adults 35 or older
4

1time

2 times

- 4%

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

4 times
5 times
6-9times

10 times or more
mMSP

Total Monthly Sit-Down Restaurant Users:  Avg. hly sit-Down ant Meals:
82.0% 75.6%

Drank Past 30~days. Adults 35 or older
Ao Tpu ot s

Liguor

Domestic Regular Beer

Domestic Light Beer

879,845 31.4%

838, 251 29.9%

554 ,36519.1%
LR v

Wine
Imported Beer -

Microbrew / Craft Beer

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

MsP DMA Scarborough R2 2025: Aug24-Jul25

uMsp

Qual Intab

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

ii.ihihhh

ta  dem: eiee, Wem/ ol Ekn  Red| Suhone Unots e/
rgers | House |

swu ear coffes mr nnrv mm

Asian

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Pre-Planned Their Own or a Loved One’s FUNERAL.. 10.7%

MmsP 281.951 10.1%

Past 12 months Casmo Activities: Adults 35 or older

Slot Machines

Stage Show / Concert

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

286502 10.2%

r 16.9

258,851

P 16.7
4.7%

Upscale Restaurant
Other Gambling

Sports Betting

4.4%
2.5%

8.1%
Spa Casinos visited past 12 months: Yes

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements = MSP
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Used Past 30-days: Adults 35 or older

Vape

Marijuana / Cannabis Cigarettes

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

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



Corporation
Int ynal
HiLLen

Balc:-,vlllc

.= §TL

Past 30-days QSR Users: Adults 35 or older

Lime e
= ]

2timas ‘m

3 times 10 59

stimes ey

10times or more 16. .’%

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

mSTL

Total Monthly QSR Users:
79.8% 87.1%

1.3% or 23,769 of STL 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 8.5% less likely
to use QSRs past mo., 20.8% more likely to use Sit-Down Restaurants past mo., 51.8% more likely to use

Casinos past yr., 50.6% less likely to smoke cig

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

18.5%

1time

®

2 times

3 times

4 times

5 times

6-9times

10 times or more

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

ant Meals:

Total Monthly Sit-Down Restaurant Users: hly sit-Down

91.1% 75.5%

Avg.

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

IIIHI‘]EEL

upsale  Seatsod

Chinese san !Mn:sf Stesknouse Coffes

Mouse/ Donut/

swu ur Coffes tar  Bakery

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Pre-Plonned Their Own or a Loved One’s FUNERAL.. [S SR 14.7%

n 15.6%

Drank Past 30~days: Adults 35 or older
Any Type of Beer

Liguor
Domestic Light Beer
Domestic Regular Beer

Wine

Imported Beer 17 Py v v
Microbrew / Craft Beer 8‘ 9% '
= who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements mSTL

STL DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab

Past 12 months Casmo Actlwties. Adults 35 or older
m 10.8%
Sports Betting &z'z;’g%
" E 5% T
00.0%

Other Gambling B 13%

Slot Machines

Table Games (Craps, Poker, etc.)
Bar/ Nighkclub

Upscale Restaurant

Stage Show / Concert

N

°

Casinos visited past 12 months: Yes

= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mSTL
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Used Past 30-days: Adults 35 or older

Marijuana / Cannabis

Cigarettes Vape

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

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



ce Corporation

ional
RAND

| Batesville

1.7% or 23,152 of CIN 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 8.6% more

likely to use QSRs past mo., 2.6% more likely to use Sit-Down Restaurants past mo., 13.4% more likely to use
Casinos past yr., .4% more likely to smoke cigare

1

Past 30-days QSR Users: Adults 35 or older

‘-‘ -* Ig 1time

3 times

s

10.5%
s

8.9%
|

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

Avg. Monthly QSR Meals:

4 times
5 times
6 -9times

10times or more
mCIN

Total Jlg?g\;gfv QSR Users:

e Eeemm - HEE

10 times or more

2 times

3 times

4 times

5 times

6-9times

Total Monthly Sit-Down Restaurant Users:

77.3%

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

B ltime ey

L

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

mCIN

Avg. hly sit-Down ant Meals:

75.4%

e e D e

Drank Past 30-days: Adults 35 or older

Any Type of Beer pFoye T 40.9%
liquor  Frems 38 0 [

Domestic Light Beer : '2"7_-'5%
-

3,8% T
i 12.4% L]

Domestic Regular Beer
Wine
Imported Beer v

Microbrew / Craft Beer

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

CIN DMA Scarborough R2 2025: Sep24-Jul25 Qual Intab 34
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uCIN

: Past 12 months Casino Activities: Adults 35 or older

432,252 3ia%

Slot Machines

Table Games (Craps, Poker, etc.)

Bar [ Nightclub
Upscale Restaurant
Sports Betting

Stage Show / Concert
Other Gambling

Spa

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

Top-10 Cuisines: Adults 35 or older

{SIEERHH urants Used Past 30-days)
pizza

wings/  Bagel
Burgers /  Doaut/
Sports Bar  Bakery

Mexican Chinese Steakhouse Coffee
House /
Coffes Bar

3k upsale  Seatsod

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

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Pre-Plonned Their Own or a Loved One’s FUNERAL.. [SACSINNIN  14.8%

an 13.6%

Casinos visited past 12 months: Yes
mCIN

Used Past 30-days: Adults 35 or older

Cigarettes Marijuana / Cannabis

Vape

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

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



Service Corporation
International

Hiwx
Batesville

ENBRAND

Past 30-days QSR Users: Adults 35 or older

J e e
5 times 6%
6 -9times

12.7%

8.9%
= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

Avg. Monthly QSR Meals:
62.7% 75.

... W]

10times or more

uWPB

Total Monthly QSR Users:
3%

1118145

1.4% or 20,359 of WPB DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementi‘,
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 16.7% less
likely to use QSRs past mo., 19.1% more likely to use Sit-Down Restaurants past mo., 73.3% more likely to

use Casinos past yr., 45.2% less likely to smoke ci

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

H e YT
2 times 16.9%
3 times 10.8%
4times

10 times or more

F

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements B WPB
Avg. hly sit-Down ant Meals:
89.4% 75.0%

Total Monthly Sit-Down Restaurant Users:

Top-10 Cuisines: Adults 35 or older

(Sit-Down Restaurants Used Past 30-days)

Thihilike

Meican Steakhouss Wings/ Upscale  Seafond  Coffes  indian/
rs
# wha Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

Chinese  malan

Burge: House/  Thai/
Sparts sar Coffes gar  Other
Asian

=WPB

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
who Pre-Planned Their Own or a Loved One’s FUNERAL.. 22.5%

wPB 200.969 13.5%

Drank Past 30-days: Adults 35 or oldr

Uiquor Frryery 43.7% )
Any Type of Beer

589,748 39.7%

Wine

575,037 38.7%

Domestic Regular Beer

373,808 25.2%

Imported Beer

iz 20.8% | o
Domestic Light Beer ot o v v
Microbrew / Craft Beer 6.3% 25.5% | |
mwho Pre-Planned TheirOwnor a Loved One’s FUNERAL Arrangements uWPB
wes DMA Scarborough R2 2025: Aug24-Jun25 Qual Intab

Past 12 months Casino Activities: Adults 35 or older

Slot Machines

Upscale Restaurant

mms 9.9%

3: 6 22.6%

Stage Show / Concert

Table Games (Craps, Poker, etc.)

Bar / Nightclub
spors swns BT 2%
00.0%
ipn 1.5%
Other Gambling 9.0% . o
1.2% Casinos visited past 12 months: Yes

Used Past 30-days: Adults 35 or older
=

Vape

Marijuana / Cannabis Cigarettes

# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements =WPB
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All Graphs and HBIAI Data Modeling Copyright © 2025 Hubbard Broadcasting, Inc. LLC. All rights reserved.

= who Pre-Planned Their Own or a Loved One's FUNERALArrangements = WPB

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
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vice Corporation

HiLLENBRAND

Batesville

mﬁdlnvestments Owned: Adults 35 or older

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

Bonds

Other (Crypto / NFTs / Metals, etc.)

1,501,070 53.6%

27.6%
635,781 2.7%
S oeEs 35.6%
463,468 16.5%

461 32.5%
ELETTI 13.5%

28.2%
11.0%

v 2.1% or 59,790 of MSP DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL Arrangemen{s.
Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 17.2% less likely
to have a 401K, 37.7% less likely to have an Auto Loan, 86.1% less likely to Invest/Trade Stocks Online, 15.9%

less likely to pay with their Debit Car

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

8.0% 8.2% 18%  7.0% 7.0%

LT .

Home

Online Bill

Credit card Online

529 Plan / College Savings Plan M- 9.0% 1 Checking Debitor ATM  Savings Mohile Autoloan  Money Certificates of Studentloan  Home  Refinanced Personal Loan
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement Home
Second Home or Real Estate Property H s Account Loanor Home Mortgage
8.8% Equity Loan
® who Pre-Planned Their Own or a Loved One's FUNERAL Arrangements B MSP m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements = MSP
. - . | — .
Professional Services Used*: Adults 35 or older | pryPast 3-Months Payment Methods Used: Adults 35 or older
Tax Preparation Service ?7() 7] 275% 3.3%
R
Online Investing / stock Trading % 12.4%
Accountant m i . .
i 16.8%

Real Estate Agent
Estate Planning

Divorce / Family Attorney

5.0%
4.5%
28.1%
3.7%

|20,3% (*Past 12 Months)
I 3%
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u MSP
Scarborough R2 2025: Aug24-Jul25 Qual Intab 42

DMA

10.3%
ﬂ h - mz -
0.0% 0.0% ~
o - o

CashApp SquareCash Facebook —Samsung Pay
Messenger

Store Credit ~ American Discover

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

Google Pay

VisA PayPal

mMsP

MSP
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

1.3% or 23,769 of STL 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 28.2% less likely

International . 7
HiLLENBRAND )‘1 s I l to have a 401K, 42.1% more likely to have an Auto Loan, 56.4% more likely to Invest/Trade Stocks Online,

Batesville 43.5% less likely to pay with their Debit Car

mﬁﬂmvestments Owned: Adults 35 or older

401K Plan

IRA (Individual Retirement Account)

32.7%
Money Market Funds r

Other (Crypto / NFTs / Metals, etc.) “ %

Bows W

529 Plan / College Savings Plan

9.4%

Second Home or Real Estate Property W 0.3%

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

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

. 69 23.9% 22.0%
2. % 14.3%
.ﬂi -

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

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

Professional SerwcesUsed*- Adults 35 or older

Tax Preparation Service

Financial Planner

Insurance Agent at a Local Office (not online)

252,601 13.8%
Online Investing / Stock Trading 11.3%
Accountant . .

9.6%

8%
Real Estate Agent % 2%

estate aonivg [ 5%

= 0.0% (*Past 12 Months)
13%

m who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mSTL
DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 38

Divorce / Family Attorney

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

visA PayPal Debitcard  MasterCard venmo Zelle mxecredl Apple Pay CashApp  GooglePay  Discover American  Square Cash  Facebook Samsung Pay
Express Messenger

27.9%
a.2% 6.4% _—
0.9% 0.0%

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

STL
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



1.7% or 23,152 of CIN DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

Service Corporation

ORACORRS i Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 32.8% more
HILLENBRAND  pupen likely to have a 401K, .7% less likely to have an Auto Loan, 59.7% less likely to Invest/Trade Stocks Online,
Batesville 63.9% 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 e

IRA (Individual Retirement Account)

Stocks or Stock Options
Mutual Funds m ;?_'199’;6
Money Market Funds mml s

529 Plan / College Savings Plan ﬁ'y’:m

1663 7.2% 8.2% 6.6% 57%
Other (Crypto / NFTs / Metals, etc.) 8.6% 2.5% 1.6% 1.6%
12.7% 4 L o> il s 2 —--H—A—- N . |
Bonds mﬁ% ’ Checking Debitor ATM  Savings  CreditCard  Online Online gill Mobile Home Auto Loan Money  Certificates of Personal Loan Studentloan  Home Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement ~ Home
Second Home or Real Estate Property E'”f’ Account Loanor Home Mortgage
3.3% Equity Loan

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

Professional Services Used*: Adults 35 or older fo'Past 3-Months Payment Methods Used: Adults 35 or older

Tax Preparation Service

Financial Planner

Insurance Agent at a Local Office (not online)

Online Investing / Stock Trading

13.0%
A tant
+ 11.4%
Estate Planning W
2.0%

Real Estate Agent 1.90%

7.1%
2.1%
0.0% 0.0%
o ! ° memmm

Apple Pay Discover  Square Cash Facebook Samsung Pay

- P’ X *Past 12 Months, VISA Paypal MasterCard  Debit Card Venmo Zelle Store Credit ~ American CashApp  Google Pay
Divorce / Family Attorney rl_:gz% ( 4 Card Express Messenger
® who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements mCIN = who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m CIN
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Service Corporation
International

Adults

HiLLENBRAND

Batesville

more |

1.4% or 20,359 of WPB DMA Adults 35 or older Pre-Planned Their Own or a Loved One’s FUNERAL...

35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements are 67.% more likely

to have a 401K, 18.5% more likely to have an Auto Loan, 5.7% more likely to Invest/Trade Stocks Online, 35.%

ikely to pay with their Debit Card.

ts Owned: Adults 35 or older

546,699 6.8%

,631

mﬁ 4 Investmen

401K Plan

IRA (Individual Retirement Account) 7y

Stocks or Stock Options 7

20.1%
17.3%

1,131 20.3%
219,098 14

7%

16.7%
10.6%

Mutual Funds
Money Market Funds

Other (Crypto / NFTs / Metals, etc.)

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

16.2%
Bonds 9% 3.0% 5% 7% 3.2%
154,782 B L3 6 o 1.5% d
Second Home or Real Estate Property " 8.3% Checking  Debitor ATM  Savings  CreditCard  Online Online Bill Motile Home Auto Loan Money  Certificates of Personal Loan  Home  Studentloan Refinanced
Account card Account Banking Paying Banking Mortgage Market  Deposit(CDs) Improvement Home
529 Plan / College Savings Plan E 8.5% Account Loan of Home Mortgage
5.5% Equity Loan
 who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements B WPB w who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u WPB
H H - -
Professional Services Used*: Adults 35 or older | "pryPast 3-Months Payment Methods Used: Adults 35 or older
Tax Preparation Service [
Financial Planner
Accountant
Online Investing / Stock Trading
Insurance Agent at a Local Office (not online)
17.3%
Estate Planning 9.9%
5 4.2% 5.1%

2.5%

D, -y N_H_R | R

- 5 3.9% (*Past 12 Months) visa MasterCard PayPal Zelle Debit Card venmo American Discover  SquareCash Facebook Samsung Pay

Divorce / Family Attorney e Express Messenger

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

wpPs DMA Scarborough R2 2025: Aug24-Jun25 Qual Intab 40
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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 _

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

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 4 days, 4

SRS hours, 7 minutes and 31 seconds each week with All Forms of Media.
91.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 11 hoursand 8
minutes each week listening to All Local AM/FM Radio, representing 10.2% of total time spent with all forms of Media.

ELR 98.1%

'1\6,(‘?:
Avg. H:M:S/week with All Forms of Media
Adults 18 or older

concurrent
Usage % \ho Pr:-iazﬁ?:zﬁl'heil o
a Loved One’s FUNERAL
Arrangements

% of Total
Weekly H:M:

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

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

. 20 hours, 57 minutes and 54 seconds each week with All Forms of Media.
ILLENBRAN

75.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an avg. of 7 hours and 27
Batesville minutes each week listening to All Local AM/FM Radio, representing 6.% of total time spent with all forms of Media.

00 gl

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

concurrent
Usage % \ho Pr:-&a‘n'nazzﬁl'heilownm
[ 2 Loved One’s FUNERAL
%ofTotal 1 EEZ Arrangements
Weekly H:M:

62.9%
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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,
Heron 16 hours, 12 minutes and 50 seconds each week with All Forms of Media.

96.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 9 hoursand 3

minutes each week listening to All Local AM/FM Radio, representing 9.9% of total time spent with all forms of Media.

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

Concurrent

81.1%

Uringe % wthr:-Aaalflzzzﬁrheilownm CIN
a Loved One's FUNERAL
% of Total Arrangements
Weekly H:M:
21.4%
Avg. Weekly
Hours:Minutes:
N
%
& \
s & & &
& &
= who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements m CIN
CIN  DMA  Scarborough R22025:Sep24-Jul25  Qual Intab 34 CINCINNATI ~ DMA  Scarborough R2 2025: Sep24-Jul25 ~ Qual Intab 2,033 Hubbq rd Share of Everything
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning




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

19 hours, 58 minutes and 13 seconds each week with All Forms of Media.
88.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 7 hours and 15
minutes each week listening to All Local AM/FM Radio, representing 7.% of total time spent with all forms of Media.

m 98.5%

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

concurrent

Usage % \ho Pr:-&asn'l?zzﬁl'heil Ownor
2 Loved One’s FUNERAL

Arrangements

% of Total
Weekly H:M:

Y 57.2%

Avg. Weekly
Hours:Minutes:
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Professional services used by HHLD past 12 months (HHLD): Funeral pre-planning



Sexrics Cargoration Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an average of 2 days,
e 19 hours, 32 minutes and 7 seconds each week with All Forms of Ad-Supported Media.
HiLeens 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
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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, 1
pematen hours, 47 minutes and 20 seconds each week with All Forms of Ad-Supported Media.
HiLLenBRAND 80.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an avg. of 8 hours and 46
Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 9.5% of total time spent with all forms of Ad-Supported

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

e 46.6%

who Pre-Planned Their Msp
Own oraloved One’s
% of Total FUNERAL Arrangements

Weekly H:M: 1698

Avg. Weekly

¥ who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements u MSP
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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,

International

17 hours, 26 minutes and 9 seconds each week with All Forms of Ad-Supported Media.
HiLLensraND 62.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 5 hours and 33
Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 5.3% 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
sage 41.4%

who Pre-Planned Their STL
Own oraloved One's

EYNERAL Arrangements

Weekly
Reach %:
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Weekly H:M:

Q
i
sa“f
&
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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,
ptarmatonss 23 hours, 44 minutes and 37 seconds each week with All Forms of Ad-Supported Media.
HivLenrAND 89.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 7 hours and 56
Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 9.9% of total time spent with all forms of Ad-Supported

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

concurr
usage 45.0%
who Pre-Planned Their CIN

Own oraloved One's

% of Total FUNERAL Arrangements

Weekly H:M:

Avg. Weekly
Hours:Minutes:
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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,

International - 2 .
. 23 hours, 14 minutes and 38 seconds each week with All Forms of Ad-Supported Media.
HiLLensranD | 82.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangementsspend an avg. of 7 hours and 2

Batesville minutes each week listening to Local Ad-Supported AM/FM Radio, representing 8.2% 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

o 42.3%
WPB

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

% of Total
Weekly H:M:
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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
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& 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
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Local AM/FM Radio 87.2 | 57.5 64.2 49.7
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HiLLen
|Batesville
Top-13 All Forms of Media (Persons & % Reach): Adults 35 or older Tap-13 AH Forms of Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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# who 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 spend an
average of 10 hours and 32 minutes each day with All Forms of Ad-Supported Media. 80.% listen to
Local AM/FM Radio for an avg. of 75.2 minutes/day. (Local Radio delivers 9.5% of Time with Ad- Supported Media.)
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® who 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 spend an
average of 9 hours and 20 minutes each day with All Forms of Ad-Supported Media. 62.5% listen to

Local AM/FM Radio for an avg. of 47.6 minutes/day. (Local Radio delivers 5.3% of Time with Ad-Supporte
Tap-13 AH Forms o_f Media (Persons & % Reach): Adults 35or older Top 13 All Forms of Media (% Time Spent & Avg. Minutes/day Spent):
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" Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an
average of 10 hours and 14 minutes each day with All Forms of Ad-Supported Media. 89.9% listen to
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Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements spend an
average of 10 hours and 10 minutes each day with All Forms of Ad-Supported Media. 82.7% listen to
Local AM/FM Radio for an avg. of 60.4 minutes/day.(Local Radic delivers 8.2% 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
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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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representing 36.% of all time spent daily with Ad-Supported Audio.
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' 14,859 or 62.5% 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 47.6 minutes every day
representing 33.2% of all time spent daily with Ad-Supported Audio.
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' 20,818 or 89.9% 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 68. minutes every day
representing 38.5% of all time spent daily with Ad-Supported Audio.
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7 16,847 or 82.7% 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 60.4 minutes every day
representing 46.3% of all time spent daily with Ad-Supported Audio.
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,‘;’;;“;;,‘“;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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Servioe Corporation | 47,826 or 80.% 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 75.2 minutes every day

HiLLENBS

Bm(‘svill;: representing 36.% of all time spent daily with Ad-Supported Audio.
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14,859 or 62.5% 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 47.6 minutes every day
representing 33.2% of all time spent daily with Ad-Supported Audio.
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vies Cergortion | 20,818 or 89.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
- =8 Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 68. minutes every day
Bates representing 38.5% of all time spent daily with Ad-Supported Audio.
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Service Corpratio | 16,847 or 82.7% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

Hin LENERAND Arrangements listen to Ad-Supported Local AM/FM Radio for an average of 60.4 minutes every day
Batesville representing 46.3% of all time spent daily with Ad-Supported Audio.
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ervice Corpo

Hitien

Bates

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.

Locai A%FM Radio 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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Local AM/FM Radro 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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47,826 or 80.% 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,
News/Talk/Information, Classic Country, Country, and Hot AC.
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Batesville

14,859 or 62.5% 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 Classic Hits, Adult
Contemporary, Classic Rock, Pop Contemporary Hit Radio, and New Count
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Batesville

20,818 or 89.9% 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, Country,
Classic Rock, Adult Hits, and Adult Contemporary.
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Ad-Supported Local AM/FM Radio Formats (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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16,847 or 82.7% 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 Adult Contemporary,
News/Talk/Information, Spanish Contemporary, Rhythmic Contemporary Hi
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Avg. Week All Video (Persons & % Reach): Adults 35 or older

Local TV Stations

Non-Premium Cable TV...

Amazon Prime/IMDb/FireTV
Netflix

YouTube Video

Roku + The Roku Channel
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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.

Avg. Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Amazon
Prime/IMDb/F
ireTV...

Premiu
m
Cable...

Apple
TV+f
ubo..

Local TV Stations
134.9 YouTube
Video
34.2

Param

Roku + ount...
The
Roku

Chann...

Non-Premium Cable TV
Networks
129.7

Hulu...

Local TV
Stations
118.4

Non-Premium
Cable TV
Networks

105.6

Amazon
Prime/IMD
bfFireTV...

Netflix
24.0

YouTube
Video...

Premium
Cable...

TikT
ok...

Hulu/
Hulu...

Roku +
The...

AppleT
V+fu...

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

B USA

Avg. Week Ad- Suggorted Video (Persons & % Reach): Adults 35 or older mAvg

Local TV Stations

Non-Premium Cable TV... m 64.6%

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

Hulu/Hulu + Live TV {any Hulu)
AppleTV+,fube,Pluto, Tubi, etc.
Peacock

Paramount+

Netflix

Roku + The Roku Channel
Disney+

Premium Cable TV Networks

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

USA

[ Persons:

130.458.482

D e W LK o
D —T
m

Q%
(53 ceooal " 17EEM
m-m,.
PR —
YRR —" 75

0.0%
0.0%

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

who Pre-Planned Their
Ownoraloved One's
FUNERAL Arrangements
W USA
345

Scarborough R2 2025: Sep24-Aug25 Qual Intab

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

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

YouTube
Video
32.6

Non-Premium Cable TV
Networks
109.7

Roku
+The
Roku
Cha...

Apple

V=
Local TV !

Stations
114.2

Amazon Prime/IMDb/FireTV
87.2

Local TV Stations
112.8

Non-Premium

Networks
100.6

YouTube
Video
20.7

Amazon

Prime/I

MDb/Fir
elv
42.0

Cable TV

Hul R
u/.. B

Peaco...

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

USA Projection Scarborough R2 2025: Sep24-Aug25 Qual Intab

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

25,507

W USA

soefa.ai

* Share of Everything
for Anything _



Local TV Stations
Non-Premium Cable TV...
Netflix

Amazon Prime/IMDb/FireTV
Roku + The Roku Channel
YouTube Video

Hulu/Hulu + Live TV (any Hulu)
AppleTV+ fubo,Pluto, Tubi, etc.
TikTok

Peacock

Paramount+

Disney+

Premium Cable TV Networks

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

Service Corporation
International

HiLLen
Batesville
Avg. Week All Kg'geo (Persons & % Reach): Adults 35 or older

AND

m—.v 18.0%
TR Ml 10.5%

50,217 or 84.% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
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16,792 or 70.6% 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 124.8 minutes every day
representing 31.4% of all time spent daily with Ad-Supported Video.
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Local TV Stations

22,517 or 97.3% 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 89.8 minutes every day
representing 31.4% 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,
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50,217 or 84.% 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, National/Network News, Late Night Talk, a

Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

Game Shows

Comedies
337

Local
News -

1 Late
16.6

Late Night
Mystery/S Talk...
uspense/C | Docum
rime entaries

16.5 135

Local News -
Evening

292

Local News -
Morning
37.8

Comedies
26.6

Game Shows
238

Local News -
Evening
30.8

Local News -
Morning
39.9

Mystery/Susp
ense/Crime
19.3

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

| MSP

Ad-Supported Local TV Station Programs (Persons & % Reach): Adults 35 or older

(average week]
Local News - Evening

Sports

Local News - Morning
Comedies

Game Shows

Dramas

Mystery/Suspense/Crime
National/Network News
Local News - Late

Late Night Talk
Food/Cooking Shows

Daytime Talk Shows

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

MSP

Tota Persons:

D e TV oo
Fasraie | 4h0v e
(s | g
FIGTE — U
Fessise | 3o0% M
F!!El“m

(Seoas0 | 27.0% sk
ssasia | 27ac e
5077156 | 22,05 pummmen
Ciaiasa | o1 co i

mm—-

Avg. Hours+Minutes/day with Ad-
Supported Local TV Stations: Adults
5 or

who Pre-Planned Their
Ownoraloved One’s
FUNERAL Arrangements

u MSP

DMA Scarborough R2 2025: Aug24-Jul25 Qual Intab 42

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

Ad-Supported Local TV Station Programs (% Time Spent &
averoge ooy)

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

Local News -
Evening
240

Game Shows
20.2
Dramas Mystery

442
Local News

- Late
16.6

Movies
13.6 12.7
Nation
al/Net
work
Ne

Late
Daytime Nig...
Talk Shows

149

Local News - Morning = Comedies

37.8 24.9 Foor

Comedies
239

Sports
308

Dramas
42.4

Local
New

Daytime
Talk
Shows
18.6

Game Shows
23.8

Late Night
Talk...

Nationa

I/Netwo

rk News
12.5

tery/Sus

Local News -
Evening
30.7

Local News -
Morning

399 Food/Co...

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

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

u MSP
* Share of Everything

- for Anything _



Local TV Station Programs (Persons & % Reach): Adults 35 or older
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16,792 or 70.6% 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 Movies, Local News -
Evening, Game Shows, National/Network News, Sports, and Comedies.
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' 22,517 or 97.3% 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 Movies, Local News -
Morning, Local News - Evening, Sports, Dramas, and Comedies.
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Local TV Station Programs (Persons & % Reach): Adults 35 or older

Totof Persons. % Time Spent:

18,818 or 92.4% 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 Movies, Sports,
Comedies, Dramas, Mystery/Suspense/Crime, and Local News - Evening.
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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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representing 19.% of all time spent daily with Ad-Supported Digital Media.

32,792 or 54.8% 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 141. minutes every day
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21,235 or 89.3% 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 128.1 minutes every day
representing 19.6% of all time spent daily with Ad-Supported Digital Media.
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16,587 or 71.6% 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 130.7 minutes every day
representing 26.9% of all time spent daily with Ad-Supported Digital Media.
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13,519 or 66.4% 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 148.3 minutes every day
representing 24.8% 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.
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32,792 or 54.8% 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 26.7 minutes every day representing
25.6% of all time spent daily with Ad-Supported Social Media.
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21,235 or 89.3% 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 51.2 minutes every day representing
37.6% of all time spent daily with Ad-Supported Social Media.
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16,348 or 70.6% 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 64.2 minutes every day representing
46.2% of all time spent daily with Ad-Supported Social Media.
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13,519 or 66.4% 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 49.3 minutes every day representing
41.5% 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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| 32,792 or 54.8% 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 26.7 minutes every day representing
| 25.6% of all time spent daily with Ad-Supported Social Media.
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@ﬁ' seporathon | 21,235 or 89.3% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
)}:—z STl Arrangements use Ad-Supported Facebook for an average of 51.2 minutes every day representing
Batesville 37.6% of all time spent daily with Ad-Supported Social Media.

HiLLENBRAND

Weekly

Avg. Hours+Minutes/day with Ad-Supported
Reach % 89.3%

Social Media: Adults 35 or older
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*‘ orporation 16,348 or 70.6% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

International

Hivwr ND = Arrangements use Ad-Supported Facebook for an average of 64.2 minutes every day representing
' ol —
Bates 46.2% of all time spent daily with Ad-Supported Social Media.

75.1%

Weekly

Avg. Hours+Minutes/day with Ad-Supported
Reach % 70.6%

Social Media: Adults 35 or older
"Share of Ad-Supported Social Media"

59.3%
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Service Cotparation : | 13,519 or 66.4% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

International

Bl DR RRARD: Arrangements use Ad-Supported Facebook for an average of 49.3 minutes every day representing
Batesville 41.5% of all time spent daily with Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % Social Media: Adults 35 or older
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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
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| or older who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangeme
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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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Top -13 Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older

(Auzroge.pay

CEELT

AM/FM Radio
45.3

Billboards & Signs
(Weekly Drivers)
57.5

Shopping Malls
242

Walking in
Towns, Cities,
Downtown
Areas
18.9

Grocery
Stores
16.2
Owne
Restaurant d Podc
s&Bars | Music| asts
109 Tl 6.6

SiriusXm

Billboards & Signs (Weekly Drivers)
49.7

AM/FM Radio
45.8

Walking in Towns,
Cities, Downtown
Areas
20.1

Shopping Malls
182

Grocery Owned
Restaurants  Stores Music
& Bars 91 75
14.1
YouTu Sp

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

B USA
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 35 or older

Total Persons:

(Average week)
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Billboards & Signs (Weekly Drivers)
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Walking in Towns, Cities, Downtown...

Gas Stations/Convenience Stores
Shopping Malls

Podcasts

Drug Stores

SiriusXm

Spotify

Restaurants & Bars

Movie Theaters

Retail Stores

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

vice Corpors 55,465 or 92.8% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 102.4 minutes per day driving, seeing Billboards and Signs. 70.%
Listen to Local Radio Stations Out-of-Home for an average of 49.8 mi

Avg. Hours+Minutes/day with Out-
of-Home Media: Adults 35 or older
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 35 or older
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Top-.l':-s' Ogﬁ;of—Home Media (Persons & % Reach): Adults 35 or older
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# who Pre-Planned Their Own or a Loved One’s FUNERAL Arrangements

20,940 or 88.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 30.2 minutes per day driving, seeing Billboards and Signs. 54.7%
Listen to Local Radio Stations Out-of-Home for an average of 31.5 mi
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Service Corporation

International

HivLes
Batesville

21,515 or 92.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 38.2 minutes per day driving, seeing Billboards and Signs. 78.7%
Listen to Local Radio Stations Out-of-Home for an average of 45. min

Top-13 Out—of-Home Media (Persons & % Reach): Adults 35 or older
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20,180 or 99.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 23.7 minutes per day driving, seeing Billboards and Signs. 72.4%
Listen to Local Radio Stations Out-of-Home for an average of 40. min
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rvice Carporation

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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@ Corporation 55,465 or 92.8% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

Arrangements spend an average of 102.4 minutes per day driving, seeing Billboards and Signs representing
53.1% of all Time Spent with Ad-Supported Out-of-Home Media.
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Seivise o 20,940 or 88.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
L RaE >}*—'-ﬂ STl Arrangements spend an average of 30.2 minutes per day driving, seeing Billboards and Signs representing
Batesville 28.8% of all Time Spent with Ad-Supported Out-of-Home Media.
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Service Corporation

Servies Comp 21,515 or 92.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Hittensrany patae c I N Arrangements spend an average of 38.2 minutes per day driving, seeing Billboards and Signs representing
Batesville 26.% of all Time Spent with Ad-Supported Out-of-Home Media.
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20,180 or 99.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

Arrangements spend an average of 23.7 minutes per day driving, seeing Billboards and Signs representing
24.8% of all Time Spent with Ad-Supported Out-of-Home Media.
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ervice Carpocation 55,465 or 92.8% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL

International

S Arrangements spend an average of 102.4 minutes per day driving an average of 59.6 miles each day
Batesville and are 119.% more likely to use MN 13 than the Metro average.
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Batesville

20,940 or 88.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 30.2 minutes per day driving an average of 17.6 miles each day
and are 119.8% more likely to use Highway 67/Highway 111 than the Metr

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

21,515 or 92.9% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 38.2 minutes per day driving an average of 22.2 miles each day
and are 125.3% more likely to use State Road 131 (Clermont County) tha

Top-26 Residential Zip Codes: Adults 35 or older
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20,180 or 99.1% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements spend an average of 23.7 minutes per day driving an average of 13.8 miles each day
and are 207.9% more likely to use Blue Heron Blvd than the Metro avera

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): 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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19,451 or 32.5% 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 10. minutes every day
representing 36.2% of all time spent daily with All forms of Print
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14,388 or 60.5% of Adults 35 or older who Pre-Planned Their Own or a Loved One’s FUNERAL
Arrangements read Direct Mail Advertising (excluding Catalogs) for an average of 10.7 minutes every
day representing 35.7% of all time spent daily with All forms of
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