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18.9% or 15,827,662 of USA DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Typical Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 47.5 years old (6.2% older than
average) and have a $197,171 (56.1% higher than average) annual household income.
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13.5% or 339,279 of MINNEAPOLIS-ST. PAUL DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Typical Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 43.3 years old (3.7% younger than
average) and have a $178,768 (40.6% higher than average) annual household income.
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8.9% or 142,619 of ST. LOUIS DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Typical Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 47.2 years old (4.5% older than
average) and have a $170,986 (53.4% higher than average) annual household income.
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10.5% or 130,502 of CINCINNATI DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Typical Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 44. years old (1.8% younger than
average) and have a $176,946 (57.4% higher than average) annual household income.

@ Percent of Market: Adults 25 - 64 ﬂ*Gender of Target vs. Market: Adults 25 - 64 Ethnicity of Target vs. Market:
. White R

Black/African = 4.5%
American

o # Full-Time Workers who Fund a
1 0 . 5 A) FIDELITY 401K

= Remainder of CINCINNATI
DMA

Asian I
%M vs. %H
Other |

45.0 0.0%

deoani
623,164 s

44.7

620,804

Total Persons:
1,113,466

Men Men Women Women » Full-Time Workers who Fund a FIDELITY 401K mCINCINNATI

Age Cell Demographics of Target vs. Market: Average ge: E HHI of Target vs. Market:

Adults 25 - 64 ‘ | % = ‘-

u Full-Time Workers who Fund a FIDELITY 401K B CINCINNATI <$35K HHI 19.5%
.5%

$35K-$SOK HHI &

$50K-$75K HHI %

$75K-$100K HHI

$100K-S150K HHI e | 30.9%

$150K-$250K HHI =

0.0% 0.0% $250K+ HHI g 2101061

18-20 21-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+

® Full-Time Workers who Fund a FIDELITY 401K m CINCINNATI

CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 117
All Graphs and HBIAl Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved.

Avg HHI:

[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]



9.5% or 105,370 of WEST PALM BEACH DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Typical Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 46.3 years old (.4% older than
average) and have a $165,120 (47.9% higher than average) annual household income.
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8.9% or 15,827,662 of USA DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 46.7% more likely to be a college
graduate, 12.6% more likely to work full-time, 47.7% more likely to be married, 7.8% more likely to be a
parent of 1 or more children under 18.
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13.5% or 339,279 of MINNEAPOLIS-ST. PAUL DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY...
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 54.5% more likely to be a college
graduate, 39.8% more likely to work full-time, 24.9% more likely to be married, 2.8% more likely to be a

parent of 1 or more children under 18.
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8.9% or 142,619 of ST. LOUIS DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 86.3% more likely to be a college
graduate, 55.% more likely to work full-time, 29.7% more likely to be married, 18.7% less likely to be a
parent of 1 or more children under 18.
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10.5% or 130,502 of CINCINNATI DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 46.2% more likely to be a college
graduate, 56.3% more likely to work full-time, 13.5% more likely to be married, 3.% less likely to be a
parent of 1 or more children under 18.
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9.5% or 105,370 of WEST PALM BEACH DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 65.9% more likely to be a college

graduate, 67.8% more likely to work full-time, 28.% more likely to be married, 11.5% more likely to be a
parent of 1 or more children under 18.
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8.9% or 15,827,662 of USA DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 55.9% more likely to own their home,
37.4% more likely to own a higher valued home, 62.2% more likely to have a single-family home, 43.1%
more likely to have a dog.
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more likely to have a dog.

m%& Type of Home:Adults 25 - 64
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. 13.5% or 339,279 of MINNEAPOLIS-ST. PAUL DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY...
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 19.3% more likely to own their home,

12.2% more likely to own a higher valued home, 15.% more likely to have a single-family home, 23.4%
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less likely to have a dog.

mﬁm Type of Home:Adults 25 - 64

‘ 8.9% or 142,619 of ST. LOUIS DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 29.4% more likely to own their home,

14.8% more likely to own a higher valued home, 13.4% more likely to have a single-family home, 10.1%

4
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| 10.5% or 130,502 of CINCINNATI DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 18.3% more likely to own their home,

14.4% more likely to own a higher valued home, 14.9% more likely to have a single-family home, 35.1%
more likely to have a dog.
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- 9.5% or 105,370 of WEST PALM BEACH DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 33.8% more likely to own their home,

5.7% more likely to own a higher valued home, 26.6% more likely to have a single-family home, 12.1%
more likely to have a dog.
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8.9% or 15,827,662 of USA DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 1.2% more likely to look up D-I-Y advice
online, 29.3% more likely to always vote in local elections, 27.8% more likely to belong to a gym, 26.5%
more likely to fly domestic past yr.
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likely to fly domestic past yr.

13.5% or 339,279 of MINNEAPOLIS-ST. PAUL DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY...
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 5.3% more likely to look up D-I-Y advice
online, 2.3% less likely to always vote in local elections, 7.4% more likely to belong to a gym, 25.2% more
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more likely to fly domestic past yr.

8.9% or 142,619 of ST. LOUIS DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 5.% more likely to look up D-I-Y advice
online, 11.6% more likely to always vote in local elections, 63.1% more likely to belong to a gym, 39.8%
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online, 1.% more likely to always vote in
likely to fly domestic past yr.

10.5% or 130,502 of CINCINNATI DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 8.5% more likely to look up D-1-Y advice

local elections, 52.8% more likely to belong to a gym, 22.% more
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9.5% or 105,370 of WEST PALM BEACH DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 22.7% more likely to look up D-I-Y advice
online, 22.1% more likely to always vote in local elections, 20.3% less likely to belong to a gym, 13.1%

more likely to fly domestic past yr.
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Past 30-days QSR Users: Adults 25 - 64
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Avg. Monthly QSR Meals:

3 times
4 times
5 times
6-9times

10times or more
mUsA

Total Monthly QSR Users:
90.0% 84.7%
15

8.9% or 15,827,662 of USA DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 6.2% more likely to use QSRs past mo.,
18.7% more likely to use Sit-Down Restaurants past mo., 5.9% more likely to use Casinos past yr., 62.5% less

likely to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 - 64
¢ Ltime ~os%

2 times

16.1%

3 times 12.0%
4 times

5 times

6 -9 times

10times or more

® Full-Time Workers who Fund a FIDELITY 401K mUSA
hly Sit-Down R . Monthly Sit-Down Restaurant Meals:

84.9%
3.7

Total M

Users: A
71.5%
127,246,4

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

mexicn Pl

Chinese  Coffee  mafan  wings/ Bagel/ Steskhouse Upscale  seafood
House / Bwgers/  Donut/
Caffee Bar spors Bar  Bakery

= Full-Time Workers who Fund a FIDELITY 401K muUsA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund o FIDELITY 401K 28.0%

TP W 39,983,069 22.5%

Drank Past 30-days: Adults 25 - 64
Uquor
Ay Type of Baer

Wine

Imported Beer .ig'j.ﬁ’.JOSZ 27.1% =
Domestic Regular Beer P e

Domestic Light Beer 72 25.7%

: 18.6% i
Microbrew / Craft Beer .7% i

 Full-Time Workers who Fund a FIDELITY 401K

muUsA

USA USA Projection Scarborough R1 2026: Jan25-Mar26

Qual Intab

-' Past 12 months Casino Activities: Adults 25 - 64

Slot Machines gy

Table Games (Craps, Poker, etc.)
Bar / Nightclub
Upscale Restaurant
Stage Show / Concert m n
swors ertine R G
Spa M%‘m

Other Gambling 351.8%

29.9%

38.7%

Used Past 30-days: Adults 25 - 64

i / Cannabis

Casinos visited past 12

2.6%
= Full-Time Workers who Fund a FIDELITY 401K

mUSA

2,613
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Past 30-days QSR Users: Adults 25 - 64
ol e e
o

3 times

4 times

5 times

6 - 9times

® Full-Time Workers who Fund a FIDELITY 401K

10 times or more

W MINNEAPOLIS-ST. PAUL

Avg. Monthly QSR Meals:

Total Munth.'y QSR Users:
6.2%

13.5% or 339,279 of MINNEAPOLIS-ST. PAUL DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 4.% more likely to use QSRs past mo., 5.2%
more likely to use Sit-Down Restaurants past mo., 1.% less likely to use Casinos past yr., 70.9% less likely to

smoke cigarettes.

Past 30-days Sit-Down Restaurant Users. Adults 25 - 64
€

1time 19 5%

2 times

3times 10.4%
4 times
5 times

6-9times

10 times or more

w Full-Time Workers who Fund a FIDELITY 401K m MINNEAPOLIS-ST. PAUL
Total y Sit-Down Avg. Monthly Sit-Down

ant Meals:

Users:
72.4%

76.1%

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

ilihiiﬁhkL

mexian  Chinese  Coffee  wings/ Bagel/ rmian steakhouse Upscle indian/
Mouse / Burgers/ Dot/ Thai /
Coffen 831 Sports Bar  Bakery Other

asian

» Full-Time Workers who Fund a FIDELITY 401K ® MINNEAPOLIS-ST. PAUL

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund @ FIDELITY 401K 8.1%

MINNEAPOLIS-ST. PAUL VT L]

15.1%

Drank Past 30-days. Adults 25 64

748,274 29.7%
Imported Beer

5
24.2%
Microbrew / Craft Beer m

® Full-Time Workers who Fund a FIDELITY 401K

Liquor

Any Type of Beer

Domestic Light Beer

Wine

Domestic Regular Beer

- Vv
¥

W MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26

Qual intab

Past 12 months Casmo Activities: Adults 25-64

Table Games (Craps, Poker, etc.)
Stage Show / Concert
Bar / Nightclub
Upscale Restaurant mmlﬂﬁ
Sports Betting W
Other Gambling m 9.2%

Spa

: Yes

Casinos visited past 12

Used Past 30-days: Adults 25 - 64

Y

Vape

/ Cannabis

Cigarettes

® Full-Time Workers who Fund a FIDELITY 401K B MINNEAPOLIS-ST. PAUL
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1 time

2 times

3 times

4 times

5 times

6-9times

10times or more

® Full-Time Workers who Fund a FIDELITY 401K

Total Manthly QSR Users:

W ST.LOUIS

Avg. Monthly QSR Meals:
89.2%

8.9% or 142,619 of ST. LOUIS DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 6.% more likely to use QSRs past mo., 14.1%
more likely to use Sit-Down Restaurants past mo., 3.3% more likely to use Casinos past yr., 84.2% less likely

to smoke cigarettes.

Past 30-days Sit-Down Restaurant Users: Adults 25 - 64

. 1time

195%.

2 times

17.4%

e 4
—1 7y
E—
—
—
F

3 times 10.0%

4 times 8.3%

5 times

7.7%

6 -9 times

10times or more

# Full-Time Workers who Fund a FIDELITY 401K
hly Sit-Down R
84.1%

m ST, LOUIS
wn Restaurant Meals:

Total M

Users: A
73.7%

Drank Past 30-days. Adults 25 - 64
S——y =
-
Imported Beer -V
Microbrew / Craft Beer F i

Liquor
Any Type of Beer

Domestic Light Beer

 Full-Time Workers who Fund a FIDELITY 401K uST. LOUIS

ST. LOUIS DMA Scarborough R1 2026: Feb25-Feb26 Qual intab

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

||/

Mexican  chinese  pia  wings/  Coffes
Burgers | House /
Sports Bar Goffee Bar

(¥

makan  steakhouse -alw Upmale  Seafood

= Ful-Time Workers who Fund a FIDELITY 401K mST.LOUIS

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund o FIDELITY 401K 12.2%

RATIVEE 309,601 19.3%

Past 12 months Casmo Activities: Adults 25 64

Slot Machines g 30.29%
Tl Games e P, i)

Bar / Nightclub

Upscale Restaurant
Sports Betting

Stage Show / Concert
Other Gambling

289,658
Spa

Used Past 30-days: Adults 25 - 64

Casinos visited past 12 hs: Yas

w Full-Time Workers who Fund a FIDELITY 401K = ST. LOUIS

128
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Cigarettes Vape
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Past 30-days QSR Users: Adults 25 - 64

1 time

N

3 times

4 times

5 times

6-9times

21.3%

10times or more

(=
'3
=R

20.0% [N
B CINCINNATI

Avg. Monthly QSR Meals:

= Full-Time Workers who Fund a FIDELITY 401K
Total Monthly QSR Users:
98.5% 89.4%

likely to smoke cigarettes.

10.5% or 130,502 of CINCINNATI DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 10.2% more likely to use QSRs past mo.,
22.9% more likely to use Sit-Down Restaurants past mo., 10.1% less likely to use Casinos past yr., 46.7% less

Past 30-days Sit-Down Restaurant Users: Adults 25 - 64

. 1time

13.‘5 %

2 times

16.0%
3 times 12.0%
4 times
5 times

6 -9 times

10times or more

.
o
R

® Full-Time Workers who Fund a FIDELITY 401K

Total Monthly Sit-Down R
91.0%

= CINCINNATI
wn Restaurant Meals:

Users:  Av, <
74.0%

Drank Past 30-days: Adults 25 - 64

Ay Typa of Bae
Domestic Light Beer  peieess 29.8%
Domestic Regular Beer e 27.4%
-

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

Tk

Piza  Wesican  Chinese  Coffee  wings/ Steakhouse Itaian
Mouse /  murgers /
Coffee Bar Sports Bar

h

Bagel/  Upscale  Seafood
Deonwe /

= Full-Time Workers who Fund a FIDELITY 401K = CINCINNATE

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund o FIDELITY 401K 19.4%

(s e R 279,915 22.5%

-' Past 12 months Casino Activities: Adults 25 - 64

Slot Machines

Bar / Nightclub
Table Games (Craps, Poker, etc.) |
Stage Show / Concert i

42.8%
Sports Betting

Used Past 30-days: Adults 25 - 64

11.5%

Vape

Imported Beer 300 19.4% - v Upscale Restaurant
Microbrew / Craft Beer m 17,00 i Other Gambli
/ 13.0% ¥ E 532 880
Spa Casinos visited past 12 hs: Yes
' Full-Time Workers who Fund a FIDELITY 401K HCINCINNATI m Full-Time Workers who Fund a FIDELITY 401K m CINCINNATI

CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26

Qual Intab 117
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Past 30-days QSR Users: Adults 25 - 64

1 time

3 times

4 times
5 times
6-9times

10times or more
= Full-Time Workers who Fund a FIDELITY 401K

Total Monthly QSR Users:
86.7%

W WEST PALM BEACH

Avg. Monthly QSR Meals:
83.9%
0

likely to smoke cigarettes.

9.5% or 105,370 of WEST PALM BEACH DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 3.4% more likely to use QSRs past mo.,
20.7% more likely to use Sit-Down Restaurants past mo., 7.8% more likely to use Casinos past yr., 47.1% less

Past 30-days Sit-Down Restaurant Users: Adults 25 - 64

£ 3y i

2 times

3 times

4 times

5 times

6 -9 times

10times or more

® Full-Time Workers who Fund a FIDELITY 401K = WEST PALM BEACH
Total Monthly Sit-Down Re Users: A -Down Restaurant Meals:
89.9% 74.5%

Drank Past 30-days: Adults 25 - 64

Liquor

Any Type of Beer Upscale Restaurant
Wine Stage Show / Concert
Imported Beer Bar / Nightclub
Domestic Regular Beer Table Games (Craps, Poker, etc.)
Domestic Light Beer - v Sports Betting
Microbrew / Craft Beer m 15.0% i Spa

® Full-Time Workers who Fund a FIDELITY 401K = WEST PALM BEACH

WEST PALM BEACH DMA Scarborough R1 2026: Jan25-Jan26
All Graphs and HBIAI Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC.

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

i'hhlihhiﬁ

Chinese  piza

Mexican  maian  wings/  Coffes Steakhouse Upscale Seafood  Bagel /
Burgers/  House / Dot /

Sports Bar Coffee Bar Bakery

vho Fund a

WWEST PALM BEACH
Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund o FIDELITY 401K 12.8%

WEST PALM BEACH PR TSer]] 24.9%

-' Past 12 months Casino Activities: Adults 25 - 64

Slot Machines

2 20.6%

340181

Other Gambling

Casinos visited past 12 hs: Yas

Used Past 30-days: Adults 25 - 64

w Full-Time Workers who Fund a FIDELITY 401K = WEST PALM BEACH

Qual Intab 123
All rights reserved.

i / Cannabis Cigarettes

Vape

* Full-Time Workers who Fund a FIDELITY 401K WEST PALM BEACH
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8.9% or 15,827,662 of USA DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 47.9% more likely to have a 401K, 63.4%

more likely to have an Auto Loan, 57.4% more likely to Invest/Trade Stocks Online, 6.% less likely to pay with
their Debit Card.

Financial Services Has and/or Uses: Adults 25 - 64

IRA (Individual Retirement Account)

62,669,036 o
Stocks or Stock Options

Mutual Funds

Money Market Funds m 2%
529 Plan / College Savings Plan M 19.2%

13.2%
95% 10.2%
Other (Crypto / NFTs / Metals, etc.) s ;"5” h m 7.5% ﬂ e
Bonds mmis'ﬁ‘ Checking Debitor ATM  Savings  Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Banking Paying Mortgage Market  Deposit (CDs) Home Improvement
Second Home or Real Estate Property el 155% Mceoie Mortgage l‘;:‘.;‘\"':;'e
¥ Full-Time Workers who Fund a FIDELITY 401K mUSA ¥ Full-Time Workers who Fund a FIDELITY 401K ®mUSA
Professional Services Used*: Adults 25 - 64 T\ Past 3-Months Payment Methods Used: Adults 25 - 64

Tax Preparation Service 2
" 34,570,791 19.4%

Online investing / Stock Trading

29,212,967 16.4%

Financial Planner

26,044,922 14.6%

18.6%
tant
e PO M 8.8%

Insurance Agent at a Local Office (not online)

8.7%
Real Estate Agent m
. 4.9%
— %

4s.7% (*Past 12 Months) visa PayPal

10.0% 10.0% 7.
5.7%

7%
.89 3.4% 5.2%

o i
GooglePay  American  Discover  Store Credit Square Cash  Facebook —Samsung Pay

bosn

Zelle Debit Card  MasterCard  Apple Pay  Cash App

Divorce / Family Attormey 1% Express Card Messenger
® Full-Time Workers who Fund a FIDELITY 401K mUSA W Full-Time Workers who Fund a FIDELITY 401K HUSA

USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 2,613
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13.5% or 339,279 of MINNEAPOLIS-ST. PAUL DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY...
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 60.3% more likely to have a 401K, 31.3%
more likely to have an Auto Loan, 97.2% more likely to Invest/Trade Stocks Online, 37.4% less likely to pay
with their Debit Card.

Investments Owned: Adults 25 - 64 Financial Services Has and/or Uses: Adults 25 - 64
401K Plan —
IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds J;"s”

Money Market Funds !1_:&3’6
529 Plan / College Savings Plan E 11;"‘“%
11.9% 9.8%
Other (Crypto / NFTs / Metals, etc.) EZ:'?;: 7.9% 6.6% 7.4% 7.1%
e : ... . P
Bonds 7% Checking Savings  Debit or ATM Credit Card online Mobile Home Online Bill  Auto Loan Money  Studentloan Certificatesof Home  Personal Loan Refinanced
o Account Account card Banking Banking Mortgage Paying Market Deposit (CDs) Improvement Home
Second Home or Real Estate Property P;;q'm Account L‘["’q":i;'; "m:T"E Mortgage
 Full-Time Workers who Fund a FIDELITY 401K = MINNEAPOLIS-ST. PAUL w Full-Time Workers who Fund a FIDELITY 401K = MINNEAPOLIS-ST. PAUL
Professional Services Used*: Adu Its 25 - 64 B\ Past 3-Months Payment Methods Used: Adults 25 - 64

Tax Preparation Service y
e 570,969 22.6%

Financial Planner

Online Investing / Stock Trading

354 057 14.0%

13.3%
10.0%

11.6% @ [ ]

8.9%

7.3%
Real Estate Agent m

Estate Planning E s

Insurance Agent at a Local Office (not online)

Accountant

g8

11.0%10.0% 9.6% 908 10.1%
i D [

Debit Card  MasterCard

) . 150.3% (*Past 12 Months) zelle GooglePay  Cash App  American StoreCredit  Discover  Facebook  Square Cash Samsung Pay
Divorce / Family Attorney 0.5% Express Card Messenger
w Full-Time Workers who Fund a FIDELITY 401K ® MINNEAPOLIS-ST. PAUL = Full-Time Workers who Fund a FIDELITY 401K = MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 143
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8.9% or 142,619 of ST. LOUIS DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 92.8% more likely to have a 401K, 47.1%

more likely to have an Auto Loan, 114.3% more likely to Invest/Trade Stocks Online, 1.1% less likely to pay
with their Debit Card.

Investments Owned Adults 25-64
i
et

14.5%

17.0%

. e
21.7%
7%

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

529 Plan / College Savings Plan

Financial Services Has and/or Uses: Adults 25 - 64

Other (Crypto / NFTs / Metals, etc.) 1;:% S.8% 6.6% 529
i o . : P e R
Bonds 5.0% checklls Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill Home Money  Studentloan Personal Loan Certificates of ~ Home  Refinanced
Account card Account Banking Banking Paying Mortgage Market Depasit (CDs) Improvement Home
., 296% Account Loan or Home Mortgage
Second Home or Real Estate Property E 3% Equity loan
 Full-Time Workers who Fund a FIDELITY 401K HST. LOUIS ® Full-Time Workers who Fund a FIDELITY 401K H ST. LOUIS
Professmnal Services Used*: Adults 25 - 64 'm'Past 3-Months Payment Methods Used: Adults 25 - 64
T
Online Investing / Stock Trading
Accountant
Insurance Agent at a Local Office (nat online)
Real Estate Agent 11.5%10.9% 8.9%

Estate Planning :
~ 2.8% (*Past 12 Months)
Divorce / Family Attormey rm’s
¥ Full-Time Workers who Fund a FIDELITY 401K B ST, LOUIS
ST. LOUIS DMA Scarborough R1 2026: Feb25-Feb26 Qual intab 128
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61% 6.3% gog

Store Credit  American

Discover

ApplePay  CashApp  Google Pay

T s EPOO
Debit Card  MasterCard

PayPal Venmo

vIsA Zelle Facebook  Square Cash Samsung Pay
Card Express Messenger
W Full-Time Workers who Fund a FIDELITY 401K ST LOUIS
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10.5% or 130,502 of CINCINNATI DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 93.1% more likely to have a 401K, 52.6%

more likely to have an Auto Loan, 110.% more likely to Invest/Trade Stocks Online, 4.5% less likely to pay with
their Debit Card.

Investments Owned: Adults 25-64 Financial Services Has and/or Uses: Adults 25 - 64

IRA (Individual Retirement Account)

Stocks or Stock Options

23.4%
Mutual Funds - 2.6%
. 20.9%
529 Plan / College Savings Plan m-!?ﬁ

Money Market Funds El]l:;“

Second Home or Real Estate Property Ei_‘z":"

11.3%
5.7% 1.0%

9.2%

Other (Crypto / NFTs / Metals, etc.) % Chechm Debitor ATM  Savings  CreditCard  Online Mobile Online Bill Auto loan  Studentloan Mmey Personal Loan Certificates of Refinanced Home
Account card Account Banking Banking Paying Depasit (CDs) Home Improvement
Bond: 3% Acwunt Mortgage Loan or Home
ongls 59% Equity Loan
¥ Full-Time Workers who Fund a FIDELITY 401K W CINCINNATI ¥ Full-Time Workers who Fund a FIDELITY 401K B CINCINNATI
Professional Serwces Used *: Ad ults 25-64 T\ Past 3-Months Payment Methods Used: Adults 25 - 64
Tax Preparation Service 216 pe=y 17.4%

Online investing / Stock Trading
Financial Planner
Accountant

Insurance Agent at a Local Office (not online)

Real Estate Agent

Em
Estate Planning EZ :;*

7 8.8% X
h [
0.3%

3.1% (*Past 12 Months) visa Venmo  DebitCard MasterCard Zelle ApplePay  Cash App Guogle Pay American Store Credit  Discover  SquareCash  Facebook Samsung Pay
Divorce / Family Attormey rl.z!G Express card Messenger
# Full-Time Workers who Fund a FIDELITY 401K H CINCINNATI W Full-Time Workers who Fund a FIDELITY 401K B CINCINNATI

CINCINNATI DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 117
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Adults

9.5% or 105,370 of WEST PALM BEACH DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.

25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 109.6% more likely to have a 401K, 62.2%

more likely to have an Auto Loan, 103.8% more likely to Invest/Trade Stocks Online, 35.4% less likely to pay
with their Debit Card.

E"‘ﬁ?‘mvestments Owned: Adults 25 - 64

401K Plan 525,050 47.7%

IRA (Individual Retirement Account) 353 i';‘ %

Stocks or Stock Options

18.9%
Mutual Funds 12.1%
Money Market Funds E"fz;

Other (Crypto / NFTs / Metals, etc.) mmﬁzo'm

3 13.4%
Bonds E G.2%

Financial Services Has and/or Uses: Adults 25 - 64

8.9%

S9% 31% 2% 1a% 16%
=u B 2 e e
Money  Certificates of Personal Loan Studentloan Home Refinanced

a0z sssus e

ik s o7 I . e
Second Home or Real Estate Property % Checking Debitor ATM  Savings  CreditCard  Online Mobile  Online Bill
Account card Account Banking Banking Paying Market  Deposit (CDs) Improvement Home
529 Plan / College Savings Plan ¢ ,‘,ﬁ Hozouit 1:‘:.:;?:;“9 WMortgage
® Full-Time Workers who Fund a FIDELITY 401K W WEST PALM BEACH  Full-Time Workers who Fund a FIDELITY 401K B WEST PALM BEACH

Professional Services Used*: Adults 25 - 64

Tax Preparation Service 203,603 ARA%
'159.429 14.4%
25,29 24.0%
123,198 11.1%
. @ @

! t at a Local Office (not onli £
SE— T}
8.6%
et e et
B 4.5%
Estate Planning Ea,o%

Online Investing / Stock Trading
Accountant

Financial Planner

*Past 12 Months,
Divorce / Family Attorney m;.z% r )
 Full-Time Workers who Fund a FIDELITY 401K W WEST PALM BEACH

'E'Past 3-Months Payment Methods Used: Adults 25 - 64

10.6%
8.6%
T 5.6%

Venmo Apple Pay  Cash Ap, GooglePay  American  Store Credit  Discover  Square Cash  Facebook Samsung Pay
Express Card Messenger

W oo

Debit Card  MasterCard

Visa

¥ Full-Time Workers who Fund a FIDELITY 401K W WEST PALM BEACH

WEST PALM BEACH DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 123
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 3 days, 4 hours, 47 minutes and 20
seconds each week with All Forms of Media.

84.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 8 hours and 28 minutes each week listening to All
Local AM/FM Radio, representing 9.3% of total time spent with all forms of Media.

Weekly Avg. H:M:S/week with All Forms of Media:
Reach %: Adults 18 or older
N S
C
e 56.9%
Full-Time Workers who Fund a usA
FIDELITY 401K

® Full-Time Workers who Fund a FIDELITY 401K m USA

usA USA Projection Searborough R1 2026: Jan25-Mar26 Qual Intab 2,612 Scarborough R1 2026: Jan25-Mor26  USA Projection  Scarborough R12026: Jan25-Mar26 ~ Qual Intab 24,3 Hubba rd Share of Everything
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 3 days, 1 hours, 55 minutes and 15
seconds each week with All Forms of Media.

90.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 7 hours and 36 minutes each week listening to All
Local AM/FM Radio, representing 9.3% of total time spent with all forms of Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 3 days, 6 hours, 45 minutes and 41
seconds each week with All Forms of Media.

90.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 8 hours and 17 minutes each week listening to All
Local AM/FM Radio, representing 9.5% of total time spent with all forms of Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 3 days, 3 hours, 22 minutes and 56
seconds each week with All Forms of Media.

85.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 8 hours and 26 minutes each week listening to All
Local AM/FM Radio, representing 9.6% of total time spent with all forms of Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 2 days, 21 hours, 16 minutes and 2
seconds each week with All Forms of Media.

78.7% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 7 hours and 36 minutes each week listening to All
Local AM/FM Radio, representing 8.6% of total time spent with all forms of Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 2 days, 7 hours, 12 minutes and 57
seconds each week with All Forms of Ad-Supported Media.

79.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 7 hours and 29 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 10.7% of total time spent with all forms of Ad-Supported Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 2 days, 4 hours, 1 minutes and 40
seconds each week with All Forms of Ad-Supported Media.

85.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 6 hours and 42 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.% of total time spent with all forms of Ad-Supported Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 2 days, 9 hours, 46 minutes and 35
seconds each week with All Forms of Ad-Supported Media.
86.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 7 hours and 51 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.8% of total time spent with all forms of Ad-Supported Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 2 days, 7 hours, 42 minutes and 50
seconds each week with All Forms of Ad-Supported Media.
82.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 7 hours and 58 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.8% of total time spent with all forms of Ad-Supported Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 2 days, 2 hours, 0 minutes and 46
seconds each week with All Forms of Ad-Supported Media.
77.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 7 hours and 28 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 11.5% of total time spent with all forms of Ad-Supported Media.
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 7 hours and 53
minutes each day with All Forms of Ad-Supported Media. 79.1% listen to Local AM/FM Radio for an
avg. of 64.2 minutes/day.

(Local Radio delivers 10.7% of Time with Ad-Supported Media.)
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Top-13 All Forms of Media (Persons & % Reach): Adults 25 - 64
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 8 hours and 15
minutes each day with All Forms of Ad-Supported Media. 86.5% listen to Local AM/FM Radio for an
(Local Radio delivers 11.8% of Time with Ad-Supported Media.)
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 7 hours and 57
minutes each day with All Forms of Ad-Supported Media. 82.2% listen to Local AM/FM Radio for an

avg. of 68.3 minutes/day. (Local Radio delivers 11.8% of Time with Ad-Supported Media.)
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Groc:rvswms Y -
Search (Google, Bing, etc.)

Billboards & Signs (Weekly Drivers) Fmatl/’Tex’r/IM/?

Billboards & Signs
Facebook (Weekly Drivers)
57.2

/Weather /Sports ites/Apps)
aceboo Local AM/FM Radio Work)
! « Billboards & Signs -'.;_4 48.9

e} m |

Local TV Stations

Games/Fant | Amazon

97.4

80.6
oo wescon - P VR s Hourseintes oy it 1 P T
‘ of ia- Adults 25 - 64 Search (Google, | @sv/Betting | Prime/IMD
Email/Text/IM/Zoom,ete. (Persanal & Work) m g Bing, etc.) Sites... b/FireTv...
e I o0 . s | |

Amazen Prime /IMDb/FireTV

Gas Stations/ Convenience Stores m | s 51.6%

0.3%
Full-Time Workers who CINCINNATI Local TV Stations

e o T el Vst
et — T

(Personal & Netflix

Work)

43.0
Games/F  News/ Gro
antasy/B  Weathe cery
Search (Google, etting  r/Spor.. St..

Local AM/FM Radio Bing, etc.) Sites

74.2 33.3 253 Bankin... G..

# Full-Time Workers who Fund a FIDELITY 401K = CINCINNATI ¥ Full-Time Workers who Fund a FIDELITY 401K B CINCINNATI
Top-13 All Forms of Ad-. Suggorted Media (Persons & % Reach): Adults 25 - 64 Top-13 All Forms of Ad-Supported Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
{Averoge Week) Total Persons: 3 LM

Sresy s

Search (Google, bing, tc) _H'I"'
Billboards & Signs (Wee kly Drivers) Billboards & Signs
" 1 (Web Local AM/FM Radio (Weekly Drivers)

Local TV Stations
Local AM/FM Radio 74.0

Billboards & Signs

Eactinok tweeg[;"ws] Email/Text/IM/Z Amazon
Email/Text/IM/Zaom,etc. [Personal & Work] m Avg. Hours+Minutes/day with All 5 . s i Prime/IMDb/F
s - m Forms of Ad-Supported Media: ) SO ireTV Facebook
738,244 Adults 25 - 64 . x 319 296

Local TV Stations Emall/Text/IM Search
94.6 S (Google,
Bing, etc.)
Facebook rk)... 333

49.1
Local TV Stations

Shoppi News/W

i = Shoppin News/Wea
ium Cable rks A ; S 4
Non-Premium Cable TV Netwol n,,,,.,.m_ @ g (incl. ther/Spo... Amazon ng (incl. eather...
Amazon Prime/mob/FireTv 8 5 ; vsoge % Sz m Non-Premium | Search (Google, | Food/Au Fincta Non-Premium Cable | Prime/IMDb/Fir ~ Food/A finstag
ing (i i m Eull e Workers who CRICIMNAT) Cable TV Networks Bing, etc.) ctions/T | gram TV Networks etV uctions ram | Groce G
Shopping (incl. Food/ Auctions/Travel,etc.) m 0o Fund a ADELITY 401K % 74.0 36.4 ravele.. | 193 | Groc.. |G 78.9 427 [Trav... | 939 . a
il 552520 | oo i
= Full-Time Workers who Fund a FIDELITY 401K m CINCINNATI ¥ Full-Time Workers who Fund a FIDELITY 401K B CINCINNATI
CINGINNATI  DMA  Scarborough R12026: Feb25-Feb26 ~ Qual Intab 117 = """: o fA Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - S ARYERLRG. o

[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]



Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 7 hours and 8
minutes each day with All Forms of Ad-Supported Media. 77.2% listen to Local AM/FM Radio for an

avg. of 64. minutes/day. (Local Radio delivers 11.5% of Time with Ad-Supported Media.)
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- 12,512,195 or 79.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 64.2 minutes every day representing 35.2% of all
time spent daily with Ad-Supported Audio.
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- 290,323 or 85.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 57.5 minutes every day representing 35.2% of all
time spent daily with Ad-Supported Audio.
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- 123,391 or 86.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
@?‘ ))m Supported Local AM/FM Radio for an average of 67.3 minutes every day representing 40.6% of all
P time spent daily with Ad-Supported Audio.
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- 107,327 or 82.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 68.3 minutes every day representing 44.% of all
time spent daily with Ad-Supported Audio.
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- 81,330 or 77.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 64. minutes every day representing 38.9% of all
time spent daily with Ad-Supported Audio.
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. 12,512,195 or 79.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 64.2 minutes every day representing 35.2% of all
time spent daily with Ad-Supported Audio.
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290,323 or 85.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 57.5 minutes every day representing 35.2% of all
time spent daily with Ad-Supported Audio.
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- 123,391 or 86.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 67.3 minutes every day representing 40.6% of all
time spent daily with Ad-Supported Audio.
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107,327 or 82.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 68.3 minutes every day representing 44.% of all
time spent daily with Ad-Supported Audio.
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Weekly
Reach % 77.2%

time spent daily with Ad-Supported Audio.

81,330 or 77.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 64. minutes every day representing 38.9% of all
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Local AM/FM Radfo Formats (Persons & % Reach): Adults 25 - 64

{Average Week)

Adult Contemporary
Pop Contemporary Hit Radio
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12,512,195 or 79.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio. The Top-5 Formats are Adult Contemporary, Pop Contemporary Hit Radio,
Country, Classic Rock, and Classic Hits.
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Local AM/FM Radfo Formats (Persons & % Reach): Adults 25 - 64
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290,323 or 85.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Hot AC, Country, Pop Contemporary Hit Radio, Active Rock,
and Classic Rock.
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123,391 or 86.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are New Country, Classic Hits, Classic Rock, Adult Hits, and Hot

Local AM/FM Radio Farmats (Persons & % Reach): Adults 25 - 64
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107,327 or 82.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Country, Adult Contemporary, Hot AC,
News/Talk/Information, and Album Oriented Rock.

Local AM/FM Radio Formats (Persons & % Reach): Adults 25 - 64
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Local AM/FM Radio Formats (Persons & % Reach): Adults 25 - 64

(Average Week)
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81,330 or 77.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-Supported
Local AM/FM Radio. The Top-5 Formats are Pop Contemporary Hit Radio, Adult Contemporary, Classic
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® Full-Time Workers who Fund a FIDELITY 401K mUSA

9,671,282 or 61.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 76.4 minutes every day representing 30.5% of all time
spent daily with Ad-Supported Video.
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Avg. Week All Video (Persons & % Reach): Adults 25 - 64
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195,017 or 57.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 89.1 minutes every day representing 31.5% of all time
spent daily with Ad-Supported Video.
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54,605 or 51.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-Supported
Local TV Stations for an average of 48. minutes every day representing 21.5% of all time spent daily
with Ad-Supported Video.

Avg Day All Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64

Amazon 116
Prime/IMDb/F
ireTv AppleTv | Para Pea

Premiu
m Cable

Netflix v
235 Netw...

Hulu/Hulu + | YouTube
Live TV... Video...

Roku
+... ey...

TikTok

25.4 +,fubo m... s

Local TV Stations The Roku
77.0

Non-Premium Cable TV
Networks

Amazon
Prime/IMDb/Fir Netflix
eTv... 275

Roku + Hulu/Hul
u + Live

YouTub Channe... TV

e Video

B TikTok

16.4
Premiu
m Cable AppleTV+
70.5 V... ,fubo,Pl...

» Full-Time Workers who Fund a FIDELITY 401K

B WEST PALM BEACH

Avg. Week Ad-Supported Video (Persons & % Reach): Adults 25 - 64

Non-Premium Cable TV...

Local TV Stations

Amazon Prime/IMDb/FireTV
YouTube Video

TikTok

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

Netflix

Roku + The Roku Channel
Disney+

Premium Cable TV Networks

Total Persons:

02 62.0%

Supported Video: Adults 25 - 64

 —— =g EX
B oo

0. Full-Time Workers who WEST PALM BEACH
_ 0.832 Fund a RDELITY 401K

® Full-Time Workers who Fund a FIDELITY 401K B WEST PALM BEACH

WEST PALM BEACH DMA Scarborough R1 2026: Jan25-Jan26 Qual Intab 123

All Graphs and soefa.ai Data Modeling Copyright @ 2026 Hubbard Broadcasting, inc. LLC. Al rights reserved.

Avg. Day Ad-Supported Video (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64

Avg. Hours+Minutes/day with Ad-

YouTu
Non-Premium Cable

Amazon
Prime/IMDb/Fir
Local TV Stations elVv
48.0 404

Hulu/ Netflix

be [ Tikio |
” Live

Video v k

12.5 16 A

Local TV Stations .
743 ™v Video

Amazon YouTu
Prime/IMDb/Fire be

48.2 24.9

Hulu/Hul Appl...
u+...

Non-Premium Cable TV TikTo
Networks k Netflix

68.0 16.4 10.7

o Full-Time Workers who Fund a FIDELITY 401K

= WEST PALM BEACH

li ® Share of Everything
_al for Anything _

[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]



9,671,282 or 61.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 76.4 minutes every day representing 30.5% of all time
spent daily with Ad-Supported Video.
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195,017 or 57.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 89.1 minutes every day representing 31.5% of all time
spent daily with Ad-Supported Video.
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104,916 or 73.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-

@? }‘m Supported Local TV Stations for an average of 98.8 minutes every day representing 40.3% of all time
) spent daily with Ad-Supported Video.
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89,917 or 68.9% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-Supported
Local TV Stations for an average of 74. minutes every day representing 31.9% of all time spent daily
with Ad-Supported Video.
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54,605 or 51.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-Supported
Local TV Stations for an average of 48. minutes every day representing 21.5% of all time spent daily
with Ad-Supported Video.
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Ad-Supported Local TV Station Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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104,916 or 73.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations. The Top 6-Programs are Local News - Evening, Sports, Local News -
Morning, Comedies, Movies, and Dramas.

Local TVStat:on Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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Local TVStatron Programs (Persons & % Reach): Adults 25 - 64

(average weel
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[ 89,917 or 68.9% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-Supported
Local TV Stations. The Top 6-Programs are Sports, Comedies, Game Shows, Local News - Evening,
Local News - Morning, and Movies.

Local TVStat:on Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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Local TV Station Programs (Persons & % Reach): Adults 25 - 64

(average week)

Comedies

Sports

Local News - Evening
Local News - Morning
Food/Cooking Shows
Movies

Game Shows

Dramas

Documentaries

National /Network News
Mystery/Suspense/Crime
Court Shows

Local News - Late

Totol Rersons:

e ]
P — U
m

Avg. Hours+Minutes/day with Local
TV Stations: Adults 25 - 64

mossy [N

Full-Time Workerswho ~ WEST PALM BEACH
Fund a ADELITY 401K

20 5%

¥ Full-Time Workers who Fund a FIDELITY 401K W WEST PALM BEACH

Local TVStatJon Programs (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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' 54,605 or 51.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-Supported
Local TV Stations. The Top 6-Programs are Sports, Game Shows, Local News - Evening, Comedies,
Court Shows, and Dramas.
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[ 13,049,020 or 82.4% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-
Supported Social Media for an average of 145.7 minutes every day representing 25.5% of all time
spent daily with Ad-Supported Digital Media.
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Avg. Week All Qigital (Persons & % Reach): Adults 25 - 64

276,916 or 81.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 91.4 minutes every day representing 16.7% of all time spent daily
with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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111,713 or 78.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 134.8 minutes every day representing 25.4% of all time spent daily
with Ad-Supported Digital Media.
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Avg. Week All Qigital (Persons & % Reach): Adults 25 - 64

91,084 or 69.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 129.1 minutes every day representing 26.4% of all time spent daily
with Ad-Supported Digital Media.

Avg. Day All Digital (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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[ 89,501 or 84.9% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 143.5 minutes every day representing 26.4% of all time spent daily
with Ad-Supported Digital Media.
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12,005,622 or 75.9% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-
Supported Facebook for an average of 49.5 minutes every day representing 34.8% of all time spent
daily with Ad-Supported Social Media.
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257,737 or 76.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 26.1 minutes every day representing 28.5% of all time spent daily with
Ad-Supported Social Media.
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111,713 or 78.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 38.6 minutes every day representing 31.8% of all time spent daily with
Ad-Supported Social Media.
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91,084 or 69.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 29.6 minutes every day representing 25.8% of all time spent daily with
Ad-Supported Social Media.
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89,501 or 84.9% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 47.2 minutes every day representing 32.9% of all time spent daily with
Ad-Supported Social Media.
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| 12,005,622 or 75.9% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-
Supported Facebook for an average of 49.5 minutes every day representing 34.8% of all time spent
daily with Ad-Supported Social Media.
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257,737 or 76.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 26.1 minutes every day representing 28.5% of all time spent daily with
Ad-Supported Social Media.
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76.0%

"Share of Ad-Supported Social Media"
PR 200

Full-Time Workers who MINNEAPOLIS-ST. PAUL
Fund a FIDELITY 401K

% of Weekly

Time Spent wil
sl 47.7%
Social Media:

50.0%

41.5%
37.1%

36.9%

32.2%
29.4%

24.5%

22.9% 22 5% 22.5% 23:9%

%
36/ 40/ 42/

169,618 930,957 140,963 688 610 77,683 567 635 76,280 603,111

21.1%

16 0%
13.0%

3.2%
L F

54,355 531,866

Weekly
Total
Persons
Reached:

257,737 2,006,683 105,524 935,763 161,738 1,139,062 99,731 812,423

83,097 328,084
Ave;-se Facebook YouTube Video Instagram TikTok Linkedin Reddit Snapchat WhatsApp Pinterest
Daily Minutes
Using Ad~5up

] FuII-Tlme Workers who Fund a FIDELITY 401K H MINNEAPOLIS-ST. PAUL

MINNEAPOLIS-ST. PAUL ~ DMA  Scarborough R1 2026: Feb25-Feb26  QualIntab 143 MINNEAPOLIS-ST. PAUL DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 1,934 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. i for Anything _ =

[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]



| 111,713 or 78.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 38.6 minutes every day representing 31.8% of all time spent daily with
Ad-Supported Social Media.

Weekly Avg. Hours+Minutes/day with Ad-Supported
Reach % 7g 394 77.2% Social Media: Adults 25 - 64

"Share of Ad-Supported Social Media"

57.4%

Full-Time Workers who ST. LOUIS

Fund a FIDELITY 401K
34.9% 36.9% 36.9%
31.9%
29.1% 28.1%
21.9% 21.4% 19.8%
17.6% )
14.1% 12.2%
10.7%
6.1%
e

81,906 560,896 45,555 592,256

% of Weekly

Time Spent wi
Ad-Supported
Social Media:

50.5%

20,5% 40.8%

I 14.4%

Weekly
Total

Persons
Reached:

111,713 1,239,116

71,952 763,626

Average Facebook Instagram
Daily Minutes

Using Ad-Supported

57,727 655,063
YouTube Video

41,439 352,279
Linkedin TikTok X Reddit Snapchat WhatsApp Pinterest

52,555 450,541 20,107 343,990 25,069 196,129 16,017 317,825

® Full-Time Workers who Fund a FIDELITY 401K m ST. LOUIS
ST. LouIs DMA Searborough R1 2026: Feb25-Feb26 Qual Intab 128 ST.LOUIS  DMA  Scarborough R12026: Feb25-Feb26  Qual Intab 1,956 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. soeﬁ- for Anything _ =

[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]



91,084 or 69.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 29.6 minutes every day representing 25.8% of all time spent daily with
Ad-Supported Social Media.
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89,501 or 84.9% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 47.2 minutes every day representing 32.9% 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: 1,316,426;
Local Radio: 806,237; Social Media: 774,283; Non-Prem. Cable: 369,887; Local TV: 307,530
reaching Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.

6,000,000

5,000,000

4,000,000

3,000,000

2,000,000

1,000,000

0

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K

A N O ’°m°~9~é!au°c8u°«‘2=aﬁoﬁ
m«f@@#o@@@@@qg*‘* &«gh««@sq«#&
Mon-Fri Local AM/FM Radio AQH e M on-Fri Local TV Station AQH

e Mon-Fri Non-Premium Cable TV AQH e Mon-Fri Social Media AQH

e Mon-Fri Digital Media (Less Social) AQH

06‘

!\,Q

50,000,000

45,000,000

40,000,000

35,000,000

30,000,000

25,000,000

20,000,000

15,000,000

10,000,000

5,000,000

(Mon-Fri 12am-12mid Ad-Supported Media Usage by AQH)
USA Metro Area Adults 25 - 64

PP PP B D PP PO R R R R R R R R RS

O&N'o@opw@@%@o,gg &&»ﬁaﬁ"i@‘qeﬁ&&

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

UsA

USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 2,613

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

{({Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan] AND Investmer

® Share of Everything

Soef'a for Anything _

nstitutions use: Fidelity}]




M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 18,250; Social Media: 17,078; Non-Prem. Cable: 6,187; Local TV: 5,852
reaching Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.
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‘ M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 11,660;
Local Radio: 8,052; Social Media: 7,530; Local TV: 4,263; Non-Prem. Cable: 3,773 reaching
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Radio: 6,814; Social Media: 6,144; Non-Prem. Cable: 3,317; Local TV: 2,896 reaching
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 5,286; Local Radio: 5,276; Non-Prem. Cable: 2,093; Local TV: 1,680 reaching
Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.

All Other Digital Media: 6,473;
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15,431,695 or 97.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an
average of 45.9 minutes per day driving, seeing Billboards and Signs. 67.% Listen to Local Radio
Stations Out-of-Home for an average of 45.3 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 64
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- 334,256 or 98.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 43.1 minutes per day driving, seeing Billboards and Signs. 72.5% Listen to Local Radio Stations
Out-of-Home for an average of 40.6 minutes/day.
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-

142,202 or 99.7% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 65.1 minutes per day driving, seeing Billboards and Signs. 73.3% Listen to Local Radio Stations
Out-of-Home for an average of 47.5 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 64
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129,473 or 99.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 80.6 minutes per day driving, seeing Billboards and Signs. 69.7% Listen to Local Radio Stations
Out-of-Home for an average of 48.2 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 64
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Top-13 Ad-Supported Out-of-Home Media (Persons & % Reach): Adults 25 - 64
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Top-13 Ad-Supported Out-of-Home Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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- 103,293 or 98.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of
42.7 minutes per day driving, seeing Billboards and Signs. 65.4% Listen to Local Radio Stations Out-
of-Home for an average of 45.2 minutes/day.

Top-13 Out-of-Home Medla (Persons & % Reach): Adults 25 - 64
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15,431,695 or 97.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of
45.9 minutes per day driving, seeing Billboards and Signs representing 31.2% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 - 64
Reach % “Share of Ad-Supported OOH Media"
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334,256 or 98.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 43.1

minutes per day driving, seeing Billboards and Signs representing 33.8% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 - 64
Weekly
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142,202 or 99.7% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 65.1

minutes per day driving, seeing Billboards and Signs representing 40.4% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported
Out-of-Home Media: Adults 25 - 64
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129,473 or 99.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 80.6
minutes per day driving, seeing Billboards and Signs representing 44.7% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 - 64
Reach % "Share of Ad-Supported OOH Media"
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103,293 or 98.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 42.7
minutes per day driving, seeing Billboards and Signs representing 33.2% of all Time Spent with Ad-
Supported Out-of-Home Media.

Avg. Hours+Minutes/day with Ad-Supported

Out-of-Home Media: Adults 25 - 64
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 64
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¥ Full-Time Workers who Fund a FIDELITY 401K

MINNEAPOLIS-ST. PAUL DMA

Scarborough R1 2026: Feb25-Feb26

334,256 or 98.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 43.1 minutes per day driving an average of 25.1 miles each day and are 62.8% more likely to use
Lake Street than the Metro average.
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Top-26 Residential Zip Codes: Adults 25 - 64
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Employment Zip Codes: Adults 25 - 64
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Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 64
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¥ Full-Time Workers who Fund a FIDELITY 401K

ST. LOUIS DMA

Scarborough R1 2026: Feb25-Feb26

142,202 or 99.7% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 65.1 minutes per day driving an average of 37.9 miles each day and are 58.1% more likely to use
Manchester Road/Highway 100 than the Metro average.
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129,473 or 99.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 80.6 minutes per day driving an average of 46.9 miles each day and are 96.1% more likely to use
Loveland - Madeira Road than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 64 Top-26 Residential Zip Codes: Adults 25 - 64 Top-26 Employment Zip Codes: Adults 25 - 64
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103,293 or 98.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of
42.7 minutes per day driving an average of 24.9 miles each day and are 47.6% more likely to use
Northlake Blvd than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 64
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3,566,833 or 22.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 25.8% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 - 64
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Avg. Week All Print Mgdiq (Persons & % Reach): Adults 25 - 64
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. 90,829 or 26.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Direct Mail
Advertising (excluding Catalogs) for an average of 7.4 minutes every day representing 27.5% of all
time spent daily with All forms of Print Media.
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. 19,910 or 14.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.8 minutes every day representing 35.4% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Mgdiq (Persons & % Reach): Adults 25 - 64
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Avg. Week All Print Mgdiq (Persons & % Reach): Adults 25 - 64
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. 24,311 or 18.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 8.7 minutes every day representing 26.6% of all time
spent daily with All forms of Print Media.
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. 15,040 or 14.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 6.7 minutes every day representing 25.% of all time
spent daily with All forms of Print Media.

Avg. Week All Print Media (Persons & % Reach): Adults 25 - 64
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