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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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11.3% or 571,416 of CHICAGO 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 42.5 years old (5.1% younger than
average) and have a $183,309 (51.9% higher than average) annual household income.
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13.4% or 522,400 of WASHINGTON, DC DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
@a‘ — Typical Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K are 45.8 years old (2.4% older than
» average) and have a $203,990 (37.6% higher than average) annual household income.
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12.7% or 390,837 of SEATTLE-TACOMA 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 43.1 years old (2.% younger than
average) and have a $187,003 (36.5% higher than average) annual household income.
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9.7% or 298,272 of PHOENIX 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 43.7 years old (1.3% younger than
average) and have a $184,738 (61.2% 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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Employment: Adults 25 - 64

11.3% or 571,416 of CHICAGO 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 78.4% more likely to be a college

graduate, 51.1% more likely to work full-time, 23.7% more likely to be married, .9% less likely to be a
parent of 1 or more children under 18.
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Employment: Adults 25 - 64
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13.4% or 522,400 of WASHINGTON, DC 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 54.8% more likely to be a college

graduate, 39.6% more likely to work full-time, 17.7% more likely to be married, 19.5% less likely to be a
parent of 1 or more children under 18.
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12.7% or 390,837 of SEATTLE-TACOMA 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 43.8% more likely to be a college
graduate, 57.8% more likely to work full-time, 18.6% more likely to be married, .5% less likely to be a
parent of 1 or more children under 18.
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Employment: Adults 25 - 64
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9.7% or 298,272 of PHOENIX 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 59.9% more likely to be a college
graduate, 57.7% more likely to work full-time, 36.1% more likely to be married, 14.4% less likely to be a
parent of 1 or more children under 18.
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114t b Stage in Life: Adults 25 - 64
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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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11.3% or 571,416 of CHICAGO 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 21.7% more likely to own their home,

7.5% more likely to own a higher valued home, 7.4% more likely to have a single-family home, 13.3%
more likely to have a dog.
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13.4% or 522,400 of WASHINGTON, DC 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 31.1% more likely to own their home,
3.6% more likely to own a higher valued home, 9.9% more likely to have a single-family home, 37.% more
. likely to have a dog.
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12.7% or 390,837 of SEATTLE-TACOMA 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 26.1% more likely to own their home,

2.3% more likely to own a higher valued home, 21.% more likely to have a single-family home, 5.3% more
likely to have a dog.
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' 9.7% or 298,272 of PHOENIX 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 40.4% more likely to own their home,

22.1% more likely to own a higher valued home, 15.4% more likely to have a single-family home, 22.3%

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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11.3% or 571,416 of CHICAGO 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 13.1% more likely to look up D-I-Y advice
online, 3.1% more likely to always vote in local elections, 38.4% more likely to belong to a gym, 22.% more

=

likely to fly domestic past yr.
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13.4% or 522,400 of WASHINGTON, DC 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 13.2% more likely to look up D-I-Y advice
online, 25.9% more likely to always vote in local elections, 43.3% more likely to belong to a gym, 18.8%

more likely to fly domestic past yr.
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12.7% or 390,837 of SEATTLE-TACOMA 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% less likely to look up D-I-Y advice
online, 1.1% less likely to always vote in local elections, 60.6% more likely to belong to a gym, 16.2% more
likely to fly domestic past yr.
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&

» more likely to fly domestic past yr.

9.7% or 298,272 of PHOENIX 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 38.8% more likely to look up D-I-Y advice
online, 18.8% more likely to always vote in local elections, 60.9% more likely to belong to a gym, 26.6%
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Past 30-days QSR Users: Adults 25 - 64

- R

1 time

2 times

12.9%
11.9%
10.2%
= Full-Time Workers who Fund a FIDELITY 401K

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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i =

Past 30-days QSR Users: Adults 25 - 64

i Iu 1 time
4 times
5 times

10times or more

= Full-Time Workers who Fund a FIDELITY 401K

Total Manthly QSR Users:

uCHICAGO

Avg. Monthly QSR Meals:

likely to smoke cigarettes.

11.3% or 571,416 of CHICAGO 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 9.5% more likely to use QSRs past mo.,
22.5% more likely to use Sit-Down Restaurants past mo., 16.4% less likely to use Casinos past yr., 83.3% less

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

. 1time 16.6%

2 times

16.1%

3 times

4 times 9.5%

5 times 6.0%

6 -9 times

10times or more

= Full-Time Workers who Fund a FIDELITY 401K

hly Sit-Down R
85.6%

m CHICAGO
hly Sit-Down Re ant Meals:

Total M

Users: Avg. M
69.9%

Drank Past 30-days. Adults 25 - 64

AT D
o
s e
ot e
Domestic Light Beer
Microbrew / Craft Beer 30.5% i

Liquor

= Full-Time Workers who Fund a FIDELITY 401K u CHICAGO

CHICAGO DMA Scarborough R1 2026: Feb25-Feb26

- ¥

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

il -z

Mesican  Chinese  Piza  Coffes  maban  Wings/ Bagel/ Upscale Steakhouse seafood
House / Burgers | Donut/
Caffee Bar spors Bar  Bakery

= FulTime Workers who Fund a FIDELITY 401K B CHICAGO

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund o FIDELITY 401K 31.9%

(e [ il 1,243,907 24.6%

Past 12 months Casmo Activities: Adults 25-64

Slot Machines  pevmpes

Y

Bar / Nightclub

26.7%

Stage Show / Concert

34.5%

Upscale Restaurant

Sports Betting

3.7%

Spa 3.0%

Other Gambling L3%

Used Past 30-days: Adults 25 - 64

2.6% Casinos visited past 12
w Full-Time Workers who Fund a FIDELITY 401K = CHICAGO

Qual Intab 281
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Past 30-days QSR Users: Adults 25 - 64

1time 6.4%

12.2%

® Full-Time Workers who Fund a FIDELITY 401K

Total Monthly QSR Users:
B82.7%

2 times

3 times

4 times

5 times

6-9times

10 times or more

B WASHINGTON, DC

Avg. Monthly QSR Meals:
83.2%

smoke cigarettes.

13.4% or 522,400 of WASHINGTON, DC 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% less likely to use QSRs past mo., 12.%
more likely to use Sit-Down Restaurants past mo., 4.% more likely to use Casinos past yr., 52.4% less likely to

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

¢ Ltme 14.4%

2 times

15.9%

3 times
4 times

5 times 7.8%

6 -9 times 7.6%

10 times or more

m Full-Time Workers who Fund a FIDELITY 401K

Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down Restaurant Meals:
82.3% 73.5%

m WASHINGTON, DC

Drank Past 30-days: Adults 25 - 64

Liquor

Any Type of Beer

1, 98
oo
imported Seac
69,92 A

Domestic Regular Beer

972,467 24.9%
: 23.4%
Microbrew / Craft Beer

Domestic Light Beer

# Full-Time Workers who Fund a FIDELITY 401K W WASHINGTON, DC

WASHINGTON, DC DMA Scarborough R1 2026: Mar25-Mar26
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v Sports Betting

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

Mexican

Chinese Pl Coffes  rafan

Bagel/ steskhouse Upscale  Wings/  Seafood
Doaut Burgers /
Caffee Bar Bakery sports sar

= Full Time Workers who Fund a FIDELITY 401K = WASHINGTON, DC

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund o FIDELITY 401K 33.6%

WASHINGTON, DC B!Eﬁ_ 28.6%

Past 12 months Casino Activities: Adults 25 - 64

Slot Machines pepees 23.2%

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

Stage Show / Concert

Spa i

864

hs: Yes

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 25 - 64

9 90

= Full-Time Workers who Fund a FIDELITY 401K = WASHINGTON, DC

Qual Intab 558
All rights reserved.

i / Cannabis Cigarettes Vape

# Full-Time Workers who Fund a FIDELITY 401K W WASHINGTON, DC
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12.7% or 390,837 of SEATTLE-TACOMA 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 5.8% more likely to use QSRs past mo., 21.%
more likely to use Sit-Down Restaurants past mo., 12.6% less likely to use Casinos past yr., 52.1% less likely

to smoke cigarettes.

Past
€

1 time

12.5%

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 SEATTLE-TACOMA

Avg. Monthly QSR Meals:
80.4%

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

1time 16.5%
2mes
i
some
5 times “
6 -9 times h
10times or more m

= Full-Time Workers who Fund a FIDELITY 401K u SEATTLE-TACOMA
Total Monthly Sit-Down Re Users:  Avg. Monthly Sit-Down R ant Meals:
83.6% 69.1%

Drank Past 30-days. Adults 25 - 64
Any Type of Beer
__

Wina 30.0%

-V
mﬁ v

Imported Beer

Domestic Regular Beer
Domestic Light Beer

Microbrew / Craft Beer

# Full-Time Workers who Fund a FIDELITY 401K HSEATTLE-TACOMA

SEATTLE-TACOMA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

r.nm

Mexican chinese

wmpf upmscle steakhouse seafood
.

caftee m nal!ry

spms n.

= Full-Time Workers who Fund a FIDELITY 401K W SEATTLETACOMA

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)
Full-Time Workers who Fund o FIDELITY 401K 20.3%

SEATTLE-TACOMA [[FTRTE] 20.2%

Past 12 months Casmo Activities: Adults 25 - 64

Slot Machines

31.3%

Table Games (Craps, Poker, etc.) "4“

Bar / Nightclub
Upscale Restaurant
Stage Show / Concert
Sports Betting

Spa

Other Gambling Casinos visited past 12

Used Past 30-days: Adults 25 - 64

= Full-Time Workers who Fund a FIDELITY 401K = SEATTLE-TACOMA

349
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9.7% or 298,272 of PHOENIX 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 6.3% more likely to use QSRs past mo.,
26.9% more likely to use Sit-Down Restaurants past mo., 26.5% more likely to use Casinos past yr., 16.7%
more likely to smoke cigarettes.

Past 30-days QSR Users: Adults 25 - 64

V. Ia 1time

2 times

3times

4 times

5 times

6-9times

10times or more

W PHOENDX

u Full-Time Workers who Fund a FIDELITY 401K

Total Monthly QSR Users: Avg. Monthly QSR Meals:
91.4%

86.0%

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

1:Hme 16.8% |

2 times 14.4%
3 times 13.3%

4 times
5 times

6 -9 times

0.3%

10times or more

® Full-Time Workers who Fund a FIDELITY 401K = PHOENIX

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

89.1% 70.2%

Top-10 Cuisines: Adults 25 - 64

(Sit-Down Restaurants Used Past 30-days)

Iiiihhlnkﬂ

Chinese  Coffee  mafan  wings/ steskhouse Bagel/ Upscale  Seafood
House | urgers / Denue /
Sports Bar

Mexican  pizza

Coffee Bar

= Ful-Time Workers who Fund a FIDELITY 401K B PHOENIX

Full-Time Workers who Fund o FIDELITY 401K 29.4%
20.2%

Used Restaurant Delivery Service Past 30-days (Grubhub, Uber Eats, etc.)

Ll R 620,417

Drank Past 30-days: Adults 25 - 64
A Typa of Saer
tguoe
Wrporesi Besr
Domestic Regular Beer - v
Microbrew / Craft Beer lﬂﬂg% i

W PHOENIX

Domestic Light Beer

Wine

 Full-Time Workers who Fund a FIDELITY 401K
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Table Games (Craps, Poker, etc.)

Upscale Restaurant

Stage Show / Concert

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

Slot Machines 43.0%

Bar / Nightclub  gies
Sports Betting

Other Gambling
1580420

Casinos visited past 12 months: Yes
m PHOENIX

Spa

w Full-Time Workers who Fund a FIDELITY 401K

Used Past 30-days: Adults 25 - 64

Marijuana / Cannabis

Cigarettes

= Full-Time Workers who Fund a FIDELITY 401K
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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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11.3% or 571,416 of CHICAGO 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 95.6% more likely to have a 401K, 36.2%
more likely to have an Auto Loan, 84.9% more likely to Invest/Trade Stocks Online, 4.3% less likely to pay with
their Debit Card.

Investments Owned Adults 25-64

i

IRA (Individual Retirement Account)
Stocks or Stock Options
Mutual Funds

Money Market Funds

15.6%

19.8%
| E5%

Bonds

529 Plan / College Savings Plan

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

B mr

5.4% 6.3% SB% ex 33%
011.7% " v e . o O 1”%
Other (Crypto / NFTs / Metals, etc.) 19% Checking Debitor ATM  Savings  Credit Card Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Personal Loan Refinanced Home
Account card Account Banking Paying Mortgage Market  Deposit (CDs) Home Improvement
SF5% Account Mortgage Loan or Home
Second Home or Real Estate Property ©.3% Eqity Loan
 Full-Time Workers who Fund a FIDELITY 401K W CHICAGO ® Full-Time Workers who Fund a FIDELITY 401K E CHICAGO
Professmnal Services Used *: Adults 25 - 64 T\ Past 3-Months Payment Methods Used: Adults 25 - 64
Financial Planner
Accountant
Insurance Agent at a Local Office (nat online)
Estate Planning b} i
be118.3% 3% o A.6%
Real Estate Agent : - - .. . et e Y
(*Past 12 Months) visa Zelle Venmo  MasterCard DebitCard ApplePay GooglePay CashApp  Discover StoreCredit American SquareCash  Facebook —Samsung Pay
Divorce / Family Attorney card Express Messenger
¥ Full-Time Workers who Fund a FIDELITY 401K B CHICAGO W Full-Time Workers who Fund a FIDELITY 401K M CHICAGO

HICAGO DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 281
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13.4% or 522,400 of WASHINGTON, DC 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 84.1% more likely to have a 401K, 41.7%

more likely to have an Auto Loan, 75.8% more likely to Invest/Trade Stocks Online, 18.6% less likely to pay
with their Debit Card.

Investments Owned: Adults 25-64

401K Plan

IRA (Individual Retirement Account)
Stocks or Stock Options

Mutual Funds

Money Market Funds

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

Second Home or Real Estate Property

1,129508%

28.9%
17.1%
26.8%

20.1%
i 13.0%

16.7%

..,
513.2%
3%

430.0%
A%

¥ Full-Time Workers who Fund a FIDELITY 401K

B WASHINGTON, DC

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

5.1% 4.0%
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
Account Mortgage Loan or Home
Equity Loan

® Full-Time Workers who Fund a FIDELITY 401K B WASHINGTON, DC

Professional Services Used*: Adults 25 64

Tax Preparation Service
2 778,! 581 19.9%

Online investing / Stock Trading

Financial Planner

Accountant

Insurance Agent at a Local Office (not online)
Real Estate Agent

Estate Planning

Divorce / Family Attormey

73! 2.452

5.5%
4.1%

r 9.5%
E 38%

4.5%
2.9%

200.4%
G.8%

# Full-Time Workers who Fund a FIDELITY 401K

WASHINGTON, DC DMA

18.7%

Scarborough R1 2026: Mar25-Mar26

(*Past 12 Months)

B WASHINGTON, DC
Qual Intab

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

Store Credit
Card

Facebook
Messenger

2 3o L s r
PayPal Venmo Debit Card MasterCard  ApplePay  CashApp  Google Pay

visa Zelle

American Discover  Square Cash Samsung Pay
Express

¥ Full-Time Workers who Fund a FIDELITY 401K B WASHINGTON, DC

558
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12.7% or 390,837 of SEATTLE-TACOMA 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 85.9% more likely to have a 401K, 58.1%
more likely to have an Auto Loan, 29.9% more likely to Invest/Trade Stocks Online, 23.6% less likely to pay

with their Debit Card.

Investments Owned: Adults 25 - 64
1,1
; 18.1%

401K Plan

IRA (Individual Retirement Account)

Stocks or Stock Options

Mutual Funds

Money Market Funds mmz"g“
Other (Crypto / NFTs / Metals, etc.) _4 gi:

Bonds

27.4%
11.8%
12.6%
5%
20.8%
§ 0.5%

¥ Full-Time Workers who Fund a FIDELITY 401K

529 Plan / College Savings Plan

Second Home or Real Estate Property

W SEATTLE-TACOMA

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

84% pay 7.4% 88% o0

I 16.1%

Checking  Debit or ATM Credit Card Online Mobile Online Bill Home Auto Loan Money  Certificates of Studentloan Refinanced Personal Loan  Home
Account card Banking Banking Paying Mortgage Market  Deposit (CDs) Home Improvement
Account Mortgage Loan or Home
Equity Loan
¥ Full-Time Workers who Fund a FIDELITY 401K B SEATTLE-TACOMA

l—

'

Professional Services Used*: Adults 25 - 64

Online Investing / Stock Trading

22.7%

Tax Preparation Service

Financial Planner

Accountant n%
Insurance Agent at a Local Office (not online) m% 9%
4.2%
Real Estate Agent M 1.5%
Estate Planning m;’”‘
) 60.7% (*Past 12 Months)
Divorce / Family Attorney E 15%
# Full-Time Workers who Fund a FIDELITY 401K W SEATTLE-TACOMA
SEATTLE-TACOMA DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 349
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Past 3-Months Payment Methods Used: Adults 25 - 64

TLA%101% g5y sa% B o

B W e e

Store Credit Square Cash  Facebook Samsung Pay
Card Messenger

MasterCard  Google Pay

| o

DebitCard  Apple Pay Discover

Zelle Cash App  American
Express

M SEATTLE-TACOMA

¥ Full-Time Workers who Fund a FIDELITY 401K
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9.7% or 298,272 of PHOENIX DMA Adults 25 - 64 are Full-Time Workers who Fund a FIDELITY 401K.
Adults 25 -

more likely to have an Auto Loan, 107.1% more likely to Invest/Trade Stocks Online, 18.7% less likely to pay
with their Debit Card.

64 Full-Time Workers who Fund a FIDELITY 401K are 106.9% more likely to have a 401K, 122.3%

Investments Owned: Adults 25 - 64

401K Plan 1;48(),991 48.3%

IRA (Individual Retirement Account)

ﬁl.mm
sm.nas
E 16.4%

42.5%
23.3%

!!I 11.5%

Stocks or Stock Options

Mutual Funds

Money Market Funds

Second Home or Real Estate Property
Bonds

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

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

9.0%
5.8% 47% 2.0%

7.9%

1 o
ng Debitor ATM  Savings Credit Card

.00 Checki Online Money  Studentloan Certificates of Personal Loan Refinanced Home
Account card Account Banking Market Deposit (CDs) Home Improvement
2 23A8% Account Mortgage Loan or Home
529 Plan / College Savings Plan r_.__;,-, Equity Loan
¥ Full-Time Workers who Fund a FIDELITY 401K u PHOENIX # Full-Time Workers who Fund a FIDELITY 401K HPHOENIX
Professional Services Used*: Adults 25 - 64 'm'Past 3-Months Payment Methods Used: Adults 25 - 64
Tax Preparation Service
Online investing / Stock Trading
it e
act m 26.7%
Insurance Agent at a Local Office (not online) 6% . .
Real Estate Agent W 14.6%
3.9%
Divorce / Family Attorney m 6.5% I‘F% e ]
K *Past 12 Months] visa Store Credit ~ Discover  Square Cash  Facebook Samsung Pay
Estate Planning ["::3: f ) Card Messenger
¥ Full-Time Workers who Fund a FIDELITY 401K B PHOENIX W Full-Time Workers who Fund a FIDELITY 401K B PHOENIX
PHOENIX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 148
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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.

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

Weekly
Reach %:

Adults 18 or older
65:15:22
fiivisi 56.9%
Full-Time Workers who Fund a usA
FIDELITY 401K

® Full-Time Workers who Fund a FIDELITY 401K m USA
usA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 2,613 Scarborough R1 2026: Jan25-Mar26 ~ USA Projection  Scarborough R1 2026: Jan25-Mar26  Qual Intab 24,3 Hubba rd Share of [ver'ything
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Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 2 days, 16 hours, 59 minutes and 26
seconds each week with All Forms of Media.

83.4% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 6 hours and 57 minutes each week listening to All
Local AM/FM Radio, representing 8.9% 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, 15 hours, 50 minutes and 24
seconds each week with All Forms of Media.

72.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 7 hours and 26 minutes each week listening to All
Local AM/FM Radio, representing 8.4% 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, 20 hours, 43 minutes and 16
seconds each week with All Forms of Media.

70.1% 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 All
Local AM/FM Radio, representing 8.% 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, 20 hours, 26 minutes and 38
seconds each week with All Forms of Media.

89.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 9 hours and 16 minutes each week listening to All
Local AM/FM Radio, representing 12.1% 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 1 days, 22 hours, 28 minutes and 20
seconds each week with All Forms of Ad-Supported Media.

79.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 6 hours and 16 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 10.8% 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 1 days, 21 hours, 47 minutes and 47
seconds each week with All Forms of Ad-Supported Media.
68.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 6 hours and 46 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 10.1% 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 1 days, 23 hours, 38 minutes and 38
seconds each week with All Forms of Ad-Supported Media.
67.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an avg. of 6 hours and 37 minutes each week listening to
Local Ad-Supported AM/FM Radio, representing 9.4% 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, 0 hours, 50 minutes and 10
seconds each week with All Forms of Ad-Supported Media.
86.6% 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
Local Ad-Supported AM/FM Radio, representing 15.% 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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(Local Radio delivers 10.8% 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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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 6 hours and 48
minutes each day with All Forms of Ad-Supported Media. 67.3% listen to Local AM/FM Radio for an
avg. of 56.7 minutes/day.

(Local Radio delivers 9.4% of Time with Ad-Supported Media.)
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avg. of 72.7 minutes/day.

Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 6 hours and 58
minutes each day with All Forms of Ad-Supported Media. 86.6% listen to Local AM/FM Radio for an
(Local Radio delivers 15.% 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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- 456,031 or 79.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 53.7 minutes every day representing 36.9% of all
time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 25 - 64 Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
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- 357,709 or 68.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 58. minutes every day representing 37.1% of all
time spent daily with Ad-Supported Audio.

Avg. Week All Audio (Persons & % Reach): Adults 25-64 Avg. Day All Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64

Total Pe % Time Spent:

Local AN/ Radio e ——— 1

Podcasts R —

spotity  FRTRET) T, o

YouTube Music  EFT
e

Apple YouTube
SiriusXm Music Music SiriusXM
18.2 13.6 16.6 16.4

=

SiriusXM -
Podcasts Owned i TV Music Owned

36.3 Musi... Podcasts Channels Music
i 147 13.8

TV Music Channels

Owned Music mm Avg. :n:rsf;“d.-n,:ugdasz with
T e b
ot TR REVPT
Amazon Music
m m’ 8.5% FullTime Workerswho ~ WASHINGTON, DC
Audiobooks m '5 Fund a ADELITY 401K
HeartRadio  FRTAS Bl o 5%°

Pandora : Apple
123 : Mu...

Local AM/FM I Local AM/FM
Radio i All Others YouT | i Radio Spotify All Others
63.8 . 121 ub... 63.1 249 10.3

%
TR TR IR N S T N R T

# Full-Time Workers who Fund a FIDELITY 401K mWASHINGTON, DC # Full-Time Workers who Fund a FIDELITY 401K B WASHINGTON, DC
Avg. Week Ad-. Suggorted Audio (Persons & % Reach): Adults 25 - 64 Avg. Day Ad-Supported Audio (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64
Total Persons: % Time Spent:
Local ANV Rk 5

Docanns M 0.8% 18.3%
TV Music Channels m
YouTube Music M mm o 04
Pandora M
Spoy
IM

TV Music
Podcasts Channels
29.8 15,2

All
Podcasts Others
333 12.9

All Others Avg. Hours+Minutes/day with Ad- m
e an Supported Audio: Adults 25 - 64 m TV Music
422k Channels 5 YouTube Music 5
iHeartRadio m 12.2 Si(;t:tfy 14.7 Spotify Pandora
sivo - P P o Bl : -
Audiobooks o :
Pi— §% FullTime Workerswho  WASHINGTON, DC (0] Local AM/FM Radio Pandora Ll /M2 Local AM/FM Radio | All Others Amazon
owned Music iy 88 Fud 3 FDELITY 01K [0 0 | 58.0 11.7 . - 57.6 115 Music...
Apple Music iy 8038
# Full-Time Workers who Fund a FIDELITY 401K = WASHINGTON, DC ¥ Full-Time Workers who Fund a FIDELITY 401K B WASHINGTON, DC
WASHINGTON, DC DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 558 ® Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. - for Anything _

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



263,206 or 67.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 56.7 minutes every day representing 32.% of all
time spent daily with Ad-Supported Audio.
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- 258,428 or 86.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 72.7 minutes every day representing 38.8% 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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456,031 or 79.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-

Supported Local AM/FM Radio for an average of 53.7 minutes every day representing 36.9% of all
time spent daily with Ad-Supported Audio.
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357,709 or 68.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 58. minutes every day representing 37.1% of all
time spent daily with Ad-Supported Audio.
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263,206 or 67.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 56.7 minutes every day representing 32.% of all
time spent daily with Ad-Supported Audio.
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258,428 or 86.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K listen to Ad-
Supported Local AM/FM Radio for an average of 72.7 minutes every day representing 38.8% of all
time spent daily with Ad-Supported Audio.
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Local AM/FM Radfo Formats (Persons & % Reach): Adults 25 - 64

{Average Week)

Adult Contemporary
Pop Contemporary Hit Radio
Classic Hits

Country

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 Radio Formats (Persons & % Reach): Adults 25 - 64
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 Full-Time Workers who Fund a FIDELITY 401K

456,031 or 79.8% 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, Hot AC, Alternative, Adult
Contemporary, and Album Adult Alternative.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 25 - 64

(Average Week)
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357,709 or 68.5% 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 Adult Contemporary, Country, Classic Hits,
News/Talk/Information, and All News.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 25 - 64
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263,206 or 67.3% 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 Alternative, Classic Rock, Pop Contemporary Hit Radio, Adult

Contemporary, and Country.
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Local AM/FM Radio Formats (Persons & % Reach): Adults 25 - 64

(Average Week)
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258,428 or 86.6% 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 Adult Contemporary, Pop Contemporary Hit Radio, Classic
Hits, Classic Rock, and Hot AC.
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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 A‘L"!..':gfo (Persons & % Reach): Adults 25 - 64
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344,122 or 60.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 48.2 minutes every day representing 29.7% of all time
spent daily with Ad-Supported Video.
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Avg. Week Alrlwvideo (Persons & % Reach): Adults 25-64
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261,949 or 50.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 56.3 minutes every day representing 29.2% of all time
spent daily with Ad-Supported Video.
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166,745 or 42.7% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 65.8 minutes every day representing 24.6% of all time
spent daily with Ad-Supported Video.
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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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344,122 or 60.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 48.2 minutes every day representing 29.7% of all time
spent daily with Ad-Supported Video.
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261,949 or 50.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 56.3 minutes every day representing 29.2% of all time

spent daily with Ad-Supported Video.
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166,745 or 42.7% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations for an average of 65.8 minutes every day representing 24.6% of all time
spent daily with Ad-Supported Video.
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185,001 or 62.% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-Supported
Local TV Stations for an average of 65.7 minutes every day representing 40.7% of all time spent daily
with Ad-Supported Video.
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' 344,122 or 60.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-

@a‘ ETTEE Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Comedies, Local
; News - Morning, National/Network News, and Game Shows.
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261,949 or 50.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K watch Ad-
Supported Local TV Stations. The Top 6-Programs are Sports, Local News - Evening, Local News -
Morning, Dramas, Movies, and National/Network News.
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' 166,745 or 42.7% 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, Mystery/Suspense/Crime,
Local News - Morning, National/Network News, and Dramas.
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' 185,001 or 62.% 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, Local News - Morning, Local News -
Evening, Game Shows, and Court Shows.
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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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419,951 or 73.5% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 148.3 minutes every day representing 30.5% of all time spent daily

with Ad-Supported Digital Media.
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407,805 or 78.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 128.4 minutes every day representing 25.3% of all time spent daily
with Ad-Supported Digital Media.
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309,167 or 79.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 117.1 minutes every day representing 20.% of all time spent daily

with Ad-Supported Digital Media.
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220,893 or 74.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Social Media for an average of 178.8 minutes every day representing 33.8% 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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Avg. Week All Soci:'zl Media (Persons & % Reach): Adults 25 - 64 Avg. Day All Social Media (% Time Spent & Avg. Minutes/day Spent): Adults 25 - 64

401,233 or 70.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 41. minutes every day representing 31.% of all time spent daily with Ad-
Supported Social Media.
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373,965 or 71.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported

@a‘ i Facebook for an average of 38.5 minutes every day representing 31.2% of all time spent daily with
Ad-Supported Social Media.
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294,402 or 75.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 32. minutes every day representing 28.2% of all time spent daily with
Ad-Supported Social Media.
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165,094 or 55.4% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 49.4 minutes every day representing 29.6% 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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401,233 or 70.2% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 41. minutes every day representing 31.% of all time spent daily with Ad-
Supported Social Media.
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373,965 or 71.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 38.5 minutes every day representing 31.2% of all time spent daily with
Ad-Supported Social Media.
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294,402 or 75.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 32. minutes every day representing 28.2% of all time spent daily with
Ad-Supported Social Media.
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165,094 or 55.4% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K use Ad-Supported
Facebook for an average of 49.4 minutes every day representing 29.6% 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.
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M-F 6a-7p Avg. Available Impressions per 15-min. are... All Other Digital Media: 33,775;
Local Radio: 29,124; Social Media: 23,724; Non-Prem. Cable: 10,573; Local TV: 9,995
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: 23,506; Local Radio: 22,875; Non-Prem. Cable: 10,164; Local TV: 7,381
reaching Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.

All Other Digital Media: 29,650;
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M-F 6a-7p Avg. Available Impressions per 15-min. are...
Social Media: 18,156; Local Radio: 17,194; Non-Prem. Cable: 7,087; Local TV: 5,327
reaching Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.

All Other Digital Media: 23,803;
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‘ M-F 6a-7p Avg. Available Impressions per 15-min. are...
Local Radio: 17,153; Social Media: 16,447; Non-Prem. Cable: 8,373; Local TV: 7,045
reaching Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K.

All Other Digital Media: 22,850;
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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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537,451 or 94.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 39.5 minutes per day driving, seeing Billboards and Signs. 67.6% Listen to Local Radio Stations
Out-of-Home for an average of 37.9 minutes/day.

Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 64
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Top-13 Out-of-Home Media (Persons & % Reach): Adults 25 - 64
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487,613 or 93.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 51.9 minutes per day driving, seeing Billboards and Signs. 58.% Listen to Local Radio Stations Out-
of-Home for an average of 40.9 minutes/day.
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367,751 or 94.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 55. minutes per day driving, seeing Billboards and Signs. 57.1% Listen to Local Radio Stations Out-
of-Home for an average of 40. minutes/day.
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290,576 or 97.4% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 69.8 minutes per day driving, seeing Billboards and Signs. 73.4% Listen to Local Radio Stations
Out-of-Home for an average of 51.3 minutes/day.

Top-13 Out-of-Home Media (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.
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minutes per day driving, seeing Billboards and Signs representing 27.1% of all Time Spent with Ad-

@ 537,451 or 94.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 39.5
» Supported Out-of-Home Media.
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Out-of-Home Media: Adults 25 - 64
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487,613 or 93.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 51.9

minutes per day driving, seeing Billboards and Signs representing 34.2% of all Time Spent with Ad-
Supported Out-of-Home Media.
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367,751 or 94.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 55.
minutes per day driving, seeing Billboards and Signs representing 34.5% of all Time Spent with Ad-
Supported Out-of-Home Media.
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290,576 or 97.4% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average of 69.8
minutes per day driving, seeing Billboards and Signs representing 38.5% of all Time Spent with Ad-
Supported Out-of-Home Media.
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537,451 or 94.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 39.5 minutes per day driving an average of 23. miles each day and are 82.2% more likely to use
Ronald Reagan Memorial Tollway (I-88) than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 64
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of 51.9 minutes per day driving an average of 30.2 miles each day and are 37.3% more likely to use I-

@?‘ 487,613 or 93.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
v 66 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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367,751 or 94.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 55. minutes per day driving an average of 32. miles each day and are 129.2% more likely to use
Lake City Way than the Metro average.

Top-26 Ad-Supported Roads Traveled Per Week (Persons & % Reach): Adults 25 - 64
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Top-26 Residential Zip Codes: Adults 25 - 64
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290,576 or 97.4% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K spend an average
of 69.8 minutes per day driving an average of 40.6 miles each day and are 117.7% more likely to use
32nd Street than the Metro average.

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

PHOENIX DMA

Scarborough R1 2026: Feb25-Feb26
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Top-26 Residential Zip Codes: Adults 25 - 64

85041
85015
85254
85205
85086
85213
85353
85024

g ry— 1%
96,098 3.14%

3.29%
: 0.63%
1.72%
2.93%
-45%

Top-26

85041
85015
85201
85207
85086
85213
85040
85215
85224
85225
85257
85255
85034
85260
86336
85301
86303
85331
85004
85018
85253
85028
85353
85054
85043
85286

Employment Zip Codes: Adults 25 - 64

6.18%
68,952 2.25%

5.71%

F 2.00%
£.45%
F 1.95%
1.30%
1.90%
51,585 1.68%
F 1.89%
.28%
1.77%
11.29%
1.68%
1.19%
1.60%
58175 1.90%
1.46%

= Share of Everything
for Anything .

[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]
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[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]
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Top Employment Zip Codes: (Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K)
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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

Total persons: % Time

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

Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspaper(s) (Daily

e  wones
@_ﬂ

Local Daily Newspaper(s) (Sunday)
Books
New York Times (Daily)

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 64

New York Times (Daily+Sunday)
New York Times (Sunday)

‘Wall Street Journal (Daily)

USA Today (Daily)

All Local Weekly Newspapers

Wall Street Journal (Daily)
114

New York Times (Sunday)

11

USA Today (Daily)
10.9

Local Daily
New York Times Newspaper(s)
(Daily+Sunday) {Sunday)
10.4 9.5

Direct Mail

Advertising

Newspaper(s) {exciuding
(Daity Catalogs)

81 6.8

Caralog
s
2.6

Magazines Local Daily

9.0

Local Daily

Newspaper(s)

(Daily+Sunday)
8.8

New York Times (Sunday)

104 New York Times

(Daily+Sunday)
9.8

USA Today (Daily)
104

Local Daily
Newspaper(s)

Wall Street lournal [Daily)  (Daily+Sunday)
104 85

Newspaper(s)

Local Daily
New York Times
(Sunday) (Daily)

93 9.1

Local Daily
Newspaper(s}

(Daily

Catalogs

31
{excluding Catalogs)
67 All Local..

» Full-Time Workers who Fund a FIDELITY 401K

mUSA

Magazines Full-Time Workers who Funda USA
FIDEUITY 401K
Catalogs
u Full-Time Workers who Fund a FIDELITY 401K mUSA
Avg. Week Ad-Supported All Print Media (Persons & % Reach): Adults 25 - 64 Avg.
Totol Persons: % Time Spent:

Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 25 - 64

D st s i) —— YT JER
e —r Y
34,082,941

New York Times [Daily:Sunday)  Pyger 9

Local Daily Newspaper(s) Daily
Local Daily Newspaper(s) (Sunday)
New York Times (Daily)

New York Times (Sunday) 8 907 659 ,,.:
R
calogs AR Rli®™s 2o

Avg. Hours+Minutes/day with Ad-
Wall street Journal (Daily) Supported Print Media: Adults 25 - 64
USA Today (Daily)

All Local Weekly Newspapers
Magazines

Full-Time Workers who Funda
FIDELITY 401K

sooks [ 003

New York Times
(Sunday)
111

Local Daily
Newspaper(s)
New York Times (Dnily) (Sunday)
9.8 9.5

USA Today (Daily)

Local Daily
Newspaper(s) {Daily
8.1

Magatines
9.0

New York Times Newspaper(s)
(DailysSunday) (Daily+Sunday) {excluding Catalogs)
10.4 88 68

Wall Street Journal (Daily)
10.1

New York Times
(Sunday)
104

New York Times
(Daily+Sunday)
9.8

Local Daily Newspaper(s)
(Sunday)
9.3

USA Today (Daily)
10.4

Magazines
8.7

Local Daily Newspaper(s)
(Daily+Sunday)
85

Direct
Mail
Advertisi
ng
(excludin
Local Daily Newspaper(s) €
(Daity Catalogs)

7.7 6.7

® Full-Time Workers who Fund a FIDELITY 401K
USA USA Projection Scarborough R1 2026: Jan25-Mar26 Qual Intab 2,613
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[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]
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Avg. Week All Print Agdediq (Persons & % Reach): Adults 25 - 64
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Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspaper(s) (Daily

Direct Mail Advertising (excluding Catalogs)
Books

All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

Magazines

USA Today (Daily)

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

155,856 or 27.3% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.2 minutes every day representing 29.7% of all time
spent daily with All forms of Print Media.

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 64

Full-Time Workers who Fund a CHICAGO
FIDELITY 401K

u CHICAGO

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

5 Time Spent:

=
Hg

New York Times (Daily)
9.6

Wall Street Journal
{Daily)
9.6

Local Daity
Newspaper(s)
(Daily+Sunday)

New York Times
(Daity+Sunday)

84 9.2

Local Daily
Newspaper(s) (Daily
86 Magatines
1 74

USA Today (Daily)
1.7

USA Today (Daily)
1.4 New York Times New York Times
(Daily+Sunday) (Daity)
10.7 101

Local Daily _
Newspaper(s) it
(Daily+Sunday) Nevspsper(s)
3.0 (Daity
8.1

New York Times (Sunday)

Wall Street Journal (Daily)  Magazines
108 82

Direct Mail
Advertising
(excluding
Catalogs)
6.8

Catalogs
3.1

All Local...

» Full-Time Workers who Fund a FIDELITY 401K

m CHICAGO

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

Local Daily Newspaper(s) (Daily+Sunday)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspaper(s) (Daily

Direct Mail Advertising (excluding Catalogs)
All Local Weekly Newspapers

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Joumal (Daily)

Magazines

USA Today (Daily)

Catalogs

Books

CHICAGO DMA

-
357 028 | 3050
iz ass | ek
P 0%

¥ Full-Time Workers who Fund a FIDELITY 401K
Scarborough R1 2026: Feb25-Feb26

Avg. Hours+Minutes/day with Ad-
Supported Print Media: Adults 25 - 64

FullTime Workers who Fund a CHICAGOD
FIDELITY 401K

B CHICAGO
Qual intab 281
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g. Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 25 - 64

Mew York Times (Daily)
9.6

Wall Street Journal (Daily)
96

Local Daily

New York Times
(Daily+Sunday)
9.4 9.2

Local Daily
Newspaper(s} | USA Today
(Daily {Daily)
86 7.7

Newspaper(s)
(Daily+Sunday)

Magazines

Wall Street journal (Daily)
10.8

USA Today (Daily)
1.4

New York Times
(Daity+Sunday)
10.7 Magazines
82

New York Times
(Sunday) New York Times (Daily) (Daily
113 10.1 8.1

Newspay
(Daily+Sunday)

Local Daily Newspaperls)

Local Daily

Advertisi
ng
{excludin

€
Catalogs)
6.8

® Full-Time Workers who Fund a FIDELITY 401K

= CHICAGO

soefa.ai

[((Employment status: Employed full-time (35 hours or more) AND Investments household has (HHLD): 401k plan) AND Investment institutions use: Fidelity)]
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Avg. Week All Print Media (Persons & % Reach): Adults 25 - 64

Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)
Books

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

Wall Street Journal (Daily)

USA Today (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

120,665 or 23.1% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 9.1 minutes every day representing 24.5% of all time
spent daily with All forms of Print Media.

Total persans:
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 Full-Time Workers who Fund a FIDELITY 401K = WASHINGTON, DC

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

Local Daily Newspaper(s)
{Sunday)
9.8

Local Daily
Newspaper(s)
(Daily+Sunday)
9.1

New York Times
(Daily+Sunday)
9.1

Wall Street
Journal (Daily)
8.7

Direct Mail
Advertising
{exciuding
Catalogs)
71

Local Daily
New VnrtT:;ﬂ {Sunday) Newspaper(s) (Daily
24 Magazines

1.7

Catalogs
3.8

USA Today (Daily)
96

Local Daily
Newspaperis)
{Sunday)
9.2

HNew York Times
(DailysSunday)
9.4

USA Today (Daily)
10.7

Local Daily
Newspaper(s)
(Daily+Sunday)
85

Local Daily
Newspaper(s)
{Daity
7.7

Wall Street Journal (Daily)
103

Direct Mail Caalogs
Advertising 35
Magazines (excluding Catalogs)

L 68 All Local...

= Full-Time Workers who Fund a FIDELITY 401K

® WASHINGTON, DC

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

Local Daily Newspaper(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

New York Times (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

wall Street Journal (Daily)

USA Today (Daily)

Magazines

All Local Weekly Newspapers

Catalogs

Books

WASHINGTON, DC

545 278 31.7%

mw Avg. Hours+Minutes/day with Ad-
_— Supported Print Media: Adults 25 - 64
[*a5'032 | 355 |

3.7% FullTime Workers who Funda ~ WASHINGTON, DC
P 1. — Ay
P 00 o
# Full-Time Workers who Fund a FIDELITY 401K B WASHINGTON, DC
DMA Scarborough R1 2026: Mar25-Mar26 Qual Intab 558
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g. Day Ad-Supported Print Media (% Time Spent & A

vg. Minutes/day Spent): Adults 25 - 64

Local Daily Newspaper(s)
(Sunday)

9.8 Local Daily
Newspaper(s)
{Daily+Sunday)

9.1

New York Times
(Daily+Sunday)
9.1

Wall Street
Journal (Daily)
8.7

Magatines
7.7

Local Daily
Newspaper(s)
(Daily
B4

New York
Times (Daily)
84

Direct Mail Advertising
{excluding Catalogs)
7.1

USA Today (Daily)
96

Local Daily
Newspaper(s)
(Daily+Sunday)
85

Mew York Times (Sunday)
10.3

USA Today (Daily)
10.7

New York Times
(Daily+Sunday)
9.4 Magazines

a4 Direct

Mail
Advertisi
ng
{excludin
Wall Sueet Journal
(Daily)
10.3

Local Daily Newspaper(s)
{Daily
7.7

Local Daily Newspaper(s)
{Sunday)
9.2

g
Caralogs)
6.8

® Full-Time Workers who Fund a FIDELITY 401K

= WASHINGTON, DC
® Share of Everything

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



- 68,794 or 17.6% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Local Daily
Newspaper(s) (Daily+Sunday) for an average of 7.7 minutes every day representing 26.% of all time
spent daily with All forms of Print Media.

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

Total persons: % Time spent:

Local Daily Newspaper(s) (Daily+Sunday)

Direct Mail Advertising (excluding Catalogs)

tocal Daiy Newspaper(s) (sunday) P EE P I —
Y T o
New York Times (Daily) gt [Da"y:;'m" 102 waivv:; niay) usa m;:y (Daity) ﬁv::m
New York Times (Daily+Sunday)
ooks Angm”;;ﬂ;”:‘::m’;?gz o New York Times Lol Dally New York Times Rl
New York Times (Sunday) - {Sunday) Newspaper(s) Local Daily Local Daily Advertisi

‘Wall street Journal (Daily)
USA Today (Daily)
All Local Weekly Newspapers

Magazines Full-Time Workers who Fund a

FIDELITY 401K

SEATTLE-TACOMA H
[o5:c]

Catalogs

# Full-Time Workers who Fund a FIDELITY 401K B SEATTLE-TACOMA

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

85

USA Today (Daily}
8.4

(Daily+Sunday)
7.7

New York Times
(Daily)
7.4

Newspaper(s)
{Daily Catalogs)
7.2 7.0

Catalogs
31

(Sunday)
9.8

Newspaper(s)
(Daily
75

New York Times (Daily)
8.6

Local Daily
Newspaper(s)
(DailysSunday)
83

(excluding
Catalogs)
6.8

Catalogs
3.0

All Local..

® Full-Time Workers who Fund a FIDELITY 401K

B SEATTLE-TACOMA

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

Total persans:

_—:-m. %

Local Daily Newspaper(s) (Daily+Sunday)
Direct Mail Advertising (excluding Catalogs)
Local Daily Newspaper(s) (Sunday)

Local Daily Newspaper(s) (Daily

New York Times (Daily)

New York Times Daily+Sunday)

New York Times (Sunday)
Avg. Hours+Minutes/day with Ad-

Wall Street Journal (Daily) Supported Print Media: Adults 25 - 64

USA Today (Daily)

All Local Weekly Newspapers

Magazines

Full-Time Workers who Fund a SEATTLE-TACOMA m
FIDEUTY 401K :

Catalogs

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

% Time Spent:

Wall Street
Journal (Daily)
9.1

New York Times
(Sunday)

85

USA Taday (Daily)
84

New York Times
{Daity+Sunday}
8.0

Local Daily
Newspaper(s)
(Daily+Sunday)
7.7

New York Times {Daily)
7.4

Local Daily Newspaper(s)
(Daily Catalogs)
72 7.0

{excluding

Wall Street
Journal (Daily)
10.2

New York Times
{sunday)
9.8

Local Daity
Newspaper(s)
{Sunday)
9.1

New York Times
(Daily+Sunday)
9.2

Newspaper{s) (Daily

Local Daily
Newspaper{

s)
(Daily+Sund
USA Today (Daity) ay)
9.1 83

Direct Mail Advertising
(excluding Catalogs)
6.8

New York Times
(Daily)
8.6

Local Daily

15

® Full-Time Workers who Fund a FIDELITY 401K

SEATTLE-TACOMA DMA Scarborough R1 2026: Mar25-Mar26

Qual Intab

B SEATTLE-TACOMA
349
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. 103,947 or 34.8% of Adults 25 - 64 Full-Time Workers who Fund a FIDELITY 401K read Direct Mail
Advertising (excluding Catalogs) for an average of 8. minutes every day representing 25.7% of all time
spent daily with All forms of Print Media.

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

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

Direct Mail Advertising (excluding Catalogs)

T —

Local Daily Newspaper(s) (Daily
Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspaper(s) (Sunday)

Books

All Local Weekly Newspapers

Avg. Hours+Minutes/day with All
Print Media: Adults 25 - 64

New York Times (Daily)

Wall Street Journal (Daily)

New York Times (Daily+Sunday)

New York Times (Sunday)

USA Today (Daily)

o200 | Wrid

New York Times
(Sunday)
145

New York Times.
{Daily+Sunday)
14.2

Local Daily
Newspaper(s)
(Sunday)
8.1

Local Daily
Newspaper{

Wall Street Journal
(Daity)
81

Direct Mail
Advertising
(excluding Catalogs)
8.0

s) Local Daily

(Daily+Sund
Magazines ay)

Newspape
r(s) (Daily
10.0 74 6.7

Catalogs
35

New York Times (Sunday}
10.2

Magazines
10.1

USA Today (Dally)
10.0

‘Wall Street Journal | New York Times
(Daity) (Daity)
9.8 9.7

New York Times
(Daity+Sunday)
9.9

Direct Mail
Advertising
Newspaper(s) (excluding
(Sunday) Catalogs)
7.8 6.9

Local Daily
Local Daily
Newspaper(s)
(Daily
6.7

Local Daily

Newspaper(s)

(Daily+Sunday)
7.3

Catalogs

Catalogs Ful - Time Workers who Fund a PHOENIX 0
FIDELITY 401K =
22,862 1.7%
magaines  EER . 2o L5 o0
u Full-Time Workers who Fund a FIDELITY 401K m PHOENIX

u Full-Time Workers who Fund a FIDELITY 401K

m PHOENIX

Avg

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

ersons:

*

Ea
I~
S 4

Direct Mail Advertising (excluding Catalogs)
lLocal Daily Newspa per(s) (Daily

Local Daily Newspaper(s) (Daily+Sunday)

Local Daily Newspaper(s) (Sunday) m
All Local Weekly Newspapers m
New York Times (Daily)

wall Street Journal (Daily)

Avg. Hours+Minutes/day with Ad-

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

New York Times.
(Sunday)
145

New York Times
(Daily+Sunday)
142

&%

New York Times (Daily+Sunday) Supported Print Media: Adults 25 - 64 9.0t
New York Times (Sunday) mm m
USA Today (Daily) mﬁ m
Sl o | WOI0NN  mwixvmm B
Magazines  [GERPRAR B 7.7%  ru Fine Workers who und s PHOENIX ekt
sooks i 8%

® Full-Time Workers who Fund a FIDELITY 401K W PHOENDX

PHOENIX DMA Scarborough R1 2026: Feb25-Feb26 Qual Intab 148
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New Yark Times (Daily)
139

Local Daily
Newspaper(s)
(Sunday)
8.1

USA Taday (Daily)
85

Local Daily
Wall Street Journal Newspaper(s)
(Daily) (Daily+Sunday)
81 74

Magazines

10.0

Direct Mail
Advertising
{excluding
Catalogs)
8.0

Local Daily
Newspaperls)
(Daity
67

New York Times.
(Sunday}
102

Magazines
10.1

USA Yoday (Daily)
10,0 Local Daily
Newspaper(s)
{Sunday)
78

New York Times
(Daity+Sunday)

9.9 Local Daily Newspaper(s)

(Daily+Sunday)
7.3

Local
Daily
Newspap
Direct Mail Advertising erls)
(excluding Catalogs) (Daily
6.9

Wall Street Journal (Daily)
9.8 6.7

® Full-Time Workers who Fund a FIDELITY 401K

m PHOENIX
® Share of Everything

meﬁ-al for Anything .

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



Social Media

Websites
Direct Mail
Broadcast, Cable, & Sat TV

Podcasts

“Advertising Actions"

P25-64 Full-Time Workers who Fund a FIDELITY 401K (Shopped/Visited/Bought past
3mos Due to Ads on %)

76,463,285

64,128,369

49,410,902

39,893,295

25,506,878 14.3%

Local AM/FM Radio

29,121,239  16.4%

Video Streaming Services
Local Broadcast TV
Cable TV Networks
Audio Streaming Services

Billboards

30,123,349 16.9%

23,269,751 13.1%

23,197,017 13.0%

21,386,453 12.0%

USA

19,284,495 10.8%

Newspapers Erpmenie 9.8%
m P25-64 Full-Time Workers who Fund a FIDELITY 401K (Shopped/Visited/Bought past 3mos Due to Ads on %)
m P25-64 USA AVERAGE (Shopped/Visited/Bought past 3mos Due to Ads on %)
USA DMA Scarborough R12026: Jan25-Mar26  QualIntab: 1677 * Share of Everything
All Graphs and soefa.ai Data Modeling Copyright © 2026 Hubbard Broadcasting, Inc. LLC. All rights reserved. so e fa . al for Anything =

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



"Advertising Actions"

P25-64 Full-Time Workers who Fund a FIDELITY 401K (Shopped/Visited/Bought past
3mos Due to Ads on %)

v

Social Media
Direct Mail 1,546,597 30.6%
Websites

| 1,759,178 34.9%

Broadcast, Cable, &Sat TV gysiern

Local AM/FM Radio | 814.320

Video Streaming Services 86261 e

Audio Streaming Services eE1 703 o
Podcasts | e T 2
Local Broadcast TV il T
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