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Survey Respondents: 1,285 Defined Contribution Plan Sponsors

Across many industries and recordkeepers

Plan Assets (Millions)

= $3M—$9M (12%)

= $10M-$49M (20%)
m $50M-$250M (45%)
m >$250M (22%)
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Respondents are key decision-makers for:

Recordkeeper/Administrator 77%
Managing Plan Costs 78%
Hiring Plan Advisor 79%
Plan Features and Design 69%
Investment Lineup 65%
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Fidelity’s Plan Sponsor Attitudes Survey Has Tracked the

Evolution of Our Industry

2008 2010 2012 2013 2014 2015 2016 2017 2018 2019

A

Plan satisfaction
and growth
connection

Essential sponsor
communications

Impact of a delayed
retirement

Plan design

Focus on fiduciary for better outcomes

Demand for
knowledgeable
advisor

Managing
fee disclosure
changes

Recordkeeper
expansion

High rate of advisor
change

Expanding
advisor impact

2021 RESEARCH FEATURED IN:

Benefits Canada ThinkAdvisor Financial Advisor 1Q NAPA Net

Financial Advisor Magazine Ignites Pensions & Investments RPA Convergence

Third-party companies named are independent entities and are not affiliated with Fidelity Investments.
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2020

The next-generation
retirement plan
specialist

2022

2021

_

Heightened Plan

Sponsor Activity
and Engagement

Spotlight on advisor
expertise and
employee outcomes

401(k) Specialist
401(k) TV
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Heightened Plan Sponsor Activity and Engagement

Increasing Expectations Investment Menu Sponsors Define Ideal
for Retirement Plan Advisors Insights Recordkeeping
Relationship

Plan Design Changes
Improving Employee Beyond the
Retirement Readiness Retirement Plan

- -~
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Plan Design Changes
Improving Employee Retirement Readiness
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Sponsors Increasingly Focused on Attracting and Retaining Talent

TOP GOALS FOR THE PLAN

Ensure participants save at a specific target rate
throughout their working years (29%)

Provide adequate retirement savings to replace
income from their working years (28%)

Attract and retain top employees to
remain competitive in the workplace
(27%, a 9-point increase from 2021)

Provide savings opportunities
while working (16%)
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TOP CONCERNS ABOUT THE PLAN

Whether the plan is effectively preparing
employees for retirement (35%)

Whether the plan is helping to attract
and retain top talent (25%, a 10-point

increase from 2021)

Reducing business costs related
to the plan (17%)

Fiduciary responsibilities (12%)

Risk of litigation and liability (11%)
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Sponsors Are Highly Satisfied That Plans Are Meeting Their Goals,
Especially Advised Plans

% SATISFIED PLAN IS MEETING ITS GOALS HOW DO YOU MEASURE THE SUCCESS
OF YOUR PLAN?

Benchmark to industry standards for

(1)
employee participation and savings rate goals B2

Satisfaction that
plans are meeting
their goals increased
to a multiyear high of

Employees are happy with the retirement plan Sekr/

VS. 59% Specific level of employee participation &y
in 2018

74%

(76% for advised plans

Vs. 65% for non- Performance of investment options P&/
advised)

Business owners/leadership happy with the

) 13%
retirement plan

Target employee contribution/savings rate F&E/

Cost effectiveness of plan Bk

Satisfaction reflects a rating of 6 or 7 on a 1 to 7 scale. %Fide’i
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Increasing Company Match Leads Recent Plan Design Changes

PLAN DESIGN CHANGES MADE IN THE PAST TWO YEARS

Change Year over Year

Increased the matching contribution amount I 34% 2
Increased the auto enroll deferral rate  EE T 29% +7

Changed the matching formula 29% +8

Began offering a matching contribution 27% +6

Began offering automatic enroliment 27% +6

Reduced the matching contribution 23% +7

Added a Roth contribution option I — 21% +3

Amended the plan documentation to allow partial withdrawals [N 21% +6
Began offering an in-plan annuity option | EEGNNEGEGENEGENEEEEEEEEEEEEEEEE 20 +4

Added automatic increase || NG 20% +3

Enrolled or re-enrolled the full plan into a target-date option [NEGE 20% +4
Added a default investment option (QDIA) = 20% +2

Began offering an income replacement fund 19% +1

No changes 10% -8

3 Fidelity
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88% of Sponsors Expect to Make Plan Design Changes in 2022

EXPECTED PLAN DESIGN CHANGES THIS YEAR

Change Year over Year

Increase the matching contribution 27% +1

Enroll or re-enroll the full plan into a target-date option 24% +7
Begin offering automatic enrollment 24% +5

Increase the auto enroll deferral rate 24% +4

Begin offering an income replacement fund 23% +6

Add automatic increase T 230, +4

Add a Roth contribution option [ 23% +7

Add a default investment option (QDIA) [INNEGEGGE . 23% +4

Begin offering an in-plan annuity option |GG 23% +3

Change the matching formula [T 22% +6

Begin offering a matching contribution T 229, +6

Amend the plan document to allow partial withdrawals 21% +5
Reduce the matching contribution 20% +7

No changes 12% -10

- -~
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Competing Financial Priorities Are Headwinds to Employee Saving

50%

40%

expenses are too  saving for future
high needs

37%

Current living  Lack of discipline in  High health care

costs
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35%
33%
28%
I 24%
Lack of education  Distrust financial Education Inability to make the

about savings markets expenses or loans  decision or take
choices action

INVE TMENTS



Plan Sponsors Increasingly Appear to Recognize the Drawbacks

of Employees Working Beyond Retirement Age

mEm 2022 2021

Costs Benefit

44%

40% o 41%

(o) (0]
1% el 34%
29%
Increases benefit Creates a Reduces mobility Workers delaying The company
costs for the challenge for  for younger workers retirement have  benefits from their
company strategic workforce lower productivity experience

planning
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14% EEPL

The company
benefits in other
ways

9%
No impact
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Sponsor Preference on Assets Staying or Leaving the Plan

AFTER EMPLOYEES RETIRE, WHICH SITUATION DOES THE COMPANY PREFER?

m Employees Keep Their Assets in the Plan B Employees Take Their Assets Out of the Plan No Preference
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Beyond the Retirement Plan
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Evolving Benefits Landscape to Better Attract and Retain Talent

401k plan LD Employee assistance programs

()
(mental and emotional wellbeing) e

Health insurance =50/ Sign-on bonuses AR/

Home office improvement programs

o >
Paid time off FEEr for remote workers

24%
Flexible and remote working options ==&V Childcare benefits =74/
Financial planning resources Flib7] Other retirement accounts or benefits Syt

Life insurance 7447 Long-term disability =tV

Professional development =745/ Short-term disability =tV

Amount of company match 744/ Student loan repayment benefits Sk

Fitness or health programs 724/ Identity theft protection Fula/)

75% of sponsors promote their retirement plan to drive employee acquisition and retention
91% get help from their advisors to do so

Respondents were asked to select the top five most important employee benefits their firms offer to attract and retain talent. % Fide ’i
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Sponsors Report Higher Health Care Costs Affecting Other
Benefits; 94% Are Making Changes as a Result

INCREASED HEALTH BENEFIT COSTS HOW ARE YOU ADDRESSING RISING
CAUSED REDUCTION OR DEFERMENT OF HEALTH CARE COSTS?
OTHER BENEFIT SPENDING
Implementing wellness programs to help 579
599, employees ’
46% Making changes to our health plan to lower 539
41% company premiums °
Having employees pay more for their healthcare 47%
Reducing other benefit plan costs/company o
: o 44%
retirement contributions
We are not making changes based on healthcare 6%
(0]
2020 2021 2022 SRELE
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Advisors Play a Key Role Providing Guidance on HSAs

Advisor has spoken to Find advisor guidance Advisor provides HSA conversations appear
them about HSAs on HSAs important HSA education to increase advisor
(compared to 71% in 2021) satisfaction
(from 68% to 79%)

87% are willing to pay for it

HSA: Health savings account. Satisfaction reflects a rating of 6 or 7 on a 1 to 7 scale. é!% Fide lily
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Financial Wellness Programs Making an Impact

77% of sponsors reported Financial wellness conversations 74% of sponsors find
advisor has spoken to them about appear to increase advisor financial wellness programs
financial wellness programs, satisfaction from 65% to 80% very impactful

compared to 71% in 2021

HAVE YOU IMPLEMENTED A FINANCIAL WELLNESS REASONS SOME PROGRAMS LACKED IMPACT
PROGRAM IN THE PAST 2 YEARS?

66%

mYes
m No, implemented prior to 2 years ago
No, never implemented

Lack of awareness Lack of Program features
of the program understanding of
program benefits

Satisfaction reflects a rating of 6 or 7 on a 1 to 7 scale. %Fide’i
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For investment professional and plan sponsor use only.
Not for use with plan participants.
Not NCUA or NCUSIF insured. May lose value. No credit union guarantee.

Information provided in this document is for informational and educational purposes only. To the extent any investment information in this material is deemed to be a recommendation, it is not meant
to be impartial investment advice or advice in a fiduciary capacity and is not infended to be used as a primary basis for you or your client’s investment decisions. Fidelity and its representatives may
have a conflict of interest in the products or services mentioned in this material because they have a financial interest in them, and receive compensation, directly or indirectly, in connection with the
management, distribution, and/or servicing of these products or services, including Fidelity funds, certain third-party funds and products, and certain investment services.

Information presented herein is for discussion and illustrative purposes only and is not a recommendation or an offer or solicitation to buy or sell any securities. Views expressed are as of June 2022,
based on the information available at that time, and may change based on market and other conditions. Unless otherwise noted, the opinions provided are those of the authors and not necessarily
those of Fidelity Investments or its affiliates. Fidelity does not assume any duty to update any of the information.

Keep in mind that investing involves risk. The value of your investment will fluctuate over time and you may gain or lose money.

The information provided herein is general and educational in nature and should not be construed as legal advice or opinion.

You must make a determination whether an investment in any particular security or securities is consistent with your client's investment objectives, risk tolerance, and overall financial situation.
IMPORTANT: All data and information are from the following sources unless otherwise specified:

Survey summary: Harris Insights and Analytics, an independent market research company, conducted an online survey of 1,285 plan sponsors on behalf of Fidelity. Fidelity Investments was not
identified as the survey sponsor. The survey was conducted during the month of March 2022. Respondents were identified as the primary person responsible for managing their organization’s 401(k)
plan. All plan sponsors confirmed their plans had at least 25 participants and at least $3 million in plan assets. Though the survey is broad in scope the experiences of the plan sponsors participating
in the survey may not be representative of all plan sponsors.

Third-party trademarks and service marks are the property of their respective owners. All other trademarks and service marks are the property of FMR LLC or an affiliated company.

Fidelity Institutional® (FI) provides investment products through Fidelity Distributors Company LLC; clearing, custody, or other brokerage services through National Financial Services LLC or Fidelity
Brokerage Services LLC, Members NYSE, SIPC.

© 2022 FMR LLC. All rights reserved.
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