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Background 
TIAA-CREF Tuition Financing, Inc. (TFI), the program manager for ScholarShare 529 (Plan), 
has provided its “Q2 2023 Marketing Results” for the Plan.  It includes an overview of the 
account and asset results for second quarter 2023 (Q2 2023) and outlines the budget and 
results for marketing activities completed in Q2 2023, which include: 
 

• Q2 2023 Achievements 
• Q2 2023 Business Results and New Accounts and Contributions 
• E-Gifting 
• New Account Growth and Tactical Results 
• Q2 2023 Creative and Q3 2023 Campaign 
• Public Relations and Media Relations 
• Social Media 
• Employer Outreach  
• Outreach Events 
• 2023 Marketing Budget 

 
In addition, TFI includes details on various marketing efforts and results for the California Kids 
Investment and Development Savings Program (CalKIDS) for Q2 2023, which include: 
 

• Q2 2023 Achievements 
• Q2 2023 Marketing Summary  
• Market Research 
• Communications 
• Paid Media  
• Social Media 
• 2023 Marketing Budget 
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ScholarShare Marketing Plan – Q2 2023 
Achievements

2

Goal Strategy Achievements

1 Gain New 
Accounts/AUM

Strategically use technology and marketing 
resources to grow the plan. Contract goals for 
2023: 42,019 new accounts and $1.163 billion in 
contributions.

YTD new accounts totaled 28,455, up 78% versus 
2022 (68% of annual target), reflecting strong 
participation from the CalKIDS audience. YTD 
contributions totaled $541 million, down 5% 
versus 2022 (47% of annual target). 

The 2023 529 Day campaign ran May 22-31 
resulting in 2,195 new accounts – a 30% increase 
over 2022. A tiered bonus offer was tested – 96% 
of new accounts met the criteria for the $100 
bonus.

2 Increase Account 
Owner Diversity

Leverage targeted media and PR/media relations 
to increase the diversity of ScholarShare 529 
account owners.

Significant growth over last year in participation 
among households with incomes <$75,000 and of 
Hispanic heritage.

3 Grow plan via 
Employers/RIAs

Continue to build relationships with employers 
(public and private) and registered investment 
advisors to attract new account owners.

9 new WPS partnerships established in Q2.

4 Enhance College 
Countdown

Continue to enhance the College Countdown 
program to serve the needs of mature account 
owners on the cusp of using their 529 savings.

New content posted regularly. Total visits as of 
6/30/2023: 114,887.



Accounts and Contributions June 30, 2022 June 30, 2023 % Change

Total New Accounts Opened 16,035 28,455 77.5%

Total New Contributions Collected1 $569.3 million $541.1 million -5.0%

Accounts and Assets June 30, 2022 June 30, 2023 % Change

Total Open Accounts 381,331 409,812 7.5%

Assets excluding CalKIDS/Local CSAs $11.5 billion $12.7 billion 10.3%

Assets including CalKIDS/Local CSAs $11.5 billion $13.8 billion 19.7%

Market Share excluding CalKIDS/Local CSAs 4.84% 4.82% -0.01%

Market Share including CalKIDS/Local CSAs 4.84% 5.21% 0.38%

Growth Rate2 ScholarShare 529 Industry % Difference
Annual Asset Growth Rate excluding CalKIDS/Local CSAs 10.32% 10.61% -0.29%

Annual Asset Growth Rate including CalKIDS/Local CSAs 19.69% 11.06% 8.63%

Rollovers Performance Criteria YTD 2023 % Change
% of Plan Accounts Closed 

Due to Rollovers < 2.0% 0.04% 0.01%

1 Excludes CalKIDS.
2 ISS Market Intelligence – Q2 2023. “Industry” represents all Direct Sold Plans. 

ScholarShare 529 Business Results
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YTD 2023 New Account growth has been greatly stimulated by the CalKIDS program. Contributions in Q2 2023 matched those 
received in Q2 2022, helping the YTD figure to recover. As of 8/31/2023, YTD Contributions were down just 1.8%.

Results
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New Accounts & Contributions Results

*Excludes CalKIDS assets.
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• Increased volume in 2023 associated with CalKIDS
• YTD-2023 is up 77.5% versus YTD-2022

• Q2-2023 is up 0.3% versus Q2-2022
• YTD-2023 is down 5.0% versus YTD-2022
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E-Gifting 

Use of e-gifting capabilities have grown significantly since the conversion from the DST recordkeeping 
system to Ascensus in 2020. YTD 2023 transactions are up 26% versus 2022. YTD 2023 $ gifting 
contributions made up 5.3% of total contributions.
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Driving New Account Growth
Gain New 
Accounts/ 

AUM

Audience Objective Tactics and Channels Cadence

Prospect • Awareness
• Interest 
• Open new accounts

• Search engine marketing
• Web advertising
• Email (EM)
• Direct mail 

• Seasonal and evergreen

Inquirers • Open new accounts • Search engine marketing
• Web advertising
• Email 
• Direct mail

• Seasonal and evergreen

New AO’s • Fund and engage with account • Email • Evergreen

Account 
Owners

• Continued engagement and support
• Fund accounts
• Open additional accounts
• New product engagement features

• Primarily email and display
• Limited direct mail
• Web advertising

• Seasonal and evergreen
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Tactical Results YoY
Gain New 
Accounts/ 

AUM

Audience 2023 Q2 Engagement and
Conversion Highlights 

2022 Q2 Engagement and
Conversion Highlight YoY Q2 Comparison

Prospect • 1,569 new accounts (of the 
2,195 total) and 1,036 recurring 
contribution sign-ups were 
attributed to the 2023  529 Day 
campaign

• 1,033 new accounts (of the 1,682 
total) and 541 recurring 
contribution sign-ups were attributed 
to the 2022 529 Day campaign

• Recurring contribution sign-up 
increased significantly YoY with the 
multi-tier offer.

Inquirers • 25% email unique open rate
• 8.4% conversion rate with 105 

new accounts generated

• 25% e-mail unique open rate
• 7.7% conversion rate 

with 234 new accounts generated

• Q2 email engagement remained 
constant YoY.

• Q2 conversions rates went up YoY, 
but with less inquirer leads, the 
number of new accounts dropped. 

New AO’s • 36% email open rate
• 0.6% account upsell rate 

with 233 new accounts 
and 50% recurring contribution 
sign-up

• 41% email open rate
• 0.9% account upsell rate 

with 278 new accounts 
and 39% recurring contribution sign-
up

• Q2 email engagement rates 
dropped YoY.

• Account upsell rate and new 
accounts dropped slightly YoY.

• Recurring contributions are up YoY.

Account 
Owners

• 529 Day full campaign had a 60-
day contribution rate of 60% and 
average contribution dollars of 
$809

• 529 Day full campaign had a 60-
day contribution rate of 50% and 
average contribution dollars of $785

• AO contribution rate and average 
dollar amount increased YoY.
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Q2 Creative Samples
Gain New 
Accounts/ 

AUM

Evergreen Creative 529 Day Campaign

Prospect & 
Account Owner 
• Banners

Episodic: 
Prospect & 
Account Owner 
• Direct Mail
• Landing Page
• Banners
• Emails 

Emails
• New Account 

Owner 
Onboarding 

• Inquirer 
Content Drip

• Account 
Owner 
Content Drip
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Q3 Campaign

Target Audiences Prospects, Inquirers, and existing AOs. 

Media Emails
Direct mail 
Display
Landing page
Home page messages

The 2023 College Savings Month is scheduled 
between September 1 – 30, 2023.

Gain New 
Accounts/ 

AUM
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Public Relations: Q2 Recap
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Media relations initiatives through our PR agency drive coverage in print, 
online, and in broadcast. These mentions help prospects become familiar 
with our brand name and brand attributes.

Outreach

Category Q1 2023 Q2 2023 Insights

Mentions among 
top 10 direct-sold 
529 plans

ScholarShare 529 was mentioned 
57 times (8%) in the media 
nationally reaching over 337 
million readers/viewers.

ScholarShare 529 was mentioned 
262 times (22%) in the media 
nationally reaching over 86 million 
readers/viewers.

Coverage of new $1 Million grant 
program for low-income families in 
the East San Jose area and coverage 
of the 529 Day launch. English and 
Spanish media outlets are covering 
the brand regularly.

Competition The most frequently mentioned 
plan was Georgia’s Path 2 College 
plan with 463 mentions (68% of 
mentions), followed by Utah’s 
my529 plan with 107 mentions 
(16%) and ScholarShare with 57 
mentions (8%).

The most frequently mentioned 
plan was Georgia’s Path 2 College 
plan with 756 mentions (64% of 
mentions), followed by 
ScholarShare with 262 mentions 
(22%) and Utah’s my529 plan with 
81 mentions (7%).

Announcements from competing 
plans often trigger media coverage. 
Topics include investment line-up 
changes, fee changes, and consumer-
focused promotions and 
sweepstakes.



Media Relations
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Outreach

Press Releases Distributed:
• May 22 - Celebrate 529 Day with a New 

ScholarShare 529 Account and Get Up to $100

Interviews with Julio Martinez:
• Bonneville Sacramento
• iHeart Media LA
• iHeart Media SF
• ABC 10
• KOIT



Facebook (English)
• Followers - 60,277
• Reach - 12,506
• Impressions - 10,383
• Trackable Mentions - 156 
• Trackable Website Visits - 7,002

Facebook (Spanish)
• Followers - 12,315
• Reach - 939
• Impressions - 958
• Trackable Mentions - 19 
• Trackable Website Visits - 12

Total

Followers - 73,788

Reach - 1,126,138

Impressions - 3,624,980

Trackable Mentions – 284

Trackable Website Visits - 13,070

Q2 2023 Social Media

Q2 Social media efforts included the established content buckets, with the inclusion of promotional content for 
529 Day. Additional content that was published included: graduation pushes, WPS partners, College Countdown 
blog posts, and links that featured ScholarShare 529. Paid efforts were also placed behind promos, standard 
content, and Instagram reels to reach wider audiences to drive traffic to the website to open accounts.  
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LinkedIn
• Followers - 286
• Impressions - 2,293
• Trackable Mentions - 51
• Trackable Website Visits – 74

Instagram
• Followers – 910
• Reach - 1,112,693
• Impressions - 3,611,346
• Trackable Mentions - 58
• Trackable Website Visits - 5,982



CalKIDS Marketing Plan – Q2 2023 Achievements
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Goal Strategy Achievements

1 Elevate thought 
leadership strategies

Leverage thought leadership activities to increase 
brand awareness and program trust and credibility 
among target audiences.

Concluded market study to evaluate and optimize 
CalKIDS messaging. Initiated development of new 
website design and Year-Two creative campaign to 
reflect research learnings.

2 Increase account 
registrants, linked 
529 accounts and 
disbursement 
requests

Employ direct-to-consumer methods to boost 
engagement and drive new account registrations, 
linked 529 accounts, and distributions.

Completed three paid media campaigns and 
evaluated results to inform future opportunities. 
Continued paid social media strategy to boost 
brand awareness and promote CalKIDS eligibility 
letters. Provided creative support for paid media 
running in Q3-Q4 2023.

Commenced efforts to develop strategy for use of 
a celebrity spokesperson for CalKIDS.

3 Grow program 
through strategic 
partnerships

Strengthen and expand tactical partnerships to 
gain access to additional prospective participants, 
drive program growth and provide legitimacy to 
the CalKIDS brand.

Provided ongoing support for outreach events and 
activities, including use of social media to share 
and promote partner content.

Initiated revisions to CalKIDS collateral and partner 
and school toolkit pieces to reflect program 
changes and learnings from market survey.

4 Increase financial 
literacy among 
registrants

Encourage early savings behaviors and financial 
awareness among CalKIDS participants and their 
families.

Facilitated system modifications to support the 
expanded use of the LifeCents financial wellness 
program to include participation by Local CSAs.



CalKIDS – Q2 2023 Marketing Summary  
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Q2-2023

Public Website Visits Q2 2023: 436,036
2023 to-date: 930,053

since launch: 1,458,993

Letters Mailed 2,207,223 in Q2 2023
1,411,975 in Q1 2023

15,000 in Q4 2022

Press Mentions / Audience 56 Mentions

4.7 Million in Audience 

Paid Advertising Display Ads, Outdoor Signage,
Digital School Newsletter Ads

Social Media Paid Social Posts



CalKIDS Market Research 
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• Quantitative study fielded to help evaluate messaging, 
claims, and language.

• Online/mobile survey format targeted to relevant 
audiences:
• CalKIDS registrants
• Unregistered eligible prospects
• Purchased sample to include eligible new and low-income 

parents

• Gathered data-backed insights from stakeholder reactions, 
opinions and experience to:
• Refine messaging strategy
• Increase program engagement 
• Learn best practices
• Share learnings with other CSA programs



CalKIDS Market Research Learnings 
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• Need for simplification
• Language usage – Consider adopting a 5th grade standard and “alternatives to prose”
• User experience – Use tools and tech to replace need for explaining complex info
• Promote program as easy/simple

• Optimize CTA language – Simple, more conversational language best to prevent barriers to 
registration.

• Balance the needs of parents who cannot afford to save more
• Be intentional about how, when, and where we talk about adding to your savings
• Communicate that small savings amounts make a difference 

• Be clearer that all newborns are eligible for the program, regardless of income status.

• Address the strong emotional responses of lower-income families (empowerment, hope).



July August September October November December January

Create ad creative for 
September media 

flight

Media 
Flight

Media 
Flight

Develop new campaign 
creative for launch in 

January

CalKIDS – Communications Evolution 

Paid Media

July August September October November December January

July August September October November December January

Collateral & Toolkit Items

Website 

Update collateral to reflect 
program changes and research 

learnings

Develop collateral and toolkit 
items that coordinate with new 

campaign creative

Begin
Use

Make content 
updates to reflect 
program changes

Develop new design 
for website to reflect 

research learnings

Implement & 
test new 
website 
design

Launch new 
website 
design 17



CalKIDS – Q1-Q2 Paid Media Strategy
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Continued focus on increasing CalKIDS brand recognition and program legitimacy among 
target audiences. Use a mix of communication channels to expand reach, amplify direct-to-
consumer efforts, and drive website visits and new account registrations.

Media Insights Moving Forward
Newborn 
Display Ads

• Display ads generated 7,163 website visits and 
an impressive 0.17% Click Thru Rate (CTR).

• 92% of visitors coming to the website from 
display advertising did so on mobile devices.

• The eligibility page was the key area of interest 
among campaign visitors.

• From an audience perspective, parenting/new parent 
websites align well with CalKIDS’ new parent population, 
as nearly all placements exceeded respective benchmarks. 

• Continue running proven units such as the Mobile 
Interscroller and IG Story Ad across these sites.

• All future display advertising efforts should be optimized for 
a “mobile-first” experience. 

Digital 
School 
Newsletters

• Increase in direct website traffic observed 
during campaign period in some locations.

• Majority of ads delivered to the right population, 
but suspect minimal engagement on this 
platform among CalKIDS’ target audience.

• If considering similar platforms in the future, suggest 
implementing additional mechanisms for better 
performance tracking through website analytics. 

Out Of Home 
(OOH) 

• Most observable engagement came from 
signage placed near elementary and middle 
schools (QR code scans).

• Outside of QR codes, website analytics cannot 
source visits from OOH efforts.

• OOH signage is best utilized as method for amplifying 
other media channels and creating awareness than can 
potentially lead to a website visit.



CalKIDS – Q2 2023 Social Media
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Q2 CalKIDS social media focused on established content pillars. In addition, Q2 content featured Financial 
Literacy month promotions, partnerships, high school senior focused content, registrant milestones, as well as 
spotlighting  accounts that shared about the CalKIDS program. Paid social media posts helped garner views, 
shares, mentions, and website visits. Paid posts also promoted letter drops to communities where letters were 
delivered.

Total

Followers - 1,494

Reach - 674,510

Impressions - 2,787,639

Trackable Mentions - 1,044

Trackable Website Visits - 29,284

Facebook
• Followers – 205
• Reach - 10,665
• Impressions - 7,088
• Trackable Mentions - 34
• Trackable Website Visits - 10,194

Instagram
• Followers – 920
• Reach - 630,731
• Impressions - 2,766,839 
• Trackable Mentions - 977
• Trackable Website Visits - 19,039

LinkedIn
• Followers - 121 
• Impressions - 1,246
• Trackable Mentions - 33
• Trackable Website Visits - 51

YouTube
• Subscribers – 248
• Views - 33,114
• Impressions - 12,466
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New WPS Partners:

Employer Outreach – Q2 2023

Field Consultant Activity
WPS Introductory Meetings 12

WPS Employee Webinars 27

Benefits Fair 5

One-on-One Consumer Consultations 254

ScholarShare Consumer Webinars 12

ScholarShare HR Webinar 6

AUM Support Through Education $1,779,104
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1. Yuba County 
2. Chrysalis 
3. Merchants Building Maintenance, LLC. 
4. Merchants Landscape Services, Inc. 
5. Guard Systems, Inc. 
6. Santa Cruz County of Education 
7. City of La Puente 
8. Nevada City School District 
9. CPS HR Consulting 

Spanish Presentation 

Uncommon Good Org
Over 100 Spanish speaking parents – Huge CalKIDS Highlight

RIA Field Consultant Activity
Financial Planning Association 

networking events (Orange County, San 
Francisco and San Diego)

4



Outreach Events Summary

21

Timing Number of 
Events

Estimated 
Number of 
Attendees

List of Select Events

Second
Quarter 
2023

78 12,411

Fire Protection Agency Orange County, Chrysalis, Kaiser Los Angeles, City of Oceanside, 
Gavilan College, Youthful Savings, City of Morgan Hill, Lead Elementary School, City of 
Foster City, 4D Molecular Therapeutics, Turlock Unified School District, California 
Human Resources 2023 Annual Conference, Dixon May Fair, Children's Mercy Kansas 
City, Amador County Network of Care, The Episcopal School of Los Angeles, Fire 
Protection Agency San Diego, Sierra Child and Family Resources, Los Angeles Unified 
School District Family Academy, California Department of Motor Vehicles, Counseling 
& Guidance Center San Diego Unified School District, Pony Express Elementary School, 
Maternal and Child Health Access, San Diego Society for HR Management, California 
Special District Association General Manager Leadership Summit, Riverside County 
Office of Education Educational Services Summit, San Diego Fair

SIB Staff attended the following events in Q2 to promote ScholarShare 529 and 
CalKIDS to California families.

Community 
Outreach



Appendix
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2023 Marketing Budgets
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Category 2023 Budget Spending thru 
6/30/23

ScholarShare 529 $10,000,000 $5,175,719

CalKIDS $1,000,000 $489,821

CalKIDS Incentives $450,000 $675

Total $11,450,000 $5,666,215

ScholarShare 529:

CalKIDS:

Summary:

Paid Media 212,067$           
Agency/Staff - Creative & Project Management 156,042$           
Social Media 45,120$              
Legal Fees 32,649$              
Public Website Hosting 15,857$              
Pivot - Spokesperson 15,000$              
Events Supplies 6,832$                
Printed Collateral 4,704$                
Public Website & Parent Portal Design/Updates 1,550$                

489,821$           TOTAL

Category Spending thru 6/30/23
Direct Marketing (DM, EM, Search, Display) 3,345,422$                    
Mass Media/OTT 841,255$                       
Agency Staff 606,827$                       
Public Relations 129,329$                       
Website 87,956$                        
Research 45,500$                        
Incentives 38,513$                        
Fulfillment 31,154$                        
Social Media 29,240$                        
Giveaways 12,708$                        
Field Consultant Events 7,000$                          
Trademark 814$                             
TOTAL 5,175,719$                    


Sheet1

				CalKIDS Marketing Budget						2022 Actual		2023 Budget		Committed		Jan. 2023 Actual		Feb. 2023 Actual		Mar. 2023 Actual		Apr. 2023 Actual		May 2023 Actual		June 2023 Actual		YTD 2023 Actual		Assumptions for 2023

				1		Public Website & Parent Portal Design/Updates				$   221,777		$   10,000		$   1,550		$   1,550.00												$   1,550.00		Edits/creation of videos or other assets for the Public Website and/or Parent Portal. 



				2		Public Website Hosting - Dreamers Of Day, etc.				$   16,355		$   31,500		$   31,500		$   2,950.00		$   2,966.00		$   2,564.42		$   2,631.00		$   2,638.00		$   2,107.41		$   15,856.83		DoD is $2,000/mo, WP Engine + Cloudflare + Algonia is around $600/mo as of March.



				3		ScholarShare Owned Media - Emails, Website Content				$   - 0		$   - 0																$   - 0		Covered by ScholarShare 529 Budget.



				4		Public Relations - Prosio				$   - 0		$   - 0																$   - 0		Covered by ScholarShare 529 Budget.



				5		Social Media Channels - Juliann Tang				$   19,172		$   102,840		$   102,840		$   5,000.00		$   8,240.00		$   7,760.00		$   8,060.00		$   8,000.00		$   8,060.00		$   45,120.00		Juliann's hours (est. $42,840) + media costs ($60,000). 



				6		Paid Media - Digital Display, Radio, OTT, etc.				$   514,120		$   343,660		$   219,350						$   6,600.00		$   38,493.75		$   98,573.75		$   68,399.57		$   212,067.07		Vector Media ($96,250), BDG Parenting ($100,000), and School News Roll Call ($23,100).



				7		Letters to Schools				$   13,159		$   25,000																$   - 0		Placeholder amount: $25,000.



				8		Printed Collateral				$   7,192		$   15,000								$   646.64		$   684.06		$   3,373.37				$   4,704.07		Placeholder amount: $15,000.



				9		IRS No Action Letter - Legal Fees				$   12,094		$   100,000								$   6,234.27		$   24,400.00		$   2,015.00				$   32,649.27		Legal fees.



				10		Events Supplies - Signage, Tablecloths, Giveaways				$   2,601		$   10,000		$   6,163						$   5,653.93				$   1,177.67				$   6,831.60		Giveaways for 2023. One order placed in Q1. Additional backdrop ordered ($1,078).



				11		Agency/Staff - Creative & Project Management				$   154,525		$   340,000		$   340,000		$   20,128.50		$   21,361.50		$   28,685.74		$   24,501.00		$   29,128.00		$   32,237.50		$   156,042.24		BT and other agency resources, excluding Juliann Tang. DDT website overhaul not included in $297,000 estimate.



				12		Messaging Research - Q2 2023				$   39,005																		$   - 0		Covered by 2022 Accural.



				13		Pivot - Spokesperson						$   22,000		$   22,000										$   7,500.00		$   7,500.00		$   15,000.00



						TOTAL				$   1,000,000		$   1,000,000		$   723,402.77		$   29,628.50		$   32,567.50		$   58,145.00		$   98,769.81		$   152,405.79		$   118,304.48		$   489,821.08



						UNALLOCATED				$   0		$   - 0		$   276,597



						2022 Accural: Juliann's December Invoice and Mitch's Research														Math Check:								$   489,821.08

												$   124,310

																				2021 MGP Incentives of $675 paid from 2023 CalKIDS Incentives Budget in April 2023

										SUMMARY - 6/30/2023

						Paid Media 				$   212,067

						Agency/Staff - Creative & Project Management				$   156,042

						Social Media				$   45,120				POTENTIAL REALLOCATIONS:

						Legal Fees				$   32,649				Website Revamp - DOD, DDT

						Public Website Hosting				$   15,857				More Paid Media

						Pivot - Spokesperson				$   15,000

						Events Supplies				$   6,832

						Printed Collateral				$   4,704

						Public Website & Parent Portal Design/Updates				$   1,550

						TOTAL				$   489,821
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Personal Savings Rate Results

Source: ISS 529 Quarterly Update 2Q 2023



ScholarShare 529: Q2 Facebook Samples
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ScholarShare 529: Q2 Instagram Samples
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ScholarShare 529: Q2 LinkedIn Samples
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CalKIDS: Q2 Facebook Samples
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CalKIDS: Q2 Instagram Samples
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CalKIDS: Q2 LinkedIn Samples
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