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Executive Summary
Phase Il Update: 2025 CalKIDS Integrated Campaign

e  Strategy & New Initiatives:
o Launched a multi-channel approach aligned to Back-to-School, Scholarship Month and award letter deployments.
o Phase linsightsled to a focus on high-performing digital channels.
o Introduced new media channels— TV, Radio/Audio, Influencer Marketing, and Email - to expand targeted reach,
increase educational efforts and engagement across all five key audiences.

e Paid Media Performance Results (through October 31):
o Delivered 159M impressions ($9 CPM) and nearly 700K clicks to CalKIDS.org.
o Activity resulted in 48K eligibility starts and 17K completions (36% confirm rate).
o Generated 22.7K clicks to outcome tracker, resulting in 12.3K claims. Digital drove 364.8K site sessions ( 71% new
users).
o Scadledinvestment and expanded mix correlated with a 56% surge in direct site traffic (Aug-Oct vs. Apr-Jul).

e Public Relations Wins:
o Successfully shifted public perception, achieving 100% neutral or positive media coverage and fully mitigating
previous misconceptions (a significantimprovement from 8% negative sentimentin 2024).

e 2026 Refinements Informed by Research:
o Mid-campaign tracker will benchmark performance against early 2025 data, assessing awareness, attitudes toward

benefits, and key claiming behaviors. The resulting insights will be critical for shaping the 2026 strategy.
BARU
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Scaling Reach and Impact in Phase Il
Getting CalKIDS Seen, Heard and Felt

MAY JUN - JUL SEPT  OCT P DEC 2

Phase Il. Integrated Media Plan

TV Integrated Program
Local Radio + Promotion
Influencers

Email Marketing

Phase I. Digital-led Plan Connected TV
Connected TV Online Video
Online Video Audio Streaming
Audio Streaming Social Media
Social Media Digital Display
Digital Display Paid Search
Paid Search

EVERFI
EVERFI



All New Creative Live in Market: English & Spanish
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http://drive.google.com/file/d/1Zszku5rP3_GPIOfwWlIUJl32UmP4_TPK/view
https://baru.app.box.com/s/8nden4m206tzv4zys6r4dxo4bb52qk3a
https://baru.app.box.com/s/vxt2c0c5i6ks0s8g9z0ehds82ammvmq4

Phase ll. Connecting with Audiences Across The User Journey
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https://vimeo.com/1117293289/35eef4b6d5?share=copy

Paid Media Delivery (4/7-10/31)

Through October, media delivered 159M impressions at a $9 CPM (cost per thousand), generating nearly 700K clicks.
Wedrove a total of 70,785 total Eligibility Starts and Claim Clicks, at a $16 cost per action (vs. $17in 2024).

159 Million 681,714 $1.74 70,785 | 17,083 || 22 705

Impressions Clicks CPC Eligibility Stars/ E:i':ll_l:\z Acct. Claim
$8.83CPM .45% CTR Claim Clicks Total 36% Completed Clicks (CP $52)
Top Channel: Social Top Channel: Social
73MImps| CPM $5.21 361,777 Clicks | $1.05 CPC | 0.49% $16 $69 12,340

CTR
. Cost per Action Cost per Eligibility || Account Claims
Top F.’erformlng Pl.ul form: (Total) Complete (CP $96)
TikTok (174k Clicks)

Top Platform: Tik Tok with
39M imps ata CPMof $3

2024 Campaign Benchmarks
CPM: $10.51
CTR:.65%

CPC: $1.62

CPA:$17 B HRU



Top Performance Insights & Recommendations (4/7-10/31)

Q@2

Most claims generated
by Google 46% (10,723)
& Social 28% (1,025).
CTV was third-highest
performer, while
display was lowest.

%

Students were more
engaged than Parents
with .52% CTR (click
thru rate) and delivered
84% of the total claims.

Only 367% of users who Highest eligibility
started Eligibility Tool confirmations seen
were eligible. Users still from Everfi at 76% but
bypassing eligibility tool scaling the program
and going straight to remains a key
outcome tracker. challenge.
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Creative Performance Insights & Recommendations (4/7-10/31)

Claim Your Future showed strong conversion efficiency.

AmericaFerreracreative, particularly video formats across

social & YouTube drove higher engagement and lower-funnel

actions. Static creatives consistently drove high CTRs across
Meta and Snapchat, outperforming video on TikTok.

New Nativo placements with CYF creative are showing strong
early engagement.

St

While Spanish static creatives yielded higher CTR, English
drove majority of key site actions and a strong action rate.

AmericaFerrera social video drove strong engagement and
lower-funnel actions across Meta and TikTok, in both
languages.

Spanish videos had strong performance, achieving strongest
CTR on TikTok and varied effectiveness for differentlengths
on Meta (30-second for CTR, 15-second for eligibility starts).

BARU
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Early Results: Recently Launched Partnerships

Amplifying Reach: 7.6 Million impressions delivered across 1,290 TV & Radio Spots.

Univision Contigo TV Program Audacy Radio/Audio +

Promotion
Highlights (thru October)
e Launched 9/15 with :30
Vignettes & brand spots

Highlights (thru October)
e Partnership kicked off on 9/15 of

e (7) key CADMAS(LA, SF,SAC, brand spots
FRE, BAK, SD, MS) e (8) top radio stations in key
e 601spots| 3.4M IMPs delivered DMAs (LA, SAC, SF,SD) PN CE.-
e :60 Despierta America e 689 spots| 4.2M IMPs delivered RTHI0
interviews airedin (7) e Chromebook Giveaway
markets, Ix per month SEP- Promotion:

NOV on Univision stations

e Digital, Social, and CTV
extensions amplified
messaging

3,160 online entries | 20 winners

e “Smart MoneyMondays” promo
launched 10/27 - with :60 “Smart
Money Monday” creative onlyin
Prime drive times.

BARL



Early Results: Recently Launched Programs

First Look: Influencer & Email campaigns generate positive traction

Influencer Campaign Email Campaign

Highlights (thru October)

e Partnering with (8) creatorsto reach
Parents & Students, in English &
Spanish

e Asof12/10, the campaign is showing
positive momentum, generating .
62,970 site visits, 1,675 eligibility DS

starts, 113 eligibility confirmationsand \ _~——=
253 account claim clicks and 32
account claims.

e @erical4perezisdriving high site
traffic (over 16,463), followed by
@simplypetiteray (11,631 and
@dantransform (9,573).

e @Limmytalks is top performing
creator with most eligibility starts at
722, followed by @fatimahs.guide with

201. r@ ﬁ

Highlights (early November results)

e The firstemail blast of 4.4 million
was deployed on 11/12 targeting all
audiences, in English and Spanish

e Early results show nearly 8,230 site
visits, resulting in 92 Eligibility
Starts, 25 Confirm Eligibility
actions, 59 Account Claim Clicks,
and 15 successful claims through
12/10.

e Second email blast plannedtore-
target audiences is scheduled for
December T1.

12

Your future
is yours
to claim.
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Media Campaign Contributed to Site Traffic Metrics (4/7-10/31)

o 364.8k site sessions are atributed to digital media of which 71% were new users to CalKIDS.org
e Higher performance in Phase Il aligns with higher media investment, new creative launch and a robust channel mix
e TV, Radio and some Digital channels also contributed to increase in direct site traffic, up 56% Aug-Oct (vs. April-July)

— Monthly Traffic Trend  ssanses- -

Sessions By Month Continuity with Google Phase Il Integrated Media Campaign:
during summer August 18 - November 30
B Scssions ! ! Unique Sessions
250
227,988 222,380
2
HOX
168,493
156,656
150
g
§
b3 95,228
100K
1 67,521
: L
o
Ape 2025 May 202%
Date (Year Month)
H1(April-July}]  H2{August- October)
% Meadia Spand A2% BAY%
% Site Traffic a1% S5
% Eligibility Tool -Eligible 3% BT
% Claims % (54

Saurce: Calkids.org tab from reporting dashboard


http://calkids.org
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PR | Narrative Control

Strategic Shift: Messaging pivoted to opportunity-driven language to reflect what CalKIDS truly is: a historic investmentin CA’s
students.

om— gty m— o

Sentiment breakdown Wt Llurt  opportumity pablic =-«““°';;::;m'.' 3 ',,;;,,';Z*- Sentiment breakdown
mssh 2ligible savings claim career ™
Exclude nevral Gl SRR account.. . ... Exclude neviral i)
wekigs PrOGram ., . .. oopi, 0 -
—-""‘“Y saving ...
T e callforma Yo
: calkids
et tter S LT ate know
= childcollege .-
schoo aigat
— student .., . nigheducation “mm
development 2ocennSOUNY o g financial  provide seieense
et g OISy TR P
In 2024, 927 of mentions were neutral or The 2025 sentiment analysis shows
positive, with 8% negative sentiment, In 2025, the messaging is strongly centered on higher education, 100% nevutral or positive coverage, a
reflecting some misconceptions about the scholarships, California families, and the action of claiming clear indicator of narrative progress.

program’s purpose and terminology. accounts, reinforcing an opportunity-driven narrative focused on

Reframed messaging: Coverage Highlights:
CalKIDS Scholarship not a savings account Total Media Coverage: 422 placements (3/7/25-11/24/25)

From “unclaimed” to “claim” 211 direct media placements (33 ethnic media)

The nation’s largest child development account program Achieved 141% of our annual target, surpassing
Focused on higher education inclusive of college and career training the goal of 150 direct placements

53 third-party pick-ups

From “underutilized program” to a meaningful opportunity 158 press release pick-ups via Newswire.

2024 Sentiment Breakdown: 6/1/24 - 12/31/24 2025 Word Cloud & Sentiment Breakdown: 3/7/25- 11/24/25 | Source: Brand24 - BARLU


https://docs.google.com/spreadsheets/d/1ZvZcFVgm3tYna8MeW0MfibQfknN6ddVMO7Azdk1wX0o/edit?gid=0#gid=0

Looking Ahead
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Research | Brand Tracker (December - January)

Upcoming Mid-Campaign Research Focus

Measure awareness of CalKIDS and comparable aid programs (unaided & aided)

Assess beliefs and attitudes about scholarship benefits and ease of access

Identify key information sources and discovery touchpoints (online, school, social platforms)

Evaluate intentions and behaviors related to claiming a CalKIDS Scholarship

Test whether concerns about sharing personal information, especially amid recent ICE -related anxiety, may deter some
families from claiming CalKIDS scholarships.

Gauge perceptions of CalKIDS’ shift from a CSA to a scholarship fund.

Wave Dates Dec-Jan (7 weeks)

Geography LA, Stanislaus, San Bernardino, Sac, Alameda, Fresno,
San Diego

Target Segments Five target segments*

Total Sample 3,500

*Parents with Young children: 18-44 w/ kids, 0-3, HHI < $99,999. Parents with Grade School children: 25-44 w/ kids, 5-14, HHI < $99,999. Parents with HS children: 35-54 w/ EHRU
children, 15-17, HHI < $99,999, Teens: 15-17in households w/ HHI < $99,999. Higher Ed Adults: 18-21, enrolled in college or planning, HHI < $99,999.
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2026 Strategy: Apply 2025 Learnings & Explore New Opportunities

Returning New: Under Evaluation
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