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Background 
TIAA-CREF Tuition Financing, Inc. (TFI) has provided its “Q3 2022 Marketing Results” (Exhibit 
A) for ScholarShare 529 (Plan).  This update outlines marketing results for the third quarter of 
2022 and the marketing activities planned for the remainder of the year.  The update includes 
new account and contribution results, Q3 2022 achievements, new public website, 2022 
Matching Grant Program, California Kids Investment and Development Savings Program 
(CalKIDS), new account growth campaigns and creative, College Savings Month campaign, 
current campaigns, public relations, media relations, social media, employer outreach, outreach 
events, and 2022 budget.   

 
TFI has also provided its “2023 Marketing Plan” (Exhibit B) for the Plan.  The marketing plan 
provides a reflection on the 2022 marketing plan, outlines the Plan’s goals and strategies for the 
upcoming year, and provides an overview of the marketing efforts developed to meet these 
objectives, the proposed 2023 marketing budget, and the 2023 CalKIDS marketing plan.  
 
Presenter 
Doug Harrison, Senior Director, TIAA-CREF Tuition Financing, Inc. 



Q3 2022 Marketing Results

December 14, 2022 



Marketing Plan—Q3 2022 Achievements
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Goal Strategy Achievements

1 Gain New 
Accounts/AUM

Strategically use marketing resources to grow the plan by 
39,270 new accounts and $1.0158 billion in contributions.

• 63% of the 2022 new accounts target and 67% of the 2022 
contributions target have been reached. 

• September’s College Savings Month promotion yielded the 
largest # of new accounts of any September on record. CalKIDS 
also generated a significant number of new ScholarShare 529 
accounts this quarter.

2 Launch 2022 Plan 
Enhancements

Communicate plan enhancements that include Lower-Cost 
Portfolios and new ESG investing options to demonstrate 
industry leadership and strong fiduciary management.

• Radio media outlets continue to request interviews with Julio 
Martinez on plan enhancements and ESG investment options.

3 Increase Account 
Owner Diversity

Leverage the Matching Grant Program, CalKIDS, Local 
CSAs, strategic partnerships, and targeted media to 
increase the diversity of ScholarShare 529 account 
owners.

• Matching Grant and CalKIDS participation are increasing ethnic 
and income diversity of the ScholarShare account owner base.

• New paid media tactics are in development for 2023 
implementation.

4 Champion College 
Access

Implement new public relations strategy to further 
establish ScholarShare 529 and CalKIDS as champions of 
College Access.

• CalKIDS media outreach in Q3 included coverage of College 
Access issues.

5 Grow plan via 
Employers/RIAs

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

• Supported TIAA Field Consultants and SIB Staff in gaining 
employer partnerships. YTD Workplace Savings Program 
partnership additions: 47.

6 Enhance College 
Countdown

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

• Targeting 100,000 total visits by year-end – currently at 86,157.
• Two new distinguished contributors identified for 2023.
• Parents Advisory Council restarted following summer hiatus. 

7 Launch CalKIDS Promote the CalKIDS program to consumers and other 
stakeholders to increase awareness of this important 
stepping stone for families.

• Letter designs completed. Geographically focused roll-out will 
allow complementary local PR.

• Display and radio campaign ready for Q4 deployment.



Accounts and Contributions September, 2021 September, 2022 % Change

Total New Accounts Opened 26,723 24,662 -7.7%

Total New Contributions Collected $857.8 million $812.7 million -5.3%

Accounts and Assets September 30, 2021 September 30, 2022 % Change

Total Open Accounts 367,645 385,248 4.8%

Total Assets2 $12.46 billion $10.9 billion -12.3%

Market Share3 4.826% 5.317% 0.491%

Growth Rate ScholarShare 529 Industry % Difference

Annual Asset Growth Rate1 -3.71% -12.59% 8.88%

Rollovers Performance Criteria YTD 2022 % Change

% of Plan Accounts Closed 
Due to Rollovers < 2.0% 0.38% -0.01%

1 ISS Market Intelligence – Q3 2022. Q3 Quarterly Growth Rate for ScholarShare 529 was -4.59%, versus -5.63% for all Direct Sold Plans. Excludes CalKIDS.
2 Excludes CalKIDS.
3 ISS Market Intelligence – Q3 2022. “Industry” represents all Direct Sold Plans. 

ScholarShare 529 Business Results
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Q3 2022 results reflect market and environmental conditions. 

Results
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New Accounts & Contributions* Results
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• Q3 2022 New Accounts up 6.7% versus Q3 2021
• YTD New Accounts down 7.7% versus 2021

• Q3 Contributions down 11.5% versus Q3 2021
• YTD Contributions down 5.3% versus 2021

*Excludes CalKIDS accounts and contributions.
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New Public Website Digital 
Storefront

A fully refreshed and redesigned 
ScholarShare 529 website launched on 
November 20.

• Mobile first design
• Prospect user journeys crafted 
• Retargeting ads bring prospects back 

to the spot they left off
• Faster load times
• New custom explainer videos tackling 

topics of greatest consumer interest



Matching Grant Program
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Offer: $200 dollar-for-dollar match for 
qualifying accounts opened in 2022. 
$25 bonus for ACP set-up.

Target Audience: Low- to moderate-
income California families.

Program’s fifth year was successfully launched on February 1, 2022. Local nonprofits and 
community-based organizations continue to partner with us, and we promote the program 
through social media and PR. 

Engage 
Underserved 

Families

Results as of 9/30/22: Results as of 11/30/22:

• 755 applications received
• 544 new accounts
• $581,950 in contributions
• $64,596 in projected Matching Grants 

• 902 applications received
• 651 new accounts
• $704,200 in contributions
• $80,050 in projected Matching Grants

Note: These are total figures. Eligibility has not been fully determined at this point. 

Qualifications:



CalKIDS – Public Website 
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• Governor Newsom’s announcement of the 
program’s launch in early August generated 
significant website traffic. 

• Good website traffic from across the state.

• Letters and paid media flights in the second half 
of Q4 will drive more visits and registrations.



CalKIDS – Q4 Paid Media 
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• Radio advertising will run mid-November through 
year-end in California’s major metro markets.

• CalKIDS will be the sponsor of traffic and 
weather reports during drive time. Additionally, 
30-second spots will run in other dayparts. 

• Ads are in English and Spanish.

• Popular on-air radio talent will be leveraged to 
personalized the message.

Market               Station Personality Daypart
Los Angeles KIIS-FM Sisanie M-F 6A-10A
Los Angeles KLVE-FM Luis Sandoval M-F 3p-7p
Sacramento KNCI-FM Pacey M-F 3p-7p
Sacramento KVMX-FM Yadira De Dios M-F 3p-7p
San Diego KFBG-FM Garett M-F 3p-7p
San Diego KGB-FM Sarah M-F 6A-10A
San Francisco KIOI-FM Marcus               M-F 6A-10A
San Francisco KYLD-FM Selena M-F 6A-10A



CalKIDS – Q4 Paid Media 
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• Display (internet ad banners) will run mid-November 
through year-end to raise awareness and lead families 
to the website to learn more about the program.

• Display ads are in English and Spanish and targeted 
to geographic regions where CalKIDS eligibility is 
more likely based on household income.



CalKIDS - Letters 
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• Personalized letters will be sent to 
eligible families over several months.

• A special code is included to speed 
registration.

• A QR code helps users get tot the 
website on the mobile devices easily.



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 (DM)

• 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
• Limited web advertising

• Seasonal and evergreen

11



Tactical Results YoY
Gain New 
Accounts/ 

AUM

Audience 2022 Engagement and Conversion 
Highlights thru September 2022

2021 Engagement and Conversion 
Highlight thru September 2021 YoY Q3 Comparison

Prospect • College Savings Month  
campaign generated 350 
Recurring Contributions sign-
ups

• College Savings Month campaign 
generated 255 Recurring 
Contributions sign-ups

• Recurring Contribution sign-usp
increased Year Over year (YoY). 
Increase is reflective of higher 
new account volume in 
September 2022.

Inquirers • 23% e-mail unique open rate 
• 6.8% conversion rate with

187 new accounts generated

• 37% e-mail unique open rate
• 10.6% conversion rate 

with 332 new accounts generated

• Email engagement dropped in 
2022.

• Conversion rates have been 
lower in 2022 compared to 2021.

New AO’s • 37% email open rate
• 0.8% account upsell rate with

236 new accounts and 42% 
Recurring Contributions sign-
up

• 53% email open rate
• 0.9% account upsell rate 

with 298 new accounts and 37% 
Recurring Contributions sign-up

• Email engagement dropped in 
2022.

• Account upsell rate and new 
accounts remained flat YoY.

• Recurring Contributions are 
slightly up YoY.

Account 
Owners

• College Savings Month EMail
campaign had a contribution 
rate of 33.2% and average 
contribution of $654.

• College Savings Month EMail
campaign had a contribution rate 
of 36.4% and average contribution 
of $547.

• Account Owner contribution rate 
remained consistent YoY, 
however, the average 
contributions increased by $107.

12



Creative Samples
Gain New 
Accounts/ 

AUM

Evergreen Creative College Savings Month 

Prospect & 
Account Owner 
• Banners

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

Emails
• New Account 

Owner 
Onboarding 

• Inquirer 
Content Drip

• Account 
Owner 
Content Drip
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Strategy Drive account openings and contributions with a 
$100 bonus for the entire month of September.

Target 
Audiences

Prospects and Existing AOs. 

Media • Emails
• Direct Mail Prospect
• Direct Mail Account Owner
• Display
• Landing Page
• Home Page Tile

College Savings Month Campaign Recap
Gain New 
Accounts/ 

AUM

Postcard

14

Results 3,595 accounts were opened in September – best September in our history. 

Sixty-six percent (2,371) are eligible to receive the $100 bonus for opening their 
account with an initial investment of $1,000 or more.



Current Campaigns

Strategy Drive account openings and contributions with a $50 
gift card bonus.

Target 
Audiences

Prospects, Inquirers, and Existing AOs. 

Media Emails
Direct Mail Prospect
Display
Landing Page
Home Page Message

The 2022 Holiday Campaign will run December 7-16.

Gain New 
Accounts/ 

AUM

15



Public Relations: Q3 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 Q2 2022 Q3 2022 Insights

Mentions among 
top 10 direct-sold 
529 plans

ScholarShare 529 was mentioned 86
times in the media nationally  
reaching over 220 million 
readers/viewers.

ScholarShare 529 was mentioned 
239 times in the media nationally 
reaching more than 280 million 
readers/viewers.

Coverage of  CalKIDS, College 
Savings Month, and College 
Countdown were strongly 
highlighted in our mentions. English 
and Spanish media outlets covered 
the brand regularly.

Competition The most frequently mentioned plan 
was Georgia’s Path2College plan 
with 98 mentions (35% of mentions), 
followed by ScholarShare 529, and 
Utah’s my529 plan with 68 
mentions.

The most frequently mentioned 
plan was Georgia’s Path 2 College 
plan with 421 mentions, followed 
by ScholarShare 529, and Utah’s 
my529 plan with 103 mentions.

Announcements from other plans 
often trigger media coverage. 
Georgia’s Path2College plan 
featured a “We Care Child” 
sweepstakes which resulted in the 
majority of its coverage.



Media Relations
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Press Releases Distributed:
• Sept. 1– College Savings Month
• Sept. 19- Hispanic Heritage Month
• Sept. 26 – College Countdown

Interviews with Julio Martinez:
• Telemundo Bay Area
• iHeart Media San Francisco
• KNX News Radio
• Cap Radio
• KIQI
• KOIT-FM
• Bonneville Sacramento
• Lotus Bakersfield

Outreach



Social Media: Q3 Summary

Goals & Objectives • Showcase and promote webinars, CalKIDS, College Savings Month promotion, College Countdown and new 
Workplace Savings Program Partners. 

• Build awareness and positive opinion of ScholarShare 529 as a brand and partner with a major positive social 
impact in California.

• Continue to elevate awareness of ScholarShare 529 and its benefits for college savers in California.
• Provide social care to current and prospective customers. 

Key Strategies • Utilize Facebook advertising for the College Savings Month promotion, CalKIDS, College Countdown, new 
partners, and webinars.

• Utilize themed calendar and Social Media as platforms to engage with parents, influencers and gatekeepers.
• Tailor messages and hashtags across social platforms.

Total KPI Results • Total Followers – 65,274
o Twitter: 2,930
o Facebook: 61,263
o Instagram: 820
o LinkedIn: 261

• Post Link Clicks – 373
• Impressions – 68,370

o Twitter: 6,213
o Facebook: 56,335
o Instagram: 2,981
o LinkedIn: 2,841

• Engagements – 3,999
o Twitter: 618
o Facebook: 3,012
o Instagram: 100
o LinkedIn: 269

• Messages Received: 226
o Twitter: 163
o Facebook: 39
o Instagram: 21
o LinkedIn: 3

Q3 Social Media featured posts on webinars, ScholarShare 529 as a savings resource, CalKIDS, Workplace Savings, 
College Savings Month promotion, and Hispanic Heritage Month. Social Media earned just over 68,370 impressions.

18
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New WPS Partners:

Employer Outreach – Q3 2022

Field Consultant Activity in Q3
New WPS Partners 20

WPS Introductory Meetings 30

WPS Employee Webinars 17

WPS Benefits Fair 12

One-on-One Consumer 
Consultations 220

HR Webinar 6

HR Conferences 6

19

1. Mid-Pacific Institute
2. City of Menifee
3. Children's Mercy Kansas City
4. Chino Valley Fire District
5. The City of Lomita
6. Monarch Schools Project
7. South San Joaquin County Fire Authority
8. Wasserman
9. City of Victorville
10. Muchmore Than Consulting
11. Burlingame Elementary School District
12. Golden State Opportunity
13. Chaminade University (HI)
14. The Claremont Colleges
15. County of Ventura
16. The City of Tracy
17. Core Digital Media
18. ProSites
19. KKR Accounting Services, LLC
20. SHN Consulting Engineers & Geologists

New Workplace Savings Program partnerships YTD: 47



Outreach Events Summary
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Timing Number of 
Events

Estimated 
Number of 
Attendees

List of Select Events

Third
Quarter 
2022

69 8,114

California Department of Transportation, California State University, 
Sacramento, City of Daly City, California Student Aid Commission, California 
Department of Health Care Services, California Gambling Control 
Commission, Butte County, Beaumont-Cherry Valley Water District, City of 
Victorville, Buffini & Company, California Special District Association Annual 
Conference, San Diego County Water Authority, City of Hayward, HR Star, 
Core Digital Media, City of Tracy,  First 5 of Sonoma County, San Jose State 
University, City of Modesto, Muchmore Than Consulting, League of California 
Cities Annual Conference, Nevada County, City of San Dimas, Monarch 
Schools Project, Granton Resort & Casino

SIB Staff attended the following events in Q3 to promote ScholarShare 529 to 
California families.

Community 
Outreach



Appendix
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2022 Marketing Budgets
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Category 2022 Budget Spending thru 9/30/22

ScholarShare 529 $10,000,000 $7,655,158

CalKIDS $1,000,000 $339,930

CalKIDS/MGP Incentives $450,000 $174,448

Total $11,450,000 $8,169,536

ScholarShare 529:
Category Spending thru 9/30/22 %

Direct Marketing (DM, EM, 
Search, Display) $                5,157,888 67%
Agency Staff $                   741,226 10%
Mass Media/OTT $                1,151,060 15%
Public Relations $                   260,528 3%
Website $                   136,327 2%
Research $                     46,901 1%
Fulfillment $                     65,000 1%
Employer Initiatives $                     95,017 1%
Trademark $                      1,212 0%
TOTAL $                7,655,158 100%

$5,157,888 

$741,226 

$1,151,060 

$260,528 

$136,327 
$46,901 $65,000 $95,017 

$1,212 
Direct Marketing (DM, EM,
Search, Display)

Agency Staff

Mass Media/OTT

Public Relations

Website

Research

Fulfillment
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Softening of New Account Openings reflects 
national decline in Personal Savings Rate

Results

Current economic and world conditions create hesitancy 
among prospects in our sales pipeline.

Source: ISS 529 Quarterly Update 3Q 2022



Social Media: Q3 Facebook Samples
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Social Media: Q3 LinkedIn Samples
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Social Media: Q3 Instagram Samples
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Social Media: Q3 Instagram Samples
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2023 Marketing Plan

December 14, 2022



Reflections on 2022 ScholarShare 529 Marketing Plan

1. Extreme environmental factors made 2022 more challenging than the past two years 
as families have restructured their budgets and economic uncertainty inhibits 
decision-making and committing to a college savings plan. 

2. In 2022, we grew our understanding of our prospects’ buying process through 30 
one-on-one interviews with new account owners. The insights gathered helped us 
tailor our content creation and overall marketing approach.

3. Data driven decision-making has remained a mainstay, as we regularly evaluated our 
actions and resource allocations analytically.  

4. Participation in the Workplace Savings Program continues to grow as a result of the 
strong partnership between SIB and the TIAA Field Consultant Team. The program 
now offers a solid platform for sharing the attributes of both ScholarShare 529 and 
CalKIDS.  

5. News media staffing shortages have presented new opportunities for us to showcase 
the ScholarShare 529 brand and have greater control of the message. Julio Martinez 
has provided tremendous support of our media outreach strategy this year.

2



2023 ScholarShare 529 Marketing Plan 
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Goal Strategy

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.

2 Increase Account Owner 
Diversity

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

3 Grow plan via 
Employers/RIAs

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

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.

The 2023 plan focuses on four central goals:



What’s New for 2023
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As we expect the economic environment to be strained in 2023, we are taking steps to make our offers and 
messaging stand out more than ever.

1. Refreshing seasonal campaigns
• Q1 Campaign – Replace “Tax Time” with Charity-focused incentives
• 529 Day – Replace standard $50 match with tiered balanced offer promoting higher incentives for higher 

initial investments
• College Savings Month – Will determine if needed following 529 Day 2023
• Holiday Promotion – Use multi-brand giftcard platform again, if pleased with 2022 results

2. Develop a “more money for college” spokesperson to bring attention to ScholarShare 529, CalKIDS, 
scholarships, grants, loans, and College Access topics

3. Through consumer research, increase our understanding of the purchase process for high balance account 
owners and their use of financial advisors

4. College Countdown
• Seek new content contributions from initial set of 17 writers
• Distinguished contributions – Re-up with Patricia Roberts, and add 2 new distinguished contributors 

including Vivian Tsai from TIAA

5. Design new acquisition initiatives to appeal to more diverse families

6. New ScholarShare 529 public website launched in November 2022 will offer opportunities for more 
sophisticated marketing messaging to prospects and account owners



Gain New Accounts/AUM1
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Strategy: Strategically use technology and marketing resources to grow the plan. Contract 
goals for 2023: 42,019 new accounts and $1.163 billion in contributions.

Tactics/Deliverables Timing Measures of Success 

A. Leverage data analytics and modeling 
techniques to create target audience 
pools.

All Year • Cost Per New Account

B. Use paid media, owned media, public 
relations, and Social Media to strengthen 
ScholarShare 529’s brand identity and 
promote compelling offers to Prospects, 
Inquirers, and Account Owners.

All Year • Completion of 4 Seasonal Campaigns 
(Q1 Promotion, 529 Day, College 
Savings Month, Holiday Promotion)

• Ongoing digital advertising program
• New Accounts/Contributions 
• Ugift usage

C. Test Account Owner Referral Program that 
harnesses active AOs and their passion for 
the plan to promote recurring 
contributions and Ugift capabilities to 
prospects.

September 2023 • Completed test
• Incentives paid
• New accounts and contributions



Increase Account Owner Diversity2
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Strategy: Leverage targeted media and PR/media relations to increase the diversity of 
ScholarShare 529 account owners.

Tactics/Deliverables Timing Measures of Success 

A. Develop targeted messages promoting 
webinar series to Latinx prospects in the 
voice of our bilingual field consultants.

January 2023 • Registrations
• Attendance

B. Promote refreshed Spanish language 
website in social media and media 
outreach.

All Year • Site visits
• Media coverage

C. Establish a spokesperson role for 
publishing content on SIB programs and 
College Access for consumers, influencers, 
and media.

April 2023 • Content published
• Media coverage
• Press interviews  

D. Seek strategic partnerships that expose 
underserved audiences to the higher ed 
experience.

June 2023 • Students impacted
• Media coverage



Grow plan via Employers/RIAs3
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Strategy: Continue to build relationships with employers (public and private) and 
registered investment advisors to attract new account owners.

Tactics/Deliverables Timing Measures of Success 

A. Arm TIAA Field Consultants and SIB Staff 
with tools and materials to engage 
prospective employer partners.

All Year • # of new WPS Employer partnerships 

B. Promote employee utilization via various 
engagement techniques, and feature 
seasonal offers and CalKIDS as 
appropriate.

All Year • Employer usage of employee materials
• # of employee consultations 

c. Research acquisition patterns among high 
value account owners. 

Q1 • Research completion



Enhance College Countdown4
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Strategy: Continue to enhance the College Countdown program to serve the needs of 
mature account owners on the cusp of using their 529 savings.

Tactics/Deliverables Timing Measures of Success 

A. Leverage 2022 user research to inform 
content development. 

Ongoing • Site visits
• User satisfaction
• AO email engagement

B. Expand networks to increase the renown 
of the program; e.g. Parents Advisory 
Council (PAC), contributors, industry 
experts. 

Ongoing • Increased bench of distinguished 
contributors

• Partnerships with complementary 
organizations 

• Social media sharing

c. Seek media coverage to grow awareness 
of program.

Ongoing • Media mentions
• Site visits



Proposed 2023 ScholarShare 529 Budget
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GOAL TACTICS   BUDGET SUBTOTAL %

Acquisiton Video Creative 35,000$                     
Brand Media 1,000,000$               
Core Program - Prospects, Inquirers, Account Owners 6,025,000$               
Fulfi l lment, Printing, Postage 100,000$                   
Incentives (Q1 Campaign (est. $50,000) + 529 Day 2023 (est. $100,000) 
+ Holiday 2022 (est. $130,000) & Giveaways

280,000$                   

Social Media 160,000$                   
Research - High Value 50,000$                     

2 Increase 
Diversity

Paid Media 450,000$                   450,000$         5%

3 Employers/ RIAs Gain new Employer & RIA partners 100,000$                   100,000$         1%

4
College 

Countdown Enhance site and program 100,000$                   100,000$         1%

Public Relations (Prosio) 300,000$                   300,000$         3%

Spokesperson 100,000$                   100,000$         1%

Support 
Resources

Website Support & Marketing Contractors 1,300,000$               1,300,000$      13%

TOTAL 10,000,000$             10,000,000$   100%

College Access5

1
Gain New 

Accounts/AUM 7,650,000$      77%



2023 CalKIDS Marketing Plan 
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Goal Strategy

1 Elevate thought leadership 
strategies

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

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.

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.

4 Increase financial literacy 
among registrants

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

The 2023 plan focuses on four central goals:

• Tactical marketing plan will be shared in Q1 2023
• 2023 marketing budget from TIAA: $1.45 million
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