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America Saves Week 2009 Summary

Since last year’s America Saves Week, economic news has been extremely grim. But experts note that the uptick in personal savings, from near zero to over five percent, as a bright spot. 
The third annual America Saves Week was conducted February 22 – March 1, 2009. Similar to 2008, the Week was coordinated by the America Saves campaign and the American Savings Education Council, and a large coalition of groups participated. Participating organizations were asked to:
· raise the profile of the savings issue and the need to save,

· help and encourage the public to assess their savings, and 

· provide concrete opportunities to save. 

This report summarizes what was accomplished during the Week and highlights some notable successes. 
Overall Participation

Although exact numbers are difficult to pinpoint given the nature of the effort, we estimate that around 2,000 groups participated in America Saves Week 2009, including non-profits, government agencies, financial institutions, companies, and military installations and organizations. The types or avenues of participation fall into several categories: 

· national organizations, agencies or companies that partnered directly with America Saves or ASEC and provided information and resources to their staff, customers, members or the general public; 
· groups that partnered or worked in coalition with local Saves campaigns at the city, county or state level; and
· groups that partnered with target market campaigns like Military Saves, Black America Saves, and Youth Saves, among others.  

Groups were encouraged to take part in Saves Week in many ways, according to their capacity and the type of activity that best fit their organization. For example, employers could distribute information to employees and encourage them to take advantage of workplace retirement programs. Banks and credit unions could offer a special product, like a savings account that included a match gift or special APR. Educators could discuss savings opportunities like automatic savings and the ‘miracle’ of compound interest. 
At the statewide, regional and national level, over 135 groups, agencies, companies, trade associations, financial institutions and others participated in the week. Participation ranged from a simple endorsement to financial support, from extended media campaigns to efforts to get customers to open or add to savings products. 

Some highlights from national partners and national efforts include the following:

· The Cooperative Extension Service had educators in 29 states participate in the Week. Nearly 60,000 people attended Extension-led events, and educators reached nearly 14 million were reached through the media. 
· The Investor Protection Trust, Kiplinger’s Personal Finance magazine, and the Council of Better Business Bureaus created two new publications: the Kiplinger - BBB Personal Finance Guide for Military Families and A Salute to Smart Investing. Over a million copies were distributed at military bases through the world during America Saves Week. 
· The Social Security Administration produced new fact sheets and other products to help the public understand and plan for retirement, which were promoted during the Week. The agency also began mailing a new statement insert to workers between the ages of 25 and 35, about saving and investing. The agency also reached 60,000 staff and others over email.  
· The U.S. House of Representatives passed a resolution supporting the third annual America Saves Week. House Resolution 180 was introduced by Congressman Rubén Hinojosa (D-TX) and Congresswoman Judy Biggert (R-IL), co-founders and co-chairs of the Financial and Economic Literacy Caucus. 
· In conjunction with Military Saves, every Navy installation and Navy Youth Center around the world held events for the Week. Additional events were held at Army, Air Force, and Marine Corps sites.

· NACHA, the electronic payments association, used press releases and media outreach to promote automatic savings through splitting direct deposits. The effort paid off with articles in U.S. News and World Report, Humberto Cruz’s savings column, the Miami Herald, and other publications in OH and TX.  

· The American Institute of Certified Public Accountants encouraged its membership to participate in the Week, reaching out to over 115,000 members through email and another 20,000 people through the organization’s website.
· A large plan sponsor, MetLife, promoted the Week, especially within the company’s banking and employee benefits divisions. Over a quarter million website visitors were given info about America Saves Week and were pointed to several financial tools and resources. MetLife also used the Week to educate the company’s 41,000 employees and encourage them take advantage of workplace savings programs.   

At the local level, some 30 local Saves campaigns organized efforts for America Saves Week. Their efforts and the coalition and working groups they headed brought hundreds – if not thousands – of local groups to the table for Saves Week. Some examples of outstanding local efforts include the following: 
· In the greater Baltimore area, the Maryland Saves campaign organized a “Roll in the Dough” campaign. 52 branches of eight local financial institutions participated in the two week effort to get customers to open or add to a savings account, offering several prizes to encourage savings. Over 4,000 people participated, saving nearly $10 million. 
· In Washington state, the Department of Financial Institutions (DFI) and department of Community Trade and Economic Development (CTED) led a Washington-specific America Saves campaign. Over 30 partners participated, including Governor Christine Gregoire, the Department of Retirement Services, the statewide asset development coalition, and several credit unions. The group planned 15 events over the week, reached millions through the press, and the Governor issued a resolution in support of the Week. 

· In northern Wisconsin, the Northwoods Saves campaign organized a savings drive with 12 area banks and credit unions. 568 people opened or added to a savings account, saving a total of $451,436. 
· In Florida, over 400 people attended an Eco-Nomic Living Expo hosted by Okaloosa Saves.  The event included exhibits, workshops, and a “Piggy Bank Pageant.” Financial expert Deborah Owens advised the audience to “Nickel and Dime Your Way to Wealth,” and remodeling expert Danny Lipford talked about “Going Green on a Budget.” The campaign also did extensive media outreach and was featured on billboards, radio, television, and in newspapers. 

Websites and Other Marketing 

For the second year in the row, America Saves and ASEC managed the website AmericaSavesWeek.org. The website targeted both individuals looking to assess and improve their savings behavior and organizations interested in participating in the week. 

Available on the website were a large number of organizing and marketing materials including America Saves Week 2009 posters, flyers and brochures, sample proclamations for public officials, sample payroll stuffers, the Ballpark E$timate worksheet, and various savings fact sheets. Reporting organizations distributed over 93,000 pieces of material. (Many partners also reported developing and distributing original material, which is not included in that number). 
For individuals, the new website included a checklist and resources to assess your savings progress, a set of “Saver Stories”, public service announcements and links for individuals to take action by creating a basic financial plan and enrolling in the America Saves program.

The website also featured statements of support for America Saves Week from prominent officials and experts, including Federal Reserve Chairman Ben Bernanke, FDIC Chairman Sheila Bair, Ohio Attorney General Richard Cordray, financial advisor and author Ric Edelman, and personal finance columnists Michelle Singletary and Humberto Cruz. 

The AmericaSavesWeek.org website had over 20,000 unique visitors between January 1 and March 31, 2009. AmericaSaves.org had over 54,000 unique visitors in the same time period, and MilitarySaves.org had over 26,000. According to reports from local campaigns – which have their own websites – and from our national partners’ website traffic analyses, 3,357,701 people viewed information America Saves Week information on partners’ sites.  That brings the total number of web visitors to over 3.45 million (excluding media or press views). This is up from less than 1 million reported visitors last year. 
Of the approximately 160 groups and campaigns that reported their America Saves Week participation:

· 79.3 percent reported posting information about the Week to their website,

· 77.9 percent emailed out info on ASW, and 
· 87.1 used marketing materials like posters and flyers.

Events, Email and Other Types of Direct Reach

90,000 people attended financial education classes, seminars, fairs and one-on-one counseling activities offered by local campaigns, national groups and military organizations during America Saves Week. This number is up about 20 percent from 2008. 
Additionally, about 30 organizations reported offering tax preparation assistance or savings outreach at free tax prep sites. Over 19,000 people were reached through these efforts. 

Over 241,000 people were reached through the mail, and over 410,000 were reached through email. 10.7 million people saw marketing materials like posters, flyers, statement stuffers, and other materials.
Saver Enrollment, Accounts Opened, and Other Action 

In the first three months of 2009, 27,232 people enrolled as “Savers” through the America Saves or local Saves campaigns. That number includes members of the military who took the Military Saves pledge. This brings the total number of people enrolled or pledged to more than 168,000. 

Also, reporting collected from about 25 financial institutions shows that about 19,300 people opened a savings account or added to an existing one. The total amount saved is over $47 million. (Because not all financial partners were able to track and report deposits, we expect that this number represents only a fraction of savings spurred by the Week.) 

Media 

Promoting the issue of savings through the media was a strategy pursued by many groups. Among the organizations that reported their activities, 56.1% said press outreach was a top priority and 20.3% reported it was a medium priority. 

Partners reported hosting press events, distributing press releases, giving interviews, and placing opinion pieces. In total, partners reported that 23.4 million people saw information about the Week in the press due to their outreach efforts.   

Additionally, America Saves and ASEC coordinated a national press event during Saves Week, to release new survey information about American’s savings habits. The event and America Saves Week generally was covered by U.S. News and World Report, MSN Money, Bloomberg News, the Chicago Tribune, Humberto Cruz’s syndicated column, the Salt Lake Tribune, and smaller papers in PA, TX, KS, DC, CT, and CA. A very rough estimate of the combined circulation of these publications is 10 million, bringing total media reach to an estimated 33.4 million. 
Some media highlights include: 

· Bloomberg News’ story on Military Saves “Financial Bootcamp Helps Soldiers Manage Combat Savings”.

· New Jersey Saves’ Barbara O’Neill published an op-ed on savings in the Newark Star Ledger, one of the largest papers in the state. 

· ASEC Chairman Dallas Salisbury was interviewed for radio show segments by Jean Chatzky and Ric Edelman.  
