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U d t   F  WDC I iti tiUpdate on Four WDC Initiatives

1. Increase Contribution Campaign1. Increase Contribution Campaign

2. Managed Accounts 90-Day Free Look

3. Online Scheduler

4. Employer Newsletter
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1  I  C t ib ti  C i  M k ti  Pi1. Increase Contribution Campaign – Marketing Pieces
Postcard EmailWebsite and Flyer
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1  I  C t ib ti  E il M t i  1. Increase Contribution E-mail Metrics 
E-mail released to 2,396 participants on 4/27/16

Financial Services Wisconsin Increase 
Metric Date 5/3/16

Financial Services 
Industry Rate

Wisconsin Increase 
Contribution Campaign

Delivery Rates             99.10% 98.08%
Open Rates 22.40% 42.21%
Cli k Th h R t 3 30% 5 23%Click Through Rates 3.30% 5.23%
Click to Open Rates 12.50% 12.40%
Opt-Outs N/A 2
Percentage of Opt-Outs 0.16% 0.09%
Hard Bounces N/A 32
Hard Bounce Rate 0.90% 1.33%

Open Rate = Unique opens; the number of people who opened the email at least once

Click Through Rate = Unique clicks / total delivered: this is the percentage of people who received the email that clicked on at least 
one link, representing the minimum level of engagement without email

Click to Open Rate = Unique clicks / unique opens: also know as the “effective rate”, it demonstrates how engaged people are with our 
emails  It reflects the number of people who opened our email and clicked on at least one link
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emails. It reflects the number of people who opened our email and clicked on at least one link

Hard Bounces = These email addresses are either invalid or have been blocked on the recipient's end due to spam filters 



2  M d A t  90 D  F  L k 2. Managed Accounts 90-Day Free Look 
Effective April 1-June 30

Website and Flyer

Newsletter article also included in April 
MoneyTalks newsletter
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2  M d A t  90 D  F  L k W b A l ti                2. Managed Accounts 90-Day Free Look Web Analytics               
as of 5/1/16:

• Of those who viewed the Free Look flier, 23% went on to the Managed 
Accounts section (either during the same session or at a later time)

• Traffic to the Managed Accounts page in April was almost double what it had g p g p
been in March

• We saw a significant spike in traffic to the Managed Accounts section on 
April 1 and increased traffic throughout AprilApril 1 and increased traffic throughout April

• The first month (April) of the Free Look period saw 201 new participants 
signing up with $12,800,00 in assets
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3  O li  S h d l  M t i3. Online Scheduler Metrics
• Online Scheduler has been in use since November 2015

Of th  2 189  t t t  ti i t  ft   ti   f  622  • Of the 2,189 surveys sent out to participants after a meeting so far, 622 were 
returned, for a rate of 28.4%

• Survey questions:
“W ld  d thi  t ti ?”  A    5 ( l  1 5)– “Would you recommend this representative?”: Average score was 5 (scale 1-5)

– “Did the representative answer all your questions?”: Average score was 5 (scale 1-5)
– “What is your overall satisfaction with the meeting?”: Average score was 5 (scale 1-5)
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4  E l  N l tt  4. Employer Newsletter 
• 4-page newsletter

M il d 5/13/16• Mailed 5/13/16
• 1,187 contacts at all local 

employers and state 
agenciesagencies
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