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Goal/Action 

Item Tools adopted Results desired 10/14/22 Results

Enrollment  • Employee and Employer

• Increase number of in-force* accounts by 2.5% (69,626)
• Add 12 new local public employers
• Attend 1 or 2 conventions

• 1.0% in-force* growth (68,608)
• 8 new employers added
• 2 conventions attended

• WASBO – Booth only
• WMCA – Presented with ETF (Income Continuation 

Insurance) and Marilyn Collister (Employer Fiduciary 
Responsibility)

Asset Allocation • Retirement Readiness Reviews with at-risk** groups
• Free trial period

• Complete Retirement Readiness Reviews (RRR) with 5% (970) of at-
risk population

• Increase managed account users by 2% (383 new users)

• 1,048 RRRs with at-risk population
• Managed Account campaign Q3 – In progress through 

11/30/22

Education

• Participant Education
• Save more
• New website
• Group and individual meetings

• Employer Education
• Financial wellness

• Lifetime Income Score
• Celebrate WDC’s 40th anniversary

• Complete 2,800 total Retirement Readiness Reviews
• Increase deferral amounts by 5% for targeted audience (Participants 

saving 1% or $50; Participants who haven’t increased in 2+)
• Increase new website users by 7% (2,745 new users)
• Obtain a 6%+ clickthrough rate on Lifetime Income Score (LIS) 

campaign and monitor interactions with the tool
• Provide 415 group meetings
• Drive positive actions equaling 40%+ of meetings

• 2,467 RRRs
• 1,591 deferral increases; 13.9% increase
• 2,864 more unique users in August than in July; 979 users 

have aggregated accounts as of 10/31/22 
• 3.65% clickthrough rate; 51% open rate; 212 deferral 

increases
• 380 group meetings conducted
• 79% positive action rate

Retention • Retirement Readiness Reviews
• Retiree webinar

• Meet with 500+ retirees/terminated participants
• Increase asset retention by 5%+ (roll out less than $97.7)

• 313 individual meetings with retirees/terminated participants
• Retention rate to be reported at year-end

2022 Scorecard Update

*In-force means net lives or number of participants with an account balance greater than $0.
**At-risk population = 50+ >75% equities; 50+ <10% equities; all ages <25% equities
***Positive actions include actions like enrollments, rollovers, deferral increases, diversification (moving 100% to TDF or enroll in managed accounts), and personalization 
for those in managed accounts

Note: Recurring goals such as group meetings and in-force growth are based on average of last three years (2018-2020)
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380

1,4462,467

Group Meetings
Individual Meetings
Retirement Readiness Reviews

4,293
1,048

313

3,098

At Risk
Retirement
Readiness
Reviews

Retiree
Meetings

Positive Actions
Taken

At-risk population = 50+ >75% equities; 50+ <10% equities; all ages <25% equities and twice average 
plan balance

Positive actions include actions like enrollments, rollovers, deferral increases, diversification (moving 
100% to TDF or enroll in managed accounts), and personalization for those in managed accounts

Goals:
415 Group Meetings
2,800 Retirement Readiness Reviews
970 At Risk Retirement Readiness Reviews
40% Positive Action Rate
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Q1 Communications Projects 2022
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• Fund Changes

- Web bulletin
- News and Updates tile
- Q1 Statement Narrative

• Contribution limit changes
- Review and update library of materials

• Participant fee changes
- Review and update library of materials

Changes to communicate
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• Audience:

- Participants saving 1% or $50; Participants who haven’t increased in 
2+ years

• Tactics:
- Auto Increase Email 

 Sent: 2/21
 Sent: 31,963
 Open rate: 55.8%
 Click-through rate: 1.6%

- Meet with Your Rep Email
 Sent: 2/24
 Sent: 31,876
 Open rate: 50.5%
 Click-through rate: 2.04%

• Results:
- 4.3% or 1,591 participants increased deferrals
- 13.9% average increase (deferrals by dollar amount)

America Saves Week
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• Audience:

- All participants 
• Tactics:

- Website update under the News 
and Updates tile

- Investment Options flyer 
updated

Equity wash language added to website
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• WDC language for employer intranet pages and/or benefits 

brochures

Employer flier added to website
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Q2 Communications Projects 2022
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• Audience:

- Inflation: Participants 50+ with less than 25% equity
- Equity: Participants 50+ with more than 75% equity

• Tactics:
- Postcard: Sent 5/1 to 9,808 at risk participants 
- Email: Sent 4/26 to 9,478 participants 

 Inflation email (2,355 participants): 
• Open rate - 53.76%
• Click rate - 2.46% (46 clicks to schedule a meeting)

 Equity email (7,123 participants): 
• Open rate - 64.68%
• Click rate - 7.3% (575 clicks to schedule a meeting)

• Results:
- 201 Retirement Readiness Reviews scheduled with at risk participants

At Risk Campaign
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• Audience:

- All participants
• Tactics:

- Mailer sent to 7,357 ppts
- Email 5/10 to 36,474 ppts

 Open rate: 34.51%
 Click rate: 0.42%

• Results:
- 10 registered for an introductory meeting
- 6 were interested in the Planning 
- 1 enrolled in Planning immediately

*41 full financial plans have been delivered since implementation (as of 6/30/22)

CFP Campaign (May 2022)
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Tactics:
- Email
- Reminder email
- Post-login plan message
- Pre-login pop-up
- Social posts for WDC

2022 Participant Survey
Participant Survey Metrics Original Email Reminder Email

Survey email launch date 6/21/22 7/8/22
Emails delivered 52,309 52,084
Unique open rates 51.5% 50.9%
Click to open rates 2.9% 2.2%
Survey close date 7/13/22
Number of survey responses 2,737
Survey response rate 5.2%
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Survey Emails Open rate Click rate

June 21 initial email 52% 2.9%
July 8 reminder email 51% 2.2%

Demographics Answers
Age breakdown
• Age 54 and under
• Age 55-64
• Age 65+

• 25.6%
• 30.0%
• 44.3%

How long have you had your WDC 457 account?
• Less than 5 years
• 6 to 20 years
• 20+ years

• 12.5%
• 31.7%
• 55.6%

What is your estimated account balance?
• Less than $10,000
• $10,000 to $50,000
• $50,001 to 100,000
• More than $100,000

• 11.2%
• 22.5%
• 15.9%
• 50.2%
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Questions Answer

Do you have (or have you ever had) a WDC account? • 98.5% yes
• 1.4% no

How would you rate your satisfaction (4 or 5) with the WDC Board services 
below?
• Website resources
• 24/7 automated voice response system to commonly asked questions
• Customer services representative availability
• Local staff providing virtual support
• Quarterly statements and balance information
• Managed Account service, also called Empower Retirement Advisory 

Services or Online Advice or My Total Retirement

• 76.1%
• 56.2% 
• 72.4%
• 65.4%
• 79.2%
• 65.9%

65% of respondents were unfamiliar with the automated voice response system, 56% with the local staff providing virtual support, and 39% with the Managed Account Services

Overall satisfaction (4 or 5) with services received from WDC/Empower 4 out of 5 satisfied (73%)
How likely are you to recommend the WDC to a friend or colleague? 78%
Overall satisfaction (4 or 5) with wdc457.org: 
• Information provided on the WDC website –
• Ease of use of the WDC website –
• Ability to access and make changes to my account –
• Information and tools on the website –

• 75.7%
• 69.6%
• 68.1%
• 67.1 14
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Questions Answer
Would you like more information on the investment help and advice offered to 
you as a WDC participant?

• 32.0% Yes
• 68.0% No

How do you like to get information from the WDC? (Select all that apply.)
• Email
• Quarterly statements
• Website
• Mail

• 75.8%
• 56.5%
• 48.0%
• 45.9%

Topics of Interest
• Living in retirement
• Managed Accounts 
• Nearing retirement
• Fees charged

• 60.1%
• 29.0%
• 25.6%
• 24.7%

Overall satisfaction (4 or 5) with quarterly statements: 
• Timeliness
• Accuracy
• Ease of reading and understanding

• 72.2%
• 80.2%
• 73.6%
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Questions Answer

Do you currently use the automatic increase feature? • 29.8% yes
• 70.2% no

Are you aware of the minimum required withdrawals? • 73.2% yes
• 26.7% no

Do you currently use the PCRA? • 4.3% yes
• 95.6% no

Do you want more investment options (ex: non mutual funds, ETFs, stocks, 
bitcoin)?

• 28.0% yes
• 71.9% no

Did you know you can rollover and transfer old account or current 457 accounts 
to your WDC plan?

• 61.7% yes
• 38.3% no
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• Audience:

- Monthly recently terminated participants
• Tactics:

- Mailer 
• Results to be reported after year-end

RSG Term Mailer (ongoing)
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Q3 Communications Projects 2022
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• New Web Experience Campaign

- Emails (x4)
- Mailer 
- Web messaging
- Social posts

• My Total Retirement/Free Look Campaign
- Email (1 in Q3, but 3 total)
- Mailer
- ETF Newsletter article

• Benefit Fair/Open Enrollment Webinar Promotion
- Pre-login pop up
- Post-login plan message

• Dodge and Cox Custom Fund Change Letter
• Lifetime Income Score Campaign (Marcom Award 

Winner!)
- Email
- Mailer
- Web messaging
- Social post
- Video

• RSG Monthly Termination Mailer
• WDC material updates with new disclosures

Q3 Communications
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• Audience:

- All participants with a balance

• Tactics:
- Emails (x4)
- Mailer 
- Web messaging
- Web banner
- Video
- Webinars (four; 195 attendees)
- Newsletter article

New Website Experience Campaign
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• New Web Experience Campaign

- Teaser email metrics: 
 Sent to 49,918 on 7/12
 Open rate: 54.2%
 Click rate: 1.2%

- 1st email metrics:
 Sent to 49,850 on 8/2
 Open rate: 56.5%
 Click rate: 4.1%

- 2nd email metrics:
 Sent to 49,831 on 8/12
 Open rate: 58.1%
 Click rate: 1.8%

- 3rd email metrics:
 Sent to 49,822 on 8/25
 Open rate: 49.2%
 Click rate: 1.0%

New Website Experience Campaign (cont.)

21



• Primary bullet
- Secondary bullet

 Third bullet

Title Arial Narrow
• Audience:

- Active and terminated participants with a 
balance and not enrolled in managed 
accounts

• Tactics:
- Emails (x3)
- Mailer 
- Social posts
- Newsletter article

• Email metrics:
- Touch 1 results: Sent to 33,375 on 9/1
- Open rate: 52.95%
- Click rate: 1.51%

My Total Retirement Campaign 
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• Letter mailed on 9/7 to 3,680 participants 

invested in the Dodge & Cox Income Fund 
Class I

Dodge and Cox Fund Change Letter
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• Audience:

- Anyone saving 10% or less

• Tactics
- Email
- Mailer 
- Social posts
- Web messaging
- Video

• Email metrics 
- Sent 9/8 to 34,399
- Open rate: 51.51%
- Click rate: 3.65%

• Campaign metrics
- 805 unique participants sliding 

sliders, 353 unique participants 
saving deferrals

- 212 participants increased their 
savings

Lifetime Income Score Campaign 
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• Tactics

- Post-login plan message
- Pre-login pop-up

Benefit Fair/Open Enrollment Webinar Promotion
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• Retiree campaign
• Target Date Fund additions
• Contribution limit increase
• Employer webinar
• Benefit Summit – the return of “Steppingstones to Retirement”

Coming Soon
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