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With the current poverty rate at its highest in the Unit-
ed States since the early nineties, saving is necessary
but extremely and increasingly difficult for working
families. Working Americans face many challenges
to saving today. With household incomes decreas-
ing, unemployment levels high and the cost of ba-
sic needs on the rise, families’ access to savings to
set aside for the future is limited. The “saving habit”
is also a cultural shift from the spending and credit
environment of the last few decades, requiring a sig-
nificant change in behavior to reinstitute saving as
cultural norm. Without some additional incentive—an
immediate reward or instant gratification—it is a chal-
lenge for families to choose foregoing consumption
today to save for tomorrow.

At a time when savings are important, how do we en-
gage consumers in the act of saving and reinstitute a
culture of thrift in America? One promising way is to
ensure that the act of saving is fun. Prize-linked sav-
ings (PLS) models are structured to do exactly that
- reward savings behavior to help motivate individuals
to save by making it fun. PLS models have been im-
plemented internationally and now applications of PLS
are being tested in the United States — by financial in-
stitutions, businesses, entrepreneurs, and non-profits
— to make saving fun and help more people save.

So, by rewarding savings and creating an incentive
to save today, do we successfully motivate consum-
ers to save? Results from international and domestic
applications of PLS are very promising. In operation
for over fifty years, the UK Premium Bond program
has motivated over 20 million people to save more
than 25 billion pounds.’ In 2009, the Save to Wins“
(STW)? program in Michigan — designed by Doorways
to Dreams (D2D) Fund, the Michigan Credit Union
League and the Filene Research Institute and imple-
mented by eight credit unions - engaged more than
11,600 accountholders to save $8.6MM.

http://www.nsandi.com/about-nsi-who-we-are, June 17,
2011.
Save to Win is a registered service mark of D2D Fund, Inc.

Save to Win was designed to appeal to a broad de-
mographic, with specific features to make the prod-
uct easily accessible to financially vulnerable consum-
ers. In 2009, the program successfully attracted low
to moderate income (LMI) and asset poor consumers
and positively impacted their savings behavior. By the
end of the year, LMI participants had saved, on aver-
age, $634 and the asset poor had saved, on average,
$390 in their STW accounts.

The success of Save to Win's 2009 launch led to an
expansion of the program in 2010 and 2011, with 42
credit unions in Michigan participating today. This
success did not stop in Michigan; the Michigan pilot
helped motivate policy makers, credit union leagues
and asset-building groups in five states to pass leg-
islative changes that permit the offering of PLS raf-
fles by credit unions.® The legislative successes will
enable implementation in 2012 of PLS programs in
many of these states.

Judy S., Save to Win Winner

“Prize-Linked Savings: An Opportunity to Save While Hav-
ing Fun” Doorways to Dreams Fund (Policy Update 2011)

A Win-Win for All:



As the program scales in Michigan and new PLS
products launch nationwide, engaged parties con-
tinue to watch Michigan to understand the long-term
trends in PLS participation and savings behavior,
and to learn from early successes and ongoing chal-
lenges. This report provides findings on the continued
success of Save to Win in Michigan and opportunities
to enhance the program’s impact on the financially
vulnerable as well as participants’ savings behavior.

Insights from the STW program will inform continued
Michigan expansion as well as the launch and growth
of PLS products outside of Michigan. To understand
whether the program continues to succeed in Michi-
gan, this report addresses the following key ques-
tions:

Prize-linked savings products
are designed to motivate sav-
ings behavior by offering par-
ticipants the chance to win
prizes for saving. Save to Win
(STW) was launched in 2009
by a group of eight Michigan
credit unions, and was the first
large-scale PLS product tested
in the United States. The STW
program is designed as a raffle,
with participants earning chanc-
es to win for saving in a 1-year
share certificate (i.e., certificate
of deposit). For participants, the
STW program is a “win-win” sit-
uation - an individual builds sav-
ings, accrues interest and earns
chances to win cash prizes.

The STW program was designed
to be easily accessible for low
to moderate income consum-
ers to participate. As a balance-
building CD, individuals need
only $25 to open an account.
For every additional $25 depos-
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1) Growth - Did the program continue to grow and
engage new participants in the act of saving?

2) Continued participation - Did the program
motivate existing accountholders to continue in
the program?

3) LMI focus - Did the program continue to serve
financially vulnerable consumers?

4) Innovation - What innovations can help sustain
and ensure the impact of the program as
it scales?

5) Lessons - What learnings from Michigan can
inform prize-linked saving models as they are
implemented and scaled across the country?

ited, individuals earn a raffle
ticket that qualifies them for
monthly drawings and a $100,000
grand prize. The program incen-
tivizes saving - the more saved,
the more chances to win prizes.
However, tickets are capped at
10 entries a month (equivalent
to $250 in deposits) so that indi-
viduals who can only save a little
still have an opportunity to win.

Now in its third year, STW has
been successful in attracting
both new credit unions to offer
the product and new account-
holders to participate in saving
and winning. The program shows
the potential for a PLS product in
depository institutions, but also
provides insight into models that
can be tested and scaled outside
of depository institutions.
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IMAGINE THE POSSIBILITIES...

A Win-Win for All:



|. DID THE PROGRAM CONTINUE TO GROW AND
ENGAGE NEW PARTICIPANTS IN THE ACT OF SAVING?

Yes. The success of STW led to significant growth in
2010, with the program expanding from 8 to 36 credit
unions. This growth more than tripled the number of
credit union members that had access to the product.
The average penetration rate was 2.1%, and ranged
from 0.15% to 6.7% at participating credit unions. As
the program expanded to more members and more
credit unions, it attracted more consumers and sav-
ings in its second year. By the end of 2010, more
than 16,000 Michiganders held accounts with total
savings of $27.9MM and an average account balance
of $1,268*.

Growth in the Save to Win Program

Accounts 11.7k 16.2K

Average Balance $734 $1,268

While the program continues to motivate consumers
to join and save, there is an opportunity to motivate
more regular savings in the program. The key insights
from accountholders in 2010 are:

The demand for Save to Win remains strong as
it attracts new savers and more savings in 2010.

In its pilot year, the program attracted more than 11K
individuals to open a Save to Win account and save
$8.6MM. In 2010, as the program scaled within Mich-
igan, 54%°® of 2009 accountholders opened a 2010
account and more than 11K’ new accountholders

4 The calculation for average amount saved per member
excludes one outlying credit union whose average account
balance was over $9,000, inflating the average balance to
over $1,700.

5 Due to difficulty collecting all data for analyses purposes,
this represents 96% of active accounts in December 2010.

& Fifty-four percent of 2009 Save to Win accountholders had
an account in 2010, and 83% of these stayed open through
December 2010.

7 This represents 94% of the new Save to Win accounts, the
percentage of new 2010 accounts that opened and stayed
open through December 2010.

Accounts

Accounts

joined. Thirty percent of these new accountholders
came from the pilot credit unions, highlighting not just
the continued significance of the pilot cohort in help-
ing sustain the program but also the importance of
the new 29 credit unions in helping grow the program
and attracting 70% of the new accounts.

2009 Total Active Accounts and Total on Deposit
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2010 New Accounts and Total on Deposit®
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& Excludes one outlying credit union where approximately
900 accountholders saved $8.6 million.
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Compared to new participants in 2009, new partici-
pants in 2010 were able to save more on average in
their first year. These new accountholders saved a to-
tal of $12.9 million by December 2010, with an aver-
age account balance of $1,232° compared to an av-
erage of $734 in 2009. This significant increase from
2009 is driven by a subset of high balance accounts
in 2010. However, the savings pattern of new par-
ticipants in 2009 and 2010 were very similar—while
balances grew throughout the year, median deposit
activity in the last few months trended towards zero.
This decrease is partly driven by the cyclical nature
of saving, with savings expected to decline dur-
ing the holiday season. However, the general trend
downwards from the beginning to the end of the year
provides evidence that more can be done to engage
consumers year round and motivate more regular

savings behavior.

Median Net Deposit: New Accountholders

$60

$40

$20

Jan March May July Sept Nov

2010 . 2009

The prize design may be motivating participants to
join but it is not keeping many of them engaged

throughout the year.

Savings behavior within the program varies widely,
perhaps influenced by the product’s current design.
Some participants display regular savings behavior,
but not all. Twenty nine percent of 2010 account-
holders saved less than $100 while 26% saved more
than $1000. Some variation in end-of-year balances
is driven by the product attracting a broad range of
participants including more financially vulnerable con-
sumers. However, some variation is a result of the dif-
ferent levels of engagement in the product.
The total and average saved in 2010 exclude one outly-
ing credit union where approximately 900 accountholders

saved $8.6 million.

A Win-Win for All:

While accountholders have a chance to earn 120 en-
tries for the grand prize drawing, a majority of them
are falling short of obtaining the maximum number of
entries. Almost 15% of accountholders earned only
one (1) raffle ticket — while many of them may only be
interested in earning one chance to win the $100,000
grand prize, others are not being reengaged during
the year to continue saving. Even the high balance
accountholders are leaving tickets on the table. While
9% of accountholders have more than $3000 in sav-
ings, only 1% earned the maximum 120 entries. Many
of these high balance earners are participating but
not motivated to save regularly to earn their maximum

entries.

Distribution of STW Balance, December 2010
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The prize design may be driving this observed be-
havior — a $100,000 headline prize offered by Save to
Win may attract individuals to sign up, but the ongo-
ing monthly prizes are not sustaining the initial excite-
ment around saving and winning. A prize design with
more monthly winners, more frequent prizes (e.g.,
daily, weekly) or one that offers an instant reward for
saving might increase the number of accountholders
who are motivated to make more regular deposits.

Increasing an accountholder’s chance to win has
the potential to motivate savings.

The Save to Win analysis from 2009 found that
monthly winners continued to save more regularly
in the product than non-winners. With more credit
unions in 2010, D2D began exploring whether in-
creased chances to win also motivate more regular
savings behavior. While all credit union members with
a STW account in 2010 qualified for the grand prize
drawing of $100,000 and monthly Michigan Credit
Union League drawings totaling $4,000 per month,
each credit union also had the option to offer its
members monthly credit union prizes. Of all 36 credit
unions, at least 26 of them offered such supplemen-
tal monthly prizes to their STW accountholders, with
the amounts awarded and number of winners vary-
ing by credit union. This variation allowed insight into
how additional chances to win may influence savings
behavior. Having a higher percentage of winners' is
correlated with more regular savings behavior. While
individuals are likely unaware of these percentages,
they are likely aware of the winners from their credit
unions’ communication and their social networks. Al-
though more needs to be tested to understand this
phenomenon—D2D began studying and testing prize
variation in 2011—the initial finding offers insight into
the potential of a prize structure with increased op-
portunities to win to motivate more regular savings
behavior.

Calculated by dividing the number of supplemental
monthly prize winners at a credit union by year end Save
to Win members at a credit union. These ranged from less
than 1% to 6.9%.

Charmain H., Save to Win Grand Prize Winner

Average Monthly Median Net Deposit by % of Winners
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Yes. As the program expanded, more than half of the
2009 cohort of accountholders opened 2010 ac-
counts. Save to Win is designed as a one year bal-
ance-building CD, motivating individuals to build and
hold onto savings for at least a year. However, its
availability year after year has the potential to influ-
ence more intermediate and long-term savings be-
havior. The continuity of the program can help indi-
viduals rebuild savings each year to meet short-term
goals or build long-term savings with access to it for
more immediate needs.

Thus, as the program expanded into 2010, its suc-
cess depended not only on its ability to attract new
credit unions and new accountholders, but its ability
to retain existing accountholders who are motivated
by the product and continue to use it as an asset
building tool. Seven of the eight pilot credit unions
from 2009 continued to offer the Save to Win product
in 2010. Of their accountholders who had open ac-
counts in December 2009, 54%"" opened 2010 STW
accounts. In comparing this to rollover rates in more
traditional one year CDs at some of the pilot credit
unions, the Save to Win program had a significantly
higher percentage of accounts roll over'?, showing
that the features of the program (e.g. balance-build-
ing CD, interest, chances to win, prizes) are more at-
tractive to consumers and result in higher continued
engagement than more traditional 1 year CDs.

Looking at participation in the program in 2010 by
2009 accountholders we learn that:

Based on the 10,577 accountholders that could be
tracked in 2010 (represents 98% of 2009 Save to Win ac-
countholders at the 7 continuing credit unions)

Three of the pilot credit unions were able to calculate
rollover rates in their more traditional 1 year CD products
from 2009 to 2010 . The weighted average rollover rate at
these credit unions for STW was 81% versus 51% for their
traditional 1 year CD.

A Win-Win for All:

Savings behavior is a predictor of continued
participation in the program.

Across all participants in 2009, average balances
grew throughout the year, but growth slowed in the
last few months as deposit activity declined. Howev-
er, separating 2009 accountholders into two groups —
persistent savers (2009 accountholders who opened
a 2010 account) and non-persistent savers (2009
accountholders who did not open a 2010 account)
— reveals a new trend. On average, persistent savers
saved 46% more in 2009 than non-persistent savers
and maintained a more regular savings habit through-
out the year, with median deposit staying at or above
$25. A regular monthly savings habit is strongly cor-
related with continued participation in the program,
and finding ways to engage the non-persistent types
into saving more regularly could encourage them to
participate more long-term in the program.

2009 Average STW Balances
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Increasing the number of winners can improve
savings behavior and retention rates.

From the findings in 2009, D2D learned that winning
a monthly prize motivated participants to continue
saving regularly in the Save to Win product. This
behavior was found across all winners, irrespective
of the amount of the winnings. By following winners
into 2010, D2D finds that winning has the potential to
influence more long-term savings behavior. Seventy-
three percent of the 2009 winners' continued in the
product in 2010 compared to 54% of the non-win-
ners. Winning has the potential to not only motivate
more regular savings in the winning year but also to
improve the stickiness of the product, highlighting the
importance of designing the prize structure to gener-
ate more winners.

Ruth P, Save to Win Winner

ol
I

Includes only winners from the 7 continuing pilot credit
unions with accounts open in December 2010. Of the 488
winners, 92% could be tracked in 2010.

2009 participants continue to grow their savings
in 2010.

The 2009 accountholders who continued in the pro-
gram in 2010 varied in how much of their 2009 bal-
ances they rolled over, likely a result of the partici-
pants’ saving needs and the rollover policy at their
respective credit unions. Some accountholders rolled
their entire balance, some rolled a portion of their bal-
ance and others appeared to start completely over
in 2010. These differences make it difficult to assess
how much of 2010 savings represent new savings
versus rolled amounts from 2009; however, these par-
ticipants did continue to build savings in 2010, with
average balances increasing from $860 in December
2009 to $1,347 by December 2010. In the aggregate,
they saved an additional $2.3 million in 2010, a 57%
growth over their total 2009 savings.'

Average STW Balances, Active Account in both Dec 09 & Dec 10
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Calculated by subtracting the total saved in December
2009 from the total saved in December 2010. $2.3MM is
a conservative estimate as it assumes all December 2009
savings ended up in 2010 accounts.
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While automatic rollover increases the chance of
continued participation, an active decision to roll-
over results in more regular savings in STW.

The 2009 pilot credit unions varied in their policies
for handling account rollover into 2010. Some auto-
matically rolled 2009 accounts into 2010 accounts,
while others required accountholders to actively elect
to open a new 2010 account. The differences in roll-
over policies provided a natural experiment to bet-
ter understand long-term behavior in the program.
While credit unions that instituted automatic rollover
policies for STW accountholders had 96% contin-
ued participation in the STW program, credit unions
where individuals elected to open a STW account had
significantly lower participation rates but saw better
saving outcomes for accountholders. At credit unions
where individuals elected to continue, the median net
deposit trended downwards, but stayed at or above
$25 through December 2010. In contrast, at credit
unions where individuals were automatically rolled
over or were given an option to break their 2009 CDs
early and roll into a new 2010 CD, median net deposit
trended near zero for all or most of the year (See side-
bar — “Designing rollover to enhance participation and
re-engage savings activity” for more information on
rollover models).

2010 Median Net Deposit by Rollover Type
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A Win-Win for All:

Insight into participation rates and savings behavior
from the different rollover policies indicate the impor-
tance of automatic rollovers in making it simple and
easy for accountholders to continue in the program,
but also highlights the importance of re-engaging
participants to motivate continued savings activity. To
achieve this, credit unions should consider ways to
encourage savings behavior through incentives such
as a chance to win instant prizes at the rollover time.

Melvin O. and Claudette P., Save to Win Winners




Each of the seven pilot credit unions that con-
tinued in the program in 2010 managed account
rollover differently, providing insight into different
rollover models and their influence on retention
rates and savings behavior of accountholders.
While slight differences existed across all, three
main models emerged:

1) Automatic: Two credit unions allowed 2009 ac-
counts to automatically roll into a 2010 CD with
individuals qualifying for 2010 prizes in Janu-
ary. This automated the process, requiring no
active decision by the accountholders to con-
tinue in the STW program.

2) Break Early: One credit union allowed 2009
accountholders to break their 2009 CDs in ad-
vance of maturity without a penalty and roll
their account balances into a new 2010 STW
account.

3) Elect: At the remaining four credit unions, in-
dividual accountholders could elect to open a
new 2010 Save to Win account, irrespective of
the status of their 2009 STW account.

The rollover model was strongly correlated with
continued participation and savings behavior in
Save to Win. Automatic rollover, not surprisingly,
resulted in the highest continued participation in
the program (96%), followed by break early (58%)
and then elect (33%). The easier the decision to
continue in the program, the more likely accoun-
tholders stayed.

However, the rollover model had the opposite ef-
fect on savings behavior. Regularity of savings
and continued savings is highest for accounthold-
ers who had to elect to open a 2010 account, and
lowest for those where the decision was auto-
mated. In the credit unions that automated, av-
erage account balances from January to Decem-
ber 2010 grew by only 58%. Having the option to
break early resulted in slightly more engagement,
with average account balances growing by 128%.
Individuals who actively made the decision to stay
in the program were very engaged, with aver-
age account balances at these four credit unions

growing by almost 800%.

2009 Ac- Growth in
countholders Average
with a 2010 Balances in
Rollover Type Account 2010
Automatic 96% 58%
Break Early 58% 128%
Elect 33% 796%

While automating rollover ensures continued pro-
gram participation, it is not enough to drive con-
tinued engagement. Although election results in
fewer people making the active decision to con-
tinue, it does correlate with higher engagement
in the act of saving. These findings indicate that
automatic enrollment in the absence of engage-
ment (and vice versa) is not enough to retain
participants and motivate savings, and suggests
the importance of incorporating features in the
program- automatic enrollment, more prizes and
winners, reminders to save and rewards to auto-
mate savings-that make it easier for participants
to continue and stay actively engaged.

A Win-Win for All:



l1l. DID THE PROGRAM CONTINUE TO SERVE
FINANCIALLY VULNERABLE CONSUMERS?

2009 Financially Vulnerable Accountholders

Individuals who reported that

they were not regular savers
Non-Savers y 9

before opening their Save to Win

account

Individuals with household

Low-to-Moderate
Income income less than $40,000

56% $588 $201

44% $634 $200

Yes. As the program expanded it continued to reach
and impact financially vulnerable consumers. Save
to Win has proven to be an effective asset building
tool for low-to-moderate income (LMI) and asset
poor households; D2D believes that as the innovation
scales it is important to sustain the program'’s positive
impact on financially vulnerable accountholders.

To understand STW'’s continued impact on financially
vulnerable consumers, D2D looked at the 2010 sav-
ings behavior of financially vulnerable individuals who
opened STW accounts in 2009 and a snapshot of
accountholders in 2011'® and learned that:

15 In the pilot year of the program over 50% of accounthold-
ers completed surveys, providing a good overall repre-
sentation of the demographics of program participants. In
2011, a sample of less than 1000 surveys were completed
with 95% representing twelve credit unions with one-third
of the 2011 Save to Win accounts. The same approach
as 2009 was taken to acquire data on accountholders but
as the program grew it was harder to engage all credit
unions to participate in the survey and more difficult to
capture data for accountholders rolling over from previous
years.

12 I A Win-Win for All: The Growth of Save to Win in Michigan

Save to Win continues to attract financially
vulnerable households.

In 2011, D2D conducted a survey of a sample of
STW participants for a demographic snapshot of cur-
rent accountholders. The findings indicate that the
program continues to attract financially vulnerable
households, with 32% of the sample asset poor and
39% from low to moderate income households. How-
ever, the survey shows that the financially vulnerable
represent a slightly smaller percentage of account-
holders than in 2009. It is unclear if this is a product
of less financially vulnerable consumers joining the
program or a result of the survey sample'® collected.

Given STW’s appeal to more vulnerable credit union
members and the positive impact on their savings,
effective marketing of the program has the potential
to reach and impact even more financially vulnerable
households in Michigan. In 2011, D2D, MCUL and
its partners began exploring efforts to reach more fi-
nancially vulnerable Michiganians and conducted re-
search to gain additional insight into marketing and
design features to attract them to STW.

16 958 Save to Win accountholders completed a survey
in 2011: 12% first opened accounts in 2009, 25% first
opened in 2010 and 61% first opened in 2011.



Snapshot of Accountholders

Non-Savers 56% 45%
Low-to-Moderate Income 44% 39%

The product continues to impact savings of more
financially vulnerable accountholders.

The rate of ongoing participation of financially vulner-
able participants is similar to the rate across all partic-
ipants, showing that being financially vulnerable was
not strongly correlated with lower ongoing program
participation. While 54% of all 2009 accountholders
continued in STW in 2010, the percentage of contin-
ued participation is very similar for the financially vul-
nerable groups: 53% of non-savers, 51% of the as-
set poor, 53% of LMI and 50% of single parents with
dependents. Non-financially vulnerable participants
were only five to eight percentage points more likely
to stay in the program than the financially vulnerable
participants.

Not only do financially vulnerable accountholders re-
main in the program, but they also continue to grow
their savings. However, their accounts overall grew
less steeply than in 2009, perhaps indicating some
“saving fatigue” and highlighting the opportunity to
test new approaches to keep accountholders en-
gaged in the activity of consistent saving.

Average STW Monthly Balances, 2009 to 2010
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Financially vulnerable households with better
savings behavior are more likely to continue in
the program.

Financially vulnerable households who continued in
the program in 2010 were saving more regularly and
able to save, on average, more in 2009 than financial-
ly vulnerable accountholders who did not continue.
The program is successful at helping the financially
vulnerable save and has the potential to help them
sustain savings behavior over time. Given this correla-
tion between savings behavior and participation, if we
can engage more financially vulnerable households in
their initial take-up year in the act of saving frequently,
there is a stronger likelihood that we can continue to
engage them in the program in future years.

LMI, 2009 Average STW Balances
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In 2009, the pilot credit unions surveyed their ac-
countholders as they opened their Save to Win
accounts to understand savings behavior and fi-
nancial situations prior to program participation.
Given the opportunity to track accountholders
and their savings activity into 2010, D2D gained
insight into the continued impact of the Save to
Win program on individuals who were asset poor
(reported starting the STW program with less than
$5,000 in assets, excluding home equity). We were
especially interested in this subgroup of partici-
pants to see how the STW program helped them
accumulate assets over time.

The asset poor that continued in the program in
2010 were just as likely as all accountholders to
rollover most of their 2009 savings into their 2010
accounts. On average, all accountholders who
continued in the program, including the asset
poor, rolled around 70% of their 2009 balances
into 2010.
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A Win-Win for All:

However, not surprisingly, individuals with no sav-
ings cushion (reporting $0 assets in 2009) were
more likely than others to use their STW savings
to address more immediate needs. Of all accoun-
tholders reporting $0 assets in 2009, 45% rolled
over in 2010 and three-fourths of those who rolled
over continued in the product through the end of
the year. By December 2009, this group had ac-
cumulated on average $353. In 2010 they started
the program with an average balance of $185,
suggesting that 52% of their balance rolled into
their new account. While these accountholders
needed to access more of their one year savings,
they were just as likely to rebuild their savings (av-
erage December 2010 balance of $377) and at a
similar growth rate to all accountholders, 104%
versus 116% respectively.

D2D views this finding — that asset poor accoun-
tholders, even many with no prior savings, are
rolling over their accounts - as extremely posi-
tive. A pattern of sustained saving, followed by a
choice to withdraw some portion of savings and
then continue saving, is a logical and encourag-
ing behavior. Like other households, asset poor
households need to draw on their resources for
emergencies, major expenses and other short-
term saving needs; using accumulated savings
from STW in a premeditated way, followed by a
choice to keep saving, suggests the program is
helping accountholders adopt a positive savings
behavior and that they are on a promising long-
term savings path.



V. WHAT INNOVATIONS CAN HELP SUSTAIN AND ENSURE
THE IMPACT OF THE PROGRAM AS IT SCALES?

While the Save to Win program continues its success
from its pilot year, the findings indicate the need for
further testing and learning to ensure that the program
continues to effectively attract, retain and improve the
financial capabilities of Michigan consumers. In 2010
and 2011, D2D and its partners tested different ap-
proaches to gain insight on how to strengthen the
savings capability of consumers and to enhance Save
to Win’s reach to more financially vulnerable consum-
ers. Our findings indicate that:

Email reminder messages show promise to help
engage participants in more regular savings.

D2D’s research indicates that about one-third of sur-
veyed Save to Win accountholders who have e-mail
accounts'” would take advantage of monthly email re-
minders if the product offered this feature. Given the
interest in reminders and our hypothesis that remind-
ers would encourage accountholders to take advan-
tage of the balance-building feature of the product,
D2D partnered with Christian Financial Credit Union
(CFCU) to test the viability and impact of email re-
minders.

A preliminary test was run in December 2010, with
170 accountholders randomly assigned to one of
three groups: (1) control/no email; (2) a “the 2010
Save to Win $100,000 winner could be you!” email;
and (3) a “time is running out” email. The two email
groups saw a 23% and 17% respective increase in
the number of deposits in December, while the con-
trol group saw no increase. In addition, the “time is
running out” email group had 4% more dollars depos-
ited than each of the other two groups, indicating the
importance of not just a reminder message but the
salience of the message to accountholders. This test
indicates the value of well-crafted reminder messages
on deposit behavior and amount saved.

17 Eighteen percent of accountholders surveyed reported
not having an e-mail account.

These promising results motivated CFCU to launch
a large-scale email campaign in 2011, with the goal
of driving savings behavior within accounts and take-
up of new accounts. Beginning in March and running
through May 2011, all credit union members without
Save to Win accounts and with email addresses re-
ceived an email invitation to join STW. From June on-
wards, all members with a 2011 Save to Win account
and an email address received an email reminder to
save. Each month’s email blast had a different theme.
In March the tag line was, “It could be your Lucky
Day!” with an image linked to St. Patrick’s Day. In that
month, 20.8% of 14,932 members reached opened
the email and 2% clicked through to the CFCU web-
site. Forty-nine members opened a Save to Win ac-
count, representing 60%'® of the net increase in ac-
counts in March. For the remaining emails through
mid-August, the email open rate averaged 16.7%.
While more needs to be analyzed from CFCU’s 2011
campaign to understand its impact on savings be-
havior, early findings show the potential for reminders
to help recruit and engage members in the program.
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18 CFCU had 2,317 open accounts in March, a net increase
of 91 accounts from February.

A Win-Win for All: The Growth of Save to Win in Michigan [l 15



Sales incentives are an easy and effective way to
drive take-up of Save to Win.

Credit union personnel are critical to driving take-up
of the Save to Win accounts. Sixty percent of accoun-
tholders surveyed indicated that they learned about
the program from staff at their credit union. Incentives
are crucial to motivate staff to drive sales, and well
-designed sales incentives can be a low-cost market-
ing strategy for increasing participation in the prod-
uct. With this in mind, D2D launched a three-pronged
sales incentive program with 15 credit unions for two
months in 2011. The program consisted of the follow-
ing components:

- Coop-etition — A friendly competition among par-
ticipating credit unions to see which credit union
could open the most accounts. The winning credit
union was awarded a trophy and recognized for its
achievement.

- Race to Memorial Day Sales Incentive Program
- An incentive program that rewarded the top indi-
vidual employee sellers at each participating credits
union.

- Innovative Sales Strategy Awards — Awards to the
credit unions that deployed the most innovative sales
strategies to reach financially vulnerable consumers.

During the 8 72 weeks the pilot test ran, more than
2,800 accounts were opened by these 15 credit
unions. This represents 24% of the total STW ac-
counts at the end of 2010, signifying the importance
of staff incentives to drive account take-up. The fact
that these 2,800 accounts opened by just 15 of the
credit unions represented nearly a quarter of 2010 ac-
counts shows the potential of a more institutionalized
STW incentive program to help motivate credit union
employees year round and significantly increase the
reach of STW. Incentives could also be effective in
attracting new members to the credit union and into
STW, and in enhancing monthly savings behavior
within the product.

A Win-Win for All:

Consumers have a preference for prize structures
with more winners.

D2D commissioned a panel survey of financially
vulnerable residents in five states in early 2011 to
gauge interest in a prize-linked savings product and
better understand the product features that motivate
take-up and use. From the survey, D2D learned that
while slightly different prize structures motivate dif-
ferent consumers, all consumers had a strong pref-
erence for prize structures with more winners (see
sidebar “Increasing the Odds of Winning Motivates
Financially Vulnerable Consumers”). From the Save
to Win data, we also know that winners have better
savings habits than non-winners, demonstrating the
potential of winning to help motivate regular savings.

Roy H., Save to Win Winner
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With these learnings in mind, D2D and STW credit
union partners deployed a variety of prize variation
tests in June 2011 to gain better insight into the po-
tential of different prize models to influence savings
behavior. Three different prize variation studies were
conducted in June:

1) Instant Prizes for Deposit Activity. Christian
Financial Credit Union (CFCU) tested an instant
prize program, rewarding all accountholders mak-
ing a deposit with a scratch ticket (and chance to
win prizes on the spot). The instant prizes were
awarded in addition to their normal monthly prize
program.

2) More Prizes (Fifty $50 Winners). Communicating
Arts Credit Union (CACU) offered more individuals
the opportunity to win by spreading their monthly
prizes among substantially more accountholders
(from 10 winners to 50 winners).

3) Larger Prizes for Larger Deposits (Double Your
Monthly Deposit). Public Service Credit Union
(PSCU) offered individuals a chance to double their
deposits made in June, up to $250. Everyone who
deposited received one raffle ticket for the month,
equalizing the chance to win. Prizes were awarded
based on the amount saved.
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After analyzing the data at all three credit unions, no
clear quantitative insights, positive or negative, were
found from the prize variations conducted. However,
important qualitative insights from operations were
gleaned pointing to operational challenges that need
to be overcome both in terms of prize variation tests
as well as for prize variation in general. First, creating
prize variation for one month is confusing to credit
union staff and, thus, there is a breakdown in the
front-line marketing communication. Second, gain-
ing the attention of members through additional mar-
keting efforts, other than staff, is difficult on a mod-
est budget. Third, a single prize variation test can
get caught up in the other priorities that month for
credit union staff, further muting its impact. Finally, all
three credit unions participating in the prize variation
study also participated in the sales incentive study,
which ended immediately before the prize variation
studies began. This raised concerns about back-to-
back study fatigue especially for front-line staff. While,
more data needs to be collected to analyze if there
were any longer term implications (e.g. impact on be-
havior of June winners) of the studies, learnings from
2009 and 2010 data as well as insights from the panel
survey show the promise of increasing the chance to
win on participation and savings behavior.
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Effective engagement with community partners
can help attract new credit union members and
enhance take-up of STW accounts.

D2D partnered with the Community Economic De-
velopment Association of Michigan (CEDAM) to help
drive awareness and take-up of Save to Win by more
financially vulnerable consumers. Testing different
models of outreach, CEDAM worked with STW credit
unions and community-based organizations to con-
nect financially vulnerable individuals with Save to
Win (STW) accounts. Specifically, CEDAM worked to:

- Deploy and support credit union and non-credit
union “ambassadors” to promote and market STW
in communities.

- Promote STW through traditional and non-tradition-
al (community colleges, low-income employers) as-
set building partners.

- Use incentives to encourage partners and individu-
als to drive awareness and take-up of STW.

- Build awareness of Save to Win at tax-time at Volun-
teer Income Tax Assistance (VITA) sites.

While it was difficult to track the take-up of STW
through their outreach efforts, the pilot did yield the
following valuable insights to connect financially vul-
nerable populations with STW:

- Developing a strong partnership between com-
munity-based organizations and credit unions
is crucial to effective community outreach. Al-
though Save to Win is a program run by the Michi-
gan Credit Union League, take-up of the program
requires access to a participating credit union. The
partnerships between community-based organiza-
tions and credit unions are critical to success and
can lead to innovative ways to provide more seam-
less methods of account sign-up and ongoing ac-
count activity that is effective for the community be-
ing served.

A Win-Win for All:

- Empowering credit union or partner organiza-
tion employees to open accounts outside credit
unions enhances take-up. Strengthening the link
between awareness and take-up is crucial to en-
gaging people in a new product or program. The
results from CEDAM’s efforts indicate that the single
most important variable to driving take-up was ac-
cess to onsite account sign-up. The best environ-
ment to attract financially vulnerable consumers
was at the organizations they knew and trusted.

From our analysis of the STW program, we know
that financially vulnerable consumers are attracted
to the product and that they have been successful
in building savings. Through the right partnerships
with credit unions and other committed partners, the
program can help attract new members and engage
them in STW and other financial products and ser-
vices, potentially helping credit unions attract and
develop a more long-term relationship with financially
vulnerable members of their community. This impact
aligns with the mission of the credit union movement
to promote thrift among low-to-moderate income
Americans.

Mary P, Save to Win Winner




In the recently published PLS White Paper, “Prize-
Linked Savings and Financially Vulnerable Ameri-
cans: Insights from a Five-State Study,” D2D found
that survey respondents preferred greater odds of
winning and were comfortable with the trade-off
between smaller prize sizes and more prizes.

One (1) $100,000
grand prize-winner

Two (2) $50,000
grand prize-winners
Four (4) $25,000
grand prize-winners

Ten (10) $10,000
grand prize-winners

“Please review
all of the grand
prize package
offers for the
product. Which
would be most

attractive to
you?” Twenty (20) $5,000

grand prize-winners

One hundred (100) $1,000
grand prize-winners

Grand Prize. Individuals were asked to rank their
preferred grand prize from the prizes above, and
the results revealed that financially vulnerable
households are less attracted to a large, winner-
take-all, grand prize package. On average, indi-
viduals preferred that grand prize payouts are
spread across more winners rather than given to
a single winner. This is a challenging insight be-
cause a headline-grabbing grand prize can at-
tract significant attention and media coverage.
The most popular first choice for grand prize was
one hundred $1,000 winners, which gives the PLS
account holder the highest probability of winning.
Consistent with these findings, the least-selected
grand prize was the $100,000 grand prize for a
single winner. In fact, 80% of respondents chose
the $100,000 grand prize as their bottom choice
for grand prize. The most popular responses
when averaging respondents’ top three grand
prize selections are $5,000 and $10,000 (for 20 or
10 prize-winners).

Four hundred (400) $10 winners
per month (4,800/year)

“Please One hundred fifty (150) $25
review all of winners per month (1,800/year)

the monthly

prize pack- Eighty (80) $50 winners per
age offers month (960/year)

for the prod— Forty (40) $100 winners per
uct. Which month (480/year)

would be

most attrac- Four (4) $1000 winners per
tive to you?” month (48/year)

One (1) $4,000 winner every
month (12/year)

Monthly Prizes. Individuals were asked to rank
their preferred monthly prize from the prizes
above. The monthly prize data reveal that sur-
vey respondents do not solely focus on the high-
est odds of winning. Instead, they balanced their
chance of winning with some personal minimum
threshold for prize size. At the minimum thresh-
old - often around $100 or $1,000 - respondents
stop pursuing better odds probably because they
don’t regard the prizes as large enough to make
the tradeoff. The most popular choice was $100
for 40 prize-winners, but $50, $100, and $1,000 all
had broad-based appeal.

A Win-Win for All:



The 2010 and 2011 findings from Save to Win indi-
cate that the program has continued to successfully
attract and retain Michigan consumers as it expands,
helping both financially vulnerable and non-financially
vulnerable households build savings. However, inno-
vation is required for the program to sustain in Michi-
gan and continue to serve financially vulnerable con-
sumers. The following key learnings from Michigan
provide insight for both the Save to Win program and
new programs as they are implemented and scaled
across the country:

1) Save to Win is an attractive and effective as-
set-building tool. The product design has been
effective in helping consumers, both financially vul-
nerable and non-financially vulnerable, build sav-
ings within a year. But the continuity of the program
year after year is proving effective in engaging con-
sumers to develop a more long-term savings habit.
While participants have access to their savings
after a year, to address any short-term or emer-
gent needs, they continue to build off of and grow
savings in year two, showing the potential of the
program to help consumers build assets more long
term and continue to develop a persistent savings
behavior.

2) Winning is a powerful incentive for encour-
aging savings and participation. In 2009, D2D
learned that winners are more motivated to save
regularly in STW than non-winners, irrespective of
the size of the winnings. Now, we learn that winning
has a potentially more long-term impact on savings
behavior with winners more likely to stay in the pro-
gram than non-winners. Knowing that it’s the act
of winning, not the size of the winning, that helps
motivate consumers, the program should consider
incorporating more, smaller prizes to increase the
chance of winning. Making as many STW savers
“winners” as possible has the potential to have a
strong positive impact on savings behavior and
participation and could be a cost effective way to
attract and retain consumers in the program.

A Win-Win for All:

3) Credit union employees are an essential mar-
keting tool of the Save to Win program. The
staff at credit unions plays a crucial role in mar-
keting the product. The majority of surveyed par-
ticipants learned about the Save to Win product
from their credit union employees. Motivating the
sellers of the product has proven to be an effective
tool to increase take-up of Save to Win. If all credit
unions participated in the sales incentive program
in 2011, over 4,500 (representing close to 40% of
2010 accounts) could have been opened from just
two months of incentives. Integrating incentives
into the STW program to engage staff in market-
ing efforts throughout the year can be a powerful
and cost effective way to improve take-up in Save
to Win by new and existing credit union members.

4) A collaboration model is important to the suc-
cess and growth of the Save to Win program.
In 2009, the eight credit unions that launched Save
to Win played a key leadership role in implement-
ing the program and ensuring its success. As the
program expands, the pilot credit unions continue
to play an important role as local and national ad-
vocates of the program and engaged stakeholders
committed to ensure its sustainability. In the sec-
ond year of STW, 30% of new participants came
from these pilot credit unions and overall they rep-
resented 50% of Save to Win accountholders in
2010. At the same time, new credit unions play
a crucial role in expanding the program and en-
suring its continued success and growth. As these
new credit unions bring Save to Win to their fields
of membership, they help establish new roots for
Save to Win; and in 2010, they attracted 70%
of the new accountholders. This collaboration of
credit unions in the program is important to its
growth, enhancing its ability to attract more con-
sumers to the product by providing an effective
way to market the product state-wide as an ac-
cessible asset-building tool to all eligible Michigan
residents irrespective of credit union affiliation.



5) Re-engaging accountholders is important to
ensure continued participation and savings
in STW. The Save to Win program has been suc-
cessful in helping engage participants in the act of
saving. The ability to start small and be rewarded
for building savings over time has attracted partici-
pants to the program and motivated savings. How-
ever, some participants are more actively engaged
in the program than others and re-engagement is
crucial to ensure continued participation and to
help consumers build a more long term savings

The Great Recession has proven stubborn and pain-
fully drawn out, putting many working families under
enormous financial pressure. In hard times — perhaps
especially in hard times — people need to be enter-
tained, to have moments of excitement and periods
of escape from the economic realities they face. What
if these moments of fun were not just a break from
hard reality, but played a part in the process of chang-
ing a national mentality and building toward a more
financially secure future?

This is the secret of Save to Win: it is fun while help-
ing families strengthen their financial health. Save to
Win has arrived at an opportune moment in U.S. his-
tory, when it is both relevant and needed. Hard hit
consumers no longer need to emotionally separate
frivolous fun and sober progress toward a more sta-
ble future. Instead, excitement and hope can imbue
every stage of financial stability and growth, bringing
lightheartedness to a heavy topic, even if it comes
through small wins.

habit. With participants varying in what motivates
them, the program’s continued success relies on
different innovations to make savings fun and re-
warding for STW savers. As Save to Win expands
in Michigan and new programs are implemented
outside of Michigan, designing a program with
more prizes, increased chances to win, prizes at
key engagement moments (e.g. rolllover) and re-
minder messages can help with continued partici-
pation and activity.

But prize-linked saving models are important for an-
other reason. Where typical financial products aspire
simply to meet consumers’ needs, PLS products offer
consumers a more complex and engaging relation-
ship. Save to Win can help shape consumers’ prefer-
ences and behaviors. The chance not just to win, but
to compete to win by saving, means consumers are
now in a dynamic relationship with the product, trying
to rise to its implicit challenge, knowing that the prod-
uct is there to offer new and changing rewards on
an on-going basis. At one time a luxury automaker’s
ads challenged consumers, “Can your car make you
a better driver?” Save to Win can make you a better
saver.

Much more can be done to fully understand and capi-
talize on the opportunity prize-based products pres-
ent. D2D and its partners are committed to following
and developing this innovation as long as it continues
to show promise for vulnerable consumers. Advo-
cates for increased financial stability have long spo-
ken of “behavior change” as the ultimate benchmark
for success. Who knew part of the answer would
arrive in a deceptively simple savings package?
Welcome to the future of savings- prize-linked sav-
ings are more than just fun and games.

A Win-Win for All:



APPENDIX:
2011 Survey Data
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A total of 958 accountholders in 2011 completed the survey.
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Save to Win Participating Credit Unions (as of September 2011)

QG

&

STW Credit Union Locations

>
1)
%)
o
%]
QD
>
Q.
3
[0}
3
o
Q
%)
QO
wn
[e]
S
(-
<
>
[0}
Ny
(e}
=
e}

A Win-Win for All: The Growth of Save to Win in Michigan [N 27



D2D FUND

114 Western Avenue

2nd Floor

Allston, MA 02134

617.541.9066 Copyright 2011, D2D Fund, Inc.
www.d2dfund.org




