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Q1 Board Meeting 

- Updates
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Program Updates

Staffing -

- Posted for a new Outreach Specialist

- Anna went from Outreach Specialist to Program Manager

- Plan on developing Communication Manager position

- Additional Outreach Specialist to be added by end of FY22/23

Payroll Integration -

- Update from Vestwell

Conference Attendance

- Anna, Hunter, and Treasurer Young attended the CRI conference at UCLA in January

- Conference in June
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Payroll Integrations

Quickbooks Online 360 integration went live in Q4 of 

2022

Payroll Provider webpage built out as part of the 

program website (guidance for employers and 

payroll providers, links to help center articles for 

each integration)

Gusto 360 integration currently in pilot (including a 

CO employer), expected to go live in early Q2

Growing interest from several other payroll 

providers that work with CO employers (engaged 

with our payroll integrations team)
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Ongoing 

Presentations

Presentations scheduled for Q2:

- Pueblo

- Estes Park

- Eagle County

- Denver

- Fort Collins

We are also working on building out the 

SecureSavings Youtube Channel with pre-recorded webinars in 

Spanish and English, as well as virtual òwalk-throughsó on 

different aspects of the website and enrollment process.

Outreach and Marketing 

Update
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2023 Q1

Marketing Recap

March 2023
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ADs

Outreach and Marketing 

Update

http://www.youtube.com/watch?v=2i6qWIPyTvY
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Q1 Paid Media Summary

DIGITAL OUT OF HOME LAUNCH

Å Digital Out Of Home will be launching for Wave 2 after 

careful research and planning to identify a provider who can 

activate across our target zip codes, including hard to reach 

rural areas and businesses.

Å Creatives will mirror the top performing LinkedIn ads in 

order to create a cohesive brand message and image to 

target audience members.

LINKEDIN PERFORMANCE

Å LinkedIn performed above industry benchmark, delivering 

a .42% CTR and $19 CPC for a total of 259 clicks and 

61,888 impressions.

Å Creative A/B testing has helped us to identify which 

creative themes performed best to each of our audience 

segments and will allow for optimal performance in future 

campaigns.


