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2021 ANNUAL REPORT

Virtual Money Smart Week 2021 successfully reached thousands
of people in communities most affected by the Covid-19 pandemic
with useful guidance on a range of common financial concerns.
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Participation by State

47 of 50 States (+DC & Puerto Rico)

Top States
lllinois, Texas, Georgia, Wisconsin, Michigan, Indiana

' H . . .
ﬂ Highest LMI* Participation

Age Distribution

Top Registration Age Group

40-49

Age Distribution (% Registrants)

Age -19 20- 30- 40- 50- 60- 70- 80+
Range: 29 39 49 59 69 79
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‘ Top Overall Attendance

Top Topics
B Managing Money Ups + Downs

B Savings: A Little Can Make a
Big Difference

M lllinois: Ages 30-59

Low and Moderate Income (LMI)*
Registrants
from LMI

LM Zip Codes

C/i 420/0 Eztgezlstrations

More Likely to Attend

2+ Sessions

' Registered + Attended

More Sessions

*Low and moderate income (LMI) communities are defined as communities
in zip codes with an average annual household income of less than $50,000,
sourced from the 2019 American Community Survey (ACS)
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Digital Marketing

Email Campaign
214,300 Delivered

37,800 Opened
5,400 Clicks

Display Ads
1,385,000 Impressions
2,800 Clicks

Social Media

1,270,000 Impressions
22,000 Video Views
8,500 Clicks
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Total Digital Marketing

2,655,000 Impressions
16,700 Clicks
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