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Changing	
  the	
  Financial	
  Futures	
  of	
  

Young	
  Adults	
  



Background	
  

•  AICPA	
  is	
  the	
  na9onal	
  associa9on	
  of	
  Cer9fied	
  

Public	
  Accountants	
  

•  Feed	
  the	
  Pig	
  is	
  an	
  extension	
  360	
  Degrees	
  of	
  

Financial	
  Literacy	
  

•  Since	
  2004,	
  through	
  360,	
  we	
  have	
  reached	
  

millions	
  of	
  Americans	
  through	
  na9onal	
  and	
  

local	
  outreach	
  



Feed	
  the	
  Pig	
  Overview	
  	
  

•  Partnership	
  with	
  the	
  Ad	
  Council	
  

•  Launched	
  in	
  2006	
  

•  Targets	
  25-­‐34	
  year	
  olds	
  

•  Encourages	
  these	
  young	
  adults	
  to	
  improve	
  

their	
  financial	
  behaviors	
  and	
  to	
  increase	
  

savings	
  

•  Benjamin	
  Bankes,	
  “Spokespig”	
  

•  www.feedthepig.org	
  



Tradi9onal	
  PSAs	
  

•  Na9onal	
  and	
  localized	
  TV	
  spot	
  

•  Four	
  radio	
  spots	
  

•  Magazine	
  and	
  newspaper	
  

•  Web	
  banners	
  

•  Billboards	
  and	
  bus	
  stop	
  posters	
  



Outdoor/Print 



Other	
  Resources	
  

•  Campaign	
  website	
  

– www.feedthepig.org	
  

– Weekly	
  Savings	
  Tips	
  

– Bi-­‐monthly	
  payday	
  savings	
  reminders	
  

– Ar9cles,	
  calculators,	
  interac9ve	
  tools	
  

– Mobile	
  site	
  

•  Benjamin	
  Bankes	
  Facebook	
  page	
  

•  TwiXer:	
  @feedthepig	
  



Making	
  a	
  Difference	
  

•  According	
  to	
  a	
  study	
  conducted	
  by	
  the	
  Ad	
  Council	
  

this	
  Fall,	
  individuals	
  who	
  have	
  seen	
  or	
  heard	
  a	
  Feed	
  

the	
  Pig	
  PSA	
  are	
  more	
  likely	
  to	
  change	
  their	
  financial	
  

behavior	
  for	
  the	
  beXer.	
  	
  	
  

	
  

•  Thirty-­‐seven	
  percent	
  of	
  individuals	
  that	
  have	
  seen	
  or	
  

heard	
  the	
  PSAs	
  say	
  saving	
  for	
  their	
  future	
  is	
  more	
  

important	
  than	
  buying	
  things	
  they	
  want	
  now	
  verses	
  

20%	
  that	
  have	
  not	
  seen	
  or	
  heard	
  an	
  ad.	
  



Making	
  a	
  Difference	
  

•  Respondents	
  who	
  recalled	
  seeing	
  or	
  hearing	
  the	
  

PSAs	
  were	
  more	
  likely	
  than	
  those	
  who	
  had	
  not	
  to	
  

report	
  that	
  in	
  the	
  past	
  six	
  months,	
  they	
  have	
  taken	
  

ac9on	
  to	
  learn	
  more	
  about	
  managing	
  their	
  finances.	
  	
  

Reported	
  ac9vi9es	
  include:	
  

–  Discussing	
  ways	
  to	
  save	
  money	
  with	
  friends	
  and	
  family	
  

(84%	
  vs.	
  67%)	
  	
  

–  Visi9ng	
  a	
  website	
  to	
  get	
  more	
  informa9on	
  about	
  how	
  to	
  

save	
  money	
  (62%	
  vs.	
  34%)	
  

–  Calling	
  a	
  toll-­‐free	
  number	
  to	
  get	
  more	
  informa9on	
  (32%	
  

vs.	
  4%)	
  

•  	
  	
  



Making	
  a	
  Difference	
  

•  Respondents	
  who	
  recalled	
  seeing	
  or	
  hearing	
  the	
  

PSAs	
  were	
  more	
  likely	
  to	
  claim	
  they	
  always	
  take	
  

certain	
  ac9ons	
  to	
  save	
  money,	
  such	
  as:	
  

–  Keeping	
  a	
  budget	
  of	
  their	
  expenses	
  (33%	
  vs.	
  19%)	
  

–  Saving	
  for	
  long-­‐term	
  financial	
  goals	
  such	
  as	
  educa9on,	
  a	
  

house	
  or	
  re9rement	
  (30	
  vs.	
  18%)	
  

–  Bringing	
  a	
  bagged	
  lunch	
  to	
  work	
  and/or	
  eat	
  leeover	
  meals	
  

(29%	
  vs.	
  21%)	
  

–  Comparison	
  shopping	
  for	
  the	
  purchase	
  of	
  most	
  items	
  (49%	
  

vs.	
  23%)	
  

–  Increasing	
  savings	
  when	
  they	
  receive	
  a	
  salary	
  increase	
  

(27%	
  vs.	
  16%)	
  



Changing	
  Sen9ments	
  

Savings?	
   Why	
  save?	
  
Save	
  but	
  
should	
  I	
  do	
  
more?	
  



Feed	
  the	
  Pig	
  for	
  Tweens	
  



Bankes	
  Bucks	
  and	
  	
  

Family	
  Ac9vity	
  



Thank	
  You!	
  


