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Industry Updates




£ 2015 Trends

Industry assets under management—declined by 2.8%
From 2012-2015 assets increased by 3.8%
MPCT ranks 8t

Industry assets under management—grew by 2.7%
MCIP grew by 4.3% in 2015
Ranks 8 in direct-sold plans
Industry sales—grew 6.1%
MCIP grew 6.8%
New accounts—529 plan accounts projected to increase 4.9%
annually over the next five years, translating into 1% per quarter
This aligns with average growth rate over the past three years

Direct: 65%
Employer: 12%
Advisor: 23%




Review of
2015-2016 Goals




Maryland Prepaid College Trust

= 1,396 new accounts during enrollment period
357 accounts opened 7/1/2015-11/30/2015
2015-2016 goal was 2,000 new accounts
Contributing factors
Low to moderate tuition increase

Chrome website/login issue My account

Marketing transition

= 110 additional accounts added May 3—May 31 vs. 58 in 2015




Maryland College Investment Plan

Actual 7/14-6/15

Goal 7/15-6/16

Actual as of 5/16

Unique Account

Relationships

Holder/Beneficiary

15,588 additional
(192,066 total)

16,000 additional
(208,066 total)

14,012 additional
(207,027 total)

Number of Beneficiaries

11,676 additional
(157,367 total)

12,500 additional
(169,867 total)

10,818 additional
(168,968 total)

Total Contributions

$448MM additional

$485MM additional

$454MM additional

Total Assets

$330MM additional
($4.28B total)

$450MM additional
($4.73B total)

$187MM additional
($4.43B total)

Avg. Account Size

$19,565

$20,700

$18,860




@ Maryland College Investment Plan

Secondary Goals 2016-2017

= Increase the number of accounts with Automatic Monthly
Contributions

Actual 5/15 | Actual 5/16

45% 47%

= Increase average monthly amount contributed

Actual 2015 | Actual 2016

$147 $153

= Increase accounts opened online

May 2014 May 2015 May 2016

59% 62% 68%

Maryland529.com



Marketing Review
2015-2016




ﬂ Year of Marketing Transition

Change in CSPM marketing leader
New marketing agency
New T. Rowe Price marketing person

Despite the evolution among the team, moving the business forward
remained the goal.

Audience segmentation/data strategy
Brand transition (website redesign)
Adjusted media mix

Public relations plan

Social media groundwork




ﬂ Consumer Data and Segmentation

To build our strategic and media plan, we employed an audience
segmentation analysis.

The following were identified:

= First-Time Parents
Prenatal, all children under age 3
= New Parents
Prenatal with at least one child age 3 or older, or children under 3 and over 3
= Core Parents
At least one child age 3-12
= Millennials
At least one adult age 27-34
= Generation X
At least one adult age 35-50
= African-American, Latino, Asian-American
= Other ethnicities
Caucasian, American Indian, Pacific Islander, etc.




ﬁ Moving Consumers Down the
== “Branding Funnel”

Build on the 62% brand awareness

CSPM has achieved
(2014 Consumer Research Study)

Continue to educate and assist
consumers in understanding what
529 plans are and how they can
benefit from them

Engage consumers to act on their
brand knowledge and trust, and
move them to enrollment




Brand Transition

= Removed tagline “Save here. Go anywhere.”

= Successfully introduced a transitional logo to the market and
iIntegrated into CSPM materials

COLLEGE SAVINGS

COLLEGE SAVINGS

Save here. Go anywhere. Maryland529.com




Website

CSPM new website launched
on 11/13/15.

e, Maryliands29.com

o Searnhs Forms | Comactis 8 Give o Gy
@ COLLEGE SAVINGS
<

Kids grow up fast.

Benefits Include: Bty s g sl el

= Enhanced user experience

= Flexibility and efficiencies with
website updates/maintenance

= Better optimized for search
rankings, making the CSPM
website rank higher and more
likely to be clicked on when
consumers are searching for
relevant information

7 \ | UPCOMING WEBINAR Thursdry Novomber 12, 0615 12pm  1pm 5
h Colleas Sanings Plass of Maryland Webinar. Register here

NT HOLDERS FINANCIAL ADVISORS EMPLOYERS GRANDPARENTS ADULT LEARNERS NEW & EXPECTANTPAI

ABOUT US MEV(S & EVENTS FIND U
Cur Brarg Nows

iz Kil Exeils T
Annual Bepons Email Signup

Privacy Stacement Feaues: & Sacaks
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Media Plan

Continued branding and enrollment targeting to reach a
younger, more diverse demographic

= Span full socioeconomic mix, ethnic
diversity, and Marylanders’ lifestyle choices

= Expand digital media channels

= Achieve optimum coverage of audience
segments with repetition of messaging

= Direct target audiences to new CSPM
website

= Target Latino, African-American, and Asian-
American audiences through selected paid
media in key regions of the state




Media Results

509,470 HOUSEHOLDS
45% REACH (cable)
19.4% REACH (broadcast)
2X AVG. FREQUENCY

* 566,000 LISTENERS
* 1.8X AVG. FREQUENCY
* 111 TOTAL SPOTS

* 421 THEATER SCREENS
* 1.3M TOTAL IMPRESSIONS

« 200,000 DELIVERED
¢ 9.68% AVG. CLICK-THROUGH
(AVG. NATL RATE: .05-.09%)

LN

13.2M TOTAL
IMPRESSIONS




£\ Public Relations

Continue to build the brand through
outreach to 57 reporters and

College savings plans are growing in popularity, and value,

producers statewide report says

= 5.8M total impressions
The Washington Post

WBAL-TV R e e
Baltimore Business Journal Collge Savings Plansof E @ 2
The Daily Record o e -
e S

Columbia Patch
Montgomery Municipal Cable TV
El Pregonero

= |nitiated new relationships with
12 online influencers

Additional PR placements are in Appendix

Maryland529.com 17



A Social Media

Implemented groundwork to reach and engage younger
audiences across diverse audience segments

= Analyzed social activity across
direct-sold plans nationally

= |dentified social media “best
practices” by audience segment
(e.g. millennials, Gen Xers)

= Reviewed content requirements
for selected social channels

= Determined highest-impact
channels for 529 marketing:
Facebook, Twitter, YouTube

Maryland529.com 18



Ongoing Initiatives

= Webinar Series—resulted in 92 accounts opened (51 MCIP / 41 MPCT)

= |ncomplete Web App Email-resulted in 1872 accounts opened (1821 MCIP /
51 MPCT)

= Prospect Mailer—resulted in 710 new accounts and over $2.1 million in assets

= Customer Webinar—helped with questions regarding distributions and benefits is
an ongoing series

= Lego Castle Building Contest (Port Discovery)

=  Community Involvement—expanded exposure (Frederick Co. Library, Talbot Co.
Library, Prince George’s Co. CASH Campaign, Charles Co. CASH Campaign,
Anne Arundel Co. Public Schools TV Parent’'s Corner segment)

FY14/15 FY15/16 —

Total # 308 212

Total Back to School Nights 28 16

Total Benefits/Open Enroliment Fairs 39 19 > Resources shifted the
Total Community/General 122 83 team's availability and
Total Info. Sessions/Lunch and Learns 28 32 focus

Total PTA/Parent Nights 91 62




Marketing Summary

A challenging participation year allows for learning and
opportunity moving forward

Rebuilding the marketing team
Launched a new website

Initiated brand transition to Maryland 529

Digital marketing footprint expanded to target younger
audiences

Shift in Strategy to focus efforts on building an ongoing
marketing program

3-Year Strategic Plan completed—blueprint for new marketing
strategies




Marketing Plan
2016—2017




Legislation

Plan for name change (College Savings Plans of MD to MD 529)

Plan to leverage existing marketing dollars and build off of current

community contacts
Some opportunities are:
Change the “College Savings Starts Here” tour to application rallies
for individuals to complete the program application during the open
acceptance period
Partner with Maryland CASH Campaign and its free tax filing program

Established a page on website to build anticipation
Prepared to update content/messaging as the grant match program
evolves

I —this allows all contributions to be eligible
for tax deduction
Allows opportunity to build on gifting messaging
Opportunity to expand promotion of our gift contribution slips




CSPM 3-Year Strategic Marketing Plan

Provide a consistent marketing
framework that allows for an
evolving marketing approach
across multiple enrollment years

Employ deeper audience
segmentation given generational
consumer behaviors and trends

|dentify first-year as well as long-
term imperatives for success

Maximize resources and measure
marketing efforts in a more
efficient way

Three-year vision for marketing
goals and objectives to grow the
Plans

Strategies that will help to evolve
the business in light of internal
and external factors

Framework for annual planning

Alignment with the future MD 529
strategic plan




Strategic Pyramid

Mission Statement:
CSPM is dedicated to fulfilling the public mission to help families build savings to
send their children to college

Residual Benefits of Mission:
* Decreased college debt )
* Increased college completion Strategic

* Broader financial literacy To become the first Aim
choice for MD families
to save for college

Knowledge of our Effective P'I’Dgram

customer-base communications Pillars

Target the

Increase EEE Build & maintain Campa|gn

enrcllments in y relatienships
objectives of each b

both plans Sk Obj&CtiVE‘S

Pilot

[new .-"f"’" ority Ta rgEt
audience) Audiences

Existing First time 3" party

customers parents influencers

Data-driven i Segmented E Measurable TaCUCS

Maryland529.com | 24



# Implementing the Strategic Plan
First 18-Months Focus

Audience « Expand audience targets for 2016—2017 considering
Maryland matching legislation

Seg mentatlon » Leverage data collection to reach audience segments

* Expand data strategy
* Increase knowledge of customer base

. * Transition and rollout of Maryland 529 master brand
B rand | ng « Determine sub-brand structure for 529 plans and ABLE
* Rebrand creative, online and collateral assets

 Establish social channels (Facebook, Twitter, & YouTube)

Social Media « Increase paid online media

» Expand relationships with social influencers

Maryland529.com 25



Data Strategy

DATA POINTS

YEAR ONE GOALS

FUTURE GOALS

Age, race

Family status (number of
children, grandchildren, marital
status)

Education level

Income of current account
holders by plan

Analysis of existing data
Survey of all existing customers

Develop an integrated
guestionnaire for new customers
as part of the sign-up process

Track trends to measure success

Log in, deposit money, ask
guestions

Most frequently asked questions,
concerns, etc.

Referral source for enrollment

Tracking of current customer
online activity (tracking on
secure account holder site)

Tracking and recording of phone
and other contact

Tracking of new account holders
(tracking on secure account
holder site)

Develop tools such as online
surveys, data capture and
reporting, focus groups, etc.

Investment behaviors

Age at time of first child
Activities, hobbies, and habits
Social/digital behavior

Types of jobs, etc.

Analysis of existing data

Broadly educated assumptions
based on demographic trends,
etc.

Broader surveys and
guestionnaires for new
customers, better tracking and
recording of interactions

Leveraging data from third-party
influencers and other resources




Customer Communication Program

= Emalil
Expand current database and create ongoing campaigns

Continue to leverage media partners’ programs
= Online statements—communicate the way our customers want
= Newsletters—keep them engaged with CSPM

= \Website content—be a resource for them




#\ Brand Transition

Name change to Maryland 529, with all plan offerings under
same umbrella

MARYLAND 529

COLLEGE SAVINGS

PLANS OF MARYLAND
Maryland529.com

Maryland529.com
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Social Media Approach

Phase 1

Create editorial calendar,
message banks, content
and assets

Establish playbook
outlining game plan and
approaches across
channels

Evolve social media
policy, which governs
practices, procedures,
security and privacy

Phase 2

Address resources for
successful
implementation

Ensure that appropriate
software/technology is in
place

Determine timing to
initiate plan




#\ 2016-2017 Marketing Approach

Using the Strategic Marketing Plan as a guide, the team will:

Complete brand transition and integrate
new name into all initiatives

Expand audience data and segmentation
tracking

Expand website to accommodate
industry changes and new marketing
initiatives

Continue the build-out of digital
advertising to include paid social

Develop and execute match marketing
plan

Enhance current customer
communications

Build impressions, website visits, and
social media engagement through remix
of outreach channels

Maryland529.com
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2016-2017 Enrollment Period

Establish the New MPCT Enrollment Period

December 1, 2016 through April 24, 2017

Maryland529.com
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CSPM Highlights
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CSPM Highlights

300,000
250,000 -
200,000 -
150,000 -
100,000 -
50,000 -
0
May 2008 | May 2009 | May 2010 | May 2011 | May 2012 | May 2013 | May 2014 | May 2015 | May 2016
MPCT 28,483 30,518 32,538 32,859 34,083 35,778 36,413 33,750 36,958
mMCIP 126,412 | 137,229 | 145865 | 157,455 | 168,934 | 182,454 | 199,771 | 218,811 | 234,797
Combined| 154,895 | 167,747 | 178,403 | 190,314 | 203,017 | 218,232 | 236,184 | 252,561 | 271,755




CSPM Highlights
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May 08 May 09 May 10 Mar 11 Mar 12 Mar 13 Mar 14 Mar 15 Mar 16
Combined| 52,221 $1,887 $2,446 $3,047 $3,244 $3,918 $4,615 $5,105 $5,207
m MCIP $1,650 $1,461 $1,891 $2,383 $2,556 $3,139 $3,742 $4,166 $4,312
MPCT $571 $426 $555 S664 $688 $779 $873 $939 $895




CSPM Highlights

300,000

250,000

200,000

150,000

100,000

50,000

May 08

May 09

May 10

May 11
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May 13

May 14

May 15

May 16

MPCT

26,127

27,457

28,807

30,967

31,263

33,200

33,562

32,744

33,709

m MCIP

118,726

132,242

132,242

157,130

175,329

160,447

175,580

192,066

207,027

Combined

144,853

159,699

161,049

188,097

206,592

193,647

209,142

224,810

240,736




CSPM Highlights

MCIP  MPCT MCIP MPCT

Actual  Actual  FY16 FY16 FY17 FY16 FY16 FY17

Goal Actual Goal Goal Actual Goal

African- 8.3%  11.29% 9% 8.6% 9% 12%  12.92%  13.5%
American
Asian-

. 13.3%  21.09%  15% 14.2% 15% 219%  20.80%  21%
American

Southern 3.5% 5% 4% 3.4% 3.7% 6% 3.8% 5%
Maryland

Western 5.15% 6% 6% 4.9% 5.5% 7% 5.6% 7%
Maryland

Eastern Shore  2.5% 2.20% 3% 3% 3.5% 4% 1.6% 3%

FY 2015  FY 2016

MCIP 60% 60.5%

MPCT 74% 5206
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Summary of Accounts/Asset Goals

Goal 7/15-6/16

Actual 5/16

Goal 7/16—6/17

Unique Account
Holder/Beneficiary
Relationships

16,000 additional
(208,066 total)

14,012 additional
(207,027 total)

12,422 additional
(219,449 total)

Number of Beneficiaries

12,500 additional
(169,867 total)

10,818 additional
(168,968 total)

8,448 additional
(177,416 total)

Total Contributions

$485MM additional

$454MM additional

$481MM additional

Total Assets

$450MM additional
($4.73B total)

$187MM additional
($4.43B total)

$461MM additional
($4.89B total)

Avg. Account Size

$20,700

$18,860

$19,5426




A\ MCIP Historical Growth

S:gr']gf- May | May [ May  May | May | May | May | May [ May | May | May | May | May | May
June'0s | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016

Total
Annual $137.3M
ST $165.5MM M $164MM $187MM  $202MM  $271MM  $308MM  $232MM  $259MM  $294MM  $315MM $370MM $405MM $448MM $454MM
(%)
$152MM $228MM $223MM  $251MM  $418MM $220MM ($190)MM $430MM $570MM $130MM $570MM $660MM $330MM $187MM
Total $158MM addtnl. addtnl.  addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl.
Assets $310MM $538MM $761MM $1.012B 1.43B 1.65B 1.46B 1.89B 2.46B 2.59B 3.25B 3.87B 4.28B 4.43B
Total total total Total total total total total total total total total total total
Number 16,593 14,905 12,447 11,593 18,614 20,769 13,516 11,845 15,169 16,073 17,406 14,213 15,588 14,012
of Unique AH/ 23,895 addtnl.  addtnl. addtnl.  addtnl. addtnl. addtnl. addtnl. addtnl. addtnl.  addtnl. addtnl. addtnl. addtnl. addtnl.
Beneficiary total 40,488 55,393 67,840 79,433 98,047 118,726 132,242 144,087 159,256 175,329 160,447 175,580 192,066 207,027
Relationships total total total total total total total total total total total total total total
Number 13,972 12,681 10,404 9,674 15,231 17,066 10,547 9,933 11,877 12,491 14,647 10,742 11,676 10,818
of 22,103 addtnl. addtnl.  addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl. addtnl.
Beneficiaries total 36,075 48,756 59,160 68,834 84,065 101,131 111,678 121,611 133,488 145,979 133,596 144,951 157,367 168,968
total total total total total total total total total total total total total total

Average

Account Size $3,854 $5,648 $7,782 $9,435 $11,155 $13,320 $13,025 $10,647 $12,966 $15,655 $15,344 $17,804 $19,393 $19,565 $18,860
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#A MCIP Total Contributions (in millions)

$600
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May
2006
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May
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May
2011

May
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May
2013

May
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May
2015

May
2016

Goal
2017

|=MCIP

$166

$137

$164

$187

$202

$271

$308

$232

$259

$294

$315

$370

$405

$448

$454

$481

Maryland529.com
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£\ MCIP Total Assets (in millions)

$6,000

$5,000

$4,000

$3,000

$2,000

$1,000

so 1 . l

May May May May May May May May May May May May May May May Goal
2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017*

|IMCIP $158 | $310 | $538 | $761 | $1,012 | $1,430 | $1,650 | $1,461 | $1,891 | $2,465 | $2,592 | $3,248 | $3,874 | $4,281 | $4,428 | $4,890
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2

MCIP Number of Unique
AH/Beneficiary Relationships

250,000
200,000
150,000
100,000
50,000
O J
May May May May May May May May May May May May May May May Goal
2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013* | 2014 | 2015 | 2016 | 2017
|IMCIP 23,895 | 40,488 | 55,393 | 67,840 | 79,433 | 98,047 |118,726|132,242|144,087|159,256|175,329|160,447|175,580|192,066(207,027|219,449
Maryland529.com 43




#\ MCIP Total Beneficiaries

200,000

180,000

160,000

140,000

120,000

100,000

80,000

60,000

40,000

20,000

May May May May May May May May May May May May May May May Goal
2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013* | 2014 | 2015 | 2016 | 2017
=MCIP| 22,103 | 36,075 | 48,756 | 59,160 | 68,834 | 84,065 |101,131(111,678|121,611(133,488|145,979|133,596/144,951|157,367(168,968|177,416
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£\ MCIP Average Account Balance
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May
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May
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May
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Goal
2017

|=MCIP

$3,854

$5,648

$7,782

$9,435

$11,155

$13,320

$13,025

$10,647

$12,966

$15,655

$15,344

$17,804

$19,393

$19,565

$18,860

$19,426
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@ AMC Participation (% of total accounts)

60%

50%

40%

30%

20%

10%

0%

May | May | May | May | May | May | May | May | May | May | May | May | May | May | May | Goal

2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016 | 2017
EMCIP| 17% | 26% | 33% | 40% | 41% | 43% | 43% | 42% | 43% | 45% | 45% | 46% | 46% | 45% | 47% | 48%
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Historical Growth
AMC Contributions and Accounts

$18 120
$16
- 100
$14
$12 - 80
" $10
n
5 - 6072
= ]
S $8 =
o
e
|_
$6 - 40
$4
- 20
$2
$0 -0
May | May | May | May | May | May | May | May | May | May | May | May | May | May | May
2002 | 2003 | 2004 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 | 2011 | 2012 | 2013 | 2014 | 2015 | 2016
= Accounts 7,104 |14,472|23,095|32,080(37,291|45,724|54,332|58,316|63,304|70,121|76,743|84,622|91,852|98,811110,341
=&—Total Dollars (Millions)| $0.93 | $1.94 | $3.17 | $4.42 | $5.15 | $6.39 | $7.84 | $7.88 | $8.80 | $9.95 |$10.88|$12.27|$13.56|$14.50/$16.90

Maryland529.com
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A Total Funded Accounts
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= MCIP

60,300

69,190

80,662

90,682

107,360

126,412

137,229

145,865

157,455

168,934

182,454

199,771

218,811

234,797
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MCIP Gift Contribution Slips

2500
28% mcreie/\
2000
1500
1000
500
0
2009-2010 | 2010-2011 | 2011-2012 | 2012-2013 | 2013-2014 | 2014-2015 | 20152016
mm Total Received 330 353 565 884 1,223 1,654 2,112
== Gifting Season (Nov. - Jan.) 112 165 208 317 555 808 1062
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Consumer Data and Segmentation

Decile Rankings

“Does yvour household have, or plan to get an Education Savings Plan in the
next 12 months?”

Secondary

Primary Prospects Pros Other Prospects

Lok 35230 35202 ABGgG

Cherall 1500465 100135 F1147 530641 40817 28375 Gr1025
Core 139074 EE188 61440 46060 HOT04 15322 0424 20Teh 24106 q3289 saso8s
N 1376 H547 3427 4505 el 3666 374 3223 3103 3705 53486

First Time 4230 3400 2273 2075 15491 18529 1632 2361 1347 1428 22454
Other Race 100872 G074y 43682 Ja41 28046 ariBa 1968 19736 18000 2OoF00 378432
A‘;EE;gn 15350 Sagam 17157 14360 13747 14108 1210 12311 Gz 14011 152628
Aszan 16365 ST RO 2173 1270 LoEE 785 560 G1o 4509 32685
Hispanic 0378 8772 6018 4607 3705 3149 2707 2676 2073 2305 47280
GenerationX 11828 T2O040 51615 38550 31853 70T 23113 20880 2782y 24045 4361406
Millennials 32684 28086 19532 15082 14024 1370 12117 14412 10822 13430 174879

"Modeled survey responses from Market Value Trends are scoved and ranked. Prospect scores are
> divided mto deciles based apon hikelihood to have or plan to get an Education Savings Plan in the
SOURCELIMEC.  next 12 months, Numbers above represent the amount of households that fall into cach decile ¥ |
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@ Branding Transition: Phase 1

~

COLLEGE SAVINGS
PLANS OF MARYLAND
Maryland529.com

888.4MD.GRAD (463 4723)

Annual Report Summary
and Highlights

for Account Holders

For the Fiscal Year Ended June 30, 2015

2015/2016 Enrollment Kit

=4 \d Prepaid College Trust
lege [nvestment Pian

205/2016 Maryland College Investment Plan COLLEGE SAVINGS.
Declensrs Matermart & Lorcdbrars Fore froterede—i o

They’ll be in college‘before you know it
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New in 2016

= Email marketing newsletter

A COLLEGE SAVINGS
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Four distributions

200,000 total deliveries
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THEY'LL BE IN COLLEGE BEFORE YOU KNOW IT!
START SAVING NOW. WE CAN HELP.

= Cinema advertising: 421 screens
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£\ Expanded in 2016

= Web banner advertising
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2016 Public Relations
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Saving for college is about to get a little easier
for Maryland’s lower-income families
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College Savings Plans of
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LAUREN SHIPLEY, %{_l
COLLEGE SAVINGS PLANS OF MD )
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days of open enroliment
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Plans of Maryland, an independent State agency t
provides flexible and affordable plans to belp fami
for future college expenses, ansounced today that
bost a series of three information and enollment
throughout the State this Apri These events will

“Maryland’s two college
savings plans have been
growing in popularity in recent
years,” said Lauren Shipley,
executive director of College
Savings Plans of Maryland.
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Wednesdays With Us willb
] For the Cumberland Times-News May 6, 2016
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CUMBERLAND — The Allegany County Library System has announce
The activity is designed to help children avoid summer learning loss by
summer. The Allegany County Library System’s Summer Reading Club

“...corporate sponsorship from the -
Baltimore Orioles, College Savings
Plans of Maryland, the Maryland
Science Center, Taco Bell, Wal-Mart
and the Western Maryland Regional

ints read aloud to them. Older children can complete
e a free book tole when they pick up a reading log
0 Planet Fitness, Kindle e-Readers and tickets to

Maryland offers in-person
enrollment help in the final

series of free events leading up to the May 2nd deadine

ronzon

auchion
888-621-2110 tranzon.co
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Multi-Tenant €

May 12 @

- "d_‘f — In shadow of UM partnership, lawmakers pushed
Sl e student debt relief

et “It gives us another tool to encourage

- i people to start saving for college,”

Shipley said, adding that saving

ahead of time rather than taking our

student loans — and paying interest —

can cut the cost of a college

(n— education nearly in half.

BALTIMORE (March 21, 2016) - The Em

F Y ccocnoce sioaisnasanis, canrastan

College savings plans are growing in popularity,
report says

and value,

“You are starting to see the generation
of families where the mom and the dad
have their own student loan debt, and

are starting to say ‘I don’t want this for
my kids.’ It's become more of an
urgency to save.”

Library.”
Maryland529.com
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2016 Public Relations
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# 2016 Multicultural Outreach

Hispanic Media

TELEMUNDO '

28 W
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L e univision Hispanic

COMMUNICATIONS INC

Hispanic Community-Based Organizations and Blogs
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DE MARYLAND..
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Serving Latino Youth and Their Families
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