
Max the match campaign
Case study: Will age-based messaging get participants to save more?

The opportunity
A global pharmaceutical company 
with strong plan participation had 
a population of participants who 
were saving below the 6% company 
match threshold.

The solution
Participants who saved below 6% 
were missing out on extra savings. 
T. Rowe Price created a multichannel 
campaign that targeted those 
saving less than 6%. The campaign 
used age-based messaging and 
emphasized the benefits of saving to 
the match.

	■ Stage one: Short, action-oriented 
emails with separate versions for 
those under and over the age of 50.

	■ Stage two: Benefit-driven flyer 
that included a tear-off deferral 
increase card participants could 
easily fill out and mail to 
T. Rowe Price.

To learn more, contact your T. Rowe Price representative.
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The results

14%
increased their 
deferral rate.

10%
increased their deferral 
rate at least enough to 
maximize the match.


