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QUADPAY DOES FLM



THE CONTEXT

In 2020, we began to set a foundation for Quadpay’s 
financial education strategy with semi-regular blog 
content and select distribution across email and social.

In 2021, we’re going full throttle, pushing into new 
platforms and distribution channels, cementing our 
unique voice, and establishing ourselves as a true 
authority in financial education.

We’re bring financial 
education to the next level.



THE CAMPAIGN

Financial literacy starts with the ABCs, so that’s where 
we’ll focus: covering the basics of budgeting, smart 
spending, and using Quadpay to avoid credit card debt.

Each week of the month, we’ll focus on a different 
theme:

Week 1: Bills
Week 2: Budgeting
Week 3: Debt
Week 4: Money Goals

April is Financial Literacy 
Month...



THE CAMPAIGN

Our campaign centers around “Money Mondays.” Each 
Monday in April, we’ll be deploying:

- An email featuring financial education blog content, 
social video content, and Quadpay use cases

- Smart spending tips via push
- An Instagram carousel and story on the financial 

education theme of the week

Influencer strategy is crucial to this campaign. We’ll be 
partnering with TikTokers as well as established financial 
influencers to promote Quadpay’s commitment to 
financial education.

...and we’ll be firing on all 
cylinders.



CONTENT CALENDAR



CONTENT CALENDAR (CONT.)



THE INFLUENCERS

We will work with an established financial influencer to 
land national and local broadcast placements.

We’re coming to a morning 
show near you.



THE INFLUENCERS

We will work with 2-4 TikTokers throughout the month to 
produce a total of 8 videos that introduce Quadpay to 
their followers while also building up our own TikTok 
following.

We want to make waves on 
FinTok.



CAMPAIGN MOODBOARD: IMAGERY INSPO



CAMPAIGN MOODBOARD: CROSS-PLATFORM APPROACH



Our ultimate goal:

To ensure that both new and existing customers view Quadpay as 
a tool for responsible spending and budgeting, rather than just a 
shopping platform.

Let’s get that bread! 💸

THE GOAL
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During the month of April, we deployed:

● 5 Money Mondays emails
● 3 push notifications
● 4 “money” blogs (including Consumer Bill of Rights debut)
● 4 product education blogs
● 9 TikTok posts (on influencers’ accounts & the Quadpay account)
● 4 Instagram carousel posts
● 8 Instagram stories & reels
● 5 sets of stories saved to the “Money Talks” highlight
● 1 MAT release
● 2 boosted posts on Instagram & Facebook

WHAT WE DID



How we stacked up to campaign KPIs

HOW  WE DID

Platform Original KPI Actual Performance

Social Reach 1-2% engagement on Instagram & 1,000 
likes per video on TikTok for finance content.

Our average Instagram engagement during the 
campaign was 0.89%. Our creator TikToks earned 
an average of 2,154 likes.

Email Reach 13-15% open rate and 7% click through 
rate for campaign emails.

Our average email open rate for the campaign was 
12.5%, with an average clickthrough rate of 2.5%.

PR Reach of PR initiatives around financial 
education: 800 placements for MAT release, 
1-2 top tier national morning shows/broadcast, 
3-5 in top 5 DMA, 5-6 in personal 
finance/consumer media.

Our MAT release, “3 savvy ways to manage your 
finances,” went live on April 20, resulting in pickup in 
973 outlets and 143m total audience 
impressions—with particularly strong performance 
in the 10 largest DMAs in the US and the midwest.



A snapshot of our “money” blog performance

HOW WE DID



A snapshot of our “money” blog performance

HOW WE DID



A snapshot of our email performance

HOW WE DID

Unique 
OR

Unique 
CTR Subject Line Heat Map Commentary

10.63% 1.19%
Get ready for Money 
Mondays 💸

Top clicked was the top nav Shop All Stores CTA at 28%. The hero image had 21% of clicks, while Follow us on 
Instagram had 10%.

13.47% 3.81%
Money Mondays: Bills, 
bills, bills

Top clicked was "How to Pay Your Bills with Quadpay" at 36%. The Take the stress image that led to the blog 
had 13% of clicks, while the top nav Shop Now CTA had 8%. The top clicked merchant was T-Mobile at 4%. The 
top clicked categories were Women and Electronics at 5%.

13.57% 2.75%
Money Mondays: 
Budgeting 101

Top clicked was "How to Use Quadpay at the grocery store" at 16%. The "Your guide to creating..." that led to 
the blog had 15% of clicks, while the top nav Shop All Stores CTA had 11%. The top clicked merchant was 
Walmart at 6%. The top clicked category was Women at 7%.

13.34% 3.02%
Money Mondays: 
Tackle your debt 💪

Top clicked was the Shop Now CTA at 17%. The "3 simple steps to conquer your credit card debt" had 13% of 
clicks, showing us that customers are interested in credit card education. The top nav Shop All Stores had 12% 
of clicks. Groceries was the top clicked 2x2 at 10%.

11.35% 1.75%
Money Mondays: Your 
future is bright ☀

Top clicked was the top nav Shop All Stores CTA at 20%. This shows us that consumers are interested in 
shopping as well as financial literacy. The Shop Now CTA had 16% of clicks, while the hero image had 13%. The 
"how to set and keep financial goals" had 9% of clicks, showing us that customers are interested in proper 
financial education. The top clicked merchant was AirBnB at 8%.



A snapshot of our Instagram performance

HOW WE DID

Title Views Likes Impressions Saves DMs

In-feed post: Multiple choice question N/A 48 6186 3 4

Reel: Kick off video 4756 34 N/A N/A N/A

In-feed post: 5 Simple Steps to Take the Stress Out of Managing Bills N/A 83 51,399 56 --

In-feed video: Navigating Bills with Quadpay 1195 41 4083 9 2

Reel: budgeting and vacation 5305 56 N/A N/A N/A

In-feed post: Creating and sticking with a monthly budget N/A 56 7322 9 3

Reel: 5 myths about budgeting 5980 57 N/A N/A N/A

In-feed post: How to pay off credit card debt for good N/A 62 6710 9 --

In-feed video: notebook how to tackle debt 1240 36 4084 5 2

In-house reel: avoiding debt and how Quadpay helps 6940 80 N/A N/A N/A

In-feed post: your future is bright how to set long term money goals N/A 43 5965 6 --



A snapshot of our TikTok performance: 
@theavocadotoastbudget

HOW WE DID

Live 03/31
Creator views:3719
Creator likes: 135
QP views:790

Live 04/02
Creator views:5891
Creator likes: 174
QP views: 372

Live 04/06
Creator views: 6029
Creator likes: 206
QP views:223

Live 04/19
Creator views: 6073
Creator likes:271
QP views:34



A snapshot of our TikTok performance: 
@themoneymom

HOW WE DID

Live 04/06
Creator views:4984
Creator likes: 380
QP views: 250

Live 04/13
Creator views: 4000
Creator likes: ?
QP views: 208

Live 04/18
Creator views:153.5K
Creator likes: 15.7K
QP views: 195

Viral status!



A snapshot of our TikTok performance: 
@breakyourbudget & @markettrader_official

HOW WE DID

Live 4/19
Creator views: 8871
Creator likes: 306
QP views: 262

Live 4/22
Creator views:1599
Creator likes: 62
QP views: 331



A snapshot of our paid social performance

HOW WE DID

Content Platform
Amount 
Spent Reach Impressions Frequency Unique Link Clicks Link Clicks CPC

Consumer Bill of 
Rights Facebook $7,449.73 2,011,176 5,481,495 2.73 12,172 12,423 $0.60

Bills carousel 
post Instagram $150 -- 51,399 -- -- 268 $0.55



Campaign takeaways

TAKEAWAYS

Successes Opportunity areas

● Created a unified creative concept 
that translated seamlessly across 
platforms

● Email open rates were on par with or 
higher than our regular sales emails

● Engagement with Quadpay use 
cases was high, especially bills

● Grew Quadpay TikTok following 2x 
during campaign

● Plan earlier to lock down broadcast 
influencers

● Boost email click through rates with 
more engaging/interactive content

● Experiment with less frequent CRM 
cadence to address diminishing 
returns on engagement



The Next 
Phase of 
Financial 
Wellness

1 Our global approach
2 Six-month roadmap
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Together with Zip, we want to be the first true global 
champion of financial wellness in the BNPL space. 

OUR GLOBAL APPROACH



We’ll focus on building these pillars of our financial 
wellness strategy.

● Product features & tools, e.g. PFM (personal finance management) 
Pocketbook tools integrated with product education around using 
Zip/Quadpay for money management

● Customer data collection & analysis
● A customer program (e.g. Everfi) with supporting content (i.e. what 

we have already done in the US with FLM!)
● Charity partners to demonstrate our broader community commitment 

to FW impact, both globally and in the US
● And in the future, research and advocacy on key groups needing 

financial education e.g. young people using mobile payments

OUR GLOBAL APPROACH



Here’s how we envision our strategy coming to life 
in the next six months.

SIX-MONTH ROADMAP

● Financial wellness & product education content (always on/weekly)
● Product updates to support our promise to consumers (monthly)
● Campaign “bursts” to increase momentum around our financial 

wellness mission (quarterly)

April: Quadpay 
Financial Literacy 
Month campaign 

June: Secure US 
financial wellness 
charity partner

August: Broadcast influencer 
for National Financial 
Awareness Day (Aug. 14)

October: Launch Everfi 
content program

Campaign roadmap



Zip will be partnering with Young Change Agents in 
Australia. We want to forge a FW partnership of our 
own.
Potential partner organizations (global):

● Everfi - potential charity partner alongside customer education program
○ Sponsor their university program
○ Develop a customer financial education program specific to mobile payments 

and the digital financial landscape for web/app
○ Example of Everfi’s financial education program with Zelle: see here 

● GFLEC - global financial literacy organization with a focus on mobile payments 
○ Example of recent GFLEC research: see here

US FINANCIAL WELLNESS PARTNERSHIP

https://everfi.com/
https://everfi.com/offerings/fined-for-highered/
https://zellemoneymoves.everfi.com/
https://gflec.org/
https://www.iol.co.za/personal-finance/financial-planning/low-levels-of-financial-literacy-linked-to-anxiety-9e75aafe-8250-4264-b931-1e55bc144e87


Zip will be partnering with Young Change Agents in 
Australia. We want to forge a FW partnership of our 
own.
Potential partner organizations (US):

● Operation Hope equips young people and adults with the financial tools and 
education to secure a better future—coaching them through their personal 
aspirations and life’s challenges, and facilitating their journey to financial 
independence.

● Dress for Success is a global not-for-profit organization that empowers women to 
achieve economic independence by providing a network of support, professional 
attire and the development tools to help women thrive in work and in life.

US FINANCIAL WELLNESS PARTNERSHIP

https://operationhope.org/
https://dressforsuccess.org/


Logistics and next steps to move our global 
financial wellness strategy forward.

● Key stakeholders: 
○ AUS: Steve Brennen and Scott Matyus-Flynn 
○ US: Hilary Krutt and Lauren Volpe

● Next steps tbd

NEXT STEPS


