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Executive Summary

The highlights from the 1°' Quarter 2009 Connecticut Higher Education Trust College Savings
Program Report include:

Asset & Account Growth

e During the 1% quarter of 2009, the Connecticut Higher Education Trust College Savings Program added 1,688 net
accounts with new account contributions of $9.3 million. Contributions to existing accounts were $37.4 million,
bringing total 1°' quarter contributions to $46.7 million. The 1% quarter 2009 total contributions decreased by 28%
from 1% quarter 2008 contributions.

e Net contributions (after redemptions) for the quarter were $32.9 million versus $51.3 million for the same time
period last year. This represents a 36.7% decrease in net contributions from 1% quarter 2008, mainly due to the
drop in contributions to new accounts ($5.3 million).

e Average account size in the Connecticut Higher Education Trust College Savings Program declined slightly; the
average account size at the end of March was $11,078, down from $11,472 as of last quarter. Average new
account contribution amount for the 1% quarter decreased from $3,351 (Q1 2008) to $2,534. At the end of the
quarter, total program accounts were 85,373; up by 2% from 4" quarter 2008 (83,685) and by 10% from last year’s
1% quarter results (77,387).

e The quarter ended with program assets of $946 million, a 1% decrease from last quarter’s assets of $960 million.

e On-line enroliment made up 62% of total new accounts opened during the 1% quarter.

e Of the $46.7 million in year to date contributions at the end of the 1% quarter, 72% of those contributions were via
check, 23% via automatic contribution (ACH), and 5% via payroll deduction; however, 75% of the number of

accounts associated with a contribution was ACH or payroll deduction.

e The 1% quarter closed with 503 employers offering payroll deduction; with 1,239 employees enrolled and $2.4
million in payroll deduction contributions.



Investment Performance

In the 1% quarter of 2009, the Dow Jones Industrial Average fell just below 6500 on March 9 — its lowest level in 12
years and more than 54% lower than its all-time high of over 14,000 in October 2007. The Dow rebounded later in
March but still lost 13% in the 1% quarter. For the month of March, the Russell 3000® Index, a broad measure of
the U.S. stock market, gained over 8%, while the technology-heavy Nasdag Composite Index rose by 11%, logging
the highest gains for the month of March in Nasdaq history. However, for the quarter as a whole, the Russell 3000
declined nearly 11%. Small-cap stocks were particularly hard-hit, dropping nearly 15%, while mid-caps fell about
9%, and large-caps lost more than 10%. Value stocks took a much larger hit in the quarter than growth stocks,
which were down 17% and 5%, respectively. (All size and style returns are based on Russell indexes.) The MSCI
EAFE® Index fell nearly 14% in dollar terms. In contrast, the MSCI Emerging Markets Index posted a modest 1%
gain in the quarter.

The broad bond market gained 0.12% for the quarter. The Treasury sector, which lifted the market last year, posted
a negative 1% return. Inflation-linked bonds (TIPS) and municipal bonds gained during the quarter, reflecting
emerging concerns about possible inflation and improved state financial prospects (both of which were based on
increased government spending and monetary stimulus). The most active part of the credit market was below-
investment-grade bonds, which rose almost 6% during the quarter, in contrast to a steep decline in 2008.

Home prices continued to sink albeit at a slower pace than in 2008. New home construction increased slightly but
still remained at a historically abysmal level.

Among the Investment Options in the program, the Fixed Income Option achieved the best absolute return of
1.06% due to the relatively better return from fixed income vs. equities in the quarter. The 0-3 Age Band in the
Aggressive Managed Allocation Option registered the worst absolute return of -13.84% due to the combined all-
equity allocation to the Equity Index Fund (70% weighting), the International Equity Index Fund (20% weighting)
and the Real Estate Securities Fund (10% weighting). Among all investment options in the program, in terms of
relative returns, the 8-11 Age Band in the Managed Allocation Option obtained the best relative return of 85 basis
points above its blended benchmark. The 100% Fixed Income Option achieved the best absolute return in the
program; however it also registered the worst relative return of 41 basis points below its blended benchmark due to
underperformance of the Inflation-Linked Bond Fund in the quarter.



The Managed and the Aggressively Managed Allocation Options produced absolute losses ranging from -13.84%
(8bps above blended benchmark) for the youngest beneficiaries ages 0-3 to -1.91% (28bps above blended
benchmark) for beneficiaries ages 18 and over. The age bands that produced the best relative returns are ages 8—
11 and ages 4-7. The underlying funds in these options registered absolute returns ranging from -32.65% (the Real
Estate Securities Fund, 120bps above benchmark) to 4.09% (the Inflation-Linked Bond Fund, 143bps below
benchmark).

The 100% Equity Index Option registered a loss of -11.78%, 35 basis points below its blended benchmark. The
below-benchmark performance was mostly due to the program fee and the underperformance of the International
Equity Index Fund (20% weighting), which trailed the MSCI EAFE Index by 106 basis points.

The Social Choice Option declined by -10.29%, 51 basis points above its benchmark, due to the outperformance of
the Social Choice Equity Fund.

The High Equity Option declined by -8.60% during the quarter, 41 basis points above its blended benchmark. The
above-blended-benchmark performance was primarily due to the outperformance of the Mid Cap Value Fund and
the Mid Cap Growth Fund. These funds’ above-index returns were partly offset by the underperformance of the
International Equity Index Fund and the Inflation-Linked Bond Fund.

The 100% Fixed Income Option generated a return of 1.06%, 41 basis points below its blended benchmark. The
below-blended-benchmark performance was due to the underperformance from the Inflation-Linked Bond Fund
(143bps below index, 25% weighting) and the program fee.

The Money Market Option which produced a 0.20% return for the quarter, 10 basis points above its benchmark.

The Principal Plus Interest Option generated a return of 0.83% during the 1% quarter. The annual interest rate of
3.55% is guaranteed until June 30, 2009.




Operational Performance

Overall 1% quarter processing was modestly lower than last quarter, with decreases in new accounts and
purchases. However, there was an overall increase in withdrawals and maintenance requests received and
processed by BFDS.

Overall transaction processing accuracy for 1% quarter 2009 approached 98%, as measured by BFDS’ Quality
Assurance Team (QAT), and performed at the industry average, as measured by National Quality Review (NQR).
Incremental improvements are being made by the centralized processing teams with a continued emphasis on
accuracy in transaction processing.

BFDS successfully cross trained employees in the Kansas City, MO and Rockland, ME locations to handle calls.
This means that calls can be serviced in at least two BFDS locations, creating a dynamic call center environment
and allowing BFDS to effectively utilize skilled representatives in each location.

Overall call volume remained virtually unchanged from 4" quarter 2008 but significantly declined from the same
period last year.

All statements and confirmations were mailed on time.

Customer Contact Summary

*

Call volume for the 1% quarter of 2009 was 22.8% lower than the same period last year.

The service level for the 1% quarter of 2009 was 92.7%, which was well ahead of target and over 4% higher than
the same period last year. The abandonment rate for the 1% quarter was 1.3%, well under our 5% target and 1.3%
lower than the same period as last year. Service level and abandonment rate performance has continued its
positive results since the launching of the BFDS Call Center in December of 2007. We expect the same positive
impact on our service level and abandonment rate in the quarters to follow.

We continuously monitor call volumes to ensure adequate resources are allocated, which allows us to continue
providing CHET customers with a superior sales and service experience.



Marketing Activity

e The 1% quarter (Q1) marketing initiatives for the Connecticut Higher Education Trust (CHET) program included a
series of integrated direct marketing, community outreach and public relations activities.

e The primary marketing initiatives for CHET during Q1, 2009 were the Tax Time campaign and the CHET Dream
Big! campaign.

e QL1 initiatives leveraged a multi-channel approach including off-line (direct mail), on-line (search, banners, e-mail,
etc.), community outreach and public relations to stimulate account growth and generate leads.

e On-going Account Owner communications included distribution of the quarterly e-newsletter, statement inserts, and
beneficiary birthday card mailings.

e Follow-up email and direct mail communication were sent on an on-going basis to inquirers (individuals who
requested information about the program).

e General quarter highlights include:

— More than 2.3 million outbound marketing messages were delivered across all channels to prospects and Account
Owners during the quarter.

— Over 11,000 inbound inquiries (inbound calls, business reply cards, and web clicks) directly linked to marketing
initiatives were generated during the quarter.

Particular Channel Highlights:
e Search is exhibiting the capability of capturing new accounts (149 openings directly linked to search) and
deepening Account Owner relationships (308 total transactions including deposits and automatic payment plan
sign-ups).

e Banners generated over 750 clicks for more detailed CHET 529 plan information.

e E-mail has proven to be an efficient means to communicate and stimulate interest among past inquirers (an 8.4%
inquiry rate for e-mails to this segment was the highest among all channel and audience combinations).

e The direct mail channel generated over 100 inquiries (clicks and calls) from prospects and over 550 inquiries (clicks
and calls) from account owners during Q1, 2009.



Statistical & Demographic Information

e For the 1% quarter, CHET had 65,779 accounts with 39,084 account owners and 63,114 beneficiaries and over
$945 million in total program assets. Note, that in this section of the report, an account is defined as inclusive of all
investment options associated with the account. In other sections of this report, each investment option is
considered to comprise a separate account.

e Account Owners in their forties comprised the largest group of college savers within the Program, making up 39%
of Program participants and accounting for 40% of Program assets.

e Account Owners of age fifty and above, many of whom are grandparents, made up 30% of total program
participants and accounted for 39% of program assets due to a higher average amount of assets per account
owner.

e Beneficiaries 11 years old and younger account for the majority of accounts (60%) and assets (45%). Beneficiaries
ages 12-19 accounted for 50% of program assets with a higher amount of average assets per beneficiary.
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Connecticut Higher Education Trust Contributions, Redemptions, and New Accounts Summary

Contributions & Redemptions ($000's)

Contributions
New Account Contributions
Contributions to Existing Accounts
Adjustment*

Total Contributions

Redemptions
Qualified Withdrawals
Non-Qualified Withdrawals
Death, Disability, Scholarship
Rollover Out of Program
Adjustment*

Total Redemptions

Net Contributions

[Total Program Assets ($000's)

Net Transfers Between Investment Options ($000's)

Managed Allocation Option

High Equity Option

Principal Plus Interest Option

100% Equity Index Option

100% Fixed Income Option

Money Market Option

Social Choice Option

Aggressive Managed Allocation Option

Account Activity

New Accounts Opened
Accounts Closed

Net New Accounts

[Total Program Accounts

YTD Average New Account Contribution Amount
Average Contributions to Existing Accounts”

January through March 2009

Year 2008

1st

$ 73,069
136,076
(65)

1st

Year 2008

1st

$4,772
$1,828

Jan Feb
$2,969 $2,864
17,099 9,990
143 2
20,211 12,856
$(6,973) $ (2,360)
(693) (437)
(36) (33)
(351) (281)
5 1
(8,048) (3,112)
$12,163 $9,745
$932,283 | $898,078 |
Jan Feb
$(2,240) $(1,743)
(203) (423)
2,139 1,867
173) (201)
78 194
556 309
(0) (5)
(156) 0
Jan Feb
1,367 1,069
(873) (548)
494 521
84,179 | 84,700 |
Jan Feb
$2,172 $2,395
$ 204 $119

(0)13 % of 2008

$9,324

37,384
(19)

46,689

(0)13 % of 2008
3,680

Qtr
$2,534
$ 447

Contributions ($000's)

$ 25,000

$ 20,000

$ 15,000

$ 10,000

$5,000

Monthly Contributions

Jan Feb Mar

@ New Account Contributions

@ Contributions to Existing Accounts

1,600

Monthly New Accounts

1,400

1,200

# of New Accounts
=
A2 o o )
=8 8 IS}
S & o S

N
=3
S

Jan

Feb

Net Transfers ($000's)

$3,000,000.00
$2,000,000.00

$1,000,000.00

$(1,000)
$(2,000)

$(3,000)

Net Transfers Between Investment Options

Jan Feb Mar

—+— Social C

- —Managed Allocation Option
Principal Plus Interest Option
—*—100% Fixed Income Option

—— High Equity Option
100% Equity Index Option
—e— Money Market Option

hoice Option —-— Aggressive Managed Allocation Option

*This report includes all non-account related adjustments necessary to agree to FY2009 audited financial statements.
~Contributions to Existing Accts / 2008 Ending Accounts
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Connecticut Higher Education Trust Asset & Account Growth Summary

# Accounts

Managed Allocation Option

High Equity Option

Principal Plus Interest Option

100% Equity Index Option

100% Fixed Income Option

Money Market Option

Social Choice Option

Aggressive Managed Allocation Option

Total Program Accounts

Assets ($000's)

Managed Allocation Option

High Equity Option

Principal Plus Interest Option

100% Equity Index Option

100% Fixed Income Option

Money Market Option

Social Choice Option

Aggressive Managed Allocation Option
Adjustments*

Total Program Assets

Periodic Change in Assets ($000's)

Beginning Assets

Plus: Contributions/Rollovers In

Less: Redemptions/Rollovers Out
Plus/Minus: Incr/Decr from Operations

Ending Assets

Average Account Size

Managed Allocation Option

High Equity Option

Principal Plus Interest Option

100% Equity Index Option

100% Fixed Income Option

Money Market Option

Social Choice Option

Aggressive Managed Allocation Option

Total

Program Asset and Account Growth

[ Total Assets —e—# Accounts

January through March 2009

Year 2008 Jan Feb Mar
42,707 42,703 42,783 42,830
17,031 17,002 16,955 16,940

9,891 10,110 10,430

6,153 6,171 6,202

2,629 2,686 2,758

926 1,003 1,075

382 388 404

4,493 4,604 4,734

84,179 84,700 85,373
Year 2008 Jan Feb Mar

$591,457 $569,526 $544,288 $567,114

149,484 138,606 148,530

134,749 138,968 145,924

31,982 29,275 32,634

15,308 16,005 17,409

8,200 9,012 9,742

857 791 906

22,598 22,176 21,132 23,483

0] 0 0 0

960,020 932,283 898,078 945,743
Year 2008 Jan Feb Mar

$1,034,649 $960,020 $932,283 $898,078

20,211 12,856 13,622

(8,048) (3,112) (2,591)

(39,901) (43,949) 36,634

$960,020 932,283 898,078 945,743
Jan Feb Mar

$13,337 $12,722 $13,241

$8,792 $8,175 $8,768

$13,623 $13,746 $13,991

$5,198 $4,744 $5,262

$5,823 $5,959 $6,312

$8,855 $8,985 $9,063

$2,243 $2,039 $2,243

$4,936 $4,590 $4,960

$11,075 $10,603 $11,078

% of Ttl
50.2%
19.8%
12.2%
7.3%
3.2%
1.3%

% of Ttl
60.0%

1st Qtr
$960,020
46,689

$945,743

% of Inc/Dec of 2008

0%
-1%
8%
2%
7%
25%
7%
9%

2%

% of Inc/Dec of 2008

-4%
-6%
12%
-3%
15%
35%

5%

4%

-1%

% of Total Assets by Investment Option for Quarter

Aggressive
Managed
Allocation Option

2.5%

Managed

. . Allocation Option
Social Choice

Option 0.1%
Money Market
Option 1.0%

100% Fixed

# Accounts

Index Option 3.5%

Principal Plus
High Equity
Option 15.7%

Average Account Size

Trend in Average Account Size

$11,200

$11,100 -
$11,000 -
$10,900 -
$10,800 -
$10,700 -
$10,600 -
$10,500 -

$10,400 -

$10,300

$11,075 $11,078

$10,603

Jan Feb Mar

*This report includes all non-account related adjustments necessary to agree to FY2009 audited financial statements.




Connecticut Higher Education Trust Enrollment Kit Requests, New Accounts, and Contributions Summary

January through March 2009

Enrollment Kit/Application Mailings Year 2008 Jan Feb Mar % of 2008
Internet Applications Downloaded 8,588 475 381 14%
Internet Kit Requests - Mail 1,886 148 138 22%
Business Reply Requests 23 11 20%
Bulk Phone Center Requests 20 20 60%
Individual Phone Center Requests 104 74 18%
Total Enroliment Kit/Application Requests 770 624 16%
Number of Net New Accounts Year 2008 Jan Feb 1st Qtr % of 2008
Managed Allocation Option 1,533 4 80 8%
High Equity Option 466 (29) (47) -20%
Principal Plus Interest Option 1,405 215 219 54%
100% Equity Index Option 1,045 45 18 9%
100% Fixed Income Option 57 57 24%
Money Market Option 66 77 25%
Social Choice Option 4 6 9%
Aggressive Managed Allocation Option 140 111 13%
Total Net New Accounts 494 521 18%
On-Line Enroliment 833 623
New Account/On-Line Enrollment Ratio 61% 58%
New Account/Kit Request Ratio 178% 171%
Net Contributions ($000's) Year 2008 Jan Feb 1st Qtr % of 2008
Managed Allocation Option $61,826 $5,104 $3,629 $12,999 21%
High Equity Option 26,132 2,404 2,029 6,006 23%
Principal Plus Interest Option 2,543 1,080 1,411 4,873 192%
100% Equity Index Option 15,234 1,436 996 3,414 22%
100% Fixed Income Option 3,476 156 569 1,220 35%
Money Market Option 3,414 425 312 1,074 31%
Social Choice Option 1,014 80 29 15%
Aggressive Managed Allocation Option 1,329 767 20%
Adjustment* 148 2
Total Net Contributions $12,163 $9,745 25%
Year Over Year Incr/Decr in Net Contributions -44% -25%
% of Contributions to New Accounts 15% 22%
% of Contributions to Existing Accounts 85% 78%
Application Requests by Distribution Channel-YTD Monthly Applications vs. New Accounts % of Net Contributions
by Investment Option - YTD
Indiv Phone Ctr 1,600 900
Requests 12% 1400 + 770 4 800 A’ag'r_leazsei\ée Al M?naggdt-
Bulk Phone Ctr 1,367 ! . location Option
Requests 1% 1200 4 o o, + 700 g Allocation Option
' 2 [ 611 T =
Business Reply £ 1,000 + 1,069 4 Social Choice
Requests 2% § 4 500 é Option 1%
Fa {00 §
2 E Money Market
*= 600 1 300 g Option 3%
400 + 1 200 *
100% Fixgd High Equity
Internet Mail Internet App 200 7 == Incom;%?ptlon Ontion}20%
Requests 15% Downloads 70% 0 ‘ ‘ 0
Jan Feb Mar Principal Plus

—INew Accounts Opened —— Monthly i \

100% Equity
Index Option 12%

Interest Option
2%

*This report includes all non-account related adjustments necessary to agree to FY2009 audited financial statements.




Connecticut Higher Education Trust Sources of Contributions

January through March, 2009

Contributions ($000's) Year 2008 Jan Feb Mar % of Total
Contributions
Checks $ 157,383 $ 15,728 $ 8,652 $9,352
ACH (non-Payroll) 42,178 3,587 3,479 3,525
Payroll Deduction 9,585 753 724 908
Total Contributions* $ 209,145 $ 20,068 $ 12,855 $ 13,785
Accounts**
Checks 6,783 4,370 4,750
ACH (non-Payroll) 21,134 21,074 21,256
Payroll Deduction 4,825 4,830 5,033
Total Accounts 31,504 29,453 30,203
Average Contribution Size***
Checks $2,319 $1,980 $1,969
ACH (non-Payroll) 170 165 166
Payroll Deduction 156 150 180
Total Accounts $637 $436 $456
Sources of Contributions Sources of Contributions-YTD Average Contribution Size
100% $3,000
90% 1 Checks, 72%
9 Payroll |
G | Deduction, 5% $2500
70% -
$2,000
60%
50% - $1,500 -
40% -
$1,000 -
30% -
20% 1 $500
10% 1 ACH (non-
Payroll), 23%
oo $0 A
Jan Feb Mar Jan Feb Mar YTD
@ Checks OACH (non-Payroll) @ Payroll Deduction ‘ D Checks BACH (non-Payroll) O Payroll Deduction O Total Accounts

*Excludes adjustments attributable to non-account related items (accruals, etc.)
**Represents the # of accounts associated with the contribution amount. Since a single account may contribute in multiple months, or via multiple contribution methods (Check, ACH, Payroll), the account totals will not add up to the sum of the individual components.
***[Contributions] / [Accounts]
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Connecticut Higher Education Trust

Investment Performance Commentary — 1% Quarter 2009

Key Points

In the 1% quarter of 2009, the Dow Jones Industrial Average fell just below 6500 on March 9 — its lowest level in 12
years and more than 54% lower than its all-time high of over 14,000 in October 2007. The Dow rebounded later in
March but still lost 13% in the 1% quarter. For the month of March, the Russell 3000® Index, a broad measure of
the U.S. stock market, gained over 8%, while the technology-heavy Nasdag Composite Index rose by 11%, logging
the highest gains for the month of March in Nasdaq history. However, for the quarter as a whole, the Russell 3000
declined nearly 11%. Small-cap stocks were particularly hard-hit, dropping nearly 15%, while mid-caps fell about
9%, and large-caps lost more than 10%. Value stocks took a much larger hit in the quarter than growth stocks,
which were down 17% and 5%, respectively. (All size and style returns are based on Russell indexes.) The MSCI
EAFE® Index fell nearly 14% in dollar terms. In contrast, the MSCI Emerging Markets Index posted a modest 1%
gain in the quarter.

The broad bond market gained 0.12% for the quarter. The Treasury sector, which lifted the market last year, posted
a negative 1% return. Inflation-linked bonds (TIPS) and municipal bonds gained during the quarter, reflecting
emerging concerns about possible inflation and improved state financial prospects (both of which were based on
increased government spending and monetary stimulus). The most active part of the credit market was below-
investment-grade bonds, which rose almost 6% during the quarter, in contrast to a steep decline in 2008.

Home prices continued to sink albeit at a slower pace than in 2008. New home construction increased slightly but
still remained at a historically abysmal level.

Among the Investment Options in the program, the Fixed Income Option achieved the best absolute return of
1.06% due to the relatively better return from fixed income vs. equities in the quarter. The 0-3 Age Band in the
Aggressive Managed Allocation Option registered the worst absolute return of -13.84% due to the combined all-
equity allocation to the Equity Index Fund (70% weighting), the International Equity Index Fund (20% weighting)
and the Real Estate Securities Fund (10% weighting). Among all investment options in the program, in terms of
relative returns, the 8-11 Age Band in the Managed Allocation Option obtained the best relative return of 85 basis
points above its blended benchmark. The 100% Fixed Income Option achieved the best absolute return in the
program; however it also registered the worst relative return of 41 basis points below its blended benchmark due to
underperformance of the Inflation-Linked Bond Fund in the quarter.



U.S. Equity Markets

In the 1% quarter of 2009, the U.S. Commerce Department reported a 6.2% drop in GDP in the 4th quarter of 2008,
the biggest drop in almost 25 years and significantly worse than an earlier preliminary estimate of a 3.8% decline.
This revision was a surprise not priced into the market, and the Dow Jones Industrial Average fell just below 6500
on March 9 — its lowest level in 12 years and more than 54% lower than its all-time high of over 14,000 in October
2007. The Dow rebounded later in March but still lost 13% in the 1 quarter.

Adding to the bad news was three more months of accelerating unemployment. Between January 2008, and
March 2009, the U.S. economy shed a total of 5.1 million jobs, including more than 660,000 in March alone. A
broad swath of other key indicators, including consumer spending, finance, and confidence; housing sales and
starts; manufacturing and business investment; and services, continued to fall, with some of these indicators
reaching all-time lows.

As a result, equity markets experienced wild volatility in the 1% quarter of 2009, with March’s plunges and rallies
being the most extreme. For the month of March, the Russell 3000® Index, a broad measure of the U.S. stock
market, gained over 8%, while the technology-heavy Nasdag Composite Index rose by 11%, logging the highest
gains for the month of March in Nasdaq history. However, for the quarter as a whole, the Russell 3000 declined
nearly 11%.

Performance by Cap and Style

Small-cap stocks were particularly hard-hit, dropping nearly 15%, while mid-caps fell about 9%, and large-caps lost
more than 10%. Value stocks took a much larger hit in the quarter than growth stocks, which were down 17% and
5%, respectively. (All size and style returns are based on Russell indexes.)

International Equity Markets

In the 1% quarter of 2009, foreign stocks began to move in markedly different directions, suggesting that investors
have stopped selling stocks indiscriminately and have begun looking for those stocks that will perform well during
the world-wide economic recovery. The MSCI EAFE® Index, which measures stock performance in 21 nations
outside North America, fell nearly 14% in dollar terms. Equities in Japan and Europe were hit harder than U.S.
issues at about -17%, -15% and -11% respectively. In contrast, the MSCI Emerging Markets Index posted a
modest 1% gain in the quarter while country benchmark indexes in Brazil and Russia both gained approximately
9% in the quarter, and the broader Pacific (ex Japan) Index fell only a little over 2%.



U.S. Fixed Income Markets

e The broad bond market eked out a positive 0.12% return for the quarter (per the Barclays Capital U.S. Aggregate
Index) on the strength of a strong March performance. The Treasury sector, which lifted the market last year,
posted a negative 1% return. Yields rose slightly in the 1% quarter, particularly for maturities in the middle part of
the Treasury curve (7-10 years) as the Fed announced a massive buying program in that range. Still, the shortest-
term Treasury yields remained close to 0%, and long-term Treasury yields, while rising during the quarter, were
nearly as low as they have been at any time since the 1950s as investors continue to value the safety, if not the
returns, of term government securities. In contrast, inflation-linked bonds (TIPS) and municipal bonds gained during
the quarter, reflecting emerging concerns about possible inflation and improved state financial prospects (both of
which were based on increased government spending and monetary stimulus).

e Risk premiums on corporate bonds decreased slightly and corporate bond returns fell. Government intervention
and guarantees did a little more to free up the short-term credit markets businesses use to fund their most
immediate financial needs. Corporations also raised some new longer-term debt. The most active part of the
credit market was below-investment-grade bonds, which rose almost 6% during the quarter, in contrast to a steep
decline in 2008. Investors may have concluded that this sector was oversold and offered new opportunities.

Real Estate Markets

e Residential real estate woes continued to worsen as home prices continued to sink albeit at a slower pace than in
2008. New home construction increased slightly but still remained at a historically abysmal level. A broad measure
of real estate stocks that includes both residentially and commercially oriented companies (Wilshire REIT Index)
lost about 34% during the 4™ quarter, despite an uptick of 3% in March.

The Managed and the Aggressive Managed Allocation Options produced absolute losses ranging from -13.84% (8bps
above blended benchmark) for the youngest beneficiaries ages 0-3 to -1.91% (28bps above blended benchmark) for
beneficiaries ages 18 and over. The age bands that produced the best relative returns are ages 8-11 and ages 4-7. The
underlying funds in these options registered absolute returns ranging from -32.65% (the Real Estate Securities Fund,
120bps above benchmark) to 4.09% (the Inflation-Linked Bond Fund, 143bps below benchmark).

The TIAA-CREF Real Estate Securities Fund (REITS) — Institutional Class (TIREX) beat its benchmark in the 1%
guarter (+120 basis points), largely due to holdings in the Retail REITs sector, where positions that boosted relative
results were mainly underweights, including Kimco Realty, Cedar Shopping Centers, and Weingarten Realty Investors. A
mix of overweights and underweights helped results from the Residential REITs sector, where Apartment Investment &



Management, Colonial Properties Trust, and Equity Residential were among the supportive underweights, and Essex
Property Trust, American Campus Communities, and AvalonBay Communities were among the supportive overweights.
Another supportive sector was Office REITs, where an out-of-index position in Mission West Properties as well as
underweights in Brandywine Realty Trust, BioMed Realty Trust, and Duke Realty boosted results. Limiting the reach of
picks that were additive to relative performance, avoiding Dupont Fabros Technology cost the fund some performance as
it surged in the quarter, with further detractions from a non-benchmark stake in Thomas Properties Group, both of the
Diversified Real Estate Activities sector. The Office Electronics sector was another downdraft, solely due to an
underweight in Digital Realty Trust. Although the fund trailed its benchmark over five years (-75 basis points), it
outperformed that measure over one (+204 basis points) and three years (+138 basis points) and since its October 2002
inception (+8 basis points).

The TIAA-CREF Inflation-Linked Bond Fund — Institutional Class (TIILX) underperformed the Barclays Capital U.S.
Treasury Inflation-Protected Securities Index by 143 basis points on a return of 4.09% for the 1% quarter. The positive
returns in inflation-linked securities for the period were driven by increased overall liquidity in spread markets, easing the
way for investors to sell some of those holdings and reallocate the cash to TIPS, and by long term inflationary concerns
due to the federal government’s stimulus bill. The strategy for this fund is to have a duration similar to that of the index,
and it seeks to protect investors from rising inflation’s impact on asset values by investing in inflation-indexed bonds.
Duration is a measure of the sensitivity of the price (the value of principal) of a fixed-income investment to a change in
interest rates. Keeping a profile close to that of the index most often means performance that is also close to the index.
Expenses and technical factors can put the fund behind its benchmark, as the fund underperformed over one (-70 basis
points), three (-42 basis points), and five years (-29 basis points) and since its October 2002 inception (-28 basis points).

The 100% Equity Index Option registered a loss of -11.78%, 35 basis points below its blended benchmark. The below-
benchmark performance was mostly due to the program fee and the underperformance of the International Equity Index
Fund (20% weighting), which trailed the MSCI EAFE Index by 106 basis points.

The Social Choice Option declined by -10.29%, 51 basis points above its benchmark, due to the outperformance of the
Social Choice Equity Fund.

The TIAA-CREF Social Choice Equity Fund — Institutional Class (TISCX) outperformed the Russell 3000 Index by 56
basis points in the 1% quarter of 2009, with the exclusion of several falling industrial stocks due to the fund's
comprehensive social screening process being the most significant contributor to these results. They included General
Electric, building systems and aerospace product maker United Technologies, and top military contractors General
Dynamics and Raytheon, among others. The screening process involves selecting a universe of stocks that meet a
comprehensive set of environmental, social, and governance (ESG) criteria. Avoiding screened holdings also produced
the top contributor in the health care sector, pharmaceutical concern Pfizer, which fell in the quarter. Other support from



that sector came from overweighting holdings such as bioengineering firm Genentech, Wyeth, and Schering-Plough. In
telecommunication services, overweighting Time Warner Cable, Embarg, and Sprint Nextel, as well as avoiding Comcast
due to ESG screens, played a role in that sector’s contribution to outperformance. Sectors that detracted somewhat from
these positive results included financials, where overweighting insurer AFLAC, U.S. Bancorp, SunTrust, and PNC
hampered results, as did avoiding ESG-screened Morgan Stanley, which rose notably in the quarter. Consumer staples
holdings that detracted from relative results included ESG-screened Coca-Cola and Altria Group, as well as overweighted
Procter & Gamble. The fund continued to meet its objective of tracking the return of the U.S. market while investing only
in companies that pass the comprehensive ESG screens. The fund also outperformed in March (+32 basis points), over
one (+99 basis points), three (+16 basis points), and five years (+13 basis points), but underperformed since its July 1999
inception (-3 basis points). In addition to outperformance in March, the fund produced a positive return of 9.08%.

The fund seeks investments that are considered socially responsible, generally avoiding companies in the tobacco,
nuclear power, weapons production, firearms, gambling, alcohol, and other such industries. Other screens examine
companies’ environmental, social, and corporate governance (ESG) practices. The fund does not make sector bets and
uses only quantitative methods to recover the performance lost due to screens against certain stocks in the benchmark,
and it is categorized as an enhanced indexed product. As such, it is not considered one of the actively managed equity
funds discussed in this report.

The High Equity Option declined by -8.60% during the quarter, 41 basis points above its blended benchmark. The
above-blended-benchmark performance was primarily due to the outperformance of the Mid Cap Value Fund and the
Mid Cap Growth Fund. These funds’ above-index returns were partly offset by the underperformance of the
International Equity Index Fund and the Inflation-Linked Bond Fund.

During the 1% quarter, the TIAA-CREF Mid-Cap Value Fund — Institutional Class (TIMVX) outperformed the Russell
Midcap ® Value Index by 556 basis points, largely driven by holdings in the financials, consumer discretionary, and
materials sectors. Overweighting rare occurrence insurer XL Capital, First Horizon National, and Northern Trust, as well
as avoiding Fifth Third Bancorp, which dropped in the quarter, proved to be the most significant contributors from the
shaken financial sector. Consumer discretionary positions that added to outperformance in the quarter included out-of-
index Darden Restaurants, which owns lower-priced chains like Red Lobster and Olive Garden, appealing options for
consumers looking to trade down in a weak economy. Other positives in that sector were The Financial Times publisher
Pearson PLC, a non-benchmark holding that provides financial information and business news; the avoidance of CBS,
which plummeted in the quarter; and an overweight in Interpublic Group. The biggest boosts from the materials sector
came from an out-of-index stake in Crown Holdings and an overweight in conglomerate Rohm & Haas, with further
support from the avoidance of Vulcan Materials, Owens-lllinois, and International Paper, which all fell in the quarter.
Although detractors did not offset contributors in the period, they included radio tower owner and manager Crown Castle
International, Leap Wireless International, whose services include the Cricket brand of mobile phone service; and



Embarg. All were stocks in the telecommunication services sector that turned in positive performance in the period, but
the fund avoided them. Among utilities, avoiding Consolidated Edison dampened relative results a bit, as did
overweighting Pepco Holdings. In addition to outperforming in the quarter, the fund led its benchmark in March (+1 basis
point), over one (+165 basis points), three (+303 basis points), and five years (+213 basis points), and since its October
2002 inception (+262 basis points).

In the 1 quarter of 2009, the TIAA-CREF Mid-Cap Growth Fund — Institutional Class (TRPWX) beat its benchmark by
41 basis points, mainly on industrials, energy, and utilities holdings. Although most of the top contributors from the
industrials sector were falling benchmark names that the fund avoided, the top three were overweights, such as Quanta
Services, FTI Consulting, and Shaw Group. Contributing energy holdings were a blend of positions relative to the
benchmark, such as overweights in Denbury Resources and Range Resources, the avoidance of falling benchmark
names Sunoco and SunPower, and an out-of-index stake in National Oilwell Varco. In utilities, the benefits came by
eschewing benchmark stocks like Allegheny Energy, AES, Mirant, and NRG Energy. Negative impacts were found in the
information technology sector, where an out-of-index position in Data Domain was the largest detractor, with similar
headwinds from overweights in Itron, which makes wireless devices for the collection of meter data by utilities worldwide;
Trimble Navigation, and Harris Corporation. A position in non-benchmark maker of over-the-counter drugs, personal care
products, and dietary supplements Chattem, and the avoidance of surging Whole Foods Market were the most notable
detractors from the consumer staples sector. The fund trailed its benchmark over one year by 152 basis points and to a
lesser extent over three (-46 basis points) and five years (-19 basis points), while outperforming that measure since its
October 2002 inception (+19 basis points).

The 100% Fixed Income Option generated a return of 1.06%, 41 basis points below its blended benchmark. The below-
blended-benchmark performance was due to the underperformance from the Inflation-Linked Bond Fund (143bps below
index, 25% weighting) and the program fee.

The Money Market Option which was launched on February 18, 2008, produced a 0.20% return for the quarter, 10 basis
points above its benchmark.

The Principal Plus Interest Option generated a return of 0.83% during the 1 quarter. The annual interest rate of 3.55%
is guaranteed until June 30, 2009.




1st Quarter, 2009 Connecticut Higher Education Trust Performance Summary: Managed Allocation Option

Asset Allocation: Managed Allocation Option

Institutional

Institutional

Age of
Beneficiary Fund
0-3 56.00%
4-7 45.50%
8-11 35.00%
12-14 28.00%
15-17 21.00%
18 and over 14.00%

International
Equity Index Equity Index

Fund
16.00%
13.00%
10.00%

8.00%
6.00%
4.00%

Institutional

Institutional

Real Estate Inflation- Institutional

Securities  Institutional Linked Bond Money
Fund Bond Fund Fund Market Fund
8.00% 15.00% 5.00% 0.00%
6.50% 26.25% 8.75% 0.00%
5.00% 37.50% 12.50% 0.00%
4.00% 45.00% 15.00% 0.00%
3.00% 37.50% 12.50% 20.00%
2.00% 26.25% 8.75% 45.00%

Investment Option Returns: Managed Allocation Option

Avg Annual Return

1st Quarter, 2009 Rtn Year-to-Date Rtn 1 Year Rtn 3 Year Avg Annual Rtn 5 Year Avg Annual Rtn Since Option Inception
eenion Total Annual E e Blended Over/ R Blended Over/ P Blended Over/ P, Blended Over/ ERRTED Blended Over/ BT Blended Over/
Age Of Beneficiary D;e Asset Based Retgms* Index | (Under) Reu?ms* Bnchmk | (Under) Retgms* Bnchmk | (Under) Retgms* Bnchmk | (Under) Retgms* Bnchmk | (Under) Retgms* Bnchmk | (Under)
Fees Return | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk
Ages 0 -3 3/10/2005 0.65% SNV -10.86% | 0.49% SRy -10.86% | 0.49% EeRIRIN -34.82% | 0.99% SN -11.11% | 0.26% N/A N/A N/A SCEZ  -5.66% | -0.23%
Ages 4 -7 3/10/2005 0.65% SN -8.55% | 0.74% AL -8.55% | 0.74% XL -28.81% | 1.53% A -7.90% | 0.28% N/A N/A N/A S -3.58% | -0.07%
Ages 8 - 11 3/10/2005 0.65% SN -6.25% | 0.85% BV -6.25% | 0.85% LN -22.41% | 1.75% SN -4.79% | 0.29% N/A N/A N/A SRCT  -1.63% | -0.04%
Ages 12 - 14 3/10/2005 0.65% VRN -4.71% | 0.56% NI -4.71% | 0.56% EVESIZN -17.92% | 0.61% XN -2.71% | -0.18% N/A N/A N/A SOVZU  -0.35% | -0.39%
Ages 15 - 17 3/10/2005 0.65% SN -3.41% | 0.39% SR -3.41% | 0.39% EVAGIZN -13.27% | 0.66% SNE -1.04% | -0.09% N/A N/A N/A 0.47% 0.67% | -0.20%
Ages 18 and Over 3/10/2005 0.65% SO -2.19% | 0.28% SR -2.19% | 0.28% A -8.49% | 0.91% 0.63% 0.52% 0.11% N/A N/A N/A 1.56% 1.62% | -0.06%
Underlying Fund Performance: Managed Allocation Option
Avg Annual Return
1st Quarter, 2009 Rtn Year-to-Date Rtn 1 Year Rtn 3 Year Avg Annual Rtn 5 Year Avg Annual Rtn Since Fund Inception
. Underlying TIAA- Over/ Over/ Over/ Over/ Over/ Over/
Investment Option '"cggz"" Fund Benchmark CREF i’;f:rr:: (Under) | (RESORENGE i’;f:rr:: (Under) | (HEAONNG] ';’;f:r':: (Under) | [ESORENG ';’;f:r':: (Under) | [HESORENGH ';’;f:r':: (Under) | [BEAORENGE ';’;f:r':: (Under)
Expenses Returns Benchmk Benchmk Benchmk Benchmk Benchmk Benchmk
Equity Index 07/01/1999 0.07%  |Russell 3000 STEHZN -10.80% | -0.01% SOEAEZN -10.80% | -0.01% EERVIZN -38.20% | 0.08% BRI -13.55% | 0.00% SNGLZN -4.50% | -0.02% S -3.11% | -0.10%
International Equity Index 10/01/2002 0.12%  [Morgan Stanley EAFE SNOZN -13.94% | -1.06% SN -13.94% | -1.06% LN -46.51% |  0.53% RPN -14.47% | 0.22% A -2.18% | 0.12% 5.00% 5.04% | -0.04%
[Real Estate Securities [10/01/2002]  0.56% [Wilshire Real Estate Sec | [BEPAO0N -33.85% | 1.20% | DB -33.85% | 1.20% | [BECRelRiM -61.03% | 2.04% PLIRCEN -27.26% | 1.38% SUNEN -9.43% | -0.75% | [DEONEN -0.81% [ 0.08% |
Bond 07/01/1999 0.32%  |LB Aggregate Bond ORGIZMN 0.12% | 0.04% 0.16% 0.12% | 0.04% 1.30% 3.13% | -1.83% 4.72% 5.78% | -1.06% EWEZN 4.13% | -0.65% 5.65% 5.96% | -0.31%
Inflation-Linked Bond 10/01/2002 0.34%  [LB TIPS U 5.52% | -1.43% 4.09% 552% | -1.43% ALY -2.04% | -0.70% 5.30% 5.72% | -0.42% G 4.15% | -0.29% 5.16% 5.44% | -0.28%
[Money Market 07/01/1999 0.14%  [iMoneyNet Mny Mkt Avg | [BOZEEA 0.10% [ 0.18% | [BNOEERD 0.10% [ 0.18% 2.12% 1.36% 0.76% 4.09% 3.44% 0.65% N 2.92% | 0.61% | [EREA 2.93% | 0.54% |

* "Program Returns" are net of program management fees and mutual fund expenses.



1st Quarter, 2009 Connecticut Higher Education Trust Performance Summary: Aggressive Managed Allocation Option

Asset Allocation: Aggressive Managed Allocation Option

Institutional Institutional Institutional
Institutional International Real Estate Inflation- Institutional
Age of Equity Index Equity Index  Securities Institutional Linked Bond Money
Beneficiary Fund Fund Fund Bond Fund Fund Market Fund
0-3 70.00% 20.00% 10.00% 0.00% 0.00% 0.00%
4-7 59.50% 17.00% 8.50% 11.25% 3.75% 0.00%
8-11 49.00% 14.00% 7.00% 22.50% 7.50% 0.00%
12-14 42.00% 12.00% 6.00% 30.00% 10.00% 0.00%
15-17 35.00% 10.00% 5.00% 37.50% 12.50% 0.00%
18 and over 21.00% 6.00% 3.00% 33.75% 11.25% 25.00%

Investment Option Returns: Aggressive Managed Allocation Option

Avg Annual Return

1st Quarter, 2009 Rtn Year-to-Date Rtn 1 Year Rtn 3 Year Avg Annual Rtn 5 Year Avg Annual Rtn Since Option Inception

o ingeption Total Annual s Blended | Over/ B Blended | Over/ EriaE Blended | Over/ B Blended | Over/ Eregram Blended | Over/ Program Blended | Over/
Age Of Beneficiary B Asset Based Returns* Index | (Under) Returns* Bnchmk | (Under) Returns* Bnchmk | (Under) Returns* Bnchmk | (Under) Returns* Bnchmk | (Under) Returns* Bnchmk | (Under)

Fees Return |Benchmk| Returns | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk

Ages0-3 11/20/2007 0.65% QIRRSELAN -13.92% | 0.08% SICRCELAN -13.92% | 0.08% VRN -42.25% [ 0.06% N/A N/A N/A N/A N/A N/A WAL -36.58% | 0.87%
Ages 4 -7 11/19/2007 0.65% NRTLAN -11.63% | 0.09% SEBCELAN -11.63% | 0.09% SCERCHLAN -36.74% [ 0.83% N/A N/A N/A N/A N/A N/A LA -31.15% | -0.25%
Ages 8- 11 11/20/2007 0.65% SN -9.32% | 0.54% ALY -9.32% | 0.54% RN -30.85% [ 1.02% N/A N/A N/A N/A N/A N/A VRN -25.82% | 0.75%
Ages 12 - 14 11/19/2007 0.65% IAGZ -7.79% | 0.63% S GLZ -7.79% | 0.63% GO -26.72% [ 1.11% N/A N/A N/A N/A N/A N/A PARCPLA -21.81% | 0.89%
Ages 15 - 17 11/21/2007 0.65% SRR -6.25% | 0.37% SR -6.25% | 0.37% ZARGELAN -22.41% [ 0.72% N/A N/A N/A N/A N/A N/A SIVAGIEAN -17.61% | 0.03%
Ages 18 and Over 11/20/2007 0.65% ol -3.47% | 0.11% el -3.47% | 0.11% AL -13.27% | 0.45% N/A N/A N/A N/A N/A N/A SRR -9.99% | -0.19%

Underlying Fund Performance: Aggressive Managed Allocation Option

Avg Annual Return

1st Quarter, 2009 Rtn Year-to-Date Rtn 1 Year Rtn 3 Year Avg Annual Rtn 5 Year Avg Annual Rtn Since Fund Inception
. Underlying TIAA- Over/ TIAA- Over/ Over/ TIAA- Over/ TIAA- Over/ Over/
Investment Option Inc;;tt;on Fund Benchmark CREF 22‘;:::: (Under) CREF 22?:::‘3( (Under) Tlégfrsfl: 22?:::‘3( (Under) CREF 22?:::‘3( (Under) CREF 22?:::‘3( (Under) Tlégfrsfl: 22?:::‘3( (Under)
Expenses Returns Benchmk| [SEEEIGE Benchmk Benchmk Returns Benchmk Returns Benchmk Benchmk
Equity Index 07/01/1999 0.07% Russell 3000 SIORHEZN -10.80% | -0.01% SRS -10.80% | -0.01% SNV -38.20% [ 0.08% SRS -13.55% | 0.00% ZNGLZE -4.59% | -0.02% WAL -3.11% | -0.10%
International Equity Index 10/01/2002 0.12% Morgan Stanley EAFE NN -13.94% | -1.06% SSHOJLZN -13.94% | -1.06% Nl -46.51% | 0.53% QI -14.47% | 0.22% AZ -2.18% 0.12% 5.00% 5.04% -0.04%
[Real Estate Securities [10/01/2002] _ 0.56% __|Wilshire Real Estate Sec P -33.85% | 1.20% | RS0 -33.85% ] 1.20% B -61.03% | 2.04% | EZICEEA -27.26% | 1.38% | 20.43% | -0.75% | [EOEM -0.81% | 0.08%

| ]
Bond 07/01/1999 0.32% LB Aggregate Bond 0.16% 0.12% | 0.04% 0.16% 0.12% 0.04% 1.30% 3.13% | -1.83% 4.72% 5.78% | -1.06% 3.48% 4.13% -0.65% 5.65% 5.96% -0.31%
Inflation-Linked Bond 10/01/2002 0.34% LB TIPS 4.09% 5.52% [ -1.43% 4.09% 5.52% | -1.43% Y -2.04% | -0.70% 5.30% 5.72% | -0.42% 3.86% 4.15% -0.29% 5.16% 5.44% -0.28%
|

[Money Market 07/01/1999 0.14% _[iMoneyNet Mny Mkt Avg VL 0.10% | 0.18% OPE 0.10% | 0.18% PRV 1.36% | 0.76% VORI 3.44% | 0.65% | [EREEOM 2.92% | 0.61% | [ERARM 2.93% | 0.54%

* "Program Returns" are net of program management fees and mutual fund expenses.



1st Quarter, 2009 Connecticut Higher Education Trust Performance Summary: Additional Investment Options

Asset Allocation: 100% Equity Index Option

Institutional International Equity Index

Fund
20.00%

Institutional Equity Index Fund
80.00%

Asset Allocation: Social Choice Option

Institutional Social Choice Equity Fund
100.00%

Asset Allocation: High Equity Option

Institutional
Inflation-
Linked Bond
Fund

5.00%

Institutional
International
Equity Index
Fund
16.00%

Institutional Institutional Institutional Institutional
S&P 500 Mid-Cap Mid-Cap Small-Cap
Index Fund Growth Fund Value Fund Equity Fund

48.00% 5.10% 5.10% 5.80%

Institutional
Bond Fund

15.00%

Asset Allocation: 100% Fixed Income Option

Institutional Inflation - Linked Bond Fund
25.00%

Institutional Bond Fund
75.00%

Asset Allocation: Money Market Option

Institutional Money Market Fund

100.00%

Asset Allocation: Principal Plus Interest Option
Gu

teed Funding
100.00%

Investment Option Returns: Additional Investment Options

Avg Annual Return

1st Quarter, 2009 Rtn Year-to-Date Rtn 1 Year Rtn 3 Year Avg Annual Rtn 5 Year Avg Annual Rtn Since Option Inception
e Total Annual T Blended | Over/ T Blended | Over/ . Blended | Over/ T Blended | Over/ B Blended | Over/ ERETED Blended | Over/
Investment Option D:te Asset Based RetSrns* Index (Under) RetSrns* Bnchmk | (Under) Retgrns* Bnchmk | (Under) RetSrns* Bnchmk | (Under) RetSrns* Bnchmk | (Under) Retgrns* Bnchmk | (Under)
Fees Return | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk Returns | Benchmk
100% Equity Index 6/20/2006 0.65% N -11.43% | -0.35% N -11.43% | -0.35% SN0 -39.90% | -0.19% N/A N/A N/A N/A N/A N/A SRR -13.20% | -0.73%
Social Choice 11/19/2007 0.65% Sl -10.80% | 0.51% Sl -10.80% | 0.51% SSPRULLA -38.20% | 0.75% N/A N/A N/A N/A N/A N/A SR -33.42% | 1.60%
High Equity 3/22/2001 0.65% -8.60% -9.01% | 0.41% -8.60% -9.01% | 0.41% oA -32.94% | 0.94% VLN -10.11% | -0.09% RSN -2.72% [ -0.33% V2 -0.39% | -1.16%
100% Fixed Income 6/20/2006 0.65% 1.06% 1.47% -0.41% 1.06% 1.47% -0.41% 0.00% 1.90% -1.90% N/A N/A N/A N/A N/A N/A 4.89% 6.38% -1.49%
Money Market 2/18/2008 0.65% 0.20% 0.10% 0.10% 0.20% 0.10% 0.10% 1.60% 1.37% 0.23% N/A N/A N/A N/A N/A N/A 1.70% 1.45% 0.25%
Principal Plus Interest 4/23/2001 N/A 0.83% 0.16% 0.67% 0.83% 0.16% 0.67% 3.63% 0.91% 2.72% 3.60% 3.12% 0.48% 3.41% 2.95% 0.46% 3.73% 2.45% 1.28%
Underlying Fund Performance: Additional Investment Options
Avg Annual Return
1st Quarter, 2009 Rtn Year-to-Date Rtn 1 Year Rtn 3 Year Avg Annual Rtn 5 Year Avg Annual Rtn Since Fund Inception
(SLGEY LR VTERSTLER Inception Unaleib g TIAA-CREF R:=alshlnl3 Over/ TIAA-CREF R:=alshInl3 Over/ TIAA-CREF B=Iilelali]’q Over/ VReRi=d Bnchmk Over/ ubvs Bnchmk Over/ ULt Bnchmk Over/
as of 03/31/2009 Date Fund Benchmark GEUIOERS Returns (Under) GEUIGERS Returns (Under) GEUIGERY Returns (Under) GEOEE Returns (Under) CREF Returns (Under) CRER Returns (Under)
Expenses Benchmk Benchmk Benchmk Benchmk Returns Benchmk Returns Benchmk
Equity Index 07/01/1999 0.07% Russell 3000 SIRHEZE -10.80% | -0.01% SIRHEZE -10.80% | -0.01% SeNPLAN -38.20% | 0.08% SRS -13.55% | 0.00% EAGHZ -4.59% -0.02% SWALZN -3.11% | -0.10%
S&P 500 Index 10/01/2002 0.06% S&P500 ORI -11.01% | 0.03% ORI -11.01% | 0.03% SCPACELM -38.09% | 0.10% SRS -13.06% | 0.01% R -4.76% [ -0.05% 0.95% 1.03% -0.08%
Mid-Cap Growth 10/01/2002 0.56% Russell MidCap Growth -2.95% -3.36% 0.41% -2.95% -3.36% 0.41% SR -39.58% | -1.52% SIS -14.89% | -0.46% SN2 -3.91% -0.19% 4.41% 4.22% 0.19%
Mid-Cap Value 10/01/2002 0.52% Russell MidCap Value SeRELZ -14.67% | 5.56% SeRELZE -14.67% | 5.56% AR -42.51% | 1.65% SIRIGELAN -16.68% | 3.03% DRG] -3.81% 2.13% 6.11% 3.49% 2.62%
Small-Cap Equity 10/01/2002 0.53% Russell 2000 SRR -14.95% | 0.02% SRR -14.95% | 0.02% SRSk -37.50% | 0.17% SIVAZUAN -16.80% | -0.94% -5.91% EESWZEA -0.67% 3.14% 3.48% -0.34%
Social Choice Equity 07/01/1999 0.22% Russell 3000 P ZLAS -10.80% | 0.56% P ZY -10.80% | 0.56% STVALAN -38.20% |  0.99% SeReisl/ N -13.55% | 0.16% LAV -4.59% 0.13% SR VLZ -3.11% | -0.03%
International Equity Index 10/01/2002 0.12% Morgan Stanley EAFE DEHOZ -13.94% | -1.06% DO -13.94% | -1.06% SNl -46.51% | 0.53% QWL -14.47% | 0.22% A -2.18% 0.12% 5.00% 5.04% -0.04%
Bond 07/01/1999 0.32% LB Aggregate Bond 0.16% 0.12% 0.04% 0.16% 0.12% 0.04% 1.30% 3.13% -1.83% 4.72% 5.78% -1.06% 3.48% 4.13% -0.65% 5.65% 5.96% -0.31%
Inflation-Linked Bond 10/01/2002 0.34% LB TIPS 4.09% 5.52% -1.43% 4.09% 5.52% -1.43% -2.74% -2.04% | -0.70% 5.30% 5.72% -0.42% 3.86% 4.15% -0.29% 5.16% 5.44% -0.28%
[Money Market [07/01/1999]  0.14% [iMoneyNet Mny Mkt Avg DL 0.10% | 0.18% P 0.10% | 0.18% | PRI 1.36% | 0.76% | [BZNOCLZM 3.44% | 0.65% BRI 2.92% | 0.61% | [BERAAON 2.93% | 0.54% |

*"Program Returns" are net of program management fees and mutual fund expenses.




V. Operational Performance
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Connecticut Higher Education Trust Operational Performance Summary
January through March 2009

Correspondence Jan Feb Mar
Financial Correspondence
Accuracy 97.9% 100.0% 98.9%
Timeliness 99.3% 96.1% 97.9%
Non-Financial Correspondence
Accuracy 100.0% 94.7% 100.0%
Timeliness 100.0% 100.0% 94.7%
Check Processing Jan Feb Mar 1st Qtr YTD
Accuracy 100.0% 100.0% 100.0% 100.0% 100.0%
Timeliness 100.0% 100.0% 100.0% 100.0% 100.0%
Confirmations/Statements (1) Jan Feb Mar 1st Qtr YTD
Accuracy 100.0% 100.0% 100.0% 100.0% 100.0%
Timeliness 100.0% 100.0% 100.0% 100.0% 100.0%
Mail Processing Jan Feb Mar 1st Qtr YTD
Total Mailed 693 362 749 1,804 1,804
Mailed within 5 Days 100.0% 100.0% 100.0% 100.0% 100.0%
Account Set Up (2) Jan Feb Mar
Accuracy 94.5% 91.8% 90.7%
Timeliness 99.0% 100.0% 100.0%
Account Redemption Jan Feb Mar 1st Qtr YTD
Accuracy 96.2% 97.7% 98.7% 97.5% 97.5%
Timeliness 100.0% 100.0% 100.0% 100.0% 100.0%
Systems Availability and Timeliness (3) Jan Feb Mar 1st Qtr YTD
System Performance Timeliness (Peak) 100.0% 100.0% 100.0% 100.0% 100.0%
Minutes Systems were Unavailable 0 0 0 0] 0
System Performance Timeliness (Non-Peak) 100.0% 100.0% 100.0% 100.0% 100.0%
Minutes Systems were Unavailable 0 0 0 0] 0

(1) Confirmation Statements and Daily Statements are mailed within 3 days
(2) Account set-up includes manual accounts only
(3) This data is compiled for total system downtime and is not available by state component
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Connecticut Higher Education Trust Customer Contact Summary

January through March 2009

) 1st Qtr YTD
Live Calls Jan it Mar Totals 2009
- Sales Calls 631 413 519 1,563 1,563
% Incr/Decr Over Prev Year -42.1% -42.8% -39.5% -41.5% -41.5%
- Service Calls 2,247 1,490 1,747 5,484 5,484
% Incr/Decr Over Prev Year -24.5% -11.8% -2.7% -15.1% -15.1%
Total Live Calls 2,878 1,903 2,266 7,047 7,047
% Incr/Decr Over Prev Year -29.2% -21.1% -14.6% -22.8% -22.8%
Calls Abandoned 43 14 37 94 94
Abandonment Rate** 1.5% 0.7% 1.6% 1.3% 1.3%
Incr/Decr Over Prev Year -0.7% -1.7% -1.9% -1.3% -1.3%

Service Level** 92.7% 92.7%

Service Level (prev year) 88.4% 88.4%

1st Qtr YTD
Automated Calls Jan Feb Mar ot .
- IVR Calls 20 27 14 61 61
% Incr/Decr Over Prev Year -63.0% -22.9% -64.1% -52.3% -52.3%
- BFDS Calls 520 255 337 1,112 1,112
% Incr/Decr Over Prev Year 44.0% 2.0% 23.0% 25.6% 25.6%

Total Automated Calls* 540 282 351 1,173
30.1% 12.1% 15.8%

1,173
15.8%

% Incr/Decr Over Prev Year

Unique Website Hosts 40,111 33,071 36,951 110133 || 110133
Call Volume/Service Level Summary o o
Website Activity Summar
Call Type as a % of Total Call Volume Y Y
45,000
3,500 100% 100%
40,111
282 351 40,000
1 98% 90% 540 36,951
3,000 2,878
+ 96% 80% 35,000 33,071 -
28007 o 70% 30'000 -
2
2 2,000 2% g 60% é’ 25,000
T 3
(s} - ) @
90% o @ =
N 1,500 1 3 g 2 20000
’ +88% 3 * =
a 40% *
15,000
1,000 T 86% 20%
I~ - 10,000
500 +
+ 82% 5,000
10% 631 413 519
80%
0%
Jan Feb Mar
Jan Feb Mar Jan Feb Mar
[ Call Volume ——Service Level
O Sales calls B Service Calls O Automated calls Website Hosts

*IVR Volume refers to requests for enrollment materials via the automated telephone system. * BFDS Volume refers to account maintenance via the automated telephone system.

** Service Level and Abandonment Rate calculations are based on phone calls taken by live phone representatives and therefore do not include IVR calls received.
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Connecticut Higher Education Trust 1st Quarter 2009
Highlights and Summary

The 15t quarter (Q1) marketing initiatives for the Connecticut Higher Education Trust (CHET) program included a series
of integrated direct marketing, community outreach and public relations activities.

The primary marketing initiatives for CHET during Q1, 2009 were the Tax Time campaign and the CHET Dream Big!
campaign.

Q1 initiatives leveraged a multi-channel approach including off-line (direct mail), on-line (search, banners, e-mail, etc.),
community outreach and public relations to stimulate account growth and generate leads.

On-going Account Owner communications included distribution of the quarterly e-newsletter, statement inserts, and
beneficiary birthday card mailings.

Follow-up email and direct mail communication were sent on an on-going basis to inquirers (individuals who requested
information about the program).

General quarter highlights include:

— More than 2.3 million outbound marketing messages were delivered across all channels to prospects and Account
Owners during the quarter.

— Over 11,000 inbound inquiries (inbound calls, business reply cards, and web clicks) directly linked to marketing
initiatives were generated during the quarter.



Connecticut Higher Education Trust 1st Quarter 2009
Channel Highlights

PARTICULAR CHANNEL HIGHLIGHTS:

. Search is exhibiting the capability of capturing new accounts (149 openings directly linked to search) and deepening
Account Owner relationships (308 total transactions including deposits and automatic payment plan sign-ups).

. Banners generated over 750 clicks for more detailed CHET 529 plan information.

. E-mail has proven to be an efficient means to communicate and stimulate interest among past inquirers (an 8.4%
inquiry rate for e-mails to this segment was the highest among all channel and audience combinations).

. The direct mail channel generated over 100 inquiries (clicks and calls) from prospects and over 550 inquiries (clicks and
calls) from account owners during Q1, 2009.



Connecticut Higher Education Trust 1st Quarter 2009
CHET Dream Big! Campaign Highlights

CHET Dream Big! Competition Poster

Additional creative samples found at the end of this section.

AFTER COLLEGE

| WILL...

DREAM BIG!

APRIL17, 2009.

Ak your teacher or principal, or vi
aboutchet.com/dreambig for more inf

*
! CHETA\e

I 529 Colege Smings Program

The CHET Dream Big! Competition, sponsored by the State of
Connecticut Treasurer’s office and CHET, was a drawing poetry
and essay contest for Connecticut students in grades
Kindergarten (K) through six (6). The competition ran from
February 16, 2009 through April 3, 2009.

The CHET Dream Big! Competition was promoted via a series of
multi-channel, integrated communications during Q1, 2009.

Children in grades K through three (3) were asked to draw a
picture that portrays the answer to the question, “What do | want
to do after | go to college?” Fourth (4) and fifth (5) grade students
were asked to write an essay explaining, “How will | change the
world after | go to college?” Sixth (6) grade students answered
the same question by penning an original poem.

The promotion was designed to encourage children to dream big
about their future and to remind parents that it's important to
have a college savings strategy in place to support the dreams of
their children.

At the end of March, preliminary results indicated that approx.
1,800 entries were received from across the state.

A panel of judges, including writers, poets, artists, and
representatives from TIAA-CREF Tuition Financing, Inc. and the
Connecticut State Treasurer’s Office will select the competition
winners (twenty-four county winners — three (3) from each of
Connecticut’s eight counties and three (3) statewide winners)
during Q2.



Connecticut Higher Education Trust 1st Quarter 2009
CHET Dream Big! Campaign Highlights

Additional creative samples found at the end of this

Teacher E-mail

section.

ST L RS T S ey pe——

AsrutffiEsEEoEnl-&-

arieacouisar ] WILL... Q

DREAM BIGT) ™
"

e Qutbound communications promoting the Dream Big! Competition
included:

During Q3, the Dream Big! Competition press release, letters to
superintendents and principals were finalized and distributed.

E-mails were distributed to Connecticut parents, superintendents,
and principals (over 60,000 deployed).

Over 4,500 entry forms, 1,750 buck slips, 250 posters, and 2,500
CHET flyers were distributed directly to schools and/or urban and
suburban locations across Connecticut (such as coffee shops,
libraries, community centers, restaurants, salons and other
gathering places).

Banner Ads on the CHET Website.

Dedicated Website (www.chetdreambig.com) on which details,
rules, deadlines and entry forms could be viewed.

» Media coverage for the events included:

On Monday, March 16, Kathleen Tunson spoke with Nancy
Barrow of Hot 93.7, WZMX FM radio about the Dream Big!
Competition and College Fair.

Journal Inquirer coverage in the Saturday March, 14™ issue.

Hartford.com, Westhartford.org, the ConneCT Kids Government
Web site) and the iTowns section online at The Hartford Courant
all featured calendar listings of the CHET Dream Big! events.


http://www.chetdreambig.com/

Connecticut Higher Education Trust 1st Quarter 2009
CHET Dream Big! Campaign Highlights

Entries Received by County

980
1000 -

The CHET Dream Big! Competition stimulated significant ]
interest in the CHET 529 program. 800 1
é 600 -
— Over 1,800 entries were submitted in the CHET i s
Dream Big! Competiton as of the end of * = 274
March/beginning of April). 200 1o
— Over 300 clicks and 27 inbound calls were directly Hartiord - New - Faifeld - New - Lichfield Windham - Tolland  Middie
attributed to the e-mail deployments and 5 new
accounts were opened on-line directly from the e- 500 Entries Received by Grade
mails 400 31 361
— At the end of March, over 25 schools requested £* = 2
materials via telephone, email, fax and regular mail 5 a0 1o 174 il
100 A
— Approximately 22 calls were received on the CHET H H “
Dream Big! Hot Line 0 - - - - - - 1
K 1 2 3 4 5 6 ?
Over 50% of the entrants came from the Hartford county 0 Lo Nies Received by Category
area with significant representation for each grade level. 3™ 1000 ]
and 4™ graders had the highest level of enrollment.
» 8001 759
E 600
; 400 4
200 4 84
0

Drawings Essays Poems



Connecticut Higher Education Trust 1st Quarter 2009
Community Outreach Highlights

IN COMMUNITY EVENTS AND ACTIVITIES:

. During the first quarter, TFI reached out to Connecticut’'s general population, Account Owners, schools, employers and
the financial community via the following community events:

-Mar. 7 — CHET and Connecticut Magazine Camp Fair, Connecticut
Post Mall, Milford (Community)

-Mar. 18 — CHET Dream Big! College Fair, Classical Magnet School,
CHET 2 coueee Hartford (Community)

SAVINGS PROGRAM

COLLEGE FAIR -Mar. 18 — ALCOA Lunch ‘n Learn, Winsted (Employer)

-Mar. 18 — ALCOA Webinar, online (Employer)

-Mar. 21 & 22 — Latino Expo, Hartford (Community — Hispanic
Outreach)

-Mar. 25 — Greater Bridgeport Latino Network — “It's Your Money
Conference,” Casey Family Services, Bridgeport (Community —
Hispanic and Low- to Moderate-Income Outreach)

-Mar. 27 — Treasurer’'s Annual Public Finance Outlook Conference,
Rentschler Field, Hartford (Financial)



Connecticut Higher Education Trust 1st Quarter 2009
Community Outreach Highlights

IN COMMUNITY EVENTS AND ACTIVITIES (cont’d):

O March 7" - CHET and Connecticut Parent Magazine Camp Fair:

I' | S - L B » The Second Annual CHET and Connecticut Parent Magazine Camp Fair
4 ’ _ was held on Saturday, March 7" at the Connecticut Post Mall in Milford,

CT from 10 a.m. — 8 p.m.
CHET i = A press release announcing the event was distributed on March 4.
529 College Savings Program
Corhectlcujt.}-_l];:herEd\mlbnTmsf

e —— — = Pam McNulty and Kathleen Tunson worked the event and discussed

CHET and the CHET Dream Big! Competition with hundreds of families
Pamela McNulty at the CHET exhibit table during the ;
CHET and Connecticut Parent Magazine Camp Fair during the event.

= The sponsorship included a full page ad in CT Parent Magazine,
signage at the CT Post Mall, radio announcements before and during
event, and table during the event.

2009 SECOND ANNUAL ' = Connecticut Parent Magazine included post-event articles in their print
Connecticu* Tarent (vagazine and online publications.

CH ET& Sum&amp

90 Cosege Savros Program .S
C

oy e air = A few photos from the event are to the left.
March 7, 2009 ¥ Westfield CT Post Mall

Promotional sighage posted before and during the
event.
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Community Outreach Highlights

IN COMMUNITY EVENTS AND ACTIVITIES (cont’d):
Q March 18t - CHET Dream Big! College Fair:

e <@ — - » The CHET Dream Big! College Fair was held on March 18, at Classical
2 k\\x._.}:«r " Magnet School, Hartford, CT.

» The College Fair was designed to educate parents and children grades
K-6 about the importance of going to college and starting to save early.

= Over 50 parents and children attended the event.

» The event solidified very positive relationships with the Classical Magnet
School and all participating colleges and universities, who were all
interested in future collaborations.

- » The list of colleges included: Albertus Magnus, Central Connecticut

The CHET Dream Big! College Fair was held in the State University, Briarwood, Paier College of Art, Southern Connecticut
cafeteria at Classical Magnet School, Hartford. State University, University of Hartford, University of New Haven,
Wesleyan University, Yale University, Central Connecticut State
University, Eastern Connecticut State University, Gateway Community
College, Goodwin, Sacred Heart, Trinity College, Tunxis Community
College, University of Bridgeport and University of Connecticut.

» The list of career speakers included: Fran Morales (Telemundo
Communications, marketing & promotions), Sarah French (Fox 61, news
reporter), Kathleen Tunson and Pam McNulty (TFI and CHET
representatives), Joseph Shiman (Hensley Associates, financial
advisor), Kate Sidley (Hartford Stage Company, theater careers), Shellie
Giroux (Avon Wellness Center Dental Associates, dental careers), Don
Carter (author and illustrator for children’s books, careers in writing and

Kathleen Tunson and Pamela McNulty were on-site to animation), Catherine Carter (UConn Health Center, dietician and

answer questions about CHET and to hand out medical careers), and Sonia Plumb (choreographer, dance careers).
information about the CHET Dream Big! Competition.
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Community Outreach Highlights

IN COMMUNITY EVENTS AND ACTIVITIES (cont’d):

O March 18™" - CHET Dream Big! College Fair (cont’d.):

Sarah French (Fox 61, news reporter), is pictured with
CHET Dream Big! College Fair attendees.

TLATH O SEewaTTION

i More Kid Stuff
L-.- Events

Ofice of Saate Trasmseas and CHET - Special Event 2903

Pre-event coverage included a calendar listing on
www.kids.ct.gov website. A screen capture appears
above.

= CHET Dream Big! Competition Official Entry Forms were distributed to
all College Fair participants, and left behind for the sixth graders at the
Classical Magnet School.

» Pre-Event Media Coverage:

- On Monday, March 16, Kathleen Tunson spoke with Nancy
Barrow of Hot 93.7, WZMX FM radio about the Dream Big!
College Fair. The interview aired on Tuesday, March 17, the day
before the College Fair.

- The College Fair was featured in the State section of the daily
newspaper, Journal Inquirer, on Saturday, March 14.

- Hartford.com, Westhartford.org, the ConneCT Kids Government
Web site) and the iTowns section online at The Hartford Courant
all featured calendar listings of the CHET Dream Big! College.

= Post-Event Media Coverage:

- On the night of the College Fair, and the next morning, event
coverage appeared on both Fox 61 (three times) and NBC 30
(three times)—»bringing the messages of CHET, the College Fair
and the Dream Big! Competition into 50,000 Connecticut homes
for each of the six airings—for a total of 300,000 household
impressions.

- Fox 61 also posted a link to the CHET Dream Big! microsite on
their station Web site for even more visibility.

Online links to the pre- and post-event coverage were
submitted to the Treasurer’s staff during March.



Connecticut Higher Education Trust 1st Quarter 2009

Community Outreach Highlights
IN COMMUNITY EVENTS AND ACTIVITIES (cont’d):

Q March 21st — 22" Latino Expo:

= CHET participated as an exhibitor at the 19th Annual Latino Expo held on March
21 — 22 at the Expo Center in Hartford, CT.

= Kathleen Tunson was the CHET representative during the two day event.

= Hundreds of families (primarily Latino) took enrollment materials, program
brochures and CHET Dream Big! Competition information and entry forms and
asked questions about saving for college and the benefits of using CHET to help
them meet their college savings goals.

Two attendees at the Latino Expo take CHET
Dream Big! Competition information to review.

Q March 25" - Greater Bridgeport Latino Network- "It's Your Money” Conference:

= CHET participated as an exhibitor and speaker at the first annual Greater Bridgeport Latino Network - "It's Your
Money” Conference on March 25 at Casey Family Services, Bridgeport, CT, from 5:30 — 8:30 p.m.

= The focus of this event was to educate individuals on many of the services (financial and other) that are available to
low- to moderate-income families.

= Speakers at the event included: Credit Counseling, 2-1-1 (CT based services for low- to moderate-income families),
People’s Bank (promoting their checking and savings accounts), State Farm (promoting their free retirement
planning services), Connecticut Association for Human Services (financial education services on host of issues)
and CHET.

= Pam McNulty was the CHET representative. As an exhibitor and speaker, Pam was given the opportunity to speak
about the benefits of saving for College early via CHET and promote the CHET Dream Big! Competition.

= Fifteen- twenty low- to moderate income families (primarily from the Hispanic community were in attendance at the
event.
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Public Relations Highlights

Summary of media outreach efforts conducted by Adams & Knight, the public relations agency of record for CHET.

U Media Outreach:

» CHET Kick-Off Challenge — During January, CHET Kick-Off Challenge winners were featured in local
newspapers. Dante Colagiovanni was featured in The Plainville Citizen and Jonathan Beck, Grand Prize Kickoff
winner, was featured in the Connecticut VVoices newspaper.

» The fall 2008 CHET College Kickoff events won a 2009 Mark of Excellence Award from the American Marketing
Association. The awards ceremony was held on Thursday, March 26 at The Colonnade in Glastonbury.

Connecticut
Voices

Boot
earns
bucks

Plainville's Dante |

Colagiovanni, 9,
was the winner of

Kickoff Chal-

lenge, a football
kicking competi-
tion heid at Cen-
tral Connecticut
State University

and presented by | ..'- ,.,_;.....'... :

Connecticut
State Treasurer
Denise L. Nappier
and the Connecti-
cut Higher Edu-

cation Trust, the sponsor. Colagiovanni, pic-
tured with the CCSU Blue Devil mascot, deliv- |
ered the longest kick and was awarded a check

for $250.

Jonathan Beck Wins
CHET Championship

WOODBURY Jo
ck of Woodbury, 11

The Plainville Citizen

the need to save money for col- ice center at 1-888
lege. visit www.aboutche

= CHET Dream Big! Competition and College Fair Outreach:

- Press releases for the CHET Dream Big! Competition and College Fair were distributed in March.

- A&K conducted e-mail and phone pitches about the CHET Dream Big! Competition and College Fair with
outlets including—but not limited to: The Hartford Courant, Journal Inquirer, Avon Life, The Bristol Press,
The New Britain Herald, Inner City, The New Haven Register, The Connecticut Post, Business New
Haven, Connecticut Business Magazine, Wethersfield Post, Newington Town Crier and Rocky Hill Post.

- A&K continued to reach out to Latino publications such as Identidad Latina, Registro, El Sol, El Canilita,
and La Voz, as well as Latino and urban radio stations across the state about upcoming CHET events.
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Marketing Matrix: Channel and Audience Mix

Prospects Inquirers Account Owners

E-Mail

52,145 1,194 33,342
Mailed Delivered Delivered

Direct Mail

6,118 2,196 97,503
Mailed Delivered (incl. statement inserts)

Paid Search

541,177 Impressions Served

Banners

1,663,622 Impressions Served

Print Ads

Connecticut Parent Magazine, Inner City News (Black History Month
and Martin Luther King Celebration issues), Latino Expo Program
Guide and the Connecticut FPA Conference Program Guide

Radio/TV

CHET Dream Big! Competition and College Fair Announcements on

Hot 93.7, WZMX FM radio, Fox 61 (three times) and NBC 30 (three
times)—~bringing the messages of CHET, the College Fair and the
Dream Big! Competition into 50,000 Connecticut homes for each of

the six airings—for a total of 300,000 household impressions.

Field Events

CHET and Connecticut Camp Fair, CHET Dream Big! College Fair,
Latino Expo, ALCOA Lunch ‘n Learn, ALCOA Webinar, Greater
Bridgeport Latino Network— It's Your Money” Conference, and the
Treasurer’'s Annual Public Finance Outlook Conference.
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Overall Inbound Inquiry Activity

The CHET program continued to stimulate inbound inquiry activity among the prospect and Account Owner populations
with over 116,000 inquiries during the quarter.

On-line is the most preferred channel of inquiry. Web-based activity that can be directly attributed to campaigns is
primarily sourced to search, banner, and e-mail initiatives (88% of web-based inquiries).

E-mail generated over 3,000 web-based inquiries and over 263 inbound calls during the quarter.
Print and Field activities were directly responsible for over 410 inquiries (on-line and inbound calls).

Direct mail is driving inquiry activity into the call centers (over 316 phone inquiries were successfully attributed to DM
campaigns).

Generated from:

Search 51.3%
E-Mail 29%
0,
g 109,773 105#8;3 'ti@ Banners 1.4%
- Site \,/isits > Marketin > Outreach 4.7%
Camon r?S Print/Field Ads 3.9%
Web paig Direct Mail  3.7%
Others 0.2%
E 632 (9%) Linked Generated from:
—> 7&5’;()7”?%(;[?'2(1 to Marketing ——» Direct Mall 50.2%
Campaigns E-Malil 41.6%
Phone Outreach/Other 4.6%
Print/Field Ads 3.6%
(ﬁ' All linked
~ inked to
48 . Generated from:
inquiries Marketing DM/Print/Field 100%

Campaigns
Mail (BRCs)
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Channel Highlights & Effectiveness

SEARCH AND BANNERS:

» The search channel exhibited strong performance in Q1, 2009, serving over 540,000 impressions and generating
over 5,400 web-based inquiries. The channel directly accounted for 149 new accounts totaling over $470,000 in
contributions via the web. Account Owners are leveraging search frequently to navigate to the account
contributions page, evidenced by the 209 existing account deposits sourced to this channel.

* Banners generated 28 new accounts via the web. This media type proved valuable in deepening existing Account
Owner relationships, capturing 128 Account Owner deposits and 31 automatic payment plan enroliments via the
web during the quarter.

149 New Accounts Opened Online
2.76% Online Conversion Rate
- 541,177 _ $472,269 in Contributions

U\ — Impressions ———» 5,407 Clicks

Served 1.00% Click Through Rate

Search 209 Account Owner Deposits Online

99 Automatic Payment Enrollments

28 New Accounts Opened Online
3.61% Online Conversion Rate

ot 1,663,622 _ \ ~IS10
LIS — >  Impressions ——» 775 Clicks $47,813 in Contributions
Served 0.05% Click Through Rate

Banners

ANV

128 Account Owner Deposits Online
32 Automatic Payment Enrollments
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Campaign Measurement & Insights: Channel Highlights & Effectiveness

E-MAIL:

 The e-mail channel generated over 1,800 inquiries (clicks and calls) from prospects and over 1,300 inquiries
(clicks and calls) from Account Owners during Q1, 2009.

* E-mail is proving to be an effective channel for increasing engagement and investment activity among the Account
Owner and inquirer population.

* The inquiry rate among the Account Owners was higher than the pure prospect audience (1.9% Vs. 1.45%)
* The inquiry rate for past inquirers at 8.4% was the highest of any segment.

* Note that the current attribution process for linking account openings to a particular EM campaign only captures
web-based account openings sourced through specific links imbedded in the e-mail.

127,803* Emails 1,639 Clicks 6 New Accounts O i
. ) pened Online
Prospecting Delivered —> 217 |nbour)d Calls —» $17,222 In Opening Balances
1.45% Inquiry Rate '

) 69,063* Emails & 1,267 Clicks .
-cg‘” Acct Owners E-Newsletters 39 Inbound Calls 12 New Accounts Qpened Online
. Delivered - $98,478 In Opening Balances
1.9% Inquiry Rate
E-Mail

. 1,826* Emails 146 Clicks
Inquirers Delivered — 7 Inbound Calls —

8.4% Inquiry Rate

9 New Accounts Opened Online
$77,576 In Opening Balances

* Includes November, December 08 Initiatives as inquiries were still being generated from these campaigns in January, 2009.
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Campaign Measurement & Insights: Channel Highlights & Effectiveness

DIRECT MAIL:

» The direct mail channel generated over 100 inquiries (clicks and calls) from prospects and over 550 inquiries
(clicks and calls) from account owners during Q1, 2009.

* The direct mail channel is proving to be an effective channel for increasing engagement and investment activity
among the inquirer population.

» The inquiry rate for past inquirers at 1.2% was the highest of any segment.

* Note that the current attribution process for linking account openings to a particular DM campaign only captures
web-based account openings sourced through specific links imbedded in the direct mail.

25,201 DM Pieces 50 Website Visits 3 New Accounts Opened Online

. > —> :
Delivered Osjll;:)lalon::?rfggste $34,600 In Opening Balances

Prospecting

7 .
[ 122,633* DM, 325 Website Visits _

Acct Owners| Inserts & Bllrthday Ly 230 Inbound Calls ) 2$I\1IEV\é6A;(IZOlgItS O_per|13edI Online

Cards Delivered 0.45% Inquiry Rate , n Opening Balances
Direct Mall
. 3,736* DM Pieces 11 Clicks .
nauirers *Cpoieea > SaibondCale | ONGIAEATE et onine
1.2% Inquiry Rate P 9

* Includes November, December 08 Initiatives as inquiries were still being generated from these campaigns in January, 2009.
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Campaign Measurement & Insights: Channel Highlights & Effectiveness

INQUIRER COMMUNICATION:

A total of 479 qualified leads were captured via on-line and off-line channels for continuing marketing
communications and call center follow-up.

The leads were sourced via off-line channels (BRC’s and Phone calls) and via online channels (the account
information request page on the state’s 529 plan website and the automated voice response system). Information
around the 529 plan decision time for each prospect was captured at the time of inquiry.

» 191 leads reporting a 529 plan decision within the subsequent 3 months contacted CREF.
* 17% of these leads requested a follow-up call from a consultant.

Qualified Leads By Self-Reported Purchase Decision Time

300
250 A
32 (17%) of these hot
200 - el leads have requested a
n follow-up call.
gl
©
() 150 4
—
Y—
=}
H* 100 4
50 -
0
0-3 Months 4-6 Months 6+ Months Unknown Savings For
College.Com
0O Off-Line Leads 168
0O On-Line Leads 191 12 15 38 55
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Creative — Prospect Communication — Direct Mail
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) By prore: i ew 1800 s80.T0L. g, o gt =y s st S mac b ez ring o Aakd b o Aot ausamatically, s s gl
Y M N O e Connecthout income tax deduction — CHET b k. wammien. s i e et e ]
annes - Uhe nesly 528 college savings plan dligfhle. ot crmtn. it S o, o
Coremstn Vs ey b ot G Watch the Al st W Vs X
CHET webeast Silsth s ey s
otk Sy bt s (1) 00 R b w1 g B e AR e ITSITE L8 D &
wi\ceont
X b e o s ek I TSR —— Managemeni you can irust.
1 ] Sty i e T . o Gy wadacar] T Cmpind creL. s S 10 Eransferahiie. @ o chi socasen et 1 i TIAR CREY T Pirmncg. . (TT1) sarven 40 progem g
M . N v et @ Adn Ty 0 on gitte s (T 6 B Beiuiary sl e 8 ategn. w pbimrn & A srtvierie g e g e o CHET. T @ ) of TALCALY, @ Srarmis mervices.
. A B A ottt raste 3 88 CHET Romrurts ring Ton Lot ot
11x17 Resource Guide et
Livw fows. e § CHET B o i LS -
e ————
8 el e vt et b 0L PLRS: pary o o tax — federal or state — %

s frm yuus Account.
e g o Y g b
Conracicut et tocurs oo Lases. WenSTEewL e ez
[T
e gt s o e e, o, T
a sartaing? s et o e o o

1000 i At

OM:M -

3 By e o8 e 100830 791 CHETW

B e Tt Wb Yo Bk ) et T
e eretind el prhi

0 rtte o g o e by, Whe s s sy b opeen, than manage pour Account seline

3 Yes! Plosse send me mane information about CHET,

By gt i P, s arw g =
Rt Tiarivg.
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Landing Page

E-mail

Srmmans Yies « Porng « [Foor gron [ ovier Mok oo G Pldew © 5 Comgonas © Simge ¢

o (TG
Cening Stned Luket Hendlines. Ak Amusss ey Weboo!  News s
CHET& Connecticut's Official
Wt e 528 College Savings Plan
B
You can start
waving for college teday.

Fulfill their dreams with a

college savings plan,
We can help you get there,
-

Cuostions? Wel help. Call e
Toll-free 1-808-314-3040

Il Do oy ollege flio Yok oW B

m“muwmmsm astonasts — you name & — i franisg. How

Mot than évei, And s 3 40K ve

puummmymepnamlmrmeﬂrnm B, 3 5 CoMMgR KNGS plan heps

o ptntes oficial A9 cotlage savings plae ¥ou saen for @ coliege education. Both
it nefel 10 @ hederal W code pecion
Fal provides fedutal lax achvantages ke fese

Good for them. Good for you. AN g

> How the plan works.

s sarple. Account o anyone — — i sve

e L

main

> Eagy 10 SHML.

a You can adkd 10 yoer Accosnt tos

H your smplaye oft
as Mo as §15 per invesiment Option. Loam more, ng seagmy
COMTienT

> Choice of schools, even out of state. W proveie
CHET tly any colege iy n e L 5, and . Lisain mers.
may ofers atroed. Laain mors.
> State and federal tax ach RESCURCE LIS
Thare aim & number of tix acvantnges whon you eniol in the plan. Lsam mase > CHET Homegags
T » Foguset an Entolent Kt
Wmewaﬁllmn‘mgmwumFrmklpm = Cologe Savings Calculator
of TIAR-CHEF, & Inancisl of = Pascat Ansoutces
ConeCIITs sasue s sarves 3 s o CHLT. > Choosa from B invesimant Opsons

> Dewnioad Pingen Diselosurn Roskist
Getting started Is easy. You can get there. We can help. > CHET Hews
=55 P

i i biectlvas, risks, chy before Investing In CHET. Pleass visk for
2 Dlackoaure Bockiet condaining thia and other knformation. Read It carsfully.

g in & CHET 529 callage savings o whether ihe state yew o pour
reside i of have other benefit that ar oaly avalistie
By bt it biat's 67 plis.
Thre i infotimat el b be el by vy baxpayer kot e pulpose of

¢ EHET. T Froudd asek acvics based or el s
partic m.m.m.nmp.mrmmw
Thee Stk of Connectcul, s agences, TIAA-CIRT Inc_ Teachers b 1 Ay America and

s aMbalis o n0f insues arry Accounl Gr guarantes £ Brincpal o imvstmeant retutn et o TIAA-GHILY Ll Iserancs Company's
guarmain i B Connechcut Hagher Foucaton Traest undar e Funding Agroomaen for S Frincpal Fius istiest Option. Account vaiug
W Bl Ba2ed UpOn 8 RUMERT o1 Facions, Chaing entesl market OnINs.

© 2000 TIAA-CREF Tution Finaacing. Ine., progesm managsr. TIAA-CREF lsdvidul & Insstuticnnl Saniess, LLC, mamsr FINRA,
strEutes CHET

A 48

L5
T CRET
o
et
0
0 g 0

What is a 529 college
savings plan?

Just iike 2 401{k) plan
helps you save for
refirement, a 529 collage
savings plan helps you
save for a college
education. Both numbers
refer to a federal tax code
section that provides.
federal tax advantages for
these qualified programs.

Choice of schools,
even out of state.
Funds are aocepted for
qualified higher education
expenses at virtually any
college or universify in the
U.S., and many colleges
and universities abroad.

Considering CHET
as a gift?

We provide convenient
presentation ceriificates
oniine. Leam mare.

Resource links:

= CHET Homepage
> Request an Enrollment Kit

Connecticut's official 529 college savings plan.

Open an Account m Erieetit  J) View our Webcast

Consider opening an Account today to help maximize your tax benefits.
Dear Connecticut Resident,

Choose the college savings plan that can help you reach your goals.

Ever been inspired by the way children talk about the fuure? Their approach fo life can make
you realize aimost anything is possible. As you think about ways to help them achieve their big
dreams, you can also help give them an actual reason fo have confidence in their future.

The Connecticut Higher Education Trust (CHFI’} is designed o help make higher education
possible for all C orincome. It's a flexible,
affordable and easy wayhu save for collage mat includes federal and state tax advantages.
You can even take a Connecticut income tax deduction on your contributions.

Connecticut income tax deduction — the onfy 529 college savings plan
eligible is CHET.

Conneclicut taxpayers may deduct from their Conneclicut adjusted gross income contributions
made to one or more CHET Accounts during the tax year up to these annual contribution
deduction limits: (1) $5.000 for an individual who is single, head of household, or marriedicivil
union filing separately: and (2) $10.000 for an individual who is married/ivil union fiing jointly.
ar qualifying widow(er} with dependent child. These limits apply on an aggregate basis {not
per beneficiary basis) to all contributions made to all CHET Accounts during the tax year.
Cannecticut taxpayers may not claim a deduction for a rollover into a CHET Accaunt from a
non-CHET Account or for a transfer into a CHET Accaunt from a Goverdell education savings
account, Leam more.

Zero income tax on your eamings — both federal and state.

Any eamings in your CHET Account can grow free from Connecticut and federal income taxes.
‘Withdrawals are aiso free from Connecticut and federal income taxes when used for qualified
higher education expenses like tulion. fees. books. supplies. and certain room and board
«costs. Leam more.

> Caollege Savings Calculator
> Parent Respurces

Easy to start.

Virtually anyone can open an Account for anyone — even themselves — for as little as $25 per
Investment Option. And if's easy to establish convenient manthly. semimonthly or quarterty

> Choose from
& Invesiment Opfions.
> Download
Disclosure Booklet
> CHET News.

Tell a friend about us.

from your savings account. Or if your employer offers payroll
deduction, you can add o your Account for as litlle as $15 per Invesiment Option. Learn mare.

Permelac? ity
Pamela L. McNulty

CHET 520 Program Director
TIAA-CREF Individual & Institutional Services, LLC

This email is a commercial advertisament.
Flease see below for information about your opt-out rights.

You can help ensure a better life through higher education.
ummmm
 Questions? We'll hefp. Call us toll-ree at 1-866-314-3267.
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Animated Banner Ads

Help them go from here

graduate photo, which ends in position,
Text fades in,

Child photo moves right as text fades,

The photo blurs and fades into. ..

Plan for your
children’s college

education.

CHET can help.

» (lick here (o
learn moce.

Text fades in as text under photo fades out
then state seal fades in.

Plan for your
children's college

education.
CHET can help.

Click here to
leam more.

CHET logo fades in, replacing state seal.

to there.

300 x 250 banner ad size
Compliance
code:

will also have versions with
the following photo pairings:

———) ‘.I
; > C43425J

C43425G
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Direct Mail — Account Owner

Outer Envelope

= CHETS

e Siate o Conmactsas, b sgocien, TS CPEF Taion mancing. . e

chrs irmamarce s drvasty Mansciston f A ard
" T e T — n
=0y

5 000 SRR Tt P, b g wngo THA CHTY bt & st S, UL et P

taten AT

11x17 Resource Guide

Don't miss out, Contribute
now to help maximize your
Income tax benefits.

Ay s 1 o CHET R g o S

Help reach yuur gal with regular,
mosdest contribithin,

e L
[ERT RS ———
e Y
L .
Cartriunon P ACP: o cam i e . 135
o vt i -y CHE coned o
i o iy, smmrerey ox i

TP

CHET makes a grest gift.

Twvo eany wirys b Bind wht yois nevd:

Stay in step with your college savings.
Irusicle: Thoae vt grecicle to help get the most from the CHET 529 college savings plis

s
s s
s pomstact

ey

ll sources to help reach your goals.

CHET bs ihe anly 529 college sayings progen tha The comveniend way 1o manage your invesmesn:
provides s Conmecticn income tax dedusction.

ww.aboutchet.com

o CHET Wolt S o i o haphl i s s gt

maat s e Acoinet, i o o gz Fram acoemng o

T A onsts g B Loy, Gt e 5 s 4

Nnsportant datess

e 18, 3000 Pl e
Ton Buadins — Do sise b e s
syt et

Catch the CHET webcast,

0w sbmetchet s avingiorsategy
L —

Make sure you're on track.

R Y-
e ks EVET et o Covamnt st i acemrt

Towis watys fo dhevibop the saviing s,

[ | Cuentlanst we'ne here s help.

Trvnh rsisy Wity Bis Arwer youiF e s:
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e

1§ o+ 1§ ot = o bty G Ao 43 (et 1o

Cammecicut Migher ducation Trat

e Taxbenefis that help keep your 519 on track

Keep your college education g
CHET can help you get the

' Connecticut’s official 529 college savings plan.
gL = (=
528 Coslage Savngs Progran Account Contritution Plan Calculator
Curvebou Fgre Ebaiun st

O T Yo T A o O Al TR o o T
Optimize your plan Dear Account Owner,
caltcumw g Thank you for your parficipation in e Mwmsamrnu[mgahphn
that heips make higher educatan possiile for al Connectiout families,
Background of income. w;-mwy»mwwvwmmnwww
Are your savings goaks dreams whils you can spend less of your own hard-samed income on taxes. And whether
on track? Find cut when you that big day — when they begin their exciing college career — is right around the comer or
”a";d“"'h::‘"“""'"“‘ years saay, your regular. modes! conribubons can R them start strorg.

Income tax benefits: make the most of the advantages.
Two ways to develop
the saving habit: Asry g% in your CHET oml\'n i "
taes. are alia frea from taxes when used for

F oo onkiikition mmrMcwﬂ.m« I\-n bonh.unpm and certain room and
Plan (ACP}: i

Make regular
& breaze by ransfering é i
funds. directfy from your Help reach your goal with regular, modest contributions.
checking or savings .
accourt. Chck here. Like any ge saving for college involves 0 in your approach. In fact,
» Aulomatic P: making reguiar, modest contribubions is often more effectve
ayrol a at once. You can add as lite as $25 per Investment Option to your CHET Accounton a
.i"‘,;..“""'"m" = . semimonthly or basis — the easy way with
d.m“’un Pian. To sign up for of increase your ACP contributions. click here
make contribuSions for as

WSe ns 515 per investment CHET 8 the only 529 college savings program that provides a
Opton. Click have. Connecticut income tax deduction.

ks [ their icut adjusted gross income:

E:LE!IY;'& s mmnmumwmemnmmnnmw
‘coniribuion deduction kmits: (1) $5.000 for an incbddual wha is singie, head of househald, or

Add o your and (2} $10,000 for an indvidual who is marmedichal

30 make your G even wnion filing joirtly, o qualifying widawier) with dependent child These imits apply on an
aggregate basis (not & per Bass) to e to all CHET Accounts.
‘during the tax year. Connecticut may not claim a deducton for a roliover into a

taxpayers
CHET Account from a non-CHET Account or for a transfer int a CHET Account from a
Coverdedl educaton savings sccount

And 1o help you aptimize your savings stralegy. pease use our anline savings cakculator
Try it out by dicking here.

Pamalec? M rlally

Pamela L Mchulty ik
CHET 529 Program Director Ear
TIAA-CREF individual & Institutional Services, LLC

This email is & comenercial advertisensent
Flease see below for information about your ept-out rights.
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E-newsletter

[T
L e i

s Gy e S, pow oo 3550 CHET E-newsrtar

Growing the Dream
A College Savings Quarterly Newsletter

* Connecticut’s official 520 college savings plan.
CHETV b e==

Corre g P

Spring 2009

Insiche: With the tax season here again — it's a perfect time for your
> Dewaen Bigl CHET checkup!
Features
* Spedige Fathans Dear Account Owner,
> Calendar of Events
> Rasource Linky. Fwant to remind you that not only is CHET ore of the state tx deductions. availsbie to
cwum-m-pn itis the only 520 coliege savings. plan for which Connecsiout
Manage Your Account: As 2008 2000, below are a few Bps fo help.
Loginand mmmmmu-nmmwwm»wm
> Chach Curment Performance
> Make a Contribution * Chaim your C deduction
»mﬁ:‘m + Set your 2002 savings goals. Consider sarmarking a portion of your potental 2008 tax
sl refund for confiribation 10 your CHET Account in 2009, and you'll be that much dloser o
> Update of a colege educaton for your chikd or loved cre.
+ Continue to review and monitor your savings goals. Are you on track? if you're not
‘sure, start with a visit 1o the National Center for Education Statistics, which provides.
Services & Forms: currend huifion and for raaety 7. in the Linited
> Downicad Forms. States. Then, use those figures. =]
S Cobloge Savings Calctaior
T = strategy compare n the
> onat Inkormation *Hf you haven't already, consider signing up for cur Automatic Contribution Plan
> Rotover Form (ACP). By autamating them, your monthly contributions ane taken cane of This wil help
keep your savings goals on track while you continue 10 see potential long-term benefts
> Prgcinaure Bookiet for you and your child or loved one.
CHET
* CHET Homegage * Review your Investment Opticns. nquqwmﬁumsm
annourced that for 2000 caly. 520 plan
Investment Options two mes per year. Consides taking advantage of this changs to
make adjustments o your investment allocasions. Note this. change is for 2000 anly,
Resource Links:
> TIAACREF -I;mwmmmmmwmm'nmmmmhm.
tha long
>CHET Trogpunyr's Offcy mmmmmbmm mmmrmmmmmm—
can offer bt you may rot meet

your goats on teme. A good rube of Shumb is b consider starkng with & mone aggressive,

wmlmmnmmmm{mmummm
lower-risk strabegy as

colege spproaches. Mmmmwmm»um

automaticaly o not, ifs very impartant to mmmmnm-um

your goals are ¥

individual decision. It depends - . 80 you red halp

dociing. please contact us, toilfree, a 1.856-678.2747.

Thank you for being 8 CHET Account Owner and have a wonderhul spring season!
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(LK . _ . Wil Fiefom

l*v-y'eue _m,,..._ T - g-:.q'.-.

THE CHET

HET
DREAM BIcT) CHETM

WS COWRLTIS  RIES

& LEAN N & BILT CHET- COMMESTELT S ENVPLEN

CHET i mrard byie Sim of Cormwcis s OFen @

AND A FIELD TRIP
FOR YOUR CLASSROOM! [

L b MRl 1 L4 Hhan Ari 21, 2007,

WHAT:

Tha 2005 CHET Druam Bigt Compatition, sponsomd
by tha Staba of Connocticut Trozsursr's Office and
CHET, is 3 drawing, &&say and postry conbast that
irwibas Connocticit stodanis o sntsr and mpress

themsakes crest ith = chance bowin mongey
‘inhat could go 5 collige and a prize for
‘iheir claesrooml

WHY:

To encourags tamiies to siart ihinking sboul how
higher sducation may helptheir children raalize
ARG drsame and maks 3 diMarence in thaworiy,
and 1o promoie the importancs of saving for
<olegs sarfy through @ CHET acoount.

WHO:

Connecticut studerts orades K-§ ke equivalant,
¥ homa-schoclad|.

WHEH:

Tha contestwill run from Febrary 16 through
Apri 17, 2005, |All drawing, ess3y and postry
arkrias MG ba postmarkad by April 17, 2009,
sant to: [HETmEli;'CEnpﬂitm,

P0. Bt 27145! Hartiord, OT 081271453
ad mindhyhpnl!l E 1

HIuE RS

Consider the Invesiment cbjetives, dake, charges and sps;

AFTER COLLEGE

IWILL...

Hi':

Emtrias should ba submithad in tha folowing
categories:

DRANING: Gradis K-3:An original drawing,
illustrating, “\What oo | wank bo do aner | go
tocolligeT™

ESSAY: Grades 4-5: An original essay respondin
tothe guastion, Hmnllll?rnnphmﬂd;m!
| go to colkiget

POETRY: Brada é: Anurl?nilummmpuldng

tothe question, H changs tha world afer
| g to colkgeT

DEACLIHE FOR FOSTMARKED ENTRIES:
APRIL 17, 2007

IF pou havs quastions shout the CHET Orsam Big!
compstkion, fasse call 1-B58-759-CHET
or amail infeg chetdreambig.com.

TS Awm

nees bedore Investing In CHET. Please wislt

aboulchetcom for a Discloswrs Booket ooamaring this Imicemation. Resd It cal
Bebre hvesiing In a 520 plan, should conslder whsdhar the date or your dasignated beneloliry res ke 0 or
have faxabie Income In has a planthat offers faverable state mﬁu tl{uormn benefls that ll:;nm'[lﬂhhh

1y st In thaat state's 520 plan.

Thaiots of Carudous e ayercieg, TWALCRRT TU ko Ariercrg, . Tautrs e rany o Arru dmcatior of Ao e Wl s

e OfF Gusrand e 8 [ nedpal o v e L socepi lor THAGRCREF Lial
ks il

uﬁlhmﬂu_ﬂmhmﬂﬂhﬂ-—lm
n-cl(rnn-mmwn.c:.mluaur—q TWACFER
ThAC

Tuion Firarcing, |- (TF1) merva ma Progen Wrager TFTs ail sk,

FEF Inckvickssd & It iorl Saevices, UL, rarsher FIHEA, i i disiribaior,

9000 TIALCREF Tl Frarcing ire.

CaaTaTA

AFTER COLLEGE [ WILL

AFTER COLLEGE I WILL...
build a car that runs
on old bubblegum.

WHATWILL YOUR CHILD DO?

EMTER AMD FIND OUT.

CLUCK HERE

CHET&

iﬂmh&_&-—'
[T —————

THE CHET
DREAM BIG!

COMPETITION

o pErernL, conmier e e e g yoer mud e g radie B-1|
inibeCHET Druss I!I Ceergpm @ on Spovarsd by 1he Sues of

CamEaDE LD cE e
Truse (CHET]. For recrs des i eradl officied rof s oed pric s decrip o
Cnudosfor poerrocbed srac APHL TR, 2000, CLEK HORE Veid wh P parctans S
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Official Registration Form

AFTER COLLEGE

| WILL...

tell global warming
to “chill out.

Official Registration/Entry Form

THE CHET

DREAM BIG!

COMPETITION

Connecticut K-& students, enter
and tell us what you'll be doing
after college and you could win

st conikd Pl pay fow collega
AND A CELEBRATION FOR
YOUR CLASSROOM!
Grachs K3 students subenil deanings
Girawder &-5 sduclonts suberil essaygs
Grade & students sbrrst poeme
Ires APRIL 3, 2009,
rust b rcarved by Apri 7, 209

Material Order Form

Promoation/Entry Materials Order Form
antar the CHET Dl::l:nl‘—cnwurﬂmnwnmrll';m:;‘lm
promotion and estry materish

| Entry Form
Emtry form afiows Coasgcticut K-& students 1o entar the
P nforms parents plls

10 Warn sbout the Compe

Buck Siip

SmaE 8754 5 marketing piece descrises the

CHET Draam Big! Compatition

« Purfuct fur direct mailings or fake-ones at wvenls

| Posters
Twa double-sided 1270187 posters featurae different
Massages on sach side
* Hang up b promate the Comgetition to caikin

" .—'.'] | Brochure
el CHET 529 College Savings Plin "
:{] * Raturn the postage-paid reply card to learn mare

‘Web site, Banner Ads & Emails
CHET will alsa be -] L
and teachers with 3 Web site, banner ads and emails. Please contact
i il you 3w interested in Marning more sboul thase materisls

=2
—

Primary Contact Information MAIL OR FAX FORM TO)

Mari Tais CHET Drmam Big! Compatiton
SenseliDrgasaation P01 Bes 271455

Shipping Address Wt Hartlord, T 041271455
Phana _ Emai_ | Phan, ity 0s-c005

Fiease turn over for additional important Inlormation
VOID WHERE PROMIBITED. NO PURCHASE NECESSARY TO ENTER OR WIN




Parent E-mail

Famnt Version
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Teacher E-mail

Tracher Version

L=le]

(800
o e 5 N B £ U 5 e K

P | Coe9 e 10 e s
B | G Higtus Exbieatin Tasst IEHET)

arTer corLece | WILL...

build a car that runs
on old bubblegum.

THE CHET Hew will your Connscticut K.6 child change the
|\ world atter going to collegeT iy pung ther plans
DRCE“AHMHQIG' % papee, and submizing ther ey, thay could win §250

pay for therr
futurm educason!

CHET, Connecticuts 529 colege sivings program, is speesoring the Dream Big!

and saning for h;mumauwdnmwmmmkw.

oty

. Thioe top

win 3500,

‘the 24 county and thise
stmewids winnars, Teachers or prncipals of the ihree statewide winners wil also receive
check for $150 that can be w0d for 8 classsom colebrtion.

pnmmeme— e

Dinacion fo px . APRIL 3, 2009, 095 Cobage Savirngs Progra

s s sty At ST e g bk
Drtsens B!

s bnaem oo mbout CHET cick e v wobcmt futicr

k. chargen and expenses belery bmesting in CHET
om R @ DVeckesisn Bootie contaming (his and other

Bukore Breilng in  CAET §29 Cotege Baviogs PIa, Fou ohiid conaices whethi s vise rou or
i sl Bnedi sy rrdi o7 cr AR Lesable (ncer 0 e 8 578 R MAT oM sl
st incOm X 2 Other DONeItE FAl ane ondy Avaikaiue I J Imvest in I afalo s 529 pian.

T tax information contained Neswin on the Conneetient Hgher Eucatin Trust (e Flan) b not

Itnacied b e wimted, and Canmol be uptd by Y tespaye, Ky [

penaities hat may be knpoded on e Ly, H was sritsen & seppart e pramatien of the

PYDGCEs A sevrvices of She Pl Tamnayen should seek auvice bamed on thelr own particuiar
aavise

ot b g Bt ‘Sﬁ"* & of  Guowe +

R |k et s

AFTER COLLEGE I WILL.

invent grass
that mows itself.

THE CHET

D! 15 g, B BSRIG T #riy, By conikd W
5260 or evan $500 Tt coutd be used in hei e pay

COMPE ITTIDN

thair
e 1650 4r 8 classnem cembrion!

chet, Drmaen Bigt
o s o & Sty meteving. Aammsben Could mén peizes thiat coukd e sy for cobeg.
froem mach of
A
i w3} wil b
v 5500
ek for e
The. esn

ot v 80 it S s caremonTy.
The CHET Dream opportunty o

o 198k about how ey can
makn e

CHET Do Big!

lasarsm by cleking on i *OHOER MATERIAL S Buflon below, emaling 8
it eamnbag com 1, caling ua 8 B60) WELE0E
Ta fnd out mone about the CHET Dream Byg! Compestion, '

e S— CHETA2

i o e b g T, ot g e

Pty S o1 e ot e St
T2 b e s T i . s s

Tha emat i & commeszil] ateerTabnenl
Plaarss mes balow fos informaion ssodt your opl-oet rights.

ivan, chmge se prtoer =T
= 'n m-n.m w’ﬁ:ﬂﬂm:& = d-«r R Bocalet Cantumeny Ter dnt b

M---r.n:vr- CHET L5 Catoge Savngs Pl jou shoss conele:
Beraeticiary e 2 or e Lismti b o s 8 42 i il ey et
Vit oo 38 56 1R P HR Pl AP v, SR e B s At 1 19 1S
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AFTER COLLEGE

| WILL...

Invent broccoli
that tastes like
butterscotcnh.

THE CHET

DREAM BIG!

COMPETITION

Connecticut K4

hat oo

AFTER COLLEGE

| WILL...

Mmake sure
everybody gets
to go there, 1oo0.

THE CHET
DREAM BIG!

COMPETITION

AFTER COLLEGE

| WILL...

invent a pill that
makes my brother's

feet smell better.

THE CHET
DREAM BIG!
OMN )

COMPETITION

||||||




Connecticut Higher Education Trust Print Ads

% Page Black and White
CT FPA Program Ad

HE WANTS TO MAJOR IN SUPERHERO
WITH A MINOR IN WRESTLER.

Your kids don't have a clue about college. Which Is why you need a plan.

It's gieary for kids to dream about college, as long as you have a plan. CHET Is Coanecticut’s officlal $29 college savings plan. Aryone
with a Seclal Secyurity Humber or Federal Taxpayer Identification Number can open an account, regardiess of Income, and you can begin
saving with as little as S25. Check CHET out at www.aboutchet.com/Savingsplan ar zall 86&-346-103T

Consider ithe invesimen? objechives, risks, ch
(the Pian). Pleass visit www sboutched com
this and ather infarmation. Read it carefully.

rpes and expenses before investing in CHET
vimgsplan for a Disciosure Booklet confaining

Before investing in a CHET 529 college savings plan, youw should consider whether the state
you ar your designated Beneficiary reside in or have taxable income in, has @ Wan
offers favorabie stale income tax or ather Benefits that are anly avaiable i ye wast in thar
slala’s 529 pla.
The tax armafion contaimed hevain on fhe Comnacticul Higher Edne i1 Trust (The Fl,m_l e
nol intended lo be used, and cannot be used by any taxpayer, for [he purpose of avoidi
alties that may be imposed on the faxpayer. it was written to support the promotion of the
tan. Taxpayers shauld seek adwice based on their own particular

>
CHETN\?

S Sl Sarirgm Pragram

Connmcio Hgher Faucaion T

PLEASE VISIT BOOTH #20.

Full Page, Four Color Ad
used in Inner City News

WRESTL E_ﬂi

‘r’aur.lcids L'l'tlhlt have a clue about college.
Which is why you need a plan.

115 by Tor Kids to dream about college, as 1ong as you haws 3 plan. CHET s '
Connectiout’s official 529 college savings plan. Any one with @ Soclal Security
Numibier or Federal Taxpayer |dentifi ation Numbsr can open an account,
regardiess of INCOMmE, and you Can Degin saving with as Htle as 5S25.Check
CHET out at tehet.com/fc 1 or call 800-9T4-0106.
CHET s proud to celebrate Martin Luther King, Jr. Day.

Consider the investment objectives, risks, charges and aipenses before
Irvesting in CHET. Please wisif flor

a Disclosurs Bookie! containing this and oifber information. Read if carefuily.
Bafors investing in a 529 pian, you should canslder whether the state you ar your designated beneficiary
rasides in, ar his arable oo in, has 3 529 plan thal offers fivoribls stale incons ik or athar benafils

thal are only avaialie if you inwast in that slale's 529 pien.

The lax imfarmaon sortaited homin i not imanded (o be used, and cannc? be Lsed, by any taxpayer B tho purposs
of avakiing iy penaitios, I was ariifen o supson (e sromodion of CHET, Texpayen: shoukd seek advics basad on hai
OuTE AL SrSLITALaNGce: DT & indenendienl fak advisar,

E)




Connecticut Higher Education Trust 1st Quarter 2009 Campaign Calendar

Marketing initiatives across multiple channels were actively executed and managed over each week during Q1, 2009.

January Febuary

11 18 8 15

General
Online

Search
Future Trust website
Savingsforcollege.com
Community Outreach and Events
CHET Dream Big! Competition
CHET and CT Parent Mag. College Fair]
CHET Dream Big! College Fair
ALCOA Lunch 'n Learn and Webinari
Latino Expo|
Greater Bridgeport Latino Conference
Treasurer's Annual Public Finance Outlook Conf .|

Prospect
Banner Advertising

Year End Campaign
Tax Time Campaign

DM (drop date)

Tax Time Campaign

EM (drop date)

Dream Big Emails
Tax Time Campaign

Inner City News _

Connecticut Parent Magazine
Event Program Guides

Print Advertising

Inquirer (on-going)
DM (drop date)

DM

EM (drop date)

EM

Account Owner

DM (drop date) |
Quarterly Statement Inserts
Monthly Beneficiary Birthday Cards

Tax Time Campaign

EM (drop date)

Tax Time Campaign

Tax Time Campaign -
Public Relations

CHET Kick-off Challenge Press Release
CHET Dream Big! Competition Press Release
CHET Dream Big! College Fair Press Release

E-Newsletter (drop date)




VII. Statistical & Demographic Data

CHETV

529 College Savings Prog an
Connecticut Highe



Connecticut Higher Education Trust
Program Statistics and Demographic Information
As of March 31, 2009

Selected Program Statistics Account Owners by Gender 2

% of Account % of Total Avg Assets per
Owners Program Assets Owner

# of Accounts: 65,779 60% 66% $26,884

Total Program Assets ( $000's) $945,743
40% 34% $20,214

# of Account Owners

# of Beneficiaries
Account Owners by State of Residency

% of Account % of Total Avg Assets per
Average Assets/Account $14,378 Owners Program Assets Account

Average Assets/Account Owner $24,198
Average Assets/Beneficiary $14,985 Connecticut 89% 86% $23,405

Avg Beneficiaries per Acct Owner 1.61 Out-of-State 11% 14% $30,696
Avg Accts per Beneficiary 1.04

Avg Investment Options/Acct 1.30

1 In this section of the report, an account is defined as inclusive of all investment options associated with the account. In other sections of this report, each investment option is
considered to comprise a separate account.

2 Percentages may not equal 100% due to unspecified gender in data




Age 0-19
Age 20-29
Age 30-39
Age 40-49
Age 50-59
Age 60 +

Connecticut Higher Education Trust
Program Statistics and Demographic Information
As of March 31, 2009

# of Account Owners by Age Group

Account Owners by Age Group*

14,970
% of Account 9% of Total Program Avg Assets

Owners Assets per Owner
9% 11% $27,816
3% 3% $21,590
19% 7% $9,230 ’

39% 40% $25,450 ] J La12 l
19% 25% $32,104 _mm | | |

11% 14% $29’355 Age 0-19 Age 20-29  Age 30-39  Age 40-49  Age 50-59 Age 60 +

Average Account Owner Assets by Age Group

Account Owners in their forties comprised the largest group of

college savers within the Program, making up 39% of Program $35,000 -
participants and accounting for 40% of Program assets.

$32,104

$29,355
$30,000 | $27,816
$25,450

$25,000 $21,590
Account Owners of age fifty and above, many of whom are $20,000 ~
grandparents, made up 30% of total Program participants and $15,000 -
accounted for 39% of Program assets due to a higher average $10.000 $9,230
amount of assets per account owner. ‘

$5,000 4

$0 - : : : : :

* Does not include Account Owners whose age is unknown.

Age 0-19 Age 20-29  Age 30-39  Age 40-49  Age 50-59 Age 60 +



Connecticut Higher Education Trust

Program Statistics and Demographic Information
As of March 31, 2009

Beneficiaries by Age Group* # of Beneficiaries by Age Group

% of % of Total Avg Assets 13,490 13,756

Beneficiaries Program Assets per Owner 12,228
1 10,388
B 9,234
Age0-3 17% 6% $5,876 |
Age 4 -7 21% 16% $10,825 1
Age 8-11 22% 23% $15,519 1 l

Age0-3 Aged-7 Age8-11  Agel2-15 Agel6-19  Age20+
Age 12 - 15 19% 26% $19,955

Age 16 -19 15% 24% $24,835 Average Beneficiary Assets by Age Group

$30,000 -
Age 20 + 6% 5% $12,904
$25,000 - 24,835

$19,955
$20,000 -

$15,519
The majority, 62%, of Program beneficiaries were between $15,000 -

the ages of 4 and 15 years old and accounted for 65% of $10,825
Program assets. Beneficiaries ages 12-19 accounted for $10,000 -
50% of Program assets with a higher amount of average

assets per beneficiary. $5,000 1

$12,904

$0 :
Age 4 -7 Age 8-11 Age 12 - 15 Age 16 - 19 Age 20 +

* Does not include Beneficiaries whose age is unknown




Connecticut Higher Education Trust Market Penetration Rate by County of Account Owner Residency
As of March 31, 2009

Mkt Penetration

Median # Households % of Households ~ Rate - Households
Total % of Total # of % of Assets per Household w/ Persons w/ Persons w/ Persons
County Assets ($000's) Program Assets Acct Owners  Acct Owners  Acct Owner  # Households Income Under 18 Yrs Under 18 Yrs Under 18 Yrs
Tolland $28,964 3.1% 1,758 4.5% $16,476 49,431 $55,223 17,251 34.9% 10.19%
Middlesex $31,601 3.3% 1,936 5.0% $16,323 61,341 $53,624 19,752 32.2% 9.80%
Fairfield $354,627 37.5% 11,304 28.9% $31,372 324,232 $56,872 119,317 36.8% 9.47%
Hartford $215,226 22.8% 9,581 24.5% $22,464 335,098 $46,011 113,263 33.8% 8.46%
Litchfield $27,081 2.9% 1,522 3.9% $17,793 71,551 $50,589 24,327 34.0% 6.26%
New Haven $118,619 12.5% 6,363 16.3% $18,642 319,040 $44,412 107,836 33.8% 5.90%
New London $35,250 3.7% 1,949 5.0% $18,086 99,835 $44,566 34,643 34.7% 5.63%
Windham $4,889 0.5% 462 1.2% $10,583 41,142 $41,108 14,893 36.2% 3.10%
In-State Total $816,258 86.3% 34,875 89.2% $23,405 1,301,670 $46,648 451,679 34.7% 7.72%
Out of State Total $129,198 13.7% 4,209 10.8% $30,696 104,178,431 $36,885 37,521,157 36.0% 0.01%
Program Total* $945,743 100.0% 39,084 100.0% $24,198 105,480,101 $37,005 37,972,836 36.0% 0.10%

* The program total assets and number of account owners shown may differ from official program totals due to the unavailability of address information for a small percentage of account owners. The program total

market penetration rate is based on market penetration of all U.S. households. Source of # of households and median household income data: 2000 U.S. Census Bureau.




CHET Penetration Rate by County — 15t Quarter 2009

2 F3 by County
B 10.0% to 10.2%
[ 9.5% to 9.9%
[] 9.0% to 9.4%
[] 6.0% to 8.9%
[] 5.8% to 5.9%
[ 5.0% to 5.7%
B 3.1% to 4.9%
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