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Background

Washington State Department of Social and Health Services’ (DSHS) Division of Child Support (DCS) 
selected Peachjar email marketing as the medium for its second digital marketing intervention. This 
followed the division’s first digital marketing intervention, Facebook sponsored advertising. 

Three DCS flyers were designed and distributed as Peachjar emails from September 30, 2019 – 
December 23, 2019.

DCS, marketing consultant Spearca Communications and evaluator Center for Policy Research (CPR) 
worked closely with DSHS Communications and DCS Policy to create and approve the Peachjar creative. 
Spearca created a free Peachjar account on behalf of DCS to distribute the three Peachjar flyers. 

This document outlines the standard operating procedures 
followed for reviewing, clearing and tracking messages and 
creative elements used in DCS’ Peachjar intervention.

Peachjar Overview 

Peachjar is an online email distribution service 
used by thousands of K-12 schools nationwide. 
Peachjar partners with schools to tailor regular 
email messages to parents that include school 
news as well as information on services and 
activities of interest to parents. Within the email 
messages are flyers branded by advertisers and 
delivered to parents from their student’s school email address. Each school district approves the 
specific flyer content and is responsible for distributing it to schools. Once a flyer is sent via email, it 
is also posted as a downloadable PDF on a school’s website for 30 days.

http://peachjar.com/


What to Expect with Peachjar Emails 

According to the email distribution platform Emma, 59% of marketers say that email marketing 
is their biggest source of return on investment. While newer forms of digital marketing like social 
media and video drive attention, emails continue to result in long-term engagement. 

From the outset of the digital marketing project, DCS was interested in exploring email marketing 
as a medium for communicating to current and potential clients. The division was unable to 
distribute emails directly due to security and compliance constraints. Peachjar served as a valuable 
solution. By creating an account, DCS could reach current and potential clients directly. 

Peachjar provides a platform for organizations to easily 
reach parents of school-aged children. 

Because parents must opt-in with their children’s school to receive the emails, the Peachjar 
distribution list is accurate and email bounces are minimal. There is no need to collect and update 
email addresses or verify that emails can be sent. 

Deciding to enroll for child support services is a complex multifaceted, interpersonal, family and 
administrative process, often triggered by challenging family circumstances. Peachjar emails 
can be saved in an individual’s inbox or downloaded and saved as a PDF file. This accessibility to 
information provides continued opportunity for reference and engagement as an individual’s life 
changes. A parent can return to the idea of child support when it meets his or her needs. 

Targeting Approach

During the planning period prior to the first intervention, DCS identified eight counties to 
receive advertisements during its digital marketing interventions. These counties were identified 
by geographic location (urban/rural) and low-uptake of DCS services, based on the June 2018 
snapshot reported in the ESA Child Support Briefing Book. The selected counties included:  
 

•  Clark: Urban, 7.7% of  
population with DCS case

•  King: Urban, 4.7% of  
population with DCS case

•  Pierce: Urban, 10.3% of 
population with DCS case

•  Snohomish: Urban/Rural, 6.8%  
of population with DCS case 

•  Spokane: Urban/Rural, 10.4%  
of population with DCS case 

•  Thurston: Urban/Rural, 9.5%  
of population with DCS case 

•  Whatcom: Urban/Rural, 6.2%  
of population with DCS case 

•  Yakima: Rural, 14.5% percent  
of population with DCS case



To reach Washington residents in these counties who did not have open 
child support cases, the team analyzed U.S. Census Bureau data to identify 
zip codes with a higher number of single parent households. 

That data was then cross-referenced with data from the State of Washington (E-MAPS) identifying 
zip codes in the targeted counties with a low-uptake of DCS services. 

Zip codes where the rate of participation in child support services was low relative to the overall 
number of single parent households were prioritized for Facebook during the first intervention. To 
reach this specific population within the selected counties, the number of existing DCS custodial 
parents in each zip code was compared with the number of single parents reported in the U.S. 
Census Bureau’s American Community Survey to identify areas of low utilization of services. 
An income qualifier was added to target non-TANF eligible individuals with median household 
incomes less than $100,000, as reported in the American Community Survey.

Peachjar partners with many, but not all school districts. Information on participating districts and 
schools is readily available on Peachjar’s website. With limits on the number of available schools 
for free flyer distribution (25 as the standard offering, 100 for the digital marketing project), 
careful effort was made, and significant time spent, to identify schools with the type and breadth 
of distribution desired. DCS sought to reach as many of the counties originally identified for 
participation in the digital marketing project as possible. 

Since the average age of children served by DCS is eight, elementary schools were selected for 
this intervention. Information on the number of students and location was gathered from the 
school, district and Great Schools websites. Zip code targeting was an important component of this 
intervention so schools in the preselected zip codes were identified. While families of students do 
not always live in the same zip code as a school building, the school zip code was used as the best 
case alignment of zip code priorities. 

Eighteen of the 57 zip codes targeted in the Facebook sponsored advertising intervention had 
schools using Peachjar to communicate with parents. After identifying 77 Peachjar schools in the 
original target zip codes, Spearca and CPR relaxed the qualifiers to include 11 zip codes with more 
single parents than custodial parents that were previously filtered out by income or fewer than 350 
single parents. Through this revised targeting approach, the Peachjar intervention reached 100 
schools in 29 zip codes.  

The final zip code targets excluded schools in Thurston and Whatcom counties. Schools in Thurston 
County only accept Peachjar flyers that directly relate to student activities. At the time of the 
intervention, elementary schools located in Whatcom County were not using Peachjar. 

Overall, schools with very small student populations were not chosen for the Peachjar intervention 
to make room for larger student populations that would enhance distribution. The majority of the 
schools targeted had approximately 500 students.

100 schools 29 zip codesschool MAP-MARKER

https://www.census.gov/programs-surveys/acs


Marketing Objectives of Peachjar Email Campaigns 

Several marketing objectives were established during the Peachjar pre-intervention planning 
period, including:

1.  Increase the number of people in the target audiences that visit the DCS website and 
download the application for child support services.

2.  Increase the number of child support applications submitted by 2% over a baseline of a 
comparable period in the previous year. 

3.  Enhance the image of DCS among the target audiences through messaging that presents the 
agency as holistic and family-focused. 

4.  Nurture and develop relationships with potential DCS clients through the use of email 
communication. 

5. Increase the number of parents utilizing digital methods to contact DCS. 

Peachjar Account Set Up 

The account used for DCS’ Peachjar intervention was set up by the division’s marketing consultant 
Spearca Communications. Spearca set up a free Peachjar account acting as a liaison for DCS. The 
account classified DCS as a government/public entity. There is no charge to set up a Peachjar account; 
however, fees are issued depending on the type of program or event being promoted. Peachjar 
provides free flyer distribution to program providers that are promoting a free program or event that 
does not entice participants to join a fee-based program or purchase products or services. 



The following restrictions apply to free Peachjar flyer distributions:

• One free flyer distribution per month

• Flyer duration of one month (30 days) or less

• Distribution to a maximum of 25 schools

Spearca was able to increase the number of free flyer distributions for DCS under the digital 
marketing grant. During the second intervention, DCS flyers were sent to 100 schools each month. 
Future requests above the distribution to a maximum of 25 schools each month will need to be 
made on a case-by-case basis. 

Following are the steps Spearca used to create the Peachjar account: 

1. At Peachjar.com, click on the SIGN UP button at the top of the page. 

2. Enter the required Account Information 

a. Email
b. Email Confirmation
c. Account Type – Select Program Provider



3.  Enter the appropriate identifying information for the DCS representative setting up the account

4. Select Government as the Organization Type

5.  Once this information is submitted to the site, the account will be established and accessible 
with the designated email address and password 

PEACHJAR TIP:
In the event of internal staff turnover, it is recommended that DCS create a division-specific account. This 
would ensure one standard email address and password is used and that DCS will always have access to 
the login information. 

Developing Peachjar Flyers 

Specific Components of Peachjar Flyer Designs 

Peachjar requires account holders to adhere to certain specifications when submitting flyers for 
distribution. 

1. All Peachjar flyers must be submitted in a PDF format. 

2.  PDF flyers submitted to Peachjar are required to be designed in an 8.5” x 11” format, portrait 
orientation. File sizes must not exceed 6 MB. Scanned flyers and fonts in size 12pt or 
smaller may not be detected. Embedded links within flyers are not supported. Instead, 
users can select specific calls to action prior to distributing a Peachjar flyer, which will link 
to outside websites. 



3.  Peachjar requires account users to upload flyers that meet the WCAG 2.0 A & AA standards 
per the Americans with Disabilities Act. Adhering to these guidelines allows people who are 
visually impaired to view the flyers using a screen reader. 

4. Up to four pages can be attached to a PDF distribution at no additional cost. 

Mobile Considerations

Approximately 55% of the digital flyers distributed via Peachjar are viewed on mobile devices. As 
such, flyers should use bold, eye-catching graphics and mobile responsive images. Paragraph text 
formats should be used sparingly and paired with bulleted lists. Iconography may be used to help 
any contact information stand out as viewers scan the content on a mobile device. 

Creative Development 

DCS tested three creative messages through Peachjar. The messages were related to the following:

• A direct, apply for services message

• A message conveying the specific services offered through child support

• A message informing parents how they can modify existing child support orders 

The Learn-Innovate-Improve process informed the development of the Peachjar creative. 
The Facebook ads created for the division’s first digital marketing intervention featured stock 
photography and Infographic styling accompanied by straightforward, positive and approachable 
messaging. Both Facebook advertisements resulted in strong engagement so DCS continued to 
incorporate that creative styling for the Peachjar intervention. 

During a summer 2019 OCSE Learning Community Webinar, Indiana Child Support Services told 
other digital marketing grantees of the agency’s shift to using “enroll for child support services” 
rather than “apply for child support services”. The reason behind this is that when someone applies 
for a service, there is the potential that the application could be denied. In the case of child support, 
that is not true. By transitioning to “enroll” potential clients may feel more at ease initiating services. 

Based on Indiana’s experience, DCS decided to test the use of “enroll” in the Peachjar intervention. 
The word was added to the URL chain promoted in all Peachjar flyers and replaced usage of “apply” 
on the main webpage. 

PEACHJAR TIP:
This is a link to an easy-to-reference WCAG checklist. Review this webpage when developing a Peachjar 
flyer to confirm it meets accessibility standards. 

https://www.w3.org/WAI/WCAG21/quickref/


Prior to the launch of the Peachjar intervention, Spearca and DCS worked with DSHS information 
technology staff to create shortened website addresses for the Enroll for Child Support Services page. 
The original URL set up for this page was - www.dshs.wa.gov/esa/division-child-support/enroll-
child-support-services. Because each Peachjar flyer would include a visible URL in addition to a 
clickable link, it was important to promote a memorable URL. The URL was ultimately shortened to 
dshs.wa.gov/dcs/enroll. 

Once the flyers were created and finalized among the DCS team, the final designs were presented 
to DSHS Communications to confirm they followed DSHS brand guidelines. DCS Policy provided 
final review and approval of the language used in the Peachjar flyers.

Specific text and design components of the three Peachjar flyers included:

Flyer 1 - A direct, apply for services message (Boost)

The goal of this flyer was to introduce DCS to parents, position the division as a helpful service 
provider, and encourage viewers to ‘take the first step’ to apply for child support services. 
The probing question, ‘Need a boost to support your family?’ used in the first Facebook 
advertisement was carried over to the first Peachjar flyer. That messaging performed well and 
resulted in strong engagement. A similar photo of a mom giving her child a piggyback ride was 
used as the main image. 

Need a boost to  
support your family?

We work to make sure all kids have regular 
financial support from both parents. 

Washington State Department of Social and Health 
Services’ Division of Child Support can help. 

dshs.wa.gov/dcs/enroll 





1-800-442-KIDS

Take the first step 
for your family. 
Contact DCS now.

Eye-catching icons were 
designed to draw viewers’ 
attention to two contact 
options: the DCS Enroll 
for Child Support Services 
webpage and the 1-800-
442-KIDS support line. 

http://www.dshs.wa.gov/esa/division-child-support/enroll-child-support-services
http://www.dshs.wa.gov/esa/division-child-support/enroll-child-support-services
http://dshs.wa.gov/dcs/enroll


The call to action in this 
flyer was tweaked slightly to 
highlight a sense of urgency 
by using the word today. 
It also positioned DCS as 
service driven and available 
to help families. The call to 
action icons used in the first 
flyer were carried over to 
the second. 

Flyer 2 - A message conveying the variety of services offered through child support 
(Futures)

With the second Peachjar flyer, DCS sought to provide more detailed information on the 
services available to parents when they open a child support case. Spearca used a branded 
statement from DSHS Communications, ‘Washington kids deserve bright futures’, to introduce a 
list of DCS services.  

A photo of a father teaching his son to ride a bike was selected as the primary image for the 
flyer. DCS serves moms and dads, and this image served to promote the value of paternal 
engagement within the child support program. 

Washington 
kids deserve 
bright futures

•  Establish parentage (fatherhood) 
•  Locate the other parent
•  Create a support order
•  Collect support
•  Change an order 

Washington State Department 
of Social and Health Services’ 
Division of Child Support can 
work together with you to:

See how we can 
help you today. 

dshs.wa.gov/dcs/enroll 





1-800-442-KIDS



The same icons used in 
the first two flyers were 
incorporated into the 
third to bring continuity 
to the design. Instead 
of promoting the Enroll 
for Child Support Services 
website address, an email 
address was placed on the 
flyer for viewers to contact 
the DCS modification team 
for assistance. 

Flyer 3 – Modification (Changes)

The goal of the third DCS Peachjar flyer was to highlight a helpful service offered by the division 
– child support order modification. 

Like the first Peachjar flyer, this version incorporated a probing question to immediately engage 
viewers and connect them to potential changes in their lives. Spearca drafted a brief bulleted 
list of the potential reasons an order may need to be reviewed. The photo of a young girl 
holding a baby emphasized the idea of a life change. 

Life changes. 
Does your child 
support need 
to change too? 

•   Has your job or 
income changed? 

•   Do you have a 
new baby? 

•   Have your child care 
expenses changed? 

•   Is your child no longer 
living at home?

DCSMods@dshs.wa.gov 
 Be sure to include your case number. 

 1-800-442-KIDS

If you can answer yes to any of these questions,  
please contact us to request a review of your order. 



Steps to Load and Distribute Peachjar Flyers  

The instructions below follow the step-by-step process used to distribute the three Peachjar flyers 
that ran during the second intervention. 

1. While logged into the account, click on Send a Flyer 

2.  Peachjar categorizes the flyers it sends. Select Parent Resources as the main category, then 
Other for sub-category. These are most applicable to the child support program. 

3. Enter a Title for the Flyer 

4.  Complete Note to Flyer Approver. The note should communicate the value of DCS services for 
parents, children and families. 

PEACHJAR TIP:
The Note to Flyer Approver is sent to the representative designated by the school district to review 
and approve all Peachjar submissions. The note should briefly explain the content of the flyer and 
why it should be approved.



PEACHJAR TIP:
Peachjar offers List View and Map View to view and select the schools for flyer distribution. Spearca 
recommends selecting List View as the drop-down menu is easier to navigate. 

PEACHJAR TIP:
Once a post date is selected and the flyer distributed, another flyer cannot be sent to the school for 30 days. 

5. Select List View under Choose Schools 

6.    Select Washington as State

7.    Select appropriate school districts for the flyer

8.     Select appropriate schools 

9.     Choose the Posting & Distribution Duration. Peachjar’s free account limits distribution to a 
30-day period. 

10.  Select Specific Date for Posting Date and select the designated date for the flyer to post to 
the appropriate schools 



11.  After the target schools and distribution duration are identified, upload the PDF file of the 
designated Peachjar flyer

12.  Once the flyer is uploaded, Peachjar will scan it to make sure the PDF meets ADA 
accessibility requirements. The results of the screen and text pulled from the flyer will 
appear in the text box. If the text is not correct, it can be edited to match the PDF flyer. There 
is a 4,000 character limit for the text box.

PEACHJAR TIP:
When copying text from a PDF file into the text box, be sure to space out each content section so that 
those who are visually impaired can easily view it on a screen reader. 



13.  Below the PDF upload, review the Call to Action 
and Learn More options. Peachjar provides two 
options for call to action buttons – Call to Action 
and Learn More. Currently, Peachjar offers these 
options for the Call to Action Button:

• Sign Up 

• Call 

• Download 

• Email

14.  Copy and paste the final URL into the designated box. The final URLs used in the 
intervention are: 

Boost:        dshs.wa.gov/dcs/enroll?utm_source=peachjar&utm_medium=email&utm_
campaign=boost

Futures:     dshs.wa.gov/dcs/enroll?utm_source=peachjar&utm_medium=email&utm_
campaign=futures

Changes:  dshs.wa.gov/esa/division-child-support/child-supportmodification?utm_
source=peachjar&utm_medium=email&utm_campaign=changes

15. Click on Validate and Add to include the URL as the link from the Learn More button

16.  The final step is to accept the posting guidelines for each school district the flyer is being 
distributed to

PEACHJAR TIP:
None of these options were applicable 
to the DCS flyers. Thus, Spearca inserted 
each flyer’s destination URL as a Learn 
More button only.

The Learn More button is automatically placed on every flyer, while Call to Action is optional. 



School District Approval of Peachjar Flyers  

Before a Peachjar flyer is distributed, each school district will review its content and design. School 
districts have varying approval and denial guidelines. Peachjar account holders are encouraged to 
review these guidelines in advance of distribution to ensure the message meets district standards. 

To view the school district guidelines when logged into a Peachjar 
account, click on District Flyer Guidelines within the My Flyers 
box displayed on the left side of the Peachjar website.

Several of the Washington school districts originally targeted for the Peachjar intervention did not 
accept DCS flyers. For example, North Thurston Public Schools only accepts flyers that are student 
activity related. Other school districts denied the DCS modification flyer due to content deemed 
not appropriate for students. 

Some school districts may require the addition of a disclaimer indicating that the district does not 
sponsor the program or activity nor does it claim responsibility for it. This was true of Tacoma Public 
Schools. Spearca added the disclaimer the district provided to the three DCS flyers, and they were 
then approved for distribution. Example of a DCS Peachjar flyer with the additional disclaimer is 
included to the right. 

Once a school district has 
approved a DCS Peachjar flyer, 
the account holder will receive 
an email notification. Any 
denials or questions will also 
be sent via email. Each email 
includes a point of contact for 
the school district who is able 
to respond to questions.

Need a boost to  
support your family?

We work to make sure all kids have regular 
financial support from both parents. 

Washington State Department of Social and Health 
Services’ Division of Child Support can help. 

dshs.wa.gov/dcs/enroll 





1-800-442-KIDS

Take the first step 
for your family. 
Contact DCS now.
The district does not sponsor this event/activity/offer and the district assumes no responsibility for it. In consideration for the privilege to distribute 
these materials, the Tacoma School District No. 10 shall be held harmless from any cause of action filed in any court or administrative tribunal arising 
out of the distribution of these materials, including all costs, attorney’s fees and judgments or awards.



Tracking Campaign Performance in Peachjar 

After a Peachjar flyer has been distributed to a set of schools, its ongoing engagement is viewable 
in the designated account. Spearca followed these steps to pull relevant data. 

1. While logged into Peachjar, click on the My Flyers link visible on the main page

2.  In this section, each distributed flyer is categorized by school district. Peachjar provides 
tracking for each flyer and district based on the total number of emails sent, total number of 
emails open and total number of clicks. 

PEACHJAR TIP:
Total number of clicks includes the cumulative number of clicks on the flyer. That includes clicks on the 
flyer itself, clicks on the Peachjar call to action and clicks on the flyer interaction buttons (view PDF or 
social shares).

Peachjar Flyer Tracking

Digital Marketing Metrics 

CPR analyzed the following 
email metrics to develop 
the evaluation report for the 
second intervention. 

Number of emails sent

Number of emails opened

Mean email open rate

Interactions with the flyer (clicks, downloads)

Mean clicks by open

PEACHJAR METRICS 



Tracking Campaign Performance in Google Analytics 

To delineate between Peachjar flyer performance in Google Analytics, Spearca created a UTM code 
for each flyer prior to distribution. A UTM (Urchin Tracking Module) code is a link tag Google uses to 
track a marketing campaign’s performance. 

UTM codes identify several campaign elements within a distinct link, including the source of the 
ad, ad medium (i.e., type of ad) and the campaign name. More granularity can be added to a UTM 
code, including campaign content (i.e., different ad sizes) or campaign terms (i.e. pay-per-click 
advertising keywords). 

There is no charge to setting up a UTM code. These steps were followed to set up the code. 

1. Visit https://ga-dev-tools.appspot.com/campaign-url-builder/

2. Enter the destination URL (website address) for the campaign ad. 

3. Then enter the required campaign source (peachjar).

4. The next step is to enter the campaign medium (email) 

5.  The last required step is to add the campaign name.  
This could be a flyer title, promo, product or slogan name.  
For DCS’ Peachjar campaign, the titles were: boost, 
 bulleted list and modification. 

When the required fields are complete, Google will automatically generate a URL. That URL should 
be used in all marketing associated with the designated campaign. The following is an example of a 
Peachjar UTM code created in Google’s Campaign URL builder. 

PEACHJAR TIP:
List specific components for 
the UTM code in a lowercase 
format so the entire URL trail 
remains consistent. 

https://ga-dev-tools.appspot.com/campaign-url-builder/


To view campaign performance based on UTM codes in Google Analytics, follow these steps: 

1. From the Home landing page, click on Acquisition -> Campaigns -> All Campaigns

2.  Once on the All Campaigns tracking page, set up the reporting timeframe in the window at 
the top of the page

3.  Each UTM code will appear based on the Campaign Name it’s attributed to during set up. DCS 
can view the number of acquisitions for each campaign (i.e., number of users to the website), 
number of new users, total number of sessions where the user is actively engaged with the 
site, bounce rate from the landing page, the number of website pages viewed per session 
and the average session duration.

4.  To view the Source/Medium for each campaign, click on each Campaign Name or Source/
Medium to the right of Primary Dimension above the reported data

5.  View the Next Page Path (the first page visitors go to after the landing page) by clicking on 
Secondary Dimension -> Behavior -> Next Page Path


