GVIMB

To: First 5 California

From: GMMB, Duraze Communications, W Group

Re: Strategic and Creative Direction for the Next Phage
Date: 10/30/02

The purpose of this memo is to lay out our recommendations for th
and creative direction of the next phase of the ad campaign.

strategic

As we've discussed, the new round of advertising will significantly gxpand the
objectives and reach of the campaign. In the past, the campaign hgs sought to
inform parents and caregivers about how and why to improve the eprly
development of their young children. Now, we will seek to persuadg all adults in
California that maximizing early childhood development benefits e ryone, and
that they should therefore support state efforts to provide universally availabie
early leaming programs.

We are not abandoning parental education efforts; we are simply ekpanding the
target audiences to include all aduits, and enlarging the goal to inclyde building
public support.

As a result, the campaign’s job becomes significantly more challenging. It is

essential, therefore, that we have a very well-developed strategy fo} defining our
goals and how we want to accomplish them.

As you know, we have undertaken a comprehensive research procéss to help us
understand the landscape in which we operate. This plan is heavily based on the
results of that research.
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L RELEVANT SURVEY FINDINGS

We want to begin by briefly summarizing some of the survey resu

ts that were

meant to be a comprehensive summary of the survey and focus

roup research:

most important in developing our strategic recommendations. Tris section is not

rather, it simply highlights the key findings that are driving the str
proposed.

The following findings were especially significant to us:

egy being

1. There is considerable support for and understanding df the

importance of the early years, but little demand for the
more.

state to do

Throughout the focus groups and survey, participants condistently say that

the needs of young children are very important. and there i
support for doing more to help them.

5 some base of

However, the needs of children ages zero to five are rankgﬁ as a lower

priority than the needs of adolescents, seniors, and childr
disabilities. These findings are consistent across ethnic gr
parents of young children say the needs of seniors and adj
greater than the needs of children zero to five (they do, hoy
more should be done to help parents).

Perhaps more significantly, there is far less dissatisfaction
behalf of young children than there is for other populations
adults say major changes are needed in California’s public
and 71% cite the need for major changes in health care, o
major changes are needed in efforts to ensure that all child
kindergarten ready to do their best. Only among African A
there significantly greater demand for change (74%).

2. People strongly believe that what First 5 calls “school

with

bups. Even
blescents are
vever, believe

ith efforts on
While 72% of
school system,
hly 48% say
ren start
mericans is

readiness”

pays dividends. They are especially likely to see and Helieve in the

shorter-term, academically-oriented dividends.

Large majorities of the public believe that early education ¢
children do better throughout their school careers, and will
performance of the K-12 system. Non-whites fee! even mo
about these benefits than do whites. However, there is su
belief that longer-term. non-academic benefits (such as a 1
crime or ieen pregnancy) will materialize.
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3. People see the early years as primarily the responsibilit

As you know, this finding has been consistent throughout al
we've conducted over the past 22 months. However, this st
us develop an even clearer picture.

While people feel strongly that parents have primaryv respon
provide emotional, physical, and intellectual support far thei
children, they seem to support the state helping out in certa

y of parents.

the research
rvey helped

Sibility to

young

N ways, under

certain circumstances. For example, there is plenty of suppprt (though

little demand) for providing health coverage or pre-school tof
parents,

. There is considerably more awareness of the challenge
income populations than middle class families, and the:

low income

facing lower

e is more

support for means-based assistance than for universal benefits,

Sixty-two percent of the public believe that obtaining health are for young
children is a very serious or fairly serious problem for low-ingome families,
while 19 percent say it is not much of a problem. For workirlg class
families, the numbers are 57 and 13 percent, but for middle class families
(defined as incomes of $50,000 to $75,000 a year) the numbers were 30

and 42 percent.

Similarly, 62 percent said finding affordable pre-school progtams was a
very serious or fairly serious problem for low-income familie , while 18

percent said it was not much of a problem. Fifty-one perce
problem for working class families, and only 25 percent said

saiditwas a
itwas a

problem for middle class families, while 45 percent said findihg affordable

pre-school was not much of a problem.

. The perceived failures of the California K-12 system do
with most people’s support for an increased state role i
vears of life. In fact, improving K-12 performance is the
argument for such an effort.

This and other surveys clearly indicate that most people are
with the performance of the public school system. However|
whether or not the state should take on universal pre-school
better job of meeting its K-12 responsibilities, large majoriti

!

ot interfere
the first five
strongest

dissatisfied
when asked
until it does a
said that

e
universal pre-school would in fact help improve the performjnce of K-12.
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6.

If properly framed, there is a great deal of support for the notion of
universally available organized education befare the ade of five,

In the focus groups, when we told people to imagine they dould build the
public education system from scratch, and asked them at hat age they

would make it universally availabie, strong maijorities said e
and four.

Respondents to the survey were a bit more mixed in their 4n

tween three -

swers — 23

percent answered three or earlier, and 48 percent said fouf or earlier,
However, we believe this was because in the focus groups} it was possible
to describe in more detail that the system for younger childfen need not
mirror the current kindergarten system — instead, it could irjvolve fewer

days and fewer hours per week. Even so, in the survey, the

percentage of

people who said organized education should begin before five was equal
to the number who said five or later. And in many groups - including
African Americans, English-speaking Latinos, and parents pf young
children, support for starting earlier than five was consider4 bly greater.

Spanish-speaking Latinos are generally more supportiIe of early

learning programs than most other groups, but expres
demand than do others.

even less

Many surveys we have conducted in the past suggest that Bpanish-

speaking Latinos have a stronger understanding of the be

fits of

educational programs, but also have lower expectations of those
programs. This survey is no exception. Spanish-speaking Latinos are
less likely to express the need for the state to do significanfy more in

almost every area of early learning.
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ll.  STRATEGIC IMPERATIVES

Based on the research findings outlined above, we believe the ad{campaign must
accomplish the following:

1. We must create demand by creating awareness of tj'se problems
caused by insufficient attention to the early years. 5urremly, not
enough people see the need for the state to do more, because they
don’t see a problem. If we offer Peaple the solution to 4 problem they
are not aware exists, they will reject it. We must educa people that
there is a problem, thereby leading to demand for impravement.

2. We must portray “school readiness” as a means to an end, not an
end in and of itself. The end is improved K-12 performbnce, both for
the children and the schools. Improved “school readinebs” has appeal
primarily because of the dividends it produces later in the education
process.

3. Our priority targets are women, African Americans, gnd Latinos.
The survey suggests that women of all ethnicities, and African
Americans and Latinos regardless of gender are most i ely to be
interested and activated by issues relating to young chilgren. In
contrast, white men are relatively disinterested and inatténtive to early
childhood issues. While it is tempting to respond to this inding by
treating them as a prime target, we believe it makes more sense to
devote resources to moving the groups most likely to bejmoved. Our
goal for white men should be acquiescence, not activismi.

Based on the recommendation of the IW Group, and with the
agreement of the First 5 Review Group, this effart will aldo not target
non-English speaking Asian Pacific Isianders. The consgnsus is that
within this population, we should continue to focus on pafental
education efforts for the foreseeable future. And, once the Kit for New

Parents becomes available in Asian languages, we will want to

aggressively market the kit in the parental education ads

Among Spanish-speaking Latinos, we believe our stratedy should
begin by raising expectations. We neegd to make them aware that
currently availably resources are not adequate, and neeq to be
increased. !

.

4. We must continue our efforts at parental education. |t is crucial
that we continue to build upon the work we've already dote in
educating parents and caregivers about the difference th y can make
in the way their children develop, not just because it is imbortant in and
of itself, but also because it will also help to create more demand for
improved programs from the state. The more we commuhicate about
the relationship between the early years and future outcomes —
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especially in K-12 — the more we will create demand fo}

of service from the state.

In addition, continuing the parental education compon
reassuring note that First 5 is aware that the parental r
paramount in early childhood development.

We will explore several different options: continuing to
have already produced, modifying existing ads to incre
the benefits of early education during the K-12 years,

ads which discuss both the benefits of parental activiti
activities.

As an aside, we would also like to discuss with the revi
extent to which the campaign should continue to drive
Kit for New Parents,

We must explicitly make the case that all children
from a greater state role in early education — not ju
income children. Right now, there are strong predisp
believe that state programs should be means-based.

in an era of scarce resources, it makes sense to prioriti
families. However, if the long-term goal is universal av.
education programs, we must begin to lay the ground

We must break the constantly reinforced impressi
“education” starts at the age of five. In many respe
challenge is the fact that most people unguestioningly
everything before the age of five is “preparation” and t
responsibility of parents, and “education” does not sta

If we want people to believe that the “education contin

birth, we must directly chalienge the existing impressiof
begins at five.

Language will be essential in that effort. Even much of
used by First 5 plays into the current perception. “Pre-
readiness,” “pre-school” all suggest preparation, not thd
We are heartened that a plurality of people in the surve

phrase “early learning” as the phrase that was most det
effart.

a greater level
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. KEY EARLY BENCHMARKS

Everyone involved in this effort agrees that it will take years to chagnge the

public’s mindset enough to build strong support for a comprehens
But what should our goals be for the initial efforts? How can we k
making progress? How can we evaluate our performance?

We believe the initial phase of the campaign should focus on moving two

precursors for the change sought by the commission:

ve state effort.
how if we're

* Increase the perceived need for California to do more to help children

ages zero to five (as measured by questions 3 and 5b in the survey)

* Reduce the age at which peaple believe the state should of
education (as measured by question 11a).

er organized

Iif we can move those numbers, it will mean we are both creating demand and

changing the perception that formal education begins at the age of
Accomplishing these goals will pave the way for making the case g
greater state role for children in their first five years of life.

Hence, our next phase of advertising (and perhaps several more p
that) will focus explicitly on these two objectives,

a whinnnily ]

five.
n behaif of a

hases beyond

7

d61:20 90 L0 JeY



IV. CREATIVE APPROACH

Throughout the research process, it has been clear that the answkrs we got from
respondents depended entirely on how the question was framed. | Under some
frameworks, one might conclude that “early learning” programs were considered
both a low priority and relatively unnecessary. However, when th¢ discussion
was framed differently, early learning efforts won strong support.

As a result, we believe that initially, the ad campaign should servd to establish
the framework for the dialogue and debate that will follow in the cPming years.
We must define the issues in the ways most likely to generate sugport for greater
state invoivement in early leaming.

As outlined above, our initial ads will aim to establish the need forla more
encompassing approach to “early learning” by educating people about the
problem. The research suggests that it may be especially produclive to focus on
poor performance in K-12 as one of the most significant consequgnces of
inadequate early learning. If we can persuade people that one oflthe main
reasons the K-12 system performs below expectations is our failute to start the
education process before the age of five, then we can ultimately make the case
that having the state do more for early learning will pay dividends |n K-12.

In addition, we beiieve it is essential to challenge the notion that child
development before the age of five is strictly the purview of paren{s. While there
is clearly a great deal of support for a state role in helping “at-risk children, when
it comes to other children, most people believe parents ought to bp able to
provide for nearly all of a child’s needs until then. However, it's crlicial that we
not overstate the role of government in the early education process. There are
certain things parents can do (referring to the parental education d omponent),
and there are other things parents need help with. By reinforcing the nature of
this symbiotic relationship, we can help to position early learning frograms as a
way for parents to do their job as parents better.

Our initial creative objectives, then, will be to:

a. define and create awareness of the problem of insufficient httention to the
first 5 years of life,

b. explicitly challenge the conception that formal education begins at five,
and

c. begin to communicate that the responsibility for early learnihg cannot rest
solely with parents.
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We believe that in order to create a long-term change in attitudes,
essential to not just inform people; we also want them to think ab
the issues. To that end, we want to do everything possibie to hel
their own conclusions, rather than simply force

it

will be
t and discuss
people reach

-feed them the infofmation. One

of the options we intend to explore are ads that frame questions (d.g.: At what
age should formal education begin? What outcome would you expect when one

child enters kindergarten able to read, whiie another cannot?
people to develop the correct answers on their cwn.

) andlthen lead

Ads couid also feature ordinary citizens expressing their views on he issues.

We believe that using young parents, elementa
and so on, could enco
have an opinion and p

ry school teachers
urage others to believe that they need not b
articipate in the discussion.

In order fo support the concept of an ongoing dialogue, we may wa

.{grandparents,

experts to

ntto

incorporate into the campaign an ongoing dialogue with interested jmembers of

the pubiic. One obvious way to do to that would be to create a cha
the First 5 website, and end all ads with an invitation to patrticipate:
think? Join the conversation at www firsts.com.” Additionally, the

include key facts that help frame the discussion. We may aiso w

having First 5 staff participate {clearly identified as such) to help p

the right direction.

room within
“What do you

Site would

t to consider
int people in

Although the campaign will be directed at
research suggests that some groups (
income) may be well-suited to serve as trailblazers in the effort.
group supports the strategy, we would want to consider launching
campaign” aimed at these populations, primarily using print adverti
ads would have the same objectives as the rest of the campaign to
they could allow us to “prime the pump” by starting the discussion v
audiences who may be most open toit. The primary benefit of usin
that they are better suited to a somewhat more detailed exposition

Such a “pre-campaign” would start perhaps 4 to 6 weeks before thd
and radio ads begin.

all audiences (except wh

We hope the strategic direction outlined in this memo is consistent

goals and objectives. We look forward to discussing it with you furt

Thursday.
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