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 ITEM # 12 
 
 

 
 

April 25, 2019 
 

SUBJECT 
 
TALK. READ. SING.® CAMPAIGN UPDATE 
 
Strategic Priority Area 3. Public Will and Investment: Build 
public engagement in, investment in, and support of the optimal 
well- being and development of children prenatal through age 5, 
their families, and communities.  

 
Goal 3.1: Communications: Build public will in investing in early 
childhood by communicating the potential for positive outcomes 
for children and families, and the importance of prevention and 
early intervention.  
 

 

 Action 

 Information 

 

 
SUMMARY OF THE ISSUE 
 
Fraser Communications will present updates from the statewide advertising and public 
education and outreach campaign, including the strategies behind outreach 
approaches, highlights of media executions, creative samples that speak to different 
audiences, and campaign measurement and effectiveness.  
 
Additionally, they will share the steps taken to date with the statewide advertising 
campaign, specifically in identifying First 5 California’s target audiences, how they use 
the media to reach different targets in unique ways, and how valuable this outreach is 
on changing behaviors and ensuring parents and caregivers across California know the 
impact they have on their children’s earliest development.  
 
RECOMMENDATION 
 
This is an information-only item. First 5 California staff is not requesting action at this 
time.  
 
BACKGROUND OF KEY ISSUES 
 
The purpose of the Talk. Read. Sing.® campaign, launched originally in March 2014, is 
to educate parents and caregivers of young children, and the public at large about the 
critical brain development that takes place during the earliest days, months, and years 
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of a child’s life, and how that development is stimulated and enhanced through 
language interaction and engagement with caring adults. Early brain stimulation is 
essential for building strong brains in young children. Positive and regular verbal 
engagement from day one of a child’s life promotes vocabulary development, enhances 
social-emotional development and learning readiness, helps prevent or offset toxic 
stress, and provides a greater chance of lifelong success. 
 
This presentation will highlight the impact of the campaign and statewide 
media/outreach activities (television and radio ads, social media, parent website, sports 
partnerships, traditional media, targeted outreach, etc.), and resulting analytics. 
 
SUMMARY OF PREVIOUS COMMISSION DISCUSSION AND ACTION 
 
In January 2018, the Commission approved a 3-year extension of the media contract 
with Fraser Communications to continue efforts toward the Talk. Read. Sing. campaign.  
 
ATTACHMENTS 
 
A. PowerPoint – 2018–2019 Campaign Effectiveness Presentation  
 
   



First 5 California 
State Commission Meeting

April 25, 2019



Agenda

• Campaign Overview and Updates

• First 5 California Messaging

• Target Audiences

• Campaign Goals

• Campaign Highlights

• Digital

• Social Media

• TV

• Radio

• Outdoor

• Community Engagement

• Events: First 5 Express

• New Website in Development 

• Impact and Campaign Results
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First 5 California 
Messaging Points

• We want California’s parents and caregivers to 
better understand:

• A baby’s brain is wired for learning at birth.

• The first three years – particularly the first 100 
days – are the most critical period of brain 
development.

• Billions of neurons connect in the first 100 
days.

• How a child learns to interact with the world 
depends heavily on early interactions with 
parents and caregivers.

• Babies who have positive, loving interactions 
will start on a healthier path to future success in 
school and life.
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Who We’re 
Reaching 
With These 
Messages



Wide-lens 
Look 
at Our 
Audience

• There are 4.8 million 
parents of children 0-5 in 
California.

• Over 50% have a HHI 
under $75K.

• Nearly half are Latinex; 
27% are Spanish 
dominant.

• Nearly 11% are Asian 
American.

• A little less than 8% are 
African American.

Source: 2017 GFK/MRI CA Doublebase. 
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Staying Up to 
Date With Our 
Audience

• Primary research through focus groups

• Motivations/Barriers

• Core Targets

• Messaging Approach

• Creative Testing

• Secondary research through third-party 
data

• Target Audience Insights

• Media Habits and Consumption
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Primary 
Research



Motivations and 
Barriers

• Care deeply about confidence, self-esteem, 
imagination of their babies.

• Shift from more practical concerns in years past 
– like feeding, milestones, etc.

• Cultivating empathy and kindness are a central 
concern.

• Want to ensure girls are strong and can protect 
themselves; boys are sensitive and aware.

• Worry about kids’ addiction to tablets/screen time, 
but don’t know what to do about it.

• Many feel pressures due to scarcity of cash-flow, 
extensive work hours, and lack of time (for children 
and self-care).
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Core Caretaker 
Groups Emerged
• Moms: 

• Continue to be primary caretakers.

• They see social skills as critical to their 
children’s future. 

• They aim to instill kindness and empathy in 
their young children. 

• They seek to model these qualities as they 
relate to their children. 

• Dads:

• Taken on more early connection and 
responsibility in caretaking and child 
development.

• Seeking instruction and ways they can help.

• Grandparents:

• New parents are seeking to help their 
parents enter into the interactional paradigm, 
with different levels of success.

• Grandparents who don’t speak English well 
are more hesitant to engage with their 
grandchild.

• Some grandparents are simply more 
conservative or set in their ways, prefer quiet 
children who entertain themselves.
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Messaging and 
Media Approach

• “Tell Me How” 

• “Show Me”

• “Remind Me”
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Creative Testing 

• Focus on Making a Connection – Bonding

• Showing tender, joyful moments 
of cross-generational connecting 
are powerful.

• Actions seem doable for busy 
parents and the benefits seem 
easy to grasp.

• Use of Encouraging Words and Phrases

• Celebrating the powerful and 
influential role each family 
member plays.

• “It gives you confidence, 
that statement gives you 
confidence ‘you can 
change the future.” 
-Oakland Mixed Caregivers
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Secondary 
Research



Target Audience Insights

• The Latinx population is shifting

• Roughly 50% of Spanish dominant 
TV viewers in California ALSO view 
programming on English stations.

• Parents of kids 0-5 are slightly older 
than three years ago

• 35-54 age group up 5%

• Core target remains 25-34 
(Millennials)
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2017 GFK/MRI CA Doublebase.
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Target Audience 
Insights

• Millennials are distracted by multiple devices and 
platforms and have shorter attention spans.

• Future generations attention spans will continue to 
shorten.

• California parents overall are struggling to balance 
family and work demands. 

• Short, ‘snackable’ content, and tips are key to 
engage quickly and remind.

• Influencers (Trusted Sources) further engage and 
prompt behavior change.

Source: 2017 GFK/MRI CA Doublebase, Time Health 

2015 , Pandora Gen Z Research (2016), Deloitte 



TV Continues to Provide Mass Reach
• Over $64 billion was spent in TV ad dollars in the U.S. in 2018.

• Traditional Live and time-shifted viewing accounts for 80% of total viewing.

• While younger audiences tend to consume video via internet connected devices, nearly 60% 
of those 18-34 still view through traditional channels.

• The more recent subscription-based Live TV options such as Hulu Live and Sling TV are 
convincing older viewers to ‘cut the cord’.

• Largest 2017-2018 YOY growth was in the 35-54 age group.
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Q1/Q2, 2018 Nielsen Total Audience Report (Internet connected 

devices = Apple TV, Roku, Google Chromecast, Amazon Fire, 

Smartphone, Computer, Laptop) and 2018 Comscore OTT 

Intelligence. 



We Are Shifting With The Viewers

• Premium OTT platforms that allow advertising, 
Hulu and YouTube, are incorporated into the 
First 5 California plans.

• Additionally, ads are running programmatically 
across ‘skinny bundles’ like SlingTV and FuboTV.

• Placing TV through these channels also allows 
for added targeting. 

• For Fist 5 California, ads specifically reach 
parents of children 0-5 with HHI<$75K 

• With traditional TV, targeting is based on 
planning insights from MRI findings, which 
informs station selection upfront.
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How We 
Apply The 
Research 
To The 
Campaign



Campaign 
Goals

• Encourage all parents and caregivers of 
children ages 0-5 to talk, read, and sing 
with their children – from the moment 
they’re born.

• Emphasize the earliest days, 
weeks, months, and years.

• Remind and motivate parents and 
caregivers to sustain these 
engagements. Do them every day.

• Creatively use messaging and the 
media/mediums to support this.

• Educate parents and caregivers about 
the brain science and benefits 
associated with talking, reading, and 
singing.
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Campaign 
Goals, cont.

• Understand our target audiences’ values 
and media habits to build messaging that 
resonates and is positively received. 

• Use technological advances to enhance 
the user experience and contact with our 
messaging (i.e. streaming TV, mobile 
devices, social media).

• Optimize and customize delivery to key groups.

• Latinx and Spanish-language dominant 
populations

• African American

• Asian American

• Dads

• Moms

• Grandparents

• Manage budget levels to maintain media 
frequency throughout the year and make 
the biggest impact throughout the state.
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Campaign 
Highlights

2020



Digital

• Programmatic and Site Direct
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Digital

• Pandora and Spotify

22



Digital

• Custom: ESPN - Johnny Hekker, LA Rams Punter
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Social Media: Daily Posts on 
Instagram, Facebook, and Pinterest
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Social Media: Instagram Stories, 
Influencer Takeovers, and Facebook 
Lives
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TV: New Spots

:15 “Talk” (English & Spanish) :15 “Read” (English & Spanish) :15 “Sing” (English & Spanish)

:30 “Bassinette” (English & Spanish) :30 “Grandma” (English) :30 “Grandma” (Spanish)

:30 “Give the Phone a Rest” (English & Spanish)
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Radio
Sample Custom Execution 

“Habla. Lee. Canta.” Photo Contest

• 10.14K Site Visits

• 1.02K Contest Entries

• 619 people shared their branded 

frame photo on social media
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Outdoor
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Community Engagement
Schools, Libraries,  Family Resource Centers
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First 5 Express
FY 18/19 Impact & Engagements

• 38,439 direct interactions

• 127,345 resources distributed

• 23,690 English & Spanish Brain 

Development brochures distributed

• 21,670 bilingual storybooks distributed

• All 58 counties visited
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New Website In 
Development

• Make the site fresh.

• Increase ongoing user engagement and spur 
return visits.

• Easy to use experience, whether you’re on 
desktop or mobile.

• Bring content forward to the user.

• Introduce push-messaging for further 
parent/caregiver engagement.

• Intuitive organization of the content.

• Make the site dynamic with fresh content, videos, 
simple navigation, and search.
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Impact & 
Campaign 
Results



Third-party 
Research

• The UCLA CHIS 2017 study reports 
84.3% of parents report 
hearing/seeing Talk. Read. Sing. 
campaign.
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Third-party Research

• A comprehensive study from NORC at the University 
of Chicago revealed the campaign resulted in:

• 94% of respondents knew that babies brains 
are forming important connections for learning 
as soon as they are born.

• 97% of respondents knew singing songs to 
babies helped their brains develop.

• 92% of respondents knew singing songs to 
babies helped them learn language

• Parents who saw First 5 California ads reported 
reading more to their children.

• 74% of respondents reported that the ads led 
them to talk, read, and sing more with their 
children.

• 60% of respondents reported either unaided 
recall or recognition of our TV messaging.

• 38% said they visited the First 5 California 
website as a result; most said the site provided 
them with “a lot” of help.
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Website Visits

• Talk. Read. Sing. campaign is driving parents and caregivers to the First 5 California 
website to learn more.

Jan 1, 2018 – Dec 31, 2018
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Acquisition Overview

36

Jan 1, 2018 – Dec 31, 2018



Demographic Overview
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Public Embrace of 
the Campaign

• Statewide Focus Groups

• Parent and caregiver focus groups were 
conducted throughout the state in 2013, 2015, 
and 2018.

• From 2013 to 2018, results showed a significant 
shift in parenting trends, particularly with fathers 
and grandparents.

• Parents were increasingly more knowledgeable 
about the important role they play in their child’s 
early life.

• Fathers felt more comfortable co-parenting and 
taking actions like reading and singing with their 
babies – from day one.

• In all focus groups conducted in 2018, 
anecdotally, there was at least 85% unprompted 
recognition of First 5 California, and about 90% 
recognition of the Talk. Read. Sing. campaign.

• In every focus group in 2018, at least one or more 
participant began singing – unaided – the 
campaign commercial song when asked if 
they’ve ever heard about the Talk. Read. Sing. 
campaign.
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Public Embrace 
of the Campaign

• Partnership Alignments

• Trusted influencers and organizations 
have aligned with the Talk. Read. Sing.
campaign to help build upon the 
messaging and extend its reach.

• Partners have embraced the 
messaging and have gone above and 
beyond in making the program 
authentic and meaningful to their 
audiences – because they believe in it 
themselves.

• Partners include Vroom, iHeart Radio, 
Univision Network, ESPN Network, 
Crossings TV, Mario Lopez, Omar & 
Argelia from Univision, Don Cheto of 
Liberman Spanish-language network, 
the Sacramento Kings, professional 
athletes, and many more.
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Ambassadors
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Public Embrace of 
the Campaign

• Anecdotally 

• There has been an exponential increase in 
awareness about the Talk. Read. Sing. 
campaign that has led to a stronger positive 
public perception and awareness about First 
5 California.

• More people have said “I’ve seen your 
commercials” or “my kids sing your song 
every time it comes on the radio” or “I can’t 
get that song out of my head!” 

• Colleagues, like-minded organizations, and 
friends have shared their approval and 
appreciation for the recent billboards posted 
across the state.

• Social media comments – particularly from 
kindergarten teachers – has praised the Talk. 
Read. Sing. campaign in helping prepare 
children to enter their classrooms. 
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Thank 
You
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