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REACHING CALIFORNIA’S DIVERSE POPULATION



TODAY’S AGENDA
1. Campaign Objectives

2. Outreach Methods to Diverse Audiences

a) African American

b) Asian American and Pacific Islander (AAPI)

c) Latino

d) Low-Income

e) Hard-to-Reach
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CAMPAIGN OBJECTIVES

• Educate parents and caregivers of children ages 0 to 5 about the value of talking, reading, 
and singing for early brain development.

• Motivate parents and caregivers of children ages 0 to 5 to regularly (daily) talk, read, and 
sing to their children.

• Fraser uses multiple data sources such as MRI, Arbitron, Nielsen, Scarborough, ComScore, Statista, eMarketer, etc. 
as well as in-person focus groups to understand population behaviors, locations, and habits.

• Employ Fraser’s 360° approach, reaching our audience throughout the day as they go about 
their daily routine, including through:

• Media (TV, Radio, Digital, Social Media, Outdoor [i.e., billboards, bus shelters, etc.])

• Community engagement

• Partnerships

• Outreach events
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AFRICAN 
AMERICAN
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Highlight from recent focus groups with African American 
moms at SHIELDS for Families and Crystal Stairs:

• They know First 5 California and have all seen the Talk. 
Read. Sing. TV commercials.

• They understand the importance of the early years and its 
impact on brain development. They understand their role.

• There is always music playing in the households. Singing is a 
natural outcome and the campaign is a reminder of how 
important it is for children.

“Singing is a part of our culture. It’s very important. I know 
that it even builds their confidence and the affection between 

me and my child.”

• When asked where they’d like to see more Talk. Read. Sing. 
materials and messages, they suggested churches, community 
colleges, and parks.



MEDIA – TV & RADIO
• Television reaches all low-income caregivers, but over-delivers to the older caregivers and African 

American viewers.   

• Radio stations reach younger African American parents; stations are selected that reach caregivers.

• On-air personalities are trusted messengers.
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ONLINE 
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OUT OF HOME
Select “out of home” based on location and neighborhoods.
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IN THE COMMUNITY

• Churches

• Sports integrations

• School visits

• Storytimes at libraries
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NEWSPAPER
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AT FIRST 5 EXPRESS EVENTS
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• During the last complete tour (FY 2018–2019) 

o 57% of the events the First 5 Express visited statewide occurred in communities with diverse 

populations (populations that according to census data are less than 50% Caucasian).

o The First 5 Express reached 4,564 African Americans.  



ASIAN 
AMERICANS 

AND PACIFIC 
ISLANDERS 

(AAPI) 
AUDIENCES

• Alameda and Santa Clara Counties, Asian 
population surpasses Caucasian.

• Focused on areas of low-income populations 
throughout the state.
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Alameda County

Includes Santa Clara



MEDIA – TV

• Cantonese 

• Hmong

• Korean

• Mandarin

• Tagalog

• Vietnamese 
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NEWSPAPER
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IN THE COMMUNITY IN MAJOR MARKETS
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Community events targeted to major market 

areas with large, dense AAPI populations

• Los Angeles County

• Santa Clara County

• Orange County

• Alameda County

• San Francisco County

• Sacramento County

• Fresno County



AT FIRST 5 EXPRESS EVENTS
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• During the last complete tour (FY 2018–2019)

o 57% of the events the First 5 Express visited statewide occurred in communities with diverse 

populations (populations that according to census data are less than 50% Caucasian).

o The First 5 Express reached 3,195 Asian American and Pacific Islanders.



LATINO

Highlight from recent focus groups with Latina 
moms at SHIELDS for Families and Crystal Stairs:

• They know First 5 California and have all seen the 
Talk. Read. Sing. TV commercials.

• They understand the importance of the early years 
and its impact on brain development. They 
understand their role.

• They are motivated by the commercials:
“When my husband sees the TV ad, he stops what he’s doing 
and goes to read with our daughter right then and there. It’s 

a good reminder for us.”

• They are most trusting of doctors and medical 
professionals for advice on their child’s growth.

• When asked where they’d like to see more Talk. 
Read. Sing. materials and messages, they suggested 
grocery stores (i.e., Superior, Food 4 Less).
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MEDIA – TV & RADIO 
• Television and radio purchased in-language based on viewership and listenership.

• English radio over-delivers to younger Latino parents and caregivers.
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Los Angeles 

– Argelia & 

Omar

CA – Don 

Cheto
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ONLINE 



OUT OF HOME
• Select “out of home” based on location and neighborhoods.

• Community outreach/events selected based on cultural relevance and popularity. 
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AT FIRST 5 EXPRESS EVENTS
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• During the last complete tour (FY 2018–2019)

o 57% of the events the First 5 Express visited statewide occurred in communities with diverse 

populations (populations that according to census data are less than 50% Caucasian).

o The First 5 Express reached 17,346 Latinos.  



LOW-INCOME
• Targeting based on census data.

• Under $25K/$50K household income.
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AT FIRST 5 EXPRESS EVENTS
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• During the last complete tour (FY 2018–2019), 37% of the events the First 5 Express visited statewide 

occurred in cities that are considered low income.



PUBLIC, EDUCATIONAL, AND GOVERNMENT 
ACCESS TELEVISION
• Roughly 50 channels across California are currently running Talk. Read. Sing. video PSAs and many 

are using the billboard images on their broadcast channels.
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Outlet Location

KALB Albany

Azusa Government Channel Azusa

Auburn Community TV Auburn

KGOV Bakersfield

Banning Govt. Access Channel Banning

Berkeley Community Media Berkeley

Buena Park TV Buena Park

CTV - The Calabasas Channel Calabasas

Camarillo Govt. Access Channel Camarillo

Carpinteria City TV Carpinteria

Cerritos TV 3 Cerritos

BCAC.tv Chico

Lake County PEG Clearlake

Contra Costa TV Contra Costa

edTV Contra Costa

CMTV3 Costa Mesa

City of Cypress Channel 36 Cypress

Dana Point TV Dana Point

Davis Community TV Davis

DBTV Diamond Bar

El Segundo TV El Segundo

ETV Emeryville

Fillmore Access TV Fillmore

Public Cable Television Authority

Fountain Valley, Huntington 

Beach, Westminster and Stanton

CMAC - Community Media Center Fresno

Garden Grove Community TV Garden Grove

Community Media Access Partnership Gilroy

GTV6 Glendale

KGLN Glendora

KCAT Hacienda Heights

Hawthorne Community TV Hawthorne

Chabot Community TV Hayward

ICTV Irvine

LVTV La Verne

City TV 31 Lakewood

Lawndale CityTV3 Lawndale

TAP TV Lompoc

Long Beach TV Long Beach

LA 36 Los Angeles

MCTV Millbrae

MVTV Mission Viejo

MYTV26 Modesto

KGEM-TV Monrovia

AMP Media Monterey

City of Monterey Monterey

Monterey County Office of Education Monterey

MPTV Moorpark

KMVT Mountain View

Nevada County TV Nevada County

NCTV Novato

KTOP Oakland

PCT Pacifica

MidPen Media Center Palo Alto

Pasadena Media Pasadena

Petaluma Community Access Petaluma

Pinole Community TV Pinole

Sierra Community Access TV Placerville

TriValley TV Pleasanton

RPVTV Rancho Palos Verdes

SCACtv Redding

City of Rialto Rialto

KCRT Richmond

Riverside TV Riverside

Access Sacramento Sacramento

Sacramento Educational Cable Consortium Sacramento

Calaveras County Public Access San Andreas

IEMG San Bernardino

PenTV 26 San Carlos

Educational Access TV San Francisco

SFG TV San Francisco

AGP San Luis Obispo

San Luis Obsipo Educational Channel San Luis Obispo

Community Media Center of Marin San Rafael

City TV 18 Santa Barbara

TV SB Santa Barbara

Santa Clara City TV Santa Clara

CommunityTV.org Santa Cruz County

Santa Maria Community TV Santa Maria

City TV Santa Monica

KSAR-TV Saratoga

SBTV Seal Beach

Access Tuolumne Sonora

TOTV Thousand Oaks

TCTV Torrance

Channel 26 Tracy

TTCTV Truckee

Vacville Community TV Vacaville

CAPS TV Ventura

WCTV Walnut Creek

West Sacramento Community TV West Sacramento

City of Whittier Municipal Access Channel Whittier

Woodland TV Woodland



AGENCY PARTNERSHIPS

• Development of new Talk. Read. Sing. Toolkit 

• Include items for distribution, including posters, brochures, collateral, worksheets, social media posts, etc.

• Utilize state and local agencies and organizations that touch our target communities and populations at 
the local level.  These local service providers can act as deliverers of First 5 messaging.

• Primary partners: 

• First 5 County Commissions

• Additional partners:

• California Department of Health (Home Visiting, WIC)

• Department of Social Services (CalFresh, Foster Parenting Services, Adoption Services, Trustline)

• Department of Health Care Services (Medical, Office of Rural Health)

• County Health Departments

• Head Start Programs

• Public Libraries

• County/Local Aging Services
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HARD-TO-
REACH 

AUDIENCES

Reach migrant communities and geographically 
isolated communities.
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MEDIA – RADIO

Reaches Fresno, Salinas, Visalia, and Bakersfield.

Migrant farmworker communities.
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IN THE NEIGHBORHOOD



IN THE AAPI COMMUNITY
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County community events targeted to hard-

to-reach areas with AAPI populations 

• Contra Costa County

• San Joaquin County

• Solano County

• Yolo County

• Placer County

• Sonoma County

• Marin County

• Sutter

• Butte County

• Glenn County



AT FIRST 5 EXPRESS EVENTS
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• During the last complete tour (FY 2018–2019), 42% of the events the First 5 Express visited 

statewide occurred in rural communities (cities that have a population of less than 25,000).

Del Norte CountyAlpine CountyModoc County



QUESTIONS?
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THANK YOU
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