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Evaluation Goal

Evaluate the effectiveness of the First 5 California Talk. Read. Sing. campaign with respect to awareness,

importance, attitudes, and behaviors among California parents and caregivers of children ages 0-5.

Key Evaluation Questions

o To what extent do parents and caregivers perceive campaign advertisements to be effectivee

o To what extent is campaign awareness associated with uptake of behaviors and behavioral precursors
(e.g., obtaining books, music, or information online) to talk, read, or sing with a 0-5-year-old childe

o What are the differences in campaign awareness and outcomes among different segments of interest?

o  What are the main campaign outcomes after controlling for key covariates (e.g., demographics,
household composition, and experience with parenting classes) ¢



O 873 completed online surveys (April 14 - May 7, 2021)

» California regions: Los Angeles (47.9%), San Francisco
(12.9%), Sacramento (14.5%), San Diego (8.6%), and rest of
state (16.0%)

> Devices: Phone (65.7%), Desktop (32.8%), and Tablet (1.5%)
> 95 (10.9%) Spanish language-dominant participants
» 454 (52.0%) completed ACEs questionnaire

O Inclusion Criteria
» Age 18 or older
> Annual household income of $75,000 or less

» Full-time or part-tfime parent or caregiver/guardian of a child
0-5 years old

» Isnot a trained child educator (e.g., teacher) or a cognitive,
developmental, or educational professional










ACEs total score

Age Race/ethnicity Gender (N = 454)
n (%) n (%) n (%) n (%)
18-30 386 (44.2)  White 336 (38.5)  Female 636 (72.9) 3orlower 320 (70.5)
3140 413 (47.3) Hseanic/lafinx 300 (344) i 239 (26.6)  4orhigher 134 (29.5)
Black/African- 40 (4.6
41-50 46 (53)  American (4.6} other 5(0.5)
51+ 28 (32) ASiOn/PCICiﬁC “Other” includes. transgender
siander - 2
Mixed race 99 (,l ]3) and prefer not to state.
Ofther 21 (2.4)




Highest education level

Household income

Employment status

n (%) n (%) n (%)

Less than high school Up to $25,000 206 (23.6) Employed YARGY NS
HS), HS d Gep 252268
Ib)), A eegiee or $25,001-$45,000 264 (30.2)  Homemaker 166 (19.0)
Some college or tfrade
<chool 234 (27.1)  $45001-$75000 400 (458) Nofemployed 186 (21.3)

5 “Employed” includes employed full-time or
Associate degree (2 y) 315 (36.4) $75,001-$85,000 3 (0.4) part-ime, and self-employed.
or college degree (4 Y) . “Unemployed” includes full-time student; on

temporary or permanent disability;

Graduate work or 84 (9 7) unemployed; retired; and other.

graduate degree

“Prefer not to answer” (n = 8) notincluded.



Relationship to child

n (%)
Parent 846 (96.9)
Caregiver 27 (3.1)
Child gender
n (%)
Female 431 (49.4)
Male 441 (50.5)

Gender non-binary, gender non-conforming

(n =1) notincluded.

Child age

Number of children cared for

n (%)
O0-11 months 185 (21.1)
1 year old 174 (20.0)
2 years old 140 (16.0)
3 years old 138 (15.9)
4 years old 134 (15.3)
5 years old 102 (11.7)

n (%)

Ages 0-5

1 VARVARY

2 215 (24.6)

3 or more 37 (4.3)
Ages 6 or older

O (none) 475 (54.4)

1 257 (29.4)

2 or more 141 (16.2)
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v' Two video ads were shown, and both were highly rated on key dimensions
of effectiveness (importance of behavior and motivation)

After viewing this ad, rate how much you agree with these statements.
m 5 Completely Agree 4 Agree 3 Neutral m2 Disagree m1 Completely Disagree

It's really important to talk, read and sing to children from the * | 196 3 i
time they are newborns to help their brain grow - -

| feel motivated to talk, read, and sing with my child to help _
their brain grow 27.4 4'7.

| need to spend more time talking, reading, and/or singing to _
my child to help their brain grow 32.8 /7.2 -

| wish | had started talking, reading, and singing earlier with my _ 278 153 _
child to help their brain grow - -
| had forgotten to talk, read, and sing with my child until | saw _
these ads - 1.7 10.4

)73 20% 40% 60% 80% 100%

11
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v' Two video ads were shown, and both were highly rated on key dimensions

of effectiveness (importance of behavior and motivation)

After viewing this ad, rate how much you agree with these statements.

m 5 Completely Agree

It's really important to talk, read and sing to children from the
time they are newborns to help their brain grow

| feel motivated to talk, read, and sing with my child to help
their brain grow

| need to spend more fime talking, reading, and/or singing to
my child to help their brain grow

| wish | had started talking, reading, and singing earlier with my
child to help their brain grow

| had forgotten to talk, read, and sing with my child until | saw
these ads

"4 Agree 3 Neutral m2 Disagree m 1 Completely Disagree

1097 11.7 109 263 402

)73 20% 40% 60% 80% 100%

12



v" Radio ad was also highly rated on key dimensions of effectiveness (importance of behavior and motivation)

v All three ads prompted people to engage in more TRS behaviors.

After viewing this ad, rate how much you agree with these statements.

m 5 Completely Agree

It's really important to talk, read and sing to children from the
time they are newborns to help their brain grow

| feel motivated to talk, read, and sing with my child to help
their brain grow

| need to spend more time talking, reading, and/or singing to
my child to help their brain grow

| wish | had started talking, reading, and singing earlier with my
child to help their brain grow

| had forgoftten to talk, read, and sing with my child unfil | saw
these ads

4 Agree 3 Neutral

m 2 Disagree

= 1 Completely Disagree

| R 215 46

110.5 13.1

I G . 22 680
s
pGoz e 278
130 02w

32.8 8245 |
158 135 126 |

0% 20%

40%

60% 80% 100%
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v’ Total awareness: 70.7%
with San Diego, where
campaign was not
placed.

Both TRS & First 5 California ——

A
TRsOnly —

2.3%

First 5 California Only
10.4%

15



v’ Total awareness: 72.8%
without San Diego.

Both TRS & First 5 California e
0.6%
TRS Only
2.5%

First 5 California Only
11.2%

16
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Please describe the name of the advertisement, publicity, events, or marketing (about learning and
development issues for babies and young children) that you recall from the last 12 months.

First 5 Californic | o S S— s 26.1%

Diaper Advertisement [IINZG7E N 9.2% 16.8%
Gerber |INSOZNE 29%  7.9% W 1st Mention
(N = 397)
Talk Read Sing |7 4.0% 8.8%
2nd Mention
ABC Mouse IS5 7ZN 4.6% 1% (N=174)

WIC (287 2.3%  5.1%
Autism  [Il5%1.1% 2.6%
Breastfeeding/Breast milk |IB&1.7% 3.29

o

Leap Frog 08% 1.4%
BabyCenter CF% 1.7% 2 5%

0% 5% 10% 15% 20% 25% 30% 17/
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|2 Months, without San Diego

Please describe the name of the advertisement, publicity, events, or marketing (about learning and
development issues for babies and young children) that you recall from the last 12 months.

First 5 Californic | S S o S S 3 0% 26.9%
Diaper Advertisement |[INZ270 N 9.8% 17.0%
Gerber |IEEESEZEEE " 30% 8.4%
. ® 1st Mention
Tak Read Sing  |IEESHSE 43% " §.4% N = 373)
ABC MOUSG _ 49% 9.7% 2nd Menﬁon

WIC |2l 2.4%  5.1% (N=164)

Breastfeeding/Breast milk |ilé%aN.2% 2.8%
Autism I8 .2% 2.3%
Leap Frog O@%% 1.4%
BabyCenter (FE.Q% 2.0%

0% 5% 10% 15% 20% 25% 30% 18
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v' Campaign awareness was high across all segments except APl and San Diego.

Overall
Spanish language * 81.1%
4+ ACEs score 7.6%
Hispanic/Latfinx * B%
Lower-income (< $45,000)
Male
Black/African American
Asian / Pacific Islander *** 48.1%
San Diego *** 48.0%
i i i
0% 20% 40% 60% 80% 100%
*p £.05; Latinx (X2(1)=4.78, p = .029) and Spanish-speaking participants (X2(1)=5.54, p = .019) have significantly greater awareness than non-Latinx
Sr.wglog)ngIri]sg-rs]p;i?slgr;‘gDri)éjgioclirre)ggresh:‘S*’E‘Xg(f).(loll;éséi?g/fll&%c;l-Son Diego residents have lower awareness than non-Asian/Pl residents (X2(1) = 20.86, p 1 9
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Overall | S S I 72.8%

4+ ACEs score * [ e e 83.5%

Spanish language * [ e 83.0%

Hispanic/Lafinx * | s ——— 77.0%

Lower-income (< $45,000) [ 75.0%

Male [ —— 73.0%

Black/African American [ —— 70.3%

Asian / Pacific Islander *** * 47 .3%

)74 20% 40% 60% 80% 100%

*p £.05; Latinx (X2(1)= 3.78, p = .052), Spanish-speaking (X2(1)=5.14, p = .023), and 4+ ACEs score (X2(1)=5.06, p = .024) residents have significantly
greater awareness than non-Latinx, English-speaking, and 0-3 ACEs score residents. *** p £.001; Asian/PI residents have lower awareness than non- 20
Asian/Pl residents (X2(1) = 26.81, p = .000)).
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v' A majority know the importance of TRS behaviors, but those with more exposure are more likely to see the
importance, suggesting that campaign exposure reminds them of these TRS behaviors.
v" No difference in this finding across racial/ethnic groups.

How important do you believe the following activities are for helping
a child's brain grow strongere

B Extremely important Very important Important  ® Somewhat important  ®m Not at all important

|
Having conversations with children “ 16.2 5.2*
721

Talking to children from the moment they are born 18.3 5.32.9
Reading books to children _— 21.2 8.2 2.5
Singing along to music with children _— 23.8 13.2 3|
Looking through picture books with children [N NS Z/SN 27.5 11.5 1.9
Singing songs to children _— 25.8 125 4
Telling children stories without the use of books * %5.8 15.6 _

0% 20% 40% 60% 80% 100%

22



v A majority agreed with TRS benefits, and those with more exposure to the campaign were in greater
agreement with these benefit statements.
v" No difference in this finding across racial/ethnic groups.

How much do you agree with the following statements about children
from newborn to age 5¢

m Completely Agree Agree Undecided mDisagree m Completely Disagree

Parents can help babies learn language by talking to them & i

Showing babies picture books and describing the pictures is _ 23.4 50
good for their development '
Singing to your baby is a great way to help their development _ 26.9 4.8
Parents should share observations about the world when they are _ 078 68"
doing other tasks with their young children :
Telling a young child stories before bed time is a good way to _ 29 8 530
help their imagination grow ' :
Cuddling with your child helps them develop a stronger self-
osteem ﬁ 26.3 | 9.7 1‘1
0% 20% 40% 60% 80% 100%

23



‘N False
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v' While most people understand the importance of TRS with younger children/infants, there are about 2 in 10 that
need targeted messaging to help them understand the importance of these behaviors and debunk false beliefs.

v" Male and lower-income segments tend to have higher agreement with false beliefs about TRS.

How much do you agree with the following statements about children
from newborn to age 5¢

m Completely Agree Agree Undecided mDisagree m Completely Disagree

Reading books fo children s not helpul i they have Mo v | ——

learned to speak

You should only read books to children when they are old _- 105 66 199 532 |

enough to understand them

Babies can’t learn about the world until they learn to speak  [HSIBE 104 73 @S sz e
Singing along to music with your young child is entertaining but __ 108 94 99 s

does NOT do much for their development

Having children play games on a phone or tablet is one of the | 16.2 57
best ways to help them get ready for school F I | F

0% 20% 40% 60% 80% ] OO%24
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Percent of Partic U@@lm‘m "

Activities, Numbe

v’ Talking to children is a ubiquitous behavior, with reading, singing and telling stories without the use of books
varying more across respondents.

0-1days 2-3days 4-5days 6-7 days

Read stories or look at picture books 9.6% 27 1% 26.1% 37.2%
Tell stories without using books 27 .8% 33.8% 16.8% A YA
Sing songs or sing along to music 8.2% 16.8% 19.2% 55.8%
Talks to the child* 2.4% 7.1% 6.8% 83.7%

*In the survey, the following description was used for talking: “You can talk to your child in many different ways. For instance, you can name items,
like ‘bottle’ or ‘dog,” describe activities you do together or activities you do around the house, or describe things you see at home or outside.”

26



Percent of 9@»1’(??!)@ti' oants Who lcmg@g) In the Following
Tin

Activities, Number of Times per D¢

v Talking to children multiple times per day is also universally a frequent behavior compared to reading, singing

and telling stories without the use of books.
v’ Telling stories without the use of books is a messaging opportunity.

1 time 2 times 3times 4+ times

Read stories or look at picture books (n = 839) 35.4% 38.9% 13.9% 11.8%

Tell stories without using books (n = 708) 49 2% 27 .8% 12.1% 10.9%
Sing songs or sing along fo music (n = 828) 15.9% 24.8% 21.3% 38.0%
Talks fo the child* (n = 860) 3.5% 8.5% 16.7% 71.3%

* In the survey, the following description was used for talking: “You can talk to your child in many different ways. For instance, you can name items,
like ‘bottle’ or ‘dog,” describe activities you do together or activities you do around the house, or describe things you see at home or outside.”

27



100%

80%

60%

40%

20%

0%

Percent who engage in this activity on
most days (4-7 days) of the week (N = 873)

m Aware

= Not aware

63.4%

63.3%

100%

80%

60%

40%

20%

0%

Percent who engage in this activity
2 or more times per day (N = 839)

m Aware = Not aware

67.1%

Difference is significant (X2(1) = 5.68, p = .017). Range: 1-25.
Excludes one outlier (value = 50) and those who do not read to the child.

28



v' Spanish speakers aware of the campaign were more likely to read stories or look at picture books most days of
the week compared to other segments.

m Aware ®m Not aware
JO[0)74
80% /6.9%
63.4%63.3% 59.7% 62.5% 62.1% 63.5%
60% .
40%
20%
074
Overall NelelalNg! Hispanic/Latinx Black/African  Asian/Pacific  Lower-income Male 4+ ACEs score
language * American Islander (< $45,000)

* p £.05; Spanish language: X2(1) = 5.99, p = .014. 29



v' Campaign awareness increased frequency of reading stories among Spanish (dominant) speakers, lower-
income, and respondents with higher ACEs scores.

m Aware » Not aware

100%

84.0%
76 .5%

80%

YALA 66.7% 65.3% 66.7%

58.4%

64.8%63.9%

60%
41.2%
40%
- . I
0%
Overall* NelelalNg! Hispanic/Latinx Black/African  Asian/Pacific  Lower-income Male 4+ ACEs
language* American Islander (< $45,000)** score**
*p £.05; Overall: X2(1) = 5.68, p = .017; Spanish language: X2(1) =5.82, p = .051. ** p £.01; 4+ ACEs score: X2(1) = 6.29, p = .012. *** p £.001; 30

Lower-income: X2(1) = 10.05, p = .002.



Percent who engage in this activity on most Percent who engage in this activity a greater

days (4-7 days) of the week (N = 873) number of times per day (N = 708)
60% 80%
B Aware ® Not aware m Aware m Not aware

41.0% 60%

40% 52.6%
40%

20%
20%
0)74 0)73
Difference is significant (X2(1)=5.63, p =.018). Range: 1-11. Excludes one outlier (value = 20) and those who do not

tell stories to the child.

31



v' Campaign awareness was associated with telling stories most days of the week among Spanish speakers,
Latinos, and lower income respondents.

m Aware m Not aware
100%
80%
61.5%

60%

48.1% 48.1%

¢ 42.9% y
40%
20%
074

Overall* NelelgNg Hispanic/ Black/African Asian/Pacific Lower-income Male 4+ ACEs score
language*™ Latinx*** American Islander* (< $45,000)**
* p £.05; Overall: X2(1)=5.63, p = .018; Spanish language: X?(1) = 5.89, p = .015; Asian/Pl: X2(1) = 3.87, p = .049 ** p £.01; Lower-income: X%(1) = 8.29, 32

p =.004. *** p <.001; Latinx: X2(1) = 14.61, p = .000.



100%

80%

60%

0y

20%

0%

Percent who engage in this activity on
most days (4-7 days) of the week (N = 873)

O 4 107
74.1 /0

89.0%

®m Aware

= Not aware

Difference is significant: X2(1) = 5.60, p = .018.

100%

80%

60%

40%

20%

0%

Percent who engage in this activity
10 or more times per day (N = 860)

m Aware ® Not aware

58.1%

Range: 1-1000. Excludes one outlier (value = 1,000,000) and those
who do not talk with the child.

33



m Aware = Not aware

100% 94 1% 92.67852.3% 95-:0% 954% 97 39 933
89 0% 90.9%g8 9% 90.3%1.9% BITESTS 1 v 90.6% 6 90.4%
80%
60%
40%
20%
0%
Overall* NelelgNg Hispanic/Latinx Black/African Asian/Pacific  Lower-income Male** 4+ ACEs score
language American Islander (< $45,000)

** p <.01; Overall: X2(1) = 5.60, p = .018; Male: X2(1) = 7.47, p = .006. 34
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v Campaign awareness is significantly associated with encouraging others to engage in TRS behaviors.

During the last 12 months, have you asked or encouraged anyone else in the household to
do any of the following activities with this young child...?

m Aware = Not aware

. e : 73.7%
Tell stories without using books*** 55 5%
Sing songs or sing along to music*** 85.6%
: 93.5%
0% 20% 40% 60% 80% 100%

*** p <.001; Read stories: X2(1) = 16.99, p = .000; Tell stories without books: X?(1) = 27.95, p = .000; Sing or sing along to music: X2(1) = 13.99, p = .000. 35
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Have you talked by sharing observatiol
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v" During the COVID-19 pandemic, parents/caregivers generally engaged in more TRS behaviors, but exposure to the campaign
was associated with an increase in these behaviors compared to the period before the pandemic. This suggests TRS behaviors

= More M (SD)

Campaign exposure
level in the past 30 days m Less About the same
NGRS eXposre 7 A
(5+ fimos) 7% 34.2% 2.80 (1.39)
COMEIEPEECE - sas®

(0-4 times) 5.6% 39.9% 2.84 (1.43)
D 29 I 270 (1.41)

100%

No exposure I9% 45.1%
20% 40% 60% 80%
37

are increasing with exposure to the campaign after the pandemic
v Same pattern of significant results for reading books, telling stories, describing activities around the home, and singing
Child Age*

0%
=13.00,p = .011.

*F =.542,df =2, ns.
Difference between exposure is significant: X2(4)
Nofte: Excludes children younger than 1 year old who would not have been around pre-COVID-19
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The purpose of this analysis is to control for multiple
potential explanations of TRS behaviors and

O  Campaign exposure level determine if campaign exposure is still a significant

predictor of these behaviors.

Independent Variables (Predictors)

Parent/caregiver age and gender

Child age and gender Dependent Variables (Outcomes)

Total number of children at home O Number of times/day read or look at picture books with
child (0 =1 time, 1 =2 or more times)

Has read books on parenting

P " | — O Number of days/week tell stories without books to child
e (0 = Fewer days (0-3), 1 = Most days (4-7))

FIGISIIEE! SUREY [EENes O During the past 12 months, has looked online for activities to

Race/ethnicity do with child (0 = No, 1 = Yes)

Education level

Income level

© O 0O 0O O O o o o o

Employment
—

Note: Additional models were tested, but only those that yielded significant results with campaign exposure are included in this section. 39
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Reads 2+ times

Tells stories most days

Looked online the past
12 months for information

per day (4-7) of the week about activities to do

Variables Levels Odds Ratio Odds Ratio Odds Ratio
Campaign Awareness No campaign exposure (REF) 1 1 1

Lower-level exposure (0-4 times) 1.23 1.02 1.48

Higher-level exposure (5+ times) 1.81%* 1.73** 1.83**
Parent/caregiver age Continuous (18-74 years old) 0.98* 0.99 0.97%*
Parent/caregiver gender Male (REF) v. Female 1.02 1.27 2.27%**
Child age 0-11 months (REF) 1 1 1

1 yearold 0.93 0.56** 0.94

2 years old 1.24 0.76 1.25

3 years old 1.06 0.61* 1.46

4 years old 0.81 0.53** 1.50

5 years old 1.00 1.07 1.64
Child gender Male (REF) v. Female 0.92 1.30 1.04
Number of children at home Continuous (1-7) 1.09 1.28%** 0.85
Has read books on parenting No (REF) v. Yes 1.48* 1.34 2.88
Has taken parenting classes No (REF) 1 1 1

Yes, not court mandated 1.03 1.13 0.87

Yes, court mandated 1.16 0.95 0.76

*p<.05 ** p<.01, *** p<.00l

Z0)
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Reads 2+ times Tells stories most days oEleEe onlln.e i pa.si
per day (4-7) of the week 12 months fc?r.lf\formahon
about activities to do
Variables Levels Odds Ratio Odds Ratio Odds Ratio
Survey language English (REF) v. Spanish 0.80 1.07 0.73
Race/ethnicity White (REF) 1 1 1
Hispanic/Latinx 0.92 0.62* 1.08
Black/African American 2.25 0.90 2.13
Asian/Pacific Islander 1.40 0.80 2.77**
Mixed Race or Other 1.36 0.93 1.19
Income $25,000 or less (REF) 1 1 1
$25,001-$45,000 1.35 0.64* 0.98
$45,001 to $65,000 0.78 0.59* 0.76
$65,001 to $75,000 0.89 0.89 0.60
Education Some high school or less (REF) 1 1 1
Completed high school, GED 1.15 0.51* 1.33
Some college or trade school 0.90 0.57 1.12
Associate's degree (2 years) 1.52 0.61 1.51
College degree (4 years) or more 0.65 0.61 1.44
Employment Full-time homemaker (REF) 1 1 1
Working full-time 1.38 1.29 0.93
Working part-time 0.67 1.34 0.70
Self-employed 1.41 1.04 1.04
Unemployed, student, disability, other 0.91 1.15 0X-Y4 4]

*p<.05 *p<.0l, **p< 00]



Independent Variables (Predictors)

O

© O 0O 0O O O o o o o

Campaign exposure level
Parent/caregiver age and gender
Child age and gender

Total number of children at home
Has read books on parenting

Has taken parenting classes
Preferred survey language
Race/ethnicity

Education level

Income level

Employment

/

Dependent Variables (Outcomes)

During the last 12 months, has asked or encouraged
others at home to... (0 =No, 1 = Yes)

Read or look at picture books with child

O

Tell stories without books to child

@)

Sing songs or sing along to music with child

@)

Talk to child

Note: Additional models were tested, but only those that yielded significant results with campaign exposure are included in this section. 42
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Read stories or look | Tell stories |Sing songs or sing .
. . . Talk to child
at picture books | without book | along to music

Variables Levels Odds Ratio Odds Ratio Odds Ratio Odds Ratio
Campaign Awareness No campaign exposure (REF) 1 1 1 1

Lower-level exposure (0-4 times) 1.73* 1.58** 1.63* 1.28

Higher-level exposure (5+ times) 3.05%*#* 3.09%** 2.73%%* 2.92**
Parent/caregiver age Continuous (18-74 years old) 0.99 0.98 0.99 0.97
Parent/caregiver gender Male (REF) v. Female (X 1.10 2.26*** (%
Child age 0-11 months (REF) 1 1 1 1

1 year old 0.85 1.00 1.25 0.81

2 years old 1.61 0.80 0.83 0.68

3 years old 0.99 0.78 1.02 0.69

4 years old 1.24 0.91 0.64 0.85

5 years old 0.82 1.31 0.48* 0.39
Child gender Male (REF) v. Female 0.85 1.03 1.10 1.13
Number of children at home Continuous (1-7) 1.35%* 1.37%** 1.27* 1.35
Has read books on parenting  No (REF) v. Yes 2.36*** 2.20*** 1.71** 2.40**
Has taken parenting classes No (REF) 1 1 1 1

Yes, not court mandated 0.99 0.96 0.96 0.75

Yes, court mandated 0.53 1.17 0.40 0.64

*P<.05 **p<.01, ***p<.001
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Read stories or look| Tell stories [Sing songs or sing .
. . . Talk to child
at picture books without book | along to music
Variables Levels Odds Ratio Odds Ratio Odds Ratio Odds Ratio
Survey language English (REF) v. Spanish 0.43* 0.94 0.58 0.67
Race/ethnicity White (REF) 1 1 1 1
Hispanic/Latinx 1.07 0.61* 1.44 1.22
Black/African American 2.13 1.01 0.93 0.85
Asian/Pacific Islander 0.87 0.78 0.89 0.97
Mixed Race or Other 2.19 0.71 1.87 1.60
Income $25,000 or less (REF) 1 1 1 1
$25,001-$45,000 1.27 0.97 1.02 1.06
$45,001 to $65,000 1.06 0.91 1.26 1.04
$65,001 to $75,000 0.90 0.93 1.35 0.92
Education Some high school or less (REF) 1 1 1 1
Completed high school, GED 0.69 0.69 0.89 0.53
Some college or trade school 0.91 0.86 1.89 1.62
Associate's degree (2 years) 0.76 0.68 0.73 0.56
College degree (4 years) or more 0.84 0.64 0.90 0.62
Employment Full-time homemaker (REF) 1 ] 1 1
Working full-time 2.13* 2.11%* 1.46 1.20
Working part-fime 1.01 1.57 1.16 0.65
Self-employed 2.35 2.94** 0.88 1.02
Unemployed, student, disability, other 1.04 1.23 0.87 0.68 44

*p<.05,** p< .01, ** p< .00l



Independent Variables (Predictors)

O
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Campaign exposure level
Parent/caregiver age and gender
Child age and gender

Total number of children at home
Has read books on parenting

Has taken parenting classes
Preferred survey language
Race/ethnicity

Education level

Income level

Employment

—

/

Jd 1o Campaigr

Dependent Variables (Outcomes)

Compared to the period before COVID-19, amount that has
done the following... (0 = Less or About the same, 1 = More)

O Tell stories without books to child
O Sing songs or sing along to music with child

O Talk to child by sharing observations

Note: Additional models were tested, but only those that yielded significant results with campaign exposure are included in this section. 45



Tell stories without

Sing songs or sing

Talk to them by

book along to music sharing observations

Variables Levels Odds Ratio Odds Ratio Odds Ratio
Campaign Awareness No campaign exposure (REF) 1 1 1

Lower-level exposure (0-4 times) 1.13 0.94 1.10

Higher-level exposure (5+ times) 1.84** 1.50* 1.56*
Parent/caregiver age Continuous (18-74 years old) 0.99 0.97* 0.98
Parent/caregiver gender Male (REF) v. Female 1.00 1.53* 1.04
Child age 1 year old (REF) 1 1 1

2 years old 1.18 1.45 1.60

3 years old 1.16 1.16 1.37

4 years old 1.29 1.06 1.30

5 years old 0.99 1.19 1.14
Child gender Male (REF) v. Female 0.80 1.20 1.01
Number of children at home Continuous (1-7) 1.00 1.00 1.12
Has read books on parenting No (REF) v. Yes 1.69** 1.39 1.45*
Has taken parenting classes No (REF) 1 1 1

Yes, not court mandated 1.06 0.96 1.05

Yes, court mandated 1.12 0.89 0.26**

p <.05,* p<.01,** p<.00]

Note: Excludes children younger than 1 year old who would not have been around pre-COVID-19.
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Tell stories without

Sing songs or sing

Talk to them by

book along to music sharing observations
Variables Levels Odds Ratio Odds Ratio Odds Ratio
Survey language English (REF) v. Spanish 0.93 0.99 0.85
Race/ethnicity White (REF) 1 1 1
Hispanic/Latinx 0.99 1.52 1.96**
Black/African American 1.22 1.08 1.04
Asian/Pacific Islander 0.92 1.44 1.31
Mixed Race or Other 1.08 1.39 1.05
Income $25,000 or less (REF) 1 1 1
$25,001-$45,000 0.55* 0.69 0.81
$45,001 to $65,000 (ORSY:! 1.30 0.91
$65,001 to $75,000 1.42 1.10 0.99
Education Some high school or less (REF) 1 1 1
Completed high school, GED 1.43 1.28 1.25
Some college or trade school 1.20 1.81 1.52
Associate's degree (2 years) () 1.38 1.01
College degree (4 years) or more 0.99 1.39 1.69
Employment Full-time homemaker (REF) 1 1 1
Working full-time 1.83* 1.57 1.44
Working part-time 1.16 2.06* 1.14
Self-employed 1.77 1.73 1.50
Unemployed, student, disability, other 1.31 1.55 1.15

*p<.05 **p<.01,** p<.001; Note: Excludes children younger than 1 year old who would not have been around pre-COVID-19.
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o Campaign awareness is high (70.7% with San Diego and 72.8% without San Diego).

» Across segments, except in San Diego and among Asian/Pacific Islander respondents,
awareness was even higher: Spanish language-dominant (81.1% awareness); residents with
ACEs score of 4 or more (77.6%); Hispanic/Latinx (75.3%); household income below $45,001
(72.3%); and male gender (72.0%).

o When asked about unaided awareness among those who recalled ads in the past 12
months about learning and development issues for babies and young children, the
vast majority of first and second mentions was "First 5 California"” (26.1%). Talk. Read.
Sing. was also mentioned often (8.8%).

o All three ads - two video ads and one radio ad — were highly rated on key dimensions
of effectiveness (importance of behavior and motivation) and prompted people to
engage in more TRS behaviors.
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S Importance and Atfitudes

o A maqjority know the importance of TRS behaviors, but those with more campaign
exposure are more likely to see the importance, suggesting that campaign
exposure reminds them of these TRS behaviors.

o A majority also agreed with TRS benefits, and those with more exposure to the
campaign were in greater agreement with these benefit statements.

o While most understand the importance of TRS with younger children/infants, there
are about 2 in 10 that need targeted messaging to help them understand the
importance of these behaviors and debunk false beliefs.

» Male and lower-income segments tend to have higher agreement with false beliefs
about TRS (e.g., “You should only read books to children when they are old enough to
understand them”).
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5ENAVIONS

o Talking to children is a ubiquitous behavior, with 90.5% reporting talking most days of
the week (ceiling effect). Reading, singing and telling stories without the use of books
throughout the week varied more across respondents.

o Talking to children multiple times per day is also a common behavior, with 71.3%
reporting this 4+ times/day. Reading, singing and telling stories without the use of books
throughout the day varied more across respondents.

o Telling stories without the use of books is a messaging opportunity, with only 38.4%
doing this most days of the week.
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S Behaviors

 (Bi-variate Analyses)

TRS Behavior

Campaign Impact

@)
Read stories or look 5
at picture books

@)
Tell stories without
the use of books ©
Sing songs or sing o

along to music

Overall, those aware of the campaign were more likely than those
not aware to read 2+ times/day.

The campaign had a positive impact among Spanish language-
dominant and lower-income residents and those who with 4+ ACEs
scores.

Overall, those aware of the campaign were more likely than those
not aware to tell stories on most days of the week.

The campaign had a positive impact on telling stories among
Spanish language-dominant, lower-income, Hispanic/Latinx, and
Asian/Pacific Islander residents.

The campaign had a positive impact on singing among Spanish
language-dominant residents.
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rs (Bi-variate Analyses)

o Campaign awareness is significantly associated with encouraging others to engage in
TRS behaviors.

o During the COVID-19 pandemic, parents/caregivers generally engaged in more TRS
behaviors, but exposure to the campaign was associated with an increase in these
behaviors compared to the period before the pandemic. This suggests that TRS
behaviors are increasing with exposure to the campaign after the pandemic.

» There were similar patterns of significant results for: reading books, telling stories, describing
activities around the home, talking by sharing observations, and singing.
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aviors (Binary Logistic Regression;

o When controlling for other explanatory variables and demographic
information, higher-level campaign exposure is a significant, strong
predictor of:

» Reading stories or looking at picture books 2+ times/day
» Telling stories without books most days of the week
» Looking online for information about activities to do with the child

» Asking or encouraging others at home to read to the child, tell stories to the
child, sing songs or sing along to music with the child, and talk to the child.

» Engaging in the following activities with the child more today, compared to the
period before the COVID-19 pandemic: telling stories without books, singing, and
talking by sharing observations.
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