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BACKGROUND & OBJECTIVES  

 

Background: 

The Office for the Advancement of Early Care and Education (OAECE) commissioned this report 

to identify the most effective marketing strategies for reaching parents and guardians of 

children from birth through age 12 in Los Angeles County. The study evaluates a range of 

communication channels and their success in engaging families, with the goal of helping local 

stakeholders better inform parents about early care and education (ECE) options. These 

findings will be shared publicly and made available to help guide evidence-based 

communications strategies across the field. 

¢ƘŜ h!9/9 ǎŜǊǾŜǎ ŀǎ ǘƘŜ ŀŘƳƛƴƛǎǘǊŀǘƻǊ ƻŦ [ƻǎ !ƴƎŜƭŜǎ /ƻǳƴǘȅΩǎ ǎǘŀǘŜ-mandated Local Planning 

Council. Locally known as the Child Care Planning Committee, it is comprised of 50 members 

representing diverse roles in the ECE field. This committee identified this study as a need 

because of the lack of current data on how families with young children consume media. 

Traditionally, outreach in the County has relied heavily on public service announcements 

(PSAs), a method that offers limited ways to track reach and impact. With the launch of several 

new initiatives that require educating families on complex ECE programs, OAECE saw the 

importance of grounding outreach strategies in robust, community-informed data. 

Through surveys and focus groups, the study explores how families prefer to receive 

information, what messaging resonates across different cultural groups, and where trust is 

placed. These insights will support the development of communication strategies that are 

accessible, relevant, and effective. The Child Care Planning Committee, along with community 

partners and stakeholders, will use these findings to inform outreach efforts that ensure 

families are better equipped to understand and access the ECE options available to them. 

Research Objective: 

¢ƘŜ ƪŜȅ ƻōƧŜŎǘƛǾŜ ƻŦ ǘƘƛǎ ǎǘǳŘȅ ƛǎ ǘƻ Ǝŀƛƴ ŀƴ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ǘŀǊƎŜǘ ŎƻƴǎǳƳŜǊǎΩ ǇǊŜŦŜǊŜƴŎŜǎ ŀǎ 

they relate to gathering and receiving information related to family, parenting, and community 

family resources.   

Methodology: 

The study consisted of both qualitative and quantitative research. Each method is described in 

the following section. 

  



 
 

 3 

Phase 1: Qualitative 

The qualitative phase consisted of three (3) online focus groups among parents and legal 

guardians of children under 12 years of age. One group was conducted with English-speaking, 

General Population residents of L.A. County (regardless of race/ethnicity), one with Mandarin-

speaking Chinese residents, and one with Spanish-speaking Hispanic residents. The 90-minute 

focus groups were conducted on June 9th and 10th using an online focus group platform, which 

allowed for client observers.  

All focus group respondents were recruited to meet the following criteria: 

¶ Reside in Los Angeles County (identified by zip code) 

¶ 18+ years of age 

¶ Serving as a parent or legal guardian of at least one child aged 12 or under 

¶ Fluent in the language in which the focus group was conducted and speaks that 

language at least half of the time at home 

Eight residents were recruited for each focus group. In the end, six residents participated in the 

English-speaking group, seven participated in the Mandarin-speaking group, and six in the 

Spanish-speaking group, for a total of 19 participants across all three sessions. The participants 

included a mix of genders, ages, and cities. The participants were recruited via qualitative 

research databases, and they were compensated for their participation. 

 

 

Phase 2: Quantitative 

The quantitative phase consisted of an online survey among n=1,000 respondents who were 

screened to be parents or legal guardians of children under 12 years of age and who reside 

within Los Angeles County (based on the ZIP code they entered). Survey respondents were 

sourced through traditional online panels, as well as outreach from community-based 

organizations. 

The survey was conducted from May 21 to June 15, 2025, and was offered in English, Spanish, 

and Mandarin. 

Table 1 provides a demographic profile of the survey respondents, including age, race/ethnicity, 

and reported household income. 
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Table 1. Sample Demographics 

  
Note that for the 

online survey, 

respondents were 

allowed to skip 

any questions they 

did not feel 

comfortable 

answering. As a 

result, base sizes 

vary across 

questions. 
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Survey Sample Profile 

The survey sample consisted of parents and guardians living in Los Angeles County, 

representing a diverse demographic profile. Most respondents were female (54%), and 

between the ages of 27 and 44 (72%).           
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EXECUTIVE SUMMARY 

 

The following distills findings from a mixed-methods study commissioned by the Office for the 

Advancement of Early Care and Education (OAECE). Three language-specific focus groups 

(English, Spanish, Mandarin) and a countywide online survey of 1,000 parents/guardians of 

children ages 0ς12 were conducted. The questions explored how Los Angeles County families 

discover, evaluate, and act on information about early care and education (ECE) and family 

resources. The results that surfaced shared priorities (safety, affordability, enrichment) 

alongside important differences by language, culture, and multigenerational decision-making. 

Together, the insights identify which messengers are trusted, which channels and formats work, 

and when families are most likely to engage. 

 The results suggest effective practice includes pairing broad-reach digital with high-trust local 

networks, delivering bilingual, authentic, detail-rich content, and designing for the whole 

family. The sections that follow summarize the evidence and its implications for the OAECE and 

related ECE partners. 

 

Activities and Engagement 

Parents consistently seek safe, 

affordable, and enriching activities 

that provide meaningful life 

experiences for their children. Parks, 

playgrounds, libraries, and school events are 

the most visited destinations, especially among 

Hispanic and White families. Hispanic parents 

frequently travel outside their neighborhoods 

to access safer recreation spaces. Many 

families, particularly Hispanic and Chinese 

households, prefer activities that are 

multigenerational and welcoming to 

grandparents. 

 

Parenting Values and Approaches 

Qualitative findings showed that 

General Population parents are 

shifting toward gentler, emotionally 

aware parenting, contrasting with their stricter 

upbringings. Hispanic parents reported blending 

traditional values such as discipline and respect 

with more practical, everyday choices and 

health-focused lifestyles. Chinese parents 

described maintaining moral frameworks while 

fostering independence and emotional 

development, with elders playing an influential 

role in decisions. 

 

Information Sources and Trust 

Survey and focus group results 

align in showing that word of 

mouth, schools, pediatricians, and 

local government are the most trusted sources 

of information. While social media and mass 

media have the widest reach, especially 

Facebook, Instagram, YouTube, and TikTok, 

their credibility is lower, making them better 

suited for broad awareness rather than detailed 

education. Qualitative participants emphasized 

cross-checking any online information with 

personal networks and established institutions. 
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Language and Cultural Considerations 

More than half of all families 

regularly speak languages other 

than English at home. Younger and 

Hispanic respondents were especially likely to 

consume media in both English and another 

language. Bilingual materials were seen as 

essential, not only for comprehension but to 

ensure inclusion of extended family decision-

makers. 

 

Preferred Communication Channels and 

Formats 

Across segments, short videos (under 

60 seconds) were the most engaging 

format, followed by detailed text 

posts and infographics. Parents consistently 

wanted information that is visual, clear, and 

practical, covering essential details such as date, 

location, cost, safety measures, and age range. 

Email newsletters, text messages, and social 

media posts were the most preferred channels 

to receive information, though printed flyers 

retained some relevance among Hispanic and 

African American parents. Chinese families 

expressed a preference for WeChat and 

RedNote as their primary communication 

platforms, valuing peer recommendations and 

familiar networks over trend-driven channels.  

 

Content Priorities and Information Needs 

The survey showed that nearly 80% of 

ǇŀǊŜƴǘǎ ǇǊƛƻǊƛǘƛȊŜ ŎƘƛƭŘǊŜƴΩǎ ƳŜƴǘŀƭ 

health, hygiene, and development 

milestones as their top information needs. 

Families also show strong interest in parenting 

advice, affordable activities, and practical tips 

such as budgeting, discipline, and school 

enrollment support. Real-life stories and 

testimonials are consistently valued as the most 

credible content type. 

 

Engagement Patterns 

The survey also revealed that most 

parents search online for parenting 

family resources or community 

services at least once a week, especially 

younger parents under 26, who are also more 

active on social platforms. Evenings and midday 

were the preferred times for consuming 

content. Men showed higher intent to attend 

local events and follow social media accounts 

compared to women. 

 

Overall Implications 

The findings underscore that ECE 

outreach must blend broad-reach 

digital channels with high-trust 

community partnerships. Messaging 

should be bilingual, visual, culturally respectful, 

and designed to support shared decision-

making within families. Schools, pediatricians, 

and local organizations remain essential 

credibility anchors. Content that is authentic, 

concise, and relevant to real-life experiences 

will be most effective in supporting early care 

and education engagement across Los Angeles 

/ƻǳƴǘȅΩǎ ŘƛǾerse communities. 



 
 

RECOMMENDATIONS 

 

Based on these findings, stakeholders should adopt a comprehensive communication strategy 

ǘƘŀǘ ƳŜŜǘǎ ǇŀǊŜƴǘǎΩ ƴŜŜŘs for trustworthy, culturally relevant, and accessible information about 

early care and education. 

 

1. Trusted local sources must be at the center of outreach efforts. While social media 

channels have the widest reach, parents consistently report that they verify information 

through schools, pediatricians, libraries, and word of mouth (family and friends). 

Community-based institutions should be leveraged as primary conduits for distributing 

materials and reinforcing credibility. This includes partnerships with schools, bilingual 

and culturally competent school staff, and pediatricians to deliver flyers, newsletters, 

and short videos. Libraries and recreation centers can serve as distribution points for 

event calendars and printed guides. For Chinese families in particular, trusted spaces 

such as Pasadena City College, Asian supermarkets, and Saturday Chinese language 

schools should be prioritized for outreach. 

 

2. Outreach should be culturally responsive and linguistically inclusive. Over half of families 

speak languages other than English at home, most commonly Spanish and Mandarin. All 

materials should be consistently bilingual, not only to support comprehension but to 

ǊŜǎǇŜŎǘ ŦŀƳƛƭƛŜǎΩ ŎǳƭǘǳǊŀƭ ƛŘŜƴǘƛǘƛŜǎ ŀƴŘ ƛƴŎƭǳŘŜ ŜȄǘŜƴŘŜŘ ŎŀǊŜƎƛǾŜǊǎΦ aŜǎǎŀƎƛƴƎ ǎƘƻǳƭŘ 

avoid feeling exclusively Western or dismissive of diverse cultural perspectives, instead 

highlighting real examples of how Hispanic and Chinese families successfully navigate 

cultural duality. When targeting Mandarin-speaking audiences, communications should 

be supported by endorsements from trusted experts, such as pediatricians, or by parent 

testimonials, and should avoid overly authoritative or one-size-fits-all tones. 

 

3. /ƻƴǘŜƴǘ ŦƻǊƳŀǘ ŀƴŘ ǘƻƴŜ ǎƘƻǳƭŘ ǊŜŦƭŜŎǘ ǇŀǊŜƴǘǎΩ ǎǘǊƻƴƎ ǇǊŜŦŜǊŜƴŎŜ ŦƻǊ ǾƛǎǳŀƭΣ ŎƻƴŎƛǎŜΣ 

and authentic information. Short videos of 30 to 60 seconds are especially effective, 

particularly when paired with photos of past events to set expectations. Flyers and 

social posts should clearly explain what the activity is, where and when it takes place, 

costs, safety measures, and the intended age range, all presented in plain language. 

Parents noted that materials should never appear AI-generated or excessively polished, 

which can undermine trust. Instead, authentic visuals and simple explanations are most 

effective. 
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4. Organizations should optimize content distribution by platform and format. For General 

Population and Hispanic families, Facebook groups, Instagram, and YouTube should be 

prioritized for short-form videos, how-to explainers, and event promotion. Local 

government websites can be used to corroborate information and provide additional 

details, while Google search should be optimized to improve bilingual discoverability. 

For Chinese parents, WeChat should be the primary channel for day-to-day 

recommendations and peer sharing, with RedNote used for broader awareness and 

trend content. Offline materials, such as flyers and brochures remain essential for 

reaching grandparents, and should be designed with ample detail to allow families to 

cross-reference and verify information. 

 

5. Organizations should design outreach to support shared decision-making, rather than 

targeting individual parents alone. In many households, especially among Chinese and 

Hispanic families, mothers, in-laws, and other relatives play significant roles in 

evaluating activities and services. Communications should be crafted to encourage 

family discussion, using inclusive language such as "your family" or "your caregivers," 

rather than assuming the nuclear parent is the sole decision-maker. 

 

6. Digital outreach should be tailored to audience segments and behavior. Younger parents 

under 26 are most receptive to interactive formats, short videos, and real-life stories. 

Men demonstrated higher intent to attend community events and engage with social 

media accounts, highlighting the need for content that appeals to fathers as well as 

mothers. Midday and evening hours are optimal times to share content, as parents are 

most likely to engage then. 

 

7. Finally, all messaging should emphasize safety, affordability, and enrichment, reflecting 

ǇŀǊŜƴǘǎΩ ŎƻƴŎŜǊƴǎ ŀōƻǳǘ ƴŜƛƎƘōƻǊƘƻƻŘ ǎŀŦŜǘȅ ŀƴŘ ǘƘŜƛǊ ŘŜǎƛǊŜ ǘƻ ǇǊƻǾƛŘŜ ŎƘƛƭŘǊŜƴ ǿƛǘƘ 

meaningful life experiences. Activities should be framed not just as opportunities to 

learn but as ways to build stronger family connections across generations. Outreach 

should avoid relying on influencers, celebrities, or highly branded campaigns, as parents 

indicated they prefer recommendations from trusted experts, such as pediatricians or 

testimonials from peers in their community. 
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DETAILED FINDINGS 

 

Parenting & Raising a Family  

Regardless of cultural background, participants report that they seek activities to keep their 

children busy and entertained, but also to provide them with experiences that shape them as 

they grow.  Common, age-appropriate activities these parents seek include anything that:  

keeps the children active, allows them to have fun, and appeals to their personal learning 

(organized sports, swimming/waterparks, playing in the park, arts and crafts, etc.).  

Survey results show in Table 2 that 63% of families visited a public park or playground in the 

past six months, making it the most frequent destination overall. Sports activities were also 

common, with 37% attending a sports practice or game, particularly among males and White 

parents. Libraries and local elementary school events remained relevant community 

touchpoints, visited by approximately one-third of families. 

 

Table 2. Most Frequently Visited Family Destinations in the Past 6 Months  

 

Question 15. In the past 6 months, which of the following destinations have you 

visited most frequently with your child/children? 
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Most parents in this study reported that they find ways to provide their children with new 

experiences and enjoy time together as a family through outings to special events and theme 

parks, like Disneyland. 

ά²Ŝ Řƻ ƘŀǾŜ 5ƛǎƴŜȅƭŀƴŘ ǇŀǎǎŜǎΣ ŀƴŘ ƛǘΩǎΣ ƭƛƪŜΣ 

her favorite ǇƭŀŎŜ ǘƻ ƎƻΦέ όIƛǎǇŀƴƛŎ Parent) 

άLΩŘ ƭƛƪŜ ǘƻ ǘŀƪŜ Ƴȅ ŘŀǳƎƘǘŜǊ ǘƻ 5ƛǎƴŜȅƭŀƴŘ 

ōŜŎŀǳǎŜ ǎƘŜΩǎ ƻōǎŜǎǎŜŘ ǿƛǘƘ ǇǊƛƴŎŜǎǎŜǎΦέ 

(Hispanic Parent) 

άL ǿŀƴǘ ǘƘŜƳ ǘƻ ƘŀǾŜ ŦǳƴΣ ƧǳƳǇΣ ƎŜǘ ǘƛǊŜŘΦέ 

(Hispanic Parent) 

άL ǘƘƛƴƪΣ ŀŦǘŜǊ ŀƭƭΣ ǘƘƛǎ ƛǎ ŀƴ ƛƴǘŜǊƴŀǘƛƻƴŀƭ 

metropolitan. So the level of activity is higher, 

such as the Disneyland is also there, and there 

are more complete facilities and variety of 

ŀŎǘƛǾƛǘƛŜǎΦέ ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

ά±ƛǎƛǘƛƴƎ ǇƭŀŎŜǎ ŦƻǊ ŦƻƻŘΣ ǘƻȅǎΣ ŀƴŘ ǎƘƻǇǇƛƴƎΣ ŀǎ 

ǿŜƭƭ ŀǎ ƴŀǘǳǊŀƭ ƭŀƴŘǎŎŀǇŜǎΦά ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

άLǘ ǿŀǎ ŀ ŎƻƳƳǳƴƛǘȅ ŜǾŜƴǘ ǿƘŜǊŜ ǘƘŜȅ ƎƛǾŜ ǘƘƛƴƎǎ ǘƻ ŎƘƛƭŘǊŜƴ ŀƴŘ ǘƘƛƴƎǎ ƭƛƪŜ ǘƘŀǘΦ Lϥƭƭ ǘŀƪŜ 

my son there so he can see other ŎƘƛƭŘǊŜƴ ŀǎ ǿŜƭƭ ŀƴŘ ǎŜŜ ǘƘŜ ǿŀȅ ǘƘŜ ŎƘƛƭŘǊŜƴ ōŜƘŀǾŜΦά 

(Hispanic Parent) 

Many parents described balancing fun with opportunities to teach life lessons about effort and 

responsibility: 

ά¢ƘŜȅ ŀƭƭ Ǝƻǘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘŀǘ ƴƻǘƘƛƴƎ ƛǎ Ƨǳǎǘ ƎƛǾŜƴ ǘƻ ǘƘŜƳΦ !ƴŘ ǘƘŜȅ ŀƭƭ ƪƴƻǿ ǘƘŀǘ 

ǿƛǘƘƻǳǘ ƘŀǊŘ ǿƻǊƪΣ ƛŦ ȅƻǳ ƭƛƪŜ ǎƻƳŜǘƘƛƴƎΣ ȅƻǳ Ǝƻǘ ǘƻ ŜŀǊƴ ƛǘ ƪƛƴŘ ƻŦ ǘƘƛƴƎΦέ όGeneral 

Population Parent) 

Regardless of cultural background, participants express a preference for activities that are 

affordable, if not free.  Hispanic and Chinese parents expressly seek activities that are 

appropriate for the entire family (including grandparents). 

άCƻǊ ǎƻƳŜ ƪƛŘǎΣ ǿŜ ŦƻǳƴŘ ŀŎǘƛǾƛǘƛŜǎ ǘƘŀǘ ŀǊŜ ǊŜŀƭƭȅ ŦǳƴΣ ŜǾŜƴ ǘƘƻǳƎƘ ǘƘŜȅ ŘƻƴΩǘ Ŏƻǎǘ 

ŀƴȅǘƘƛƴƎΦέ ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

άL ǳǎŜ ŦƻƻŘ ōŀƴƪǎΣ ŜǎǇŜŎƛŀƭƭȅ ƴƻǿ ǘƘŀǘ ǘƘŜ ƪƛŘǎ ŀǊŜ ƻƴ ǎǳƳƳŜǊ ōǊŜŀƪΦ {ƻ ƛǘϥǎ ŀƴ ŜŀǎȅΣ ƘŜŀƭǘƘȅ 

option. It saves money to get my groceries for free. And I find that out through word of 
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mouth also. Also, the YMCA is a good option for summer camps or if my daughter wants to 

Řƻ ǎǿƛƳƳƛƴƎ ƭŜǎǎƻƴǎΦέ όGeneral Population Parent) 

These findings highlight how parks, sports, and community events are central to family life, with 

variations by ethnicity and gender. As shown in Table 1. for example, Hispanic families reported 

higher park visits (68%), while African American/Black and Asian families showed somewhat 

lower participation in outdoor recreation. 

Both General Population and Hispanic participants lament that the neighborhoods of today lack 

the community feel and level of safety these parents may have grown up with.  For Hispanic 

participants, in particular, safety-related issues are the primary challenge to allowing their 

children to engage in outdoor activities in their own neighborhood ς the presence of homeless 

people who can be violent, speeding drivers, and exposure to individuals damaging public 

property.  

άΧ ȅƻǳ Řƻƴϥǘ ǊŜŀƭƭȅ ǎŜŜ ǘƘŀǘ ŀǎ ƳǳŎƘ ŀƴȅƳƻǊŜΣ ǿƘŜǊŜ ŀƭƭ ȅƻǳǊ ƴŜƛƎƘōƻǊǎ ƪƴƻǿ ŜŀŎƘ ƻǘƘŜǊ 

ŀƴŘ ƪƛƴŘ ƻŦ ǘŀƪŜ ŎŀǊŜ ƻŦ ŜŀŎƘ ƻǘƘŜǊ ǘȅǇŜ ƻŦ ǘƘƛƴƎΦέ όGeneral Population Parent) 

άΧ ǿƘŜǊŜ L ǳǎŜŘ ǘƻ ƭƛǾŜΣ ǿƘŜǊŜ L ǿŀǎ ǊŀƛǎŜŘΣ ǘƘŜǊŜ ǿŜǊŜƴϥǘ ǎǘǊŜŜǘǎ ƛƴ ŦǊƻƴǘ ƻŦ ǘƘŜ ƘƻǳǎŜǎΦ Lǘ 

was more just a walkway, and you could go out at any time of the day, and you're in a safe 

ǇƭŀŎŜΦ !ƴŘ L Ŏŀƴƴƻǘ ŀƭƭƻǿ Ƴȅ ŘŀǳƎƘǘŜǊ ǘƻ Řƻ ǘƘŀǘΦά όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

άLŦ ǘƘŜȅϥǊŜ ƴƻǘ ƎƻƛƴƎ ǘƻ ōŜ ǎŀŦŜΣ L Řƻƴϥǘ ǿŀƴǘ ǘƘŜƳ ǘƻ Ǝƻ ƻǳǘǎƛŘŜ ŀƴŘ ǇƭŀȅΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

With these challenges in their immediate 

communities, there is an interest in keeping 

children engaged in healthy, constructive, 

and culturally rich activities. For General 

Population participants, that means 

ŎƻƴƴŜŎǘƛƴƎ ǿƛǘƘ ƻǘƘŜǊ άŎƻƳƳǳƴƛǘƛŜǎέ ƻŦ 

similarly aged children and similar interests 

like their local school or organized, 

extracurricular sports activities. 

άL Řƻ ƘŀǾŜ ŀ ŎƻƳƳǳƴƛǘȅ ǿƛǘƘ ǎŎƘƻƻƭΣ ǿƛǘƘ Ƴȅ 

ŦǊƛŜƴŘǎΦ !ƴŘ LϥƳ ǊŜŀƭƭȅ ƛƴǾƻƭǾŜŘ ƛƴ ǘƘŜ t¢! Χ 

we're kind of our own little community of 

people - we see each other, we look out for   

ŜŀŎƘ ƻǘƘŜǊϥǎ ƪƛŘǎΦέ  όGeneral Population 

Parent) 
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For Hispanic participants, mitigating the challenges of their immediate communities means 

driving a distance to locations that are deemed safer. While inconvenient, these parents make 

the effort so that they can provide a safer environment for their children to enjoy even simple 

activities such as playing in a playground, riding their bikes, and playing outdoors. 

The survey findings further highlight the interest in seeking safe, enriching community options. 

Approximately 66% of parents report some likelihood of attending local events focused on 

parenting, family resources, and community services, with 31% saying they are very likely to 

participate. Parents aged 36ς44 are the most inclined to attend, while White parents express 

the highest enthusiasm overall. These findings indicate that organized local events can play an 

important role in providing families with trusted spaces to socialize, learn, and feel supported. 

 

Figure 1. Interest in Local Parenting and Community Service Events  

Question 11. How likely are you to attend local events focused on parenting,  

family resources, or community services? 

*Caution: Base size is small. 

 

General Population respondents speak about leaning towards gentle parenting over the 

discipline-focused way they grew up; they seek to be more understanding with their own 

children and keep lines of communication open. Those General Population participants with 

older children also note that with age comes wisdom ς they seek out more non-financial 
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parenting information and resources now that they are more stable and thoughtful about their 

parenting. Those who had their first children when they were very young say they walk a fine 

ƭƛƴŜ ōŜǘǿŜŜƴ ōŜƛƴƎ ǘƘŜƛǊ ŎƘƛƭŘΩǎ ŦǊƛŜƴŘ ŀƴŘ ǘƘŜƛǊ ǇŀǊŜƴǘΦ 

άL ƎǊŜǿ ǳǇ ŀƭǎƻ ǿƛǘƘ ǇŀǊŜƴǘǎ ǿƘƻ ŘƛŘƴϥǘ ƎŜƴǘƭŜ ǇŀǊŜƴǘ ŀǘ ŀƭƭΦ ¢ƘŜȅ ǿŜǊŜ ǾŜǊȅ ǎǘǊƛŎǘΣ ŀƭǿŀȅǎ 

ȅŜƭƭƛƴƎ ŀƴŘ ǎǘǳŦŦΦ !ƴŘ ǘƘŀǘϥǎ ǎƻƳŜǘƘƛƴƎ ǘƘŀǘ L ǘǊȅ Ƴȅ ōŜǎǘ ǘƻ ƴƻǘ Řƻ ǿƛǘƘ Ƴȅ ŎƘƛƭŘǊŜƴΦέ 

(General Population Parent) 

άL ƻōǾƛƻǳǎƭȅ ǘƻƻƪ ƛƴ ǘƘŜ ƎƻƻŘ ώŦǊƻƳ Ƴȅ ǇŀǊŜƴǘǎϐ ŀƴŘ ŀǇǇƭƛŜŘ ǘƘŀǘ ŀǎ ŀ ǇŀǊŜƴǘ ƴƻǿέΦ όGeneral 

Population Parent) 

άL ŦŜŜƭ ǘƘŀǘ Ƴȅ ŀƎŜ ƎǊƻǳǇΣ ǘƘŜ ƎŜƴŜǊŀǘƛƻƴΣ ǿŜϥǊŜ ŀƭƭ ŀōƻǳǘ ǘƘŜǊŀǇȅ ŀƴŘ ƘŜŀƭƛƴƎ ŀƴŘ ǘƘŜǎŜ 

types of things. And I find that in my parenting, I try to be very mindful of the traumas that I 

ŜȄǇŜǊƛŜƴŎŜŘ ŀƴŘ ǘǊȅ ƴƻǘ ǘƻ ǊŜǇŜŀǘ ǘƘƻǎŜΦέ όGeneral Population Parent) 

άL ǿŀǎ ǾŜǊȅ ƛƴǘŜƴǘƛƻƴŀƭ ǘƘŀǘ L ŘƛŘƴϥǘ ǿŀƴǘ ǘƻ ƳŀƪŜ ǎƛƳƛƭŀǊ ƳƛǎǘŀƪŜǎ ΧΦ L ŀƭǎƻ ǿŀǎ ŀ ǎƛƴƎƭŜ 

mother when I had my son. And so I was more conservative as a mother than I am now, 

probably. But I think that's because it was just me and 

because I didn't have a partner to kind of bounce ideas 

ƻŦŦ ƻŦ ǿƘŜƴ ƛǘ ŎŀƳŜ ǘƻ ǇŀǊŜƴǘƛƴƎΦέ όGeneral Population 

Parent) 

άL ǿŀƴǘ ƘŜǊ ǘƻ ōŜ ǎǳǇŜǊ ŎƻƳŦƻǊǘŀōƭŜ ǿƛǘƘ ƳŜ ōŜŎŀǳǎŜ 

that's something I never had with my parents; I kept 

everything to myself. So I just want to break that 

ƎŜƴŜǊŀǘƛƻƴŀƭ ŎǳǊǎŜ ǘƘŀǘ L ǿŜƴǘ ǘƘǊƻǳƎƘΦέ όGeneral 

Population Parent) 

For Hispanic parents in this study, their changing parenting practices as they age and mature 

range from instilling strong values and independence, to modifying food choices and health 

practices.  

One Hispanic participant spoke about maintaining a tradition of ensuring that Sundays are 

focused on family-time and creating special memories for the children, regardless of available 

resources.  

One Hispanic participant mentioned that being a cancer survivor has made her more aware of 

the healthy lifestyle she wants to follow to ensure her child stays safe. 

One Hispanic participant with adult children reflected on how she is more intentionally raising 

her youngest to be more independent than her older children. 

One other Hispanic participant spoke of continuing to instill the same values his parents did - 

discipline, education and hard work. 
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Many Chinese families live in multigenerational households and elders (especially 

grandparents) are highly influential in early childcare decisions.  Chinese participants tend to 

adopt a hybrid cultural framework to guide their parenting - upholding traditional Chinese 

moral values (e.g., structure and respect) but make intentional adjustments based on what they 

believe will best serve their child in the U.S. (e.g., creativity and confidence).  

Having grown up in rigid, reactive, and academically intense systems, Chinese participants now 

prioritize raising children who are emotionally mature, resilient, and morally grounded by 

fostering independence, critical thinking, and ethical reasoning. Younger parents often seek to 

honor their heritage while adapting to new norms.   

ά/ƘƛƴŜǎŜ ŜŘǳŎŀǘƛƻƴ ƛǎ ǘŜǎǘ-based; American is free-ǎǘȅƭŜΦ ²Ŝ ƴŜŜŘ ōƻǘƘΦέ ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

άLƴ /ƘƛƴŀΣ ǘŜŀŎƘŜǊǎ ŘƛŎǘŀǘŜτȅƻǳ ƻōŜȅΦ IŜǊŜΣ L ǘŜŀŎƘ Ƴȅ ŎƘƛƭŘ ǘƻ ŀǎƪ ǿƘȅΦέ ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ  

άDǊƻǿƛƴƎ ǳǇ ƛƴ /ƘƛƴŀΣ L ǎŀǿ Ƙƻǿ ŜŘǳŎŀǘƛƻƴ ŜƳǇƘŀǎƛȊŜŘ ƻōŜŘƛŜƴŎŜ ƻǾŜǊ ǉǳŜǎǘƛƻƴƛƴƎΦ bƻǿΣ L 

value independent thinking over academic recordsτbecause no one has all the answers, 

ŀƴŘ ǿŜ ŜŀŎƘ ōǊƛƴƎ ƻǳǊ ƻǿƴ ǇŜǊǎǇŜŎǘƛǾŜ ǘƻ ƭƛŦŜΦά ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

Just like with General Population and Hispanic parents in this study, first time and younger 

Chinese parent participants said they often require different guidance and reassurance 

compared to experienced parents. 

ά{ƻƳŜ ƻŦ ǘƘŜ ǘƘƛƴƎǎ Ƴŀȅ ŀǇǇƭȅ ǘƻ YƛŘ ! ōǳǘ Ƴŀȅ ƴƻǘ ŀǇǇƭȅ ǘƻ YƛŘ .Φ LϥƳ Ƨǳǎǘ ƭŜŀǊƴƛƴƎ ƻǊ 

ƳƻǾƛƴƎ ŦƻǊǿŀǊŘΦέ ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

 

Languages Spoken at Home 

Survey findings reveal that while English is the most common household language, bilingualism 

is widespread among families. Overall, 49% of respondents reported speaking only English at 

home, while 51% use another language regularly. Spanish is by far the most prevalent non-

English language, spoken in 37% of households overall and in 82% of Hispanic households. 

While survey data captured detailed information about languages spoken at home, this topic 

was not directly probed during the focus groups.  
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Table 3. Languages Respondent Speaks at Home 

 

Question 2. What language(s) do you personally speak at home? 

 

 

Language use varies significantly by ethnicity and age. White (67%) and African American/Black 

(76%) respondents are predominantly English-only speakers. In contrast, Asian families display 

greater linguistic diversity, with notable proportions speaking Mandarin, Cantonese, and other 

languages in addition to English. Younger parents (ages 18ς26) are more likely to report 

bilingual usage compared to older age groups. 
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Figure 2. Languages spoken at home  

 

Question 1: Which of the following best describes the language(s) that you and your 

family speak at home? 

 

 

This linguistic diversity extends to media consumption. While English remains the primary 

language for most respondents, only 20% of Hispanic parents consume media exclusively in 

English, with many using Spanish or both languages equally. Younger and Hispanic respondents 

are also significantly more likely to engage with content in languages other than English. 
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Figure 3. Media Consumption Language  

 

Question 3: Which of the following best describes the language in which you consume 

media? 

 

These findings highlight the need for culturally and linguistically inclusive outreach strategies 

that reflect the diverse language preferences within the community. 

 

Sources of Information 

Regardless of participant background, trusted community/neighborhood touchpoints for 

family-related information and/or activities are unwaveringly schools, libraries, and the city. 

ά²Ŝƭƭ-ŜǎǘŀōƭƛǎƘŜŘέ ǾŜƴǳŜǎ ŀǊŜ ǘǊǳǎǘŜŘ ƻǾŜǊ ǇƻǇ-up events, especially for General Population 

parents.   

This preference for established, credible sources is also reflected in survey results about where 

parents typically look for information and support. Social media and mass media are the most 

frequently used sources for parenting/community information, providing broad reach but 

moderate levels of trust. In contrast, word of mouth, parenting websites, and online forums are 

both widely used and highly trusted.  
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Pediatricians and schools remain among the most trusted information sources overall, despite 

lower frequency of use, underscoring their value as credible messengers. 

Government websites are moderately used and viewed as credible reference points, 

particularly for official information and resources. 

 

Figure 4.  Channels and Sources Used and Trusted   

 

Question 1A. Where do you typically look for information or answers when you have a 

general question about something?  

Question 2A. Where do you usually find information related to parenting, family 

resources, or community services?  

Question Q3A. When it comes to information related to parenting, family resources, 

or community services, which sources do you trust most? 

 

For Chinese participants, specifically, trusted community hubs like Saturday Chinese language 

schools, churches, and Pasadena City College serve as extensions of their parenting ecosystem ς 

they not only provide education for children but also informal social networks and parenting 

resources.  

ά²ƘŜƴ L ƎŜǘ ǇŀƳǇƘƭŜǘǎ ŀǘ ǎŎƘƻƻƭΣ L ŦŜŜƭ ǘƘŀǘ ǘƘŜȅϥǊŜ ƳƻǊŜ ǘǊǳǎǘǿƻǊǘƘȅ ōŜŎŀǳǎŜ ƛǘ ŎƻƳŜǎ ŦǊƻƳ 

ǘƘŜ ǎŎƘƻƻƭΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 
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άLŦ ƛǘϥǎ Ƴȅ ŘŀǳƎƘǘŜǊϥǎ ǎŎƘƻƻƭ ǿƘƻ ǎƘŀǊŜŘ ǎƻƳŜǘƘƛƴƎΣ ƻōǾƛƻǳǎƭȅ L ƭŜǘ ǘƘŜƳ ǘŀƪŜ ŎŀǊŜ ƻŦ Ƴȅ 

ŘŀǳƎƘǘŜǊ ŦƻǊ ŜƛƎƘǘ ƘƻǳǊǎ ŀ ŘŀȅΣ ǎƻ L ǘǊǳǎǘ ƛƴŦƻǊƳŀǘƛƻƴ ǘƘŀǘ L ǊŜŎŜƛǾŜ ŦǊƻƳ ǘƘŜƳΦέ όGeneral 

Population Parent) 

άΧ ŀǘ Ƴȅ ŘŀǳƎƘǘŜǊϥǎ ǎŎƘƻƻƭΣ ǘƘŜǊŜ ŀǊŜ ŀƭǿŀȅǎ ǇŀǊŜƴǘ ƳŜŜǘƛƴƎǎ Χ ǘƘŜȅϥǊŜ ŀƭǿŀȅǎ ƎƛǾƛƴƎ 

ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ ǿƘŀǘϥǎ ƎƻƛƴƎ ƻƴ ƛƴ ǘƘŜ ƴŜƛƎƘōƻǊƘƻƻŘΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

ά²Ŝ ƘŀǾŜ ǘƘŜ ǊŜŎ ŎŜƴǘŜǊǎ ƘŜǊŜ Χ ǘƘŜȅ Řƻ ǎǳƳƳŜǊ ŎŀƳǇǎΣ ōǳǘ ǘƘŜȅ ŀƭǎƻ Řƻ ǇŀǊŜƴǘ ŎƭŀǎǎŜǎ ΧΦ  

{ƻƳŜǘƛƳŜǎ ǘƘŜȅϥǊŜ ƘƻƭŘƛƴƎ ǎƻƳŜ ǎƻǊǘ ƻŦ ǎŜƳƛƴŀǊ ƻƴ ǎƻƳŜǘƘƛƴƎΦέ όGeneral Population Parent) 

άL ǘŀƭƪ ǘƻ ƻǘƘŜǊ ƳƻƳǎ ǘƘŀǘ ŀǊŜ ŀƭǎƻ Ƴȅ ŀƎŜΦ L ƘŀǾŜ ŀƭǎƻ ǎǇƻƪŜƴ ǘƻ Ƴȅ ŘŀǳƎƘǘŜǊϥǎ ǘŜŀŎƘŜǊ ƛŦ L 

ŜǾŜǊ ƴŜŜŘ ŀƴȅ ǘƛǇǎ ƻǊ ŀŘǾƛŎŜΦ ά όGeneral Population Parent) 

άΧ ǘƘŜ ƭƛōǊŀǊȅΣ ǘƘŀǘϥǎ ǿƘŜƴ ǘƘŜǊŜϥǎ ŀƭǿŀȅǎ ǇǊƻƎǊŀƳǎ ΧΦέ όGeneral Population Parent) 

άt// [Pasadena City College]ƛǎ ŘŜŦƛƴƛǘŜƭȅ ŀ ǇƭǳǎΦ  LΩƳ ƴƻǘ ǎǳǊŜ ƛŦ ƛǘΩǎ ŀǾŀƛƭŀōƭŜ ŜƭǎŜǿƘŜǊŜΣ ōǳǘ 

ƛǘΩǎ ŀ ƎǊŜŀǘΣ ŦǊŜŜ ǊŜǎƻǳǊŎŜ ƴŜŀǊ [!Φ άό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

ά²ŜƭƭΣ ǘƘŜ Ŏƛǘȅ ƻŦ /ŀǊǎƻƴ Χ ǘƘŜȅ ƘŀǾŜ ŀ ǘƻƴ ƻŦ Χ ŀŎǘƛǾƛǘƛŜǎ ŀƴŘ ǎǘǳŦŦ ŦƻǊ ƪƛŘǎΦ !ƴŘ ŜǾŜƴ ŦƻǊ ǘƘŜ 

ǇŀǊŜƴǘǎΣ ǘƘŜȅ ƻŦŦŜǊ ŀ ƭƻǘ ƻŦ ǘƘƛƴƎǎ ƭƛƪŜ ǘƘŀǘΦέ όGeneral Population Parent) 

άΧ ŀ ƭƻǘ ƻŦ ǘƛƳŜǎ ǿŜ ŦƛƴŘ ƻǳǘ ǎǘǳŦŦ ǘƘǊƻǳƎƘ ƘŜǊ ǎŎƘƻƻƭ ǘƻƻ ōŜŎŀǳǎŜ ǘƘŜ Ŏƛǘȅ ǿƛƭƭ ǎŜƴŘ ǎǘǳŦŦ ǘƻ 

ǘƘŜ ǎŎƘƻƻƭ ΧΦ Wǳǎǘ ƭƻƻƪƛƴƎ ǘƻ ǘƘŜ ǿŜōǎƛǘŜǎΣ ǘƘŜ Ŏƛǘȅ ǿŜōǎƛǘŜǎ ǘƻ ǎŜŜ ǿƘŀǘ ŀŎǘƛǾƛǘƛŜǎ ǘƘŜȅ ƘŀǾŜ 

ŦƻǊ ƪƛŘǎ ŎƻƳƛƴƎ ǳǇ ǘƻƻΦά όGeneral Population Parent) 

άΧ ƛŦ ƛǘϥǎ ŀ ǿŜƭƭ-established place and they're putting on an event, I would trust their content 

more than say a new event that's coming up or like these pop-up events that happen 

ƴƻǿŀŘŀȅǎΦά όGeneral Population Parent) 
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For all study participants, personal networks, such as pediatricians, fellow parents, and 

relatives, are unrivaled trusted sources. This is especially true of Chinese participants ς for 

them, trust is built via closed circles. What circulates in peer groups or family chats carries more 

weight than formal media.  

To summarize these patterns, Table 4 shows the most used and most trusted information 

sources by ethnic groups, as well as where high use does not always align with high trust. 

 

Table 4. Information Sources and Trust: Where Parents Seek and Trust Information About 

General Topics, Parenting, Family Resources, and Community Services 

 

Survey data shows that while social media is among the most widely used sources for parenting 

and family information, it is not the most trusted. Figure 5 illustrates how different sources 

compare in both usage and trust. 

Social media and mass media have the widest reach among parents; however, their trust levels 

are lower compared to other channels. In contrast, word of mouth, parenting websites, and 

online parenting forums combine high usage with high trust, making them ideal platforms for 

core outreach and education messaging.  
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Pediatricians and Schools are smaller in reach 

but have strong trust, can be used as channels to 

build credibility. Government Websites are used 

less frequently and perceived as reasonably 

trustworthy. These can serve as supplementary 

channels, especially for official information. 

 

Figure 5. 2X2 Matrix of Use and Trust 

 

Question 1A. Where do you typically look for information or answers when you have a 

general question about something?  

Question 2A. Where do you usually find information related to parenting, family 

resources, or community services?  

Question Q3A. When it comes to information related to parenting, family resources, 

or community services, which sources do you trust most? 
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¢ƘŜǎŜ ǉǳŀƴǘƛǘŀǘƛǾŜ ǇŀǘǘŜǊƴǎ ŀǊŜ ŜŎƘƻŜŘ ƛƴ ǇŀǊŜƴǘǎΩ ƻǿƴ ǿƻǊŘǎΣ ŀǎ Ƴŀƴȅ ŘŜǎŎǊƛōŜŘ ǘƘŜ ŜǎǎŜƴǘƛŀƭ 

role that friends and family play in guiding their parenting decisions and validating information 

they encounter elsewhere. 

άL ŀǎƪ ŦǊƛŜƴŘǎΣ ŦŀƳƛƭƛŜǎ ǿƘƻ ƘŀǾŜ ƎƻƴŜΦέόIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

άaȅ ƻƴƭƛƴŜ ŀƴŘ ƻŦŦƭƛƴŜ ǊŜǎƻǳǊŎŜǎ ŎƻƳŜ ŦǊƻƳ Ƴȅ Ŏƻǳǎƛƴϥǎ ǎƛǎǘŜǊ ŀǘ ƘƻƳŜ ǿƘƻ ƘŀǾŜ ƻƭŘŜǊ ƪƛŘǎ 

ǘƘŀƴ ƳƛƴŜΦέ ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

άL ǊŜƭȅ ƻƴ ŀ ƭƻǘ ƻŦ ǇŜƻǇƭŜ ǿƛǘƘ ƳŀȅōŜ ƳƻǊŜ ƭƛŦŜ ŜȄǇŜǊƛŜƴŎŜ ǘƘǊƻǳƎƘ ǇŀǊŜƴǘƛƴƎ ǘƘŀǘϥǎ ŀƘŜŀŘ ƻŦ 

ǿƘŜǊŜ LϥƳ ŀǘ Χ ǿƘŜǘƘŜǊ ƛǘϥǎ ǘƘǊƻǳƎƘ Ƴȅ ƳƻƳ ƻǊ ŦŀƳƛƭȅ ŀƴŘ ŦǊƛŜƴŘǎΦέ όGeneral Population 

Parent) 

άL ǊŜƭȅ ŀ ƭƻǘ ƻƴ ǘƘǊƻǳƎƘ ƭƛŦŜ ŜȄǇŜǊƛŜƴŎŜǎΣ ǘƘǊƻǳƎƘ ǘƘŜ ŦǊƛŜƴŘǎƘƛǇǎ ŀƴŘ ǘƘŜ ƎƻƻŘ ŦǊƛŜƴŘǎ ǘƘŀǘ 

LϥǾŜ ƘŀŘ ΧΦ ¢ƘŜȅΩǊŜ Ƨǳǎǘ ǎƻ ŦŀǊ ŀƘŜŀŘ ƻŦ ƳŜ ŀƴŘ ǘƘŜȅΩǾŜ ŀƭǊŜŀŘȅ ŜȄǇŜǊƛŜƴŎŜŘ ƛǘΦ ά όGeneral 

Population Parent) 

ά! ƭƻǘ ƻŦ ǘƘŀǘϥǎ ŀŎǘǳŀƭƭȅ ōŀǎŜŘ ǘƘǊƻǳƎƘ ǿƻǊŘ ƻŦ ƳƻǳǘƘ Χ ǇŀǊŜƴǘǎ ǘƘŀǘ ǿŜ ƳŜŜǘ ǘƘǊƻǳƎƘ ǘƘŜ 

schools. So through mingling and through new friendships, just word gets out and kind of 

ǊŜƭȅ ƻƴ ŜŀŎƘ ƻǘƘŜǊΦέ όGeneral Population Parent) 

άΧ ŀ ƭƻǘ ƻŦ ƻǳǊ ƪƛŘǎ Ǝƻ ǘƻ ǘƘŜ ǎŀƳŜ ōŀǎŜōŀƭƭΣ ǎƻŎŎŜǊ ǘƘƛƴƎǎΣ ƻǊ ǘƘŜŀǘŜǊ ǘƘƛƴƎΣ ǎƻ ƛǘϥǎ ǘƘŀǘ ƪƛƴŘ 

ƻŦ ŀ ŎƻƳƳǳƴƛǘȅ Χ ǘƘƻǎŜ ŀǊŜ ǘƘŜ ǇŜƻǇƭŜΣ ǘƻƻΣ ǘƘŀǘ Lϥƭƭ ŀǎƪ ŦƻǊ ǊŜǎƻǳǊŎŜǎ ƻƴ ŘƛŦŦŜǊŜƴǘ ǘƘƛƴƎǎ ƻǊ 

ŀŘǾƛŎŜ ΧΦέ όGeneral Population Parent) 

άΧ Ƴƻǎǘ ƻŦ ǘƘŜ ǎǘǳŦŦ ǘƘŀǘϥǎ ōŜŜƴ ǘǊǳǎǘǿƻǊǘƘȅ ǘƘŀǘ Ƙŀǎƴϥǘ ǎǘƛǊǊŜŘ ƳŜ ǿǊƻƴƎ Ƙŀǎ ōŜŜƴ ƻǳǊ 

ǊŜƎƛƻƴŀƭ ŎŜƴǘŜǊΣ ƻǳǊ ǎŎƘƻƻƭǎΣ ǿƻǊŘ ƻŦ ƳƻǳǘƘ ǘƘǊƻǳƎƘ ƻǳǊ ŦǊƛŜƴŘǎΦά όGeneral Population 

Parent) 

άaȅ ƳƻƳΣ ŀ ƭƻƴƎǘƛƳŜ ŜŘǳŎŀǘƻǊ ŀƴŘ ŦƻǊƳŜǊ ǎŎƘƻƻƭ ǇǊŜǎƛŘŜƴǘΣ ƻŦǘŜƴ ƎƛǾŜǎ ƳŜ ŀŘǾƛŎŜΦά 

(Chinese Parent) 

This is consistent with survey data showing that parents place the greatest trust in personal 

networks followed by local community organizations and government sources. 
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Figure 6. Trust in Information Sources About Parenting and Family  

 

Question 4: How much do you trust each of the sources listed when it comes to 

information about parenting, family resources, or community services?  

 

 

Friends and family are the most trusted source, with 76% of respondents expressing high trust. 

Trust in information sources varies widely, with local community organizations (66%) and 

government sources (61%) earning significantly higher credibility than social media influencers 

(43%). 

When it comes to government communications about parenting resources and activities, the 

local government level is deemed more useful and trustworthy over state or federal. It is 

important to note that while qualitative findings highlighted clear distinctions between trust in 

local versus state or federal government sources, the quantitative survey measured trust in 

άƎƻǾŜǊƴƳŜƴǘ ǎƻǳǊŎŜǎέ ŀǎ ŀ ǎƛƴƎƭŜ ŎŀǘŜƎƻǊȅ ǿƛǘƘƻǳǘ ŘƛŦŦŜǊŜƴǘƛŀǘƛƴƎ ōȅ ƭŜǾŜƭΦ 
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ά¢ƘŜ /ƛǘȅ ƻŦ /ŀǊǎƻƴ ŀƴŘ /ƛǘȅ ƻŦ DŀǊŘŜƴŀ ς I 

ǿƛƭƭ ƭƻƻƪ ǘƻ ǘƘƻǎŜ Χ ǿŜōǎƛǘŜǎ ǘƻ ǎŜŜ ǿƘŀǘ 

activities they have that our daughter 

ƳƛƎƘǘ ƭƛƪŜ ǘƻ ǇŀǊǘƛŎƛǇŀǘŜ ƛƴΦέ όGeneral 

Population Parent) 

άLŦ ƛǘϥǎ ǎƻƳŜǘƘƛƴƎ LϥƳ ǳƴŦŀƳƛƭƛŀǊ ǿƛǘƘΣ L ǿƛƭƭ 

go to my city webpage. That's something 

LϥƳ ŦŀƳƛƭƛŀǊ ǿƛǘƘΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

άΧ ǘƘŜ ǿŜōǎƛǘŜ ƻŦ ǘƘŜ Ŏƛǘȅ Ƙŀǎ ǎǇŜŎƛŀƭ 

events that are occurring during the entire 

ȅŜŀǊΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

άLϥƭƭ ƭƻƻƪ ǎǘǳŦŦ ǳǇ ƻƴ ŀ Ŏƛǘȅϥǎ ǿŜōǎƛǘŜΦ L ŦŜŜƭ 

like that can be trusted because it's coming 

right from the source. It's not third-party-

ǎƘŀǊŜŘ ΧΦέ όGeneral Population Parent) 

άΧ ƛŦ ƛǘϥǎ ƴƻǘ ƭŜƎƛǘ ƛƴ ȅƻǳǊ ƻǿƴ ŎƛǘȅΣ ȅƻǳ Ŏŀƴ ǇǊƻǾŜ ǘƘŀǘ ǇǊŜǘǘȅ ǉǳƛŎƪΦ ²ƘŜǊŜ ƛŦ ȅƻǳϥǊŜ ƭƻƻƪƛƴƎ 

at a state level or anything bigger than that, it's not as accessible in person to see if it's 

ǘǊǳǎǘŜŘ ƻǊ ƴƻǘΦά όGeneral Population Parent) 

 

Social Media and Preferred Format 

Social media is a primary and frequently used source of information for children and family 

activities. It seems like parents in this study are not actively looking for this type of information 

but rather encountering it in their feeds.   

Social Media pages followed by General Population and Hispanic participants include: 

¶ City pages 

¶ Neighborhood pages 

¶ aƻƳǎΩ ƎǊƻǳǇǎ 

¶ Schools, community centers, park districts  

άL ǘƘƛƴƪ ǊƛƎƘǘ ƴƻǿ ŜǾŜǊȅǘƘƛƴƎ ƛǎ ōŀǎŜŘ ƻƴ ǎƻŎƛŀƭ ƳŜŘƛŀ ǘƘŜǎŜ Řŀȅǎ ōŜŎŀǳǎŜ ǘƘŀǘϥǎ ǿƘŀǘ 

everyone has on their phone. Since you wake up in the morning till you go to sleep at night, 

ŜǾŜǊȅƻƴŜ Ƙŀǎ ǘƘŜƛǊ ǇƘƻƴŜ ǿƛǘƘ ǘƘŜƳΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

άL ŦŜŜƭ ƭƛƪŜ ǎƻŎƛŀƭ ƳŜŘƛŀ ƪƛƴŘ ƻŦ ǇǊƻǾƛŘŜǎ ǘƘƻǎŜ ǘƘƛƴƎǎ ǎƻƳŜǘƛƳŜǎ ƛŦ L ŘƛŘ ƴŜŜŘ ƛǘ ƻǊ Ƨǳǎǘ ǘƻ ƪƛƴŘ 

ƻŦ ŎƻƳǇŀǊŜ ƻǊ ǊŜƭŀǘŜ ǘƻ ƻǘƘŜǊ ǇŀǊŜƴǘǎΦέ όGeneral Population Parent) 
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For the General Population and Hispanic parent groups in this study, Facebook, Instagram, and 

TikTok are the social media platforms mentioned most often as sources of information.  

Survey data further illustrate which platforms parents most prefer for staying informed, 

highlighting the continued importance of Facebook and Instagram, as well as the growing role 

of TikTok among some age groups. 

 

Table 5. Social Media Channels Parents Use to Access Parenting and Community Content 

From respondents who prefer to receive info via online/social media: 

 

Question 7: Through which social media platform would you prefer to receive 

information about parenting, family resources, or community services? 

*Caution: Base size is small. 

 

While these sources are commonly used, their credibility varies depending on who posts the 

information.  

Local government pages and known sources, such as groups within their personal networks 

όŜΦƎΦΣ ƭƻŎŀƭ ƳƻǘƘŜǊǎΩ ƎǊƻǳǇǎύΣ ŀǊŜ deemed much more credible than other advertisers. Many 

parent participants in the General Population and Hispanic groups say they often search other 

online sources (like Google, Yelp, Trustpilot) to verify information and decide whether to take 

the advertised business or activity seriously. 

άL ǿƻǳƭŘ Ŧƻƭƭƻǿ ǘƘŜ !ƭƘŀƳōǊŀ CŀŎŜōƻƻƪ ƎǊƻǳǇΦ !ƴŘ ŜǾŜǊȅ ǘƛƳŜ ǘƘŜȅ ƘŀŘ ŜǾŜƴǘǎ ƻǊ ŀƴȅǘƘƛƴƎ 

that was family-related, they would always post it there, and I would usually get it there. 

¢ƘŜ Ǉŀǎǘ ǘǿƻ ȅŜŀǊǎΣ L ǿŀǎ ƛƴ 9ƭ {ŜǊŜƴƻ Χ ǘƘŜƛǊ CŀŎŜōƻƻƪ ǇŀƎŜ ŀƴŘ ǘƘŜƛǊ Lƴǎǘŀgram page, 

they're very good at posting family events or just things that are going around in the 

ŎƻƳƳǳƴƛǘȅΦ Χ L ǊŜƭȅ ƻƴ ǘƘŜƳ ŀ ƭƻǘ ŦƻǊ ŜǾŜƴǘǎ ŀƴŘ ŦŀƳƛƭȅ ǊŜǎƻǳǊŎŜǎΦέ όGeneral Population 

Parent) 
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άaȅ ǿƛŦŜϥǎ ŀ ǇŀǊǘ ƻŦ ǘƘŜ tŀǎŀŘŜƴŀ ƳƻƳǎ ƎǊƻǳǇΣ ŀƴŘ ŀƴȅǘƛƳŜ ǎƘŜ Ƙŀǎ ŀƴȅ ǉǳŜǎǘƛƻƴǎΣ ǎƘŜ Ŏŀƴ 

Ǝƻ ƻƴ ǘƘŜǊŜΦέ όGeneral Population Parent) 

ά¢ƘŜǊŜϥǎ LƴǎǘŀƎǊŀƳΣ ¢ƛƪ¢ƻƪΦ Lǘϥǎ ƴƻǘ ƴŜŎŜǎǎŀǊƛƭȅ ǇŜƻǇƭŜΦ Lǘϥǎ ƎǊƻǳǇǎΦ  Χ  ¢ƘŜ Ŏƛǘȅ Χ ǿƘŜǊŜ L ƭƛǾŜ 

Χ ȅƻǳ Ŏŀƴ ŦƛƴŘ ǘƘŜǎŜ ǇƭŀŎŜǎ ƛƴ ǘƘŜ Ŏƛǘȅ ǿƘŜǊŜ ȅƻǳ ƭƛǾŜΣ ŀƴŘ ǘƘŜȅ ƎƛǾŜ ȅƻǳ ǎǳƎƎŜǎǘƛƻƴǎΣ 

ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎΣ ǘƘƛƴƎǎ ƭƛƪŜ ǘƘŀǘΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

άL Ŧƻƭƭƻǿ ŀ ǇŀƎŜ ƻƴ LƴǎǘŀƎǊŀƳ Χ ǘƘŜȅ Ǉƻǎǘ ŦƭȅŜǊǎ ƻŦ Χ ŀŎǘƛǾƛǘƛŜǎ ƎƻƛƴƎ ƻƴ ǘƘŀǘ ȅƻǳ ŎƻǳƭŘ Řƻ 

ǿƛǘƘ ȅƻǳǊ ŎƘƛƭŘΦ {ƻ L ǳǎŜ ǘƘŀǘΣ ōǳǘ Χ L Řƻƴϥǘ ǘǊǳǎǘ ƛǘ ǊƛƎƘǘ ŀǿŀȅΦ L ƭƻǾŜ ǘƻ Řƻ Ƴȅ ǊŜǎŜŀǊŎƘ ōŜŦƻǊŜ 

I do anything.  I Google the events or whatever it is, and I make sure they have their own 

website to see if it's actually a legitimate flyer, and then I go from there. If it looks like, 

ϦhƪŀȅΣ ƛǘϥǎ ŦǊƻƳ ǘƘŜ /ƛǘȅ ƻŦ [ƻǎ !ƴƎŜƭŜǎΣ tŀǊƪǎ ŀƴŘ wŜŎǎΣ ƻǊ ŜǘŎΦ L ǘǊǳǎǘ ǘƘŀǘΦέ όGeneral 

Population Parent) 

άL Ǝƻ ƳƻǊŜ ƻƴ LƴǎǘŀƎǊŀƳ Ƨǳǎǘ ōŜŎŀǳǎŜ CŀŎŜōƻƻƪ - ǘƘŜǊŜϥǎ Ƨǳǎǘ ǎƻ ƳǳŎƘ ŦŀƪŜ ǾƛŘŜƻΦέ όGeneral 

Population Parent) 

άLϥŘ ǎŀȅ LƴǎǘŀƎǊŀƳΦ ¢ƘŜǊŜΣ L Ŧƻƭƭƻǿ ŀ ƭƻǘ ƻŦ ŎƻƳƳǳƴƛǘȅ ǇŀƎŜǎΣ ŀƴŘ ǘƘŜƴ ȅƻǳ ǎŜŜ ŜǾŜǊȅǘƘƛƴƎ 

ǘƘŀǘϥǎ ƎƻƛƴƎ ƻƴ ŀǊƻǳƴŘ ȅƻǳΦ !ƴŘ ǘƘŜƴ ŀ ƭƻǘ ƻŦ ŜǾŜƴǘǎ ǇƻǇ ǳǇ ōŀǎƛŎŀƭƭȅ ƻƴ ŀ ǿŜŜƪƭȅ ōŀǎƛǎΦέ 

(Hispanic Parent) 

άLϥƳ ŀƭǎƻ ƛƴ ŀ ƳƻƳǎϥ ƎǊƻǳǇ ƻƴ CŀŎŜōƻƻƪΦ !ƴŘ ǘƘŜȅ ŀƭǎƻ ǳǇƭƻŀŘ ŘƛŦŦŜǊŜƴǘ ŜǾŜƴǘǎΦέ όIƛǎǇŀƴƛŎ 

Parent) 

άL ǊŜŎŜƴǘƭȅ ǳǎŜŘ ¢ƛƪ¢ƻƪΣ ŀƴŘ ǘƘŜǊŜ ǿŀǎ ǎƻƳŜōƻŘȅ ǇǊƻƳƻǘƛƴƎ ŀƴ ŜǾŜƴǘ Χ ǘƘŜȅ ǎƘƻǿŜŘ ŀ 

Ǿƛǎǳŀƭ ƻŦ ǿƘŀǘ ǘƘŜȅ ŘƛŘ ƭŀǎǘ ȅŜŀǊΦ  Χ  LϥƳ ƎƭŀŘ ƛǘ ǿŀǎ ǇƻǎǘŜŘ ƻƴ ¢ƛƪ¢ƻƪ ōŜŎŀǳǎŜ L ǳǎŜ ¢ƛƪ¢ƻƪ ŀ 

ƭƻǘΦ {ƻ ƛǘ ǿŀǎ ŀƴ Ŝŀǎȅ ǿŀȅ ǘƻ ŦƛƴŘ ǘƘŀǘΦέ όGeneral Population Parent) 

άL ǘǊǳǎǘ CŀŎŜōƻƻƪ ƎǊƻǳǇǎ Χ ȅƻǳ ǎŜŜ ŦŀƳƛƭƛŀǊ ƴŀƳŜǎ ƻǾŜǊ ŀƴŘ ƻǾŜǊ ΧΦ  ŜǾŜƴ ǘƘƻǳƎƘ ǿŜϥǾŜ 

ƴŜǾŜǊ ǊŜŀƭƭȅ ƳŜǘ ƻǊ ŀƴȅǘƘƛƴƎΣ ƛǘϥǎ ƧǳǎǘΣ L ƎǳŜǎǎΣ ŀƴ ƛƴǘǳƛǘƛƻƴΦ ¸ƻǳ ƪƛƴŘ ƻŦ Ƨǳǎǘ ǘǊǳǎǘ ǘƘŜƳΦέ 

(General Population Parent) 

άWǳǎǘ ōŜŎŀǳǎŜ L ǎŜŜ ǎƻƳŜǘƘƛƴƎ ƻƴ ǎƻŎƛŀƭ ƳŜŘƛŀ ŘƻŜǎƴϥǘ ƳŜŀƴ L ǘǊǳǎǘ ƛǘ ƴŜŎŜǎǎŀǊƛƭȅΦ  L ƳƛƎƘǘ ǎŜŜ 

someone else posts about it and if that's not a person that I personally know myself, I might 

go check it on whatever website to see if the information that theȅ ǎƘŀǊŜŘ ƛǎ ŎƻǊǊŜŎǘΦά 

(General Population Parent) 

άL ǊŜŀŘ DƻƻƎƭŜ ŀƴŘ ¸ŜƭǇ ǊŜǾƛŜǿǎΣ ŀƴŘ ǿŜ ŀƭǎƻ ƭƛƪŜ ǘƻ ǊŜŀŘ ǿƘŀǘ ǇŜƻǇƭŜ ƘŀǾŜ ǘƻ ǎŀȅ ōŜŦƻǊŜ ǿŜ 

ƎƻΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 
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When it comes to Chinese participants, 

however, familiarity, credibility, and peer 

validation are key drivers of social media 

platform adoption.  Their use of Google 

and YouTube mirrors that of General 

Population and Hispanic parents in this 

study ς general searching, fact-checking, 

and longer-form video 

content/endorsements.  The popular use 

of two other social media platforms hinges 

on deeper cultural preferences than non-

Chinese parents in this study, however: 

¶ WeChat: Serves as a daily touchpoint for peer advice, shared parenting experiences, and 

even expert consultation via community groups.  It is not just a messaging app ς it 

functions as social media, a payment platform, file sharing, a news source, and 

parenting group hub.  WeChat is used almost exclusively by Chinese elders. 

¶ RedNote: Originally a product review app, this now serves as a social-lifestyle platform 

favored for visual inspiration and parenting trend discovery (parenting tips, family 

ƻǳǘƛƴƎǎΣ ŜŀǊƭȅ ŜŘǳŎŀǘƛƻƴ ǘǊŜƴŘǎΣ ŀƴŘ άƳƻƳŦƭǳŜƴŎŜǊέ ŎƻƴǘŜƴǘύ ς it is a hybrid between 

Pinterest and Instagram for Mandarin speakers. Younger parents prefer RedNote (along 

with YouTube and bilingual Google searches). 

General Population participants were particularly skeptical of influencers and bloggers, a view 

reflected in survey findings showing that only 43% of respondents trust them (see Figure 5). 

One parent mentioned an influencer she has followed consistently on Instagram because her 

life was relatable.  Only one parent said that some influencers can be trusted for informing 

followers about events and activities that they attended but are not promoting, per se.  A few 

Hispanic participants steer away from influencers, since ǘƘŜȅ Řƻ ƴƻǘ ǊŜǇǊŜǎŜƴǘ ǘƘŜ ǇŀǊŜƴǘǎΩ ƭƻŎŀƭ 

communities. On the flip side, some Chinese participants see expert bloggers as especially 

credible (over influencers). One credible YouTube blogger is Sunny Huang who shares insights 

on pregnancy, birth, lactation, and motherhood. 

ά²ƘŜƴ ƛǘϥǎ ŀ ŎŜƭŜōǊƛǘȅ-driven thing, it makes me think twice, even though it's supposed to be 

ǘƘŜ ƻǇǇƻǎƛǘŜΦά όGeneral Population Parent) 

άΧ ŀ ƭƻǘ ƻŦ ǘƛƳŜǎ L ǿƻƴϥǘ ǘǊǳǎǘ ŀ Ǉƻǎǘ ǘƘŀǘ L ǎŜŜ ƻƴ ǎƻŎƛŀƭ ƳŜŘƛŀ ǳƴǘƛƭ ŀŦǘŜǊ LϥǾŜ ƎƻƴŜ ŀƴŘ 

ƭƻƻƪŜŘ ŦƻǊ ƛǘ ǎŜǇŀǊŀǘŜƭȅ ŀƴŘ ƭƻƻƪŜŘ ƛƴǘƻ ǘƘŜ ƭŜƎƛǘƛƳŀŎȅ ΧΦ  L ŘƻƴΩǘ Ŧƻƭƭƻǿ ŎŜƭŜōǊƛǘƛŜǎ Χ L Ŧƻƭƭƻǿ 

ǇŜƻǇƭŜ L ƪƴƻǿΦέ  όGeneral Population Parent) 
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άL ƭƻǾŜ ¸ƻǳ¢ǳōŜΦ L ƭƻǾŜ ǿŀǘŎƘƛƴƎ ƛƴŦƭǳŜƴŎŜǊǎΣ ōǳǘ L ǿƻǳƭŘ ƴŜǾŜǊ ōǳȅ ŀƴȅ ƻŦ ǘƘŜƛǊ ǇǊƻŘǳŎǘǎ ƻǊ 

Ǝƻ ǘƻ ǘƘŜƛǊ ŜǾŜƴǘǎ ōŜŎŀǳǎŜ L ƪƴƻǿ ǘƘŜȅϥǊŜ Ƨǳǎǘ ŘƻƛƴƎ ƛǘ ŦƻǊ ǘƘŜ ƳƻƴŜȅΦέ όGeneral Population 

Parent) 

άL Ƨǳǎǘ ǿƻǳƭŘƴϥǘ ƴŜŎŜǎǎŀǊƛƭȅ ǘǊǳǎǘ ώ±ƭƻƎƎŜǊǎϐ ōŜŎŀǳǎŜ L ŦŜŜƭ ƭƛƪŜ ǘƘŜȅϥǊŜ ƎƻƛƴƎ ǘƻ ǇǊŜǎŜƴǘ ǘƘƛƴƎǎ 

ƛƴ ŀ ƭƛƎƘǘ ǘƘŀǘ ƻōǾƛƻǳǎƭȅ ƛǎ ǇƻǎƛǘƛǾŜΣ ƻǊ ǘƘŜȅϥǊŜ ƴƻǘ ƎƻƛƴƎ ǘƻ ƎƛǾŜ ŀ ƎŜƴǳƛƴŜ ǊŜǾƛŜǿ ΧΦέ 

(General Population Parent) 

άΧ ƛŦ ƛǘϥǎ ǊŜƭŀǘŀōƭŜ ǘƻ Ƴȅ ƭƛŦŜΣ ǘƻ Ƴȅ ǎƛǘǳŀǘƛƻƴΣ ǘƻ Ƴȅ ƴŜŜŘǎΣ ǘƘŜƴ Lϥƭƭ ŘŜŦƛƴƛǘŜƭȅ Ŧƻƭƭƻǿ ƛǘ ŀƴŘ 

ŎƻƴǘƛƴǳŜ ǘƻ Ŧƻƭƭƻǿ ƛǘΦέ όGeneral Population Parent) 

άL ŦƻƭƭƻǿŜŘ ǎƻƳŜ ƛƴŦƭǳŜƴŎŜǊǎ ǿƘŜǊŜ ǘƘŜȅ Ǝƻ ǎƻƳŜǿƘŜǊŜ ŀƴŘ ǘƘŜȅϥǊŜ ōŜƛƴƎ ǘǊŀƴǎǇŀǊŜƴǘ ŀōƻǳǘ 

how much they spent, how much the entrance fee was, how much how parking was there or 

just, like I said, as much information as they can give, not necessarily that they're trying to 

sell it to you, but they're just trying to inform you of everything that's going to be happening 

ƻǊ ōŜ ǘƘŜǊŜΦέ όGeneral Population Parent) 

ά¢ƘƛƴƎǎ ƛƴ Ƴȅ ŎƻƳƳǳƴƛǘȅ -  local events, that's how I decide whether or not I follow them. If 

it's going to be really far away (and I'm never going to go that far away) there's no reason to 

Ŧƻƭƭƻǿ ǘƘŀǘ ǿŜōǎƛǘŜ ƻǊ ǘƘŀǘ ƛƴŦƭǳŜƴŎŜǊΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ  

 

 

 



 
 

 30 

When asked about the type of advertising or communications that would catch their attention, 

the following characteristics were most frequently mentioned: 

 

¶ Videos under 30 seconds that quickly highlight key details (what, where, 

when, price, age) 

¶ YouTube videos for longer-form content with more detailed explanations 

and endorsements by like-minded people and other trusted voices 

¶ Posts on social media showing photos/videos of what to expect (like from a 

ǇǊŜǾƛƻǳǎ ȅŜŀǊΩǎ ŜǾŜƴǘύ 

¶ Flyers with photos and details, particularly if distributed through credible 

sources such as schools 

¶ Newsletters or monthly list of events about ƻƴŜΩǎ Ŏƛǘȅ ƻŦ ǊŜǎƛŘŜƴŎŜ ƻǊ ƭƻŎŀƭ 

neighborhood 

¶ Messaging in Spanish and Mandarin, particularly for culture-specific 

information/activities, or for non-English speaking family members who may 

be assisting with child-rearing 

¶ Straightforward, non-pressuring content, especially aimed at Chinese 

families who prefer messaging that doesn't feel AI-generated or salesy 

 

These preferences were also reflected in survey findings about the types of social media 

content parents engage with most often. Consistent with qualitative feedback, short videos, 

detailed posts, and visual content emerged as the most effective formats for capturing 

attention and driving engagement. Table 6 shows the specific content types that parents find 

most engaging when learning about parenting and community resources. Videos are the most 

engaging format, with over 75% of parents interacting with them, making video content a main 

communication tool. Detailed text posts and infographics are also highly valued, highlighting 

the importance of providing clear and informative content. 
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Table 6. Social Media Content Engagement Related to Parenting and Community Services. 

 

Question 5: What type of social media content do you most engage with when it 

comes to parenting, family resources, or community services? 

*Caution: Base size is small. 

 

Asian parents show a distinct preference for text-based content, with 88% engaging with 

detailed posts, significantly higher than any other group, indicating an opportunity to provide 

in-depth written resources.  

άL ǇǊŜŦŜǊ ŀ ǾŜǊȅ ǎƘƻǊǘ ŦƻǊƳŀǘΣ мр ǎŜŎƻƴŘǎΣ ŦƻǊ ŜȄŀƳǇƭŜΦ ¸ƻǳ Ŏŀƴ ǎŜŜ ǿƘŀǘϥǎ ōŜƛƴƎ ŘƻƴŜ ŀǘ ǘƘŜ 

ŜǾŜƴǘΦ Χ Lǘϥǎ ƴƻǘ рΣ мл ƳƛƴǳǘŜǎ ƛƴ ƻǊŘŜǊ ǘƻ ŎƻƴǾƛƴŎŜ ƳŜΦ !ƴŘ ǘƘŜƴ L ƭƻƻƪ ŦƻǊ ƳƻǊŜ ǾƛŘŜƻǎΣ 

people who have gone to this event and what they thought about the event, things like 

ǘƘŀǘΦά όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

ά{ƘƻǊǘ ŀƴŘ ǘƻ ǘƘŜ ǇƻƛƴǘΦ  [ŜǘΩǎ ǎŜŜ ƛŦ ǘƘŜȅ ƘŀǾŜ ǎƻƳŜǘƘƛƴƎ ƳƻǊŜ ŜȄǘŜƴǎƛǾŜ ƳŀȅōŜ ƻƴ ¸ƻǳ¢ǳōŜ 

ΧΦέ όGeneral Population Parent) 

άLŦ ǘƘŜ ǾƛŘŜƻ ƛǎƴϥǘ ǳǎŜŦǳƭ ƛƴ ǘƘŜ ŦƛǊǎǘ ол ǎŜŎƻƴŘǎΣ L ǎǘƻǇ ǿŀǘŎƘƛƴƎΦέ ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

άtƛŎǘǳǊŜǎ ŦǊƻƳ ƭŀǎǘ ȅŜŀǊ ƻǊ ǾƛŘŜƻǎ ŦǊƻƳ ƭŀǎǘ ȅŜŀǊ ƻŦ ǘƘŜ ŜǾŜƴǘΦέ όGeneral Population Parent) 

άL ŀƳ ŀ ōƛƎ Χ ¸ŜƭǇ ǳǎŜǊ ōŜŎŀǳǎŜ L ŀƭǿŀȅǎ ǿŀƴǘ ǘƻ ǎŜŜ ǇƛŎǘǳǊŜǎ ŦƛǊǎǘ Χ L ǿŀƴǘ ǘƻ ǎŜŜ ǿƘŀǘ LϥƳ 

expecting or even Google reviews ς ŀƴȅǘƘƛƴƎ ΧέΦ όGeneral Population Parent) 

ά¢ƘŜ ǇŀƳǇƘƭŜǘǎ ƛƴ ǘƘŜ Ƴŀƛƭ ǘƘŀǘ ŎƻƳŜ ŦǊƻƳ ǘƘŜ Ŏƛǘȅ Χ ƻƴŎŜ ŀ ƳƻƴǘƘ ΧΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 
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άΧ ŦƭȅŜǊǎ Χ ǾŜǊȅ ŘŜǘŀƛƭŜŘΣ ƭƛƪŜ ǿƘŜƴ ǘƘŜȅ ƭƛǎǘ Χ ŀƭƭ ǘƘŜ ŀŎǘƛǾƛǘƛŜǎ ǘƘŀǘ ǘƘŜȅϥƭƭ ƘŀǾŜ ŦƻǊ ǘƘŜ 

ŎƘƛƭŘǊŜƴΣ ƻǊ Ƨǳǎǘ ǊŜǎƻǳǊŎŜǎ ŦƻǊ ǇŀǊŜƴǘǎΦά όGeneral Population Parent) 

άΧ Ƴȅ ƻǿƴ ŎƻƳƳǳƴƛǘȅ Χ ǘƘŜȅϥǊŜ ǇǳǘǘƛƴƎ ƭƻŎŀǘƛƻƴǎ ŀƴŘ ǇƛŎǘǳǊŜǎ ŀƴŘ ǘƘƛƴƎǎ ǘƘŀǘ L ŀƳ ŦŀƳƛƭƛŀǊ 

ǿƛǘƘΣ ǊŀǘƘŜǊ ǘƘŀƴ ŀ ŘƛŦŦŜǊŜƴǘ ǇŀǊǘ ƻŦ [! ǘƘŀǘ LϥƳ ƴƻǘ ŦŀƳƛƭƛŀǊ ǿƛǘƘΦέ όGeneral Population 

Parent) 

άΧ ƻƴŎŜ ŀ ƳƻƴǘƘΣ ƘŀǾƛƴƎ ŀ ƭƛǎǘ ƻŦ ŀƭƭ ǘƘŜ ŀŎǘƛǾƛǘƛŜǎ ŦƻǊ ǘƘŜ ŜƴǘƛǊŜ ƳƻƴǘƘΣ ōŜŎŀǳǎŜ ȅƻǳ Ŏŀƴ Ǉƭŀƴ 

ȅƻǳǊ ƳƻƴǘƘ ǘƘŀǘ ǿŀȅ Χ ǿƘƛŎƘ ŀŎǘƛǾƛǘƛŜǎ ȅƻǳϥŘ ƭƛƪŜ ǘƻ ǘŀƪŜ ȅƻǳǊ ŎƘƛƭŘǊŜƴ ǘƻ ΧΦέ όIƛǎǇŀƴƛŎ 

Parent) 

άΧ ŀ ǿŜōǎƛǘŜ ōŀǎŜŘ ƻƴ ȅƻǳǊ ȊƛǇ ŎƻŘŜ - ȅƻǳ ŎƻǳƭŘ ǎŜŜ ŀƭƭ ǘƘŜ ŀŎǘƛǾƛǘƛŜǎ ƛƴ ȅƻǳǊ ȊƛǇ ŎƻŘŜΦέ 

(Hispanic Parent) 

άLϥŘ ƭƛƪŜ ǘƻ ǎŜŜ ƳƻǊŜ ŀōƻǳǘ IƛǎǇŀƴƛŎ ŎǳƭǘǳǊŜΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

ά!ǎ ƭƻƴƎ ŀǎ ǘƘŜ ŎƻƴǘŜƴǘ ƛǎƴΩǘ ŎƘŜŀǇȅ !L-ƎŜƴŜǊŀǘŜŘ ŀƴŘ Ƙŀǎ ƳŜŀƴƛƴƎŦǳƭ ǎǳōǎǘŀƴŎŜΣ ƛǘΩǎ ƎƻƻŘΦ  

Lǘ ǎƘƻǳƭŘƴΩǘ ōŜ ƴƻƴǎŜƴǎŜΣ ŜƳǇǘȅΣ ƻǊ ŦŀƭǎŜΦέ  ό/ƘƛƴŜǎŜ tŀǊŜƴǘύ 

 

In addition to content format, parents also shared their preferred communication channels for 

receiving information. Table 7 below shows that email newsletters, social media posts, and text 

messages are the most popular ways to stay informed about parenting and community 

resources. 

Email newsletters are the preferred communication channel, particularly among parents aged 

36ς44 and African American/Black respondents. Text messaging resonates most with younger 

parents aged 18ς26, with engagement declining significantly among older age groups. 

Community events, printed materials, and podcasts have limited appeal overall, though printed 

mail retains modest relevance among Hispanic and African American/Black parents. 
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Table 7. Preferred Channels for Receiving Parenting and Community Resource Information  

 

Question 6: If an organization wanted to send you information about parenting, 

family resources, or community services available in your community, 

how would you prefer to receive that information? 

 

 

Once parents have selected their preferred channels for receiving information, the next priority 

is the type of content they find most helpful. As shown below, real-life stories, step-by-step 

instructional videos, and quick tips are among the most valued. 

Real-life stories and testimonials are the most valued content overall, with exceptionally high 

appeal among African American/Black parents. Detailed step-by-step videos stand out as the 

preferred format for younger parents, highlighting an opportunity to engage this audience 

through instructional visual content. 
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Table 8.   Preferred Content for Parenting and Community Support 

 

Question 8: What kind of content do you find most helpful when it comes to 

parenting, family resources, or community services?  

 

Families want communications that help them determine if the event or activity is appropriate 

for their children and family.  They wish for the following type of information: 

¶ Dates, location, and price 

¶ A summary of the activity 

¶ Recommended age range  

¶ Safety measures that will be in place 

 

ά!ƴȅǘƘƛƴƎ ǘƘŀǘ Ƙŀǎ ǎƻ ƳǳŎƘ ƛƴŦƻǊƳŀǘƛƻƴΣ ŜǾŜǊȅǘƘƛƴƎΣ ǇŀǊƪƛƴƎΣ ǇǊƛŎŜǎΣ ŀŎǘƛǾƛǘƛŜǎΣ ǎƻƳŜǘƘƛƴƎ 

ǘƘŀǘ ǿƻǳƭŘ ƘŀǾŜ ŜǾŜǊȅ ŘŜǘŀƛƭ ǘƘŀǘ ȅƻǳ Ŏŀƴ ǘƘƛƴƪ ƻŦΦέ όGeneral Population Parent) 

άwƛƎƘǘ ƻŦŦ ǘƘŜ ōŀǘ ŦǊƻƳ ǘƘŜ ƎŜǘ-go, they tell you what it is, and then they show you what it's 

ŀōƻǳǘΦέόIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

ά!ǎ ŦŀǊ ŀǎ ǘƘŜ ǾƛŘŜƻǎ Χ ǿƘŀǘ ōǳǎƛƴŜǎǎ ƛǎ ƘƻǎǘƛƴƎ ǘƘŜ ŜǾŜƴǘΦ ¢ƘŜȅ Ŏŀƴ ǎƘƻǿ ȅƻǳ ƛŦ ƛǘϥǎ ŀ ȅŜŀǊƭȅ 

event. They can show you photos or videos of the previous years. They can give you prices, 

ǘƘŜ ƭƻŎŀǘƛƻƴΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 

 ά²ŜƭƭΣ ǇƭŀŎŜǎ ǘƘŀǘ ȅƻǳ Ŏŀƴ Ǝƻ ǿƛǘƘ ǘƘŜ ƎǊŀƴŘǇŀǊŜƴǘǎ ŀǎ ǿŜƭƭΣ ǇŜǘ ŦǊƛŜƴŘƭȅΣ ȅƻǳǊ ŘƻƎ Ŏŀƴ Ǝƻ 

ŀǎ ǿŜƭƭ ΧΦέ όIƛǎǇŀƴƛŎ tŀǊŜƴǘύ 
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Quantitative findings further illustrate which topics parents prioritize when searching for 

resources. Notably, these results are based on open-ended responses, where parents described 

in their own words the types of information they seek most often. As shown below, health and 

wellness, parenting guidance, and family resources emerged as the leading areas of interest.  

Health and wellness are the leading information needs for nearly 80% of parents, with strong 

interest among Asian and White households. Demand for family resource information shows 

important disparities, with higher interest among African American/Black respondents (74%) 

compared to significantly lower levels among Asian respondents (50%). 
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Table 9. Most Common Types of Information Sought by Families (Open-Ended) 

 

Question 13. What type of information do you seek most often for your family? (Open-

Ended).  

 

In addition to the open-ended responses, parents were also asked to rate their interest in 

accessing specific types of information. The results below highlight strong demand for 

ǊŜǎƻǳǊŎŜǎ ƻƴ ŎƘƛƭŘǊŜƴΩǎ ƳŜƴǘŀƭ ƘŜŀƭǘƘΣ ƘȅƎƛŜƴŜΣ ŀƴŘ ŀ ǾŀǊƛŜǘȅ ƻŦ ǇǊŀŎǘƛŎŀƭ ǘƻǇics. Children 

mental health and hygiene emerged as the most sought-after topics. Practical topics also 

generate strong engagement, as many respondents showed high interest in actionable 

resources like talking to kids, youth sports, guidance on discipline, tips on budgeting and saving 

money, and after-school program options. 

There is a moderate interest in social and enrichment activities, while still appealing to many, 

ǘƻǇƛŎǎ ƭƛƪŜ ŎƘƛƭŘǊŜƴΩǎ Ǉƭŀȅ ŘŀǘŜǎ ŀƴŘ ŦŀƳƛƭȅ-friendly restaurants ranked slightly lower than health 

and guidance topics.  
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Figure 7. Select the point of the scale to indicate your level of interest in having access to this 

type of information. 

 

Question 14: Select the point of the scale to indicate your level of interest in having 

access to this type of information. 

 

 

Usage Behavior 

Beyond the types of information parents seek, understanding how often they go online and the 

times of day they prefer to view content is essential for creating effective outreach plans. The 

chart below shows patterns of search frequency and the best times to engage a viewer. 

The survey data show that parents frequently search online for parenting and family 

information, with most doing so at least weekly. The figures below detail the frequency of 

online searches and preferred times of day to access this content. 
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Figure 8. Frequency of Online Searches for Parenting and Family Resources 

 

Question 9. How often do you search online for information about parenting, family 

resources, or community services? 

 

Respondents prefer to seek informational content during the evenings and midday. 

 

Figure 9. Time of the day to read or watch content 

Question 10. What is the best time of day for you to read or watch informational 

content related to parenting, family resources, or community services?   

 

END OF REPORT 
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Appendix т Select Tables and Figures with Additional Notation 

 

The tables and figures below include significance letters. These letters indicate a statistically significant 

difference at a 95% confidence level between the groups noted. This suggests the difference reflects a 

meaningful distinction rather than random chance in survey responses. 

 

 

Table 2. Most Frequently Visited Family Destinations in the Past 6 Months  

 

Question 15. In the past 6 months, which of the following destinations have you 

visited most frequently with your child/children? 
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Figure 1. Interest in Local Parenting and Community Service Events  

Question 11. How likely are you to attend local events focused on parenting, family resources, 

or community services? 

 

 

Table 3. Languages Respondent Speaks at Home 

Question 2. What language(s) do you personally speak at home? 
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Figure 2. Languages spoken at home  

Question 1: Which of the following best describes the language(s) that you and your 

family speak at home? 

 

 

Figure 3. Media Consumption Language  
Question 3: Which of the following best describes the language in which you consume 

media? 
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Table 5. Social Media Channels Parents Use to Access Parenting and Community Content 

From respondents who prefer to receive info via online/social media: 

Question 7: Through which social media platform would you prefer to receive 

information about parenting, family resources, or community services? 

*Caution: Base size is small. 

 

Table 6. Social Media Content Engagement Related to Parenting and Community Services. 

Question 5: What type of social media content do you most engage with when it 

comes to parenting, family resources, or community services? 

*Caution: Base size is small. 
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Table 7. Preferred Channels for Receiving Parenting and Community Resource Information  

Question 6: If an organization wanted to send you information about parenting, family 

resources, or community services available in your community, how would 

you prefer to receive that information? 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
Table 8.   Preferred Content for Parenting and Community Support 

Question 8: What kind of content do you find most helpful when it comes to 

parenting, family resources, or community services?  
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Table 9. Most Common Types of Information Sought by Families (Open-Ended) 

Question 13. What type of information do you seek most often for your family? (Open-

Ended).  

 

Figure 8. Frequency of Online Searches for Parenting and Family Resources 

Question 9. How often do you search online for information about parenting, family 

resources, or community services? 

 


