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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 &smaange 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) opiiase.

findings will be shared publicly and made available to lyeiiple evidencéased

communications strategies across the field.
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Council Locally known athe Child Care Planning Committeeiscomprised of 50 members
representing diverse roles in the ECE fields @mmittee identified this study as a need

because of the lack of current data on how famikgth 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 educatin@milies on complex ECE programs, OAECE saw the
importance of grounding outreach strategies in robust, commuimfgrmed 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 stratdupesite
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 EGanegvailable to them.

Research Objective:
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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.



Phase 1: Qualitative

The gqualitative 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 Epgladtmg,

General Population residentof L.A. Countyregardless of race/ethnicijy one with Mandarin
speakingChineseaesidents, and one with SpanisipeakingHispaniaesidents The 96minute

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:

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

1 18+ years of age

1 Serving asparent or legal guardian of at least one child aged 12 or under

1 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
Englishspeaking group, seven participated in the Mandap®eaking group, and six in the
Spaniskspeaking group, for a total of 19 participants acrossha#é sessionslhe participants
included a mix of genders, ages, and cities. The participants were recruited via qualitative
researchdatabasesand they were compensated for their participation.

Phase 2: Quantitative

The guantitative 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). Surveydesisonere
sourced through traditional online panels, as well as outreach from commbaggd
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.



Table 1 Sample Demographics

Note tht for the

GENDER online survey,
Male 45% respondents were
Female >4% allowed to skip
Other 1% .

AGE any questions they
1826 10% did not feel
27 =135 35% comfortable
36-44 37% answering. As a
45 and older 18% result, base sizes

Average 37.4 years vary across

PARENT/LEGAL GUARDIAN questions.

Parent of at least one child age 12 or under 87%

Legal Guardian of at least one child age 12 or under 13%

RACIAL/ETHNIC BACKGROUND
Non-Hispanic White 48%

Hispanic, Latino, or Spanish origin 32%
Black or African American 11%
Asian 5%
American Indian or Alaska Native 1%
Some other race 1%
Two or More Races/Ethnicities 1%
Prefer Not to Answer 1%

EDUCATION
High School or Less — NET 18%

Some College/Trade School — NET 18%
College Graduate and Higher — NET 63%

EMPLOYMENT STATUS

Employed — NET 83%

Full Time 70%
Part Time 13%
Student 3%
Homemaker 6%
Looking/Unemployed 6%
Not looking/not employed 2%

HOUSEHOLD INCOME
Less than S50K 33%
$50 to $100K 28%
$100k + 38%

Average $88,586

AVERAGE NUMBER OF PEOPLE IN HOUSEHOLD 39

Base: (n=1,000)




Survey Sample Profile

The survey sampleonsisted ofparents and guardiang/ingin Los Angeles County,
representinga diversedemographic profile. Most respondents were female (54%), and
between the ages of 27 and 44 (72%).

Gender Split Geography
o9 l

54% 45% LOS ANGELES

100%
Parent/Legal Guardian of at least . -
f one child age 12 or under L Ethnicity
48%
32%
Parent 87% |
11%
. 5% %
Legal Guardian 13% [ —— 4%
African  Asian  Hispanic Other White
American
é Ages of Children Living in Household @ Education Status
63%
% = Birth to 35 months old
= 3-4 years old
= 5-12 years old 18% 18%
High school Some College Graduate
or less college and Above
@ Employment Status é Household Income
Full-Time 70%

Part-Time 13% Less than $50K - 33%
Student 3%
ssotosa00x [ 22
6%

Homemaker

Looking/Unemployed 6% $100k + _ 38%

Not looking/Not employed 2%



EXECUTIVE SUMMARY

The followingdistills findings from a mixethethods study commissioned biye Office for the
Advancement of Early Care and Educat@AECE Three languagespecific focus groups
(English, Spanish, Mandarin) and a countywide online survey of 1,000 parents/guardians of
children ages @12 were conducted. Thejuestionsexploredhow Los Angeles County families
discover, evaluate, and act on information about early care and education (ECE) and family
resources. The resulthat surfacedshared priorities (safety, affordaliit, enrichment)
alongside important differences by language, culture, and multigenerational decisa&ing.

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

and when families are most likely to engage

The resultsuggeseffectivepractice includegairing broad-reach digital with highrust local
networks, deliveing bilingual, authentic, detaitich content, and designgfor the whole
family. The sections that follow summarize the evidence and its implications6@AECE and

related EClpartners.

Activities and Engagement

/\. Parents consistently seek safe,

O] affordable, and enriching activities
%E[ that providemeaningfullife
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 sgac Many
families, particularly Hispanic and Chinese
households, prefer activities thatre
multigenerationaland welcoming to
grandparents.

Parenting Values and Approaches

‘& rB Qualitative findings showed that
M!‘Ii** General Population parents are
i Le o .

shifting toward gentler, emotionally
aware parenting, contrasting wittheir 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
fosteringindependence and emotional
development, with elders playing an influential
role in decisions.

Information Sources and Trust

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 thaletailed
education. Qualitative participants emphasized
crosschecking any online information with
personal networks and established institutions.




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 thenost preferred channels

to receive information, though printed flyers
retained some relevance among Hispanic and
African American parents. Chinesarfilies
expressed a preference for WeChat and
RedNote as their primary communication
platforms, valuing peer recommendations and
familiar networks over trendiriven channels.

Content Priorities and Information Needs

O., The survey showed that nearly 80% of
LI NBy G a

%& 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
enroliment support. Redife stories and

testimonials are consistently valued as the most
credible content type.

Engagement Patterns

EI The survey also revealed that most

LINA2NRAGAT S OKAf RNBYy Q&

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 mediacacnts
compared to women.

Overall Implications

The findings underscore th&CE

outreach must blend broadeach

digital channels with higlrust
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 a¢life experiences
will be most effective in supporting early care
and education engagement across Los Angeles
| 2 dzy (i érse@omminifies.
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RECOMMENDATIONS

Based on these findingstakeholdersshould adopt a comprehensive communication strategy
OKFG YSSia stoltrdsBvgring @ltusslly &levant, 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 tegify information
through schools, pediatricians, libraries, and word of mouth (faamlyfriends).
Communitybased 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 delilyear$, newtetters,
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 @hipesge
schools should be prioritized for outreach.

2. Outreach should be culturally responsive and linguistically inclusive. Over half of families
speaklanguages other than English at home, most commonly Spanish and Mandarin. All
materials should be consistently bilingual, not only to support comprehension but to
NBaLISOG FFrYAtASAQ Odzf GdzN¥ £ ARSYGAGASA | yR
avod feeling exclusively Western or dismissive of diverse cultural perspectives, instead
highlighting real examples of how Hispanic and Chinese families sudesavigate
cultural duality. When targeting Mandarspeaking audiences, communications should
be supported by endorsements from trusted experts, such as pediatricians, or by parent
testimonials, and should avoid overly authoritative or esieefits-all tones.

3./ 2yaSyid F2NXIGO yR (2yS aK2dzZ R NBTFtSOG LI N
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 appeag@herated or excessively pshied,
which can undermine trust. Instead, authentic visuals and simple explanations are most
effective.



4. Organizationshould optimize content distribution by platform and format. For General
Population and Hispanic families, Facebook groups, Instagram, and YouTube should be
prioritized for shortform videos, howto explainers, and event promotion. Local
government webs#s 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 fetoeday
recommendations ath 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
crossreference and verifynformation.

5. Organizationshoulddesignoutreach to support shared decisianaking,rather than
targeting individual parentalone In many households, especially among Chinese and
Hispanic familieamothers, inlaws, and other relatives play significant roles in
evaluating activities and services. Communications should be crafted to encourage
family discussion, using inclusive language suclias family” or "your caregivers,"
rather than assuming the nuclear parent is the sole decisiaker.

6. Digital outreach should be tailored audience segments and behavior. Younger parents
under 26 are most receptive to interactive formats, short videos, andlifeastories.
Men demonstrated higher intent to attend community events and engage with social
media accounts, highlighting the neéat 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
LI NByidaQ O2yOSNya lo2dzi ySAIKO2NK22R al ¥Si
meaningful life experiences. Activities should be framed not just as opposearidi
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 peciets or
testimonials from peers in their community.



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, agappropriate activities these parents seekluae 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, particuéarigng males and White
parents. Libraries and local elementary school events remained relevant community
touchpoints, visited by approximately otikird of families.

Table 2. Most Freqguently 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?

Race/Ethnicity

Total
NH White Hispanic AA/Black Asian
A public park or playground 63% 63% 68% 52% 56%
A sports practice or game for my
. 37% 46% 27% 35% 36%
child
An event at a local elementary school 33% 33% 34% 36% 34%
The library 32% 33% 30% 27% 42%
Place of worship (church, temple,
30% 31% 28% 34% 26%
etc.)
A pediatrician’s office 25% 21% 30% 30% 22%
A farmer’s market or street fair 22% 21% 25% 20% 12%
An art or music class for kids 21% 27% 12% 17% 20%
Other 1% 1% 1% 3% 6%
Base:| (n=1,000) (n=484) (n=322) (n=113) (n=50)
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Most parents in this study reportetthat they find ways to provide their children with new
experiences and enjoy tintegether as a family through outings special events antheme
parks, like Disneyland

G2S R2 KIF@S 5xAaySeftly
her favoriteLJt  OS (2 PRebty 0|
GLQR tA1S G2 Gt
0S0FdzaS aKSQa 2060aSaa
(HispanidParent)

GaL ¢yl GKSY G2 KI @S
(Hispanic Parent)

L GKAY1Z FFOGSNIFEfX

metropolitan. So the level of activity is higher, §

such as the Disneyland is also there, and therd

are more complete facilities and variety of

F OGABAGASADPE o0/ KAy SaS$§

GxAaAirdAy3a LXFOSa F2NJ
f

6Stt I a yI {dzNG fyRaOT t I NBy

GLG 61 &  O2YYdzyAaile SOSyild 6KSNB GKSe 3IAGS (K
my son thereso he can see oth@ KA f RNBY a ¢Sftf IyR 4SS (GKS ¢
(Hispanic Parent)

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

GekKSe Fff 3F20 (2 dzyRSNAGIYR GKIG y2iKAy3 Aa
gAOK2dz0O KFENR 62N} X AF @2dz ftA]1S GererdlSGKAYy3IZ @2
PopulationParent)

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).
GC2NJ a2YS {ARasx ¢S F2dzyR OQUABAGASE GKIF G I NE
FYyeidKAYyIdE o0/ KAYySasS tI NByido
GL dzaS F22R o0lylaz SalLlSOAlLftfte y2ge GKIG GKS |
option. It saves money to get my groceries for free. And | 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
R2 &6 AYYA YGendraSRopuRtibaeét) o
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 amhAamilies 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, safetselated issues are the primary cheaige to allowing their

children to engage in outdoor activities in their own neighborhqdtle presence of homeless
people who can be violent, speeding drivers, and exposure to individuals damaging public

property.
GX @2dz R2y4did NBFtfe asSS (KIFIGd a YdzOK | yeéY2NE
YR 1AYR 2F GI 1S O NBGefefal PopulatisPageilK SNJ G e LJS 2 7F
X 6KSNB L dzaSR (2 tAQOST ¢KSNB L 61 a NIA&ASRS
was more just a walkway, and you could go out at any time of the day, and you're in a safe
L I OS® ' yR L Olyy20 Ftft2¢ Y& RIdAKGISNI 12 R?2

GLF GKS@UNB y20 3F2Ay3 (2 o06S al¥FS>Y L R2yUd oI

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
O2yySOGAY3I 6AGK 20KSNJ GOz
similarly aged children and similar interests

like their local school or organized,

extracurricular sports activities.

GL R2 KIF@S | O2YYdzyAle oA
FNASYRaA® ! YR LUY NBFfte A
we're kind of our own little community of

people- we see each other, we look out for

SI OK 2 i K Saldral Pdpulaitan & ¢ )
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 cleifdto 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% sdyaygate very likely to
participate. Parents aged 884 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 withiisted 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?

Net: Very/Somewhat Likely 66% 60% 69% 66% 64% 77% 57% 76% 54% 67% 57%

A%
m Very likely

m Somewhat likely

m Neutral

B Somewhat unlikely

‘ £
Very unlikely

1%

1% 12%
a% 5% L) a% 9% 5% 5% _
Total 18-26 27-35 36-44 45+ Male Female |NHWhite Hispanic AA/Black Asian
(n=998) (n=96) (n=353)  (n=370) (n=179) (n=453) (n=537) | (n=483) (n=322) (n=113) (n=49%)
AGE GENDER RACE/ETHNICITY

*Caution: Base size is small.

General Population respondents speak about leaning towards gentle parenting over the
disciplinefocused way they grew up; they seek to be more understanding with their own
children and keep lines of communication open. Those General Population partionggnts
older children also note that with age comes wisdqQmhmey seek out more nofinancial
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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

fAYS 0SG6SSy 0SAy3 GKSANI OKAf RQaA FTNASYR FyR
GL ANBG dzLJ f a2 6A0GK LI NBydGa oK2 RARyUG ISy
@StfAY3d YR a0dzZFF¥fo ! yR (KFGUa az2YSUGKAY3a GKIF G
(General PopulatioRarent)

GL 20@QA2dzate G221 Ay GKS 322R OFNR Gendfal LI NBYy
PopulationParent)

GL FSSt GKFG Y@ 13S ANRdAzaJ GKS ISYSNI A2y > ¢
types of things. And I find that in my parenting, | try to be very mindful of the traumas that |
SELINASYOSR I yR  MNgBnergll PdpulaficRarétd LIS (G K2aSdé o
GL ¢l a GSNEBE AyiSyaazylft GKFIG L RARYyUG gl yid
mother when | had my son. And so | was more conservative as a mother than | am now,

probably. But | think that's because it was just me and
because | didn't have a partner to kind of bounce ides?
2FTF 2F 6KSyYy Al Gérersl Sopiilaion |
Parent)

GL ¢l yld KSNIJ (G2 0SS adzJSNJI YS
that's something | never had with my parents; | kept

everything to myself. So I just want to break that

ASYSNI GA2y Lt OdzNA Senerek | (i 0

PopulationParent)

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 familtime 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.

14



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 parentingpholding traditonal 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. y@uparents often seek to

honor their heritage while adapting to new norms.

G/ KAy S$as S Rudd; Aeicgn i (eFasic 28 ySSR o620 Koé

ALY [/ KAYIl X t0eSa d2K2SoNFe dRAICSINKIZSS L S OK Yé OKAfR

0

GDNRB gAY dzLJ AY [ KAYlFZX L al¢g K2g SRdzOFGA2Yy SY

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

YR 6S SIFEOK ONAYy3 2dzNJ 26y LISNBLISOGAGS (2 AT

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.

a{2YS 2F (KS GKAy3a YIleé FLLIXe d2 YAR ! 06 dz
Y2OAY3A F2NBIFNRPE O/ KAYSaS tIFNByGov

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 faroteprevalent 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.

15
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Table 3. Lanquagd’espondenteaksat Home

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

— Race/Ethnicity
NH White | Hispanic | AA/Black Asian
Only English 49% 67% 12% 76% 38%
Spanish 37% 16% 82% 15% 6%
E;gg'f:gtsmbi"e‘j withother |50 19% 50% 12% 34%
Armenian 4% 6% 1% 0% 8%
Russian 3% 5% 0% 0% 2%
Tagalog/Filipino 1% 0% 1% 1% 10%
Arabic 1% 1% 0% 1% 0%
Japanese 1% 1% 1% 0% 6%
Mandarin 1% 0% 0% 0% 12%
Cantonese 1% 0% 0% 0% 10%
Korean 0% 0% 0% 0% 6%
Vietnamese 0% 0% 0% 0% 6%
Other (please specify) 2% 2% 1% 2% 2%
Base: | (n=998) (n=483) (n=321) (n=113) (n=50)

Language use varies significantly by ethnicity and age. White (67%) and African American/Black
(76%) respondents are predominantly Englistly speakers. In contrast, Asian families display
greater linguistic diversity, with notable proportions speakingnélain, Cantonese, and other
languages in addition to English. Younger parents (ageab)&re more likely to report

bilingual usage compared to older age groups.

16



Figure 2. Languages spoken at home

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

NET: Other than only English

m Only English

m Mostly English

m English and other
language(s) equally

Mostly a language
other than English

Only alanguage other
than English

3%

51%

Total

(n=998)

56%

5%

18-26

(n=95)

52%

6%

2%
27-35

(n=353)

family speak at home?

54%

9%

3%

AGE

36-44

(n=371)

43%

7%

2%
45+

(n=178)

43% 58%

9%
5% 59
1%
Male Female
fn=454) {n=536)
GENDER

33% 88% 24% 62%

15%

4%
4% 2
3% 0% 0%
NH White  Hispanic ~ AA/Black Asian
(n=483) (n=321) (n=113) (n=50)
RACE/ETHNICITY

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 anaidtisppondents
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 whiatoypsume
media?

m Only English 4%

W Mostly English

H English and other

language(s) equally 22%

Mostly a language
other than English

Only a language other E
than English
— 1%
5%

% 3% % 4%

2% 2% 1% 3% 1% 0% 3% 1% 3% 0% 0%

Total 18-26 27-35 36-44 45+ Male Female = NHWhite Hispanic AA/Black  Asian
(n=996) (n=96) (n=351) (n=371) (n=178) (n=452) (n=536) (n=482) (n=321) (n=112) {n=50)

AGE GENDER RACE/ETHNICITY

These findings highlight the need for cultdyadnd 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.

G2 SSEGFof AAKSRE @Sy dz8peventd) Bspediliyitar BSaRPoguAtNI LJ2 LI
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, pding 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
generalquestion 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?

Look for Information Find Information

Social media (Facebook, Instagram, etc) N 61% N 54% s 33%
Media (TV, radio, newspapers, podcasts) I 52% I 39% s 28%
Word of mouth (friends/family) IEEE—————_ 44% I 42% I 37%
Online parenting groups/forums N 38% I 43% . 33%
Parenting websites/blogs NN 38% I 46% P 35%
Community websites NN 38% I 37% . 30%
Books N 33% I 27% I 22%
Schools and teachers NN 33% I 38% I 33%
Government websites N 32% . 26% e 29%
Pediatrician/ Doctor’s office . 30% I 34% e 37%
School newsletters or websites [N 28% I 30% . 26%
Local parenting groups/forums I 27% . 35% . 27%
Other W 7% 1 2% I 2%

For Chinese participants, specifically, trusted community hubs like Saturday Chinese language
schools, churches, and Pasadena City College serve as extensions of their parenting ecosystem
they not only provide education for children but also informaliaboetworks and parenting
resources.

OK22f3X L F¥SSt GKI

A 7

NBY U0

Qx

G2 KSy L 3ISO LI YLKESGa rﬂ
GKS a0OK22f ®¢ 61 A&LI yAO t
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{2YSUAYSa (KS@UNB K2f RAYy3A aGnedl PapaidtibRardri) a SYAy
aL aGlr€t]1 d2 20KSNJ Y2Ya GKFG FNB Ffaz2 vYeé F3So
SOSNJ YySSR | yeéGehekalBbpuldtisPare®R)PA OS P a 6

GX GKS fAONINEBS (KIGUE& G&&s PopkatoRBehth | f o1 &34 L

Gt /[PasadenaCity Colledgep RSFAYAGSt & | LI dza ® LQY y20 a
AGQa | ANBFGEZT FNBS NBa2dzNOS ySENI[! @ a6/ KAY S
G2Stfx GKS OAGe 2F /I NAz2Yy X GKS@& KIFI@S | G2y

LI NByltasz GKS& 27T TS 8énkral PopulatioParent)) KAy 3a fA1S GKI
aX I f2G 2F GAYSa 6S FAYR 2dzi aiddzZFF¥ GKNRdJzAK
GKS ao0OKz22f X&® Wdzad t221Ay3 G2 (GKS ¢gSoariasSax
FT2NJ 1 AR& O®¥neryl RopdatidPareng ®a 0

G X AT JediaBlidhed plade &rid they're putting on an event, | would trust their content
more than say a new event that's coming up or like theseygpvents that happen
Yy 2 ¢ | R [Gerierdl dPopolatioParent)
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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 partigjpants

them, trust is built via closed circlé#&/hat circulates in peer groups or family chats carries more
weight than formal media.

To summarize these patterngable 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

Most Trusted i - High Trust -
Ethnic Group Most Used Sources High Use ¢
Sources Low Trust Moderate Use
« Social media « Word of mouth . Pediatricians
Asian » Word c-:f mouth- « Schools Social media |« Schools
« Parenting websites « Pediatricians « Parenting websites
« School newsletters
African - Social media « Word of mouth Soclal media | ° Pediatricians
American/Black | + Word of mouth « Pediatricians « Schools
« Mass media
Hispanic « Social media « Schools Social media | * Pediatricians
P « Word of mouth « Pediatricians « Schools
« Parenting websites
« Social media ) ) o
Non- Hispanic | . Word of mouth « Friends/family Social media | Pediatricians
White . Parenting websites - Pediatricians « Schools
« Mass media

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 tldeal iplatforms for

core outreach and education messaging.
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Trust (%)

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, especiallpr official information.

Figure 5. 2X2 Matrix of Use and Trust

50%

40%

30%

20%

10%

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?

2X2 Matrix of Use and Trust - Overall

Base: Total Sample

Low Use ng: :s:ﬂ
High Trust ¢
Pediatrician/ Doctor’s office ; Word of mouth (friends/family)
L i < . . Social media
Schopls and teachers g Parenting websites/blogs
I ©— Online parenting forums ]
T T T T T Government websites ——— L o - Community websites "I
Local parenting groups/forums s ° 1 Media (TV, radio, etc)
School newsletters or websites Books -9
Low Use '
Low Trust } High Use
' LowTrust
Other
0% 10% 20% 30% 40% 50% 60%

Average Use (%)
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¢KSaS ljdza yiAdlrGA@dS LI GGSNya NE SOK2SR Ay LI N

role that friends and family play in guiding their parenting decisions and validating information
they encounter elsewhere.

GL a1l FTNASYRa>X FlLYATASE oK2 KI @S A2y Sodédl A3
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a! f20 2F GKIFGUYUa | Oldzrtfe o6l aSR (GKNRIAK 62 NF

schools. So through mingling and through new friendships, just word gets out and kind of
NBf e 2y SGe@il PapilaiSadidn) o

axX | t2G 2F 2dzNJ {ARa 32 (2 GKS &l YS olaSoltf

2T | O2YYdzyAideée X GK2asS INB GKS LIS2L) Ss (223%
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Parent)

0«

da& Y2YI | f2y30AYS S
(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?

W Trustitalot m Trustitsomewhat m Neutral mTrustitalittle = Do not trustitat all

. Net:Trustita

E lot /Somewhat
Trust it
Friends and
. 42% 34% 4% 8% xR
family :
Government or :
. . 31% 30% 20% 14% : 61%
official sources :
Local cqm n'.iunlty 5%
organizations
Social media
. 43%
influencers

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 theialsmedia 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 distiont between trust in

local versus state or federal government sources, the quantitative survey measured trust in
GIA2BSNYYSYy(d a2dzNOSa¢ a | airy3atsS OFGSaA2NER oAl
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gAtft t221 (02 GK24aS$s
activities they have that our daughter
YAIKG fA1S (&enddll NI
PopulationParent)

GLF AdUa az2yYSaGKAy3
go to my city webpage. That's something "4
LAY FIYAEAIFIN 6A0KO®DE
X GKS ¢6Soarnias 27
events that are occurring during the entire
8SINWE 61 A&aLI YAO t I

LYttt f221 addzF¥ dz
like that can be trusted because it's comind
right from the source. It's not thirgarty-
a K I NI GenetabRoputatioRParent)

GX AF AGUa y2i tS3IAG Ay @2dz2NJ 26y OAles @2dz C
at a state level or anything bigger than that, it's not as accessible in person to see if it's
i NHza (i S RGenexdl BogulatioRareot)

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:

1 City pages

1 Neighborhood pages

T a2YaQ 3INRdzLJa

1 Schools, community centers, park districts

GL GKAY]l NAIKG y29 SOSNEBEOIGKAY3I A& O0FaASR 2y &z
everyone has on their phone. Since you wake up in the morning till you go to sleep at night,
SOSNE2YS KlFa GKSAN LIK2YyS gAGK GKSY®PE oI AaLl y
GL FSSt tA1S a20AFft YSRAI ({AYR 2F LINRPROARSaA I
2T O2YLI NB 2 NJ NB tGenerdl PapalaticRarén8 NJ LI NBy G & ®é¢ 0o
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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?

18-26 27-35 36-44 45 + Male Female
Facebook 54% 29% 47% 59% 67% 62% 42%
YouTube 45% 48% 46% 43% 49% 50% 38%
Instagram 44% 48% 42% 51%E 28% 36% 54%
X (formerly known as Twitter) 22% 24% 27% 21% 15% 26% 16%
TikTok 21% 33% 29% 13% 18% 18% 24%

Base: Prefer to receive
info via online/ social media (n=235) (n=21)* (n=79) (n=96) (n=39)* (n=141) (n=92)

*Caution: Base size is small.

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

Localgovernment pages and known sources, such as groups within their personal networks
6SdIdr 20 YeeinédInNd MoredcheBitdeltb@an)other lndNdtisers. Many
parent participants in the General Populatiand Hispanigroups 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.

GL ¢2dzf R F2tt2¢6 (GKS ! fKFYONFr CI O0S6221 3N dzLId

that was familyrelated, they would always post it there, and | would usually get it there.
¢CKS LIad g2 @8SINAXZ L gla Ay O9fgamPagdSy 2 X
they're very good at posting family events or just things that are going around in the

O2YYdzyAGed X L NBfte 2y (KSY GenetalPopul@idiNI SOSy U a

Parent)
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| do anything. | Google the events or whatever it is, and | matethey have their own

website to see if it's actually a legitimate flyer, and then I go from there. If it looks like,
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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 ¢ general searching, fachecking,
and longefform 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:

1 WecChat:Serves as a daily touchpoint for peer advice, shared parenting experiences, and
even expert consultation via community groups. It is not just a messagingiapp
functions as social media, a payment platform, file sharing, a news source, and
parenting goup hub. WeChat is used almost exclusively by Chinese elders.
1 RedNote:Originally a product review app, this now serves as a stiidatyle platform
favored for visual inspiration and parenting trend discovery (parenting tips, family
2dziAy3ax SIFENIe& SRdzOF A2y §iNSahpddbetvegrR aY2 YT
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 Instdggaause 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, sindé€S& R2 y 284 NBLINBaSyd
communities. On the flip side, some Chinese participants see expert bloggers as especially

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

on pregnancy, birth, lactation, and motherhood.

G2 KSy A G Y-driven thidgSit nfakeddhelthink twice, even though it's supposed to be
0 KS 2 LIGen&ral @dpdatioRarent)

axX F t24 2F GAYSa L ¢2ydid GNHzadG | LIRad GKI G
f221SR F2NJAG aSLINXraGgSte FyR £221SR Ayiu2 GKSE
LIS2 L S Genéraf RopulatioRareit)
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how much they spent, how much the entrance fee was, how much how parking was there or

just, like | said, as much information as they can give, not necessarily tlyaetirying to

sell it to you, but they're just trying to inform you of everything that's going to be happening
2NJ 0 S GeReBaNIpblatioRarent)

GCKAYIA Ay -Yoeal eRenty, Whdry How Bdecide whether or not | 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
F2t{t 26 GKIFIG 6S0aAiS 2N GKFG Ay TFEdzZSYOSNIeE 61 A
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When asked about the type of advertising or communications that would catch their attention,
the following characteristics were most frequently mentioned:

1 Videos under 30 seconds that quickly highlight key details (what, where,
when, price, age)

1 YouTube videos for longéorm content with more detailed explanations
and endorsements by likeninded people and other trusted voices

1 Posts on social media showing photos/videos of what to expect (like from a
LINSE@A2dza &SI NRa S@Syido

1 Flyers with photos and details, particularly if distributed through credible
sources such as schools

f  Newsletters or monthly list of eventsbout2 Yy SQa OAGe& 2F NBAARSYOS
neighborhood

1 Messaging in Spanish and Mandarin, particularly for culsyrecific
information/activities, or for norEnglish speaking family members who may
be assisting with childearing

9 Straightforward, normpressuring content, especially aimed at Chinese
families who prefer messaging that doesn't feelg&herated 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 formatafauring

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 withnthenaking 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?

Gender Race/Ethnicity

18-26 27-35 36-44 45+ Male Female | NH White | Hispanic | AA/Black | Asian
Videos (e g, YouTube, Instagram
Reels) (e g 83% 76% 83% 84% 84% 87% 79% 85% 79% 85% 83%
Text posts with detailed 65% 59% 65% 67% 68% 68% 63% 68% 59% 58% 88%
information
Infographics or informative images 52% 46% 55% 52% 49% 57% 46% 57%J 48% 41% 50%
Interactive content aa% | a3% | 43% | a8% | 3% | s1% | 3% | 49% | 38% | 42% | 29%
(polls, quizzes)
Live streams 41% 37% 40% 41% 41% 47% 34% 49% 27% 46% 13%
Contests and Giveaways 30% 33% 30% 30% 26% 33% 26% 32% 30% 25% 17%
Other 1% 0% 1% 1% 1% 0% 2% 1% 1% 0% 0%

Base: | (n=535) | (n=46)* | (n=194) | (n=215) | (n=80) | (n=281) | (n=252) | (n=305) | (n=135) | (n=59) | (n=24)*

*Caution: Base size is small.

Asian parents show a distinct preference for tégised content, with 88% engaging with
detailed posts, significantly higher than any other group, indicating an opportunity to provide
in-depth written resources.
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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 pamgatil community

resources.

Email newsletters are the preferred communication channel, particularly among parents aged
36¢44 and African American/Black respondents. Text messaging resonates most with younger
parents aged 1&6, with engagement declining significantly among older grgeips.

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?

18-26 27-35 36-44 45 + NH White | Hispanic | AA/Black Asian
Email newsletters 30% 23% 28% 33% 31% 28% 32% 37% 26%
Online, via social media
24% 22% 22% 26% 22% 31% 15% 19% 22%
posts/ads
Text messages 20% 28% 23% 17% 13% 17% 21% 20% 24%
Community events/workshops 11% 7% 9% 9% 17% 11% 12% 7% 12%
Pri fl hi i
inted flyers or brochures via | 5 9% 10% 7% 12% 6% 13% 12% 12%
regular mail
Podcasts 7% 10% 6% 8% 4% 7% 7% 4% 4%
Other 0% 0% 1% 0% 1% 0% 1% 0% 0%
Base:| (n=996) (n=96) (n=352) | (n=370) | (n=178) | (n=482) | (n=321) | (n=113) (n=50)

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,-téalstories, stegby-step
instructional videos, and quick tips are among the most valued.

Reallife stories and testimonials are the most valued content overall, with exceptionally high
appeal among African American/Black parents. Detailed-biegtep videos stand out as the
preferred format for younger parents, highlighting an opportunityetogyage 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?

Race/Ethnicity

18-26 27-35 36-44 45 + NH White | Hispanic | AA/Black | Asian

Real-life stories or testimonials 50% 40% 51% 51% 49% 48% 48% 67% 44%
Detailed videos with step-by-step 42% 61% 40% 40% 42% 42% 44% 39% 40%
information

Quick tips or summaries 35% 32% 33% 37% 38% 38% 34% 29% 38%
Data and statistics 31% 21% 32% 33% 27% 35% 28% 25% 24%
Visual aids like infographics 23% 31% 27% 21% 18% 25% 20% 23% 26%
Other (please specify) 1% 1% 0% 0% 1% 0% 1% 0% 0%

Base: | (n=1,000) | (n=96) (n=353) | (n=372) | (n=179) | (n=484) | (n=322) | (n=113) (n=50)

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:

1 Dates, location, and price
1 A summary of the activity
1 Recommended age range
1 Safety measures that will be in place

G! yeUidKAY3 GKFG KFa a2 YdzOK AYF2NXIFGA2YE S@SN

GKIG ¢2dz R KI @S SO@OSNE GererallPdptilatidRrkreny) & 2 dz Ol y
GwAIKEG 2FF 0 KgS, theeytell yoli WEtYE is,(rRdSherdit&yi show you what it's
Fo2dzi®é 61 AaLId yAO tIFNByGo

al!a FINI A G0KS @ARS2a X ¢gKI G odzaAySaa Aa
event. They can show you photos or videos of the previous years. They can give you prices,
GKS t20F0A2y®dé 01 AALI YAO tI NByidov

G2Sftftx LI OSa GKFG é&2dz Oy 32 gAGK GKS 3N yI
6

a4 ¢Sttt Xoé | AaLJd yAO tIFNByGo
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Quantitative findings further illustrate which topics parents prioritize when searching for
resourcesNotably, these results are based on opended 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 areasest.inter

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/Blaskeadents (74%)
compared to significantly lower levels among Asian respondents (50%).
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Table 9. Most Common Types of Information Sought by Families (Cpeded)

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

Ended).
e Gender Race/Ethni
Total A city
18-26 27-35 36-44 45 + Male Female | NH White | Hispanic | AA/Black | Asian

Health and wellness - NET 79% 70% 82% 79% 78% 80% 78% 81% 78% 72% 84%

Health and wellness 53% 46% 52% 55% 56% 55% 52% 58% 52% 43% 46%

Child development stages / 41% 35% 46% 39% 1% 1% 42% 42% 1% 35% 54%

milestones

Meal planning / Nutrition 36% 33% 37% 34% 37% 31% 39% 35% 35% 42% 46%
Parenting - NET 76% 71% 80% 75% 70% 78% 74% 80% 71% 77% 68%

Parenting advice 44% 47% 46% 43% 1% 45% 43% 48%) 44% 35% 38%

Childcare /Education options | 42% 39% 47% 43% 30% 2% 2% 47%| 35% 42% 38%

School or homework support 29% 22% 29% 29% 32% 29% 29% 27% 30% 33% 34%

Family resources - NET 62% 71% 63% 63% 55% 68% 57% 63% 59% 74% 50%

Financial planning 31% 38% 31% 31% 27% 36% 27% 35% 28% 35% 14%

Balancing work and life 31% 34% 32% 31% 27% 34% 29% 31% 30% 35% 30%

schedules

Housing / Finding and 21% 30% 22% 17% 19% 20% 22% 20% 22% 27% 8%

choosing a place to live

Legal services 13% 11% 11% 15% 14% 16% 10% 16%! 10% 12% 8%
Entertainment - NET 57% 54% 55% 58% 60% 56% 58% 58% 58% 57% 50%

Ideas for age-appropriate 38% 35% 38% 38% 1% 36% 40% 37% 42% 35% 36%

activities and play

Local events for families 35% 33% 31% 35% 44% 30% 39%F 34% 38% 33% 28%

Other 1% 0% 1% 1% 1% 0% 1% 0% 0% 1% 0%

Base:| (n=1,000) | (n=96) | (n=353) | (n=372) | (n=179) | (n=454) | (n=538) | (n=484) | (n=322) | (n=113) (n=50)

In addition to the operended responses, parents were also asked to rate their interest in

accessing specific types of information. The results below highlight strong demand for
NBE&a2dz2NDODSa 2y OKAfRNBYyQa YSyidlt KSCHldieK> Ke3IASyYy
mental health and hygiene emerged as the most sotajter topics. Practical topics also

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

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

money, and afteischool program options.

There is a moderate interest in social and enrichment activities, while still appealing to many,
G2LIA0CA fA1S OKAf RNieyls estauants&anked slightli loweyttian Healty A £ &
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.

m Very interested m Somewhat interested m Neutral Not very/Not interested at all

Net: Very /
Somewhat
: Interested

Children’s mental health 96 84%

Children’s hygiene 50% 28% 16% 0 78%

Talking to kids about difficult topics 48% 32% 15% Lo 80%

Parks and Recreation’s schedule of activities/ Youth sports 9‘ 81%

Child Care options 47% 30% L 8% 77%

Tips on budgeting and saving money 5’6 80%

Guidance on discipline 45% 34% 6% 79%

After school program options 45% 33% 16% (3.0 78%

Family-friendly restaurants 42% 34% 17% 1) 76%

Meal planning for picky eaters 42% 33% 17% E23 75%

Local library schedule of activities 39% 35% 19% (30 74%

Children play dates 37% 37% 19% b3 74%

How to select/ enroll in an elementary school 35% 33% 21% 11% 68%

Base size varies per statement

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 timengagea 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?

: 19% 22%
27% 29% 27% 28% 25%

Daily
B Weekly
B Monthly
W Rarely

B Never

1% § 2% §

Total 18-26 27-35 36-44 45+ NH White Hispanic  AA/Black Asian
(n=998) | (n=95) (n=352) (n=372) (n=179) (n=453) (n=322) (n=113) (n=50)

AGE RACE/ETHNICITY

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

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

Question10. What is the best time of day for you to read or watch informational
content related to parenting, family resources, or community services?

Evening (6 pm —9 pm) 29%

Midday (10 am — 2 pm) 26%

Afternoon (2 pm -6 pm) [N 18%
Morning (6 am — 10 am) - 16%
Night (9 pm — 6am) - 11%

END OF REMRD
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AppendixT Select Tables andFigureswith Additional Notation

Thetables and figures below includggnificance lettersThesdetters indicatea 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 respanses

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?

Race/Ethnicity

NH White Hispanic AA/Black Asian
(A) (H) (1 ) (K)
A public park or playground 63%) 63%) 68%) 52% 56%
A sports practice or game for my child 37%| 46%Al1) 27% 35% 36%
An event at a local elementary school 33% 33% 34% 36% 34%
The library 32% 33% 30% 27% 42%
Place of worship (church, temple, etc.) 30% 31% 28% 34% 26%
A pediatrician’s office 25% 21% 30%H 30%H 22%
A farmer’s market or street fair 22% 21% 25%K 20% 12%
An art or music class for kids 21%l| 27%Al) 12% 17% 20%
Other 1% 1% 1% 3% 6%AHI
Base:| (n=1,000) (n=484) (n=322) (n=113) (n=50)
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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?

Net: Very/Somewhat Likely 66%G| 60% 69% 66% 64% T7%AG 57% T6%AIK 54% 67%l 57%

24%

28%
B3 42%
41% :

m Very likely
m Somewhat likely 35%

40%

m Neutral - e
m Somewhat unlikely .
. 36% 34%
Very unlikely 20%
12%
19% ==
12%
N%C
5% B%E 4% 9% 5% AHIK 5%
Total 18-26 27-35 36-44 45+ Male Female |NH White Hispanic AA/Black Asian
AGE GENDER RACE/ETHNICITY
2l 8 (4] (0] 1] ] (6] (K 0] o (K
(n=998) (n=96) (n=353)  (n=370) (n=179) | (n=453)  (n=537) | (n=483)  (n=322) (n=113)  (n=49*%)

Table 3. LanguagdRespondent Speakst Home

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

Race/Ethnicity

NH White | Hispanic | AA/Black | Asian
(A) (H) (1) () (K)
Only English 49%HI 67%AIK 12% 76% AIK 38%l
Spanish 37%HIK 16% 82%AHIK 15% 6%
i lRCe d 29%H) 19% 50%AHIJK 12% 34%H)
languages)
Armenian 4%l) 6%lJ 1% 0% 8%lJ
Russian 3%l 5%Al) 0% 0% 2%
Tagalog/Filipino 1% 0% 1% 1% 10%AHI
Arabic 1% 1% 0% 1% 0%
Japanese 1% 1% 1% 0% 6%AHI)
Mandarin 1% 0% 0% 0% 12%AH1
Cantonese 1% 0% 0% 0% 10%AH1
Korean 0% 0% 0% 0% 6%AHII
Vietnamese 0% 0% 0% 0% 6%AHI)
Other (please specify) 2% 2% 1% 2% 2%
Base: | (n=998) (n=483) (n=321) (n=113) (n=50)
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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?

NET: Other than only English S1%EFH) S6%E 52% S4%E 43% 43% S8%AF 33% B88%AHIK 24% 62%H)

m Only English
il 48% 46%
m Mostly English : 57% 57%
67%
m English and other
language(s) equal
nguage(s) equally 2%
15% 15%
Mostly a language
other than English 10% 15%
29%
Only alanguage o 27% 12%
other than English 23%
= 14% I
8% - 9% o . AHJ
5% . 8%HJ
3%F 5% 2% 3% 2% 1% 5%F 3% 4% ) 0% 0%
Total 18-26 2135 36-a4 45+ Male Female = NHwWhite Hispanic AA/Black  Asian
AGE GENDER RACE/ETHNICITY
@ Il © 0 ] ) I} H @ 7] ®
=598 {n=95) {n=353) {n=371) (n=179) fn=454) in=536 (n=483) (=32 fn=113) (=50

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

m Only English
n%
m Mostly English
m English and other
language(s) equally
m Mostly a language
other than English
o
Only a language other (82
than English
9%
2% 1% 3%F 1% 3% AHJ 0%
Total 18-26 27-35 36-44 45+ Male Female = NH White Hispanic  AA/Black  Asian
AGE GENDER RACE/ETHNICITY
I ® © o 1G] ] [C] Iz w 0 w
{n=996) n=96) (n=351) n=371) (n=178} (n=452) (n=536) (n=482) =321 h=112) (n=50)
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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?

Age Gender
Total
18-26 27-35 36-44 45 + Male Female

(A) (B) (© (D) (E) (F) (G)

Facebook 54% 29% 47% 59%B 67%BC 62%G 42%
YouTube 45% 48% 46% 43% 49% 50% 38%
Instagram 44% 48% 42% 51%E 28% 36% 54%F
X (formerly known as Twitter) 22% 24% 27% 21% 15% 26% 16%
TikTok 21% 33%D 29%D 13% 18% 18% 24%

Base: Prefer to receive

info via online/ social media (n=235) (n=21)* (n=79) (n=96) (n=39)* (n=141) (n=92)

*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?

_ RaCEIEthnICiW
Total
(A)

18-26 27-35 36-44 5+ Male Female NH White Hispanic AA/Black Asian
(B) () (D} (E) (F) (G) (H) (1) (1) (K)
Videos (e g, YouTube, 83% 76% 83% 84% 84% 87%G 79% 85% 79% 85% 83%
Instagram Reels)
Text p.OStS WIth. detailed 65% 59% 65% 67% 68% 68% 63% 68% 59% 58% 88%AHIJ
information
Infagraphlf: s or informative 52% 46% 55% 52% 49% 57%G 46% 57%) 48% 41% 50%
images
Interactive Fontent 44%G 43% 43% 48%E 35% 51%G 37% 49%l 38% 42% 29%
(polls, quizzes)
Live streams 41%IK 37% 40% 41% 41% 47%G 34% 49%AIK 27% 46%Al 13%
Contests and Giveaways 30% 33% 30% 30% 26% 33% 26% 32% 30% 25% 17%
Other 1% 0% 1% 1% 1% 0% 2% 1% 1% 0% 0%

Base: (n=535) (n=46)* (n=194) (n=215) (n=80) (n=281) (n=252) (n=305) (n=135) (n=59) (n=24)*

*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 wantedsend you information about parenting, family
resources, or community services available in your communityywoata
you prefer to receive that informatién

Age Race/Ethnicity
Total

18-26 27-35 36-44 45 + NH White Hispanic AA/Black Asian
(A) (8) (c) (D) (E) (H) (1) (1) (K)
Email newsletters 30%  23% 28% 33% 31% 28% 32% 37%H 26%
Online, via social media )0 1 50 22% 26% 22% 31%Al) 15% 19% 22%
posts/ads
Text messages 20%E  28%ADE  23%DE  17% 13% 17% 21% 20% 24%
Community 11% 7% 9% 9%  17%ABCD  11% 12% 7% 12%
events/workshops
e e, 10% 7% 12% 6% 13%H 12%H 12%
via regular mail
Podcasts 7% 10%E 6% 8% 4% 7% 7% 4% 4%
Other 0% 0% 1% 0% 1% 0% 1% 0% 0%

Base: (n=996) (n=96) (h=352) (n=370) (n=178) (n=482) (n=321) (n=113) (n=50)

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?

Total

18-26 27-35 36-44 45+ NHWhite Hispanic AA/Black Asian

(A) (8) (o] (D) (E) (H) (1) ) (K)
Real-life stories or testimonials 50% 40% 51%B 51%B 49% 48% 48% 67%AHIK 44%
Detailed videos with step-by-step

. ) 42% 61%ACDE 40% 40% 42% 42% 44% 39% 40%
information

Quick tips or summaries 35% 32% 33% 37% 38% 38% 34% 29% 38%

Data and statistics 31%B 21% 32%B  33%B 27% 35%l) 28% 25% 24%

Visual aids like infographics 23% 31%DE  27%E 21% 18% 25% 20% 23% 26%

Other (please specify) 1% 1% 0% 0% 1% 0% 1%F 0% 0%

Base: (n=1,000) (n=96) (n=353) (n=372) (n=179) (n=484) (n=322) (n=113) (n=50)
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Table 9. Most Common Types of Information Sought by Families (Cpeded)

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?
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