Strong Families, Strong Communities
A Messaging Roadmap for PN-3 Policy
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Making the Case for Government
Investments in PN-3 Policies

Strategic findings from national research among voters
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Methodology
I N

National online survey of 2,154 Survey was preceded by two phases of qualitative research:
registered voters, matched to the voter « 2 online QualBoard discussions among:
file, including oversamples of: > Informed & Engaged Voters
» Black voters » Conservative Archetype Voters
» Latino voters
> AAPI| voters * 5live online foc_us groups among:
» Parents of children ages 0to 5 ; Ié?:i sgfelr: ssand community leaders
» Latino voters
» Parents of children ages 0to 5
» Seniors age 65 and older

The final phase of research => Qualitative individual in-depth interviews (IDIs):
» 6 with Democratic state legislators
» 6 with Republican state legislators
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The public is fully on board with
the importance of the PN-3 period.




Voters are well aware of the importance of the PN-3 period on
multiple dimensions of children’s development.

How important do you think the pregnancy-to-age-three period is...
Extremely important

Parents Non-
of 0-5 Parents

Extremely important Very important

To the long-term mental and emotional health and . .
development of a young child? 56% 33% 89% 66% 54%

To the future learning of a young child? 32% 88%  68% 53%

To the long-term physical health of a young child? 87% 63% 51%

We do not need to convince people that PN-3 is a critical period in a child’s life, that groundwork has been laid.
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Among the electorate, the prevailing point of view
Is that government has a central role to play
supporting PN-3 families.

Perspectives among state legislators are more
nuanced and include the unavoidable calculations
of cost and political feasibility.




Across the electorate, majorities
believe government should be
doing more to support the healthy
development of young children.

Should government be doing more than it is now, less than it is
now, or about the same amount as it is now to provide support
to families in the healthy growth and development of their
children in the pregnancy-to-age-three period?

m A lot more
65%

Somewhat more

® About the same
n 25%

Somewhat less 9%

B A lot less All
voters
FCHELON
!I EEASIEXRCH INSIGHTS

74%

N 16%

. 10%

Parents of children
0-5

Democrats
Independents
Republicans
Women

Men

18-34

35-49

50-64

65+

High school/less
Some college
4-year college grads
Postgrads

White voters
Black voters
Latino voters
AAPI voters
Less than $40,000
$40,000-$74,999
$75,000-$99,999
$100,000+
Moms

Dads
Non-parents
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Government
should be doing

83
62
49
69
61
75
68
61
59
66
62
65
73
63
76
70
67
71
59
65
66
44
65
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Support for a range of policy goals and objectives is broad,;
ensuring families’ basic needs are met is paramount.
support %

Top 2-3 Policies Voters Support Most

Making sure all children under age three have access to affordable healthcare _ 50% 73
Providing nutrition assistance to families with lower incomes to help them pay for _ o 64
healthy food 44%

Making sure families with children have access to stable, affordable, and safe

nousing I - 62
Making sure all mothers have prenatal healthcare _ 35% 70
Making sure there is enough quality, affordable childcare _ 30% 65
Making sure that programs like Early Head Start, which provide early childhood

education and services to lower-income families with children from birth to age _ 25% 59
three, are fully funded

Providing paid family and medical leave to working parents _ 24% 60
Increasing the size of the tax credit that parents receive for each child _ 21% 44
Providing access to home visiting services for new families after they have o

returned from the hospital to provide information and guidance to parents who - 9% 41
want it

The child tax credit and nutrition assistance are the most promising
ECHELON stand-alone policies for the state lawmakers we interviewed.
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Many lawmakers we interviewed see the value in a holistic
approach but strongly question the feasibility of such a package.

Lawmakers identify several obstacles to a comprehensive approach:

2 (]
® 9,0
[e] X3
Financial constraints, Limited understanding Philosophical Workforce
including limited budgetary and awareness of best objections shortage concerns
resources and funding practices in early for programs like
streams (e.g., implementing childhood development day care and
a program that relies on a home visits

federal match)

Some lawmakers cite a potential downside to a holistic package: services for families will be better insulated from
future budget cuts if they are implemented individually than if they are all part of a single law.
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There are entry points with more conservative lawmakers that
frame support for PN-3 programs as pro-family, pro-child, and
compassionate.

Don't assume Seek socially conservative allies and messengers.

conservatives are just These are powerful voices with these legislators, who believe strongly in families as the

about dollars and cents. key building block of communities and society. Having validators from pro-life and/or

pro-family groups can serve multiple purposes.
Top messages with these

respondents involve discussions
about the importance of strong
families for strong
communities. Focusing just on
fiscal questions can read as

» Solutions for a post-Dobbs world: Some legislators noted that after the Supreme
Court overturned Roe, there are real questions about what the pro-life community
can support that can be unifying on an often-divisive topic. Policies to support babies
and moms is one area where they felt a potential for bridge-building.

heartless, and some  Validator for families in the workforce: One area of sensitivity emerged around
conservatives were eager to push anything that felt like it was pulling a parent out of the home or replacing a parent
back against the idea that fiscal with a government program. Having pro-family groups weigh in can inoculate against
concerns are all they would care these concerns and underscore how healthy, prospering families are the best thing
about. for kids and communities.
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Insisting that PN-3 programs be universal will likely dampen
support or create opposition among important segments of the

electorate.

Who do you think should be eligible for the programs and supports for families with children under age three?

51% % All % Some
46% families families
Democrats 53 46
Independents 56 41
Republicans 36 59
18-34 57 40
35-49 53 45
3% :
[ E 50-64 44 52
All families Only families who No families 65+ 32 64
should be eligible need some financial help  should be eligible; |
should be eligible | do not support | Parents of 0-5 25 43
these policies 5 Non-parents 43 o4
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We have a number of compelling message frames
that make the case for PN-3 programs.

We need more proof points that demonstrate
efficacy in a concrete way.




It’s critical to identify proof points that demonstrate the
efficacy of PN-3 programs.

Thinking broadly about government programs that provide supports to families with children under age three,

generally speaking, which do you think best describes them?

51%
459% .

m Very effective 40% : Democrats 41 45
_ Independents 35 45
= Somewhat effective Republicans 41 44

® Somewhat ineffective Parents/
non-college 37 28
m Very ineffective 15% Parents/ 47 46

o college grads
Don't know 7%
All voters Parents of children 0-5
FCHELON ‘~|.
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Connecting to a strong economy, families and
communities, and emphasizing that every child deserves a
strong start have broad salience.

ECONOMY/WORKFORCE STRONG FAMILIES/COMMUNITIES EVERY CHILD/FAMILY DESERVES

A strong economy depends on strong Strong families are the foundation of strong Every child deserves the chance to grow
families. When parents can’t find affordable = communities. When we invest in the health up to live a successful life, and

childcare, struggle to pay for diapers and well-being of young children, everyone every family deserves to give their child a
and formula, or have to choose between benefits. Babies grow up healthier, parents strong start. But too many families face
their job and their baby’s health, our whole can succeed at work, and communities thrive  stress and struggle in the early years--not
workforce suffers. Research shows that and become stronger. Government supporting because parents don’t care but because
when government supports families who families is good for them and our shared they don’t have the support they need. As
need it early on, parents can stay in the future. a country, we have the responsibility to
workforce, businesses thrive, and help families start strong.

communities grow stronger.

Most convincing among: Most convincing among: Most convincing among:
* Democratic state lawmakers

+ Conservative voters who are strong PN-
3 advocates * On-the-fence voter groups

* Republican state lawmakers » Voters who “move” in favor

of government action on PN-3
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ROI messaging has value, especially with the public, but at
the moment is a harder sell with lawmakers.

PAY NOW OR PAY LATER

Early childhood is one of the best Caveat
investments government can make.
When we get babies what they need,
kids thrive and succeed. But when

we don’t, problems arise. We either
invest now, or we pay more later with
problems like behavior and learning
issues in school and higher rates of
chronic disease, which is why investing
in babies and toddlers is the smartest « That said, economic evidence that relates directly

thing we can do. to specific policies could potentially have more salience.

* Republican lawmakers have been hearing for years that
spending on this or that will pay off down the road, and they
understand that the reality is more complicated. Thus, this
message (and other ROI claims) moved them very little.

« A separate statement about a general $6.30 return for
every dollar invested fell similarly flat.

« Compelling to voters who move in

favor of government action.

[ ]
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Statistical Segmentation of the Public into Five PN-3 Audiences

Pro-federal
Progressives

Working-class
Bystanders

Conservative PN-3
Champions

Pessimistic
Skeptics

Rugged
Individualists

% of total electorate 26% 17% 16% 19% 22%
Gender - : Ll Predominately men el : Skew slightly men
representative women representative
Mostly Mostly
Race/ethnicity re rg/ls(()esnttlgtive Skewfaif:k and representative; representative; Predominately white
P slightly higher Latino slightly higher Black

Parent of child <18 26% 38% 51% 16% 17%
Income under $50k 31% 74% 25% 31% 29%

. Predominately non- Mostly Mostly Mostly
Education level SLEUS Celoys college representative representative representative
Liberal — conservative (net) Lib+69 Con+3 Con+38 Con+1 Con+78
Democrat 85% 43% 23% 49% 6%
Independent 7% 20% 6% 17% 7%
Republican 8% 37% 71% 33% 87%

ECHELON
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I HA
BER RESEARCH

Best Audience Targets
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Our top message frames resonate with these segmentation target
audiences.

Audience Segment Strongest Messages

« Every Child/Family Deserves

Working Class Bystanders
« Economy/Workforce

« Economy/Workforce

Conservative PN-3 Champions = .
» Strong Families/Communities

_ « Economy/Workforce
Pessimistic Skeptics « Strong Families/Communities
« Every Child/Family Deserves
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The Opportunity

The groundwork is laid — now we need to
show the path forward

« Voters already believe the PN-3 period is critical.
We don't need to make that case.

 Thegapisbetween belief and action: most voters
think we're falling short, and they want government
to do more.

 The opportunity is to show what's doable —
concrete, near-term progress that builds
momentum.

21

87% 51%

believe say we're

PN-3 is falling
critical ' short
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Core
Narrative
(broadest tent)

22

Building strong communities means focusing on what truly matters, and
that begins with supporting strong families.

A healthy start takes more than just one factor; safe housing, nutritious food,
caring environments, and stability all shape how children develop.

Families are struggling to provide even the basics like groceries, health care,

housing — and for those with babies and toddlers, the added costs of formula,
diapers, and child care. This is where state and local governments can make a
difference. They can invest in our communities by supporting families during

those crucial first three years of a child’s life.

Government can't and shouldn't raise our children. But it can make sure child
care is safe and affordable, health care is accessible, and families can afford
the essentials they need. When we invest in young families, we build the
foundation for families to thrive, for children to grow into successful lives,
and for the kinds of communities where we want to live.
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Core
Narrative

23

Building strong communities means focusing on what truly matters, and
that begins with supporting strong families.

A healthy start takes more than just one factor; safe housing, nutritious food,
caring environments, and stability all shape how children develop.

Families are struggling to provide even the basics like groceries, health care,

housing — and for those with babies and toddlers, the added costs of formula,
diapers, and child care. This is where state and local governments can make a
difference. They can invest in our communities by supporting families during

those crucial first three years of a child’s life.

Government can't and shouldn't raise our children. But it can make sure child
care is safe and affordable, health care is accessible, and families can afford
the essentials they need. When we invest in young families, we build the
foundation for families to thrive, for children to grow into successful lives,
and for the kinds of communities where we want to live.
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Tailor the Conversation

Lawmakers and voters need different things

Talking to Lawmakers Talking to Voters

» |Lead with strong families and community

Lead with “every child deserves...every family
« Bring near-term proof points deserves” the chance for a strong start

« Show constituent impact — what does this Name the financial pressures families face

mean for families in my district?

Economic and workforce stakes resonate -

» Forconservatives: enlist pro-family, faith jobs, family stability, community strength
validators

Long-term ROl has value here (pay now or pay

* Individual solutions are more persuasive than later)
comprehensive packages

“ E= e, @iceon o




+ + +
Solutions

« Standalone policies are more politically durable
than comprehensive packages. ﬁ

« Avoid universal language when speaking to
lawmakers—especially conservatives. ,
Policy
m

25

o “"Families who are struggling deserve...”
consistently outperformed universal language
like “all families deserve...” especially among Package
conservative lawmakers and audiences.

Comprehensive

* Local stories andlocal proof points are the most
effective inreaching your target audiences.
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Messaging Guide

26

On the NCIT website, along with the research
shown in this presentation

Includes:

Proof points
Messages by audience
Broadly supported policies

Tips on how to communicate effectively with
policymakers

Sample messaging for voters and lawmakers

€

AN TSN SR

Communicating
the Case for PN-3:

A Research-Informed Messaging Guide

natiénal
collabarative
fer infants

& téddlers
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ECONOMY/WORKFORCE

A strong economy

depends on strong families.
When parents can't find
affordable child care, struggle
to pay for diapers and
formula, or have to choose
between their job and their
baby’s health, our whole
workforce suffers. Research
shows that when government
supports families who need it
early on, parents can stay in
the workforce, businesses
thrive, and communities
grow stronger.

Most convincing among:
Democratic state lawmakers
Conservative voters who
are strong PN-3 advocates

and the difficulty of balancing work, caregiving, and mental health. The
narrative should spotlight families who are doing everything right yet still
struggle—not because of personal failings, but because the systems around
them fall short.

When families get the support they need, children are healthier and better
prepared to learn; parents and caregivers can stay employed and advance
in their careers, and communities become more stable and prosperous. This
“everyone benefits” framing resonates across ideological lines, appealing

fo both economic pragmatists and values-driven audiences—helping
advocates maintain a strong, consistent message.

Priority Messaging

Message Frames

Three message frames were found fo be the most effective in convincing
people toward supporting greater government action for families with
children under age 3: Every Child/Family Deserves, Economy/Workforce,
and Strong Families/Communities. The chart below summarizes which
audiences were most swayed by each frame.

STRONG FAMILIES/

COMMUNITIES

Strong families are Every child deserves

the foundation of the chance to grow up
strong communities. When to live a successful life,
we invest in the health and and every family deserves

well-being of young to give their child a strong
children, everyone benefits. start. But too many families
Babies grow up healthier, face stress and struggle in

parents can succeed at work, the early years—not because
and communities thrive and parents don't care but
become stronger. Government because they don't have
supporting families is good for the support they need.

them and our shared future. As a country, we have the
responsibility to help families

start strong.

Most convincing among:

Republican state lawmakers

On-the-fence voter groups

Universality vs.

Targeted Support

A slim majority of voters (51%
believe PN-3 supports should
be targeted to families who
need financial help — and
that preference shapes how
you should talk about policy
with cross-partisan and
conservative audiences.

Universal framing triggers
resistance. "All families
should receive..” activates
opposition among
conservatives and skeptical
audiences.

"Families who need help"
outperforms "all families®
with Working-Class
Bystanders, Pessimistic
Skeptics, and conservatives
— your most critical
persuadable groups

The bottom line: Lead with
targeted framing even when
the underlying policy has
broader reach. The design
doesn't have to change; the
language does

7. Paid family and medical leave (24%) — Growing support across partisan
lines, particularly among women and younger voters. It connects well fo
the Strong Families frame.

8. Child tax credit (21%) — Bipartisan in appeal and particularly popular
with Republican lawmakers as a standalone policy. This policy frames
well as direct, efficient family support.

9. Home visiting services (9% top priority) — Lower salience as a headline
issue, but broad underlying support once explained. Home visiting services
are best infroduced after establishing trust with higher-priority policies.

Counter-Messaging

The voter survey tested four opposition messages, and it's important to
note that none of the messages below are particularly effective with voters.
However, for voters who want the government fo do the same amount or
less to support families, these messages carry more weight and are more
likely to surface in legislative conversations.

“Parental responsibility” — If’s the caregivers and parents’
Jjob to provide for their children, not the government’s. This
is the most common and most effective opposition frame. It
resonates especially with voters who are already skeptical,
and it is the counter-message most likely to surface in
conservative lawmaker conversations.

“Our parents didn’t need this” — Our parents and
grandparents didn’t have/need all this help, and they did just
fine. Parents today need to work hard and do this too. This
argument implies today’s struggles stem not from structural
pressure but from a lack of personal responsibility. While this
message is weak with the engaged pubilic, it ranks as the most
persuasive among negative voters at 42%.

“Bad parenting” — These kinds of policies reward people
. who aren'’t willing to provide for their families and bail out
\ people who have children even when they can’t afford to.
This message suggests PN-3 family support policies reward
irresponsibility. This message has low overall salience but
reaches 40% among negative voters.

“Expensive” — We can't afford these policies, and the more
‘ families we make eligible, the more expensive they become.

Cost and fiscal concern are the least effective messages of

‘ the four overall but gain traction with negative movers (39%)
and with conservative legislators concerned about long-term
budget commitments. Universal eligibility language makes this
argument easier to make, which is another reason targeted
language is key.

14
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Detailed Methodology
I

National online survey of 2,154 registered Survey was preceded by two phases of qualitative research:
votgrs, matphed to the voter file, including « 2 online QualBoard discussions conducted in May 2025 among:
racial, ethnic and parent oversamples, to > Informed & Engaged Voters
yield: > Conservative Archetype Voters
« 388 Black voters
* 403 Latino voters » 5 live online focus groups among:
« 244 AAPI voters » Local business and community leaders
: » Black voters
» 472 Parents of children ages 0 to 5 = (Lalie Vel
Credibility interval of £2.11 percentage points > Parents of children ages 0to 5
for the full Sample; hlgher for SubgroupS >» Seniors age 65 and older

The final phase of research => Qualitative individual in-depth interviews (IDIs) with:
» 6 Democratic state legislators
* 6 Republican state legislators

These interviews focused on lawmakers’ assessments of a) policies supporting PN-3 families, b) proof points demonstrating the
policies’ effectiveness, and c) a battery of messages designed to increase urgency surrounding these policies.
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