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Today’s agenda 

• Changes in messaging and strategy that may be 
warranted for child advocacy going forward  
– Special focus on states that experienced changes in 

partisan make-up in 2014 elections 
• What voters (and parties) think about child policy 
• Thoughts from national and state experts with 

extensive experience in working in red-state climates 
• How can the Partnership best facilitate development of 

communication and advocacy strategies during this 
legislative session and 2016 campaign season? 
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Public Opinion and Child Policy: Voters Care 
… But Not Translated to Electoral Action 

1. The public is deeply concerned about the future our 
children will face. 

2. The public would like more attention given to 
children’s issues. 

3. The public believes it is very important to make 
public investments in children. 

4. The public believes there are multiple reasons more 
children are in jeopardy today. 

5. The public does not equate this with how to make 
decisions at the ballot box. 

6. Voters from both political parties believe their party 
places a priority on children and child policy. 



1. Concern over Future for Children 

• Rougher or easier time growing up today? 
 Rougher – 75%; Easier – 14%; Same – 9%  
• Rougher or easier time raising kids today? 
 Rougher – 76%; Easier – 8%; Same – 13% 
• Children better or worse off than ten years ago? 
 Much better – 3%; Somewhat better –10%; 
 Somewhat worse – 31%; Much worse – 26%; No 

change – 27% 
• Confident children likely to better off than their 

parents when they grow up? 
 Very confident – 19%; Somewhat confident – 6%; Not 

very confident – 13%; Not confident at all – 55%  



2. Public Like More Attention Given to 
Child Policy 

• Improving lives of children should be priority 
for candidates? 

 Very important – 54%; Somewhat important – 39%; 
Not important – 4%  

• More likely to support candidate who 
supports different child issues? 

 Child abuse prevention – 71% 
Higher education –73% 
Head Start – 75% 
Child care subsidies – 66% 
After-school programs – 78% 
Preschool – 58% 



3. Importance of Investments in 
Children  
• Importance for Congress to protect basic 

investments in children (health, education, 
nutrition) 

 Extremely important – 56%; Highly important – 
19%; Moderately important – 17%; Not very 
important – 6%  

• Importance relative to reducing deficit 
 Children more important – 31%; Deficit more 

important – 26%; Equally important – 41% 
• Focus more on needs of children or elderly 
 More on needs of children – 51%; More on needs 

of elderly – 24%; Both/neither – 21% 



4. Belief in Reasons for More Children 
in Jeopardy 

• Challenge to More Children than in the Past? 
 

    More   Fewer Same           DK            Most 
                      Imp. 
Obesity   80 15   3 2 12 
Lack parental engagement 68 17 10 5 37 
Moral decay in society 67 21   9 3 22 
Poverty   65 29   9 3 26 
Lack proper role models 62 20 14 4 18 
Poor reading skills  53 30 13 4   6 
Mental illness  49 35   7 9   6 
Inadequate K12 education 41 34 20 5 15 
Lack of access to high- 
  quality early childhood ed 38 30 27 5 10 
 
  



5. Child Policy and Electoral Decisions 

• Issue MOST important in deciding 2014 
Congressional vote 

 Economic issues like jobs/minimum wage – 26% 
 Fiscal issues like government spending, taxes and 

national debt – 24% 
 Health care issues like Obamacare – 14% 
 Senior issues like SS and Medicare – 12% 
 Social issues like abortion gay marriage – 7% 
 Child issues like education and health – 5% 
 National security/foreign policy – 4% 



6. R-D Similarities and Differences 

• Affiliates with both parties believe their party cares 
more and will do more to support children and families 

• Democrats more likely to emphasize poverty reduction, 
strengthening public education, public programs to 
economically support families, new public/professional 
services and regulations, and employer mandates 

• Republicans more likely to emphasize public debt 
reduction, charity, marketplace education reforms, 
community solutions, instilling personal responsibility, 
and public-private partnerships as responses 

• Portion of population least concerned about public 
responses to children are 50- to 70+-year-old white, 
Republican men 



6. R-D 2012 National Platforms 
• America has always been a place of grand dreams and even grander 

realities; and so it will be again, if we return government to its proper 
role, making it smaller and smarter. … If we hand over to the next 
generation a legacy of growth and prosperity, rather than 
entitlements and indebtedness. … We are the party of maximum 
economic freedom and the prosperity freedom makes possible. … 
Prosperity provides the means by which individuals and families 
maintain their independence from government, raise their children 
by their own values, practice their faith, and build communities of 
self-reliant neighbors. 
 

• Reclaiming the economic security of the middle class is the challenge 
we must overcome today. That begins by restoring the basic values 
that made our country great, and restoring for everyone who works 
hard and plays by the rules the opportunity to find a job that pays the 
bills, … care for your family, own a home you call your own and health 
care you can count on, … and, most of all, give your children the kind 
of education that allows them to dream even bigger and go even 
father than you every imagined. 



Next Steps:  

• Legislative Child Policy Advocacy in 
Reddened Political Environment 
 

• Messaging, Civic Engagement, and 
Electoral Education Overall in Effectively 
Promoting Greater Public Investments in 
and Attention to Children Generally 
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Sources:   
 
Slides 3, 4, & 8. Child and Family Policy Center (Michael Bruner) Summary of 
Findings from Public Opinions Polls on Children’s Issues, 2011 (updated 2013). 
 
Slides 5 & 7: American Viewpoint (David Kanevsky) Voters Attitudes on Children 
Poll Summary for First Focus Campaign for Children, June, 2014  
 
Slide 6: Iowa Poll (Selzer and Associates), Des Moines Register, December 25, 2013 
 
Slide 9: Excerpt from cross-walk of 2012 National Democratic and Republican Party  
Platforms on Child Policy Issues (Child and Family Policy Center), 2012  
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Successful Outreach Strategies for Voices 
for Georgia’s Children 

• Post election  
– Reach out informally to the newly elected Governor and legislators 
– Cultivate the transition team, be available to offer information as well as 

candidates for key positions 
• Post inauguration 

– Build relationship with Governor’s policy staff in addition to legislative 
leadership (GA’s structure gives the Governor a lot of power) 

– Host reception that recognizes “Governor’s Leadership Team for 
Children,” all agency heads that have responsibility for children’s 
services 

• Continuous 
– Offer small forums on specific topics using panelists across agencies and 

legislators who lead on the issue 
– Show up at forums and functions of less likely allies 
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Careful messaging positions us as 
“support” 

• “What information can we get for you?” vs. “This is our 
agenda” 

• “Who do you look to for answers?” vs. “Here is the expert.” 

• “We share a common objective with you” vs. “We have an 
evidence-based strategy to solve the problem.” 

• “Investment(policy, etc.) will impact jobs and the economy.” vs. 
“Children will perform better.” 

• “Government will be more efficient.” vs. “We should make it 
easier for families.” 

• “We’re making progress.” vs. “Ain’t it awful!” 
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Partner Strategies 

• Work out differences with key influencers outside of the 
legislative process 

• Be visible with conservative groups that address children’s 
issues; attend their forums; find a go-to person for inside 
information  

• Strategize legislation with state agencies as much as possible 

• Figure out the fiscal implications every time and prepare a 
rationale for investment 

• Sustain coalitions and unity of purpose 
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•   Q&A 
•   Discussion 
•   Next steps for Partnership? 

Child advocacy messaging and action in 
a "redder" political environment 
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