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EXECUTIVE SUMMARY

BACKGROUND

In 2011, North Carolina’s early childhood system
was facing significant funding cuts, the conversation
tended to be about individual programs and there was
no unifying message being used across the system.
The First 2,000 Days public engagement campaign
was developed to address these challenges and build
bipartisan support for investments in children’s early
learning by:
« Positioning early child development as an issue
that impacts all North Carolinians,
« Engaging unexpected voices as messengers and
« Creating community influencers that support early
learning.

Three short-term goals were identified:

1. Transition existing early childhood news
consumers to advocates. News consumers
included Facebook fans, Twitter followers and
eNews subscribers. Transforming these consumers
into advocates was defined as people sharing
information, communicating with policymakers
and taking other measurable actions on behalf of
young children.

2. Engage business and community leaders as
advocates on behalf of young children. Expanding
the types of advocates who were actively working
on behalf of young children was seen as critical
to improving the effectiveness and impact of
advocacy.

3. Develop local champions to serve as early
childhood ambassadors. Smart Start Local
Partnerships would recruit diverse constituents
- business leaders, military personnel, parents,
health care providers and educators - as early
childhood champions.

This evaluation focuses on the third goal and
specifically the North Carolina Early Childhood
Foundation’s (NCECF) work with 16 Smart Start Local
Partnerships to identify and engage local leaders,
create and implement plans to build community
support for early childhood investments and build a
cadre of local community leaders willing to take action
on behalf of young children. The evaluation also
analyzes data from an additional 12 Local Partnerships
that used the First 2,000 Days message and campaign
materials more autonomously with limited support
from NCECF.

NCECF developed and coordinated the First 2,000 Days
campaign, provided strategic direction, developed
turnkey toolkits and materials and provided ongoing
coaching and support throughout the primary grant
funding period, which extended from 2012 through
2014.

In the two-year period, the First 2,000 Days campaign
reached over 7,000 people through more than 300
presentations and events across the state, including
500 business leaders who attended one of 12 business
briefings and 900 people who attended one of 13

faith summits. Forty percent of those attending
presentations pledged to take action on behalf of
young children.

EVALUATION GOALS AND METHODOLOGY

An independent evaluator, the Thorman Strategy
Group, completed the evaluation of the First 2,000
Days campaign. The goals of the evaluation were to:
« Understand, both qualitatively and quantitatively,
the effectiveness of the First 2,000 Days initiative
at the individual, community and organizational
levels;
« Inform and improve future strategy development
and
« Identify suggested methods for taking the
initiative to scale across North Carolina.

The three primary evaluation strategies included:

« A review of community-developed plans and
materials, campaign materials, and resources
developed by NCECF;

« Surveys of community leaders, local organization
leaders, and Smart Start Local Partnerships staff
and

« Interviews of a sample of Local Partnership staff,
NCECEF staff, and community leaders involved in
the campaign.

The evaluator identified strengths of the campaign,
opportunities to improve implementation for greater
results and recommendations as the campaign
expands.



HIGHLIGHTS OF FINDINGS

OUTCOMES

Through the First 2,000 Days Initiative, Smart Start
Local Partnerships built their public engagement
capacity, worked to position early child development
as an issue that impacts all North Carolinians

and implemented an array of campaign activities

to engage unexpected voices as early childhood
champions. The evaluation found that participants:

Increased knowledge of early child development
and the importance of early childhood
investments. The greatest knowledge gains
occurred among business, faith and law
enforcement leaders.

Gained public engagement skills. “| have been
advocating for children’s issues my entire career
and never got the reaction | did when | used the First
2,000 Days campaign materials.”

Built new partnerships and relationships,
strengthened alliances and expanded their base
of support. “We have relationships that we’ve never
had before,” said one respondent.

Integrated the First 2,000 Days messaging and
engagement concepts into their organizational
communications strategy. Smart Start Local
Partnerships integrated First 2,000 Days information
into websites and organizational materials, as did
many community organizations.

STRENGTHS
CAMPAIGN MESSAGES AND RESOURCES

There was a strong and consistent view that the
campaign messaging was excellent and effective.
Both early childhood leaders and those outside

of the early childhood field felt that it gave an
exceptional, succinct and powerful overview of the
critical importance of investing in early childhood
initiatives. Numerous respondents shared that

the First 2,000 Days message was uniting people
around the bigger issue of early childhood. Having
ready-made, professionally produced written and
presentation materials was seen as invaluable. Local
Partnerships appreciated that many materials could
be customized with local data and community flavor.

SUPPORT TO ENGAGE NEW CHAMPIONS

New champions were engaged from multiple
sectors, including law enforcement, business,
faith, civic groups, health care leaders and
professionals who work on behalf of children.
New champions were very positive about the
campaign and highly supportive of the work. They
were impressed by the quality of the message and
materials and appreciated the opportunity to lend
their influence to support early childhood initiatives
- investing on average 2.6 hours per month.

Collectively, champions and staff presented to
thousands of community stakeholders, including
business leaders, business entities such as Chambers
of Commerce and economic development councils,
law enforcement, faith leaders, civic groups,
philanthropic foundations, elected officials, public
entities, higher education institutions, community
non-profits and early childhood groups.

EXPANDED ORGANIZATIONAL INFLUENCE

There was a strong and consistent sense that the
campaign was facilitating new partnerships and
relationships. The campaign was seen as crucial to
building and strengthening alliances with public and
private entities and leaders, expanding the base of
support for early childhood initiatives and accessing
community leaders.

INCREASED COMMUNITY OWNERSHIP OF EARLY
CHILDHOOD ISSUES

All stakeholders shared that they increased their
knowledge of early childhood development and
the importance of early childhood investments.



In addition, Local Partnerships, including those that
received limited support, reported that their capacity
to engage new community leaders, implement effective
messaging and build community support for early
childhood had increased as a result of the campaign.

SUPPORT FROM NCECF

NCECF support was highlighted as a major strength of
the campaign. The guidance and coaching and NCECF’s
willingness to adapt campaign materials to meet local
needs were repeatedly highlighted. Based on feedback
from multiple sources, it is clear that merely producing
sharp messages, professional materials or good training
would not have yielded the results the First 2,000 Days
campaign has created to date; the ongoing NCECF

staff support and resources are essential to achieving
campaign goals.

CHALLENGES
CALLS TO ACTION

Calls to action were focused primarily on awareness
building, such as visiting a high quality child care
program, staying up-to-date on early childhood issues
or hosting a First 2,000 Days presentation. In this first
phase, there was not a specific public policy goal, which
left some Local Partnerships and champions frustrated;
with their new knowledge, many wanted to be more
actively involved in program or policy improvements.

LIMITED TIME

Time was the greatest challenge to the campaign.
Local Partnerships and champions were challenged
by competing demands. Champions were often busy
professionals and finding time to become proficient on
the campaign materials and schedule presentations
was sometimes challenging. In addition, some Local
Partnerships did not have the capacity to provide the
level of assistance champions needed to be effective.

CAPACITY

Mixed capacity to implement campaign over time:
Local Partnerships are independent, nonprofit
organizations governed by their own Boards of
Directors. As such, each came to the campaign with
differing level of skills and commitment. Therefore,
progress and outcomes varied across the Local
Partnerships. In some communities, there was not
the needed level of leadership, strategic planning or
implementation.

COMMUNICATION

Understanding of the statewide goals of the First
2,000 Days campaign varied among respondents, and
this caused confusion among some local campaign
leaders and champions. The perceptions of campaign
effectiveness and local momentum were highest in
communities where the Local Partnership regularly
updated partners of progress and formally celebrated
successes, and were lower where this communication did
not regularly take place.

SUSTAINING MOMENTUM

Multiple people voiced concerns about sustaining
momentum and that the importance of continuing to
build upon the foundation that had been developed
through the initial campaign implementation.
Concerns were raised that without funding the campaign
would disappear and negatively impact the local work.

RECOMMENDATIONS

Itis clear from the evaluation that the messages and
strategy are working. Recommendations to strengthen
the campaign include developing specific calls to action,
strengthening local capacity to implement the campaign,
strengthening the training model, planning expansion
carefully and sticking with it to ensure long term and
broad impact.

CONCLUSION

The First 2,000 Days public engagement campaign
feedback is very positive from all stakeholder groups.
The early results demonstrate that the First 2,000
Days campaign is creating the pre-conditions needed
for future policy change. Moving forward, stakeholders
emphasized the critical importance of stability,
consistency and sustaining the momentum so the
campaign has the opportunity to take root and inform
long-term decision-making.



“The value of the campaign for our work goes well
heyond the tangible resources that are provided. It

has been an inspiration to many in our community
and has expanded the scope and reach of our
partnerships.”




AN EVALUATION OF THE FIRST 2,000 DAYS

The First 2,000 Days campaign was created in 2012 to build bipartisan support for investments in children’s early
care and education. Through facilitating broad ownership of the campaign, the initiative is designed to:

« Position early child development as an issue that impacts all North Carolinians,

« Engage unexpected voices as messengers and

« Create community influencers who will support early learning investments at the local, state and federal levels.

This report summarizes the outcomes of an evaluation of the First 2,000 Days campaign; the evaluation took place
in the fall of 2014.
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CAMPAIGN BACKGROUND AND STRATEGY

In 2011, North Carolina’s early childhood system
was facing significant funding cuts, the conversation
tended to be about individual programs and there
was no unifying message being used across the
system. The First 2,000 Days public engagement
campaign was developed to address these challenges
and build bipartisan support for investments in
children’s early learning by:
» Positioning early child development as an issue
that impacts all North Carolinians,
+ Engaging unexpected voices as messengers and
+ Creating community influencers that support
early learning.

The First 2,000 Days Campaign was originally
launched by the North Carolina Partnership for
Children in 2012 and was relocated to the North
Carolina Early Childhood Foundation (NCECF) upon
the organization’s founding in late 2013. NCECF’s
mission is to “marshal North Carolina’s great people,
ideas and achievements to build a foundation of
opportunity and success for every child by the end
of third grade.” NCECF accomplishes this by building
public will, accelerating what works and igniting
action to close the achievement gap and raise
outcomes for all young children.

Funding for the First 2,000 Days was provided

by a $390,000 grant from the Z. Smith Reynolds
Foundation.

FIRST 2,000 DAYS OBJECTIVES

In total, NCECF worked with 16 Local Partnerships
covering 25 counties intensively; 12 additional
partnerships worked more autonomously. Smart
Start Local Partnerships are community-based
nonprofit organizations focused on improving
policies, services and outcomes for children birth

to age five. The initial group of participants was
selected to implement the First 2,000 Days campaign
through a Request for Applications process. Thirty-
five applications were received and ten Local
Partnerships were selected; one partnership dropped
out of the initiative in its first year. Participating
partnerships represented the following counties:
Brunswick, Buncombe, Craven, Guilford, Harnett,
Henderson, Johnston, Mecklenburg and Rockingham.
These pilot counties began work in March 2012, and
therefore had two years of involvement at the time of
the evaluation.

In 2012, the Community Foundation of Western

North Carolina provided a $65,000 grant to replicate
the work in the western part of the state. NCECF
expanded the First 2,000 Days campaign through
Smart Start Local Partnerships representing the
following counties: Avery, Burke, Cherokee, Clay,
Graham, Haywood, Jackson, Macon, Madison,
McDowell, Mitchell, Polk, Rutherford, Swain,
Transylvania and Yancey. The western counties began
work in the summer of 2013, and therefore had only
one year of involvement at the time of the evaluation.

Transition existing early childhood news consumers to advocates. News consumers included Facebook
fans, Twitter followers and eNews subscribers. Transforming these consumers into advocates was defined
as people sharing information, communicating with policymakers and taking other measurable actions on

behalf of young children.

Engage business and community leaders as advocates on behalf of young children. Expanding the types
of advocates who were actively working on behalf of young children was seen as critical to improving the

effectiveness and impact of advocacy.

Develop local champions to serve as early childhood ambassadors. Smart Start Local Partnerships would
recruit diverse constituents - business leaders, military personnel, parents, health care providers and

educators - as early childhood champions.



THE FIRST 2,000 DAYS CAMPAIGN HAS FOUR PRIMARY STRATEGIES:

1. ENGAGING UNEXPECTED VOICES AS
MESSENGERS AND CREATING CHAMPIONS THAT
SUPPORT EARLY LEARNING

NCECF partnered with 16 Smart Start Local
Partnerships to create and implement plans to
recruit champions who would be willing to give
presentations, carry the First 2,000 Days message and
engage their networks in the initiative.

NCECF worked with each partnership on an influence
mapping process and assisted in researching

and identifying community influencers. All plans
included strategic outreach to locally identified
leaders from the business, law enforcement and faith

communities, as well as other community influencers.

Some Smart Start Local Partnerships implemented
the work through a community team of volunteers
and others through existing staff.

NCECF worked closely with the Local Partnerships

to develop and implement all aspects of the

plan, including engaging local leaders, creating
opportunities to build community awareness and
building a cadre of community leaders willing to take
action on behalf of young children. NCECF provided
ongoing and intensive consultation, met with their
Boards of Directors and community teams and
trained champions.

An additional 12 Local Partnerships worked more
autonomously to use the First 2,000 Days campaign
materials and host community events. NCECF

C. John Watts Ill, Principal, Renaissance Financial Partners of North
Carolina and member of the First 2,000 Days Speakers Bureau.

Dr. Sharon Cooper, Developmental Pediatrician speaking at a First
2,000 Days Faith Summit in Wilmington

provided different levels of support for these
partnerships, including small grants of $1,200 to
$1,500 for materials and assistance in event planning.

Over the course of the campaign, over 7,000 people
heard the First 2000 Days message at more than

300 presentations and events across the state. In
collaboration with Local Partnerships, 12 business
briefings were held with 500 people attending and 13
faith summits were held with 900 people attending.

2. BUILDING THE PUBLIC ENGAGEMENT CAPACITY
OF LOCAL ORGANIZATIONS

NCECF worked with Smart Start Local Partnerships
to build knowledge and capacity about how to reach
new audiences, gain access to community leaders
through research and networking techniques,
develop volunteer commitment, and train and
support volunteers to take leadership roles.

One-on-one coaching and assistance was a hallmark
of the campaign. NCECF assisted Local Partnerships

in implementing all aspects of the campaign,
including research and suggestions for proactive
opportunities to engage community leaders and
identifying potential champions in their communities.
For example, if a local business person was appointed
to an association board or a government commission,
NCECF would strategize with the Local Partnership
about the person’s viability as a champion and how to



best engage them. NCECF regularly worked with Local
Partnerships on how to leverage existing relationships
to open doors.

Working with volunteers was new to many Local
Partnerships. As a result, NCECF spent more time than
anticipated developing skills and equipping Local
Partnerships with the tools needed to successfully
recruit, engage and manage volunteers.

NCECF held regular conference calls for partnerships
to share experiences and ideas. These discussions
often resulted in partnerships testing each other’s
approaches and allowing them to avoid pitfalls.

3. POSITIONING EARLY CHILD DEVELOPMENT AS
AN ISSUE THAT IMPACTS ALL NORTH CAROLINIANS
THROUGH MESSAGING AND TOOLKITS

The First 2,000 Days initiative was developed as

an open source campaign. To increase impact and
support sustainability, materials are available online
for anyone to use and are accompanied by tools to
assist with their use. For example, the First 2,000
Days PowerPoint presentation is available along
with a guide on how to use the PowerPoint and
talking points for each slide. NCECF developed Call to
Action cards for people to complete at presentations
to remain engaged, Tips for Presenting the First
2,000 Days and a Reflections Worksheet to capture
learnings from each presentation. Additional tools
include a First 2,000 Days video, champion job
description, lapel pins, source materials, brochures
and infographics.

Many of the campaign materials could be tailored
to add local information and customized for local
audiences.

The First 2,000 Days website showcases Local
Partnerships’ champions voicing their support for
early childhood policies and programs, including law
enforcement, business and faith leaders. The site:

« Demonstrates that what happens to young
children impacts everyone in the community and
provides information about how early childhood
investments relate to national security, economic
prosperity and safe communities.

« Provides basic information on how experiences
during a child’s first 2,000 days impact lifelong
learning and health, including information on
basic brain development, health in the early years
and soft skills.

« Provides tools for offline engagement with the

First 2,000 Days Toolkit, including presentations,
scripts, fact sheets, infographics and more.

« Features easy actions people can take to spread
the word about the value of early care and
learning.

4. LOCAL, REGIONAL AND STATE LEVEL
ENGAGEMENT

In addition to work conducted by Smart Start

Local Partnerships at the community level, NCECF
developed relationships and co-sponsored events
to build regional and state-level support for early
childhood investments. NCECF leaders gave
presentations, created relationships with state and
regional associations and organizations and secured
statewide media attention for the campaign. More
than 100 newspaper articles, radio stories and blog
postings touting the importance of the First 2,000
Days and early childhood investments have been
printed and aired.

Harnett County Deputy Sheriff Dallas Pastirik speaking outside of the
NC Legislature to early learning supporters.



EVALUATION GOALS

The goals of the evaluation were to:

« Understand, both qualitatively and quantitatively,
the effectiveness of the First 2,000 Days initiative
at the individual, community and organizational
levels*

« Inform and improve future strategy development.

« Identify suggested methods for taking the
initiative to scale across North Carolina.

* Individuals refer to community leaders who became
involved in the initiative, including champions and
Smart Start Local Partnership staff, board and
volunteers, and those attending First 2,000 Days
briefings or summits. Community refers to those

in the geographic community served by the local
organization(s). Organizations refer to Smart Start
Local Partnerships and other non-profits engaged in
the campaign.

Specifically, the evaluation sought to better
understand how key stakeholders interacted with and
were impacted by the campaign, including:

INDIVIDUALS

1. Did those engaged in the initiative experience
a change in their knowledge, and/or behaviors
related to the importance of a child’s early
years to life success and their personal civic
engagement? For example, did they take some
action after attending a presentation?

2. Was that action new or different than previous
activity?

3. Applying NCECF’s Community Engagement
Pyramid (Attachment B), did champions move up
the pyramid? For example, did they carry the First
2,000 Days message to their networks?

SMART START LOCAL PARTNERSHIPS AND
COMMUNITY ORGANIZATIONS

1. Did Smart Start Local Partnerships and
other organizations engaged in the initiative
advance their knowledge and skill set related to
messaging, audiences and messengers?

2. Did the initiative build and strengthen alliances,
expand the base of support and provide access to
community leaders?

3. Are these organizations more ready to sustain a
community engagement initiative than when they
began?

4. Is community engagement now incorporated into
their organizational work?

5. Is the First 2,000 Days initiative incorporated into
their organizational communications?

6. Is there evidence of any broader community
awareness of or support for early childhood
policies, programs or investments?

Answers to these questions are throughout the report
and bolded for easy reference.



METHODOLOGY

The evaluation of the First 2,000 Days campaign
consisted of three primary strategies. The collective
results were analyzed and used to identify trends,
strengths and areas for improvement.

Materials review: TSG reviewed plans from nine
of the 16 Local Partnerships to learn more about
campaign activities, identify trends, inform

the development of the surveys and interview
protocols and, in conjunction with the interviews,
document the impact of the plans. The materials
reviewed included the application for campaign
participation, activity tracker spreadsheet,
questionnaire about champions, grant
applications for local activities and participant
lists from faith, business and law enforcement
summits and other champion events. The
materials from each partnership helped to
identify strengths and gaps and also informed
individual interviews.

Surveys: Surveys were developed and distributed
electronically to different audiences. The surveys
enabled broad reach to the many individuals

and organizations involved in the First 2,000
Days campaign. The surveys provided both
quantitative and qualitative information

to measure the impact of the campaign at
multiple levels (individual, organizational and
community), identify how training and other
supports impacted the ability to meaningfully
engage people on early childhood issues, identify
opportunities for strengthening the campaign
and develop recommendations for statewide
expansion.

Individuals: The survey provided information
on how the First 2,000 Days campaign changed
individuals’ knowledge and behaviors related
to early childhood civic engagement and the
degree to which they moved up the Community
Engagement Pyramid (Attachment E). A total
of 13 individuals completed this survey. The
evaluator sent the survey link to Smart Start
Local Partnerships, which then forwarded it to
individuals involved in the campaign.
Community Organizations: This survey

was designed to assess how community
organizations integrated the First 2,000

Days messaging and resources into their
organizational outreach and if and how
alliances and access to community leaders
were strengthened. The survey also sought

evidence of broader community awareness and
support for early childhood policies, programs

and investments. Thirty organizational leaders

completed this survey.

Local Partnerships: Two different groups of
Smart Start Local Partnerships were surveyed:
partnerships that received capacity building
support and partnerships that operated more
autonomously and received limited support.

Among individuals and community
organizations,

80%

Identified their role as a First 2,000 Days
Champion who carried the message of the
importance of high quality early care and
education for North Carolina in their community
(29 respondents).

22%

Identified themselves as organizational liaisons
who coordinated First 2,000 Days work for

the Smart Start Local Partnership (eight
respondents).

11%

Were members of a First 2,000 Days Community
Team that helped to create the local action plan
(four respondents).

The protocol for the individual and Community
Organization surveys are available upon
request.



NCECF provided deeper support to 16
partnerships. These partnerships received a
survey that evaluated their experience with

the First 2,000 Days campaign, the degree to
which they have achieved the goals of their local
plan, successes, factors that have supported

or compromised local work, methods for

taking the work to scale across the state and
recommendations for additional support for
campaign implementation.

A total of 49 professionals from 11 of the 16
Local Partnerships completed the survey.
Among Local Partnerships that received more
intensive NCECF support, survey respondents
included: 20 board members (40.8%), 13
program staff (26.5%), six outreach staff (12.2%),
five executive directors (10.2%), four evaluation
staff (8.2%) and one administrative staff (2%).

The survey protocol for Local Partnerships that
received more intensive support is available
upon request.

Additionally, 12 Local Partnerships implemented
some activities or used campaign materials
with less NCECF support; these partnerships are
referred to as more autonomous partnerships
throughout this report. Among these nine
additional Local Partnerships a total of 20
respondents completed the survey, including
seven executive directors (35%), seven board
members (35%), three program staff (15%), two
administrative staff (10%) and one evaluation
staff (5%).

The survey protocol for the Local Partnerships
that worked more autonomously is available
upon request.

« Interviews: The purpose of the community
leader interviews was to explore how the First
2,000 Days campaign impacted the knowledge,
behavior, partnerships and engagement activities
of key leaders and organizations. The individuals
interviewed represented the full diversity of
partners involved in the local campaigns. TSG
interviewed a sample of 15 community leaders and
six staff from Smart Start Local Partnerships.
The community leaders interviewed included
the executive director of a large United Way, two
sheriffs, a police chief, three faith leaders, five
business leaders, a physician, a higher education
representative and a health department leader.
TSG also interviewed a sample of six Local
Partnership staff to learn about their experience
implementing the First 2,000 Days campaign,
the experience with NCECF support, and their
successes and challenges.

Responses from the surveys informed the
interview questions. To ensure diverse
perspectives and to avoid selection bias, NCECF
categorized the 16 Local Partnerships according

to size, experience with the campaign and actions
implemented; TSG randomly selected partnerships
from each category to ensure a diversity of
perspectives. Selected individuals purposefully
represented a diversity of leaders, community size
and campaign role.

The interview protocol is provided in Attachment A.
TSG triangulated the results from these different

data sources to identify consistent strengths of the
campaign and opportunities for improvement.

Johnston County business leaders commit to becoming First 2,000 Days Champions.



CAMPAIGN IMPLEMENTATION

The Local Partnerships implemented a significant
number of campaign activities, including engaging
new champions, making presentations to diverse
audiences, planning special events and staying
connected with people who participated in the
presentations. A list of the campaign tools and
perceptions of their effectiveness are outlined on
pages 12-16.

The presentation was a foundational tool of the
initiative, framing the importance of early childhood
investments through a new and simplified message.
The presentation emphasized the valuable role early
learning plays for society at-large and answered the
question “what’s in it for me?” for those who may
not be the parent of a young child. Of individual
community partners surveyed, 40.9% hosted or
coordinated a presentation and 31.8% gave the First
2,000 Days presentation.

LOCAL CAMPAIGN PLAN

All communities developed a local plan, which ranged
in focus from highly specific with goals for numbers of
people to engage and presentations to give to more
general goals of increasing awareness and support.
A summary of local plans provided through the
survey responses is provided in Attachment C and a
sample action plan is provided in Attachment D. The
respondents rated the effectiveness of their plans as
follows:
« Our plan has been extremely successful (rating of
5on scale of 1-5): 10.5%
« Our plan has been pretty successful (rating of 4):
15.8%
« Our plan has been moderately successful (rating
of 3): 68.3%
« Our plan has not been very successful (rating of
2): 0%
« Our plan has not been at all successful (rating of
1):5.3%
Based on interview feedback, the level of
communication from the Local Partnership about
the First 2,000 Days implementation influenced
perceptions of the impact of the local plan. Some
partnerships communicated regularly about the
campaign and celebrated successes more publicly;
partners and champions perceived these Local
Partnerships as having more successful plans. Other
partnerships did not regularly update partners and
champions on progress and successes, and local
stakeholders perceived these local campaigns as less
effective.

CHAMPION RECRUITMENT AND ENGAGEMENT

New champions were engaged from a variety
of sectors and, in many cases, provided the
presentations to their peers. Sectors engaged
included:
o Law Enforcement: Sheriffs and police chiefs
« Business: Banks presidents, attorneys,
accountants, other business leaders and leaders
from Chambers of Commerce and economic
development organizations
« Health Care: Pediatricians, physicians and health
department leaders
« Early Childhood Professionals: Leaders from
Head Start, NC PreK, local health departments,
libraries and non-profits

Local Partnerships identified business leaders as
the type of new champion most engaged through
the campaign (60.9%), followed by law enforcement
(56.5%), elected officials (47.8%), faith leaders
(47.8%) and other community leaders (37.1%). Local
partnerships identified the following other types

of community leaders who became champions
through the campaign: community college and higher
education faculty, child care center administrators,
directors of county departments of social services,
mayors and county managers.

Individual and community partners were asked how
many hours a month they contributed to the First
2,000 Days Campaign. The median (average) number
of hours per month among community volunteers
was 2.6 with a range of 1-10; the mode (most common
answer) was 2. Notably, one volunteer stated that he
or she had volunteered 4 to 6 hours a month for six
months, but stopped because there was no follow-up
from her Smart Start Local Partnership.

Presentations were made to diverse stakeholders and
in diverse settings. These included:

« Businesses including leaders from PNC Bank,
Bank of North Carolina, Federal Reserve
Banks, Suntrust Bank, Wells Fargo Bank, the
Panthers professional football team, national
radio affiliates, law firms, accounting and
financial services firms, restaurant owners and
contractors.

« Business organizations including Chambers of
Commerce, employee lunch-and-learns, monthly
networking coffees, Better Business Bureaus and
economic development organizations.

« Law enforcement including regional law



Buncombe County Sheriff Van Duncan, a champion who gives First
2,000 Days presentations throughout the county.

enforcement conferences, presentations to
sheriffs and chiefs of police, and police chiefs
giving the presentation at officer roll calls.

« Faith leaders including clergy from different faith
communities across the ecumenical spectrum,
and presentations at churches and synagogues.

«» School leadership including school boards,
superintendents, and principals.

« Civic groups including Junior Leagues, Rotary
Clubs, Kiwanis chapters and United Way Boards
of Directors.

« Philanthropic foundations including health
foundations and community foundations.

« Elected officials including mayors, county
commissioners, state legislators and candidates
for office.

« Public entities including local Health
Departments and Departments of Social Services.

« Higher education institutions including
institution leadership, deans and department
chairs at public and private colleges and
universities as well as presentations to college
classes.

» Community non-profits including those focused
on job training, child development, parent
education and family support.

« Early childhood groups including key note
addresses and presentations at child care
conferences, early childhood literacy councils,
leadership from influential boards of directors,
parents and volunteers of a local children’s
museum and early childhood educators.

SPECIAL EVENTS

Many of the Local Partnerships that received intensive
support planned and implemented a variety of
meetings to engage stakeholder groups, which
included:

« Faith summits: 60.9% (14)

« Community special events: 60.9% (14)

« Business Briefings: 47.8% (11)

Attendees were asked to complete a Call to Action
card at the conclusion of each event. The card
identified actions attendees could take to remain
engaged in the First 2,000 Days campaign. Actions
varied slightly depending on the stakeholder group
and covered a range of engagement opportunities.
Forty percent of presentation attendees pledged
further involvement.

Among the individual community partners who
responded to the survey:

« 31.8% participated in special events,

* 27.3% engaged new champions,

* 27.3% participated in faith summits,

« 13.6% contacted public officials,

+ 9.1% participated in business briefings,

+ 4.5% helped to create and implement a local First

2,000 Days Community Action plan, and
+ 4.5% wrote a letter to the editor or an op-ed.

Additional activities included Facebook “likes”,
letters to the editor, and sponsoring, volunteering
and attending Week of the Young Child events.

Open response answers included: contacting
public officials, posting messages through social
media (Facebook), linking to the First 2,000 Days
presentation from the agency’s website, talking
with others about the campaign, using First 2,000
Days messages and infographics in organizational
materials and presentations, wearing a First 2,000
Days lapel pin, and pediatricians providing books
and campaign messages to families at well-child
visits.

The feedback across all groups
and on all campaign tools was

extremely positive, and each
of the tools was viewed as
extremely valuable.

J4Z,




diverse array of examples include:

The 2013-2014 President
of the NC Sheriff’g

Association, Kevin Frye of

Avery County, sent a letter

toall 100 sheriffs jn North

Carolina, urging them to

become First 2,000 Days
Champions,

The CEO of the
Asheville Area Chamber
of Commerce wrote
an op-ed about the
importance of early
learning published in
the Citizen Times.

ACTIONS TAKEN AS A RESULT OF CHAMPION ENGAGEMENT AND SPECIAL EVENTS

o
Y Many participants took action as result of the information they learned at a First 2,000 Days
presentation. Some stakeholders clearly moved up the Community Engagement Pyramid (see

Attachment B) and went on to help plan and lead local faith summits, became active champions who
gave presentations to their peers or joined Boards of Directors of Smart Start Local Partnerships. A

A Baptist pastor from
Yancey County is a member
of the statewide Speakers
Bureau and presented the
First 2,000 Days to a Faith
Summit in Rockingham
County.

Sheriff Chipp Bailey of

Mecklenburg County hosted

a First 2,000 Days Judicial

and Law Enforcement
.Leaflers Luncheon that
Inspired a Djstrict Court
Judge Louijs Trosch, to

become a3 champion,

New Hanover and Pender
Counties District Attorney
Ben David integrated the
First 2,000 Days message
into his community outreach
presentations and was the
keynote speaker at a law
enforcement luncheon in
Mecklenburg County.




A faith leader, after
attending the western
North Carolina Faith
Summit, wrote a
First 2,000 Days
sermon series for his
congregation.

Police chiefs in New
Bern, Eden and
Greenville showed their
support through letters
to the editor, opinion
editorials and engaging
their colleagues.

.A regional PNC ET]
director who attended 3

F.|rst 2,000 Days luncheon
IS Now a member of the
statewide First 2,000 Days
Speakers Bureau and
re.cently joined the board of
directors of the local Smart
Start,

A member of the North
Carolina House of
Representatives, after
attending a First 2,000 Days
presentation, spoke at a
Week of the Young Child
breakfast, discussing his
commitment to early learning
to over 200 constituents.

several partnerships
met with economic
development
organizations to discuss
the impact of early
learning on the fuf:ure
workforce, resultm.g
in new champions in
workforce development.
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EFFECTIVENESS OF CAMPAIGN TOOLS

NCECF developed a series of tools to support local implementation of the First 2,000 Days campaign,

including:

0000060000

PowerPoint and Prezi presentations with talking points: The presentations describe
brain development in the early years of life, and how the first 2,000 days have a lasting
impact on children’s later learning, health and life success and in turn impact our
national security, global competitiveness and public safety.

Video of presentation: A shorter version of the presentation is available on video with
a discussion guide.

Infographics: Infographics are available both in fact sheets and individually based on
data used in the presentation.

Invitations, agendas, press releases and thank you templates for events: The event
templates enable Local Partnerships to focus more attention on creating quality events
that recruit and develop champions.

Phone support provided by the campaign: NCECF staff provided proactive and
reactive support to Local Partnerships as they developed plans, recruited champions,
organized events and implemented other elements of their local campaigns. On
average, NCECF staff provided six hours per week of one-on-one assistance to
partnerships.

Brochure: The brochure provides an overview of the message and invites readers to
become involved in the campaign.

Fact sheet for business community: A resource that focuses on the economic and
business case for early learning investments.

Call to Action cards: These cards were distributed and collected at all events.
Participants were asked to indicate continued interest, including staying up-to-date
on early childhood news with alerts from the First 2,000 Days, linking to the First 2,000
Days website, hosting a First 2,000 Days presentation and/or communicating to policy
makers support for public investments in early education.

Faith Report: This report includes ideas generated at five regional Faith Summits and
provides a basic background on early child development for faith leaders.

Lapel Pins: First 2,000 Days lapel pins are given to champions to invite questions and
conversation about the issue.

12



The 16 Local Partnerships that received intensive
NCECF support, the partnerships working more
autonomously and the community partners were
each asked to evaluate the impact of the campaign
tools; they rated each tool on a scale of 1-5 with 1
being not at all helpful and 5 being extremely helpful.

The feedback across all groups and on all campaign helped us frame What we dO in

tools was extremely positive, and each of the tools 0
was viewed as extremely valuable. ways everyone u ndersta nds.‘%;i} IS
Mo

“We have struggled to explain
the complexity of our work and
the campaign materials have

TABLE A: VALUE OF CAMPAIGN TOOLS PROVIDED BY NCECF TO INCREASE EARLY CHILDHOOD INVESTMENTS

INDIVIDUAL/ SMART START SMART START

COMMUNITY PARTNERSHIPS PARTNERSHIPS

PARTNERS WITH INTENSIVE OPERATING MORE
NCECF SUPPORT AUTONOMOUSLY

POWERPOINT AND PREZI PRESENTATIONS 4.65 4.8 5.0*
INFOGRAPHICS 4.61 4.78 4.5
TALKING POINTS FOR POWERPOINT, PREZI 4.38 4.75% 4.93%
VIDEO OF PRESENTATION 4.41 4.81% 4.46
BROCHURE 4.25 4.67* 4.33
FACT SHEET FOR BUSINESS COMMUNITY 4.24 4.57* 4.46
FACT SHEET FOR FAITH COMMUNITY 4.08 4.08 4.33*
INVITATION, AGENDA AND THANK YOU N/A 4.69 4.7
TEMPLATES FOR EVENTS

PHONE SUPPORT PROVIDED BY THE CAMPAIGN | N/A 4.67* 4.0%
RESPONSE CARDS FOR VARIOUS AUDIENCES N/A 4.57 4.33

* = STATISTICALLY SIGNIFICANT DIFFERENCES. P<.05

The ratings from the Smart Start partnerships were
slightly higher overall than those from individual

and community partner organizations; statistically
significant differences from the individual/community
partner feedback are noted with a * in Table A

above. These differences may be explained by the
fact that the Local Partnership respondents were all
Smart Start staff and board members, and as one
interviewee stated, “The First 2,000 Days campaign
materials have helped us explain what we doin

such a clear and succinct way. We have struggled to
explain the complexity of our work and the campaign
materials have helped us frame what we do in ways
everyone understands. ” Since the materials have
filled such a significant need, their value may be more
clearly felt by Local Partnerships.
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Smart Start Local Partnerships were further asked what attributes made the campaign materials most valuable,
again on a scale of 1-5 with 1 being not at all helpful up to 5 being extremely helpful.

TABLE B: SUMMARY OF WHAT MADE THE CAMPAIGN MATERIALS MOST VALUABLE

1
o 5 2 4 5 AVERAGE
AT ALL EXTREMELY — DATING

HELPFUL HELPFUL

THE CONCISE WAY THE IMPORTANCE OF THE EARLY | 0% 0% 0% 12.5% | 87.5% |4.88
YEARS IS FRAMED

THE PRESENTATIONS AND OTHER MATERIALS THAT | 0% 0% 0% 18.8% | 81.3% [4.81
COULD BE PERSONALIZED TO THEIR COMMUNITY

THE WAY THE CAMPAIGN HAS MADE IT EASY FOR 0% 0% 18.8% | 18.8% | 62.5% |4.44
PEOPLE TO GET INVOLVED

Therespondents from the 12 more autonomous Smart Start Local Partnerships stated that they used the campaign
materials as follows:

« 80% used the message and campaign materials, such as flyers and presentations

« 73.3% hosted faith summits

« 73.3% completed community briefings

+ 53.3% sponsored business briefings

» 46.7% received a small grant to implement First 2,000 Days activities

CAPACITY BUILDING SUPPORT

There were two elements of capacity building: training
and ongoing coaching and technical assistance. While
the feedback on the coaching was extremely positive,
feedback on the value of the training was mixed.

Trainings were in-person learning opportunities on
how to implement specific elements of the campaign.
The training model evolved over time. In the first year
of the campaign, Local Partnerships and volunteers
were given only an orientation to the campaign. By
the second year, additional specific trainings were
added, including how to give the First 2,000 Days
Presentation. NCECF recently expanded the training
for all champions to ensure they were prepared to
provide the presentations; as part of this updated
training, champions act out a mock event, including
tips on handling difficult questions and how to
ensure that they get the maximum engagement of
the participants.

Among Smart Start Local Partnerships, 64.1%
participated in a training, including:
* 46.2% participated in campaign orientation,
« 33.3% participated in how to give the First 2,000
Days presentation
« 7.7% participated in how to create a local First
2,000 Days community action plan.
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Respondents were asked to what degree they felt prepared to be a successful community influencer on a scale of
1-5, with 1 being training did not prepare me at all and 5 being training prepared me extremely well.

TABLE C: SUMMARY OF HOW WELL TRAINING PREPARED SMART START LOCAL PARTNERSHIPS TO
IMPLEMENT KEY CAMPAIGN GOALS

AVERAGE

1 2 3 4 3 RATING
REACHING NEW AUDIENCES WITH WHOM YOU 5.3% |10.5% |21.1% |42.1% |21.1% |3.63
WERE LESS FAMILIAR
CREATING PLANS TO BUILD COMMUNITY 53% |[5.3% [42.1% |[31.6% |15.8% |3.47
AWARENESS OF THE IMPORTANCE OF EARLY
CHILDHOOD
IMPLEMENTING PLANS TO BUILD COMMUNITY 53% |5.3% |31.6% |36.8% |21.1% |3.63
AWARENESS OF THE IMPORTANCE OF EARLY
CHILDHOOD
BUILDING A CADRE OF LOCAL COMMUNITY 0% 11.1% | 33.3% |27.8% |27.8% |3.72
LEADERS WILLING TO TAKE ACTION ON BEHALF OF
YOUNG CHILDREN

Among community and individual partner survey respondents, 43.2% said that they participated in an in-
person, group training, including:

+ 25% participated in how to make a First 2,000 Days campaign presentation training

+ 22.7% participated in campaign orientation training

+ 18.2% participated in training on how to create a First 2,000 Days action plan

+ 11.4% participated in training on identifying community influencers

+ 6.8% participated in training on organizing a successful First 2,000 Days community event

Participants were asked to rate how well the training prepared them on a series of items on a scale of 1-5, with 1
being training did not prepare me at all and 5 being training prepared me extremely well.

TABLE D: SUMMARY OF HOW WELL TRAINING PREPARED PARTNERS TO IMPLEMENT KEY CAMPAIGN GOALS

AVERAGE

! 2 3 4 3 RATING
REACHING NEW AUDIENCES WITH WHOM YOU 16.7% | 11.1% | 38.9% [ 5.6% |27.8% |3.17
WERE LESS FAMILIAR
CREATING PLANS TO BUILD COMMUNITY 11.1% | 0% 44.4% | 16.7% | 27.8% |3.50
AWARENESS OF THE IMPORTANCE OF EARLY
CHILDHOOD
IMPLEMENTING PLANS TO BUILD COMMUNITY 11.1% | 0% 50% 16.7% [22.2% |3.39
AWARENESS OF THE IMPORTANCE OF EARLY
CHILDHOOD
BUILDING A CADRE OF LOCAL COMMUNITY 11.1% | 5.6% |44.4% |16.7% |22.2% |3.33
LEADERS WILLING TO TAKE ACTION ON BEHALF OF
YOUNG CHILDREN
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Local Partnerships also received ongoing, one-on-
one technical assistance and coaching to support

their local implementation. This support from Res po ndents credited this
NCECF staff was seen as critical to the success . . .
of the campaign and helped Local Partnerships h Igh ly responsive coachi ng

customize the resources for their unique settings,
build and refine skills to reach out and engage
new champions, provide new ideas based on

the success of others, and support partnerships Staﬁ as one Of the mOSt
through challenges to sustain their momentum. Sign ifica nt elements Of the

This support received extremely positive feedback
and helped local campaigns develop customized success of the Campaign. @“V\
strategies to meet local needs, develop successful / @
solutions to challenges, and expand campaign
impact. Respondents credited this highly responsive
coaching support from NCECF staff as one of the most
significant elements of the success of the campaign.

support from NCECF

New Hanover and Pender Counties District Attorney Ben David talks with Millard McCluney of the Charlotte Housing Authority at a Mecklenburg
law enforcement luncheon.
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OUTCOMES

INCREASED KNOWLEDGE

All respondents said that they increased their
knowledge of early childhood development and
the importance of early childhood investments.
The stakeholders with the greatest knowledge
gains were those with the least early childhood
experience- namely business, faith community and
law enforcement stakeholders.

A faith leader said, “l have been an active advocate
for children for years. But this campaign has really
opened my eyes. | have learned so much and have
facts and statistics now that make my efforts so much
more effective. | am just on fire about the importance
of early childhood now - | can’t stop talking about it!

| am eager to do more in my church, my community,
and around the state.”

As one might expect, stakeholders from the early

childhood field learned less about child development.

However, they noted increased knowledge regarding
how to more effectively frame the importance of early
investments. An early childhood leader said “I have
been in this field for longer than | care to remember.
This campaign has rejuvenated me in ways | cannot
explain. | see the light bulbs going on over people’s
heads now when | talk about the importance of the
early years and it is because of what this campaign
has taught me about how to frame the messages
effectively. | have learned a lot - and didn’t think |
needed to learn anything else on this topic. Thank
you.”

“l see the light bulbs going
on over people’s heads
now when | talk about the
importance of the early years
and it is because of what
this campaign has taught
me about how to frame the
messages effectively.”
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“I have been advocating for
children’s issues my entire
career, and never got the
reaction | did when | used the
First 2,000 Days campaign

materials. The materials helped
me crystalize my message and

convey it with the right mix
of facts to really engage new
audiences. | have never seen
such effective materials!”

PUBLIC ENGAGEMENT SKILLS

Respondents consistently stated that they gained
skills in honing their ability to reach out to and
engage people on early childhood issues and

that the tools provided from the campaign were
invaluable to making this happen. As one stakeholder
said, “l have been advocating for children’s issues
my entire career, and never got the reaction | did
when | used the First 2,000 Days campaign materials.
The materials helped me crystalize my message and
convey it with the right mix of facts to really engage
new audiences. | have never seen such effective
materials!”

Other early childhood leaders echoed this sentiment
and stated that they thought having a title of
“Champion for Children” was powerful and gave them
an added level of credibility in their community.

NEW PARTNERSHIPS

There was a strong view that the campaign was
facilitating new partnerships and relationships.
The campaign was seen as crucial to building and
strengthening alliances with public and private
entities and leaders as well as expanding their base
of support and accessing community leaders. One
respondent summarized “We have relationships now
that we never had before. We had been trying to get
into the Chamber for years and were not successful.
As a result of the entrée gained through the campaign
and really positive responses from key business
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leaders, we are now working more closely together

than | ever imagined possible.” “Whatis so great is that
Another respondent reflected, “I feel like there is peOple own it as their own.

areal buzz in the community about the First 2,000

Days. | hear people saying that phrase in all kinds of It was not a Sma rt Sta rt
unexpected places. At a recent Health Department message but a message

event the First 2,000 Days message was woven all

through the keynote speaker’s remarks and he was owned by the broad

wearing one of the campaign pins. The campaign

messa.lging was also a key part of a grant recently commun |ty. It now seems

submitted to a large national funder. What is so great . .

is that people own it as their own. It was not a Smart like this knowled gea bout

Start message but a message owned by the broad . .

community. It now seems like this knowledge about €ad I’ly Ch | ld hOOd Ism UCh

early childhood is much more common knowledge. more common knOWledge.” %«%
Another respondent shared, “We planned our
presentations really carefully. As a result, we have
presented to a great cross-section of leaders in our
community and new champions have emerged

from all kinds of unexpected places. A well-known
physician heard the presentation at a Rotary Club
meeting and has become one of our best champions.
And the President of our local Chamber heard the
presentation and invited us to make a presentation

to their Board and to help inform their legislative
agenda.”

First 2,000 Days Champion Deb Pattison, Director of Human Resources at KS Bank in Smithfield.
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INTEGRATION OF CAMPAIGN MESSAGES IN
ORGANIZATIONAL COMMUNICATIONS

The campaign message was incorporated into
organizational communications. Smart Start Local
Partnerships integrated First 2,000 Days information
into their websites and organizational materials,

as did many local community organizations. For
example, a local United Way incorporated First
2,000 Days messaging into their kick-off campaign,
faith communities provided campaign messaging

in bulletin inserts, community organizations shared
First 2,000 Days information as part of their regular
meeting agendas, and First 2,000 Days messages
were key to Week of the Young Child newspaper
inserts distributed to every household in one county.

Among the 12 Local Partnerships that operated more
autonomously, 82.4% stated they were actively

using First 2,000 Days campaign materials and were
planning to continue using them; another 17.6% were
considering using campaign materials but had not
yet.

PUBLIC POLICY

No respondents could point to specific public
policy or public investment decisions that had
been made as a result of the campaign; all felt

it was too early for this level of change to have
taken place. However, in 2014 state early childhood
funding held constant while budget cuts were made
to other areas of education.

Velva Jenkins, Vice President, Continuing Education, Economic and Workforce
Development, Brunswick Community College, discusses the importance of
early learning for our future workforce.

“We have relationships now that we never had
before. We had been trying to get into the Chamber
for years and were not successful. As a result of the
entrée gained through the campaign and really

positive responses from key business leaders, we
are now working more closely together than | ever
imagined possible.”
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SUMMARY OF STRENGTHS, CHALLENGES AND RECOMMENDATIONS

The evaluation findings indicate strengths of the campaign and areas for improvement.

STRENGTHS

SUPPORT FROM NCECF

NCECF support was highlighted as a major
strength of the campaign. Having NCECF staff who
were focused on both campaign implementation
overall as well as individualized support for the

Local Partnerships was identified as crucial to local
success. NCECF staff helped the partnerships, which
have many other priorities and limited staff, sustain
focus on the campaign, frame the importance of
early investment effectively with different audiences,
build and hone their skills to effectively engage

new partners, ensure events were well planned and
orchestrated, and strategically build and sustain local
momentum. This role varied over time and ranged
from cheerleading to providing deep strategic support
depending on local needs.

Respondents said NCECF staff were positive,
helpful and responsive, and were cited as one of
the key elements of the success of this campaign.
A selection of quotes on the impact of NCECF support
included, “NCECF has provided great support through
the First 2,000 Days presentation and materials,

and has been willing to update and improve the
presentation as new topics and questions and
research has surfaced.” Another respondent said
“The staff at the NC Early Childhood Foundation
were always available by phone or email - to problem
solve, bounce ideas with, help strategize how to
approach a particular audience or individual. If they
didn’t have materials readily available, they would
provide what they could - links to other websites,
contacts from other partnerships, etc.” Another
respondent reinforced the impact of the coaching
and support, “Encouragement and grant support to
coordinate activities to support the First 2,000 Days
message. The Foundation

CAMPAIGN MESSAGE AND RESOURCES

The campaign provided an important combination
of strategies, resources and support to engage new
audiences. There was a strong and consistent view
that the campaign messaging was excellent and
effective. Those outside of the early childhood field

“The message is very, very

well done”

20

felt that it gave an exceptional, succinct and powerful
overview of the critical importance of investing in
early childhood initiatives. The statistic that 75% of
Americans between the ages of 17 and 24 could not
meet the military’s eligibility criteria was repeatedly
identified as one of the most powerful facts in the
presentation.

Aregional manager for a large national bank summed
it up this way, “The overall focus is very important.
The materials are easy to review and understand. The
message framing is not too difficult to understand
and the messaging hits all the right points. From a
marketing side it is very easy to understand, and the
layout is great. The message is very, very well done .”

One attorney stated after hearing the presentation,
“Many times statistics are used to make a case. After
seeing the Partnership for Children’s presentation, the
benefits of investing in early childhood education are
undisputable.”

Respondents also identified the campaign tools

as a strength of the campaign. Having ready-made,
professionally produced written and presentation
materials was seen as invaluable. The diverse
resources, from presentations to infographics

to audience-specific resources, were seen as a

key element of the success of the campaign. One
respondent stated “The website is great -- I’'m

always comfortable directing people there for

more information.” Another identified the “online
resources that are available for download.” The
flexibility of the tools to respond to local needs was
also identified by numerous respondents, including
one who said, “Our Team utilized the PowerPoint and
talking points, but wanted to tweak them to include
local data. We also tweaked the choices on the
response cards. We really appreciated the flexibility to
make these resources work for us.”

SUPPORT TO ENGAGE NEW CHAMPIONS

The campaign resources and strategies helped

the Local Partnerships dramatically increase
engagement of new champions. Respondents
consistently identified their ability to engage law
enforcement, faith leaders, business leaders, and city,
county and university-based economic and workforce
development organizations, which resulted in many
new champions.
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Across the board, the business, faith and law
enforcement leaders interviewed were very
positive about the campaign and highly supportive
of the work. They were impressed by the quality

of the message and materials and appreciated

the opportunity to lend their influence to the early
childhood message.

ORGANIZATIONAL INFLUENCE

Both Local Partnerships and community partners
saw clear benefits from the campaign focus to
engage new partners. Collectively, champions

and staff presented to thousands of community
stakeholders, including business leaders, business
entities such as Chambers of Commerce and
economic development councils, law enforcement,
faith leaders, civic groups, philanthropic foundations,
elected officials, public entities, higher education
institutions, community non-profits and early
childhood groups.

Said one community leader, “You can see

business leaders and people focused on economic
development and law enforcement working together.
It is surprising to see these sectors working together
and that gets people’s interest. If they are unified on
something it must be worthwhile.”

The campaign resulted in expanded organizational
influence through recruiting these new champions
to the local Smart Start partnership boards, building
stronger partnerships with organizations such as the
United Way, creating new opportunities to interact
within the community and strengthening community
partnerships around child well-being.

Said one Local Partnership, “This has been an
incredible opportunity to share the information we
work in every day--and to learn from the faith leaders

“This has been an incredible
opportunity to share the
information we work in
every day--and to learn
from the faith leaders in

our communities what their
successes and challenges
are in their work.”
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“You can see business leaders
and people focused on
economic development and law
enforcement working together.
It is surprising to see these

sectors working together and
that gets people’s interest. If
they are unified on something it

must be worthwhile.” A
Fo.

in our communities what their successes and challenges

are in their work . | believe that this initiative can

create a network that supports the faith leaders among

themselves and allow us to apply our services/materials

in meaningful ways...thank you for all your support and
encouragement as we have started this campaign!!”

INCREASED COMMUNITY OWNERSHIP OF EARLY
CHILDHOOD ISSUES

Numerous respondents shared that the message
was uniting people around the bigger issue of early
childhood development. The cross-sector and deep
support voiced by unexpected champions was seen as
particularly powerful.

One interviewee framed it this way, “The First 2,000
Days campaign provides a tool that allows folks to
come together in a way that is absent competition - it
is not Smart Start vs. others. The message is unifying
and raises the importance of early childhood generally,
which makes us able

to disconnect it from

fighting for funds.”

is available for

all questions and
promptly returns calls
and emails.” Another
respondent said

“The tools provided
are the best | have
experienced in my
time with Smart Start,
and | have been here
10 years.”

Optometrist Jennifer Mauney Smith of Mitchell County
is @ member of her local First 2,000 Days Community
Action Team.



CHALLENGES

CALLS TO ACTION

Calls to action were limited to engagement activities,
such as visiting a high quality child care program,
staying up-to-date on early childhood issues, or
hosting a First 2,000 Days presentation. In this first
phase of campaign implementation there was not

a specific public policy goal, which left some Local
Partnerships and champions frustrated.

While there was broad appreciation for the value
of general education and awareness raising, there
was also a sense that the lack of specific policy
goals and more specific actions for people to take
was a critical gap in the strategy. One faith leader
stated, “l am fired up! | am more excited about this
campaign and see huge promise for my community
with what | now understand about the importance of
the early years. | want to do more and see so many
needs. Tell me what to do!” Another Local Partnership
leader observed, “We also really need to have clear
policy goals and something concrete to do and rally
around - just raising awareness for the sake of raising
awareness is frustration for some people who really
got the message and wanted to work for something
concrete.”

One champion observed “General messages of ‘call
your legislators’ do not work. They either get a lot of
such requests, or they are not comfortable making
calls like this because they have never done it before.
We have made some short tools on ‘what to expect
when you make a call’ to help them prepare for and
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be successful when they call. People are worried that
they would be asked questions they could not answer
so they just don’t call at all.”

LIMITED TIME

Time was the greatest challenge to the campaign
with many Local Partnerships and champions
challenged by competing demands. Champions
were often busy professionals and finding time to
become proficient on the campaign materials and
schedule presentations was sometimes difficult.

In addition, some Local Partnerships did not have the
capacity to provide the level of assistance champions
needed to be effective. Three potential interviewees
identified by Local Partnerships as key local
champions said that they had not actually done any
campaign activities because they were too busy and
therefore had little to add to the evaluation.

One Local Partnership leader said, “The support from
the North Carolina Early Childhood Foundation has
been great. Really top notch. But sometimes it is
hard for us to do everything they ask of us.” Another
partnership leader framed it this way, “It takes a lot
of time to implement this campaign, and we do not
have money or resources specifically dedicated to
this. We really think that it is important to customize
the resources for the audience and really important
to prepare the champions - this really takes time to
spend time with them and get them up to speed. After
having some presentations not go well because of I/T
issues, we generally have a staff person who goes out
with the champions to make sure they do not have

At a standing-room-only breakfast in Stokes County, community leaders learn about the First 2,000 Days.



any I/T problems. And this also takes time and money.
Our success has made this so demanding - we did 24
presentations during one period.”

MIXED CAPACITY TO IMPLEMENT THE CAMPAIGN

Each Local Partnership, including the partnerships
that operated more autonomously, reported that
their capacity to engage new community leaders,
implement effective messaging and build community
support for early childhood had increased as a result
of the campaign.

That said, Local Partnerships are independent,
nonprofit organizations governed by their own Boards
of Directors. As such, each came to the campaign with
differing levels of skills and commitment. Therefore,
progress and outcomes varied across the Local
Partnerships.

“Understanding the
bigger picture and my

part in it makes me
motivated to do more.”

Some Local Partnerships had clear goals, and while
they reported that implementation was hard work,
they shared it was going smoothly and they could
feel community support growing as a result of the
campaign. Some communities could measure clear
progress and growing support through the NCECF
community engagement pyramid (Attachment E),
which measures impact on multiple fronts, including
measures of awareness and understanding, interest,
support, and action.

In other communities, there did not appear to be
the same level of leadership, strategic planning

and implementation or successful engagement

of champions. Absent regular communication
about successes, the energy and excitement

about the campaign appeared to be lower in these
communities. One survey respondent stated, “I
think the information is valuable and so well put
together. Unfortunately there was not enough local
buzz created by its sponsors, and it never felt like a
priority for something so critical. It would have been
an excellent rallying point but no one here carried the
banner in my opinion or even touted it except if you
were visiting the web page.”

For busy community leaders to be involved, they
need substantial support from Local Partnerships,
but not all Local Partnerships had this capacity.
One regional director of a large national bank
stated that he volunteered and was surprised that
he did not get more support; the expectation that

it was his responsibility to find places to present,
set up the presentations, and do the presentations
on his own was burdensome. He summed up his
commitment as, “| am really passionate about this
and would be delighted to do more if | am provided
with more support.” Another high-level business
leader shared that he volunteered, was trained, and
was not contacted again. He stated, “l am glad to
speak but have not been called or kept up to date
with the campaign. The follow up really needs to

be improved.” This is particularly notable since this
professional was identified by the Local Partnership
as one of the key leaders in the community on the
campaign.

The differentiating factors in the more and less
successful communities appeared to come down to
a mix of leadership, sustained focus and incremental
successes that fed the energy to sustain the work.

It appears that in partnerships where the executive
director took ownership of the campaign or had

a staff person who was dedicated to the project

and excited about its implementation, there has
been more local success. In partnerships where this
ownership and time commitment has not been made
there has been more limited success.

COMMUNICATION - ROLES AND BIG PICTURE

Not all respondents were aware of the statewide
goals of the First 2,000 Days campaign. This

caused confusion among some local campaign
leaders, because while they were supportive of the
overall work, they did not understood how they fit
into a bigger picture. A local campaign coordinator
described her experience as follows, “I didn’t see
myself as integral to the campaign, more simply a
supporter rather than a key actor. As work progressed
| increased my work focusing on outreach to the

local business community. | then joined statewide
calls, and then, and only then | really understand the
campaign. With a grant to help with the faith summit,
we have done some great things locally. | wish | knew
earlier, it would be more helpful.”

Some local champions shared the same sentiment,
indicating that they were not clear about the

presence of a local plan or what specific local goals
they were working to accomplish. While the people



who received the survey were champions specifically
identified by the local Smart Start partnerships as
being the most engaged in their community, multiple
survey and interview respondents stated that they
had either been involved in only a limited way or were
not aware of a bigger plan beyond their individual
presentations.

While extensive details may not be needed,
respondents did see value in understanding the
bigger picture. For example, one respondent noted,
“I feel like | only recently learned what we were
really trying to accomplish with the First 2,000 Days
campaign when | joined the Board. Suddenly the
presentations | had done made a lot more sense.
Understanding the bigger picture and my partin it
makes me motivated to do more .”

SUSTAINING MOMENTUM

Multiple people voiced concerned about sustaining
momentum and that general awareness raising
would only go so far. One respondent observed “I
feel like we are getting people all excited with this
new information and they are eager to do something,
and we don’t have a good direction to point them to
use this new energy. Not everyone wants to make a
presentation and there are a lot of powerful people
who could make a difference after hearing the
presentation if we pointed them in the right direction.
I worry that if we don’t strike while the iron is hot that
we will lose them.”

One Local Partnership talked about convening
meetings of champions over a short breakfast
meeting to share successes and keep the energy high.
These breakfasts were seen as a “booster shot” for
their volunteer efforts and served as opportunities to
keep people engaged and challenge them to become
more involved. While this appeared to have positive
impact, practices like these were not consistent
across Local Partnerships.
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“It takes a lot of time to
implement this campaign,
and we do not have money

or resources specifically
dedicated to this.”

In New Bern, local police and community leaders discuss opportunities
to support a child’s early years.



)

RECOMMENDATIONS

CREATE MORE TARGETED CALLS TO ACTION

As noted in the challenges above, there was a
widespread and strong sense that the message was
working and getting people educated and excited
about early childhood. All respondents said specific
calls to action would strengthen the campaign and
increase its impact. While some of these calls to
action may be consistent statewide, others may be
localized. The interviewees who stated this desire
did know how to determine and organize local calls
to action; this may be an area for focused NCECF
support moving forward.

As the calls to action become more focused multiple
respondents requested support building capacity to
inform legislative and local decision-making. There

is concern about making calls to legislators among
some Local Partnerships, particularly among people
who are not experienced with this action. There

is also desire to effectively inform local decision-
making and some concern about how to do this most
effectively.

STRENGTHEN LOCAL CAPACITY

NCECF hosts a bi-weekly conference call and an
annual in-person meeting to share work and lessons
learned. Additional strategic cross-fertilization
would strengthen implementation and make

it more consistent across the state, helping to
address the uneven capacity that exists among

Local Partnerships. Multiple Local Partnerships
stated that they wanted to know more about what
was working in other communities. They felt that

by sharing successes with each other they could
improve the impact of their local implementation. For
example, a few communities are successfully moving
forward with business engagement, while others are
struggling to get a first meeting scheduled. If these
communities could support each other through peer
mentoring they could cross-fertilize and strengthen
each other’s efforts.

“This is one of the best
engagement campaigns
| have seen in 30 years. |

hope we are able to sustain
it so it has a chance to
make a real difference”
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Additional cross-partnership sharing could mitigate
the greatest challenge faced by Local Partnerships:
the lack of time. While multiple partnerships
struggled with feeling like the First 2,000 Days
campaign was another requirement on already
stretched-thin staff, others successfully integrated the
work into existing staff responsibilities in ways that
resulted in highly successful local implementation.

On a related front, one partnership overcame the
time limitations of her community volunteers as
follows, “At first, it was rocky, but as we carved out
some dedicated time to planning our approach and
began reaching out to people, the campaign began
to take on a new life. People are busy, overworked
and feel like they don’t have enough time as it is,

so | felt it was necessary to offer them some kind

of incentive to join us. Thatis when | came up with
some ways to promote them and offer free publicity
as a champion. People seemed to like this, and it was
optional for those who didn’t like to be the center

of attention. We identified individuals we wanted to
invite to a presentation and after giving the Prezi a
few times, people were excited about the campaign
and wanted to do more with it. They came up with
ideas we had not considered and it began to achieve
what we hoped, for others to carry the message
forward.” Having opportunities to learn from one
another could help Local Partnerships streamline
campaign implementation and make it more efficient
and effective.

STRENGTHEN THE TRAINING MODEL

While the coaching support provided by NCECF
received very positive feedback, the in-person, group
trainings were ranked lower than other aspects of the
First 2,000 Days support. NCECF has already made
some improvements, including ensuring that all
champions are oriented in the campaign and trained
in giving the First 2,000 Days presentation.

Moving forward, NCECF should strategically
determine, in collaboration with local organizations,
what type of in-person training would be most
valued and develop a formal training strategy. A next
step may be to train Local Partnerships to conduct
their own champion training and intentionally build
other capacity to implement other elements of the
campaign. As one leader stated, “We need to ensure
strong preparation for our volunteers, support them
in completing the presentations, and provide good
follow-up and regular pep sessions to keep energy

u p.n



PLAN FUTURE EXPANSION CAREFULLY

Every person interviewed and all survey respondents
were positive about the power of the campaign and
its potential to influence statewide conversations. As
the campaign is expanded, NCECF and its partners
should carefully build from the lessons learned,

with particular care taken to address volunteer
preparation, Local Partnership staff capacity

and strategies to share lessons learned across
partnerships.

Further, there appears to be significantly more
success in Local Partnerships where the executive
director took ownership of the campaign or assigned
a staff person to lead the project who was excited
about its implementation. In partnerships where
this ownership and time commitment did not exist,
success has been more limited. NCECF should
consider developing a readiness assessment to
determine if local organizations have the capacity
and commitment to successfully implement the
campaign. This would ensure campaign resources are
invested in the communities that have the greatest
likely for success.
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STICKWITHIT

While there may be areas for improvement, the
universal sentiment across all stakeholder groups was
that this campaign has had a very positive effect and
stability and consistency for the desired impact. One
local partner stated, “Keep going with the campaign
so it has time to embed in minds of policymakers and
community leaders. With time and sustained focus we
can start with education and then move to support.
Too many promising campaigns have the plug pulled
or lose funding before they can make a real difference.
This is one of the best engagement campaigns | have
seen in 30 years. | hope we are able to sustain it so it
has a chance to make a real difference.”

Another succinctly summed it up this way, “Keep it
up ... you guys have added so much punch & pizzazz.
This is a wonderful and needed initiative.” Another
stakeholder recommended, “Stay the course. We

are not going to see results overnight. Don’t give up.
Conservatives get this, which really gives us hope. We
need to keep reaching across the party line. You have
created something great here. Give it the time and
support it needs to be successful.”



CONCLUSION

The First 2,000 Days campaign has created a relevant
and easily accessible message combined with a
public engagement strategy that cultivates new
support for early learning. In this first phase, the First
2,000 Days campaign is making a clear impact and is
setting the stage for improved policies, programs and
investments.

The key questions of the evaluation were answered
positively. Individuals engaged in the campaign have
increased their knowledge and engagement on issues
related to the importance of children’s early years.
Most have remained involved in the campaign - some
in significant new roles - and are positive about

the campaign messages and its implementation.
Many champions and partners engaged in the First
2,000 Days campaign showed increased levels of
engagement, moving up the community engagement
pyramid.

Local Partnerships engaged in the First 2,000 Days
campaign reported advancing both their knowledge
and skills about effective messaging and engaging
new messengers. Through the First 2,000 Days
campaign new alliances have been built with
community leaders, particularly with business leaders
and organizations, faith leaders and law enforcement;
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some communities were more successful with some of
these audiences than others.

The Local Partnerships have mixed capacity to
implement the First 2,000 Days campaign over the long
term, with some prepared to sustain the community
engagement initiative and actively incorporating the
message and approach into their organizational work,
while others have less capacity. Local Partnerships
that view the campaign as an integral element of

their overall mission to raise awareness and build
support for early childhood issues appear to be more
successful than those who view the campaign as an
additional requirement on their existing work. While
there is growing ownership of the message, there is
not yet evidence that the engagement campaign has
directly impacted early childhood programs, policies
or investments. However, in 2014 state early childhood
funding held constant while budget cuts were made to
other areas of education.

Overall, the evaluators conclude that NCECF has been
successful in achieving the identified objectives of the
initiative. The messaging and campaign materials are
strong and serve as a solid foundation for statewide
expansion and potentially as a model for other public
engagement campaigns.



BACKGROUND ON EVALUATOR

The Thorman Strategy Group completed the
evaluation and Abby Thorman, Ph.D., was the lead
investigator. Dr. Thorman has worked in the early
learning field for over two decades and is currently an
independent consultant based in Miami, Florida. She
works closely with the University of Florida on various
statewide quality improvement and professional
development projects in Florida, consults with
numerous national organizations including ZERO

TO THREE and Child Care Aware of America, and

has worked with over twenty states to help develop
research driven, outcomes-based early childhood
initiatives.

She has been the lead evaluator on numerous large-
scale evaluations, a sample of which include:

« Evaluation of the North Carolina Partnership for
Children Leaders Collaborative (2012-present):
Overseeing four-year evaluation of annual
cohorts of the Leaders Collaborative involving
Smart Start Local Partnership executive directors
and NCPC staff (currently in year 3).
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« Statewide Early Childhood Needs Assessment,
University of Florida (2012-2013): Oversaw
statewide early childhood needs assessment in
Florida that identified demand for and supply of
early learning programs, quality of early learning
programs, and statewide data on risk factors for
young children that could impact school readiness.
An interactive data portal with over 600,000
data points was also developed so users could
identify local strengths and needs in zip codes/
communities/counties and regions throughout
Florida.
Evaluation of the Impact of Professional
Development on Early Childhood Program Quality,
University of Florida (2012): Through pre and post
program assessments, oversaw evaluation of
the impact of the Making the Most of Classroom
Interactions training on CLASS scores in early
learning programs throughout Florida.
« Evaluation of the NACCRRA 40-hour online training
(2010-2011): Oversaw five state evaluation of a 40-
hour online course for child care providers.

Prior to consulting full-time Dr. Thorman served

as the Senior Strategic Advisor on Children, Youth
and Families at the Greater Kansas City Community
Foundation and spearheaded the Coalition for
School Readiness, which worked with the Governor
and legislative, private sector and other leaders

from throughout Kansas to dramatically increase
public investment in early childhood programs,
including a ground-breaking set-aside for infants

and toddlers in the state’s PreK expansion. She also
served as the Director of the Metropolitan Council

on Early Learning, nationally recognized for creating
public-private partnerships and research-driven
early learning initiatives that measurably increased
children’s readiness for success in school, and spent
six years working for the Department of Defense’s child
development and family support programs, primarily
in Europe. She has spoken at over 100 conferences
and raised more than $155 million for early learning
initiatives throughout the country.

Dr. Thorman holds two Masters Degrees - in Early
Childhood Education and Human Relations - and

a Ph.D. in Family Life Education and Consultation;
her dissertation research was funded by the federal
Head Start Bureau as one of ten national research
scholarships.



ATTACHMENT A INTERVIEW PROTOCOL

Note: this interview protocol is a general guide only and will be adjusted for each respondent based on his or her
role and involvement in the campaign. Each interview will be documented and the results used for both qualitative
analysis and to pull quotes for the final report.

Background provided to each interviewee: “Thank you for taking the time to talk with me today. This interview
is part of a larger strategy to evaluate the First 2000 Days public engagement campaign. The purpose of this
evaluation is to document the impact of the campaign to date and to identify strategies to strengthen the
campaign as it is expanded.

You were identified as someone who has unique perspective on the campaign. Thank you so much for taking
the time to share this perspective with me today. Your responses will be entirely confidential and aggregated
with other interviewees and the results of multiple surveys for the final report; all identifying information will be
removed.

Are there any questions before we get started?”

Interviewee Name:

Community Name or Statewide:

1. Please tell me about yourself and your position outside of the First 2000 Days campaign.

2. Please tell me about your role in the First 2000 Days campaign.

3. Please describe the degree to which you were involved in raising awareness about the importance of early child
development and learning prior to the First 2000 Days campaign

4. Let’s focus on what has changed since the First 2000 Days campaign

What role has the campaign had on your personal involvement in raising awareness about the importance of early child

development and learning?

5. Please describe your perception of the role the First 2000 Days campaign has had on your community’s work on engaging
new champions to raise awareness about the importance of early child development and learning

6. 1 would like to learn more about specific activities that have happened as a result of the campaign. In your opinion, what
First 2000 Days activities have had the greatest impact? What happened as a result?

7. The current focus of engaging new champions is on business, law enforcement, faith, and community leaders. To your
knowledge, what actions has your local campaign taken to engage these stakeholders? What impact has engaging these

partners had?

8. Are there any other types of champions that should be focused on to expand the impact of the campaign? Why?

9. Please tell me about your personal proudest accomplishment related to the First 2000 Days campaign. What difference did

this make for engaging new champions? Increasing early investments?

10. What tool or support has had the greatest impact on local campaign implementation? This could be support from local
partnership staff, the First 2000 Days campaign staff, etc. depending on role

11. What feedback do you have on the messages and resources provided from the campaign?

12. What do you see as the greatest strength of the First 2000 Days public engagement campaign? Why?

13. What do you see as the greatest limitations of the campaign? Why?

14. Fast forward two years. What impact can you see the First 2000 Days public engagement campaign having related to

achieving policies, programs and investments for young children? What would be required to make this happen?

15. Given the political context in North Carolina, what strategies do you think will be most effective for increasing early
childhood investments in the next few years? What role should the First 2000 Days campaign play?

16. If you were to give advice to the First 2000 Days campaign team on how to strengthen the impact of the campaign, what
would you tell them?

17. What else would you like the evaluators to know?
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ATTACHMENT B COMMUNITY ENGAGEMENT PYRAMID



ATTACHMENT C SUMMARY OF LOCAL PLANS

GOALS OF LOCAL IMPLEMENTATION OF CAMPAIGN

The goals across the 16 Local Partnerships varied

as did their planning processes. Some Local
Partnerships established highly specific goals and
metrics, while others were more general goals. Not
all Partnership plans were available. Examples of
specific and general goals are provided below as well
as examples of specific activities. An example of a
complete plan is provided in Attachment D.

« Have 30 community leaders take one action per
month for 18 months. Recruit new champions
during those 18 months to continue process.

» Engage 20 champions in providing presentations
to community leaders.

» Engage juvenile judges and local law enforcement
in early childhood initiatives. Host a Judicial
and Law Enforcement Lunch and Learn event to
educate and recruit advocates from identified
leadership in this arena.

+ Recruit 21 high profile community leaders as
champions and engage each of them for a
minimum of two activities.

« Recruit champions, educate 2,000 local
community members, engage 200 advocates
(response cards, commitment), activate
champions and advocates locally.

« Reach 2,000 people with First 2,000 Days
information.

EXAMPLES OF MORE GENERAL GOALS INCLUDE:

« All children enter school “ready to learn”.

« Increase awareness of the importance of
early childhood within the business and faith
communities.

« Engage unexpected voices (e.g., faith, business,
law enforcement and other community leaders)
as champions for early childhood development
investments.

« Use the First 2,000 Days campaign to build
advocates comfortable and committed to
speaking to the needs of children and families
whenever possible.

« Engage the local faith community.

« Provide presentations to the community.

« Build a group of champions for Children .

« Maintain interest in the group/community.

« Raise awareness about the importance of early
childhood education.

« Reach people we had never had access to before
and build momentum in the community so that
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we were not the only ones carrying the campaign
forward .

« We want the community to take grassroots
ownership of the campaign.

« Increase community business participation.

« Reach the most groups of people with this
information.

LOCAL PLANNING PROCESS

« An outreach committee consisting of board
members and staff routinely evaluated who in the
community should be approached with the First
2,000 Days message and facilitated that outreach.
Further, sharing the First 2,000 Days message
was included in the three-year strategic plan
developed by our board of directors in 2014.
It began with a coordinator and a small group
of champions. We started planning for FY2013-
14 (presentations, providing materials, etc.).
The group grew and community organizations
began asking for the presentations. So we began
planning around the requests for FY 2014-15.
Two planning meetings with volunteers, sending
invitations, and personal follow up on invitations
Co-writing grant and planning faith and business
summits.
With limited staff capacity to initially support
the work of the First 2,000 Days campaign, the
goal was to have a minimum of 1 presentation
scheduled per month. At this point in time, our
Local Partnership is contracting with a part time
coordinator to help with this work in order for us
to be much more intentional in our planning and
in how we utilize the First 2,000 Days Champions.
We have a Community Engagement Committee
that has been working on ways to get the early
childhood and 1st 2,000 Days message out locally.
Integrated with partnership committee structure.
Effective.
Consultant led our team through planning
process to lay out the above goals on the Action
Plan.
Gathered as a group and created a plan, assigned
duties to members, follow up, signed up
members to give presentations.
» We set our agenda and then go out and work on
those goals and meet again.
« Scheduled meetings and made presentations.



ATTACHMENT D SAMPLE OF LOCAL ACTION PLAN

First 2000 Days Champions
Action Plan

[J Avery County [J Clay County [J Jackson County M Mitchell County [J Swain County
[J Burke County [J Graham County [J Macon County [J Polk County [J Transylvania County
[J Cherokee County [0 Haywood County [ Madison County [J Rutherford County [ Yancey County

[J McDowell County

Mitchell-Yancey Partnership for Children (MYPFC)
Community Action Team:

Dan Barron - Avery-Mitchell-Yancey Regional Library System,
Director

Greg Stella- Local citizen advocate for early childhood issues;
Alpine Geophysics, LLC, Managing Partner

Jeanne Tyner - Former MYPFC Board member; Yancey County
Schools, Curriculum Director (now employed with Buncombe
County Schools)

Jennifer Smith - MYPFC Board member; Optometrist

Date: October 28,2013

Judy Stevens - MYPFC Board, Chair; Mayland Community College,
Early Childhood Department, Director

Karen Dobrogosz - MYPFC Board member; AMY Regional Library
System, Children’s Librarian

Wendy Ward - MYPFC Board member; Blue Ridge CDSA, Early
Intervention Service Coordinator Supervisor

Rev. Tommy Jones - First Baptist Church, Burnsville

Overall Intent/Purpose: Find, educate, and engage diverse leaders and organizations as child advocates
regarding how the First 2000 Days message supports and benefits the local community.

Goal: | FIND: Recruit Champions to spread the First 2000 Days message.

Responsible person | Start Completion | Status

Strategies:

leaders of local special events.

Identify the key audiences unique to our communities,
such as law enforcement, top 5 businesses, elected
officials (sheriffs, state representatives, town councils,
state senators, county commissioners) faith leaders,

sought as Champions.

want to recruit.

Identify the target person for each person/key audience

« Determine how they can be Champions and who they

and ask them to be Champions.

Expose the Champions’ target audiences to the messages

Recruit Champions from the target audiences.

Draft
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Goal: | EDUCATE: Educate 2000 people in Mitchell and Yancey Counties about the first 2000 Days in a child’s life by July 2015.

Responsible person | Start Completion | Status

Strategies:

Conduct education and training for Champions on these
topics, among others: campaign’s background, evidence,
local perspective and data, question and answer period,
and group discussions.

Prioritize the following groups to receive the message:
young families, faith communities, law enforcement
agencies, and businesses/corporations.

Make presentations to groups, such as business HR
directors, business and industry (PNC Bank, Altec,

Glen Raven, Hickory Springs, Young and McQueen,
Mountain Air Country Club, Unimin, Bombardier Motor
Corp. Mayland Community College, Hospital, utilities)
newspaper editors, Spanish speakers, ChildFest vendors,
ChildFest

Use the following methods to education the public:
blogs, media, web links, parent education opportunities,
social media, e-blasts to target groups, Local Smart Start
Partnership website, public or private presentations.

Provide peer support for the Champions.

Goal: | ENGAGE: Engage initially 200 advocates as measured by the number of pledges and commitment cards signed.

Responsible person | Start Completion | Status

Strategies:

Develop the wording for the Champions for Children
pledge, using material from the First 2000 Days
Campaign.

Secure signatures on the Champions for Children pledge
from as many organizations and people in Mitchell and
Yancey Counties as possible in support of young children.

Work with other counties as beneficial and feasible on
engagement activities.

Synchronize engagement activities with elections and the
short and long sessions of the legislature.

Encourage Champions to use their networks to secure
presentation opportunities.

Provide materials and resources to target groups and
Champions.

Goal: | ACTIVATE: Activate Champions and advocates to take action on behalf of young children over time.

Responsible person | Start Completion | Status

Strategies: + Monitor the engagement activities of these advocates.

+ Keep the core Action Team together and functioning as
the First 2000 Days Champions oversight committee.

» Continue to develop strategies consistent with the
personal interests of the Champions and advocates to
keep them engaged for the benefit of young children.

Draft October 28,2013
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