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WHAT’s WORKING Doing or following the research first and focus groups to know what parents want 
and need and how they are using technology currently: 
 Parents are looking for guidance; we just have to be thoughtful about how that info is conveyed, how 

often, and by whom – including favoring peer to peer over experts. 
 Incentives really help motivate parents to respond to surveys or use social media. 
 Springfield, families were encouraged to post or tweet photos where they are reading with their children 

– was a great way to spread the buzz and reinforce messages about reading. 150 families did so, also 
inspired by the possibility of a Barnes and Nobles gift card. 
 It is helpful to leverage different trusted messengers to promote and encourage use of tech, such 

as parents themselves and pediatricians.  
 When featuring resources, critical to feature easily accessible and free, low-cost options.  
 Corporation for Public Broadcasting, and Rocky Mountain PBS and Bright by Text’s New Generation 

Initiative (now in 6 states) is an example of a robust partnership where they leverage each other’s 
resources both for the outreach and the range of quality content – already more than 4k signed up! 

 Bright by Text have learned a lot about how to get to a “stickiness factor” and build the trust so 
that parents come back and become regular users of the technology tools. They now have a 25% 
rate of local messages being clicked through, much higher than what is typically seen. 

 Helpful for funders to invest in entrepreneurial technology solutions with an understanding that 
many of the answers are not yet known – that is the point!  

 WHAT’S CHALLENGING 
 

 Parents don’t know what they don’t know - so often not in info-seeking mode 
that would motivate them to use technology 

 In Springfield, up to 1600 families being reached by texting campaign but only 150 
are Spanish-speakers. 

 Many questions remain about how best to track use and impact. 

 

WHAT’S NEEDED 
 

 Still more research to do to understand dosage, content, preferences, including 
deeper digging on levers for behavior change – what messages will resonate 
most? 

 More help needed to curate technology resources for parents so that they can 
make informed choices 

 Need to continue to upgrade technology so that it’s easier to use and less 
expensive – a lesson from Bright by text.  “Be simple and elegant”.  

 More advances needed on how best to track/measure impact and outcomes. 
 Further creative partnerships to advance scale. 

 

 KEY TAKEAWAYS AND NEXT STEPS 
 “Buy versus Build” with technology tools – there are pros and cons. With “buy” can 

leverage what is already available that can save time and $ but with “build” have the 
opportunity to get a different kind of buy-in with parents who can help shape the 
product and the content is truly local. 

 There are many different technology tools and resources to choose from, many with 
an evidence-base – and they are continuing to evolve both with technological 
advances and new insights on what parents want and need. 

 There is good research from Packard and Early Learning Lab, New America Foundation 
and others that sheds light on how families are interacting with media, what their 
preferences are – though it’s still valuable to gather that info locally. 

 In Springfield families, most of all, want info on activities to do with their kids can use 
that practical need to layer in other info, and it helps to make the information local. 

 Cost of this does not have to be prohibitive, for example the Springfield texting 
program, even with marketing, incentives and the translation services costs $20k a 
year. 
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