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WHY

As we grapple with an affordability crisis and deepening
economic inequality, child care is on the tip of the
tongues of people around the country. And it’s not just
at the forefront of the minds of parents or childcare
providers - family and friends, employers, and whole
neighborhoods are increasingly understanding that
child care impacts all of us.

It's clear the system isn’t working, and we believe at the heart of much of the
problem with our system is a lack of fair compensation for the role providers
play in our children's futures and as the foundation of our economy. Without
increased provider compensation, there will continue to be high turnover rates,
childcare centers shutting down, and instability in the sector — and our children
will suffer the consequences. At the same time, child care is unaffordable in
every state in the United States - surpassing college tuition and rent in many
places — so asking families to pay more is a nonstarter.

For policymakers and the general public alike, there is a disconnect between
the fact that families are paying exorbitant prices for care and providers are
still making poverty wages. We believe the solution lies in policy change that
treats child care as the public good it is with increased public funding to sustain
the system to pay providers a thriving wage and make care affordable for
families.

One piece of achieving this policy
goal is to create the public
understanding that caring for our
next generation is a shared priority
and responsibility of a functioning
and compassionate society, or in
other words, it’s in all of our hands.
Once the public has this
understanding, they can help
create the public pressure needed
to demand change and solutions.

In this era of politics, people are
flooded with news stories and
TikToks about how bad things are —
and are seeking information about
how to take action and solve
problems.

IN OUR HANDS | ORGANIZING TOOLKIT 2




METHODOLOGY & PURPOSE

This project demonstrates that narrative change and
organizing are mutually reinforcing. Tested messages
open the door to conversation. Coaching and
leadership development equip directly impacted people
to tell their own stories. Organizing opportunities
channel engagement into collective action. And when
providers and parents lead the narrative, the message
carries credibility and power.

When we invest in directly impacted leaders, equip them with tested messages,
and connect them to organizing infrastructure, we go a step beyond changing
minds — we build power.

We did three rounds of testing,
learning, and refining messages with
our partners including parent and
provider organizers and grassroots |_
organizations. After multiple rounds

of messaging testing, messenger

testing, and case studies, we've

created a toolkit of narrative and
communications tools to help bring

people into our movement for

change.

Message
Testing

Message
Learning

_

Message
One thing that’s clear is there is so Refinement
much to learn and many more iterations
to test — including how we move people
from the understanding that poverty wages for providers are an issue to
building a new system for thriving wages and a vision for a childcare system
that works for all of us. With that in mind, we welcome feedback on the contents
and utility of this toolkit as you share it with your networks.
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HOW TO USE IT

This toolkit includes some topline findings from our
message and messenger testing. The messages that
tested best are ones that met people where they’'re at —
the first step towards opening hearts and minds. The
goal is to use these messages and messengers to open
the door to a conversation that uvltimately moves
people to join our organizing for more transformative
change.

In the use cases, we give examples of how to pair winning messages that bring
people in with more transformative demands for policymakers. We also include
guidelines for coaching trusted messengers to use storytelling in their own
words that support the winning narrative.

Provider and parent organizers can use examples provided of ads that bring in
leads, mailers that bring in action-takers, and stories that move hearts and
minds of supporters. You can use Canva templates to create your own branded
content. Our library of resources and winning messages included can also be
used to share with policymakers, in talking points and testimonies at rallies,
scripts for doorknocking, and in op eds and media interviews.




THE

TOOLKIT

When we combined winning messages, messenger
development, and organizing pathways, we don’t just
shift opinions — we build power.

Narrative change work operates at three levels: surface messaging (what we
say), deep story (how people understand themselves within the system), and
cultural infrastructure (messengers, channels, and institutions that carry story
over time). This project tested all three over the course of one year — refining
surface messages while building the messenger ecosystem and cultural
production capacity needed for sustained narrative shift.

Level 1 Level 2 Level 3

Surfage Cultural
Messaging Infrastructure

While baseline support for child care is already high (65-70%), persuasive
messages still move support by an average of five points. Notably, 16% of
people encountered the childcare crisis for the first time through our content,
revealing a unique opportunity for persuasion in the narrative vacuum.
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TOPLINE FINDINGS

1. WINNING MESSAGE FORMULA

The Formula: Foundation + Poverty Wages + Public Investment

"Childcare providers lay the foundation for our children's futures. But, too
many childcare providers earn poverty wages, even as they nurture our
children every day. Parents can't pay more, and providers can't make
less. It doesn't add up. That's why we need public investment in childcare,
to keep care affordable and ensure those caring for our kids earn a living
wage. The future is in our hands."

This combination names the value of early educators, defines the problem,
resolves core tension between parents and providers, and offers a clear

solution.

2. AUDIENCE-SPECIFIC MESSAGING

While the core combination works universally, we identified nuanced
preferences by constituency:

Audience

Providers

Top Messages

“Childcare providers are the foundation of our
economy. Without them, nothing else works, and yet
they’re paid poverty wages. $14 an hour isn’t enough for
the professionals we rely on every day. Parents can’t
afford more for care, and providers can’t survive on less
— we need public investment in childcare now.”

Key Insight

Respond to professional
identity and economic
justice framing

Parents
(0-5)

“Parents can’t afford more for care, and providers can’t
survive on less — we need public investment in
childcare now.”

Need affordability
paired with
compensation to avoid
assuming they'll
shoulder wage increases

Parents
(6+)

“Our families depend on childcare, but providers are
paid poverty wages — $14 an hour isn’t enough for the
professionals we rely on every day. Quality childcare
shouldn’t cost a fortune — public investment in
childcare could mean affordable care for families and
fair wages for workers.”

More receptive to
compensation
messaging

Supporters

“Parents can’t afford more for care, and providers can’t
survive on less — we need public investment in
childcare now. Quality childcare shouldn’t cost a
fortune — public investment in childcare could mean
affordable care for families and fair wages for workers.”

Clear winner is public
investment across all
tests
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- Parents need affordability messaging paired with calls for increasing
provider compensation. Without it, we saw parents in anonymous comments
assume they would have to bear the cost of higher wages for providers.

« We saw the highest levels of support for higher compensation from low-
income respondents, Black respondents, and Latino respondents. This
indicates that deploying these messages with folks who organize low-
income communities of color could be quite successful.

+ Notably, while providers were our most trusted messenger, they were moved
the least by the compensation message. This could be for many reasons -
small-business owners often go without their own pay to pay their staff,
decades of disinvestment causing internalized feelings of undeservedness -
but our key takeaway was that the message resonated more with this
audience when paired with leadership development training and coaching
opportunities.

« There were some mixed results among parents of the youngest children.
They were the most moved by messages about providers doing skilled work
and needing skilled wages, but were not as persuaded that compensation
should be higher. This discrepancy could be for many reasons - including
that child care costs and provider pay varies so widely across the country, or
that they believe they will have to front the costs for higher pay. This
indicates to us that further testing on solutions like “universal child care that
makes care affordable and pays higher wages,” that would cut across
geographies might be needed.

3. PROVIDERS ARE TRUSTED MESSENGERS

Across every demographic and every

measurement, provider messengers outperformed - ™eprovidervideo LAy e FOBATION FOR
X outperformed the OUR CHILDAER§ FUTURES.
parent messengers and control videos. parent and control by

miare than doubling
increase of baseline

- Provider videos doubled the increase of SUPPOIT GCross & areas.
baseline support across four areas compared
to parent and control videos

- Parent/Provider dual perspective generated

more leads than parent-only Frevider Py
« Providers moved parents, other providers, non- skilled Work / skilled Wages
parents, grandparents, and supporters Public investmant
When providers receive leadership development, “m_n"mifif'“
message coaching, and skill building, they're pelicy appesition
empowered to share their own stories to shift
narratives.
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https://drive.google.com/drive/folders/18OLnknpOEinRBQpxyiQ3TobpEr4Fs05m

Top Message + Top Messenger Combo:

“As a childcare provider, I teach, cook for, and nurture children every day.
I lay the foundation for our children’s futures.

But even though I'm a skilled professional, most providers like me earn
poverty wages, even as parents struggle to afford care. Parents can’t pay
more, and providers can’t make less. It doesn’t add up.

That’s why we need public investment in childcare, to keep care
affordable and ensure those caring for our kids earn a living wage.

The future is in our hands.”
4, CREATIVE LESSONS

Our creative testing revealed clear creative preferences

« Action imagery outperformed parent and child photos
« Authentic, less-polished videos outperformed high-production content
« Videos need clear action orientation to perform for lead generation

We believe action-oriented images and videos of real people in their
natural environments provide a level of authenticity that folks find more
trustworthy in the age of Al-generated content.

childcare  afR
CHANGEMAKERS [~

® ? .
Childcare can’t exist YT

if providers are paid CHILDREN,
poverty wages.

Childcare providers
should be paid more
than $13 per hour.

(Add Your Name —))

IN OUR HANDS | ORGANIZING TOOLKIT 8




USE CASES

Knowing the winning messages isn’t enough — we need
to deploy them in different ways that meet people
where they’re at. In this section, you’ll find a sampling of
ways we’ve turned messaging results into action.

ONE

Combining best-performing messages with transformative demands and

an organizing opportunity.

In this mailer, we used our best combination message and paired it with a story
we collected through our message test surveys. One piece had our winning
messages and the other was a list of our demands for an upcoming action and
included a QR code for how to get involved.

My teddier it Hiving ot
ddycare, but rigrt now wire
sl plamning fo have me

s e
B g o st et shild beoaust the cost of
Ifm e e childcare is % kigh
byt & P - reats o ALE%
mﬂ' - Warking pareats need atiess
[ .'“"l e e to reldple, aFerdait care
a?. &0 we can do owr part to
g, BRIV SuF Caveenl RS A
o a o
LS e -i

R ——
——— ey ey Sy o
prpmpy Future

TWO Combining winning messages with
news hook or social media moment.

After coaching a cohort of provider
organizers on our winning messages, we
had them submit videos telling their
stories. We combined these stories in one

video and posted it for Women'’s History o bl
0 0 ack and Brown women's care work
N\Ohth The ca pthh |nC|Uded the teSted has long been dismissed, devalued, and
messages, but added a racial and sl g gt
iusti NG G A
gender justice lens that we know 1 )
. . . professions despite costing rents a
resonates with our social media e moTpig Eil/ G cstias o
a Ud |ence far more than their job descriptions

require, yet most eam poverty wages
It's time to nght this histonc wrong: we
need public investments in child care so
women are paid the thriving wages
they'ne worth and moms can get 1o
work knowing their children are
thriving. The future is in our hands
TEnsnEtonMmont
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https://www.instagram.com/reel/DVgtMX5iZxv/?igsh=NTRmazg2dGgwcGJk
https://www.instagram.com/reel/DVgtMX5iZxv/?igsh=NTRmazg2dGgwcGJk

THREE Using winning messages on ads to generate leads that bring people into
the movement.

We worked with grassroots organizations and provider leaders that localized
messaging in ads for their communities. This organizing-driven

approach ensured messages were tested in real-world conditions with diverse
audiences. Partners followed up with people who signed up from ads and
invited them to events, orientations, and to become part of their local
organizing work.

Localized Recruitment Recruit Invitation to Embedded in
Messaging Ads Follow Up Events Local Organizing

-0 000

Organizations have different capacity needs and preferences: Some prefer
evergreen content they can easily deploy and share with their audiences.
Others want to adapt and contextualize messaging for their local audiences.
We developed several sets of ad creatives that included different winning
messages and had our partners test which ones brought them the most leads.
These ads brought our grassroots partners hundreds of leads.

03 - Poverty Wages 08 - Combo 01 07 - Foundation 02

¥ %7

Childcare can't exist
if providers are paid
poverty wages.

Childcare providers
should be paid more
than $13 per hour.

Parents can’t pay
more, and providers
can’t survive on less.

Childeare providers
should be paid more {
than $13 par hour. \

Without child
care, work stops.

Childecare providers
shauld be paid maie
than $13 per hour

426 leads at $13.67/lead

311 leads at $19.39 per lead

261 leads at $17.49 per lead
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Creating in-person and virtual coaching opportunities to collect real

stories and develop message ambassadors.

Some partners are interested in moving beyond receiving content and instead
want support in developing their own content and storytelling capacity.

Watch Video “k
From Coaching to Content Creation

Video Production Guide "

We found that when we offered parent and provider organizers group and 1-1
sessions to make meaning of the top messages together, we had much more
success with them creating content around those messages than simply
sharing a message document without any further conversation or training. Now,
we have many stories that can be used for social media and press, get
testimonies in front of policymakers, and change hearts and minds.
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https://next.frame.io/share/1b212e0c-3d33-4a5d-9dda-a791344a79d0/view/bf76cb66-bd48-4380-86f8-b5c46774752c
https://next.frame.io/share/1b212e0c-3d33-4a5d-9dda-a791344a79d0/view/bf76cb66-bd48-4380-86f8-b5c46774752c
https://docs.google.com/document/d/1AhiuM---cmOGtenbYydPHyTSY6LECT_ZKMd5_c-Ccdg/edit?tab=t.0#heading=h.ghrfdrdtncfe
https://docs.google.com/document/d/1AhiuM---cmOGtenbYydPHyTSY6LECT_ZKMd5_c-Ccdg/edit?tab=t.0#heading=h.ghrfdrdtncfe
https://docs.google.com/document/d/1AhiuM---cmOGtenbYydPHyTSY6LECT_ZKMd5_c-Ccdg/edit?tab=t.0#heading=h.ghrfdrdtncfe

s Use winning messages to develop talking points that can be used in op
eds, rally speeches, doorknocking scripts, and media interviews.

Sample Op Ed°g ]

Sample Organizing Conversation k]

Sample Speech "y

SIX . . . . .
Developing emerging storytellers and journalists to produce pieces on
provider compensation that advance our narrative.

Through our ChangeWire fellowship, we hired Val, a former nanny who is
getting her PHD in Children’s Rights. We trained her in journalism skills and
coached her to combine her lived experience with the childcare system and
our winning messages to write pieces that could change hearts and minds.

The Providers Fighting Indiana's Childcare Cuts Providers are professionals — and people
by: Yal Weisler by: Yal Weisler
November 24, 20256 April 4, 2025

Read Article k

Read Article “n
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https://docs.google.com/document/d/1Rbepk8ZkPFpGHt1VRdA19ewbJm1OfQr1l9MRaZGiapk/edit?usp=sharing
https://docs.google.com/document/d/1Rbepk8ZkPFpGHt1VRdA19ewbJm1OfQr1l9MRaZGiapk/edit?usp=sharing
https://docs.google.com/document/d/1Rbepk8ZkPFpGHt1VRdA19ewbJm1OfQr1l9MRaZGiapk/edit?usp=sharing
https://docs.google.com/document/d/1gthLVIr6xOMBoz5Jok761AjDGUryPRS836O_B2kfpl0/edit?usp=sharing
https://docs.google.com/document/d/1gthLVIr6xOMBoz5Jok761AjDGUryPRS836O_B2kfpl0/edit?usp=sharing
https://docs.google.com/document/d/1BuKHuUjplXhA2DeqksJrxpS9miasrE3DiLixiJyumMA/edit?usp=sharing
https://docs.google.com/document/d/1BuKHuUjplXhA2DeqksJrxpS9miasrE3DiLixiJyumMA/edit?usp=sharing
https://docs.google.com/document/d/1BuKHuUjplXhA2DeqksJrxpS9miasrE3DiLixiJyumMA/edit?usp=sharing
https://changewire.org/the-providers-fighting-indianas-childcare-cuts/
https://changewire.org/the-providers-fighting-indianas-childcare-cuts/
https://changewire.org/the-providers-fighting-indianas-childcare-cuts/
https://changewire.org/providers-are-professionals-and-people-3/
https://changewire.org/providers-are-professionals-and-people-3/
https://changewire.org/providers-are-professionals-and-people-3/

ORGANIZATIONS

Community Change is a national organization founded in 1968 by leaders of the
civil rights, labor, and anti-poverty movements as a living memorial to Senator
Robert F. Kennedy. For more than five decades, Community Change has
organized low-income communities of color to push for policy changes to
advance a just economy and a multi-racial democracy.

Childcare Changemakers engages a growing base of providers and parents
through our Childcare Changemakers digital organizing project. Digital
organizing has given the child care movement, for the first time, a base of
directly affected people who can be mobilized for national advocacy. Through
the Changemakers community, we bring together once-isolated workers and
community members to organize and win change for the care workforce.
Changemakers currently has a growing base of more than 100,000 members
across the country — many in states and communities where we lack local
grassroots partners — who are learning how to step into their power, share their
stories, and bring more child care providers into the fight.

The Early Educator Investment Collaborative is a national group of funders who
work together to have a bigger impact than any one organization could on its
own. The Collaborative’s work centers on supporting the people who care for
and teach young children. The Collaborative funds research and real-world
efforts that aim to strengthen early education systems. The goal is to ensure
every child is taught by well-prepared educators who receive meaningful
professional support and fair compensation for their work. To make this happen,
The Collaborative brings together a range of partners, including nonprofits,
colleges and universities, government agencies, and other funders, all working
toward a shared vision for better outcomes for children and the early education
workforce.

The In Our Hands Narrative Partner Cohort: First Up (PA), WEPOWER (MO), OLE’
(NM), New Jersey Communities United, SPACES in Action (DC), ISAIAH (MN), Maine
People’s Alliance, Virginia Organizing, Ohio Organizing Collaborative, Parent
Voices CA, Granite State Organizing Project, and Family Forward Oregon.

Childcare Changemakers who participated in the project: Brigitte W (GA),
Claudia B (GA), Kelly DJ (IN), Kayanna J (NJ), Emma B (NC), Lucy R (NC), Shineal H
(PA), Loretta J (TX), Vernessa G (TX), Kate M (WI), Melanie C (UT), Janna R (NY),
Charlotte R (WI), and Charlotte J (ME).
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