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AGENDA

▶ QRIS Communications Overview
▶ Rule of Intention
▶ Communications Plans

▶ Part 1: Family Communications
▶ Issue vs. Initiative
▶ QRIS Examples
▶ Group Work

▶ Part 2: Advocacy 
Communications
▶ Advocacy Equation
▶ QRIS Examples
▶ Group Work



QRIS 
COMMUNICATIONS 
OVERVIEW

5 P’sRule of Intention Channels of 
Communications



RULE OF INTENT ION

Aud iences
Know what you want them to know
Understand their knowledge, needs and 
values

Messages
Framed for each audience

S t ra tegy
The right messenger and channel
Delivered in the right way

Imp lementa t ion
Allocate time and resources to 
design and execute well
Measure effectiveness



QRIS AUDIENCES: 5 P’S

Providers
Recruitment and 

retention

Ambassadors

Parents
Understanding of 
quality, awareness 

of QRIS

Drive demand

Policymakers
Support and 

funding

Why quality, why 
QRIS 

Partners
Support and 

resources

Ambassadors

Public
Community-wide 

understanding and 
value



COMMON QRIS 
COMMUNICATIONS CHANNELS

QRIS 
Designers

Operating 
PartnersPolicy-

makers
Parents

ProvidersFunding 
Partners

Advocacy 
Partners



THE IMPORTANCE OF 
COMMUNICATIONS 
PLANNING

Dwight D. Eisenhower

Plans are nothing; planning is 
everything.



CONTENTS
OF A 
PLAN

▶ Analysis

▶ Audiences

▶ Messages

▶ Goals

▶ Strategies

▶ Sequencing and 
Metrics







FAMILY 
COMMUNICATIONS

Steve Martin

Be so good they can’t ignore you.



RULE OF INTENT ION

Aud iences
Know what you want them to know
Understand their knowledge, needs and 
values

Messages
Framed for each audience

S t ra tegy
The right messenger and channel
Delivered in the right way

Imp lementa t ion
Allocate time and resources to 
design and execute well
Measure effectiveness



QRIS EXAMPLE:
LA COUNTY

799,311
Children 0-5

26%
Live in poverty

55%
Speak a language other 

than English at home



QSLA QRIS COMMUNICATIONS 
FRAMEWORK

Communications to support 
understanding of and value for 
quality early learning.

Parents understand child 
development and the role quality 
early learning programs play.

Initiative Issue
Communications to support 
successful ongoing operations.

Parents understand how ratings 
can inform their search and how 
QRIS participation positively 
impacts programs.



QSLA FAMILY COMMUNICATIONS

Aud ience Messages
• ECE program quality matters for 

learning and development
• QSLA raises quality and offers you 

resources and tools

• Families at sites: Your provider is 
going above and beyond to provide 
high quality ECE; QSLA ratings help 
your provider understand their 
strengths and areas for growth

S t ra tegy
• Target all parents through traditional 

and digital media

• Target parents at sites through 
providers and partners

Imp lementa t ion
• Digital marketing and 

online communities

• Distribution of materials 
and tools

• Communications planning survey
• Focus groups for key messages and 

materials
• Communications workgroup of QRIS 

partners
• Two segments: all parents, parents at 

participant sites



INITIATIVE COMMUNICATIONS



ISSUE COMMUNICATIONS



STATE 
TEAM 
WORK

Using the “Rule of Intention,” 
complete the worksheet for your 
family audience.

Get specific!



Your brand is what other people 
say about you when you’re not in 
the room.

ADVOCACY 
COMMUNICATIONS

Jeff Bezos



THE 
ADVOCACY 
EQUATION

Obstacles for change

+

Leverage you can bring 
and use

=

Feasible advocacy 
objective



PUBLIC POLICY DECISION-
MAKING INFLUENCERS

▶ Experience and Personal Views

▶ “Resources Over Everything” Perspective
▶ Habit & Tradition
▶ Political Climate
▶ Pressure Groups, Lobbyists and Opinion Leaders
▶ Public Opinion Surveys and Focus Groups

▶ Evidence/Research



QRIS EXAMPLE:
LA COUNTY

KEY FINDING:
Many local policymakers and stakeholders are already 
invested in early childhood efforts.
Opportunity: QSLA can build on this with a strong 
message about quality.
Challenge: The complexity of QRIS is a barrier to 
engagement.



QSLA QRIS COMMUNICATIONS 
FRAMEWORK

Communications to support 
understanding of and value for 
quality early learning.

Policymakers support a sustained 
and systematic approach to 
increase access to high quality 
early learning.

Initiative Issue
Communications to support 
successful ongoing operations.

Policymakers value continued 
investment in and operations of 
the QRIS.



QSLA POLICYMAKER 
COMMUNICATIONS

Aud ience Messages
• ECE program quality matters for 

learning and development, which 
matters for long-term success

• QSLA raises program quality

• QSLA is making a difference, but more 
investment is needed

S t ra tegy
• Collect and share impact stories and 

data, along with clear asks

• Promote quality and QSLA through 
traditional and digital media

Imp lementa t ion
• Digital marketing and 

online communities

• Distribution of materials 
and tools

• Communications planning survey of 
system partners

• Landscape scan
• Working with advocacy staff at key 

partner agencies



ADVOCACY: STORYTELLING



ADVOCACY: STORYTELLING



ADVOCACY: DATA



ADVOCACY: CLEAR ASKS



STATE 
TEAM 
TALK

Discussion Questions:

1. In thinking about the 
Advocacy Equation, the top 
influencers for policy 
making, and your state 
context, what resonates? 

2.What is an immediate next 
step?

3. In one year, what assets do 
you think you can develop 
that would support this 
work?



QUESTIONS?
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laura@viva-strategy.com
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