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Section 1: 

Introduction & Why This Matters

This is why LPR conducted a deep-dive attitudinal research study of parents with children between the ages of 3 to 15 years old – 

to better understand how parents approach decision-making, what influences their choices, and how brands can truly connect 

with them. Through this e-workbook, we intend to deliver the resulting data in a more impactful and actionable way for marketers 

in the kids and family space.  

Why Understanding Parenting Archetypes is Essential

The way parents engage with brands has evolved. Today’s parents aren’t just making purchases – they’re researching, 

questioning, and evaluating every decision they make for their children. By understanding their underlying motivations, brands 

can better connect with parents in a way that feels relevant and authentic.

Marketing in the kids and family space isn’t one-size-fits-all. What resonates with one parent may completely miss the mark for 

another. Some parents rely on deep research, some look for emotional validation, and others lead with confidence in their 

choices. The key to success? Knowing who you’re talking to—and how to craft messages that connect with them.
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Section 1: 

Introduction & Why This Matters

This Workbook Will Serve as a Guide to Help You:

Through a mix of data, insights, and exercises, this resource will help you 

craft strategies that resonate with today’s diverse parenting landscape.

Create more inclusive, 

effective campaigns that 

speak to all parents

Build trust and 

engagement across 

your marketing 

channels

Align your brand’s 

messaging with the 

right audience

Identify and 

understand the three 

core parenting 

archetypes as 

defined by LPR’s 

attitudinal research
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Section 2: 

Meet the Three Parent Archetypes 

Quick-Glance Profiles

Parents don’t just have different shopping habits – they have distinct mindsets that shape how they engage 

with brands. Below are the three key parent archetypes from our research:

Knowledge Keepers

Meticulous researchers who 

prioritize brand trust and 

transparency. They value 

expert-backed insights and are 

highly loyal to brands they trust.

Trail Seekers

Parents looking to raise their 

children differently from how they 

were raised. They seek guidance, 

validation, and community to 

navigate their parenting journey.

Confident Captains

Highly assured parents who see 

themselves as exemplary figures. 

They often involve their children in 

purchase decisions and want 

brands that reinforce their 

confident approach.
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Section 2: 

Meet the Three Parent Archetypes 

Deep Dive for Marketers
Understanding the nuances of each archetype will help you shape your brand’s 

messaging, content, and engagement strategy. In this section, we’ll provide a 

look at some of the data that defines each group, along with some insights into 

how to engage with them. 

But first, here’s a quick overview of the demographics of the total group of 

research respondents:

While their responses defined the archetype groups, there are 

no significant differences in demographics between the 

segments – age, gender, marital status, household income, 

employment status, education level, or the number or age of 

their children. Some other interesting similarities, regardless of 

segment include:

• The age of the specific child that respondents chose to 

consider while answering the survey varied from 1 to 15, and 

the average age of the children is 7 years old and 64% are girls

• Most parents cite play as one of their top three approaches for 

building structure and strong connections for their child, as well 

as building their independence and emotional well-being

• Respondents are most likely to say that balancing work and 

parenting, as well as seeing their child struggle, can cause 

them to feel like they’re not a good parent
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Section 2: 

Meet the Three Parent Archetypes 

Now let’s dig into each archetype:
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Section 2: 

Meet the Three Parent Archetypes 

Knowledge Keepers

Knowledge Keepers (33%) are meticulous researchers who prioritize brand trust and transparency. They value expert-backed insights and are highly loyal to 

brands they trust. These parents aren’t just informed – they are intentional about their decisions. Here are some defining attitudes and behaviors:

Brand Loyalty Runs Deep: 

Once they trust a brand, 

they stick with it. Knowledge 

Keepers are the most 

brand-loyal of all parent 

archetypes, making them 

valuable long-term 

customers for brands that 

earn their trust.

Advocates for 

Unstructured Play: 

They strongly believe in the 

benefits of open-ended, 

imaginative play, prioritizing 

toys and activities that 

encourage creativity over 

screen time or structured 

learning tools.

Media Skeptics & 

Fact-Checkers:

Knowledge Keepers 

approach media with a 

discerning eye, taking the 

time to fact-check sources 

and verify information before 

accepting it as truth.

Highly Aware of 

Manufactured Content:

Whether it’s sponsored 

content, influencer 

recommendations, or 

parenting “hacks,” these 

parents feel confident in 

their ability to recognize 

and filter out biased or 

misleading information.

Vocal About Their Choices: 

When they find a product, 

service, or experience they 

love (or dislike!), they share 

their opinions – both on and 

off-line. Their word-of-mouth 

influence makes them key 

players in shaping brand 

perception.

The Insight on Knowledge Keepers 
Knowledge Keepers are looking to find brands they believe in, and when those brands prove themselves, the Knowledge Keepers will be loyal brand 
advocates. Connecting with this audience requires transparency, educational and informative content, and a true emphasis on authenticity. 
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Section 2: 

Meet the Three Parent Archetypes 

Brand Exercise: 
Think like a Knowledge Keeper and take a fresh look at your brand. 

How are your website, social channels, content, newsletters, influencer partners, 

and other marketing tactics informing these parents that your 

product/service/experience would benefit or improve their children’s lives? 

What are you getting right to connect with Knowledge Keepers?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

What could you be doing better or add to your approach?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

Questions to consider as you review:

Is there research you can share that informed or backs your product’s claims?

_______________________________________________________________________________

Did you work with experts to support the development of your product? 

_______________________________________________________________________________

Has a third-party expert provided testimonials about the value of your product?

_______________________________________________________________________________

Do you showcase testimonials/reviews on your website? Your social content?

_______________________________________________________________________________

Do you share additional value – more ways to play, benefits, reasons to believe?

_______________________________________________________________________________

Have you made improvements to the product and shared the why and how?

_______________________________________________________________________________

Would you consider any of your influencer partners to be Knowledge Keepers? 

_______________________________________________________________________________
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Section 2: 

Meet the Three Parent Archetypes 

Feel Society Falls Short in 

Supporting Parents: 

Trail Seekers often feel that 

modern parenting is harder 

than it needs to be and that 

resources and support 

systems are lacking.

Need Help Finding 

Reliable Information: 

They want to make 

informed decisions but 

struggle to find sources they 

trust. They crave guidance 

in distinguishing between 

helpful advice and 

misinformation.

Desire Stronger 

Parental Community: 

Many Trail Seekers wish they 

had more connections with 

other parents who 

understand the struggles 

and complexities of raising 

children today.

Want More from 

Children's Brands: 

They feel brands could do 

a better job addressing 

parents’ real concerns, 

answering questions 

transparently, and 

providing valuable, 

judgment-free resources.

More Likely to 

Feel Judged: 

Unlike the Knowledge 

Keepers, Trail Seekers are 

more sensitive to parenting 

mistakes and often feel 

criticized or judged for their 

choices.

The Insight on Trail Seekers
Trail Seekers are looking for partners in parenting. They know they don’t have all the answers, and don’t know where to turn. Connecting with them looks 
different than the other segments because it’s about being in the trenches with them, understanding what they are going through and supporting their 

journey with helpful, judgement-free advice.  

Trail Seekers

Trail Seekers (38%) are parents looking to raise their children differently from how they were raised. They seek support, val idation, trusted resources, and 

community to navigate their parenting journey. These parents are curious, open-minded, and eager to learn, but they also experience more uncertainty in 

their parenting journey. Here’s what sets them apart:
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Section 2: 

Meet the Three Parent Archetypes 

Brand Exercise: 
Think like a Trail Seeker and take a fresh look at your brand. 

How are your website, social channels, content, newsletters, influencer 

partners, and other marketing tactics connecting with these parents and 

supporting their journey, providing guidance, or creating community?

What are you getting right to connect with Trail Seekers?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

What could you be doing better or add to your approach?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

Considerations:

Do you offer advice on parenting or spotlight the role of your products in child 
development?

________________________________________________________________________________

Do you provide tips for how to use/maximize/add value to your product?
________________________________________________________________________________

Does your content feature a humorous or authoritative voice?
________________________________________________________________________________

Would you consider any of your influencer partners to be Trail Seekers?

________________________________________________________________________________
Do you work with diverse-minded influencers to showcase different ways of 

parenting and/or approaches to engaging with your product?
________________________________________________________________________________

Are you building a community?

________________________________________________________________________________
What does the comment section look like on most of your content? 

________________________________________________________________________________
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Section 2: 

Meet the Three Parent Archetypes 

Parenting is Their 

#1 Priority: 

They strongly believe 

that nothing should take 

precedence over their 

children’s well-being 

and development.

Unwavering 

Confidence in Their 

Parenting: 

They are sure that they 

are doing the best they 

can as parents and feel 

validated in their 

approach.

Always Seeking the 

Best for Their Kids: 

Whether it’s products, 

services, or experiences, 

they are constantly 

looking for ways to 

enrich their children’s 

lives.

Let Children Help 

Guide Purchases: 

Unlike Knowledge 

Keepers, who rely on 

research, Confident 

Captains place a high 

value on their children’s 

preferences and input 

when making 

purchasing decisions.

Prefer Structured 

Activities Over 

Unstructured Play: 

They are the least likely to 

believe in free play, 

opting instead for 

activities that involve 

direct guidance and 

structured learning.

The Insight on Confident Captains
Confident Captains want the best for their children and firmly believe in the “Mother/Father knows best” mentality. They aren’t looking for brands to tell 
them what to do or how to do it, but to simply provide solutions and benefits that will improve their children’s lives along the way. Strategies to engage 

with this segment will include reinforcing their status, keeping them “in the know” without preaching to them, and connecting  directly with their kids.

Confident Captains

Confident Captains (30%) are self-assured in their decisions, actively seek the best for their children, and want to be recognized as exemplary parents. Unlike 

Trail Seekers, who are looking for guidance, or Knowledge Keepers, who rely on research, Confident Captains trust their instincts and lead with 

certainty. These parents are highly engaged, proactive, and intentional in every aspect of raising their children. Here’s what makes them unique:

Aspire to Be Seen as 

Exemplary Parents: 

Their confidence extends 

beyond their own families 

– they want to set a 

standard for others and 

be recognized for their 

parenting approach.
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Section 2: 

Meet the Three Parent Archetypes 
Brand Exercise: 
Think like a Confident Captain and take a fresh look at your brand. 

How are your website, social channels, content, newsletters, influencer 

partners, and other marketing tactics demonstrating to these parents that your 

product/service is solving a problem, connecting with, or benefiting their kids?

What are you getting right to connect with Confident Captains?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

What could you be doing better or add to your approach?

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

_____________________________________________________________________

Considerations:

Do you present as a partner that respects their authority or as an advisor that’s 

correcting them?

________________________________________________________________________________

How are you reinforcing that your product/service is “the best” for their child – do 

you demonstrate quality, performance, innovation, benefits?

________________________________________________________________________________

Do you showcase children enjoying or engaging with the product, or share kid 

testimonials?

________________________________________________________________________________

Do you have ways for kids to share interest or feedback as part of the experience 

or decision-making process?

________________________________________________________________________________

Are you connecting with kidfluencers and on kid-first platforms?

________________________________________________________________________________

Would a Confident Captain look at your channels and think “My kid would love 

that – I’d be proud to give that to them”? 

________________________________________________________________________________
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Section 2: 

Meet the Three Parent Archetypes 

Looking back through your notes, what is ONE thing you will consider applying to your 

website or social channels to be more inclusive to each audience segment?
Interactive Exercise: 

Who is your brand’s core parent?

Look back at your reflections from each audience 

segment. Most likely, you’ve noted that your marketing 

tactics align most closely with just one of them. 

Who is your current key target? 

 _________________________________________________

Which audience are you least engaged with based on 

your reflections?

 _________________________________________________

Trail Seekers

___________________________________________________________________________________

___________________________________________________________________________________

Confident Captains

______________________________________________________________________________________

______________________________________________________________________________________

Knowledge Keepers

___________________________________________________________________________________

___________________________________________________________________________________
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Section 3: 

Aligning Your Brand Without Alienating Parents

Reaching the Right Parents While Speaking to All

Rather than choosing just one group, successful brands find ways to connect with all three parent archetypes. 

In section 2, we discussed the three archetypes and, after each one, invited you to put yourself in that audience’s mindset and explore your 

brand and marketing tactics from that perspective. Hopefully, those exercises helped you identify how you are already aligning with these 

parent groups.  

Inclusive Brand Messaging Strategies

One of the biggest challenges in marketing to parents is ensuring your message resonates without excluding or alienating a portion of your 

audience. Here’s what each audience needs to help strike that balance:

For Knowledge Keepers: 
Provide in-depth, well-researched 

content that reinforces trust. 

Transparency is key – offer behind-

the-scenes insights, expert opinions, 

and detailed product information.

For Trail Seekers: 
Offer relatable, empathetic 

messaging that acknowledges the 

challenges of parenting. Support 

community-building efforts and 

create content that helps them feel 

understood and supported.

For Confident Captains: 
Position your brand as an ally to their 

parenting style. Celebrate their 

confidence and showcase ways 

your product can help them feel 

even more assured in their choices.
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Section 3: 

Aligning Your Brand Without Alienating Parents

The key to inclusive marketing isn’t designing one perfect message or piece of content that flawlessly connects with all 

audiences. Instead, determine what your key values and messages are, and incorporate a mix of messages/posts/content 

that resonate with each audience in a way that is still authentic to your brand. Balancing those messages across channels 

might look like:

Content Marketing: 
Integrate educational content (for 

Knowledge Keepers), emotional 

storytelling (for Trail Seekers), and 

aspirational messaging (for 

Confident Captains).

Influencer & 

Community Engagement: 
Work with a diverse mix of voices 

that reflect each archetype’s 

values and communication styles.

Product Positioning & 

Brand Messaging: 
Highlight research and credibility 

(for Knowledge Keepers), foster a 

sense of support and inclusivity 

(for Trail Seekers), and showcase 

confidence-boosting solutions (for 

Confident Captains).
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Section 3: 

Aligning Your Brand Without Alienating Parents
Sample Content:

To help demonstrate and put these words into action, here are three social media post examples, each aligned with a different parent archetype:

For Knowledge Keepers

Post Idea:

 “Did you know that open-ended play can help 

improve cognitive flexibility in early learners? 

Our [toy/product] was co-developed with child 

development experts to encourage creativity without 

screen time. Learn more on our site → [link]”

(Include a short-form infographic or quote from a 

trusted expert.)

Why It Works:

• Leans into research and transparency

• Demonstrates expert validation

• Avoids overly promotional tone

Tactical Bonus: Add a carousel post breaking down 

“3 Research-Backed Benefits of [Product Type]” or link 

to a downloadable white paper to deepen trust.

For Trail Seekers

Post Idea:

 “Real parenting isn’t perfect – and that’s what 

makes it powerful. We created [product/service] to 

support your journey, whether you're figuring it out as 

you go or breaking cycles for the next generation.  

Comment below: what’s something you’re doing 

differently than your parents did?”

Why It Works:

• Empathetic tone and validation

• Builds community through comments

• Invites storytelling and UGC

Tactical Bonus: Feature selected comments as 

testimonials in Stories or create a weekly series like 

#TellUsTuesday to build ongoing connection.

For Confident Captains

Post Idea:

 Your child deserves the best – and you know 

how to spot it. That’s why we built [product] to 

meet your standards. And yes, your kid will love it 

too. Just ask 9-year-old Ava → [link to short video or 

quote from a kidfluencer] 

Why It Works:

• Affirms parental expertise

• Taps into aspirational, confident tone

• Incorporates child’s voice 

(kid-first connection)

Tactical Bonus: Run a “Kid’s Pick” highlight or 

spotlight confident parent-kid duos sharing how 

they use the product, especially on Reels or TikTok.
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Section 3: 

Aligning Your Brand Without Alienating Parents

Interactive Exercise: Brand Fit Assessment

Use the following worksheet to explore how your brand aligns with the motivations of each parent archetype. 

Instructions:

1. Review your brand’s core messages and check the columns that indicate alignment with each archetype.

2. Use the Notes column to brainstorm ways to better connect with underrepresented parent groups.

3. Highlight areas where your message can flex to become more inclusive without compromising brand authenticity. 
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Section 3: Exercise

Brand Fit Assessment

We offer expert-backed, research-driven products.

Our brand helps parents feel supported and understood.

We empower children to help guide the purchase decision.

We highlight confident, aspirational parenting stories.

Our messaging emphasizes transparency and education.

We are building a community to become a resource for 

parents and families.

ADD YOUR OWN

__________________________________________________________
__________________________________________________________

__________________________________________________________
__________________________________________________

Brand Value or message Resonates w/ KK Resonates w/ TS Resonates w/ CC Notes/Ideas
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Section 4: 

Building Trust & Engagement

Parents’ Trust in Brands

Parents don’t just buy products – they evaluate brands 

based on trust, authenticity, and alignment with their 

parenting values. And our research shows they are looking 

to engage with brands, and believe brands play a role in 

their child’s development:  

• 65% of all respondents have signed up for a children’s brand’s 

email list 

• 55% believe that great brands can play a key role in their 

child’s development

• 47% are comfortable with their kids engaging directly with 

children’s brands

On the flipside of that, brands must try to gain and 

maintain that trust and prove they are innovating for 

today’s families:

• 46% of respondents go to great lengths to protect their 

children from brands they don’t approve of

• 20% feel like brands don’t understand what it’s like to be a 

parent today

• 17% feel they cannot trust brands to provide things that 

are actually good for their child
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Section 4: 

Building Trust & Engagement

Best Practices for Brand Engagement

Understanding how to engage with each parent archetype will help build relationships, creating trust and aligning on values. What works 

for one group may not resonate with another, so as discussed in Section 3, balancing a mix of content that connects with all three 

archetypes will ensure an inclusive campaign with broader reach and lasting impact.  

Position your brand as a 

trusted resource for 

Knowledge Keepers. 

Provide white papers, expert 

collaborations, and behind-

the-scenes transparency.

Create a sense of 

belonging and support for 

Trail Seekers. 

Facilitate community 

discussions, interactive social 

media campaigns, and 

relatable brand storytelling.

Speak to the confidence 

and leadership mindset of 

Confident Captains. 

Highlight how your brand 

complements their approach 

and invite them to share their 

expertise and experiences.
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Interactive Exercise: Trust-Building Action Plan

Use the following framework to shape a messaging strategy that builds credibility with each archetype. 

Instructions:

1. Use this worksheet to brainstorm differentiated messaging tactics for each archetype.

2. You can work left to right across each row, focusing on a single question at a time, or column by column to build a 

complete mini-strategy for each audience.

3. Revisit your answers periodically to refine messaging and test resonance. 

Section 4: 

Building Trust & Engagement
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Section 4: Exercise

Trust-Building Action Plan

1. What core values drive trust in your brand?

2. How do you communicate expertise, 

transparency, or credibility today?

3. What types of proof points or validation do 

you offer (e.g., reviews, experts, peer voices)?

4. What tone of voice will best resonate with 
 this group?

5. What barriers or skepticism might this group 

have toward your brand or product?

6. What kinds of content or experiences could 

help overcome those barriers?

7. What partnerships (influencers, organizations, 

spokespeople) can lend additional trust?

8. How can you involve this parent group in co-

 creating or advocating for your brand?

Reflection Prompt Knowledge Keepers Trail Seekers Confident CaptainsStep

Need a push to get started? A 

sample filled-in version of this 

framework is on the last page to help 
you brainstorm more effectively.
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Final Section:

Key Takeaways & Next Steps

Beyond understanding the three parenting archetypes we introduced in this workbook, we leave you with 

three key takeaways to keep in mind as you continue to build and evolve your marketing campaigns: 

One Size Doesn’t Fit All: Understand 

the Motivations Behind the Purchase

The three parenting archetypes – 

Knowledge Keepers, Trail Seekers, and 

Confident Captains – engage with 

brands in vastly different ways. By 

recognizing these differences, 

marketers can tailor messaging that 

speaks directly to what matters most 

to each group.

Inclusive Messaging Builds Broader 

Trust and Loyalty

You don’t have to choose just one 

parent type to speak to. The strongest 

brand strategies flex across 

archetypes by finding universal values 

(like trust, support, and confidence) 

and expressing them in ways that 

resonate uniquely with each group.

Insight-Driven Strategies Strengthen 

Long-Term Relationships

When your campaigns are built from a 

place of genuine understanding – 

grounded in research, empathy, and 

real-world reflection – you lay the 

foundation for stronger parent loyalty, 

brand advocacy, and meaningful 

engagement across every channel.
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Final Section:

Key Takeaways & Next Steps

❑ Identify your brand’s current primary parent audience. 

❑ Complete the “Brand Fit Assessment” to evaluate alignment with 

all three archetypes.

❑ Pinpoint messaging gaps and opportunities to better connect 

with underrepresented parent groups.

❑ Use the “Trust-Building Action Plan” to develop messaging 
frameworks for each group.

❑ Adjust tone, content types, and storytelling to reflect a balance 

of different parenting mindsets.

❑ Explore new channels, influencer partners, or community formats 

to reach parents where they are.                                                                         

❑ Build campaign messages that celebrate universal values without 

alienating any group.                                                                                 

❑ Regularly test, refine, and update your messaging to reflect 

evolving parent needs and cultural shifts.

ACTION STEP

Who are you speaking to now? 

Does your content reflect their values?

Where are you strongest? 

Where are you missing the mark?

What needs to change in your tone, 

language, or platforms?

Do you have a path to credibility 

for each archetype?

Could your voice feel more inclusive 
or representative?

What are parents paying attention to – 

and are you there?

Are you reinforcing inclusion 

across your creative?

 

How often are you listening, 

learning, and adjusting?

NOTES / NEXT STEPS

Checklist: Action Steps to Align Brand 

Strategy with Parent Archetypes 

Use this checklist as a working tool to 

evaluate and evolve your brand’s 
parent engagement strategy. 
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1. What core values drive trust in your brand?

2. How do you communicate expertise, 

transparency, or credibility today?

3. What types of proof points or validation do 

you offer (e.g., reviews, experts, peer voices)?

4. What tone of voice will best resonate with 
 this group?

5. What barriers or skepticism might this group 

have toward your brand or product?

6. What kinds of content or experiences could 

help overcome those barriers?

7. What partnerships (influencers, organizations, 

spokespeople) can lend additional trust?

8. How can you involve this parent group in co-

 creating or advocating for your brand?

Reflection Prompt Knowledge Keepers Trail Seekers Confident CaptainsStep

Here is an example of how you might 

fill in this framework as you think 

about connecting your brand and 
messaging with each distinct 

parenting audience. 

Accuracy, science-backed 

data, transparency

Empathy, community,       

shared values

Excellence, leadership, 

forward-thinking solutions

Share expert reviews and 

certifications

Use storytelling from real 

parents; show behind-the-

scenes

Showcase endorsements from 

parent influencers and confident 

families (or kidfluencers!)

Third-party studies, long-form 

articles, white papers
UGC, video testimonials, 

forums

Video content featuring confident 

parents, expert ambassadors, Kid 

ambassador program

Informed, respectful, neutral Supportive, 

conversational, inclusive
Confident, aspirational, 

enthusiastic

Lack of credibility, vague 

claims

Excellence, leadership, 

forward-thinking solutions

In-depth FAQs, product 

comparisons, brand origin 

stories

Feeling excluded or 

misunderstood

Leadership stories, tools for kids to 

try out with parents

“You’re not alone” series, 

problem/solution content

Pediatricians, scientists, child 

development experts

High-profile parenting influencers, 

confidence-driven creators

Parenting coaches, family 

bloggers, support networks

Invite them to test products early, 

contribute to expert panels

Feature them in success stories 

and spotlight campaigns 

Create forums or parent-to-

parent Q&As

SAMPLE EXERCISE 
Trust-Building Action Plan
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Thank you for exploring our research and 
e-workbook – we hope this format helped 

turn our insights into action! 

If you have questions, comments, or want to 
continue the conversation, follow us on LinkedIn 
or reach out to stateofparenting@litzkypr.com   

Litzky PR

https://www.linkedin.com/company/litzkypr/?viewAsMember=true
mailto:stateofparenting@litzkypr.com
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