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Executive Summary
Team Dynamic Progressive Public Relations is a student-run public relations group. The purpose of our campaign is to increase the number of foster parents at Sunbeam Family Services. Because of this, our campaign does not only focus on exposing Sunbeam Family Services but also seeks to promote Sunbeam’s Foster Care Program as a reputable and endearing program. In doing so, we composed a survey and interview to figure out who fosters children, why they foster children and how they became foster parents. After our primary research, we customized a campaign that utilizes social media platforms, local events and promotional material in order to get the Oklahoma City area informed, involved and interested in what Sunbeam can bring to the community. 

In our society and culture, the foster program has developed a negative reputation. Our campaign strives to excessively promote Sunbeam in the media, aiming to override and eliminate negative media exposure. The more positively Sunbeam’s Foster Program is portrayed in the media, the more positive and valid Sunbeam’s reputation becomes. Because the Oklahoma City Thunder is one of the most positively recognized organizations in the Oklahoma City area, we planned two of our major events with the OKC Thunder. These events are designed to promote and benefit both organizations. Our smaller events are planned in partnership with local businesses, such as Gigi’s Cupcakes and Tucker’s Onion Burgers to generate exposure. 

Social media has become a vital craze to our culture. Because of this, we chose Facebook and Twitter as our main sources of promotion. Social media has become unavoidable and we want exposure to Sunbeam Family Services to become unavoidable. We will be using Twitter and Facebook to post about upcoming events. We will also be posting testimonials of current foster families discussing their success with Sunbeam Family Services. We will use Facebook and Twitter to constantly keep our target audience involved and current with what Sunbeam Family Services is doing. 

Although technology is a vital part of our campaign, we must still have strong face-to-face relations with our target audience. We have constructed promotional events to encourage donators’ support and educational events to spark an interest in the foster program. We feel as though our “Spread the Love: Doctors Education Seminar” will be the most beneficial asset for Sunbeam’s Foster Program. This event will educate fertility clinic doctors about Sunbeam’s Foster Program and form strong relations among them. We anticipate a large number of client referrals from these fertility clinics.


Using a balanced combination of social media and event planning, we plan to make a difference in both the Sunbeam and Oklahoma City communities. We invite you to learn how Team Dynamics Progressive Public Relations will make a difference in the Sunbeam Family Services Foster Care Program.
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Overview


Sunbeam Family Services is a non-profit organization providing community outreach to the Oklahoma City area since 1907. Sunbeam has four main areas of focus: early childhood, senior services, foster care and counseling.  The organization struggles most with foster care, and hopes to gain funding and volunteers. Foster care is the emphasis of our campaign for Sunbeam Family Services. Sunbeam has hired Team Dynamic to help with this cause, and we plan to further develop their motto,  “Help for all ages, and stages in life.” Our campaign seeks to increase awareness about Sunbeam’s foster care program and its unique continued support to the families involved. 
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Environmental Scanning

Because Sunbeam Family Services is a non-profit organization, the surrounding environment plays a significant role in its success. Team Dynamic has researched the uncontrollable factors that affect Sunbeam and will use the information to guide communication efforts. 

Government Regulations


Both federal and state governments heavily regulate the foster care system and the process of fostering. These laws govern how organizations such as Sunbeam need to operate and affect its day-to-day business. Some of the more recent federal laws relating to foster care include:

· Child Abuse Prevention and Enforcement Act of 2000

· Foster Care Independence Act of 1999

· Keeping Children and Families Safe Act of 2003 

The state of Oklahoma also has its own restrictions on the process. The basic requirements for fostering according to the Oklahoma Department of Health Services are:

· Single or Married Persons.

· Persons who are at least 21 years of age.

· Persons with sufficient income to meet current expenses.

· Persons with sufficient beds and bedrooms for an additional child or children.

· Persons who have no prior convictions or charges of any sexual offenses.

· Persons who do not have a history of alleged or confirmed child abuse, neglect or sexual abuse.

· Persons with the ability to understand, love, care for and accept a child to whom they did not give birth.
These laws, on both federal and state levels, are constantly changing and seeking reform. It is vital for the protection of the children and the success of Sunbeam to have a complete understanding of these regulations. Unfortunately, this is an uncontrollable factor that plays a significant role in the organization’s operations and must be monitored closely. 
Economic Conditions

Disposable income across the United States has declined dramatically since the economic downturn. Oklahoma, although still profitable, is no exception. 

· The number of homes sold in Oklahoma City per quarter has dropped to 1,000 homes, less than half of the 5,000 homes that were sold in 2006, according to a 2011 United States Government census (US. Gov).
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The residents of Oklahoma City do not have the disposable income that they did only six years ago. 

· The cost of a child 0-5 would be about $3,000 per year, or about $10 per week solely for the price of diapers; not to mention baby food, formula and other miscellaneous items required for raising a baby. 

· Because Sunbeam offers to help offset the rising cost of all these products, this could be a positive outlook for potential foster families.

· Despite the economic situation, Oklahoma City still has a large portion of their population in the workforce, an estimated 283,216 people or 67.1 percent (City Data). 

· The average income is $41,000 per year with an average of two people per household, although the city holds many families that make well above that number. 
· Oklahoma City is ranked number one, at 32 percent, for having the highest percent of a debt-free population. 

· Although 32 percent does not seem like a huge number, in order to foster, Sunbeam requires that foster families be able to manage their income and meet their own financial responsibilities. 

· According to the United States Government, providers of foster care are allowed to exclude from their reported income the qualifying payments received from a state or local agency for the care of a child placed in their home. This is a major benefit of fostering.

Society & Culture




Because Oklahoma City is the largest city in Oklahoma, it is one of the most culturally diverse cities in the state. 
Oklahoma City is also religiously diverse. The majority of residents are Southern Baptists and 40 percent are practicing Baptists. There are many different religions that make up the greater Oklahoma City area, but the majority of the population claims Christianity.

· 

The political values in Oklahoma have historically been conservative. Both the Oklahoma House of Representatives and the Senate are dominantly republican, but there is still a group of people with differentiating political values. Due to this political view, Republican values might be important when considering tactics to reach the target market. At the same time, our campaign must not limit these tactics to strictly serve republican values.

News Media
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The news media have the unique ability to influence the public. In the Oklahoma City area, there are several newspapers, news stations and even news radio stations. Through these platforms, the media can reach a wide range of audiences, and guide their beliefs and behaviors. The information disseminated via these media channels is considered to be credible, and it is important that Sunbeam is aware of the effect the media has on public perception. The growing popularity of social media also allows for more interaction between organizations and the public. This opens new doors for communicators to engage and reach target audiences. 
There have been several negative news reports about the foster care system in the Oklahoma City area, specifically related to Oklahoma DHS. Over the last year, stories have described instances of children being abused by their caregivers, and horror stories about foster children misbehaving. Currently, media coverage is focused on a judge that was accused of committing fraud a year ago when she adopted twins and a man that raped and impregnated a 14-year-old girl he was caring for. Stories like these affect the communities’ outlook on the whole system, and cause people to hesitate to get involved. Due to Sunbeam’s work with DHS, the community may misconstrue the relationship. This negative publicity on the foster care system effects all parties involved in the process. 
Competition 

Direct Competitors 

Sunbeam’s direct competitors are other organizations in the Oklahoma City area that provide foster care services. Because these institutions are in the same proximity and offer the same type of service, they are in direct competition with Sunbeam. 

· Southwest Foster Care, Inc. 


Southwest Foster Care, Inc. is a major competitor in the Oklahoma City area, and provides foster services for children ages 3-18 with emotional or behavioral problems. This company provides a potential threat to our client because Southwest offers foster services for a more extensive age group.  Because Sunbeam offers services to children ages 0-5, it is vital that we target a more narrowly tailored public. The largest strength Southwest has is its Therapeutic Foster Care Program.  This program offers therapy for foster children with emotional or behavioral problems. The program also offers extensive benefits for foster parents including daily reimbursements, Medicaid, individual sessions, group sessions and 24-hour crisis management. Although this is a great attribute, Southwest has weaknesses. Southwest only offers services to children who have been deemed mentally or emotionally unstable. Children with emotional or behavioral problems require more attention than most children, which makes them more difficult to place. Both Sunbeam and Southwest are targeting potential foster parents in the Oklahoma City area, but each is targeting a unique, specific audience of potential foster parents. 

· Choices for Life
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Choices For Life has many weaknesses, which keep it from posing a major threat on Sunbeam Family Services. Choices has only been operating for 11 years, whereas Sunbeam has more than 100 years of experience. Like Southwest, Choices also specializes in foster children with special needs. Sunbeam not only offers services for foster children with special needs but it also does not disregard the needs of mentally and emotionally stable foster children. This is an advantage that Sunbeam has over both of these competitors. Choices offer foster services in four different cities in Oklahoma, which is a major strength. Sunbeam foster care families must be within 40 miles of its Oklahoma City location. Choices has locations in Oklahoma City, Ponca City, Sapulpa and Checotah. Having different locations in different regions of the state helps to lessen demographic and geographic restrictions that might impose potential foster parents.  Like Sunbeam, Choices also has several types of outpatient services that offer services for foster children once they are 19 years or older. The largest threat that Choices poses on Sunbeam is its Early Choices Foster Care program. It offers all the same services that Sunbeam offers to children ages 0-5, which makes potential foster parents more susceptible to choose the competitor. Not only does Choices offer these services to children ages 0-5 but it also offers extensive services to children up to the age of 18. 

· Angel Foster Family Network 

Angel Foster Family Network has only been operating since 2008, which means they have minimal experience in comparison to Sunbeam. Angel specializes in the placement of infant and toddler foster children. Although Angel has less experience than Sunbeam, they offer almost all of the same types of programs and services for foster children and parents. Also, both companies target the same type of potential foster families that possess similar demographic, psychographic and geographic characteristics. This creates a high competition level between the two foster services. Angel has locations all over the nation, which is a major strength because they can gain national recognition more easily. 
Indirect Competitors
Sunbeam’s indirect competitors are institutions that provide services that are related to or alternatives to foster care. In this case, these indirect competitors pose the biggest threat to Sunbeam. Though they provide a different service than the Sunbeam foster care program, adoption agencies and DHS actually prove more competition than the direct competitors do.

· Adoption Agencies

Adoption agencies provide a similar service to that of foster care agencies. Individuals or couples who want to be parents may focus so much on adoption that they may not even think of fostering as a step to adopting a child. The attention that adoption draws away from fostering makes Oklahoma City adoption agencies an indirect competitor to Sunbeam. 
· Department of Health Services
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The Oklahoma Department of Health Services is a major direct and indirect competitor for Sunbeam Family Services. Although Sunbeam receives its foster children through OKDHS, it causes competition for Sunbeam. Many people have developed a negative opinion about foster programs because of government entities like OKDHS that have received negative exposure in the media. Our client does not need to be confused with OKDHS and our job will be to ensure that the reputation of OKDHS is not correlated with the reputation of Sunbeam’s foster program. OKDHS has hundreds of foster children in their custody. This could be seen as strength as well as a weakness. Having this many children to help is a strength for Sunbeam because Sunbeam will always serve a purpose in the community but the fact that so many children are coming from homes with criminal, incompetent parents makes these children more difficult to place. OKDHS offer minimal attention to each child, while Sunbeam treats each child on an individual, personal level. For example, each child at Sunbeam receives their own care package, whereas the OKDHS solely place children’s belongings in a plastic sack as they are taken from their homes. OKDHS also runs on government funding, which means they have a steady amount of income each month. Sunbeam is a non-profit organization and donations vary from month to month.
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Organizational Analysis
Programs 

Sunbeam Family Services has been active in the Oklahoma City community for over 100 years, which gives it a real advantage over its competitors. Currently, Sunbeam has 4 main areas of service to the community: early childhood, senior services, foster care and counseling. However, they are lacking not only funding but also awareness and participation in their foster care programs. This is where we will be focusing our communication efforts. Through Contract Foster Care (Emergency Foster Care and Bridge Home Care) and Comprehensive Transitional Services, Sunbeam seeks to provide safe and loving environments for children in a 40-mile radius of the Oklahoma City area.

Sunbeam is unparalleled in the amount of support they provide to their foster families and it is important that the public is aware of this fact. In addition to child placement, Sunbeam goes above and beyond. They provide assistance with diapers, formula and other necessities. Sunbeam also offers daily reimbursement to offset additional expenses and in-home support provided by foster care case managers. Sunbeam’s continued support can be seen through their advocacy for the children at all meetings and court dates and providing OKC Educare as the children advance their education. These services are unique and set Sunbeam apart from its competitors and similar organizations. 

 As a non-profit organization, all of these efforts are made possible only through the support of the community and families who volunteer. While there is a pattern of increased interest in fostering during the holiday season, there is no consistent action. This leaves many children with nowhere to go. Currently, only 16 of the 35 spots available for children age 0-5 are filled. As an organizational goal, Sunbeam would ideally like to double the current positions and have all of those 35 spots for children available with families.
Communication Efforts

In order to make this a success, it is important to turn potential foster interest in fostering action. Foster care is such a big commitment and extremely difficult to recruit families and individuals to what seems like such a daunting task. Past communication efforts include classified ads, Craig’s List, stories in local papers and reaching out in religious and gay communities. The most successful efforts have been led through Facebook and utilizing current foster care families to share the positive effects fostering has had on their own lives. Facebook allows for these families to share their stories and interact with families who are considering fostering. The personal level of this interaction helps families get a sense of who Sunbeam is and what fostering is all about.
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Public Perception 

While the longevity of Sunbeam’s service to the community is known to the public and important to their reputation, they struggle with the image that comes from being associated with the Department of Human Services. Although they are completely independent organizations, Sunbeam is a contractor for DHS and that professional relationship can be misconstrued. The negative publicity currently surrounding DHS leaves Sunbeam’s image in the community vulnerable. Moving forward, it is important to differentiate the two and create awareness about Sunbeam as its own organization. Focus on Sunbeam’s strengths, a leader in Oklahoma City foster care for over 100 years, providing assistance to not only to Oklahoma City but also the surrounding areas with open arms and a caring spirit.
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Target Audience/Market

Who are they?
We have determined that our target audiences for foster care outreach are couples between the ages of 35 and 55 who have a combined income of $36,000 annually. This group is both stable and financially prepared to provide foster care. We want to ensure that the families who provide foster care are not financially insecure before they become foster parents. Because of this, it is imperative that families are within this financial range to ensure the success of the child. We believe our target market is among the appropriate individuals to recruit for foster parenting. Couples are targeted because they are more likely to have positive motives, family values and significance within their communities through community outreach and involvement. 

The majority of the population in Oklahoma City is made up of Caucasians over the age of 35. The majority of the population is also well educated. More than 80 percent of Oklahoma City residents have a high school education or higher. Also, about half of the population, 51 percent, is married (Culture of Oklahoma City). The majority of the Oklahoma City population incorporates the demographics needed in order to reach Sunbeam’s target market for this campaign. The gay and lesbian community could also be incorporated into our target market, but they only account for 0.3 percent of the population. Therefore, specifically reaching this community would be more difficult.  
Motivations
These individuals are unable to have children due to infertility or genetic deficiencies. These are couples who have tried adoption, been unsuccessful and are now considering alternate avenues. These couples typically want to ease into the adoption process by becoming foster parents. Another reason couples choose to become foster parents is because they simply want to experience the joy of caring for a child.
 Not only do we seek to reach couples without children but we also seek to recruit couples that already have children who wish to generously extend their resources to children in need of a loving family. In a study by the National Foster Awareness Project, 44 percent of respondents considered adoption because they were able to assist a child in succeeding (Barbell, 2000). Some individuals within communities may feel compelled to foster in order to participate in community outreach, even if they already have children of their own. 
Most Influential group
[image: image14.png]\l,

“"Sunbeam

Family Services




Experience has shown that women are the primary decision makers in terms of household decisions, making them the most influential members of our target market. Women are ultimately the ones making the decision to foster and have the most impact in the couples we seek to target. Research suggests that individuals who volunteer in communities, whether with religious organizations or otherwise, are more likely to have an interest in becoming a foster parent (Barbell, 2000). It is imperative that Sunbeam Family Services reaches out to the women and mothers who volunteer within the community. Regardless of community involvement or whether or not the specific couple has children. 
Impact
Word of mouth is vital within foster care recruitment and retention. It has been proven to be the most effective resource for foster care outreach (Barbell, 2000). Current foster parents in the Sunbeam organization who fit our target market have a large impact on potential foster families. When a couple has a positive experience with foster care, they are likely to share it with their friends and promote foster care to the rest of our target market. Couples who are already foster parents can offer their friends advice and insight. Most of all, they can encourage recruitment, which makes them an invaluable asset (Riggs, 2005). Current foster families shine a positive light on Sunbeam Family Services by spreading the word about the benefits of adoption.
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Primary Research Findings

Survey:


Objective:
Our first method of primary research was an informational survey. The goal of this survey was to discover the current knowledge and attitude of our audience regarding foster care and Sunbeam Family Services. We will use the results to understand the mindset and pre-conceived notions involved with foster care.  The results from the survey will serve to guide our communication efforts. We have discovered the current knowledge and attitude of our audience and know the best way to connect, inform and convince them to consider foster care through Sunbeam Family Services. 
Methodology:

Beginning the week of September 19 continuing through October 3 Team Dynamic gathered research through an informational survey. The survey was created online using Survey Monkey. Through social media, each team member randomly selected 50 people to conduct the survey.  We linked the survey to each team members’ Facebook and/or Twitter accounts in order to gain participants.  In order to make an accurate data analysis, each Dynamic team member was responsible for 20 survey participants. 
Sample:

For this research method, we chose to use a combination of available or convience sample as well as a volunteer sample for our survey. Due to the time constraints and online format, this sample proved to be the most efficient and provide for the most respondants. By placing  the survey on Facebook, we used our “friends list” as the available group and those who filled out the survey volunteered of their own choice. In total, there were 73 respondants to the online survey.

Key Findings:

· Of the 73 survey participants, the majority was between the ages of 18 and 34. Our target audience, ages 35-50, was the second largest age group, and only 11 percent of the participants were ages 55 and up.
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The majority of the participants had a combined household income of $55,000 or more. 
· The majority of the participants already have children of their own. 
· Although the majority of the participants directly know someone who has been involved in the foster care system, 59.7 percent (43.5 respondents) said they have never been interested in or thought about fostering children. 
· When asked if they have heard of Sunbeam Family Services, 88.9 percent (64.9 respondents) answered “No.”
· Once we explained specific qualities that Sunbeam Family Services offer foster children, 73.2 percent (53.4 respondents) said they were more likely to go through Sunbeam Family Services to find a child rather than DHS.
· Most of our respondents answered that helping a child have a successful future is a primary incentive when considering foster care.  
· When asked about gender preference and fostering children, 87 percent (63.5 respondents) said that they would not have a gender preference if they chose to foster a child.
Implications:

· The majority of our survey respondents are younger than our target audience. Therefore, some of the statistics will be slightly skewed when we solely apply these findings to our target audience. 
· Many of the participants had never heard of Sunbeam Family Services, which means that our campaign must promote our client as well as the foster system. 
· It is vital that our campaign sparks an interest in the foster care system through the education of our publics. Because our publics have minimal knowledge of Sunbeam Family Services and the foster care system, education could be our brightest option when swaying the opinions of others. 
· The majority of our respondents have biological children of their own. Therefore, our campaign should promote the positive experiences that middle-class foster families had with foster children as well as their biological children. 
[image: image17.png]Appendix D





In-Depth Interview:

Objective:

The second method, an in-depth interview, was used to collect informative data about our target market and what motivates people to be involved in the foster program. Three separate types of people were chosen to participate in our interview, based on the insight they could provide on the different aspects of the fostering process:

· DHS Employee

The Department of Human Services employee interview goal was to find out what their obstacles are when finding homes and placements for children in the foster program. Because DHS has a greater amount of slots available for children, we sought to learn more about their recruiting efforts. In addition, DHS shared its thoughts on what could be done about the negative image that foster care is given.

· Interested Couple 

The goal of interviewing a couple currently interested in fostering was to learn what goes through the mind of a family when they consider bringing a child into their home. We were able to discover what drew them to that option and their feelings and efforts during this process. 
· Current Foster Family

The interview with the current foster family was the most important because we felt it would give us the most information about why, when and how people choose to take action about fostering. The goal was to discover these reasons as well as valuable emotions and facts we can use to communicate the positive message to our target market and possibly convince them to become a foster family as well.
Methodology:

Over the same two-week period, we completed three different interviews with three different people involved in separate aspects of the foster care program. The interviews were each conducted in different times, manners, places and by different team members. Details:

· DHS Employee
We conducted our interview with Tracy over the phone on Thursday, September 29th in the evening after she was off work. We had previously emailed her a list of our questions so that she could prepare her responses.
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1. What is your age category?
18-34
35-54
55 and up

2. What is your average household income?

Under $36,000
Under $55,000
Over $55,000

3. Do you have children of your own?

Yes
Not yet, but planning on it
No

4. Do you know someone who is, or has been, involved in the foster care system?

Yes
No

5. Have you ever been interested in or thought about fostering?

Yes
Somewhat

No

%k 6. What are some of the things, positive or negative, that you think about foster care?

7. Have you ever heard of Sunbeam Family Services?

Yes

No

11/30/11 10:11 PM

Exit this survey

8. Sunbeam Family Services is dedicated to providing stable homes and loving families to hundreds of Oklahoma foster children each year. They are not a part of
DHS, and are their own separate foster care organization. They provide more incentives to their foster families than DHS. Would you be more likely to go through

DHS or Sunbeam if you were looking to become a foster family?

DHS
Sunbeam Family Services

Neither

9. What are some incentives that would make you consider foster care? Click all that apply.

Money
Provided formula and diapers
Free counseling

Reward of raising a child in a warm home

Helping mold a successful future in children

10. If you were to become a foster parent, which category of children would you be willing to foster? Check all that apply.

Boys only
Girls Only
No gender preference

0-3

http://www.surveymonkey.com/s/Y6MFZ79
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· Interested Couple 

From the current foster family we interviewed, we received contact information for a family that is currently interested in foster care. They asked that their name be kept confidential, but were open to sharing their situation with our interviewer. We met at the church they attend in Oklahoma City, in order to gain the most information possible. The interviewer asked their questions and recorded the conversation via a voice-recording device on a cell phone, and then transcribed the conversation following the interview. 

· Current Foster Family

For our interview with Nell, we chose to conduct it over the phone because she is such a busy mom. We sent her a copy of our questions before the interview so that she could prepare her answers for us. We talked with Nell on Monday, October 3rd during the evening.
Sample:

For this research method, we choose a purposive sample for our survey. Due to the objective of the interviews and the data that we sought to collect, this sample allowed us to select participants who would provide the best insight based on specific charaterteristics and qualities.

· DHS Employee

Tracy is a 29-year-old child welfare employee for DHS. She has been with the agency for over 5 years, and makes an annual income around $30,000. She is single, with no children. Her insight into the foster program through the work at DHS makes her perfect for our interview. She has even considered fostering due to her experiences with the system. 

· Interested Couple 

The couple is in their late 30’s and makes a combined income of $90,000 per year. They are Christians and the husband is a real-estate agent in Oklahoma City. His wife works part time at a clothing boutique. They have been trying to have children of their own but are unable to. Because they are currently considering foster care, they fit our target market perfectly, making them a great candidate for this interview. 

· Current Foster Family

Nell is a 35-year-old, married woman. She is a mother of 4, and currently fostering one 4-year-old girl. She works at a dentist office for children, and her husband is a construction manager. Their combined income is around $60,000 annually. They are devout Christians who are very involved in their church.
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Key Findings:

· DHS Employee
· Working at DHS brings many obstacles and hardships, but is worth it when you find a child a home and see their joy and the smile on their face when they finally have someone that cares. 

· DHS is currently struggling with budget cuts and are short handed with caseworkers and full with children needing homes. 

· DHS is aware of the negative portrayal from the media, and it’s effects on people’s attitudes about fostering.

· DHS finds that current foster families have the most impact when recruiting their new foster families. 

· Interested Couple 
· The couple had negative beliefs about the foster care system and would not have even considered it (due to these attitudes) if it were not for the foster family at their church. 

· The foster process seems daunting, expensive and MUCH research is required. 

· There is a widely misconstrued belief that DHS is the only way to foster.

· Would have considered it a long time ago had they have known all of the possibilities and aspects of fostering.
· Current Foster Family

· Nell chose to get into the foster care program because she was unable to have anymore children and wanted a boy.

· The foster care program led her to adopt her son, Travis. The positive impact it brought to her life has led her to continue the fostering process and is currently fostering a little girl. 

· She has a gender preference now, and the foster agency accomodates this preference. Her biological children really enjoy having the foster kids as a part of their family. 

· As an avid church goer, Nell feels that the most benificial way to recruit foster families is through open houses and different church events. 



Implications:

· DHS Employee

· We should take advantage of the genuine emotions of joy the children feel when they find a home to help promote Sunbeam and the foster program in general. 

· Due to DHS’s struggles, Sunbeam Family Services would be a great alternative for families seeking to foster. The campaign should showcase how much support Sunbeam can offer compared to their competitors. (In this instance, DHS)

· This research again confirms the negative public image of DHS and the foster program…Sunbeam needs to take the opportunity to change this image into a positive one considering, 99% of the kids are well behaved and just want a family. 
· Interested Couple 
· These findings helped solidify our original thoughts about current foster families being our best channel of communicating our message. 

· There is a real need for this campaign to differentiate Sunbeam from DHS. 

· We need to place emphasis on getting families to research about the details of fostering because the more they learn the more likely they are to change their negative attitudes. 

· Current Foster Family
· Since Nell previously was part of our target market, her situation confirms our choice in target audience to further the participation in Sunbeam’s foster care program.

· We should emphasize that fostering can be a means to adoption in our campaign towards women who are trying to adopt. 

· We can showcase Sunbeam’s ability to accommodate gender preferences for foster families in an effort to promote the positives of fostering with Sunbeam.  



SWOT Analysis

Strengths 

· Sunbeam is over 100 years old and has more experience than any of its competitors. 

· Sunbeam reaches foster children and parents on a more personal level, offering incentives such as, counseling, formula, and diapers.

· Sunbeam has a great community involvement because of events at multiple venues and the celebrity endorsement of the Oklahoma City Thunder.
Weaknesses

· Sunbeam is not as well known as other non-profit organizations in the Oklahoma City area, which this might conflict with money donations. 

· Sunbeam has a strong dependency on the Oklahoma Department of Human Services.

· Sunbeam bears a financial burden because they are profited solely by donations.

· Sunbeam is forced to adapt to the ever-changing rules and regulations of foster care.

Opportunities 

· The latest increase in social media usage is a great opportunity for Sunbeam to provide awareness in the community.

· Sunbeam has large room for growth as a non-profit organization in the Oklahoma City metro area.

· Sunbeam has the chance to change adults’ opinion of foster care by promoting public awareness. 

· Sunbeam could host promotions and fundraisers that raise awareness throughout the community. 

Threats

· One of Sunbeams largest threats would be competing foster agencies in the Oklahoma City metro area.

· Sunbeams association with DHS, and the negative image that DHS carries, hinders its reputation to the public.

· The current economic status acts as a threat to Sunbeam because families will be less likely to take on a foster child due to the possible financial burden.

· The public is unaware of and ignorant about the foster system.

· The negative social stigma pertaining to foster care reduces the number of potential foster parents.


Target Audience Analysis
Overview

At Dynamic Public Relations, our target publics we seek to reach are couples between the ages of 35 and 55, who receive an annual income of $36,000. According to the United States Census Bureau, the median household income in Oklahoma is $41,716 (U.S. Census Bureau, 2010) and the average individuals-per-household is 2.49 (U.S. Census Bureau, 2010). We also seek to reach college educated individuals, which account for 22.4 percent of Oklahoma’s population, in comparison to 27.5 percent, which is the nation’s average (U.S. Census Bureau, 2010). We are not targeting a specific race, however, in Oklahoma, 72.2 percent of the population is Caucasian, 7.4 percent are African American, 8.6 percent are American Indian, 4.1 percent are classified as other races and 5.9 percent of Oklahoma’s population are two or more races (U.S. Census Bureau, 2010). Regarding location, our client, Sunbeam Family Services, seeks to reach this target public within their region, which is in the Oklahoma City area. According to the United States Census Bureau, the population within Oklahoma County, where Sunbeam Family Services is located, is 718,663(U.S. Census Bureau, 2010). According to the United States Census Bureau’s data in 2010, Oklahoma County has encountered a population change between 5 and 15 percent since 2000. In regards to gender, 50.6 percent of Oklahoma’s population is women (U.S. Census Bureau, 2010). 

The target public that we have chosen is an appropriate group for Sunbeam Family Services because as the United State’s Census Bureau has shown, the target public is significant in Oklahoma, therefore they are a reachable market. Not only are they a reachable market, but also they fit the needs of Sunbeam Family Service’s Foster Care program, which will cause it to become more effective and efficient to serve their specific community. 
Level Of Development

According to the Foster Care Alumni of America, “In 2004, there was a total of 153,000 licensed/certified/approved kinship and non-relative foster homes nationwide. In 2005, 24% of youth living foster care were residing with their relatives” (Foster Care, 2008). Also according to the Foster Care Alumni of America, foster parents adopted 60 percent of children in 2005 (Foster Care, 2008. Within Oklahoma alone, there were 1,577 licensed foster homes in 2008 (National Resource, 2008). In 2008, foster parents adopted 33 percent of children in foster care (National Resource, 2008). At Dynamic Public Relations, we are seeking a target public of college-educated couples who receive an annual income of $36,000. However, according to the current data, our target public is not significantly active within foster care. Overall, individuals are not aware of or involved within the foster care process. According to the Annie E. Casey Foundation, “Less than one-half of 1 percent of all households with children are households with foster children (184,166 out of 38.6 million) (Annie E. Casey, 2008). 

As mentioned, we are seeking couples, yet according to a study by the Annie E. Casey Foundation, foster families typically have a larger child to parent ratio and they are also typically non married households, but single individuals or cohabitating couples (Annie E. Casey, 2008). “Only 57 percent of households with foster children are married-couple households, compared to 66 percent of all households with children” (Annie E. Casey, 2008). Also, foster homes have a lower average income than the norm and they are more likely to receive federal assistance (Annie E. Casey, 2008). Regarding finances, 37 percent of foster care homes make $20,000-$49,000 (Annie E. Casey, 2008). However, the average income of foster families is $56,364 (Annie E. Casey, 2008). Regardless, that figure does not account for the families who do not receive any income (Annie E. Casey, 2008). According to the Annie E. Casey Foundation, “Households with foster child are much more likely to be in the lowest income category (less than $20,000 a year) and much less likely to be in the highest income category ($100,000 or more a year).”

After executing various research techniques, including interviews and a survey, we found that our target audience is consistent with our secondary research findings.  Our random survey of 73 people revealed that our target audience is active or aware of foster care although the majority of them were not aware of Sunbeam. 

Regarding education, foster care homes are more likely to house adults who have not received their high school diploma and less likely to house adults who have attended college (Annie E. Casey, 2008). 21 percent of foster caretakers have not completed high school, while 29 percent have some college (Annie E. Casey, 2008). Overall, foster care parents are likely to have not worked in the last year and are less likely to hold a full time job (Annie E. Casey, 2008). 

According to the data collected, our target market is not readily involved in foster care nor do they seem to develop an interest in the process. As the data suggests, foster parents are less likely to be educated and they are also less likely to receive an adequate income. Therefore, it is imperative to raise awareness within our target public so that Sunbeam Family Services can place children in the most appropriate homes.

Attitude toward topic

Our target audience has some knowledge and is unsure, but hopeful, about the foster care program. Though for different reasons, they are all searching to care for a child and hope that the foster care program will help them to achieve that goal. Though they have some negative attitudes towards the system due to bad publicity, they are open to doing more research to find out the possibilities available to them through fostering. Many of them are obtaining these negative attitudes through stories they hear through the news, newspaper, or other media outlet. We found this information out through our in-depth interviews with current, and considering foster parents. 

Relevant Public Beliefs

Most of the public believes that foster care is essentially a good thing.  Most people tend to think they know a lot on the topic of foster care, when in reality they only know what they hear from the local media. Many of them believe that majority of families only become foster families because of the monetary incentive. When, after hearing from people involved, is not the case. Most of them don’t get enough money to make much of a difference in their yearly income. Many people also believe that the kids do not get to make a bond with their foster family and are too often bounced around throughout the system. While, this might be the case in some children, many children get to make that important connection with their foster family. Also, many people think that their child is already tarnished, and cannot be helped. They believe that the child is too damaged from their experiences. This is something we have found to be completely untrue. The children have many psychological and behavioral benefits from being in the foster care system. They have the initial benefit of being taken out of the negative environment they were once in. We discovered these findings through out survey and out interviews. Our survey led us to believe that people assume some of these negative views. We had a question that allowed the people taking the random survey to write what their initial thoughts of foster parents, kids, and the program itself. We used this information to come to one conclusion on the public’s belief. We used our interviews to see what it is actually like on the inside of the foster care system. 


We feel as though, the public does not know the positive environment that foster care programs can be. Most of all the public is shown about negative and abusive situations. There is rarely a story about the incredible people that are a part of the foster care program. We are basing this on the stories that the media shows the public about the current foster system. Most of all the information disseminated to our target audience is from a negative perspective.
Relevant Public Values

Most people in our region have morals and values based on Christianity. They base what is right and wrong on what the Bible says. They follow closely with the word of God. The initial teaching of right from wrong, come from their religion. Even though some of the public does not follow the Christian religion, or the word of God, they most all still believe in the same morals that are taught throughout the Bible.
Relevant Public Needs and Motives
The public audience in the foster program or interested in the foster program start their needs and motives in love and belonging on the hierarchy of needs. This level of the chart focuses on family, and from there it progresses to esteem and self-actualization. The esteem level focuses on the respect for others need and motive. The self-actualization is a large part of the foster program because it focuses on morality, problem solving, lack of prejudice, and acceptance of facts. 
Intercessory Groups/ Opinion Leaders

There are several groups in Oklahoma City that provide intercessory support groups for parents and children in the foster care program in relation to the help provided by Sunbeam. Two of these organizations are One Church, One Child Family Ties Support Group and Oklahoma Therapeutic Foster Parent Association. (adoptuskids.com) These groups provide emotional and monetary assistance to families in the foster care system much like Sunbeam but are not sheltering groups. A group called Citizens Caring for Children, located in Oklahoma City, provides such necessities as school supplies and clothing for children in the foster care system and has the motto that in doing this they are working to “promote self-worth, self-esteem and develop character to give hope, change lives and create healthy futures.” (citizenscaringforchildren.org)
Locally, many religious groups in the area are some of the biggest advocates of fostering. Contributors to the foster care system are groups such as the Fostering Hope Project that is run through the Christ-Followers of Oklahoma.
 Also, we will utilize local donors who are known for the philanthropic contributions throughout the city. 
Mental sophistication
Our target audience is college educated. Though they are seeking ways to care for a child, they know little to nothing about the foster care program. Their experiences are limited to media portrayals of foster care or even second-hand knowledge from acquaintances who foster and are knowledgeable about the system. 

Communication Behaviors
Our target audience uses a variety of sources and strategies for communicating. According to the MRI + Web site, some of these include local Oklahoma publications such as Oklahoma Magazine as well as smaller newspapers including the Edmond Sun, The Daily Oklahoman and The More American. The majority of online sources include local news stations such as KOCO, KFOR and KTUL. 
Information Presentation:
· Our public is more likely to prefer messages that…
· Present facts rather than ideas
· Deal with possibility rather than certainty
· Point toward what is rather than what might be
· Depict a vision rather than common sense
Information Content: 
· Our public is more likely to prefer messages that:
· Are addressed to the heart rather than the head
· Are based on sentiment rather than login and reason
· Seek to touch the emotions rather than convince the mind
· Lead one to sympathize rather than analyze
· Focus on individuals rather than things or group




Problem Statement

We are helping Sunbeam Family Services place foster children in the Oklahoma City area. In doing so, Sunbeam needs to increase the number of foster families in order to operate at a higher capacity. We want families and children in need to benefit from foster care service offered by Sunbeam. Today, we are facing an alarmingly low number of families willing to take in foster children. If this trend continues, Sunbeam Family Services will lack the funding and support needed in order to operate as a non-profit organization. In addition to this, the number of foster children awaiting placement in the Oklahoma City area will skyrocket. 



Objectives, Strategies & Tactics

Objective 1: Raise awareness of the opportunities that Sunbeam’s foster care program offers couples who already have children and are looking to expand their families by April 2012.

Strategy 1: To make a connection with our target audience by using social media outlets such as Facebook and Twitter.

Rationale: Research has shown that the majority of this target audience can be conveniently reached through social media pages. We can reach our target audience, as a whole, with one page.  

Tactic 1: Collect and publish testimonials from participating foster families and children. Once testimonials are collected, we will post them our primary social media pages: Facebook, Twitter, and YouTube. 

Tactic 2: Compile monthly surveys that target the foster care community in order to keep research current.  

Tactic 3: Record and post video footage of Sunbeam’s fundraisers and events in order to show potential foster families Sunbeam’s community involvement. 

Strategy 2: Spread information and knowledge about Sunbeam to the Oklahoma City community. 

Rationale: Many people receive information through word of mouth exposure from family, friends, and local businesses. 

Tactic 1: In order to raise awareness, we are going to distribute promotional fliers to the Oklahoma City Zoo, Oklahoma City Science Museum and Toys R’ Us. These fliers will include information about upcoming events such as the Holiday OKC Thunder Event, “New Year, New Life” open house, and “Spread the Love” doctor education day. 

Tactic 2: In order to promote our donating sponsors, we will place their name and logo on the fliers. This will not only promote customer loyalty for businesses, but also educate the customers about Sunbeam. 

Objective 2: Raise awareness of opportunities that Sunbeam’s Foster Care Program offers couples who cannot have children of their own and are seeking alternatives by April 2012.

Strategy 1: Engage the target audience in meaningful conversations with current foster families. 
Rationale: Both our primary and secondary research indicates that one of the best advocates for fostering is a current foster parent. Creating interaction between these individuals is important in disseminating information about Sunbeam Family Services.

Tactic 1: Using pamphlets to directly inform couples who cannot have children of their own and are looking for alternatives. These pamphlets will include information about Sunbeam’s Foster Care Program and will be placed at local fertility clinics and adoption agencies around the Oklahoma City area.

Tactic 2: Placing links on all Sunbeam paraphernalia will draw Internet users to Sunbeam’s Facebook page, encouraging our target audience to interact with current foster families.

Tactic 3: On January 15, Sunbeam will host the “New Year, New Life” open house event. This event will benefit potential families who are seeking additional information about the foster care program. Kelly will give a presentation about Sunbeam’s foster program, and visiting families will meet with Sunbeam’s current foster families. This will give visitors a more personal interaction with the foster care program and the people involved.

Objective 3: Increase the number of willing foster care program participants of couples who cannot have children of their own by 10 families before the end of September 2012.

Strategy 1: Extend the promotion of Sunbeam Family using fliers at various fertility clinics in the Oklahoma City area.

Rationale:  Fertility clinics cater to those families seeking alternative ways to have children. Although these couples have different reasons as to why they can’t conceive, they all share similar motives when they come to fertility clinics for the opportunity to make a family.

Tactic 1: Provide informational fliers and pamphlets at fertility clinics that are designated to inform about the Sunbeam’s foster care program.

Tactic 2: Host a “Spread the Love” Doctor Education Day at Sunbeams’ facility on February 14. This seminar will educate doctors who work at Oklahoma City fertility clinics.  Doctors will be educated about the possibilities and benefits offered by the Sunbeam foster program. With this information, these doctors will be able to promote foster care as a primary option to families who are running out of alternatives.

Tactic 3: Sunbeam will offer counseling sessions once a week that provide information about Sunbeam’s Family Foster Care Counseling Program. These sessions will be held every Monday at 9 a.m. at Sunbeam’s facility. 

Strategy 2: Develop strong relations with fertility clinics across the Oklahoma City area by appointing a volunteer Sunbeam Foster Care liaison at the clinics. The liaison will be available to answer questions and educate those families who are still unable to have children, while referring them to Sunbeam. 

Rationale: These families may be insecure about making an effort to learn about foster car possibilities. Having a Sunbeam Family Services liaison available on location will eliminate these families from having pressured or embarrassed feelings. This is a non-intrusive way for Sunbeam to offer confidential consulting, without families feeling embarrassed.

Tactic 1: Allow an opportunity for potential foster families to have a confidential counseling session where they can express their concerns about fostering. They can also receive support and valuable information from the liaison.

Tactic 2: Have the liaison schedule a Monday tour for these families. Therefore, the families will develop a relationship with Sunbeam and be given the chance to tour the Sunbeam’s facility. 

Tactic 3: Provide take-home hard copies of the information potential foster families receive on their visit regarding the Sun Beam Foster Care Program. 

Objective #4: Increase positive news coverage in Oklahoma City media. 

Strategy 1: Inform our target audience, in the Oklahoma City area, about Sunbeam’s Foster Care System and distinguish its reputation from Oklahoma DHS’s negative reputation. 

Rationale: DHS has received a negative reputation through the media. Because Sunbeam Family Services works through DHS to place foster children, it is important that DHS’s negative reputation is not associated with Sunbeam Family Services. 

Tactic 1: On April 25, we will send a news release to The Oklahoman and NewsOK that promotes May as the National Foster Care Month.  This is a good way to highlight Sunbeam Family Services as primary option over DHS, and increase positive news coverage in the media. 

Tactic 2: From January-May, we will post fliers at multiple venues that inform people about National Foster Care Month and Sunbeam Family Services. The theme of this flier will be community and social responsibility, which will illustrate the joy and fulfillment of being a foster parent. 

Tactic 3: On May 3, Sunbeam Family Services will host a fundraising event at Tucker’s Onion Burgers in Oklahoma City. We will invite reporters to cover the event, which will increase opportunities for positive news publicity for Sunbeam and Tucker’s Onion Burgers. Proceeds from burger sales will benefit the Sunbeam foster program. 

Tactic 4: The OKC Thunder and Sunbeam Family Services will host a Holiday event during December. The date is pending on the OKC home basketball schedule. The OKC Thunder will donate 100 tickets and t-shirts to Sunbeam foster children and their families. Chesapeake Energy will donate plastic basketball souvenirs that will be thrown to fans during the game. These basketballs will have Chesapeake Energy, Sunbeam Family Services, and OKC Thunder logos printed on them. 





Timeline

DECEMBER 2011

December 1-May 31: Standing 9a.m. Monday tours of Sunbeam Family Services December 1: Film  & edit testimonial of current foster family’s story

December 2: Post testimonial on Sunbeam’s website, YouTube, Facebook and   twitter accounts

December 2: Print and post fliers for upcoming Holiday/Thunder event
December 3: Sent volunteer teams to each of our donor businesses to request specific donations. See attached donor list for details
December 10: 1 p.m. – 4p.m. Holiday Thunder event at Sunbeam Family Services

December 10: Have donations delivered by 11a.m. for Holiday/Thunder event

December 19: Print and distribute informational brochures promoting Sunbeam’s foster program at local fertility clinics and adoption agencies

JANUARY 2011

January 1: Print fliers for “New Year, New Life” open house

January 15: Host “New Year, New Life” open house with current Sunbeam foster 

FEBRUARY 2011

February 14: Volunteers attend “Spread the Love” -doctor Education Day

February 20-22: Open house counseling sessions available from 6p.m.-9p.m. with Sunbeam Family Services counselors for families and couples interested seeking more information about the foster care program

APRIL 2011

April 23: Start promoting fundraising event on Sunbeam Facebook and Twitter accounts. Repeat every 3 days until event

April 25: Send news release in regards to National Foster Care month to local Oklahoma City area news outlets

April 30: News Channel 4 interview and promotion of National Foster Care month and fundraising event

MAY 2011

May 2: Tweet and post on Facebook reminders about the Fundraising event at Tucker’s Onion Burgers

May 3: Live tweet and Facebook post from the fundraising event 

May 3: Fundraising event at Tucker’s Onion Burgers from 10:30a.m. – 9p.m.
JUNE 2011

June 1: Begin conducting evaluation of efforts. Start to re-plan based on evaluations.




Budget
Thunder Holiday Event

1,000 color invite fliers at $.25 

100 Gigi’s cupcakes* 

100 Love’s bottled drinks*

20 Little Ceaser’s pizzas*

3 OKC Thunder players & Scott Brooks appearance 

Sunbeam Thunder Game

100 tickets from 10 OKC Thunder players*

100 Thunder t-shirts for the kids*

50 Chesapeake/Sunbeam plastic* basketballs

New Year, New Life Open House

Informational PowerPoint presentation

Kelly to lead presentation

50 Ozarka waters………$50*

60 City Bites cookies…..$30*

Current foster family volunteers 

Foster Care Awareness Month

1,000 color fliers at $.25

News Release 

Channel 4 Interview and promotion

Volunteer of Time

2 Counselors for 3 hours each night

1 employee each Monday

Volunteers for Spread the Love Event

Testimonial Videos

Create in-house videos of current 

Informational Brochures 

1,000 color brochures at $.50

Fundraising Event

Tweet and Facebook post about event


$250

$500   -$500=      $0

$200   -$200=      $0

$100   -$100=      $0

       $0

Total          $250

$1,000   -$1,000=      $0

$500   -$500=      $0

$200   -$200=      $0

      $0

Total               $0

$0

$0

$50   -$50=      $0

$30   -$30=      $0

       $0

Total               $0

$250

$0

       $0

Total          $250

$0

$0

       $0

Total               $0

      $0

Total               $0

 $500

Total          $500

Total               $0

SUBTOTAL                                      $1,000

Contingency Budget                       $100

TOTAL………………………………...$1,100

Evaluation

Objective 1: Outcome 
Based on the predicted outcome of these implemented tactics, it is likely that the success of the objective will exceed its failure. In order to measure this Objective’s success, a survey could be conducted and then completed by Sunbeam’s social media followers. We could also measure the success of this objective by comparing the number of Twitter followers and “retweets” Sunbeam had before the campaign, to the number of Twitter followers, retweets and replies Sunbeam has at the end of the campaign. We could also measure the outcome by looking at the same attributes for the number of Facebook friends and YouTube hits. 

Objective 2: Outcome 

Based on the predicted outcomes of these implemented tactics, Objective 2 has the opportunity to meet its goal to raise awareness to uninformed couples seeking alternatives for children. In order to measure this objective’s success, Sunbeam could ask potential foster families where they heard about Sunbeam. The data collected from potential foster families’ answers could determine which tactic had the highest reach, or if they had any reach at all. 
Objective 3: Outcome 
Based on the predicted outcomes of these implemented tactics, Sunbeam has the opportunity to reach the expectations of this objective by adding 10 new families to the Sunbeam Foster Care Program. If strong relations are made and kept with the doctors and workers of local fertility clinics, Sunbeam could acquire 10 more families to participate in the Foster Care Program. In order to measure this objectives success, fertility clinics could track how many families are referred to Sunbeam’s foster care program. In turn, Sunbeam could compare this number to the actual number of families that visit Sunbeam.  
Objective 4: Outcome 

Although the media can be unpredictable, the implementations and efforts of this objective are expected to not only cancel out negative news coverage about the foster care system, but also establish a reputable, positive reputation for Sunbeam’s Foster Care Program. In our efforts to eliminate negative media coverage, the success of this objective highly relies on the outcome of the two main fundraising events. The success of this objective can be measured by tracking the attendance at the Tucker’s Onion Burger Fundraiser. The higher the attendance is, the more likely it is that the media will cover the event. Also, the amount of proceeds collected from the event will determine weather or not the event was successful.  




Samples
In-depth interview

DHS Worker Questions:

1. What made you want to become a part of child welfare for DHS?

2. What is your favorite thing about your job?

3. How many foster families do you have in your county? 

4. What do you find to be some of the biggest obstacles in your job?

5. Why do you think people don’t foster?

6. How do you contact new families to become potential foster families?

7. Do you plan on becoming a foster parent?

Interest Family Questions:

1. What concerns do you have as a potential foster parent?


2. What questions do you have about foster care that have not been addressed in your personal research? 

3. Where have you primarily gained your research regarding foster care? 

4.  If you began fostering a child and later found out that you where pregnant, how would 

5.  Have you ever cared for a child with mental or physical problems? 

6. Would you be willing to foster siblings? 

Current Foster Family Questions:

1. What got you interested in foster care? 
2. How many foster children have you had, or do you have right now? 

3. Did you have any preconceived notions about become a foster parent?

4. Many people think that foster care gets a bad reputation because some families chose to just do it for the money, what would you tell those people about your experience in the foster care program? 

5. What do you find to be your biggest obstacle in fostering? 

6. Do you have an age category that you will take, or is age and/or gender not factor to you? 

7. Would you speak positively of the foster program now that you know how it is run and how it works? 

8. Do your biological children enjoy having the other children around? 

9. What do you think would be the best way to get more people to take action in the foster programs? 

10. Please tell me what your favorite things about being a foster mom, and part of a foster family? Please, list as much as you want! 

Survey

Transcripts
Tracy DHS Worker:
Interview was conducted over the phone Thursday, September 29 at 6:05 PM.  
Duration of interview: 30 min

What made you want to become a part of child welfare for DHS?

Honestly, I went to school to be a teacher, but was introduce to child welfare after I graduated. It is something that meant a lot to me after I learned more about it. I always wanted to help children, and there is not better way than to get them out of dangerous homes and out of the shelters. 

What is your favorite thing about your job?


Getting to see the kids with smiles on their faces, and knowing they have somewhere to call home. When they really feel like they fit in somewhere.  Knowing that I have helped them is a great feeling. There is a lot of stress and negativity in this job, but it all goes away when you see that smile. 

How many foster families do you have in your county? 

Each child welfare worker has a different amount, but I have 16 foster kids on my own right now. It is very overwhelming. 

What do you find to be some of the biggest obstacles in your job?


There are so many. DHS is very short handed, and keeps getting budget cuts, so we have a large workload. It is so hard to see the children who have just been removed from their home. They don’t understand, and they feel lost. They don’t realize that their guardian was doing wrong. The look on their face is torture. Sometimes we have special needs children, physically or mentally, and that can be trying at times. They are harder to get into foster homes too. It is sad to have to have them at the shelter, especially during the holidays.

Why do you think people don’t foster?


I think that the media portrays DHS and the foster care program in a negative light. If only people knew that 99% of the children are wonderful. Of course, any group of children is going to have a few bad apples, but that doesn’t mean they don’t need to be cared for and loved. Some people just think that there are bringing problem children into their home. But, that isn’t true. 

How do you contact new families to become potential foster families?


Usually, we only contact family members to become foster families of kids in their family. Most of all, people that wants to foster, and are interested in fostering, are already trying to find a way to do it. Of course, we could always use more families, we will always need them, but our best way to find families is by present foster families recruiting them. Most of our foster families are fantastic, and want to show people that fostering isn’t a hassle.

Do you plan on becoming a foster parent?


I would love to become one. Working child welfare is tough, you really get to see what some children go through, and what they think is normal  - when it is most definitely not. It is a tough job to do for a long period of time. I have been doing  this job for too long to not feel like I could help children. 

Interested Foster Family:
Interview was conducted Sunday, October 2nd at 1:00PM at a confidential Church in Oklahoma City.
Duration of interview: 45 min. 

1. What concerns do you have as a potential foster parent?

“We do not want to forgotten about once we have a child in our care. We want to feel supported by DHS, or whichever organization that we foster through. Also, we are concerned that once a child is in our placement that we will not have the resources to meet their needs, whether they have mental or physical disabilities. Really, it’s the unknowing part of which child you might receive and whether or not they will be a fit within your family or if you can effectively handle the personal distress they have gone through.” 

2. What questions do you have about foster care that have not been addressed in your personal research? 
“Primarily, what kind of real resources are provided after we begin fostering in our home? Also, how long is a child typically placed in a foster care situation and do we have the option to adopt, dependent on the family situation of the child?”

3. Where have you primarily gained your research regarding foster care? 

“Word of mouth has been our family’s primary research. We have friends from our church who have participated in foster care and they sparked an interest in us through their love of the program. We have asked them many questions about the process before and the placement afterward. Other than that, we have used Google to find local organizations that offer foster care, but we do not know where to begin when choosing an organization. They all promise support and resources, but again, we are afraid that the support will end once the child is in our placement.”

4.  If you began fostering a child and later found out that you where pregnant, how would you respond to that situation? 

“We would be very happy and amazed if that happened, yet due to our family’s fertility issues, the chances are rather slim. Honestly, I don't think it would change how I felt about fostering if the fostering process had been a positive experience for our family.” 

5.  Have you ever cared for a child with mental or physical problems? 

“Personally no, I have not, but I have worked with women who have disabilities and it has made me appreciate the struggle that those individuals go through. However, I must raise concerns that I am afraid that our family will not have the means to cope with children with particular mental and physical issues.” 

6. Would you be willing to foster siblings? 

“We have a good sized house to accommodate siblings but honestly, we both have to work to maintain it. I think we could handle it if we were given some kind of funding to help with daycare. Again, resources are an important concern we have as a family.”

Nell Current Foster Family:
Interview was conducted over the phone on Monday October 3rd, around 8:15PM.
Duration of interview: 15 min. 

Thank you so much for taking time in your busy day to answer a few questions for me! It really means a lot to the PR campaign I am doing for Sunbeam Foster Care. I am really just collecting some of my own research as to who, what, when, why and how people foster. So, if you don't mind answering these questions for me, that would be AWESOME!!

What got you interested in foster care? 

I had 4 daughters and I couldn't have anymore kids and I wanted a son.

How many foster children have you had, or do you have right now?

 1 foster (girl, 4) and 1 adoption (boy, Travis)

Did you have any preconceived notions about become a foster parent?

Yes

Many people think that foster care gets a bad reputation because some families chose to just do it for the money, what would you tell those people about your experience in the foster care program?

 It has been a great. There isn't enough money, we didn't get paid for 7 months when we first got in foster care. Having the child be a part of our life has changed our family. There are good kids in foster care system.

What do you find to be your biggest obstacle in fostering? 

visit with parents (timing)

Do you have an age category that you will take, or is age and/or gender not factor to you?

yes because of me having all girls I didn't want a teenage boy

Would you speak positively of the foster program now that you know how it is run and how it works? 

Yes, and I do at my church. 

Do your biological children enjoy having the other children around? 

Yes they enjoy having them as part of our family. 

What do you think would be the best way to get more people to take action in the foster programs?

 hosting party/ open houses at church and different events

Last but not least, please tell me what your favorite things about being a foster mom, and part of a foster family? Please, list as much as you want! 

Positive responses are the best! :) The joy and smiles that they give you each day because they know you are saving them. Knowing that you are saving a child from neglect and abuse. Having each one of our family members take care of the child has bought us closer together!


Potential Donor List

The Wedge

Elena Farrar

4709 N. Western Ave.

Oklahoma City, OK 73118

405-602-3477

elenafarrar@yahoo.com
Tucker’s Onion Burgers

324 N.W. 23rd St. 

Oklahoma City, OK 73118

405-609-2333

Oklahoma City Zoo

2101 NE 50th St. 

Oklahoma City, OK 73111

405-424-3344

Oklahoma City Science Museum 

2100 NE 52nd St.

Oklahoma City, OK 7311

405-602-6664

Big Truck Tacos

530 NW 23rd St. 

Oklahoma City, OK 73103

405-525-8226

Mutts Hot Dogs

1400 NW 23rd St.

Oklahoma City, OK 73106

405-525-3647

Little Ceaser’s
4463 Northwest 50th St.
Oklahoma City, OK 73106
405-949-9700

Love’s

10601 N. Pennsylvania 

Oklahoma City, OK 73103

405-302-6500

Gigi’s Cupcakes

14101 N. May Ave. Ste. 104 

Oklahoma City, OK 73134

405-286-6200

Chesapeake 

100 W Reno Ave.

Oklahoma City, OK 73102

405-602-8700

Wal-Mart

6100 W. Reno Ave.

Oklahoma City, OK 73134

405-491-0320

Staples

2844 NW 63rd St. Ste A 

Oklahoma City, OK 73116

405-842-5933

Toys R Us

1119 S. E. 66th St. 

Oklahoma City, OK 73103

405-636-1591



Promotional Materials 

 Appendix C contains the following promotional materials:

News Release

This is a sample news release for Sunbeam’s Foster Care Celebration in May. This news release will be sent to Oklahoma City newspapers in order to increase media coverage for the event. 

Tweet

This is a sample tweet that will be posted to Sunbeam’s Twitter page. We will post similar tweets in order to promote Sunbeam’s events, and constantly keep the public informed. In this example, the tweet promotes the “May Foster Care Month” event at Tucker’s Onion Burger.  

Flier

This is a sample flier that promotes the “Spread the Love Doctor Education Day” event that Sunbeam is hosting. This flier will be distributed to local fertility clinics in order to inform doctors and their staff of the event. 

Facebook Post

This is a sample Facebook post that will be used to inform the Oklahoma City community about Sunbeam’s events. Information such as event reminders and Sunbeam’s news will be included in the posts. In this example, the Facebook post promotes the OKC Thunder Holiday event.  

Internet Advertisement

This is an example of an advertisement on the OKC Thunder’s website. This advertisement promotes the Sunbeam event that the OKC Thunder will host on the March 9th home game.


NEWS RELEASE 






  Contact Information:

  Kelli Dupuy

April 27, 2012 






  405-528-7721 ext: 103
FOR IMMEDIATE RELEASE

SUNBEAM FAMILY SERVICES CELEBRATES FOSTER CARE MONTH IN MAY

Local Organizations Align To Raise Awareness About Children In Foster Care

Oklahoma City, Okla.- Sunbeam Family Services will spend May promoting foster care

programs to raise awareness of an important and growing issue. Local businesses are partnering with Sunbeam Family Services to raise money for the foster care program.

 Tucker’s Onion Burger, Gigi’s Cupcakes, and other businesses will be participating in foster care month by donating 10 percent of purchases to Sunbeam Family Services’ foster care program. Individuals in the community can go to these businesses to receive more information about Sunbeam Family Services’ foster care program, or they can make a donation without purchase.

For more than 100 years, Sunbeam Family Services has served the Oklahoma City community, offering countless services to individuals in need. Foster care has been a capstone of Sunbeams’ mission and Sunbeam has assisted many children by finding home placement.

In the United States, more than 424,000 children are currently in foster care. This number of children has undergone serious trauma or homelessness. However, Sunbeam Family Services offer these children a safe and caring environment, striving to improve the lives of all foster children.

Sunbeam Family Services will continue to help children succeed by offering important foster care resources. Sunbeam Family Services will always provide the highest quality of care, regardless of the situation at hand.

Sunbeam Family Services is dedicated to assisting individuals in the Oklahoma City area by providing resources for early childhood, senior services, foster care and counseling. For more information, call Sunbeam Family Services at405.528.7721 or visit

www.sunbeamfamilyservices.org. Sunbeam Family Services is also available on Facebook and Twitter.

###
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