
Be there.
First steps.

First Birthday.

First words.

Losing a tooth.

Play time.

Holidays.

Reading bedtime stories.

Going to the zoo.
Playing hide-n-seek.

First day of school.

Taking naps.

Coloring.
Playing tee ball.

Blowing bubbles.

Dying easter eggs.

Playing dress-up.



Be there to take her to the beach.
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Be there to help him up the stairs.

EXECUTIVE SUMMARY

There were more than 8,000 Oklahoma children in foster care in 2011. More than 
40 percent of these kids were under the age of four with only 282 foster families 
in Oklahoma.

The need for more foster care families in Oklahoma is evident. Sunbeam Family 
Services of Oklahoma City is a non-profit organization that serves 16 of the  
foster children. But it has room for 19 more. 

Sunbeam offers short-term placement and long-term placement in homes for 
children who need a safe place to stay. Emergency foster care usually lasts no 
longer than 30 days, and contract foster care serves children who are awaiting 
permanent placement in a home, either through adoption or foster care.

The Be There. campaign, designed by SC Hope, is to assist Sunbeam Family  
Services in recruiting more foster care families. This campaign is designed to 
increase awareness about the need for more foster care families while giving the 
Oklahoma City community and opportunity to interact with current foster families. 

Our research shows 45.8 percent of respondents believe there is negative  
connotation with foster care. This campaign is tailored to bring out positive  
attitudes about foster care to influence the community.

Ultimately, our team wants to see Sunbeam at capacity for foster care families. 
Bringing more families will raise awareness about Sunbeam and its services. Doing 
this while changing the attitude toward foster care will be one of the greatest 
gifts our team can give Sunbeam and the Oklahoma City area.

It’s time to Be There. 

Briana Dry: Account Executive

Courtney Hamar: Director of Strategy

Henry Oliver: Editorial Director

Adam Gray: Research Director

Bethany Raff: Creative Director
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Be there when he needs a hair cut.

SITUATIONAL ANALYSIS
Client Introduction

Sunbeam Family Services is an organization that not only caters to the Oklahoma 
City area, but it also tries to make a difference in the world. Sunbeam’s mission 
reads, “Our mission is to provide affordable, quality, social services, which result in 
improved individual and family functioning.” With more than 15 services, Sunbeam is 
reaching its goals of improving human functioning.

Sunbeam Family Services is a non-profit organization that focuses on four key  
areas; foster care, early childhood, senior services and counseling. It has served 
the Oklahoma City area and surrounding areas since 1907. The Be There.  
campaign focuses on the foster care program. 

Sunbeam offers two type of foster care, emergency foster care and contract 
foster care. Emergency foster care gives children a temporary home. As soon as 
children are taken to the Oklahoma County shelter, Sunbeam sends workers to 
get them out as soon as possible. Emergency foster care aims to give children an 
interim home, usually lasting no longer than 30 days. 

The other type of foster care, contract foster care or Bridge Home Care, is 
more long term. Children in this system are waiting to be placed in a permanent 
home, either through adoption or foster care.

Environmental Analysis
Government, legal and public policy

A lot of funding for foster care comes from government agencies. Other than in-
kind donations to Sunbeam, government funding is the largest source. There are 
numerous laws that determine if someone can provide foster care for  
children. There are background checks, home visits and numerous laws giving strict 
rules and regulations for foster care (“Federal Adoption and Foster Care Laws”). 
Because of the strict nature of these laws, many people turn away from foster 
care.

Economic Conditions

The recession is one of the biggest influences on the U.S. 
economy. Jobs are hard to come by, and when someone 
finds a job, they hold onto it with everything. Foster care 
can be a full-time job, but the pay is not near what  
someone can make with a full-time career. Unless someone 
can be a stay at home mom or dad, usually foster care is 
not a feasible option. This makes finding potential foster 
care families a challenge. 
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Be there when she needs your hand.

Technology

Technology is a large benefit for Sunbeam because of the lack of funding the  
organization has. Most of the organization’s exposure comes from social media, 
Facebook and Twitter. Because social media is free, it becomes the main source of 
exposure for Sunbeam.

Technology can also be a hindrance to Sunbeam because technology changes so 
rapidly, and it is hard to keep up with all the currents in social media. Unless a 
company can hire a full-time social media expert, it is hard to keep up with the 
changing ways of technology.

Resources

An external resource that influences Sunbeam is the United Way Foundation.  
Because a large chunk of funding comes from United Way, Sunbeam has to have a 
good relationship with that company. There are other external resources Sunbeam 
uses, including a spokesperson and role model from the Oklahoma City Thunder. 

Society and Culture

Because society and culture is so diverse today, it is difficult for Sunbeam to reach 
audiences who are not traditional. Kelli Dupuy, Sunbeam director of devleopment, 
says many gay couples think they cannot be foster parents because they are not a 
traditional family. This presents a large hindrance to Sunbeam when trying to reach 
out to potential families.

Religion is another part of culture that is hard to break through. Many religions 
look down on foster care because they believe parents should be traditional and 
have their own children. 

News and Media

The Department of Human Services is not looked at in a positive way in Oklahoma. 
Every time DHS is on the news, it seems to be negative. This gives potential foster 
care families bad ideas about foster care, and it can potentially turn them away. 

There is not a lot of media coverage for foster care, which is 
a hindrance for Sunbeam, also. 

Competition

Major competitors for Sunbeam are adoption agencies, DHS 
and other foster care systems. Direct competition includes 
other foster care systems and DHS. Adoption agencies are 
indirect competition.
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Be there when it’s time to play.

How do they compete?

These organizations compete by taking resources (families, money, employees and 
children) from Sunbeam to expand its own services. For example, 40 percent of 
kids in the Oklahoma DHS foster care system are adopted by their foster care 
parents. When the child is adopted, the need for a foster familiy is gone. 

Strengths and Weaknesses

The image of DHS is a weakness for all foster care systems. Adoption has a more 
traditional image, but it is positive and negative, also. Adoption agencies have long 
waiting lists for families, which is a weakness for the couples. However, this is a 
strength for the adoption agency because families are readily available.

Cost and fees

DHS is governmentally funded. Adoption agencies get funding from the government 
and there are a lot of fees associated with adopting a baby. Adoption can have 
much more out-of-pocket expenses than foster care because families have to pay 
for hospital bills, buy food, diapers and clothes for the baby and much more.

Publics

Foster care services usually have a large lack of staff, but DHS has a much larger 
staff than other companies because it is a government-run agency. Sunbeam’s 
competition has the same publics that Sunbeam does, which makes the  
competition stronger. Because Sunbeam and its competition are reaching out to 
the same people, it is difficult to recruit more foster care families. 

ORGANIZATIONAL ANALYSIS

Each year Sunbeam finds caring foster homes for more than 500 Oklahoma  
children. Their mission is to provide quality, individualized care and services to 
these vulnerable children and the foster families who care for them. Sunbeam 
Family Services is a United Way partner, which is where a lot of the funding comes 
from for the programs.

Sunbeam currently offers two types of foster care  
programs. These are emergency foster care and contract 
foster care. Emergency foster care is a short-term  
placement, and Bridge Home Care (contract foster care) is 
more long term.

Programs

Emergency foster care provides a temporary home for 
children, age birth to five, who are victims of abuse  
and neglect.
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Be there for his first love.

The purpose is to prevent children from having to spend the night in an  
emergency shelter, as well as to provide a caring interim home until more  
permanent arrangements can be made for the child. EFC placement is generally 
less than 30 days and, following emergency placement, children typically move into 
traditional foster care or are placed into the care of a family member. Sunbeam 
is the only agency in Oklahoma County with emergency foster care. Emergency 
foster care parents undergo 42 hours of training as preparation and may be 
called upon 24/7 for a placement. At least one parent in emergency foster care 
must be able to stay at home full time with the child in order for the child to be 
placed.

Bridge Home Care provides a more long-term home for children, ages birth to five 
(can serve children up to age nine), while waiting for permanent placement with  
biological families, kinship families or through adoptive families.

Another Program Sunbeam has is Comprehensive Transitional Services program. 
This program is designed to help young adults, who are or have been in foster 
care, make a successful transition to adulthood. Comprehensive Transitional  
Services youth are taught skills to help them be self-sufficient, healthy, productive 
and responsible adults. 

How client/customer needs are being met

An important part about Sunbeam is the organization continues to work with the 
foster families to ensure the child’s educational and emotional needs are met  
after the child is placed. The foster children have a chance to go to school and 
get an education because of Sunbeam’s services. Whether completing high school, 
college, obtaining and maintaining a job, or other personal goals, Sunbeam provides 
the tools to help these young adults succeed. Sunbeam provides assessments, case 
management, service planning and educational assistance.

Effectiveness of past and current communications

Sunbeam currently uses social media as the main source of communication. The 
company has a YouTube account, Facebook and Twitter. Sunbeam has used  
social media in its past campaigns. Overall, Sunbeam has increased its followers, 
friends and hits on their social media sites, showing increased awareness.

Public perception of organization 

Our research showed 79.2 percent of respondents had not 
heard of Sunbeam Family Services in the past. The public is 
generally unaware of the services it offers. 
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Target Audience and Market

The target audience is potential foster care families in Oklahoma. The average 
age range of foster parents is 30 to 60, according to Kelli Dupuy of Sunbeam 
Family Services.

Who are they?
• Married couples
• Single adults
• Steady one or two income family
• Adults with “empty nest syndrome”
• Families who are unable to have biological children
• Late baby boomers
• Leading opinion leaders: mayors, counselors and government employees

Which are most influential?
• Current foster families
• Families with a solid faith background
• People with current knowledge of the foster care system
• People with high personal values and convictions

Why do they have an impact?

Current foster families have an impact because they know the good and bad parts 
of fostering children. These families can support the potential families by giving 
them an inside look at the positive and negative parts of foster care. By sharing 
their real life experiences, foster care families can help bring in other families to 
the system. 

What are their reasons? 

There are a lot of different reasons a family would decide to provide foster care 
to children. Foster care is more short term than adoption, and if a family  
cannot afford adoption, foster care is a good experience to have. Someone can 
make foster care as short or as long as he or she wants to. 

Doing good in society is another reason to provide foster care.

It is self-fulfilling to help a struggling child get the life he or 
she deserves. It is also rewarding to put the child in a safe, 
stable environment. When fostering a child, a family will gain 
new perspective of the important aspects of life. Other  
reasons include high personal values and morals, wanting to 
keep biological siblings together in a steady home, taking in 
children with disorders and giving the child an education. 
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Be there to wipe away her tears.

How do they affect the organization?

Current foster care families affect Sunbeam by being a steady influence to bring 
in more families. By sharing their stories, people can relate to current foster  
families and want to have the same fulfillment through foster care.

SECONDARY RESEARCH
THE FOUR C’S: COMPANY, COSUMER, COMPETITION, CURRENT ENVIRONMENT

Company

Sunbeam Family Services is a non-profit organization that focuses on four key  
areas; foster care, early childhood, senior services, and counseling. It has served 
the Oklahoma City area and surrounding areas since 1907

Sunbeam Family Services is unique. It’s mission is “to provide affordable, quality, 
social services, which result in improved individual and family functioning.” 

Sunbeam Family Services opened as a children’s home for dependent and  
neglected children in 1907. It partnered with the United Way of Central Oklahoma 
in 1924.  

In the 1940’s Sunbeam served as a resource for emergency detention of children 
under the age of 16.  In the early 1970’s, Sunbeam began to provide services to 
the elderly and their families. 

Sunbeam is also proud to have been one of Oklahoma’s first operators of  
community group homecare and therapeutic foster care for abused and neglected 
children in the 1970’s and 1980’s. 

Sunbeam became the sole provider of emergency foster care in the Oklahoma and 
Tulsa counties in 2002, which made the opening of an office in Tulsa necessary.

For more than 100 years Sunbeam has served central Oklahoma’s most vulnerable 
citizens. 

Consumer

Sunbeam Family Services offers two types of foster care 
programs. This first type is emergency foster care, which 
gives children a temporary home. The other type of foster 
care offered is contract foster care, or Bridge Home Care, 
which offers children a more long term placement with  
foster families.
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The consumer varies with each type of service. For the emergency foster care 
program, Sunbeam seeks out families who can deal with the hardships of quick 
and short term fostering, Emergency foster care typically lasts no longer than 
30 days. A potential foster care family must be able to provide care on a short 
notice as well as be able to give the children up after only a short stay. Not only 
must a foster family meet these requirements, but they must also must have at 
least one stay home adult who is either finically independent or have a working 
spouse. 
 
For Sunbeam’s Bridge Home Care, the consumer varies slightly. This type of foster 
care is usually more long term and thus a family must be prepared to take on the 
needs of a foster child for a longer duration. The consumer must have available 
resources to support the child.

Competition

Direct
SAFY (Specialized Alternatives for Families and Youth)
For more than 27 years, Specialized Alternatives for Families and Youth, a non-
profit (501)(c)(3) agency has been caring for children who are victims of neglect 
and abuse in their own hones. Locations are in Lawton, Altus and Oklahoma City.

Utah Foster Care Foundation
The Utah Foster Care Foundation is a private non-profit organization whose  
vision is grounded in the belief that stable and caring families are the best  
possible place for children in out-of-home-care until they can be reunited with 
their families or placed in a permanent adoptive home. The Utah Foster Care 
Foundation provides the pre-service training classes required to obtain a foster 
care license. The foundation also provides in-service training in order for licensed 
families to foster.

Indirect
Adoption Agencies
Adoption Choices of Oklahoma- This adoption agency is dedicated to helping  
dedicated, caring families find infants who are in need of a home. The adoption 
process includes a complete profile of the adopting family as well as a letter to 
the child’s birthmother. Once a match is made, the adopting family will be able to 
keep in touch with the birthmother throughout the pregnancy; sometimes  
birthmothers will even allow the family to be present at the time of delivery. 

Current Enviornment
 
Political and regulatory
• Foster home licensing requirements vary from state to 
state. Generally overseen by each state’s Department of 
Social Services or Human Services.
• Foster parent licensing is similar to the process for  
adoption license. Typical requirements include: Minimum age, 
income to allow the parents to meet the expenses,  
criminal record check, check-up from a Doctor to make 
sure all household members are health and a reference let-
ter from an employer of family/friends.

Be there to play peak-a-boo.



Page 11

Be there to hang his drawing on the fridge.

• Adoption and Safe Families Act (ASFA): Reduced the time children are allowed to 
remain in foster care before being available for adoption.
• Foster Care Independence Act: Helps foster youth who are aging out of care to 
achieve self-sufficiency.
• Foster Connections to Success and Increasing Adoptions Act: Extends various 
benefits and funding for foster care children between the ages of 18-21.

Economic Environment

• A hurting economy affects foster care; states can’t spend more than what they 
are being reimbursed for. Budget cuts take away from what the money states 
have to spend. 
• Families willing to foster are given stipends, amounts depending on the foster 
child’s age. 

Social/Cultural Environment

• Fostering affects a child’s development. Acclimating into society can be difficult 
for those children at times.
• Children who need to be fostered can suffer from many relating disabilities or 
hardships such as: Sexual abuse, negligence, suicide, poverty and homelessness, 
physical abuse, drugs, eating disorders and attachment disorders.

Technology

From a technological standpoint, the opportunities for Sunbeam Family Services 
to provide better and more efficient services are very high. Every one in society 
has some form of technology. Many businesses operate because of technology. The 
result can be streamlined work processes and enhanced accountability.

Technology can also be a burden in terms of providing safety in foster care. One 
of the main concerns is unauthorized contact with foster children by their  
birthparents via social media and mobile phones. For example, an October 2009 
article on CommunityCare.co.uk reports a foster child who attempted suicide after 
being contacted by her birthmother on Facebook.   

This article also brings to light how parents are using 
social media to undermine the foster care program.

The author does state that social media does have the  
opportunity to bring foster children closer to their  
birthparents however, if they have no contact in the 
child’s life. Thus, technology has the ability to both hinder 
and invigorate the operations and mission of Sunbeam 
Family Services.
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Be there to watch her soccer games.

PRIMARY RESEARCH

Interview: William Gill, Foster Parent

Objective: The goal of this research was to uncover specific reasons and 
experiences a person has for providing foster care for a child.

Methodology: One-on-one personal interview with Mr. Gill.

Research Instrument: 
What initially got you interested in foster care?
Throughout your time as a foster care parent, have you considered adoption? 
Explain your experience as a foster care parent.
What different exposure had you had to foster care before you decided to  
become a foster parent?
How has being a foster parent changed or impacted your life?
What are some of the obstacles you face while fostering?
Do you have any biological children of your own?
Is this the first child you have fostered?
How old are you?
What is your relationship status?
Please give us a range of your income.

Key findings and implications for this campaign: Gill got involved in foster 
care because of his faith background. This directly influences some tactics for this 
campaign because faith communities will be a place to reach out to potential  
families. Gill is also a return foster care parent, which shows it is something  
positive in his life. 

Complete research findings: Gill became involved in foster care because a 
family in his church had experienced children being removed from the home. Gill and 
his wife of 25 years have been foster parents to four children while raising four 
biological children. He also realized that DHS does not put children as a  
priority and returns them to unfit homes. Gill’s income is 70-80 thousand per year. 

Interview: Kelli Dupuy, Sunbeam Family Services

Objective: The objective of this research was to speak 
directly to the leader of Sunbeam to discuss previous  
campaigns and find out what has been most successful in 
the past. 

Methodology: A phone interview with Dupuy was conducted 
on October 11, 2011.
. 
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Research Instrument: 

What has been successful in the past?
What source of media has been the best?
Biggest obstacle when recruiting families?
What is the competition?

Key implications and findings for the campaign:

Print is going to be the best way to reach the audience (Sunday and Wednesday 
circulations). The budget for this campaign is reasonable, if anything because it is 
a non-profit client. Dupuy said getting into the community as much as possible has 
been successful in the past. The negative connotation with foster care has a large  
impact on people not wanting to foster.

Complete research findings: 

Dupuy has to try to get as much free exposure as possible. She said building  
relationships with reporters is good because it gets stories written for Sunbeam. 
Every thing costs money; even down to printing flyers. Adoption agencies aren’t a 
huge competition, but it does affect Sunbeam indirectly. 

Online Survey: 27 respondents 
 
Objective: The goal of this research was to find out attitudes, ideas and beliefs 
about foster care from people who have provided foster care and who have not.

Methodology: An online anonymous survey was sent to workers at an Oklahoma 
City government agency. 

Sample: This agency has a wide variety of people in different stages of life. It 
also has a variety of ethnicities and salary ranges. Many people don’t provide 
foster care, and this survey was designed to find reasons why they hadn’t decided 
to. 
 
Research Instrument:
An anonymous survey on Surveymonkey.com. 

Key findings and implications for the campaign: 

Respondents said emotional and informational appeals reach 
them best, which is going to influence how the campaign is 
structured. News was the media they used most with  
social media in second. More than half of them are  
newspaper subscribers, so we will use newspaper advertising 
in the campaign. Many use social media; Facebook and  
YouTube were the top two responses.
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Be there to play dress-up.

More than half believed there is a negative connotation with foster care. About 
30 percent had considered foster care, but had not taken action, making them an 
aware public.

Complete research findings: 

Eighty-seven percent were Caucasian, most with some college education. A  
common answer for not providing foster care was lack of time or single parent. 
Emotional attachment to the child was a concern, also. Seventy-seven percent 
had biological children. Overall, the majority of respondents said they think there is 
a need for more foster care families and a child’s safety is very important.

SWOT Analysis
Strengths
• Has been in the community since 1907
• Variety of services offered: Emergency foster care, Bridge Home Care, Com 
 prehensive Transitional Services
• Only agency in Oklahoma County with EFC
• Assists foster families after placement
• Due to high number of children, family’s wait for placement is low.
• High turnaround rate with EFC
• Association with United Way increases image

Weaknesses
• Lack of funds; relies on donations and United Way funding
• Economy; recession drawing away potential families
• High ratio of children needing placement to families available
• Only three workers in Sunbeam foster care department
• Serves only 40 mile radius around OKC
• Chance of negative stigmatism due to DHS controversy
• Competition with other agencies and DHS itself

Opportunities
• Room for growth due to organizations shortcomings
• Increased use of technology; i.e. social media
• Sponsorships/ co-ops with OKC-based businesses

o Pro sports teams
o Media outlets
o Religious organizations
o United Way
• With the discontinuation of therapeutic foster care,   
 those funds could be used elsewhere
• High availability of children and low wait time for fami 
 lies could draw potential foster families
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Be there for his first loose tooth.

Threats
• Community awareness is relatively low
• Competition from other organizations, public and private
• Rapid change of technology could mean high costs keeping up with trends;  
 hiring a social media manager
• Economy; recession and budget cuts could lower both funding and families

PUBLICS ANALYSIS
Overview
 
Public(s)
External Publics
(Demographic and Psychographic Information)

Primary Target Audience
SC Hope has married couples ages 30-60 for the primary target audience.  The 
race/ethnicity of this group varies significantly. We aren’t particular when it 
comes to race/ethnicity. There is no specific religion that is required for the  
couples to foster a child. However, the most common religion of those who  
foster consists of those who have a Christian faith background. The biggest  
factor is whether or not the family is financially stable enough to take in a foster 
child. We believe that the overall household income should be at minimum of $40 
thousand a year. This amount of money would be enough for a family to take in a 
foster child. When it comes to the level of education, SC Hope believes that for a 
family to earn enough money to be a candidate for fostering, they must have  
attended at least some college in their life. 

Secondary Target Audience(s)
Other secondary audiences might include those who are single but still want to 
foster. SC Hope believes that single parents should not be denied the opportunity 
to foster just because they don’t have a life partner. SC Hope understands that 
it would take a much bigger effort for a person of single status to be able to  
foster. They must be financially stbale and must have the extra time to take for 
the child they foster. The circumstances for an individual to foster usually consist 
of extreme, such as an individual who has come away with family money.

Another secondary audience is same sex couples. These 
couples get turned down frequently because of their  
relationship status. SC Hope believes these couples shouldn’t 
be outcast from fostering. They are just as capable of 
making an impact on the life of a child as any other  
individual or married couple. The biggest factor is whether 
the couple is financially stable enough to take in a child.  
They should have a level of income that is large enough to 
support a foster child.
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Be there when she has bad dreams.

These publics are not officially or directly a part of the organization. Most likely, 
these publics will want to give back for personal reasons. They might have been in 
foster care themselves as a child or they just might have a heart that wants to 
give back to their community. Fostering children is not an easy thing to do, and 
only the qualified couples or individuals will be considered. Any of the groups  
mentioned (married couple, single, or in a life partner relationship) would be a 
good choice as a target public for this case.

Internal Publics

The individuals who make up management and employees for Sunbeam make up 
the internal public. The organization itself is small. It consists of only a few staff 
members. Foster care is only one part of what the organization of Sunbeam does. 
Sunbeam provides senior citizen care, counseling and early childhood education 
programs. It reaches out about 45 miles outside of the OKC limits. Because  
Sunbeam is a non-profit organization, it runs on practically no money. The money 
that Sunbeam does have comes in forms of private donations or from United Way. 

The individuals who work for Sunbeam would be most useful when it comes to  
sharing stories of foster care. SC Hope understands that children in the foster 
care program must remain anonymous for the issue of privacy, but the workers at 
Sunbeam have the personal stories of success to share. The workers are the ones 
who watch every child go through the fostering experience. They have the ability to 
influence the external publics because of this. 

Level of development

Unfortunately, the current level of development for the desired publics for  
Sunbeam foster care ranges between possibly aroused and certainly unaware. The 
general publics lack of knowledge about the dire situation of foster care plays a 
role in the low level of awareness, as does Sunbeam’s inability to communicate at 
the local level. Few people in Sunbeam’s reach are able, or even have the desire 
to become foster families; even fewer, however, are actually taking the step to 
become a foster parent. SC Hope expects to help raise the level of development 
among the local population by creating a greater awareness and by reaching out 
to potential foster families.

There are five types of publics
1.. Nonpublic: The people in this public are not affected by 
the organization, and vice versa. Because Sunbeam served 
374 children in 2010, there is a large number of children 
who are not affected by the services.

2. Latent public: The people in this public are affected by 
the organization, but they are not aware of it. An example 
is someone who doesn’t know a friend is receiving services.
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Be there when he scores his first touchdown.

3. Aware public: This type of public is aware the organization is affecting them but 
don’t take any action. SC Hope believes this is the largest public to reach. Many 
people know foster care exists, but they do nothing to be involved in the system. 

4. Active public: This public is aware of the organization and does something about 
it. This would include donors, workers, volunteers and current foster care families 
.
5. Apathetic public: This type of public shares a common interest with the  
organization, but they are not active. People in this public would be sensitive to 
foster care children, however, they do not want to become involved.

Attitude Toward Topic
SC Hope believes there are a lot of positive things that come out of a child being 
placed in foster care, but we realize that there is a strong need for more foster 
care families. In order for the children who are taken away from their homes to 
be placed, more families have to step up to be foster care providers. 

The time after a child is taken away from his or her biological family is scary and 
full of questions. Sunbeam is an organization that tries to make sure this time 
is also full of love and support. Every child in America deserves to be raised in a 
home safe from violence, neglect and abuse. 

There are negative and positive things about foster care. SC Hope focuses on the 
positives because we believe that is the only way to reach our audience, which are 
potential foster care families. 

Positive things about foster care
• Child is taken from an unsafe environment and put in a safe environment
• Provides a better alternative for child
• Self-fulfillment for foster care families
• Placement could lead to adoption
• Children can receive a better education
• Financial reimbursement for foster families is possible in some cases
• Foster care parents can learn from a child of a different past

There are different public attitudes about foster care and the need for more 
families. These attitudes are different based on the level of awareness each group 
has. There are five types of publics to consider.

1. Nonpublic: This type of pubic is not affected by the orga-
nization and doesn’t interact with them. In this case, the 
organization is Sunbeam Family Services’ foster care sys-
tem. The attitude this public has is non-existent. Because 
this public has no impact on the organization and vice-versa, 
there is no attitude associated with it. 

2. Latent public: This public is affected by the organization, 
but is not aware of it. An example is not knowing a friend is 
in foster care at Sunbeam. 
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This is an important public because it has the possibility to become aware. If a 
person finds out he or she knows someone in the foster care system, he or she 
is more likely to become involved. However, while he or she is a part of the latent 
public, there won’t be an attitude toward foster care. 

3. Aware public: This type of public is aware of the organization is affecting them 
but does not take any action. This public probably has the largest number of 
members in SC Hope’s audience for the campaign. This public may have a negative 
attitude about foster care. If someone in this group thinks a foster care child is 
going to be a lot of trouble, he or she won’t take the action to become a foster 
care parent. SC Hope is going to try to change this attitude through this  
campaign. 

4. Active public: This public is aware and does something about it. Unfortunately, 
this is a small public when it comes to foster care. However, SC Hope is going to 
try to change this. This public has a strong, positive attitude toward foster care. 
People in this group includes current foster care families, people who make in-kind 
donations (monetary and other), people who raise awareness about the company 
and people who work for foster care agencies. Most all of the people in this public 
think foster care is a good thing because they have taken the steps to impact the 
foster care system.

5. Apathetic public: This type of public shares a common interest with the  
organization. It is aware, but it does nothing about it. Most people in this group 
have a positive attitude toward foster care. They feel bad for the children who 
are in the foster care system, agree that there’s a need to be more foster care 
families, but they don’t take any action to participate. There are a lot of  
different reasons someone decides not to be a foster parent. It could be because 
they don’t have a lot of money, aren’t stable enough, aren’t old enough and many 
other reasons.

There are a lot of attitudes that are associated with foster care. There are 
negative and positive attitudes. SC Hope has an extremely positive attitude about 
foster care, and we are hoping we can relay this to our audience. 

Relevant public beliefs (especially ones open to 
change)

• Sunbeam is a respected organization
• Foster children will burn your house down, be  
  scandalous 
• Media can show negativity toward foster care
• Any family can be a foster family
• Sunbeam is unknown in community
• Families think foster kids can’t be adopted.
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Relevant Public Values
Remember, values are what we think is good or bad, right or wrong. Basically, they 
are our ideals.

When fostering a child, the famil values fostering as a good deed. They find it  
rewarding. The ability to make a positive difference in a child’s life is a powerful 
motivation for those considering becoming either a foster or adoptive parent. For 
some, the motivations of foster parents are the love of children, desire to help 
someone and interest in the child’s well being. Although, some publics value being a 
foster parent as a gift and honor others do not value it as much. A lot of  
publics value foster care for the wrong reasons. Unlike adoption, you can get paid 
for being a foster parent. For some, foster parents see it as a job. They value 
the financial outcome of the experience rather than the well being of the child.  In 
some cases, it is wrong to value becoming a foster parent only due to the  
financial reward. The public should not loose focus on what is really important. 
They need to value this opportunity, knowing they can make a big impact on their 
foster child and change their life forever. 
 

Relevant Public Needs and Motives

There are a lot of needs and motives someone has for getting involved in foster 
care. These include meeting the needs of the child who is placed in the home. In 
order to make sure SC Hope recruits more families, we will have to make sure the 
public realizes why these needs are important to meet.

Abraham Maslow created a hierarchy of needs, which has become well known in the 
public. The largest and most fundamental need is at the bottom of the pyramid, 
and the smallest and less fundamental need is at the top. The others fall in be-
tween. 

Hierarchy of Needs

1. Physiological: These needs include water, food and breathing. These needs are 
fundamental to human life. For foster care, these needs have to be met for the 
public to even be aware of foster care. Without these, there would be no public to 
be a foster care family. There also would be no children to be in foster care. 

2. Safety: This level of needs is about security. This includes 
security in employment, finances and having a safe place to 
sleep at night. The public SC Hope is trying to reach has to 
know that it is important to be safe. Children who are put 
into foster care are not safe in his or her current  
environment, which is why the child is taken into foster care. 
In order for the child’s safety needs to be met, he or she 
would have to stay in foster care. If the public doesn’t think 
safety is important, it will not become involved in foster 
care
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3. Belonging: This level is about relationships. These are relationships with friends, 
family and romantic partners. For foster care, there is a strong emphasis on  
family. Foster care provides a sense of family for a child who can’t find that with 
his or her biological parents. If the public doesn’t think that being with a safe 
family is important, they won’t become an active public. 

4. Self-esteem: This level is about gaining confidence and having respect for  
yourself.  Everyone wants to be confident in themselves. But when a child is  
neglected or abused, there is a loss of confidence.  It is also not respectful to do 
this as a parent. Foster care families have taken in children to try to give them 
their confidence back. This is an important idea to put into the minds of potential 
foster care families (who are in the public).

5. Self-actualization: Morality has a strong influence on the top of this pyramid. 
For this campaign, SC Hope is going to have to reach people who have strong  
morals. People with healthy morals are going to be more likely to become  
foster families because they have a sense of what is right or wrong. The child will 
be placed in a safe environment where he or she can grow and experience his or 
her own self-actualization.

Intercessory Groups/ Opinion Leaders

Increasing the reach and emanation of sunbeam has been an underlining goal for 
SC Hope throughout our campaign. A tool best used to increase awareness is 
through the help of others, especially opinion leaders. In this day and age, with the 
use of television, radio and most importantly, the Internet, a person’s voice can 
be heard easily. The voice of an opinion leader is usually the loudest.

Self-Defined memberships 
 
A majority of people involved in foster care are there because they want to be. 
There are little incentives to becoming a foster parent other then the  
self-satisfaction of doing the right thing or fulfilling an actual need/desire to  
parent. People seeking out the occupation of being a foster parent will most likely 
take it into their own hands. A person’s own self can be a major role in  
persuasion.

Unity of the group

Community can also play an important role in persuasion to 
become a foster parent. People tend to follow trends. Word 
spreads quickly among communities, and community leaders 
could potentially persuade others to participate in  
becoming foster parents, or at the very least, becoming 
involved in the foster community by helping out in any way. 
Being involved in the foster community doesn’t necessarily 
mean someone has to foster.
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Admired Sources

An admired source, ranging from an actor to a governor, a minister to a  
next-door neighbor can also have a heavy impact on another person’s decisions, 
more particularly a person’s decision to lend a hand with the foster community. 
As mentioned above, opinion leaders with the means to reach the mass public are 
invaluable tools to society and to specific causes. Famous people have jumped on 
many band wagons and championed many good causes through out the years, and 
because of their popularity have turned the tied in the fight against many social 
problems, from famine to natural disaster relief. There is no reason why the fight 
to increase foster care awareness and participation should be any different. 

Mental Sophistication

The mental sophistication of our primary public is of the working class. Even 
though members of our public come from all walks of life, income levels and  
occupations, the hard work and dedication it takes to foster a child has left even 
the whitest collar foster families with a tinge of blue.

Our public has, at the very least, acquired some amount of post-secondary  
education at the collegiate level, be it that they had graduated with a Bachelor’s 
degree or only completed a few classes. Granted, some individuals may not have a 
college education, just as some may have a Master’s or Doctorate degree. On the 
whole, however, our public has somewhere between two-to-four years of  
post-secondary education.

Our public’s knowledge of the issue, however, is far greater than their education 
level. The sole fact that most parents have participated in the contract coster 
care program is evidence enough that they know the issues pertaining to foster 
care. They realize the education and training it takes to be capable of caring for 
young children with a wide variety of needs and mental dispositions. Families most 
likely keep up with any news reports involving foster care, foster regulations and 
DHS in general, whose rules and regulations (in cooperation with local, state, and 
federal laws) dictate which children are taken from their homes in the first place.

With knowledge comes experience. Every family, from those 
finishing their first round of fostering to those who have  
fostered for years, has gained a lifetime worth of  
experience. Although the general process is the same every 
time they are given a child, every individual child presents 
a new challenge for foster parents to face, as not every 
child comes from the same type of home or was placed 
in the system for the same reason. This state of ordered 
chaos constantly and exponentially brings families more 
experience with every child.
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With every new law that is passed, new training that is required, and every  
existing ordinance that is changed, families are forced to evolve so they may 
adapt. With the required training to become foster parents and with every time 
they foster a child, our public has gained a cornucopia of experience on the issue 
of fostering.

Communication Behaviors

Personal communication channels: Personal communication channels are the most 
effective way to reach someone. These include word-of-mouth, blogging, social 
media and seminars. People don’t use this channel as much as they should, which 
makes it difficult to reach the public.
 
Mediated channels (online sources): Facebook, Twitter and YouTube are three of 
the most widely used online sources. Online is the most common channel used right 
now because of the pervasiveness of the Internet.  There are a lot of websites 
available that are centered on foster care and adoption. Blogging is a big trend 
right now, and these are also ways for people of like minds to get connected.

Personality Preferences

Information Presentation

SC Hopes believes that the way information is presented must be two-fold. There 
are an equal number of individuals who would prefer to have their information  
presented in a more factual manor and others who would have their information 
presented in a way that is construed of ideas. Some individuals would prefer  
information that is a definite certainty and others would probably comprehend the 
information if it were a matter of what could possibly happen. Some understand a 
point blank scenario, while others understand things better when they are given a 
“what might be” situation. There are individuals who would prefer literal  
information because they want to know exactly what they are getting themselves 
into when it comes to fostering a child. Others might prefer what is presented in 
a figurative format. These people might prefer the figurative format so they can 
see a larger variety of possibilities when it comes to fostering a child. 

Some individuals prefer a common sense method so they 
can know a more exact idea of what to expect, while  
others might prefer the information presented as a  
vision. Those who might want the “vision” presentation are 
most likely seeking out what the organization is initially 
looking for in the people who become foster parents.
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Information Content

The public of this campaign is very diverse. SC Hope has not eliminated any  
prospective candidate who is capable of fostering based on the following:  
religious/ethnicity backgrounds, sexual preference, marital status. The biggest  
requirement has been level of income. Whoever is looking to foster must have 
enough money to take care of the child or children. Because of this main criteria, 
all kinds of people are good potential foster care candidates which means that 
their preference on information content is going to be varied. 

There are individuals who would prefer key messages that are more of a logical 
appeal. These individuals would need messages that are addressed to the head, or 
a more facts and figures approach. You must convince these people to foster by 
appealing to their mind using logical tactics. These individuals are the  
analytical type. They like to see success stories based on groups, not individuals 
because they want to see what is a more average idea of how the fostering  
system works. 

There are also the individuals who prefer emotional appeals. They want to see 
personal success stories because they think with their heart opposed to their 
head. These are the people who sentimental reasons for wanting to foster. They 
might want to just save a child from their situation, or they might just want to 
perform a good deed in the world. These people are in touch with their emotions. 
They are more likely to foster a child when the information is presented in a way 
that tugs on their heartstrings. 

SC Hope believes that the way to reach the largest public is to understand that 
the world is diverse. Therefore, the public for this campaign is diverse. SC Hope 
will present information in a way that presents both logical and emotional appeals 
to reach a larger portion of the public. 
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Be there for bath time.

GOALS, OBJECTIVES, STRATEGIES AND TACTICS
Problem Statement

Sunbeam Family Services is struggling for volunteers, foster families and funding. 
Seventy-eight percent of survey respondents were unaware that Sunbeam  
exists.  The reason for this drop of awareness is due to lack of manpower.  
Sunbeam is a small non-profit organization that lies in the heart of Oklahoma City. 
It has few employees and no funding. These things combined have caused Sunbeam 
to struggle for everything it has. The main problems for Sunbeam are lack of  
volunteers, lack of awareness, and lack of funding. SC Hope would like to increase 
the amount of volunteers, awareness, and funding by 10 percent by the end of 
January 2013, which will increase the number of foster care families.

Goal 1: Increase volunteers for Sunbeam

Objective 1: Increase number of interns to one by January 1, 2012.

Strategy 1: Reach out on local college campuses.

Rationale: College students are fighting for internship positions in this economy. 
Even though it wouldn’t be a paid position, many students want and need the  
experience. 

Tactic 1: Post internship opportunity on OSU, OU, UCO, OC, OCU and OBU’s job 
websites.

Tactic 2: Post internship opening in Marketplace on Facebook.

Tactic 3: Post on Sunbeam’s Facebook and Twitter pages.

Objective 2: Increase number of volunteers by 10 percent by December 31, 2012.

Strategy 1: Advertise need for volunteers at city events.

Rationale: Oklahoma City is a large place and it is hard to reach everyone in the 
target audience.

By advertising at events where there are a lot of people, it 
makes it easier to reach the audience.

Tactic 1: Set up a booth at the Oklahoma State Fair. 

Tactic 2: Set up a booth at local volunteer fairs. (OU, OSU, 
UCO, Etc.)

Tactic 3: Set up an information booth at An Affair of the 
Heart in Oklahoma City.
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Goal 2: Have intern use social media outlets to increase awareness about  
Sunbeam’s foster care system.

Objective 1:  Increase likes on Facebook page by 50 people by December 31, 2012.

Strategy 1: Use Sunbeam’s existing Facebook page to increase followers.

Rationale: Seventy percent of our survey respondents use Facebook as their  
primary source of social media. 

Tactic 1: Send out a mass message to Sunbeam’s Facebook fans and ask them to 
ask friends to “like” the page. 

Tactic 2: Ask a company to sponsor Sunbeam. For every 10 likes, the company will 
donate 50 cents to Sunbeam. In return for their sponsorship, Sunbeam will  
actively promote the company on its Facebook page and include it in their  
promotional material. 

Tactic 3: Ask Facebook friends to post once a month about Sunbeam to generate 
word-of-mouth interest.

Tactic 4: Create a Sunbeam foster care group on Facebook where current families 
can join and share their story and interested families can see their stories.

Strategy 2: Post information about foster care on Sunbeam’s page.

Rationale: Information appeals ranked second in our primary research findings 
with 33 percent of our respondents preferring information.

Tactic 1: Post an information fact about foster care on the page once a week  
every other month

Tactic 2: Post a link directly to Sunbeam’s foster care information page.

Tactic 3: Ask Twitter followers to tweet once a month about Sunbeam to  
generate word-of-mouth interest.

Objective 2: Increase Twitter followers by 50 people by 
December 31, 2012.

Strategy 1: Use existing Twitter account to reach  
followers.

Rationale: Twitter is a fast, easy way to get information 
out. It is also beneficial for companies because people can 
“re-tweet” something and all their followers will see it.
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Tactic 1: Ask current followers to “re-tweet” one of Sunbeam’s tweets each week. 

Tactic 2: Post on Craigslist discussion page about Sunbeam’s foster care services.

Tactic 3: Ask a company to sponsor Sunbeam. For every 10 re-tweets, the  
company will donate 50 cents to Sunbeam. In return for their sponsorship,  
Sunbeam will actively promote the company on its Twitter page and include it in 
their promotional material. 

Goal 3: Use media to increase awareness about Sunbeam’s foster care 
systems.

Objective 1: Increase service in newspapers to two days a month for six months.

Strategy 1: Have an ad two Sundays of the month.

Rationale: Our primary research indicated most people get information from print 
sources. Sunday and Wednesday are the highest circulation days for newspapers. 
More people will be reached by Sunday advertisements than on any other day.

Tactic 1: Advertise in the Daily Oklahoman.

Tactic 2: Put an advertisement in the classifieds on Newsok.com.

Tactic 3: Advertise in local college campus newspapers.

Objective 2: Increase television news appearances by 25 percent by April 1, 2012.

Strategy 1: Send local news stations news releases about events to get media 
involved.

Rationale: In response to our primary research survey, 60 percent of the  
respondents said they get their information from TV news. By getting more media 
exposure, people will become more aware of the foster care system.

Tactic 1: Send releases to KOKH, KFOR, KWTV and KOCO

Tactic 2: Send news release about all events benefitting 
foster care; mixers, picnic, fundraisers. 

Strategy 2: Have Sunbeam’s foster care system featured 
on television.

Rationale: Our primary research showed us many people 
prefer emotional appeals and are influenced more by  
emotional appeals than other types.
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Tactic 1: Be on an episode of “Found Causes,” a TV show on KAUT-43 and KSBI-52 
that showcases non-profit organizations in Oklahoma.

Tactic 2: Talk to a reporter about doing a feature story on Sunbeam’s need for 
more foster care families.

Tactic 3: Create a commercial to be shown once a week for two months.  

Objective 3: Increase radio appearances by 15 percent by December 31, 2012

Strategy 1:  Hit Oklahoma City local stations with news releases about Sunbeam 
and the events.

Rationale: Using local radio stations will reach the working class because they  
listen to radio on the way to work and the way home.

Tactic 1: Send audio news releases to Oklahoma City stations about events.

Tactic 2: Have Kelli Dupuy make a guest appearance at the radio stations during 
the events asking for volunteers.

Goal 4: Have current foster care families and opinion leaders actively involved in 
raising awareness about Sunbeam’s foster care system.

Objective 1: Increase current foster care family’s involvement in recruiting by 10 
percent by September 30, 2012. 

Strategy 1: Have mixers and invite members of the community.

Rationale: Our secondary research indicates that people are more likely to be 
persuaded to be involved in foster care by people who are already foster care 
parents. 

Tactic 1:  Have a Christmas potluck party with current foster care families and 
the community and promote the party on Twitter and Facebook. 
.

Tactic 2: Have a picnic where the children in foster care 
can attend with the families. 

Tactic 3: Have a one-mile walk with current families to  
advertise the need for more homes and give the public an 
awareness of Sunbeam’s service. 

Objective 2: Create relationship with at least two pastors 
in the community by October 31, 2012.
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Strategy 1: Build relationships with churches in the community.

Rationale: Our primary research and secondary research shows many people are 
involved in foster care because of their religious beliefs.

Tactic 1: Meet with local pastors and explain the need for more families.

Tactic 2: Ask pastors to pass that information along to his or her congregation.

Tactic 3: Ask pastors to announce invitations to members of the church to the 
mixers, picnic and seminar with current foster care families.

Tactic 4: Put Sunbeam’s logo and inspiration stories in these pastor’s bulletins. 

Objective 3: Increase involvement from Oklahoma City sports teams by 10 percent 
by December 31, 2012

Strategy 1: Get involvement from the Oklahoma City Thunder. 

Rationale: Thunder players are local celebrities. If they have a positive attitude 
toward foster care, they can influence the decisions of the public. Sunbeam  
already has a connection with the Thunder, so we want to expand on this  
connection.

Tactic 1: Speak to any player who has been in foster care to share his story at a 
seminar, mixer or picnic.

Tactic 2: Have a Sunbeam group night at two home games.

Tactic 3: Have a movie night at the Thunder arena with a player guest speaker. 
Ticket sales from the movie night would go toward the foster care service at 
Sunbeam. 

Strategy 2: Ask the Oklahoma City Redhawks to be involved in the campaign. 

Rationale: During the basketball offseason, baseball is in full swing. This means we 
can reach out to more local celebrities to help in recruiting families.

Tactic 1: Have two group nights at a baseball game.

Tactic 2: During these nights, ask to be part of the in  
between inning entertainment (skits, games, anything to 
get exposure). 

Tactic 3:  Talk to a baseball player about being a  
spokesman for Sunbeam. It could be someone who has  
experience with foster care in the past. 
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Be there when it hurts so bad.

Goal 5: Raise $5,000 for the Sunbeam’s foster care services while raising  
awareness about the need for more families.

Objective 1: Have five fundraisers by December 31, 2012.

Tactic 1: Be guest carhops at Sonic two times by December 31, 2012. Every order 
receives a flyer about Sunbeam and the need for more foster care families.

Tactic 2: Host two car washes run by Sunbeam’s foster care volunteers and  
workers

Tactic 3: Set up donation buckets at the foster care events and booths at the 
fair and An Affair of the Heart.

Objective 2: Raise $2,500 from direct donations by January 1, 2013.

Tactic 1: Post on Facebook asking for donations.

Tactic 2: Call past donors and tell them the need for current donations.

Tactic 3: Tweet about needing donations and ask followers to re-tweet to their 
followers. 

TIMELINE, BUDGET AND EVALUATION
Timeline

December 2011:
• Secure an intern by December 31, 2011
 o Post on college hiring websites: Post on December 1, 2011
 o Post on Facebook Marketplace: Post on Dec. 1, 2011
 o Place ad on Sunbeam’s page: Post on Dec. 1, 2011

January 2012:
• Have intern start social media work
 o Ask friends to post once a month about Sunbeam on Facebook page:  
 On January 11, 2012

o  Create foster care page
o Ask friends to post once a month about Sunbeam on  
 Facebook page: On January 11, 2012
o Create foster care page
o Post four statistics: January 9, 17, 24 and 27 
o Ask followers to “re-tweet” once a week: January 9
o Begin advertising for Summer intern

• Contact Sonic to secure guest car hops date: Jan. 11, 
2012 
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February 2012:
• Set up booth at An Affair of the Heart- 10, 11, 12 (donation bucket)
• Start asking company to sponsor for social media: February 1, 2012
• Post on Facebook asking for donations: Feb. 20

March 2012:
• Post four statistics about foster care: March 6, 12,20, 27
• Send out e-blast about Sonic car hops: March 17, 2012
• Post in Craigslist discussion: March 15
• Newspaper advertising: one for volunteers, one for foster care families:  
 March 4, 18
• Sonic guest car hops: March 31
• OKC Career Fair Tuesday, March 13- Saddleback Inn and Conference Center

April 2012:
• Contact Oklahoma City Redhawks: April 2
• Send out mass Facebook message, asking for volunteers and to post about  
 Sunbeam: April 11
• Have company sponsorships by April 30
• Send out release and e-blast about walk and 5k on April 1
• Contact Thunder and Redhawks about participating in walk: April 1 
• Hire Summer intern by April 30

May 2012:
• Post four statistics: May 7, 17, 23, 30 
• One mile walk- Foster Care month: May 5
• Ad in newspaper- 2 days: May 13, 27
• Contact one pastor: May 15
• Release about Thunder movie night: May 15

June 2012:
• Send release about feature on needing foster care families to TV stations:   
 June4
• Thunder movie night: June 30

• Kelli Dupuy and other foster workers make radio  
 appearance
• Redhawks group night
• Sonic guest car hops: June 23
• Release and e-blast about car wash: June 15
• Advertise for Fall intern
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January 2013:
• Have money raised by January 31, 2013

*Future Recommendations

July 2012:
• Post four statistics: July 9, 18, 24, 31 
• Release and e-blast about car wash: July 1
• Contact Thunder and Redhawks about participating in car wash
• Redhawks group night 
• Car wash: July 14

August 2012:
• Contact “Found Causes”: August 1
• Contact second pastor: August 1
• Release and e-blast about picnic: August 15
• Invite Thunder and Redhawks to picnic
• Car wash: August 4

September 2012:
• Oklahoma State Fair*
• Volunteer Fairs
• Post four statistics: September 5, 9, 19, 28
• Release and e-blast for Picnic: September 17

October 2012:
• An Affair of the Heart- 19, 20, 21 (donation bucket)*
• Picnic: October 20
• Release and e-blast about Christmas pot-luck: October 25
• Post on Facebook, Twitter asking for donations: October 29

November 2012:
• Post four statistics: November 2, 14, 23, 27 
• Advertise in paper- 2 days: November 4, 18
• Call past money donors: November 5-9, 12-16
• Send out release and e-blast about Christmas party: November 5 

December 2012:
• Have Facebook, Twitter followers done by December 31, 2012
• Christmas potluck party: December 15
• Post Facebook, Twitter asking for donations: December 12, 2012
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Gantt Chart for December  1, 2011 to May 15, 2012
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Gantt Chart for June 4, 2012 to January 31, 2013
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Be there to carry him inside from his carseat.

BUDGET

Picnic (for 500 attendees- prices courtesy of Wal-Mart and Sam’s Club)
Royal Danish Butter cookies, 3 12-ounce tins- $19.44
Lipton Tea, 100-bag boxes- $5.96
Cases of water, 20 cases- $120
Styrofoam plates, 5 packs of 100 plates- $46.45
Bounty basic paper towels, 1 8-roll package- $8.47
Red Solo cups, 10 50-cup sleeves- $30

Subtotal: $230.32
Tax (8.5%): 19.57
Total: $249.89

5k and One Mile Walk
Red Solo cups, 3 50-cup sleeves: $9
Gatorade dry mix, 1 6-quart package- $8.98
Rubbermaid 4 3-gallon coolers: $44.40

Subtotal: $62.38
Tax (8.5%): $5.30
Total: $67.68

Advertisement in The Daily Oklahoman*:
Two Sunday advertisements a month for 3 months: $227.34
Subtotal: $227.34
Tax (8.5%):19.32
Total: $246.66
*Price could vary based on non-profit rates.

An Affair of the Heart
Booth rental: $375 for three days
Donation bucket, 2 from Dollar Tree: $2
Foster care program brochures: ?

Subtotal: $377
Tax (8.5%): $32.04
Total: $409.04

Miscellaneous
Georgia-Pacific printer paper, 2 500 sheet reams- $7.44
Printer ink, black- $19.97
Printer ink, color- $19.97
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Be there to make her feel like she’s flying.

Subtotal: $47.08
Tax (8.5%): $4.00
Total: $51.08

Grand subtotal: $1, 024.35
Contingency (15%): $153.65

Grand Total: $1,177.90

EVALUATION
Our evaluation method will be ongoing. Because our campaign is 14 months long, it 
will be best to set deadlines for each objective and follow up when the deadline 
approaches. This will be the best way for our evaluation because we will be able 
to see our progress throughout the campaign. At the end of the campaign, we will 
use a summative evaluation method to get an overall idea of how successful the 
campaign was. 

Goal 1:
• Objective 1: We will evaluate on January 1, 2012. If Sunbeam has an intern, we  
will have succeeded.

• Objective 2: On December 31, 2012, we will see if Sunbeam has increased its   
volunteers. We will see how many volunteers it had December 31, 2011 and   
compare that to the number it has December 31, 2012. We recommend having   
the volunteers complete a survey to find out reasons behind volunteering and what 
appealed them to volunteering. 

Goal 2: 

• Objective 1: On December 31, 2012, we will see if the number of likes has  
increased by 50.
• Objective 2: On December 31, 2012, we will see if the number of followers has 
increased by 50. 

Goal 3:

• Objective 1: Keep clips of the newspapers advertisements 
• Objective 2: Keep spreadsheet of TV appearances
• Objective 3: Keep spreadsheet of radio appearances

Goal 4:
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• Objective 1: Keep sign up sheets of which foster care families have been involved 
in recruiting efforts and check on September 30, 2012.
 o Have attendees fill out an exit survey about how the events could be more  
 successful
• Objective 2: Have contacted two pastors by October 31, 2012
• Objective 3: By December 31, 2012, have sports teams involved.

Goal 5:

• Objective 1: See how many fundraisers we have completed by December 31, 2012
• Objective 2: Have spreadsheet of how many direct donations Sunbeam has  
  received.

Future Recommendations

SC Hope recommends that if the recruitment at Affair of the Heart is successful 
in February, Sunbeam should consider renting another booth for the show on  
October 19, 20 and 21 2012. Also, Sunbeam can consider setting up a booth at the 
Oklahoma State Fair in September because the fair attracts people from all over 
the state. This could be a good recruiting opportunity. The booth rentals will, of 
course, be determinant upon how much the company has received in donations. 

Other options Sunbeam can consider is having an information seminar at its  
location in Oklahoma City, creating a commercial to be shown on TV and having a 
open house where foster care families can share their story with the community. 
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Internship Posting

Marketing/PR Internship
 
Company Name 
Sunbeam Family Services

General Description
Sunbeam Family Services of Oklahoma City is looking for a social networking  
development intern. The internship is part-time and is available for school credit. 
It is unpaid. Sunbeam is looking for someone to work 10-20 hours a week who will  
update our home page, facebook and twitter pages. 

Requirements 
• Candidate must be a junior or senior in college.
• Candidate must be in a communications or marketing major. 
• Proficient in Microsoft Office and Adobe Photoshop, InDesign.
• Excellent written and oral communication skills.
• Ability to meet deadlines, multi-task, prioritize, take initiative, work  

 autonomously.
• Strong interpersonal skills.
• Professional image.
Interested candidates need to send a resume and  
cover letter to Kelli Dupuy at kdupuy@sunbeamfamilyservices.org.
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News Releases

Sunbeam Family Services
616 Northwest 21st Street

Oklahoma City, OK 73103-1810
405-528-7721

News Release

FOR IMMEDIATE RELEASE   FOR MORE INFORMATION, CONTACT:
April 1, 2011                          Kelli Dupuy
                Director of Marketing
                    405-528-7721
                 kdupuy@sunbeam.org

Sunbeam Family Services 5K/ One Mile Fun Run

 Oklahoma City, Okla.—Sunbeam Family Services will host a 5k/One mile fun 
run at the YMCA of greater Oklahoma City on May 19th for all their foster  
families, employees, volunteers and new comers. The fun run starts at 9:00 A.M 
followed by the 5K at 9:30 A.M, May 19th. 

 If you’ve ever considered fostering a child, interested in Sunbeam  
Organization, or just want to enjoy a run this is a great event to attend. Run for 
a cause and learn about how to be involved in Sunbeam Family Services.  
 
 “We usually aren’t associated with sports, so this is a great way to get  
reach an different audience than our usuals,” a current Sunbeam employee said. 
“We hope this will give Sunbeam a chance to spread awareness across the OKC 
area.” 
 
 Check in & registration will be at 8:30 A.M. or you can register on the  
Sunbeam homepage at http:Sunbeamfamilyservies.org. Donation and volunteer  
opportunities can also be found on Sunbeams homepage. 

###

Sunbeam is a non-profit organization in Oklahoma City dedicated to providing  
stable homes and loving families to hundreds of Oklahoma foster children each 

year. All proceeds and donations will help a foster child.
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 Sunbeam Family Services
616 Northwest 21st Street

Oklahoma City, OK 73103-1810
405-528-7721

News Release

FOR IMMEDIATE RELEASE   FOR MORE INFORMATION, CONTACT:
May 15, 2012                                Kelli Dupuy
                Director of Marketing
                    405-528-7721
                 kdupuy@sunbeam.org

Chesapeake Energy Area hosts Thunder movie night benefitting foster care

 Oklahoma City, Okla. --- Sunbeam Family Services will be pairing with the 
Oklahoma City Thunder on June 30 at 7 p.m. for a movie night at  
Chesapeake Energy Arena.

 The event will benefit Sunbeam’s foster care program, while highlighting the 
need for more families to get involved in the system. The movie will be announced 
at the event, with live characters in the audience! Concession stands will be open.

 Families will have an opportunity to interact with families involved in foster 
care already and learn about the system. They also will have the opportunity to 
rub elbows with some local celebrities; Thunder basketball players! 
 
 “We really want community involvement in our foster care services,” Kelli  
Dupuy, Sunbeam director of marketing said. “This is a great opportunity to mix 
with the community and have a little fun.”

 Even if a family isn’t interested in becoming involved in foster care, this is 
still a great opportunity to get the kids out of the house and have a family night 
in the city.

 Tickets can be purchased online at Sunbeam Family Services website or 
through Ticketmaster.

###

Sunbeam is a non-profit organization in Oklahoma City dedicated to providing  
stable homes and loving families to hundreds of Oklahoma foster children each 

year. All proceeds and donations will help a foster child.
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 Sunbeam Family Services
616 Northwest 21st Street

Oklahoma City, OK 73103-1810
405-528-7721

News Release 

FOR IMMEDIATE RELEASE  FOR MORE INFORMATION, CONTACT: 
September 17, 2012           Kelli Dupuy
           Director of Marketing
               405-528-7721
             kdupuy@sunbeam.org

Sunbeam Hosts Downtown Picnic; All Welcome

 Oklahoma City, Okla- Sunbeam Family Services & friends will be hosting a 
community picnic on October 20, 2012 at 12 p.m. The picnic will be held in the 
Garden Exhibition Building, the main building at Will Rogers Gardens in downtown 
Oklahoma City, located at the corner of 36th Street and Portland Avenue.

 There will be cookies and drinks provided for attendees, and everyone is  
encouraged to bring a picnic lunch for their families. Sunbeam has invited its  
current foster care families to come and share their stories about fostering with 
members of the community.  

 “This is a wonderful oppounity to have the community learn more about our 
foster care system,” said Kelli Dupuy, Sunbeam director of marketing. “We want 
the community to get involved in our services.”
 
 Sunbeam will set up a donation table at the picnic along with a sign-up book. 
We encourage people leave their name and contact information. We will also be 
providing a volunteer sign-up sheet for those interested in donating their time. 

 
###

Sunbeam is a non-profit organization in Oklahoma City dedicated to providing  
stable homes and loving families to hundreds of Oklahoma foster children each 

year. All proceeds and donations will help a foster child.



Page 42

Sunbeam Family Services
616 Northwest 21st Street

Oklahoma City, OK 73103-1810
405-528-7721

News Release

FOR IMMEDIATE RELEASE   FOR MORE INFORMATION, CONTACT:
November 5, 2012                      Kelli Dupuy
                 Director of Marketing
                     405-528-7721
                  kdupuy@sunbeam.org

Sunbeam Family Services Hosts Holiday Party

 Oklahoma City, Okla.—Sunbeam Family Services will host a holiday party at 
the Coca Cola Event Center on December 15 at 7 p.m. for all its foster families, 
employees, volunteers and new comers. 
 
 The holiday party will be potluck, so whip up your favorite dish and head to 
our party!
 
 “We want the community to realize our efforts in providing the best foster 
care we can,” said Kelli Dupuy, Sunbeam director of marketing. “What better way 
to show this than to mix current foster families and children with the community 
during the holidays?” 
 
 If you’ve ever considered fostering a child, this is a great event to attend. 
Sunbeam’s current foster families will be given the opportunity to share their  
experience of the fostering process and system. 
 
 There will be games, food and a holiday movie for all those who wish to stay 
the whole time.  Otherwise, it will be a come–and-go party. 
 
 Whether you are looking to foster or want to volunteer your time or money, 
you should stop by the Sunbeam Holiday Party. 

###

Sunbeam is a non-profit organization in Oklahoma City dedicated to providing  
stable homes and loving families to hundreds of Oklahoma foster children each 

year. All proceeds and donations will help a foster child.



Page 43

Sunbeam Family Services
616 Northwest 21st Street

Oklahoma City, OK 73103-1810
(405) 528-7721

News Release

FOR IMMEDIATE RELEASE    FOR MORE INFORMATION, CONTACT:
June 15, 2012                  Kelli Dupuy
                 Director of Marketing
                          (405) 528-7721
                          kdupuy@sunbeam.org

Sunbeam and Thunder Combine For Freedom Wash
  
 Oklahoma City, Okla. - Sunbeam Family Services will hold its inaugural Foster 
Freedom Car Wash on July 14 to celebrate Independence Day.
 
 Volunteers will converge at the Chesapeake Energy Arena to wash cars to 
raise donations for the non-profit organization.
 
 “Sunbeam Family Services is doing this car wash not only to celebrate our 
freedom as Americans,” Kelly Dupuy, director of marketing at Sunbeam, said. 
“We’re holding this event to raise money so we can continue to give foster  
children in the Oklahoma City area freedom. That is, freedom from an unsafe home 
environment, freedom from potentially living in the streets and freedom from not 
getting the head start in life that they need.”
 
 Players of the Oklahoma City Thunder basketball team and mascot Rumble 
the Buffalo have been confirmed to volunteer at the event in Bricktown.
 
 “We are highly honored that the Thunder organization has decided to team 
up with us once again,” Dupuy said. “The team has been the first ones to stand up 
to volunteer for or sponsor our events. Every single person in the organization 
has an Oklahoma heart of gold.”
 
 The car wash will take place from 9am to 7pm in the east parking lot across 
the street from the Chesapeake Energy Arena in downtown Oklahoma City.

###

Sunbeam is a non-profit organization in Oklahoma City dedicated to providing  
stable homes and loving families to hundreds of Oklahoma foster children each 

year. All proceeds and donations will help a foster child.
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Statistics for Facebook postings 

March
• There are more than 8,000 children in the foster care system each year in        
Oklahoma.
• Forty percent of the children in foster care in Oklahoma are under the age of 
four
• 1,067 of the children in Oklahoma foster care are in Oklahoma County alone.
• There are only 282 foster care families in Oklahoma 

May
• Only 60 percent of children removed from their homes ever reunited with their 
families
• In 2007, 573 children aged out of the foster care system
• In 2007, 506 children waiting for adoption had been in the foster care system 
for more than five years
• The average age of a child adopted through DHS is 6.5

July
• Two percent of the children in foster care die or age out of the system
• Once a child reaches the age of 9, the option of adoption drops significantly
• 4, 628 children are waiting to be adopted right now in Oklahoma
• In 2009, 6, 580 children were in out-of-home care.

September
• 30 percent in foster care have no health insurance
• 25 percent of young people in foster care experience homelessness
• An average foster baby will live in three different homes before its first birthday
• An average stay in foster care is 26.6 months

November
• One out of eight children are abused or neglected while in foster care in  
Oklahoma 
• Almost half the children in Oklahoma in foster care have been moved around 
three or more times were under the age of five
• Only 46 percent of children in the foster system are adopted by their foster 
parents
• 54 percent of young people in foster care receive a high school diploma
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E-blasts for events

Subject line: Visit us at An Affair of the Heart 

Message: Sunbeam Family services will be set up at An Affair of the Heart on  
February 10-12. Stop by to learn more information about our foster care systems.

We will be in the Travel and Transportation building from 9 a.m. to 6 p.m. Friday 
and Saturday and 11 a.m. to 5 p.m. Sunday.

We want the community to know more about our foster care services, while  
giving them an opportunity to become a foster care parent! We need to expand 
our contract foster care and emergency foster care.

If you’re planning on attending the craft show, please stop by and see us!

Subject line: Come visit Sunbeam at Sonic this Saturday! 

Message: We’re dusting off our roller skates and heading to Sonic this Saturday 
to be guest carhops! Sunbeam workers, volunteers and current foster care  
families will be at the Sonic at 178th and Portland this Saturday from  
9 a.m. to 4 p.m.

We will be raising money for our foster care systems while raising awareness 
about our foster care systems.

So come grab a Coney and Coke, and we will see you on Saturday!

 
 
Subject Line: Run for a Cause! 

Message: On May 19, Sunbeam Family Services will be holding a 5K/Fun Run at the 
YMCA of Greater Oklahoma City. The fun run will start at 9:00 a.m. followed by 
the 5K at 9:30 a.m. Check-in and registration is available online at  
sunbeamfamilyservices.org or 8:30 a.m. before the race.

All proceeds benefit Sunbeam Family Services. Our goal is to have fun while raising 
awareness about our foster care systems.

So grab your tennis shoes and come out Saturday morning to run for a cause! 
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