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To:  Corporate Parenting Panel (19th June 2014) 
 
From:  Vanessa White (Family Finding Manager, Kent Adoption) 
  Andrew Bose (Communications Account Manager, SCHW) 
 
Date:  5th June 2014  
 
Subject: “Voice of the child” – An update on marketing activity to recruit 

adopters for particular children awaiting adoption 
 
 
1.0 Introduction 
 
Harder to place children tend to be children in sibling groups, children with a 
physical or learning disability, older children and children from ethnic 
backgrounds and typically end up waiting a long time for a placement with a 
forever family. This situation is not specific to Kent and it is found across the 
country.  As the National Adoption Register states: “There are currently 
around 6,000 children waiting to be placed in adoptive families in England. 
Around a third of these children have to wait over 12 months to find their 
forever families.” This paper sets out what the Adoption Service is doing to 
increase the chances for the children still awaiting adoption in Kent. 
 
2.0 Types of children awaiting adoption in Kent 
 
Of the 45 children for whom active family finding was being pursued at the 
end of March 20141: 
 

• Legal status: Over a quarter (26.6%, 12) had been granted a Court 
Decision for adoption (Placement Order) within the last three months. 

• Gender: Almost two-thirds 29 (64.4%) were male and 16 (35.6%) 
female. 

• Interest to date: Over a quarter (26.6%, 12) had interest expressed in 
them by an adoptive family – this interest was in its early stages and 
had not yet progressed to a link. 

• Ethnic background: 42 (93.3%) were White (40 White British, 2 White 
Other), 2 children were mixed White and Black Caribbean and 1 was of 
‘other’ mixed background. 

• Sibling status: 35 (77.7%) were in sibling groups, including 18 (all 
sibling groups of two) with a plan to be placed together and 17 (3 
children in sibling groups of two, 6 in sibling groups of three and 8 in 
sibling groups of 4) to be placed separately from some siblings. 

• Age groups: 7 (15.5%) were aged one and under, 24 (53.3%) were 
aged two-four, and 14 (31.1%) were aged five and over. 

• Needs: Over half (60%, 27) had confirmed developmental or health 
needs. 

• DVD profile: All 45 children have a high quality professional DVD.   
• Written profile: All 45 children have had a profile created. 

                                            
1 Source: Appendix 4, Corporate Parenting Panel 19th June Annual Report: Children’s 
adoption journey April – March 2013/14 
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3.0 Why are they waiting? 
 
The Family Finding Team within Kent Adoption has been working to place 
children, but for various reasons have been unable to secure a placement for 
some so far. The following examples illustrate the sorts of work that have 
been taking place. 
 
 
3.1 Child aged one year  
 
John - DOB 10.05.2014 
 
Ethnicity - White British 
 
Date of Placement Order - 08.06.2013 
 
John is a one year old boy who was placed in care shortly after his birth 
following his birth mother longstanding alcohol misuse and mental health.  
 
John is diagnosed with global developmental delay and he is too young to 
establish if he has any form of Foetal Alcohol Syndrome. He required a brain 
scan and genetic chromosomal testing as there was concern that the soft spot 
on his head had been closing too fast. Fortunately the test results have 
confirmed no abnormalities.  
 
John’s little personality is developing and he is beginning to respond by 
smiling and babbling. John has formed a solid bond to his foster carer and 
appears securely attached. He is very social and loves attention from both 
adults and children of all ages and now has the capacity to recognise his 
known adults.  
 
He benefits from a high quality DVD and profile which has been circulated to 
all the voluntary agencies and national local authorities. Since his placement 
order was granted, John has been profiled both locally and nationally at 
several family finding events. This includes 4 Kent profiling events (formally 
known as coffee mornings), 3 internal pop up profiling events and 5 national 
exchanges. His profile is featured on the National Adoption Register and he 
has been included in the online Be My Parent magazine since January 2014.  
 
This little boy will feature in a targeted marketing campaign for Hard to Place 
Children which will run over a 6 week period throughout the Kent County in 
the hope of finding a family. It is anticipated that John will be identified to 
attend the Adoption Activity Day in September 2014.   
 
Since there has been clarification of John’s diagnosis, it has enabled family 
finding to progress further.  He will have a developmental delay screening by 
a Paediatrician which will help to define his delay for prospective adopters to 
consider. While this uncertainty is a very real challenge for adopters, it allows 
family finding the opportunity to confidently consider any potential interest in a 
more meaningful way.  
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3.2 Sibling Group 
 
Alison – DOB 05.06.09 and Sarah DOB 09.01.12 
Ethnicity – White British  
Placement Order – 28.06.13 
Alison and Sarah are two little girls who entered care in November 2012 
following a history of significant neglect and alcohol abuse. They are currently 
placed together with foster cares and their plan is to find an adoptive family as 
a sibling group. The children have an elder half sibling in permanent foster 
care and a younger brother who is placed for adoption with another family. 
Alison is a healthy, sociable and active little girl who is developing well and 
has formed a good attachment to her foster carers. She can be demanding of 
attention and has little stranger awareness.  
Sarah has significant global developmental delay. She is unable to talk and 
walks with a stiff gait and has poor spatial awareness. As a result of these 
limitations she can become frustrated and upset. This is currently being 
investigated and chromosomal testing is underway. A rare genetic syndrome 
is under consideration but to date there is no confirmed diagnosis. It is 
apparent that Sarah has some level of special needs and will need very 
special parents who are both willing and able to look after her. 
The children are an attractive and engaging sibling group with a high quality 
DVD and profile, which has generated a lot of interest. Unfortunately the 
interest does not progress primarily due to Sarah’s level of uncertainly and 
future health implications.  
Family finding has been underway for just over 12 months now and the girls 
profiles have been circulated widely to include all national Local Authorities 
and voluntary adoption agencies. To date they have been featured at a total 
of 14 events, coupled with their profiles being featured on the National 
Adoption Register and have also been included in the online Be My Parent 
magazine for several months.   
 
Alison and Sarah will be featured in a targeted marketing campaign for Hard 
to Place Children in June 2014 which will run over a 6 week period throughout 
the Kent County in the hope of finding a family. It is anticipated that these 
children will also be identified to attend the Adoption Activity Day in 
September 2014.   
 
Family finding has been challenging for these girls because of a combination 
of factors which include Sarah’s emerging “special needs”. It is not possible to 
give any information about a diagnosis or prognosis for Sarah, which any 
adopter must have in order for their interest to progress. 
In addition it is the Local Authority plan to place the children together, these 
children have very different needs and it has proved hard to identify a family 
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that either wish to or can meet the combined needs of both girls. Once a 
diagnosis for Sarah is known, it will enable the family finding activity to be 
more focused and concentrated.  
3.3 Child from mixed ethnic background 
Mikey DOB – 25.04.09 
 
Ethnicity - White British/Black African heritage 
 
Placement Order – 14.02.2014 
  
Mikey is a dual heritage child of White British/Black African heritage. Mikey is 
described as a well-mannered and bright little boy. Mikey lived in the care of 
his birth mother for the first 3.5 years and then moved into foster care in 
December 2012 where he remains settled.  
 
Mikey is a delightful and energetic little boy. He is very particular with his 
routines and needs predictability or preparation for any change. He was 
assessed to show on the autism-spectrum. For Mikey, he needs parents who 
can manage his special educational needs, learning style, cognitive and 
emotional development in order to be able to interpret his actions and 
behaviour and to respond and support him appropriately. Mikey has some 
input from a speech and language therapist.  
 
He enjoys playing with his foster sibling, a female aged 7. They enjoy 
interactive play such as chasing and running around. Mikey particularly enjoys 
direct contact with his older half-brother who is 11 years old and they enjoy 
rough and tumble.  
 
Mikey is noted to be a generally healthy boy and has a good night time and 
meal routine. In September 2013 he began full time education in reception 
year. Mikey interacts with other children and may lack some social 
awareness. He plays generally well with most of the children.  He has a 
willingness and curiosity to learn and great concentration. 
 
Since the granting of a Placement Order and Care Order, Mikey benefited 
from a high quality DVD and profile which has been circulated to all the 
voluntary agencies and national local authorities. Since his placement order 
was granted, Mikey has been profiled both locally and nationally at several 
family finding events. This includes 4 Kent profiling events (formally known as 
coffee mornings), 3 internal pop up profiling events and 5 national exchanges. 
His profile is featured on the National Adoption Register and he will be profiled 
in Be My Parent magazine for July 2014.  
 
This little boy will feature in a targeted marketing campaign for Hard to Place 
Children which will run over a 6 week period throughout the Kent County in 
the hope of finding a family. It is anticipated that Mikey will be identified to 
attend the Adoption Activity Day in September 2014.   
 
Both his dual heritage status and diagnosis of Autism could be an additional 
challenge when finding Mikey a new family however it is helpful to have 
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regular updates from his foster carer and social worker to share his significant 
progress in foster care.  
 
3.4  Family Finding Events  
 
The adoption service host regular profiling events for Kent children waiting 
and extend the invitation to the Voluntary Adoption Agencies and Local 
Authorities nationally. The purpose of these events is to bring the “child to life” 
in a meaningful and child focused way through high quality DVD’s, 
photographs, meeting the childcare social worker and family finder for the 
specific child and sometimes the foster carer. It is acknowledged that many of 
the children waiting do not translate well on paper and events such as these 
are an opportunity to explore the children needs versus the adopters straight 
and vulnerabilities. In essence it allows the adopters take the lead in finding 
the right child for their family.   
 
Within the last twelve months, the adoption service has increased the scope 
and frequency of family finding activities which include:  

• Bimonthly Profiling Events – formerly known as coffee mornings. This 
is an event where children profiles and DVD’s are shared with adopters 
approved and waiting and those nearing the end of their assessment to 
have an opportunity to meet with childcare, family finders, foster carers 
to gain insight into the background and needs of the children waiting.  

 
This profiling event is a form of adopter led matching and is one of our most 
successful methods for matching children with adopters.  
 

• National Exchange Days – The Adoption Register organises regular 
adoption exchange days, at which prospective adopters can view 
children’s profiles and DVD’s of children waiting across all national 
Local Authorities and Voluntary Adoption Agencies. The Adoption 
Register annual report in 2012/13 confirmed a total of 88 children were 
successfully placed with adopters.  

• Kent Exchange Day – This is similar to National Exchange Days with 
the main difference being that Kent host and organise this event twice 
a year and invite all National Local Authorities, Consortium Members  
and Voluntary Adoption Agencies approved and awaiting adopters and 
soon to be approved adopters to consider the Kent children waiting for 
adoption.  

Our most recent Kent exchange was held in March 2104 and attended by 
Jenny Whittle, Kent County Councils Cabinet Member for Specialist Children’s 
Services - “It was great to see so many families willing to open their homes to 
give a child a better future at the exchange. One of the challenges we are 
facing is finding parents who can offer all sorts of homes to many different 
types of children”. 
 
Here are some quotes from attendees at the event: 
Kent approved adopter said: 
“We took away several profiles of children and we have already spoken to our 
social worker about one little girl to find out more. I would definitely 
recommend this event to other people.” 
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National Adoption Register representative said: 
“This was an excellent event with a lot of prospective adopters attending. It is 
a great opportunity for us to engage with a large number of adopters and talk 
about children who are in need of families. It is great that agencies hold days 
like this to enable adopters to find out more about the children they could give 
a loving home to.” 
 

• Pop up profiling event – is an internal initiative designed to engage 
assessment social worker to gain an insight into the profiles of children 
waiting and to help identify suitable children for their adopters to 
consider. This event is currently being developed to offer a more 
personalised service to identified adopters who are approved and 
waiting, where it is not yet clear on what child may best fit with their 
family.  

• Linking Meetings – are monthly meetings that are hosted by family 
finding to consider the adopters that are approved and waiting and 
identify potential links to explore. 

• Adoption Link – is a new adoption database that has been developed 
by adopters to enable adopters as they are approved to consider inter 
agency placements in a transparent manner. There are currently 280 
approved adopters already registered with this site and Kent is now 
beginning to utilise it as a family finding option for Kent children waiting.  

• Targeted Marketing and Recruitment Campaign for hard to place 
children – this relates to 45 children who will be featured in a county 
wide marketing campaign across Kent over a six week period. This 
activity is detailed further in the report. 

• Adoption Activity Day – a highly successful event was held In July 2013 
with a success rate of 16 children successfully matched and placed 
with adoptive families. A Kent Adoption Activity Day is currently being 
planned for the summer of 2014.   

 
Combined with all of these events, there is a real need to recruit adopters who 
are willing and able to adopt the specific children we are trying to place. It was 
felt that marketing recruitment activity could play an important role in helping 
Kent Adoption to address this issue. 
 
 
4.0 Context - Recruitment marketing activity undertaken last year 
 
4.1 Range of awareness raising activities 
 
The main marketing recruitment activities, steered and monitored by the 
Adoption Recruitment Marketing Group2, included: 

• National Adoption Week multi-channel activity (November 2013) 
including adoption open information event promotion 

• Public relations with favourable broadcast and print coverage 
(especially surrounding the first Activity Day in Kent which was featured 
in The Times, The Guardian and The Daly Mail. 

• Major web content refresh including several videos 
                                            
2 The Adoption Recruitment Marketing Group (ARM Group) has created a closer working partnership 
between the Kent Adoption Service and KCC’s Central Communications Team.  



Draft V0-5 | 050614 

• Regular social media retweets and mentions 
• Marketing support for “in-process” activities including events, 

information packs and adoption support services. 
 
Samples of the visuals from selected marketing activities are included for 
information as Appendix 1, showing the now well-established look and feel 
used across all aspects of our adoption recruitment marketing activities.  
 
4.2 Increased initial enquiries 
 
The key objective for KCC’s marketing recruitment activity, and so the main 
metric measured to gauge its success, is the number of enquiries received by 
the Adoption Service’s Initial Enquiries Team. There was a 38.5% increase in 
the total number of enquiries received by this team from April 2013 to March 
2014, compared to the same period 2012/13. 
 
 

  
 
4.3 Increased web traffic 
 
Web traffic statistics show a marked increase in web traffic compared to the 
previous year. Comparing July 2012 to March 2013 and July 2013 to March 
20143 the number of page views has almost doubled. The number of users 
visiting the site has increased by 120% compared to the same period last 
year. 
 

 
                                            
3 The date range July to March was selected for year on year comparison because the site 
was launched in July 2012, so there is no traffic data from March 2012 to June 2013 for 
comparison. 
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 5.0 Current adoption recruitment marketing activity 
 

Building on the gains made last year, the challenge now is to urgently find 
adopters for children who have been waiting a long time. This relates to the 
following groups of children:  

• children who have a great deal of unknown and uncertainty about their 
future health and development 

• Siblings groups, especially 2 or more boys which is not only pertinent 
to Kent but also a national challenge 

• Older children with the age of 3+ nationally being considered as “too 
old” 

• Child with a disability 
• Child with a  diverse ethnicity 

 
Since the latter end of 2013 and beginning of 2014, there has been a 
significant reduction in the numbers of Placement Orders being granted in 
Kent and nationally. For example in April 2014; The Local Authority had only 
four placement orders granted. This is comparably low with this time last year, 
where on average there were 18 to 20 placement orders per month.  
 
The other significant factor is that the age range and profile of children 
currently available for adoption has radically evolved within the last year. In 
2013 there were a high number of babies and young children waiting for 
adoption who were considered attractive to adopters and resulted in several 
successful adoptions. This year however the profile of children is challenging, 
where children are removed from birth family at an older age and adoption is 
their care plan. 
 
The changing cycle of adoption has greatly impacted the balance of “supply 
and demand” and it is has led to the adoption service and childcare partners 
to collaboratively engage with the communications team to consider 
innovative methods of finding families for our more harder to place children.  
This section sets out the Adoption Recruitment Marketing Group’s planned 
approach to tackling this issue in Kent 
.  
5.1 Marketing communications aims and objectives 
 
The main purpose of the marketing activity remains to encourage initial 
contact with the Adoption Service through the IET Service. Secondary 
objective is to increase website visitors (as a stepping stone on their way to 
contacting IET). However, this time, we need adopters to be contacting IET 
with either a) a specific intention to adopt a harder to place child, disabled 
child, sibling group or older child and/or b) a better general understanding and 
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more realistic expectations early on about the sorts of children available for 
adoption. 
 
5.2 Overall strategy 

 
We are advertising six children to demonstrate particular circumstances 
(disability, siblings, older children). Those advertisements (and other activity 
such as social media and PR) will be used to drive the following responses 
(“calls to action”): 
 

1) Text a short number (88802) so that a member of the Family Finding 
Team or other children social worker can call them back to discuss 
their particular circumstances and the child they have expressed an 
interest in. 

2) Visit the kentadoption.co.uk website where they can find more details 
of the children awaiting adoption 

3) From the website, call the family finding social worker of the individual 
child they would like to find out more about adoption. 

4) Contact the Initial Enquiries Team for find out more and register to 
attend an information event 

5) Attend the adoption Open Information Event planned for 19 July. 
 
5.3 Radio advertising 

 
Radio advertising will run on the Heart FM (Kent) station from mid-June to for 
4 to 6 weeks. Radio ads focus on one of 4 children, each with their own 
specific challenges. The radio ads feature the “voice of the child” (performed 
by actors from a script based on an actual child’s story). Real names will not 
be used following legal advice. The call to action on the ads would be to visit 
the Kent Adoption website or to use the special text response SMS system. 
 
5.4 Supporting activity 

 
We are also, for first time, publishing written profiles of all the children waiting 
(though it is felt that to publish all of them at the same time would be 
somewhat overwhelming for prospective adopters, so they will be rotated with 
about 10 to 15 children’s profiles on the site at any one time). The campaign 
is also being boosted by social media (Twitter), online advertising on 
Facebook (pay-per-click) and media relations work during the period of 
activity.  In addition we would run profile-led print advertising in specialist / 
niche disabilities and impairment-related publications as well as print 
advertising for the Open Information Event on 19 July. 
 
5.5 Why radio? 

 
We are recommending radio because: 

• It has a wider reach compared to print advertising (this would give us 
an estimated reach of 492,000 adults in Kent). 

• Print advertising is more expensive (local print advertising reaching 
242,551 would cost £22,560) 

• Cheaper print media wouldn’t give us the reach we need. 
• Better targeting of adverts means a greater likelihood that enquiries 

generated will lead to attending an information event. 
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• Anonymity / privacy issues are easier to deal with on radio advertising 
than in print 

• We can create an emotional connection using the audio 
 
Generally, well-planned campaigns involving a consistent message spread 
across a range of media are more likely to be successful than a reliance on 
single channel. That is why the current approach (as dis the approach 
followed last year) involves multiple activities brought together with clear 
messages, a simple call to action and consistent branding. 
 
5.6 Resources  
 
A total budget of £15,000 has been allocated by the Adoption Service to cover 
the costs of the campaign. The majority of this will be spent on the radio 
advertising. The KCC External Communications Team in managing all 
communications activity including PR, events support, digital and campaign 
management.  
 
 
6.0 Recommendations 
 
Members of the Corporate Parenting Panel are asked to: 

• NOTE the course of action being taken by Kent Adoption 
• SUPPORT the campaign in their capacity as Corporate Parents and 

encourage other elected KCC Members to do the same.  
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Appendix 1 – selection of marketing materials from 2013 
 
 
Article in  
The Time  
supplement  
(story was  
also covered  
by the  
Guardian  
and the Daily  
Mail) 
 

Inspirational 
poster used at 
open information 
event, based on a 
Facebook posting 
of a Kent Adopter 

 
Improved 

information 
materials for 

people thinking 
about adoption 

Improved website user experience with 
structural changes and ongoing content updates 

Adoption 
calling card to 
support 
engagement 
activity 

Use of Twitter to 
widen campaign 

reach 


