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Carole Schauffer:

Very happy to be able to introduce Kristin Moore to you all. She has an extensive background in 
organizational change through branding. As most of you know, branding is very, very important to us at 
QPI. Kristin has had experience in transforming an organization completely, and part of that was 
transforming the marketing. So I realized we could use a lot of these principles in foster care. She was 
hesitant at first because she did not know that much about foster care, but I know that these principles 
are completely relevant.

Carole Schauffer:

However, that means we're really relying on you. Kristin is going to give her presentation with a lot of 
key points about how we maintain the brand, so I'm really looking forward to hearing Kristin's principles 
for transformation through brand and, specifically, how to recruit and support foster parents through 
brand. But I know she and I both really want to hear from you. As you hear her principles, give us 
examples that you can elaborate on. So, without anything else, I'm going to turn this over to Kristin. 
Thank you so much again.

Kristin Moore:

Thank you, Carole. As Carole said, I am Kristin Moore, and I've been involved in branding for the past 25 
years. I'm thrilled to be with you all today. Thank you for inviting me. I was recently introduced to QPI 
and fostering and became aware of the amazing work that you all do. Your mission around excellent 
parenting for every child is truly inspiring. I'm so glad to be here with you today sharing some ideas that 
I have about living the brand and learning from all of you about how branding plays into your everyday 
lives at work.

Kristin Moore:

I want to talk to you a little bit about what a brand is, and I know that many of you have heard some of 
this before. But I think it's important that we set the stage as we talk about how significant branding is. 
Let's first talk about what branding isn't. It's not a logo. It's really the feelings or attributes associated 
with a product or service or organization. What do you think about when you hear a brand name? It's 
really a promise, and what you've come to expect when you interact with a brand.

Kristin Moore:

That's all great, theoretically, but let's talk about what that really means. There are a couple of brands 
that I think when you hear the names, you immediately have an impression that comes to mind. I put a 
few well-known brands up, and I'm guessing that as you read through these, Apple, Amazon, and 
Disney, you have an image that comes to mind. For Apple, for me, it's really about cutting-edge 
technology, enhancing life products, innovation. Those are the things that I think of when I think of 
Apple.

Kristin Moore:

With Amazon, I think about efficiency, ease, good pricing. With Disney, I think about family, magic, 
escape, happiness. Those are, I think, pretty consistent feelings that we all get when we see those 
brands. It's not just about seeing the Disney logo. There's a whole image that comes to mind when you 
think about Disney. If you think about how that brand made that happen, there were lots of 
components that go into that. So what I think what we're here to talk about today really is what feelings 
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and images do we want foster parent branding to represent? What do we want the public to think about 
when they hear the term, foster?

Kristin Moore:

So let's talk about that because I think there are some pretty clear principles that are key to the 
fostering brand. The first one, which I had mentioned in the previous slide, is that every child deserves 
excellent parenting. That's really at the heart and the mission of all that you do, and it reflects the QPI 
mission. The other critical things are relationships, teamwork, and children. Those are three pretty big 
concepts, and they all reflect the fostering brand. What I understand is that this is really a culture shift. 
It's not just thinking these things or saying these things, but there's a shift in practice and policy that 
supports all of this. That's all building the brand.

Kristin Moore:

As we do our work and make policy changes and decisions every day, we always put the child first. What 
we want to do is reinforce this through our branding. When we communicate, we can further reinforce 
the brand, and there are ways we can do that. It's through the words that we use, how we say the 
words, the tone, and the customer service that we provide. So we're going to talk a little bit more about 
all three of these things today. This slide, I think, is pretty interesting. If you look at these two columns, 
words to use and words to avoid, and I don't know whether you've ever thought about it this way 
before.

Kristin Moore:

But the way that we're thinking about it is that the words on the left are words that we want to use. 
They're warm and clear, and they sound loving and nurturing. The way I look at it is, if a child was 
listening to this conversation, they'd understand it. The words on the right, which are also words that we 
also use, I think, in some cases, they tend to be more internal jargon. They're almost words that are 
objectified. So they could be about objects. The way that I look at this is think about these words in your 
everyday life. With your own kids or your parents, do you transport them to the doctor or do you go 
with them to the doctor, accompany them to the doctor?

Kristin Moore:

There's a different sound. You're not just driving them there and dropping them off. You're going with 
them, and you're helping them. So there's a different feel you get when you use those two words. And 
then placement, do you place a child somewhere or do you place an object on a shelf? Even though 
these are just words that are ingrained in our minds, sometimes in our thinking, if we're thoughtful 
about how we use them and the words we choose, it really changes the whole feel.

Kristin Moore:

As leaders in this transformation, our goal is to create dignified experiences for children and families, 
and we want to use words that reflect that experience. The way I think about it is that people are 
becoming foster parents because they want to help a child. They want to care for a child. They're not 
becoming a foster parent to be part of a system. So it really is this humanizing factor that we have to 
always keep in account as we think about this. I want to talk about one of my favorite examples around 
this. I remember the first time that I went to Disney as an adult.

Kristin Moore:
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What I was really amazed at was their branding. Everything you do when you go through that gate is 
pure magic, the way that Disney wants to be presented. So from the fact that they call their staff 
members, cast members, they're all part of a show. They are living the brand every day. They wear the 
costume. They smile. They have a certain way they talk to you. It's really in character. Another example 
is I worked at Road Scholar for many years. Road Scholar is an educational travel organization for older 
adults.

Kristin Moore:

One of the things that was really important as a nonprofit, mission-driven organization was education, 
so we really didn't want to be compared to commercial tours. So every word that we used and the way 
that we said it, we tried to reflect back how important learning and education was. Sometimes we 
would say, if you're talking about the price of a program, we would always try to say tuition, "So the 
tuition for this program was $899," not, "The cost of this tour was $899."

Kristin Moore:

Tour sounded commercial, and what we were trying to say is educational experience, program, field 
trip, excursion, all words that you might hear on a college campus that reflect back at education because 
you were learning as you were traveling. That was always what we put first. Even with our people that 
attended programs, we didn't call them customers because that was too commercial. We called them 
participants or alumni. So we really took great care in the words that we used. What I'll say is it's hard.

Kristin Moore:

It isn't easy to change because you think a certain way or you've been saying something for a long time. I 
would find myself catching myself if I ever was going to say the old word, the word that I didn't want to 
use anymore. We also had a great way of reminding each other, "Don't say tour, say program," and just 
internally reminding, reminding, reminding. This just takes practice. It really takes practice. But the other 
thing I would just say regarding this is that this really makes a difference. It really makes a difference. It 
makes a difference how you feel about the brand and the way that you convey the brand.

Kristin Moore:

I'd love to hear from you all in the chat if there are other words to avoid that you would put on this list 
because I'm guessing that there are some other ones that in thinking through this, that we might want 
to change. This is one great takeaway. Every time I go to a conference, I always like to have things that I 
can take away and do. One of them is that you can go through your website. You can go through your 
materials. You can go through anything that you have, your emails, and see, are these words there? Are 
there other words there that you'd like to change?

Kristin Moore:

So it really is something actionable that you can do to make a big difference with the brand. It's not just 
what you say. It's not just the words you use. It's the tone. How do we want to come across when we're 
speaking or when we're writing? What I would say is that we want a professional, caring, friendly feel. 
When you review your materials, this is a great time. You could have somebody who's not involved in 
your office read through and say, "What do you get from this when you read it? How does it make you 
feel?" These are the words that I think we really want to convey, that we're experienced, we're 
confident, but we're also welcoming and very approachable. We're authentic.
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Kristin Moore:

How do we reflect that in our tone? That's just something that you have to, again, it's a great way to just 
review your materials and take a fresh look at it with this in mind, because when we're writing 
materials, we often have a lot of information we want to convey. So often when you're editing it, you're 
looking to make sure all the information is there. But this would be looking at it with a different eye to 
say, "Is our tone coming across the way that we want it to?"

Kristin Moore:

As far as customer service goes, I know that many of you have been working really hard at this and that 
you have a large focus on your organization. So this is almost just a reminder and a brainstorming 
around this, which is we're all experts in customer service. That's the great thing. We all know what we 
like. We all know what we don't like. We know what makes us feel valued. Many of these, when you 
think them through, think like, "These are very common sense, very self-explanatory."

Kristin Moore:

But when you think about your customer experiences, customer service experience, whether you're in a 
store or whether you're on the phone with your cable company or you're dealing with your child's 
school, you have a pretty clear picture of what works and what doesn't. The thing about it is that when 
you have a good experience, you tell people about it. Let me just give you an example. I like to collect 
these examples when they happen because sometimes, unfortunately, they're few and far between.

Kristin Moore:

But I just had this great experience with customer service. I was away, and I needed my laptop. I had 
forgotten my charging cord, and it was 8:00 at night when I realized this. So I went to Staples. The Apple 
Store had already closed. I went to Staples, and they didn't have what I needed, so they sent me over to 
Target. When I went to Target, I went to the back where the electronics are. There's a case and it had 
charging cords and didn't have any that looked like mine in there. So I called the gentleman at the 
electronics over, and he got the key.

Kristin Moore:

We looked, and he said, "I think your model is older," which it was. It's an older model laptop. So he 
said, "We only keep the new stuff. Sorry." He actually pulled it up and said, "I'm wondering if there's a 
different cord that might work." We ascertained there's just nothing there. So I started to walk away. I 
was almost all the way up to the register and, all of a sudden, I hear, "Excuse me. Excuse me." This 
gentleman is running down the aisle to me. He's got his little device that they have at Target.

Kristin Moore:

He said, "I just looked this up. Somebody had told me this, that sometimes Target keeps some older 
things in the back that they don't put out front because nobody ever needs them." He said, "I looked. It's 
saying I have one left. Do you want me to go look for it?" I said, "Sure, that's great." He was back within 
three minutes with what I needed and walked up to the register with me, made sure I was all set. He 
was done. If we go back to where we were five, 10 minutes ago, back at the electronics, he had said to 
me, "I don't have it. I'm sorry." I was all done. So he had actually done his job.

Kristin Moore:
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But he went above and beyond. I completely appreciated that extra work that he did that he did not 
have to do. What an impression it made on me, made me feel valued as a customer. I'm talking about 
Target now to everybody, so what an impression that made. I think if we can do that for sales, we can 
certainly do this for our children. So there are things that we can do in our everyday lives as we interact 
that are just above and beyond and that help create this whole brand around what we're doing here.

Kristin Moore:

I wanted to just talk about a couple of things on this slide too that I think are important as we think 
about customer service for foster parents. I think one of the big things is to be grateful and show it in 
everything that we do. Foster parents are generously volunteering their time. How can we show how 
much we appreciate that? The other thing is let's set some expectations because sometimes it's hard 
when foster parents come in the door and they want to get going right away. Whether it's because of 
training or how the process works or we just don't have children right now that we need them for, 
sometimes that's delayed.

Kristin Moore:

So how can we communicate, keep foster parents engaged? Set the expectation, "You may not get a 
child right away. It may take a little bit of time." This is all around the relationship, building the 
relationship between the foster parent and the caseworker and, eventually, the birth parent. But right 
now, we just want to make sure everybody we interact with understands and feels the brand the way 
that we do. So I'm going to move on now to talk a little bit about recruiting foster parents for your team.

Kristin Moore:

Again, this all has an element of the brand in it because as you're recruiting, you're thinking about the 
brand. I think you all are experts at this, really. What qualities do ideal foster parents have? I would love 
it if you would share some other qualities that you think of when you think about the ideal foster 
parent. Some of them are patient, flexible, resilient, an advocate for kids. I know sometimes that we are 
caught up in we need somebody. We need some numbers.

Kristin Moore:

I think that's where we have to also be okay with saying no. No, this foster parent doesn't have the time 
to devote or doesn't have the mind space. Maybe they have the time, but they don't have the emotional 
mind space to do it. When people want to foster to adopt, that's not the reason that we want them in 
this program either. So we really have to make sure that the child's needs are being met. As hard as it is, 
we have to really be choosy about who we have when we choose our ideal foster parents.

Kristin Moore:

When you're recruiting for new foster parents, number one, remember the brand. Is the foster 
volunteer a good fit for our brand? Who are our best foster parents and how do you find more like 
them? One of the strategies that we've used in the past for different things, not for foster parenting, 
when I've done some work, is that you look at friends because often friends have the same values of 
each other. So if this is a good foster parent, their friends might be a good foster parent or they may be 
involved with other acquaintances that would be a good foster parent.

Kristin Moore:
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So if you look within the community, that might be a good way to recruit some foster parents. The other 
thing is think about are their churches, communities, schools that share the same mission as we do 
where they put the child and family first? Involve foster youth and birth parents. People like to be asked. 
They like to be experts. They like to share ideas. There could be some ideas out there right within your 
community and your network that would help with this. Again, please put any suggestions you have for 
what you have found works in the chat.

Kristin Moore:

While you're recruiting, there's certain things that we want to keep in mind. Of course, the child is the 
center of everything that we're doing. We always have to remember that children want to go home to 
their families. Foster parents need to understand and support that and be clear that that's the goal. As 
this whole process happens, teamwork between the birth parent and the foster parent and the social 
worker is just critical. So think about would this person be a good member of the team?

Kristin Moore:

The other thing that we really want is that this foster parent would be involved long-term with the child. 
So even after they go back to the birth parent, we really want to encourage that relationship. Again, this 
is all about relationships and all to support the wellbeing of the child. A way to think about this is that 
the foster parent and birth parent are a co-parenting team. This may be a different approach than 
previously taken, but I think it's important that foster parents understand that right upfront. Again, this 
is all to go back and support the brand and our relationships and the child.

Kristin Moore:

Is this someone that we could work with long-term? Is it somebody that we could put more children, 
have them foster more children? We always like to create relationships that will be long-term. So 
hopefully, what we're doing when we're recruiting is we're seeing somebody that we can be in a long-
term relationship with. Just some examples here around relationship-based recruiting and retention. 
There are things that we can do, again, to strengthen the relationship. An example would be you could 
meet in a foster parent's home versus having the foster parent just stop into the office.

Kristin Moore:

It creates a different type of relationship and maybe a more personal relationship when you're doing 
things like that, having a new foster parent meet with a seasoned foster parent versus just sending them 
information, and then creating support groups. Sometimes I think that we create support groups if we 
have time or the staffing, and what we really want to do is have a consistent type of approach to, again, 
creating more relationships between these seasoned and new foster parents. I think any time you can 
do a meeting in person or in Zoom when your camera's on, that's great because you're seeing the 
person.

Kristin Moore:

I think that meetings really should be scheduled around the needs of the team versus office hours or 
when an office is operating. I think there are other things that work in your office to create relationship-
based practices. That would be great if you could share them because these are all items that we can 
share with each other and benefit from what we have found works. Let's take action. Is our messaging 
on brand in these areas? From recruitment to orientation to training to ongoing support, everything has 
to be on message and brand.
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Kristin Moore:

This comprehensive approach ensures that foster parents feel supported throughout the entire 
experience. So what can you do? We've talked a little bit about looking at our materials, looking at your 
website, looking at your behaviors. Are you still saying foster and adoptive parents in the same 
phrasing? Are you recruiting people that you think are flexible? Be clear and honest. Set your 
expectations. If you have children that are teenage children that you need to foster, be upfront with 
foster parents so they're not expecting a baby to be fostering.

Kristin Moore:

There are things that we can just do over time that completely support the brand and bring foster 
parents along. Consistency is important. We should always be doing things consistently and to highlight 
our brand. There's a few questions that I think if we ask ourselves every day, it just helps keep the brand 
right in front of us. Am I living the brand? What am I doing to support excellent parenting every day? I 
just want to thank you because you make a huge difference in children's lives. I'm just honored to be 
part of it and to be here with you all today. So thank you.

Carole Schauffer:

As you know, I think QPI is a culture shift. What Kristin said to me is so powerful. Culture is transmitted 
by words. It's by words and by actions, but the words we have are really giving a message. You all have 
seen that so well, so I'm going to ... Be patient with me. I'm scrolling back to say here are all these words 
that I haven't even been thinking about that are problems for people. And then we're going to talk a 
little bit about what you say makes a great foster parent. Then I'm going to go to the regular questions.

Carole Schauffer:

Denise says, "A child joins a family. They are not placed." I think that is good. Silverware is placed on the 
table. A person is a person, and they make emotional changes as well. I think that's good. "Children are 
not removed from their parents, they're separated." I saw this quite a bit in another one of the sessions. 
I agree with you, Nicole and Tamber, words are really powerful. I like the idea that a child should be 
welcomed into a new home, another way of saying, substituting the word, placed, for something that's 
much more humane and relationship-based.

Carole Schauffer:

Trish brings up the fact that we still are saying foster children, not children who are in care. Amber 
brings up behaviors. I always find it to be so amazing when you're talking to kids and talk about what 
happened, little kids, like six and seven, and they'll say, "Well, I had a lot of behaviors, so I had to move." 
Or, "I had a lot of behaviors. People wound up changing things." I've ever heard my own children say 
they had a lot of behaviors. They say they did things right or wrong. I agree. That is really stigmatized.

Carole Schauffer:

I like the idea of changing concerns to worries, which is just a normal thing. Alice brings up, "Why are we 
using the words, beds and vacancies, if what we're really saying is, does this family have the emotional 
room as well as the physical room to care for a child?" Family time versus parent/child visitation, I know 
a lot of people have talked about that. AWOL, it is a really good question why children are going AWOL 
when they're not really in the military and they're not really in prison. All of that makes it so much more 
institutional.
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Carole Schauffer:

I think those are the main ones that I saw. Someone can put in the Q&A if you've got others. I also liked 
what Hilary said, that parents are told that they're making bad choices when, in fact, for very many 
people in the system, no one is making a choice at all. That related to something else somebody said, 
that we shouldn't tell children, which I hope no one does anymore, that, "Parents chose drugs over you 
or chose some kind of a behavior over you," because I feel that we really moved beyond the fact that 
people are making choices to lead very difficult and challenging lives.

Carole Schauffer:

So Kristin, I'm going to turn this over to you to comment for a few minutes because I see you're nodding 
and you have something to say.

Kristin Moore:

Sure. Thank you, Carole. I just want to thank everyone here. This conference has been amazing. Having 
prerecorded this and now being one of the last sessions, what I can say is it just reemphasized to me 
through the whole conference what a strong brand that this really is. That is incredible when you're 
working with a strong, amazing brand and you just continue to build upon it. I really see, through all the 
examples, how you're all living the brand every day. So I think that's something that we're all moving 
towards.

Kristin Moore:

It's really exciting to see all of the progress that has been made and is continuing to be made as we roll 
out the champion programs and continue to move and work on the brand. I also wanted to 
acknowledge what Carole said, that I've heard through different sessions people saying, "We shouldn't 
use the word, removal. We should use the word, separation." So I think there's a lot of energy behind 
this and that we can really move ahead with it. One of the things that I've seen that's very effective that 
I talked about it a little bit at the end of the presentation, which is doing a look at from beginning to end 
every interaction that you have, starting with when you walk in the door to your agency and what you're 
greeted with.

Kristin Moore:

What does your waiting room look like? Who greets the person that comes in? What kind of training 
have they had, the impact everybody has on this whole brand? It's a really great exercise to just sit in a 
room and draw it out. You can see where you can make small changes, but they have a huge impact. So 
it really helps support the brand when you start to think about things that way. I think that your 
examples that you've been sharing in the chat are wonderful. I think that we can take and apply them in 
some of our training and some of the other things that we do as we move forward.

Carole Schauffer:

That's a context setting for me, using the chat. I want to do one more context setting and then go on to 
the questions, which is that people sent us a lot of great thoughts about what makes a great foster 
parent. You asked that question, Kristin, to say, what do you think the brand should be? So the qualities 
people are talking about is always willing to learn, which I really appreciate. This is something that we 
thought at the very beginning of QPI and have tried to incorporate and sometimes we think more about 
the emotional side and less about this knowledge.
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Carole Schauffer:

But foster parenting is a profession in the sense that it is something that you can get better and better at 
as you learn more and more and have more and more experience. You have to be open to doing things 
differently. Stephanie says, "The foster parent should be communicative, that they should lift up 
parents' voices when they can." "They should be flexible." These aren't all Stephanie. I moved off of 
Stephanie. Danielle says, "People who are willing to go above and beyond for a family." Julie says, "Being 
selfless and open to broad age ranges." In other words, not seeing what fits the needs of my family, but 
where can my family fit the needs of children?

Carole Schauffer:

Being willing to support birth parents, of course. I also appreciate people saying nobody is perfect and 
foster parents aren't perfect. So we don't need to say, "You can never make a mistake." We need to be 
able to say, "How can you learn?" Jerry, I like your thing that, "You have a sense of humor." I 100% agree 
with this. I think things happen and you can either think they're tragic and aimed at you or they're funny 
and ironic and we're going to get through it. So I really like Jerry bringing that up.

Carole Schauffer:

I completely love Shawna's comment, "The ability and understanding." This is really an ability thing to 
understand what birth parents are dealing with and to understand different cultures. We can't have 
families just coming to foster parents. Foster parents have to come to families. Heather brings up a good 
point, which is, "Maybe foster parents need therapy." Maybe they do or maybe they don't, but what 
they definitely do is this is a very new job. It is not just like being a parent. So they definitely need 
support from the agency in understanding the job and knowing where resources are.

Carole Schauffer:

Lots of people have brought up that they have parent partners. They have support. I'm trying to find. 
They have a fundraising or an outreach arm that goes to faith communities to support people when they 
have material needs. As you can see, I'm trying to slide through. You've had so many comments, and 
everything is so good. If I've missed your comment, you can put it in again because you can get the idea 
that I have made some mistakes. This leads to a very good question that is already approved. Here, now 
I'm looking at my approved questions. This is the first question.

Carole Schauffer:

It's good because it's the first question I would have and it's the first question here which is, "How can 
we balance approval regulations with the need to say no when foster parents aren't doing things wrong 
without crossing legal barriers?" So I'm going to speak to legal barriers because I'm the lawyer, and 
Kristin is going to talk to the importance of saying no to people who can't do this. So I will say that I've 
just been talking to a lot of people about this because we're having a presentation. For those of you 
from Florida, this is exactly what our June quarterly meeting is going to be about, saying no and saying 
no even after someone's been a foster parent if they're really not able to do the job.

Carole Schauffer:

There are definitely ways to do this legally. We need to document. We need to work with our attorneys 
who sometimes are reluctant to take on cases unless they know it's 100% winner. But it is critical not 
just that we recruit the best people, but that when someone can't do this, if we want to preserve our 
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brand that fostering is an intervention that can help families, we can't have people who are not 
following the brand. So, Kristin, I'd like you to talk to that a little bit. I'm sure that in your past life you 
have to have had that situation where they may be a nice person, but they just can't do what we need in 
our brand.

Kristin Moore:

Right. At the organization that I used to work for, we had a role called the ambassadors. What their job 
was was they were volunteers. They went out and they spoke to people in their community, whether it 
be at a library, at a garden club, at a book club. They talked about the travel programs, the educational 
travel programs that we had. But in order to speak on behalf of the organization, we wanted them to 
have certain qualities and really convey the mission of the organization.

Kristin Moore:

As much as some people were willing to do it, they actually just couldn't do it for a variety of reasons in 
a way that we felt represented the brand well. So we've had to have some very hard conversations, and 
it starts with saying, "I've thought about this and I'm not sure this is a great match, but we have 
something else that you might be able to do." So when people are willing, the first thing we always tried 
to do was say, "Is there another role they could play? This doesn't really match their skillset. I can't see 
them getting up and talking in front of people. They have trouble keeping all the facts straight," or 
whatever we thought the barrier was.

Kristin Moore:

We would give them maybe something else to do. For example, we had a Facebook page. If people post 
a question there and you could hop in and just put your comment, "I've been on 10 programs, and it 
looked like this. I think that you'd really enjoy it." It was much stronger coming from a participant on a 
program than from a staff, so that was one alternative. Another was we could have them review our 
brochure we're working on and say, "What do you think? Do you have any comments on this?" So there 
are ways that if you want to keep somebody engaged because you think it's good for the organization, 
but it's not the right role.

Kristin Moore:

I encourage you to seek that out. Now, there are some people that you just think they probably 
shouldn't be involved, and that's having the hard conversation. It's almost like if you're having to fire an 
employee. It's a hard conversation to have. You don't want to do more harm than good. You don't want 
them to go off and say some negative things. So it's a very challenging balance. But my first 
recommendation would be to see if there's something else they can help the organization with that's a 
better fit.

Carole Schauffer:

I just going to add to this, that it's critical that the organization, and when I say the organization, that 
means the whole organization, recruitment, retention, social workers, everyone have clearly explained 
and articulated to the person who is fostering what the expectation is because sometimes we just 
assume somebody won't do something maybe because they haven't done it before, maybe because we 
haven't asked them. We don't give them a fair chance. Maybe they're not doing it because they don't 
feel supported in doing that.
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Carole Schauffer:

So while I strongly feel we cannot bring in the wrong people and we can't support people who aren't 
doing it, I also think we can't prejudge who is the right or the wrong person until we clearly explain 
what's going on, what we need, and found out from them what's going on and causing the problem. 
Children cannot be the laboratory for mistakes. We have to get this all out in advance and be working all 
in the same direction. Actually, your ambassadors brought up a really good question which got one of 
the most votes which is, "How can we bring ..."

Carole Schauffer:

I'm going to explain to Kristin a little more because Kristin, as she says, comes from a different world. 
You know we in QPI always think we can learn a lot from worlds that we don't always listen to because 
we get locked into our own frame. So I'm going to ask Kristin this question once I explain it, which is, 
"How can we recruit more fictive kin? Many people don't understand that they can foster their student, 
a youth group member, et cetera." So, Kristin, I'm asking you this as a person who has done a lot of 
outreach and tried to explain an organization, but also as a person who really, before you got involved 
with QPI, were not that familiar with the foster care system and the rules and may not have known.

Carole Schauffer:

If you see someone in trouble, there's some people we can reach out to. Some of that is reaching out to 
the family to say, "Who do you rely on?" But some of it is reaching out to the community. Do you have 
opinions of how we could raise awareness on this?

Kristin Moore:

Carole, just to clarify the question, when you're saying raising awareness for this, are you talking about 
the foster program in general or the kinship side of things?

Carole Schauffer:

No, I'm saying about fictive kin. Fictive kin, Kristin, which is what I started to explain but I didn't because 
I got into my own jargon. If you know somebody, you're not actually biologically related, but it's your 
next-door neighbor. It's your student. It's somebody that you have an emotional relationship with and if 
they need help, you might be willing to have them either-

Kristin Moore:

Got it.

Carole Schauffer:

... as a licensed or unlicensed caregiver. How would you let people in the community know that this is a 
possibility?

Kristin Moore:

I think it's a great question, and I think it would be a really good project. That's something QPI could 
assist with because what I'm imagining is an awareness campaign, teaching people about what it means 
and how you can get involved and identifying some of the sources and ways that you can spread the 
word. So I'm thinking that it could be something around creating a brochure that we share within 
churches or other community centers or schools. I think there's a lot of people in schools.
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Kristin Moore:

If we share with the different educators, they can help us spread the word. So it would be a really 
interesting grassroots campaign for a community to think about how we could get this word out 
effectively. Each community's a little bit different. I'm sure that everybody had a very limited budget. So 
we could get very creative using some social media, maybe if there's ... We have an old home day in my 
town where there could be a table set up and you could talk about it and have some of the kids there 
that are actually talking about what this program is.

Kristin Moore:

So there are a few ideas, including some local press releases in the town newspaper or things like that. 
But I think it would be a really interesting thing if we put together a how to do this in your community 
and maybe we could use that as a resource project that we could create within QPI.

Carole Schauffer:

Hilary first and then Megan in response are having good conversation about this because what they're 
saying is true, that the flip side of this is often we ask relatives or fictive kin without fully informing them 
about what's involved, without giving them full amount of support. So can you think of better ways so 
that we could ensure that when someone does take on a child, they know what their responsibilities are 
going to be? We want to encourage people, but we don't want to encourage people to get in over their 
heads.

Kristin Moore:

One thing, and this may sound very corporate and I don't mean it to sound that way. I'm sure there's a 
way we could soften that. Probably some of you do this. But I'm thinking we write a job description. It 
actually lists what your key responsibilities are, what your skills are, what skills are required. I mean we 
talked a lot about what kind of qualities that you need, your flexibility and whatnot as you take on this 
role. I think that would help people really understand what they're signing up for and maybe having 
them meet with somebody who's already experienced in it.

Kristin Moore:

Some of you may be running programs to this effect anyway. If you're a new foster parent raising your 
hand, why don't you meet with an experienced foster parent so you can really learn the ins and outs and 
what the challenges are and what kind of support you have? And then, finally, I would say maybe it's a 
mentor that you can carry and reach out to for the first six months of fostering. So I think there's some 
steps that we could do to put a framework in place so that people get a better sense of what they're 
really signing up for.

Kristin Moore:

Maybe even a frequently asked question piece, so for example, do I take the child to the doctor's 
appointment? Do I go into school meetings? All of the answers which may be slightly different, 
depending on the situation, I think would help give them a full picture of what they're taking on. I think 
that's so helpful because we just for that ... Some of you may have gone to the session yesterday on 
quality parenting outreach where we did surveys with foster parents.

Kristin Moore:
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As much as I'm sure everyone in the chat is now, which I'm not looking at, but is now saying, "We 
already do all that," the fact was that about 20 to 30% of the families did not know that they were 
responsible for, or at least did not think the agency held them responsible for medical care, for example. 
I would say I've been to most of these agencies. I think it's pretty clear, but I guess we're not making 
things as clear as we possibly could be, and it can't hurt to be even more clear.

Kristin Moore:

They always say you have to tell people how many times before it sinks in. You need to do it in different 
ways, so verbally, written. So I think just the more reminders, the more clear people get.

Carole Schauffer:

Okay. Now I'm going back to the Q&A, you guys, in case you thought I wasn't paying any attention to the 
Q&A, because I am. This is a really hard question. But, Kristin, we'd like your professional advice on this, 
whether we can do this or not. There are a couple of questions which are, "Do you think that QPI all 
across the country, that as QPI we should embrace the same wordage, look for consistency?" A couple 
of people have asked some questions that are similar to that.

Carole Schauffer:

Do we need to follow the same guidelines? Should we have some kind of standard like that? So what do 
you think, Kristin?

Kristin Moore:

Well, I would say, ideally, yes. That should be the goal. Getting in the consistency will take time to do 
that. What I can say is I can, again, equate this to Road Scholar because we had a national office, and 
this is where I worked at the educational travel organization. We would use all the words that I 
mentioned when I was presenting. Don't use the word, customer. Use the word, participants or Road 
Scholars. Don't use the word, price. Use the word, tuition.

Kristin Moore:

But all of our sites all across the United States and internationally, we were located in thousands of 
different destinations, and we had thousands of people that we contracted out. So they weren't 
employees, so very similar setup where it was a very diversified setup that had their own agencies and 
their own structure. I will say that it worked. I mean as we shared the brand and shared our language 
and shared the resources and the branding guides out into the field, it wasn't 100%. I don't think that 
that's a possibility to get there, but I'd say we got to 75 or 85% of the language use.

Kristin Moore:

So I think that if we could all come together and decide what the language is and be willing to take that 
step, it would be a very, very effective way to strengthen the brand. So, Carole, what do you think as far 
as the possibility of that?

Carole Schauffer:

I'm interested in the chat. I wish Selena could talk because she could help me with telling me what's in 
the chat. I think there are some things it's very hard for us to agree on. Foster parent, resource parent, 
caregiver parent, partner parent, support parent, it's very, very difficult. I really tried to do this all across 
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the country. Since these words mean different things to different people, it's really hard. But some of 
these, I think we could agree that we can work on.

Carole Schauffer:

I think we could agree as a group, and I wish I knew how to do the survey function here because I would 
do it. I think we can agree as a group that we should not talk about placing children. We could change 
removing children. A lot of the words that I was listing, they are just convenient, thoughtless words. 
They're not words that I really feel strongly the word, placing, just incorporates what I'm doing and I've 
always wanted to be a placement worker. They're not ordinary, everyday words that people understand. 
They are words that are unique to this field.

Carole Schauffer:

I certainly think the first thing that we all agree on is that we don't use the word, foster children. A group 
of youth in Cleveland several years ago, for those of you who have been here a long time, you might 
have even gone to a Cleveland conference, had a campaign called Don't Call Me Foster. I am a lot of 
things. I am a child who is in care, but I am not foster. So I feel we could maybe have a group to discuss 
some of these most painful words even, for example, bad choices. I think people started to say bad 
choices because they thought it was less condemnatory than saying, "You've done something bad."

Carole Schauffer:

But thinking it through from everyone's point of view, I think we could be working on that as well. So 
that's a long answer. I'm interested to see what people in the chat have to say about it. But I totally-

Kristin Moore:

I like that idea, Carole, where we just pick the top ones that we think are the least fitting with the brand 
and that don't have all of the elements that might be different from state to state or agency to agency 
and that we focus there and try to get movement there because I think even doing that would be huge.

Carole Schauffer:

Can you speak to, in a related, actually, slightly different, but someone said that, "Do you have 
recommendations for creating value on recruiting quality caregivers given the existing scarcity?" 
Actually, I know the person who did this. That has always been a key premise of QPI that when we lower 
standards, we don't necessarily increase the number of people we get. We definitely don't increase the 
number of the right people. But lowering standards may, in fact, be a disincentive for people to 
participate, similar to in travel saying, "Okay, I'm going to give you a less good package, but it's going to 
be the cheapest possible."

Carole Schauffer:

So can you talk to that, Kristin, about maintaining the brand as a way of actually increasing rather than 
reducing numbers?

Kristin Moore:

It's always a compelling thing to me and a little bit of a risky thing when a brand says, "This isn't for 
everyone." To me, this really it lends itself to that phrase. Being a foster parent isn't for everyone. So it 
makes it seem like it is the important job that it is and it also makes it seem like not everybody can sign 
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up for this. You have to have all of these amazing qualities in order to do this. So that's one of the things 
I think about, that maybe there's this sort of campaign that needs to go on utilizing our foster parents 
that are already in the system that are amazing and tapping into the resources in their thinking around 
how to get more people involved.

Kristin Moore:

Do they know anybody? Because, like I said, often they're the ones that might know people who are like 
themselves and be willing to do this. I think it's really raising awareness. So I think that there is this 
awareness campaign that we need to think about as far as how people can help. Profiling, which this is 
another thing that I've had experience with, is you take what are some examples of foster parents and 
you show an example. They're all different, so you might have three very different people that you're 
profiling. People then can relate and say, "Oh, I think I could do that if this person could take it on even 
though they're older or even though they already have three kids."

Kristin Moore:

So I think creating scenarios and examples of what a foster parent actually looks like, along with this job 
description, along with thinking about it as an ambassador role for the current parents.

Carole Schauffer:

I really agree with that. This isn't for everyone. Some of you, again, who've been here for a long time 
and I see Terry Saunders is here and some of you. What we used to say is, "Look, Harvard has no 
problem recruiting and we know they're not for everyone. MIT has no problem recruiting. DeVry has to 
have a huge recruitment because they can be for everyone." So maybe making this more challenging 
could be a way of not only getting the right people, but actually making it something that people ...

Carole Schauffer:

We want it to be something people are proud of telling people they're doing, not something that when 
they tell people, they go, "Oh really? Why are you doing that?" That is the responsibility of the agency 
by lifting standards. So I want to highlight a couple of good comments. One is from Terry, who I just 
mentioned, who said that, "They're trying to reframe from number of beds to that a home is licensed for 
a sibling group of two or a sibling group of four." I think the two things she's getting across is, number 
one, beds.

Carole Schauffer:

Anyone who knows me knows I always say, "I hate this word, beds." Because I don't care. If you want a 
bed, go to a hotel. What you want is a family that can care for you. So what's your ability to care? But I 
also like her idea that really we shouldn't be putting as many people as we can possibly physically fit into 
a home. We should be looking at keeping families together in both ways. I want to highlight Pascale 
says, and I have to read this because it will not be as compelling if I summarize it, "My son is here with 
me at work, and he's hearing the conference. He just said, 'Mom, I don't ever want to be a foster child 
again. I want to be myself.'"

Carole Schauffer:

First of all, Pascale, your son is so smart. And secondly, yes, you want to be yourself and, yourself, we 
don't want ... When I saw that, a second question was, "What are we saying that we don't want him, as 
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a child, to hear?" I think we have to have our language be such that we don't care who hears the 
language because it is so positive that it should be a strength for them to hear it. So, Pascale, thank you 
for sharing. He is so adorable, I have to add. I'm looking through chat to see what other things we have.

Carole Schauffer:

I know we did have some good examples of foster parents who have gone above and beyond. I'm not 
seeing the name. I think it could have been I don't know who, who said that a foster parent in her area 
when children were placed in ... Sibling group was split up, which should never happen but does, into 
two different homes. That family had a birthday party for the siblings, the friends, the father, everyone, 
that this is an example of a foster parent who is really committed.

Carole Schauffer:

I'm interested, Kristin, in how can we recognize those people? Because the one side is eliminating 
people who aren't doing a good job. But another side is really recognizing and rewarding and 
encouraging those people who are doing a great job.

Kristin Moore:

Yeah. I think that's a great point, Carole, because we've got superstars out there, I mean clearly the 
examples I've heard from the conference in all areas. I think what we need to do is somehow recognize 
them, whether it be featuring them as the foster parent of the month in a newsletter or even QPI could 
feature them if we get the information sent to us. It could be mailing them something, a certificate or a 
thank you note, just something to recognize them. I know one of the things that I've heard Carole talk 
about in the past is giving them a magnet or something like that that they can put on their refrigerator 
that says foster parent of the month, and put the month on it.

Kristin Moore:

I think oftentimes it's just the recognition. It's not really that people need anything, but that it's just nice 
to recognize. I think the more great examples that we put out there, it will then generate other 
examples and say, "I have a foster parent who does something like that. I want to share it as well." So I 
think by us sharing all of these examples, it lifts the brand and it helps us really spread the word about 
what this movement is doing and all of the great people that are involved in it.

Kristin Moore:

So I definitely would look for ways, especially visibly. That's why I like the newsletter where you can 
feature them.

Carole Schauffer:

I'm sorry. I put myself on mute. I had to unmute. The day is coming when we won't even know what 
mute is anymore, I hope. Just related to what you've been talking about language, how do you have this 
permeate your whole organization? Obviously, the people who, at least the people in the chat and I 
would say most of the people both in this session and at the conference are very supportive of change in 
language. But how do we get school managers, caseworkers, others to start to change this? How do you 
change your whole organization? You touched on that a little in your presentation, but could you 
elaborate?
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Kristin Moore:

I can talk a little bit about that. I was part of the marketing department, and so we were kind of the 
brand stewards. That's how we all looked at ourselves in the department. We thought about how our 
role could get through the rest of the organization. For example, somebody in the finance department 
isn't necessarily talking to one of our participants who are working on marketing copy that would be put 
in front of them. However, it was important for us to get the brand throughout the organization.

Kristin Moore:

So one of the first things we did was onboarding. No matter what position you were coming into the 
organization in, you would have a branding presentation, and it would be ... We really had a list of words 
you say and words you don't. We talked a lot about tone, and we talked about some of the things we've 
talked about in this presentation. It became part of the training just from day one. Then we started to 
move into getting some things on the walls in some of our buildings. Obviously, we've all been working 
remotely, so things aren't working the same way.

Kristin Moore:

But eventually, if people aren't back, we're going to be going back. So putting mission statement plaques 
on everybody's desk, putting some words on the wall, some of the great words that have been talked 
about, even if you had a poster that said, "What is QPI?" And you had a couple of them and one said 
love, and the other one said relationships. Just every day as people walk by in a common area, they're 
reading these words, and it's just another way for them to think about it.

Kristin Moore:

Another piece that we had is we had a color, red, which was part of our brand. So we actually painted a 
wall in all of the conference rooms that we had. Again, we were able to do this. We owned the building. 
I know this is not a possibility for everyone. But we made that part of the experience. Coming into work, 
you saw the red. It meant the brand. You could see it. It was very visual. I know some of the things that 
I've heard Carole talk about is when you walk into a waiting room, how does it look? Does it look the 
way you want your brand to reflect?

Kristin Moore:

How are people greeted? So this is all part of your brand and all part of training everybody in the 
organization to think about it. So whether it be the receptionist who might not have a lot to do with QPI 
but understands that we want to be warm and welcoming, that's not only in how we greet everybody 
who walks in, but how does the room feel? Is it picked up? Is it neat? Does it have stuff for kids in there? 
Does it reflect the brand that we want to show? So I think all of those efforts are ways that you can 
permeate, and it takes time. All of this takes time. But once you get it down, it becomes second nature. 
It really does.

Carole Schauffer:

I just want to comment now about the chat because I've gotten very absorbed in the chat. I'm noticing 
that there is a lot of support for the idea of actually recognizing excellence and encouraging people. I 
think Carlos had a wonderful comment about changing language. We'll be changing the way that people 
behave. So, Carlos, I really love your chat. I couldn't answer it because I didn't have time. I wonder what 
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you think about getting pre-service training. You talked about how you work with people. Do you feel 
like that QPI must be involved in the pre-

Kristin Moore:

I lost the last part of your question, Carole? You got cut off at the end.

Carole Schauffer:

I'm sorry. I just said what do you think about incorporating QPI into pre-service for everyone? Maybe 
you can also talk a little bit about the non-usual suspects, the security guards, the receptionist.

Kristin Moore:

Sure. I do think so. I think if we're embracing QPI, that this would become integrated into all of the 
training, whether it be day one on the job or whether it be a refresher training. The security guards is 
something that came up during another meeting that I was at last week. It was very interesting because 
one of the things that everybody talked about was sometimes the security guards aren't trained in 
greeting people the way that a receptionist would be. But the challenge was that they aren't our 
employees, that we might contract out the security guards.

Kristin Moore:

I would say I think that's fine, but what we want to do when we contract the employees is we want to 
explain. There should be a QPI section when we're hiring the security guards and say, "Our expectation 
is this. When people come up and they ask you questions, you greet them with a smile. You're warm and 
welcoming. You're happy to assist them," because that's how we want to come across as the immediate 
face of the organization that they're going to be dealing with. It doesn't matter who you're talking to. 
Everybody should be greeted the same way and treated the same by everyone.

Kristin Moore:

Sometimes I think you're going to have to spell it out, and it may be that a certain security guard doesn't 
work for your space because they're not going to do that. They're just going to say, "Go park over here," 
and we want them to say, "Good morning. How's your day? Yep, you can go right this way, and if you 
have any questions, let me know." So it's really training in customer service. That may be a different 
level of training than we've asked contracted employees to do before. So, again, I think it's important 
that, and this goes back to the beginning to the end.

Kristin Moore:

The first thing before they even come into reception is they're parking their car. Can they find parking? 
Who's going to assist them? They walk into the office. Who do they see? What does the office look like? 
They get a phone call. Who's calling? They call. Somebody's calling them back. How quick is the 
turnaround time? This is all around the customer service piece. All of this would have to go into training 
for every position that would be impacted. To Carole's point, the positions are like what I mentioned in 
finance.

Kristin Moore:

They may not have direct customer interaction or client interaction, but they have it within the office. So 
you really want the whole office to adopt this feel about the brand.
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Carole Schauffer:

I appreciate all of this, and I appreciate all of the comments. This is how QPI started. We can call it 
customer service or we can call it respect and relationships. But I think one place where child welfare 
can improve is mutual respect. This is going to be my conclusion, and then, Kristin, I'm going to give you 
a conclusion, that our brand should be respect, respect for and caring for children. As I said 100 times, 
ensuring that children have strong, healthy relationships, especially parenting, but also mutually 
respectful partnerships.

Carole Schauffer:

Many, many people in their QPI brand for their area have this idea of respect, the way we greet people. 
But if we can show respect for the people in the system, we can also be showing respect and being 
mindful of respect will enable us to show respect for parents and children because everyone else is 
voluntarily here. Parents and children, someone in the chat brought up, you don't have a choice to go to 
another agency or mostly you don't have a choice not to go to an agency at all.

Carole Schauffer:

If we can start by respecting one another, that should absolutely be spilling over to respect for everyone 
we work with. Now I'll return it to you, Kristin, because I turn on to mute too quickly, I know.

Kristin Moore:

All right. Well, thank you, Carole. I just want to thank everyone because I have learned so much from 
attending this conference. I've been taking notes as I've gone along on some of these amazing words 
that you've all been using about how you talk about QPI and how you talk about the brand. I think it's 
just all components of how we carry it forward. So I'm really honored to have been here with you all 
today and to continue to do some work with QPI on the brand and some other pieces around the work 
that you're doing.

Kristin Moore:

So I just want to thank you. Thank you so much for your ideas and your participation because I think 
we're all stronger when we're all in this together. So thank you.
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