
Quarterly Recruiting Campaigns 
 
 
1---“Each One Reach One” model---In this campaign, use foster parents as recruiters.  
Have each recruiter target at least one foster parent to become a partner in recruiting.  
Give the foster parent business cards, regional information about what kind of kids are 
in care and what kinds of homes are needed and have them try to refer people.  Choose 
a foster parent you think is outstanding (kin, adoptive or regular) and feature them in a 
human-interest story in the newspaper.  Ask them about speaking at their church or any 
other community organizations they are involved with.  They can host a fosterware 
party, recruit individually or they can speak at their children’s schools.  Try to get the 
foster parents to attend orientations to welcome those they recruited.   It’s important to 
recognize the foster parent’s efforts with a big “thank-you” and a token of appreciation 
such as a gift card to a local store, restaurant or movie theater. 
 
2---Go to the Hospital---For this campaign, target medical personnel from doctors to 
nurses to administrators and clerical workers.  Contact hospitals, clinics, pediatricians 
and other medical services to see if you can speak there about providing respite, 
fostering or adopting medically fragile kids.  Ask them to let you put up posters, place 
literature in racks or on tables where waiting patients can read it.  Put posters and 
materials in employee lounges.  It may be helpful to focus on the need for 
foster/adoptive families for medically fragile children.   Ask if you can provide 
information to go out with checks, invoices or place an article in their newsletter.  If you 
can find a foster parent who has connections in any of these places, use him or her as 
the primary voice.  Ask if the hospital or clinic uses volunteers or any services that work 
with sick children and if you can have the contact list or set up a meeting with them. 
 
3---Adoption Month (November)—During this month, get some families who have had 
successful adoptions to speak about their experiences at preservice training, at a 
church, at a community event, wherever you can get them placed.  Encourage local 
press to feature successful adoptive families each week of the month.  Ask the local 
faith community to recognize adoptive families in their congregations.  Prepare special 
business cards or brochures that focus on adoption and include pictures of adoptable 
children-include information linking to your website, Heart Gallery or AdoptUSkids or 
other such sources.  Take advantage of media attention with an adoption event, fair or 
match party.  Check for information, ideas, a toolkit and other free materials from 
davethomasfoundationforadoption.org.    
 
4---Teen Spirit Campaign--This is the time to focus on teens!  Recruit for them, bring 
their pictures everywhere, get together panels of teens (especially those who are 
TPRed) and have them speak at preservice training, at church, at libraries, anywhere 
you have connections. Connect with foster care and adoption workers who have teens 
on their caseloads and want to partner with you or recommend teens who can speak 
publicly.  When using teens, plan ahead to prepare them for public speaking, answering 
questions and talking with the media.  Host a teen panel as a training for existing foster 
parents, school personnel, court workers, GALs and CASAs.  Note:  When you are 



recruiting for teens also ask for services for them like job opportunities or scholarships 
to camp or etc.  Before you start this work you have to have a system set up to receive 
any donations that come in 
 
5—Target “Under Your Roof”—This campaign to target staff in the agency.  Visit local 
offices at lunch time and talk to people in the lunch rooms, send emails, post materials; 
make sure everyone understands that they can foster/adopt/provide respite despite 
being an agency employee.  Attend unit meetings and share data on children who need 
foster/adoptive homes in each parish.  This should yield serious results so make this a 
big push.  Bring photos and information for adoptable kids from around the region and 
talk about them specifically.  Talk to workers at all levels: transportation, clerical, front 
line, supervisors, managers, etc.  Try to get a staff member who has fostered or 
adopted to accompany you and speak about their positive experience.  Have 
information ready about the policy/protocol regarding foster care/adoption for agency 
staff.   
 
6—“A Home for X”---This campaign is all about child-specific work.  While this work 
should go on 365 days a year, this is a focused time…. It’s a child specific media-blitz.  
Focus on a few specific children and plaster the local area with brochures containing 
their pictures and information about them. Make sure the photo is a good one and that 
the write up is positive, in the child’s own words, and exciting.  Use brochures, pins, 
bookmarks, photos, and discuss them at every opportunity.  Use all your contacts to 
work for homes for these specific children too.  Every contact you make all month 
should be given brochures and talking points to further the recruiting chain.  Mail out 
brochures to connections in other states. Present these children at every PRESERVICE 
TRAINING and orientation.  Try to get media attention—human-interest stories, 
Wednesday’s Child, radio interviews with the children.  The idea is to make these kids 
into celebrities for the month—make sure the children are aware of the media attention, 
consent to the exposure and are prepared to handle questions from friends.   
 
7---Foster Parent Appreciation Month (May)---This is the month to support our foster 
parents and thank them for all they do.  Everywhere you go, highlight their hard work.  
Tell stories of great work by foster parents through human-interest stories, TV features 
and radio interviews. Ask the faith community to recognize foster families in their 
congregations.  Ask the community for donations to thank them, such as store 
discounts, raffle prizes for an appreciation dinner, tutoring services, manicures, 
pedicures, movie tickets, gift cards for stores and restaurants, community events, 
sporting events, etc.   All staff should write thank you cards to their foster parents and 
include personal notes.   
 
 
8---Go to School---During this campaign, target teachers, principals and administrative 
staff..in public and private schools.  Don’t forget preschools and Headstart!  Ask to put 
information in the school newsletter, hang posters and place brochures in the teacher’s 
lounge.  Connect with the PTA, Teacher’s Union and other school organizations.  Speak 
to a class about foster care and adoption.  Ask the librarian to identify books about 



foster care and adoption and to feature them in the library.  Place an ad in a sports 
program about foster care/adoption.  Speak at a PTA meeting or Teacher’s conference.  
Let them know that they can help by providing more flexible policies in some cases or 
providing tutoring to help kids who join a new school later, get caught up.  Talk to them 
about providing respite for kids in care that they know from their classrooms.  Try to 
cultivate contacts here.  Do some pre-work by talking to foster care workers with kids 
enrolled in each school about if they want to partner with you on any individual child’s 
behalf.  
 
9—Faith Communities—For this campaign, focus on faith communities in your local 
area.  Identify inter-faith councils or ministerial associations and get on their agenda.   
Send letters with stacks of inserts to place in the weekly service program.  Hang 
posters, place brochures in literature racks or place an article in the church newsletter.  
For a more intensive approach…. Ask if you can present at a church and then work all 
month with the congregation to get everyone involved.  Recruiting for a few specific 
children is the best option.  Have the congregation commit to “adopt” a teen and they 
can work on finding him a home, providing respite, getting him a job and/or providing 
birthday or Christmas gifts, etc.  It’s best if you can bring the child with you to speak for 
himself and connect with the congregation.  
 
10—Target the BIG GUN!—This campaign is to connect with a company that’s big in 
your area (like a bank, cable company or manufacturer).  Ask them to partner with you 
by including information about fostering and adopting in their pay stubs, placing 
literature in employee lounges, hosting an information session for employees during 
work hours or putting an article in the company newsletter.  Provide the CEO/owner with 
talking points to share information with employees.  Businesses can also help by giving 
discounts to foster parents, giving jobs to teens, or etc. This will work best if you can 
find a foster or adoptive parent employed by them and get him or her to assist and be 
the lead voice of experience.  Go to davethomasfoundationforadoption.org to get 
information about how to get workplaces to be more “adoption friendly”. 
 
11---Go to the Library---During this campaign, ask the local library to take your 
bookmarks and use them instead of the library’s own. Participate in any events for 
children the library sponsors and bring pictures of adoptable children to display.  Talk 
about helping kids through respite, fostering and adoption.  Talk to librarians about 
sponsoring movies, publicizing books about or holding events related to adoption or 
foster care.  If the library has a display case, feature books about foster care or 
adoption, famous adoptees, children’s books, etc.  The librarian can prepare a book list 
about foster care and adoption to provide patrons. 
 
12—“Remembrance of Things Past” For this campaign, follow up with connections 
from prior months.  Call all those contacts you haven’t spoken to for a while and see if 
anything has blossomed since you last spoke.  Reconnect with foster parents and with 
all those contacts you made at hospitals, libraries, schools, community events, churches 
and etc.   
 



 13—“Clean Sweep”--Call potential foster/adoptive parents who never made it to 
orientation or never made it to preservice training, or never completed the process and 
follow up, one more time.  Go back for the past year, send post cards, make calls, send 
emails, and invite them to come back! A good time to do this is in December so people 
can start off the new year with a new commitment! 
 
14—“Black History Month” (February)—African American children are 
overrepresented in foster care and “waiting for adoption” populations.  Piggyback on 
existing events in the community—music, art, theater and other events and celebrations 
this month.  Target local chapters of the National Association of Black Social Workers, 
the Black Businessman’s Association and other professional organizations (Such as 
nurses, police officers, firefighters, etc.).  Speak at their meetings, send mailings to their 
members and place an article in their newsletter highlighting data on the numbers of 
African American children in need of temporary or permanent homes and feature an 
African American foster family.  Distribute materials to churches, community 
organizations, hairdressers, barbers, restaurants and other businesses that cater to the 
African American community.  Juneteenth and the birthday of Martin Luther King, Jr  
(Jan 15th) can also be days of focus on African American children. 
 
This approach can be used when targeting other racial or ethnic groups. 
Hispanic History Month (September 15-October 15, 2007) 
American Indian Heritage Month (November) 
Asian Pacific American Month (May) 
Use “google” to find out about other celebrations. 
 
15—Child Abuse Prevention Month (April)—There are many activities during this 
month that can be “piggybacked” on. Breakfasts, children’s events, community events 
where there is a heightened awareness of abuse and neglect against children. It is a 
nature leap to talk about where children go when they can’t be safe at home…  Another 
focus could be on connecting with partners in the community who help protect children, 
police, sheriff, state patrol, EMT’s, fire department, ER staff, etc.  Reach out to them 
and thank them for their help.  Take cookies to the fire department, donuts to the police 
department and leave literature in the break room.  Write an article for their newsletter 
and include data about the number of children living in out of home care. 
 
16—Mother’s Day (May), Father’s Day (June), Grandparent’s Day (September)—
What better day to recognize those who stand in for birth parents than these three days.  
Run an article in a local newspaper featuring several foster/adoptive parents on 
Mother’s Day, Father’s Day or Grandparent’s Day.  Send a letter out to the faith 
community asking that they take a few minutes to recognize those in the congregation 
who love another parent’s child.  Send cards to the mothers, fathers and grandparents 
on their special day.   
 
17—Webmaster Month—Spend the month building your website for your local office.  
Let people know where you’ll be in the community that month. Feature waiting children 
with additional information, an assortment of pictures, quotes from the child, their 



teachers, foster parents, social worker.  Give statistics about the children in care in the 
region and the foster/adoptive families.  Feature staff that work in the region.  Give a list 
of ongoing activities such as support groups and training that are going on. Once you’ve 
created your site, it won’t be that hard to update it regularly! 
 
18—“Business Anyone?”—This campaign focuses on the business community in your 
area.  Display posters and materials in banks, hotels, companies, salons, etc.  Place 
articles in newsletters and host “brown bag” lunches to talk about foster care and 
adoption.  Encourage restaurants to use special placemats and table tents that provide 
information about foster care/adoption.  Ask grocery stores to place flyers in grocery 
bags of each customer.  Employees can learn about foster care and adoption and wear 
a button that says, “Ask me about foster care and adoption”.  Each employee can be 
provided with cheat sheets of information and business cards to use when talking with 
customers. 
 
19—“Let the Children Speak”—During this campaign, encourage children’s groups 
such as Boy Scouts, Girl Scouts, 4-H, etc. draw posters and write stories about why 
people should become foster and adoptive parents.  Include children who are in foster 
care or who have been adopted, as their poems, stories and pictures can be 
compelling.  Host a “gallery” opening at a local church, school, business, library or 
community center.  Have the children present to talk about their pictures or read their 
poems.  Plan a short program, have lots of materials to hand out, light refreshments.  
Invite local celebrities and dignitaries and be sure to have media coverage! 
 
 

NOTES: 

 If you bring a child anywhere to speak, give them a bit of coaching first.  They 
don’t need to reveal why they came into care originally.  They should be 
encouraged to steer clear of personal details they might regret sharing. 

 If you bring a foster or adoptive parent to speak, coach them first on keeping 
information private and discrete about the children they’ve cared for. 

 If you have an event where prospective foster parents and children can meet, 
coach the prospective parents not to make any promises to the children about 
adoption or future contact. 

 Keep an alphabetized spreadsheet with the contact information for everyone with 
whom you make connections.  Keep it updated weekly.  Include notes about who 
people are so that you can remember them in the future.   
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