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Introduction 

The theme for National Adoption Week 2016 is embodied by the 

hashtag #SupportAdoption. As in previous years, the need to find 

families for some of our most vulnerable children remains at the heart 

of this year’s event. However, it is clear that a National Adoption Week 

that did not also address the difficult realities of adoption today would 

be doing a disservice to those children and the agencies working on 

their behalf. National Adoption Week 2016 will aim to encompass all 

aspects of adoption, to demystify and clarify the adoption process, 

reflect the challenges of adoptive parenting, share individual stories, 

showcase and signpost to best practice and invite anyone whose life or 

heart is touched by it to #SupportAdoption  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Working with the media 

To mark National Adoption Week, First4Adoption will be conducting 

interviews and arranging features with newspapers, magazines and 

broadcast media. Because of this, national, regional and local news 

organisations will be on the look-out for adoption-related stories. 

Your agency may be contacted by journalists with requests for 

spokespeople or case studies of adopters you have worked with. You 

may like to preempt these press enquiries by providing local or 

regional media with a ready-made National Adoption week story in 

the shape of a press release. Many of you will have lots of experience 

of dealing with the media or have a dedicated press team working 

with you. For those with less media experience, we hope you find the 

following guide useful.   

Writing a press release 

The most efficient way of communicating with the media is via a press 

release. If you’re looking to create one for NAW here are some 

suggestions for how do this effectively: 

• Write a short punchy headline 

• Include key messages & information in the first paragraph 

• Keep it short (1 page maximum) 

• Keep in simple and avoid jargon and acronyms  

• Finish with your contact details  

You might also want to think about including a quote from someone 

in your organisation. If they are quoted in a release the media will 

assume they are happy to be interviewed. Do ensure they will be 

available on request. The journalist may require photographs or 
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additional information about adoption. Please feel free to refer them 

to the First4Adoption website www.first4adoption.org.uk  

Using case studies 

Case studies give news stories that all important “human interest” 

angle. Having someone with direct experience of adoption who is 

willing to talk to the media will increase your opportunities to get 

media coverage. If you do have case studies here are some important 

points: 

• Check whether your “case study” wishes to remain anonymous 

or prefers to be interviewed using their first name or a 

pseudonym 

• Remind the person that appearing in the media puts them in 

the public domain and means they may been seen or heard by 

birth families, neighbours  etc. 

• Find out from the journalist exactly what would be expected of 

them 

• Make sure the interviewee is comfortable with what’s required  

• Media will often want photos of children. Most adopters are 

understandably uncomfortable with this. But, there are ways of 

taking photos that preserve the child’s anonymity e.g. shooting 

from the back, being cuddled etc. Agree a strategy that works 

for both journalist and parent  

• Never pass on personal information without clearing this first 

• Don’t include specific location details which might identify 

them. Say something general like ‘local’ adopters or ‘the 

Midlands’. 

http://www.first4adoption.org.uk
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Using children in the media  

Featuring your adopters’ stories in the media can be an effective way to 

promote your agency and reach prospective adopters. However, if you 

choose to do this, it’s important to be mindful of the potential risks 

particularly around telling the stories of adopted children. Here are 

some steps you should take before entering into an arrangement to 

feature children and families in the media:  

Adopters and their children  

• Establish the context in which the story will appear. e.g. If it’s a 

newspaper or magazine article what’s the thrust of the piece? 

Will there be other families/individuals involved? If a radio/

television interview will it form part of a larger report or 

discussion? 

• Find out from the journalist exactly what would be expected of 

the “case study family” 

• Never pass on contact details or identifying information to a 

journalist without the consent of your case study.  

• Remind your case study that using their full names will make 

them more identifiable to friends, acquaintances and 

potentially birth family members. 

• Would they prefer to remain anonymous, use only first names 

or have pseudonyms? Discuss and agree this with the journalist 

at the outset. 

• Never include specific location details that might identify 

your family. It’s Say something general like ‘local’ adopters 

or ‘living in the North East” 
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• The media will be keen to feature photos or footage of children. 

It’s unusual for adoptive families to allow this unless they are 

happy that being recognised poses no risk to the child’s safety 

and wellbeing. 

• Photographers and television crews are used to capturing images 

of children that preserve their anonymity e.g. being cuddled or 

playing outside with their backs to the camera. Discuss and 

agreed with the producer what’s best for your family. 

• Request that the parameters you negotiate with a journalist are 

summarised in a formal email or other document (for television 

it’s necessary to sign a release form and worth reading the 

small print carefully on behalf of your family) 

Profiling children in care 

• Using the media to profile children in care can be an effective 

method of family finding but it does require extremely careful 

planning. Naturally the decision to do so should be based around 

the potential effect on the child (and birth relatives) involved.  

• It’s likely that your agency will have clear guidelines on this kind 

of publicity. Here are some additional points to consider:  

• Where possible, consult and keep birth family informed about any 

decision to feature a child in the media. This can help to minimise 

possible feelings of distress and loss at seeing the child depicted 

on TV or in a newspaper.  

• NB. Media companies are also required to observe best practice 

guidelines. They are unlikely to want to profile a child when birth 

parents have declined to give their consent to publicity. 

• Foster carers can play an important role in preparing and 

supporting the child. Ensure they are well informed and prepared.  
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• For older children the school or nursery should also be informed 

and prepared where possible.  

• Clarify the angle and purpose of the feature e.g. is it “pro 

adoption”? 

• If the feature is to be broadcast, will it be live or pre-recorded?  

• Work with the child’s foster carer to provide a venue and time 

that will allow the child to be most comfortable. 

• Request written confirmation or a contract with details of the 

feature. 

• Discuss when the piece will be published or broadcast so that this 

can be factored into your preparation. 

• Request that your agency will have an opportunity to see the 

feature prior to publication or broadcast. Ask to make changes to 

incorrect or inappropriate information.  

• Be aware that beyond the factual information in the child’s 

profile, agencies will have little control over other aspects of the 

media feature, including the published headlines which may be 

“sensationalised” for maximum impact e.g. “Find me a Mummy 

and Daddy for Christmas!”. 

• When sharing information with a journalist avoid any material or 

language that may later embarrass or distress the child or birth 

family. 

• Avoid identifying features which could reveal the child’s full 

identity or the identity of others either living in or related to the 

household. 

• Be prepared to manage an increased number of enquiries from 

potential adopters (particularly if you are working with a large 

media outlet or television programme). 
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Broadcast interview tips 

Appearing on radio or TV is an effective way of drawing attention to 

your agency’s work. If you or your team have never done this before it 

can appear daunting. We use the following tips as part of our media 

training:   

• Before you begin, remind yourself of the key messages and reason 

for the interview – it may be helpful to have a short  “crib sheet” 

to refer to when necessary 

• The producer or researcher should brief you about the thrust of 

the interview ahead of time. If this isn’t offered, request a 

conversation or e-mail outlining the areas for discussion 

• Have answers prepared for the most likely questions, as well as the 

toughest ones. It’s unlikely the latter will come up. But if they do, 

you won’t be fazed 

• Don’t over-rehearse or learn things by heart - this will make you 

sound stilted and unnatural.  

• Before the interview begins, make sure you know the name of the 

presenter and where possible, the kind of audience served by the 

station  

• Focus on the presenter or reporter. The more genuine your 

conversation the better it will come across to people watching or 

listening 

• Always remember to listen carefully to what’s being asked and to 

take your time when answering. This is particularly important for 

‘down the line’ or telephone interviews where there’s sometimes a 

delay or poor sound. This situation can be challenging even for 

seasoned professionals - so don’t hesitate to ask “could you say 

that again”?  
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• If relevant refer to local or regional events, organisations or 

statistics  

• Don’t use jargon, sector-speak and acronyms. It’s important to 

speak in terms everyone can understand 

• Where possible, try to change the subject and bring the 

conversation back to your key messages e.g. “That’s an important 

point but the good news is that we offer a free service that is 

available to everyone” 

• Don’t be afraid to say “I don’t know” or “that isn’t my area of 

expertise” and again, follow up with a positive statement about 

something you’re well versed in  

• If in doubt, stop talking. It’s the presenter’s job to fill the silence  

• Bear in mind the information you want the audience to go away 

thinking about. It may help to create a mental ‘map’ of the ground 

you’d like to cover  

• When the conversation is coming to a close don’t hesitate to bring 

the subject back to your ‘take away message’ e.g. “Can I just 

mention the ‘phone number and website address?” 

• Above all be yourself! 

Writing a letter to an editor 

A quick and cheap way to make an impact is by writing a letter to the 

editor of your local newspaper. You can send out a letter a couple of 

weeks in advance of NAW to forewarn people the campaign is 

coming up. Alternatively send it out after the campaign to thank 

people who have called up in response to your publicity. Here are 

some suggested guidelines for a reader-friendly letter:  
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• Keep it short – 100 to 150 words at most (that way you’re less 

likely to be edited)  

• Try to start or contribute to an existing debate or discussion  

• Stay relevant - use local names and stats if you have them 

• Sometimes an editor might hold on to a letter for several weeks 

so don’t put a date on your letter 

• Include your name and address at the bottom of the letter, and 

include a telephone number so they can contact you if they have 

any further questions. 

Using social media 

If your organisation has a Facebook page do use it to tell people about 

what you are doing during National Adoption Week. Twitter is 

another great way to spread your messages. You have to be creative 

to come up with arresting messages of just 140 characters but 

publicising your work in this way really works. Over the coming weeks 

we’ll be updating our Communications Calendar to include suggested 

tweets in the countdown to NAW. The hashtag for this year’s National 

Adoption Week will be #SupportAdoption. At First4Adoption we’ll aim 

to retweet everything we find with this hashtag. 
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Videos and photos 

Sharing photo and video content on websites and social media will 

enhance your messaging and help engage potential adopters. As well 

as our image library, First4Adoption has also produced several videos 

exploring adoption as well a series of “Meet the Adopter” webcasts. If 

you’d like to share them you can find them all at: 

www.first4adoption.org.uk/meettheadopter  

www.first4adoption.org.uk/who-can-adopt-a-child/success-stories  

First4Adoption contacts 

If you need help or assistance with media enquiries please contact: 

Chris Burton, Communications & PR Manager 

chris.burton@first4adoption.org.uk 

Have a great National Adoption Week!

http://www.first4adoption.org.uk/meettheadopter
http://www.first4adoption.org.uk/who-can-adopt-a-child/success-stories
https://owa.coram.org.uk/owa/redir.aspx?SURL=P6jm48CkGZT8DMygdbGeZrUgrlx_-v5DOX000paeEVJR0YPPwrPSCG0AYQBpAGwAdABvADoAYwBoAHIAaQBzAC4AYgB1AHIAdABvAG4AQABmAGkAcgBzAHQANABhAGQAbwBwAHQAaQBvAG4ALgBvAHIAZwAuAHUAawA.&URL=mailto%3achris.burton%40first4adoption.org.uk

