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Brief and objectives: 
Let’s Adopt is Blackburn with Darwen Council’s in-house adoption agency, creating ‘forever 

homes’ for children and helping prospective parents to realise their dream of being called 

‘mum’ or ‘dad’. Following a successful launch in 2014, and subsequent awareness 

campaigns, Peppermint Soda was briefed to maintain momentum and boost interest in 

adopting children who are historically ‘hard to place’. 

Objectives: 

 Raise awareness of Let’s Adopt and attract potential adopters from across the region 

 Increase the number of enquiries regarding three key target groups: older children 

(aged four and above), sibling groups and children with complex needs 

 Mark Let’s Adopt’s third anniversary and success to date. 

 

Rationale behind campaign, including research and planning: 
Following an award-winning campaign – Once Upon A Family – in 2016 that focused on the 

magic of family life, Peppermint Soda was determined to take Let’s Adopt’s awareness drive 

to the next level and focus on key pockets of its target audience. Key learnings from Once 

Upon A Family demonstrated that an emotive, relatable initiative generated significant media 

interest and, importantly, enquiries from potential adopters.  

The client highlighted that it was struggling to attract would-be parents who were willing to 

adopt older children, sibling groups and those with complex needs, with the majority of 

enquiries coming through still being for babies. Keen to tackle this head-on, Peppermint 

Soda recommended that we let the children themselves do the talking and that we give them 

a voice, and so, Give Us A Voice was created. 

Discussions with social workers around the barriers they face when finding homes for hard 

to-place children highlighted a myth surrounding ‘older children’ being ‘too old’ and that 

sibling groups would be difficult to integrate into existing family life. As such, Give Us A 

Voice would focus on the simplicity of loving parent/child relationships and allay concerns 

around adopting from a target group. In addition, the campaign would use Let’s Adopt’s third 

anniversary and the milestone of creating 100 families as a springboard for the recruitment 

drive. 



Strategy and tactics, including creativity and innovation: 

To ensure the campaign’s messaging reached the hearts of the target audience, it was 

essential we used every tool at our disposal – the children being our biggest champions. 

With an extremely low budget to work with, Peppermint devised a strategy that 

encompassed both earned and owned media channels, maximising Let’s Adopt’s strong 

community ties and relationships with previous adopters.  

We worked with the Let’s Adopt team to ask children what would be on their ‘wish list’ for a 

mum or dad, briefing social workers to ask as open a question as possible. To align with the 

campaign’s objectives, the children fell into one or more of the three target groups, ensuring 

that their answers were both appropriate and true to life. Comments included: “I’d like a 

family like Santa that I can give lots of cuddles”; “I want to be with my sisters and brothers”; 

and, poignantly, “I want a mummy and daddy that doesn’t hurt me”. 

Mindful of the sensitivities surrounding anonymity, yet aware of the emotive power a child’s 

voice carries, we enlisted the help of actors to record the responses. The audio clips were 

edited into a one-minute recording, with the council’s executive member for children’s 

services delivering the sign-off. 

Determined that the campaign was much more than a press release generating regional 

coverage given that the campaign was exclusively local in nature, we worked with three case 

studies – each one having adopted from within a target group. Their stories were then used 

across Let’s Adopt’s website and social media to promote Give Us A Voice, while they were 

also offered as case studies during media liaison. 

 

Implementation of tactics: 

For maximum exposure – and to maintain links with the community – the audio was officially 

launched at a special invite-only event, involving media, case studies, local dignitaries and 

stakeholders. Again, budget didn’t allow for a ‘bells and whistles’ approach to the choice of 

venue, so we opted for the mayor’s parlour, working speeches from key figures into the 

running order and letting the campaign take centre stage. 

We issued a pre-event photocall to local media, alongside details of case studies available 

for interview. An embargoed post-event release was then sold in on the day of the event, 

coupled with the recording and information about Let’s Adopt having helped to create 100 

‘forever families’ since its launch.  

As part of the campaign, we were keen to achieve buy-in from influential members of the 

community and the local authority. For example, we invited representatives from Muslim 

groups, due to the high proportion of children in this group on the adoption register, and 

adoption charities, as well as the council leader and deputy mayor. Real adopters’ stories 

were also posted on the Let’s Adopt website, along with the audio, for further outreach. 

 

Measurement and evaluation: 
Key highlights included: 

 A 100% increase in web traffic on the day the majority of media coverage landed 



 Overall increase in the number of adopters being at assessment stage compared to 

previous year. There are now 14 in total at various stages of the process, with 

approvals expected in July, August and September 

 Coverage achieved across every target print, online and broadcast media, including 

Lancashire Telegraph, The Bee, and BBC Radio Lancashire 

 100% of media coverage included details of Let’s Adopt campaign messaging to 

recruit adopters for the target groups 

 Following the success of the campaign, Let’s Adopt plans to use the audio as part of 

its ongoing engagement with potential adopters. 

 

Budget and cost effectiveness: 

With such a tight budget – comprised solely of PR retainer – Peppermint worked with the 

council to utilise as much in-house resource as possible. For instance, the audio recordings 

were carried out by the Peppermint team, while the editing was done by a member of the 

Let’s Adopt team. 

Activity focused on earned and owned media channels, with the client later working the 

campaign’s copy into paid print media advertising, thereby saving on additional expenditure 

to draft copy. 

 


