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1.0 Situation 

Within Barnsley there continues to be a shortage of foster carers to provide quality local placements that are in line with the needs of the children and 
young people requiring care. This can result in children having to be moved a number of times, sibling groups being split up and placements having to be 
made out of area. None of these are conducive to achieving the best outcome for a child requiring care.  

Currently, the population of Barnsley has a low density of foster carers at only 1 in 1,000 of the adult population, as compared to an average figure 1.6 per 
1,000. If Barnsley could achieve this average, then it would almost double its service provision. 

The recruitment target for the 2017/18 year was to approve approximately 50 new fostering households as a net figure. Last year’s campaign resulted in 
recruiting 37 foster carers; providing 26 net carers (increase of 18%).

While the recruitment activity needs to attract an increased level of enquiries from people of all backgrounds and skills to meet demand, there also needs 
to be targeted efforts around harder to place groups. Specific to Barnsley, this includes older teenagers, sibling groups and children with specific healthcare 
needs, which is very much in line with regional and national trends. There also needs to be a focus on recruiting foster carers to provide long-term fostering 
placements. 

The aim of this plan is to improve local placement choice and stability for children and young people in Barnsley, particularly for older children/teenagers 
and sibling groups. We also want to increase the number of in-house placements and reduce the usage of independent fostering agencies and residential 
care. This will be achieved if we can recruit more in-house foster carers to our network who can help meet the needs of looked after children in Barnsley.

This year we will focus on fostering with Barnsley Council. We need to draw on our strengths and acknowledge our competition – members of the fostering 
service chosen to work at our organisation above the others, so foster carers will choose to join our organisation, too. We need to show them what it really 
means to be a part of our team.

We will build on the success of working in collaboration with the North East Area Council, using hyper local marketing techniques to target those potential 
foster carers living in following Area Councils locations: Central; Dearne, North Area; Penistone; and South Area. We will continue to work with North East 
too.



2.0 Objectives 

VISION: Working together for a brighter future  - a better Barnsley
Town Spirit theme – Live It

Priorities/ visions and 
values

2020 outcome / objective Action Campaign objectives

8. Children and adults
are safe from harm

The fostering team continually work towards 
the corporate outcome of Children are safe 
from harm, as it works over 80% of looked after 
children in Barnsley to be in family placements 

Selling the foster care ‘product’ is unlike 
promotions or marketing of any other kind. 
Foster care changes the lives of the people we 
recruit, perhaps forever, and for many it’s a 
‘24/7’ commitment for years of their life. It is 
unlike any other role and recruiting foster 
carers is unlike recruiting any other kind of 
volunteer.  To achieve this, prospective foster 
carers need to be able to access:

 Information as to who can foster – 
including myth busting

 Information on other people’s positive 
experiences of becoming a foster carer

 Increase awareness of support 
available

 The benefits of being a foster carer 
with Barnsley Council as opposed to 
an IFA.

 Recruit 30 net foster carers annually. Based on last 
year’s figures, we need to recruit 40 people to allow 
for any who drop out from the process.

 Fostering Page Facebook reach 9,300; engagement 
10% = 1,000 PCM

 Fostering Page followers to reach 1,719 (increase of 
six PCM)

 Fostering Twitter account followers to reach 737 
(increase of 15 per month)

https://www.barnsley.gov.uk/services/our-council/town-spirit/live-it/


2.1 The main key behavioural change goals are to get the public to:

Increase people engaging with the services through direct contact, the website, information events and social media.
Increase initial enquiry levels, resulting in a rise in overall applications

3.0 Stakeholders and partners

Stakeholder group Why we need to work with this group Targeted activity

3.1 Internal
Barnsley Council 
colleagues (general) 

One Council and ‘We’re a team’ – important to share good 
news 

 Straight Talk articles
 Placebook / Communicate posts
 Diana’s blog on SharePoint

Fostering team 
colleagues involved in 
this work

Promote the good work they’re doing to tackle associated 
issues; get them involved in generating rich content for 
social media ‘telling stories’

 Straight Talk
 SharePoint blogs



Foster Carers Promote the good work they’re doing  Social media
 Fostering blog
 Case studies for media
 Short video clips

Area teams The area teams are key to the success of the campaign with 
their own dedicated social media channels and local 
knowledge.

Messages and activities can be tailored to meet local needs 
and share good news stories

 Social media toolkit with graphics, covers and information
 Activities and events to be attended by Fostering
 Share marketing plan
 Provide regular updates 
 Offer briefings
 Share news releases

Elected members/ 
Cabinet

Need to be kept informed and champion this work in the 
community

 Share plan with Cllr Cheetham 
 Media briefings/ opportunities
 Share news releases
 Encourage Twitter RTs from active members

3.2 External
Barnsley Residents These are our potential foster carers  Social media

 Fostering Blog
 Information evenings
 Fostering attendance at key events
 Case Studies
 Short video clips

Local MPs Need to be kept informed and champion this work in the 
community

 Provide regular updates
 Offer briefings
 Encourage Twitter RTs
 Share news releases

Media – local and 
specialist publications

Need to be kept informed and champion this work in the 
community

 Media releases/ social media



4.0 Strategy 

Following the success of the North East Area targeted campaign, we will roll out recruitment and associated communications and marketing to the rest of 
the borough, based on Area Council areas  - Central; Dearne, North Area; Penistone; and South Area (with continued work in North East Area)

Using existing #BarnsleyCares message, supplemented by an Area Council hashtag eg #PenistoneCares, a memorable and striking approach to the 
campaign will be created to be used across the borough with area teams and on social media.  These can also be used to promote taking the fostering 
information evenings “on tour” around the borough, instead of just being at the town hall.

We will use innovative and creative marketing materials to convey our messages. 

We will signpost to ways that people can find out more about becoming a foster carer and what the role entails. The words of our current foster carers can 
speak much louder than ours. Real stories are what resonate, especially when others can see themselves in them. We will film our carers talking about their 
own journey into fostering and use their quotes to help others see that they could do it too. These stories – especially if they focus on what it’s like to foster 
with Barnsley Council – will also help us stand out from the rest.

We will match our audiences to the children we need to place. We want to make sure our activity is as targeted as possible. Certain demographics are 
better suited to caring for sibling groups, older children and those with challenging behaviours, so we will target our audiences based on their skill sets and 
who they could best provide a loving home for. We will achieve this using demographic data made available by our Business Intelligence Team.

We will motivate, stimulate interest and sustain participation through dispelling myths. If somebody already thinks they are too old to foster, they’re not even 
going to search online to find the answer. We need to put the myth-busting message in front of them – and in front of our single, renting, LGBT, disabled or full-
time employed audiences too – everyone can bring something to fostering, so we need to make sure we’re the one to show them this. This will increase our pool of 
potential carers and diversify the skills and home environments available to our children and young people.

We will share key messages on the benefits of becoming a foster carer (both internally and externally).

The Fostering Facebook page will continue to be a resource for our messages. 

Telling stories – we will share case studies, photos, quotes and short videos featuring our current foster carers from each Area Council. We will share stories 
from our social workers to show the support and training on offer to foster carers. We will celebrate and share our achievements.

Foster carers from each ward will act as local champions.



5.0 Key messages

Primary messages:

• There is a need for more foster carers in the Barnsley region

• There is an urgent need for people to care for teenagers, sibling groups and children with additional needs

• We consider people from a wide variety of backgrounds and circumstances

• Fostering or adopting a child is incredibly rewarding and is life-changing for the carer or parent and the child

Secondary messages:

 We offer ongoing support, and, in the case of fostering, training and development opportunities, and good financial support 
(competitive compared to IFAs, skills-based pay)

 The process is a lot shorter and less complex than in the past



5.1 Supporting facts and figures

Currently, the population of Barnsley has a low density of foster carers at only 1 in 1000 of the adult population, as compared to an average figure 1.6 per 
1000. If Barnsley could achieve this average, then it would almost double its service provision. 

A 57% increase in initial enquiries would suggest a large increase of awareness. Further targeted campaigns 
within each area council aims to grow this awareness further and lead to more enquiries

Using these figures as a basis, we will need to have at least 160 enquiries to achieve our objective of 40 
approved carers.

Fostering Enquiries
Month 2015/16 2016/172017/18
April 8 4
May 12 6
June 3 12
July 8 20
August 9 17
September 8 12 22
October 11 3 21
November 6 8 9
December 5 4 10
January 2017 8 6 9
Feb 4 5 4
March 9 7 16

Total 51 85 150

*Highlighted yellow indicates Dearne Fm ads playing



6.0 Market segmentation

Segment group Why we need to work with this group Key messages 
(Linked to themes and priorities)

Targeted activity

Residents  These are our key audience – our potential foster 
carers

 See 2.2.1  Social media posts
 Website information
 Media releases/ website
 Marketing collateral – posters, banners 
 Tailored to localities, demographics,  psychological and 

behavioural categories, using business intelligence 
information

Area Council 
teams

 Need to be kept informed and champion this work in 
the community

 All – tailored to localities  Social media posts
 Website information
 Media releases/ website
 Marketing collateral – posters, banners 


Media  Need to be kept informed and be positive or 
balanced about this work

 All  Regular news releases
 Media interviews


Community 
influencers

 Very vocal about the issues and keen to generate 
media coverage – important to get them on side and 
challenge myths

 All   Challenge myths raised by known influencers; 
respond to questions



The table and map below summarise the number of Barnsley Foster Carers by ward:

Ward Name Count
Central 9
Cudworth 3
Darfield 1
Darton East 5
Darton West 4
Dearne North 3
Dearne South 9
Dodworth 4
Hoyland Milton 4
Kingstone 4
Monk Bretton 6
North East 16
Old Town 9
Penistone East 5
Penistone West 10
Rockingham 6
Royston 1
St Helen's 7
Stairfoot 1
Wombwell 5
Worsbrough 6    



Foster Carers Mosaic Analysis

 

The profile illustrates that the five mosaic groups with 
largest number of foster carers:

 Family Basics 24
 Aspiring Homemakers 19
 Transient Renters 15
 Domestic Success 13
 Modest Traditions 12

Also that the following groups have an index score of over 
100; this means that we have a higher proportion of foster 
carers than the Barnsley borough profile (see appendix 
fore full explanation)

 Family Basics
 Aspiring Homemakers
 Domestic Success
 Rural Reality
 Country Living

Your area or file:
Foster Carers Compared to all Barnsley Households

Comparison area or file:
Local Authorities - Barnsley (Households)

This page ranks the Mosaic Public Sector Groups in your area by percentage. Follow ing this is a description of the top tw o groups.

Rank Mosaic Public Sector Groups Your area/file % Comp. % Pen. %  Index 

1 M Family Basics 24 18.32 10,950 10.50 0.22 174
0

2 H Aspiring Homemakers 19 14.50 10,902 10.46 0.17 139
0

3 L Transient Renters 15 11.45 16,911 16.22 0.09 71
0

4 D Domestic Success 13 9.92 4,969 4.77 0.26 208
0

5 K Modest Traditions 12 9.16 12,068 11.58 0.10 79
0

6 G Rural Reality 10 7.63 4,957 4.75 0.20 161
0

7 N Vintage Value 10 7.63 11,966 11.48 0.08 67
0

8 F Senior Security 7 5.34 9,071 8.70 0.08 61
0

9 O Municipal Challenge 7 5.34 8,740 8.38 0.08 64
0

10 A Country Living 6 4.58 2,463 2.36 0.24 194
0

11 E Suburban Stability 6 4.58 8,104 7.77 0.07 59
0

12 I Urban Cohesion 1 0.76 137 0.13 0.73 581
0

13 J Rental Hubs 1 0.76 1,124 1.08 0.09 71
0

14 B Prestige Positions 0 0.00 1,892 1.81 0.00 0
0

15 C City Prosperity 0 0.00 0 0.00 0.00 0
0

Total 131 100 104,254 100 0.13 100

M Family Basics
a

Key Features Channel Preference Index

Families w ith children Face to Face 103
Aged 25 to 40 Post 86
Limited resources Landline 110
Some ow n low  cost homes Email 102
Some rent from social landlords Mobile 118
Squeezed budgets Online 95

H Aspiring Homemakers
a

Key Features Channel Preference Index

Younger households Face to Face 88
Full-time employment Post 93
Private suburbs Landline 95
Affordable housing costs Email 110
Starter salaries Mobile 122
Buy and sell on eBay Online 109

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.

The linked image cannot be displayed.
The file may have been moved,
renamed, or deleted. Verify that the
link points to the correct file and
location.



These groups will be the demographics we will target; in particular Domestic Success and Family Basics and we will be able to use further information from 
business intelligence to get a ward by ward breakdown. Information about each type group is in the appendix. Although the demographic information is 
generic, it can give us a good idea about people’s drives.



7.0 Resources and budget

Budget £15,000

Expenditure code XX

Date Supplier Item description Cost PO 

raised

Budget running total  

April 

onwards

BMBC Facebook event promotion £100 14,900

June-

Nov

Global DAX audio campaign – streamed radio adverts £2,750 12,150



8.0 Implementation plan and key milestones (tactics) 

Month/Date Activity Audience
Social media posts – general and targeted (area tbc)
Fathers Day social media post
30 June – Royston Gala Event recruitment 

Ongoing May/June

June – two page ad in Barnsley Today magazine

Social media posts – general and targeted (area tbc)
Dax audio targeted campaign starts (6 months)
World cup themed social media
1 July – Dodworth Miners Welfare Gala recruitment
14 July Mayors Parade presence

July

15 July – Destination Barnsley Locke Park recruitment
21 July – Cudworth Tea in the Park - recruitment
24 July – St Helen’s Gala  recruitment
Social media posts – general and targeted (area tbc)
12 August Locke Park Gala recruitment
25 August Cannon Hall Food Festival recruitment

August

Social media posts – general and targeted (area tbc)
9 Darton Gala recruitment

September

Social media posts – general and targeted (area tbc)
20 21 Elsecar Food Festival recruitment

October



Social media posts – general and targeted (area tbc)November

Social media posts – general and targeted (area tbc)December

Social media posts – general and targeted (area tbc)January

Social media posts – general and targeted (area tbc)February

Social media posts – general and targeted (area tbc)March

8.5 Calendar of national days/ weeks/ events linked to campaign

April May June July August September October November December January February March
Barnsley FC 

Takeover 
Day

Fostering 
Fortnight

17 Father’s 
Day

World Cup Bank holiday Penistone 
Show

National 
Adoption 

Week (Long 
Term 

Fostering)

Halloween

Bonfire Night Christmas 
messages

New Year 
resolutions

Valentine’s 
Day

LGBT Adoption 
& Fostering 

Week

31 Mother’s 
Day



9.0 Measures

Measure How
Media releases and statements PR coverage and sentiment Google web alerts/ media coverage 

Social media reach, engagement and sentiment Facebook and Twitter analytics

Straight Talk open rate/ click through rate for relevant articles Mailchimp analytics

Tangible service measures See working group dashboard/number of enquiries/information evening attendance/foster carers

Public perception (qualitative) Do residents think and feel we’re making 
a difference?

Social media feedback, focus groups, foster carers feedback

A quarterly report will be circulated.

 



10. Materials

Example of social media template:

             

Text/image here Text/image here



Appendix A

Profile Reports Explained:

A profile report allow s you to understand the characteristics of a citizen / prospect f ile or a geographical catchment, compared to a comparison
file or area.

For more information please refer to the Mosaic Segmentation Portal at http://w w w .segmentationportal.com.

Mosaic Public Sector Groups Your area/file % Comp. % Pen. %  Index 

A Country Living 1,481 29.52 48,940 15.46 3.03 191

B Prestige Positions 932 18.58 10,389 3.28 8.97 566

C City Prosperity 343 6.84 309 0.10 111.00 7006

D Domestic Success 492 9.81 17,507 5.53 2.81 177

E Suburban Stability 170 3.39 17,381 5.49 0.98 62

F Senior Security 211 4.21 33,038 0.64 40

G Rural Reality 0 0.00 57,235 18.08 0.00 0

H Aspiring Homemakers 62 1.24 33,940 10.72 0.18 12

I Urban Cohesion 48 0.96 2,210 0.70 2.17 137

J Rental Hubs 108 2.15 12,026 3.80 0.90 57

K Modest Traditions 152 3.03 12,662 4.00 1.20 76

L Transient Renters 237 4.72 25,646 8.10 0.92 58

M Family Basics 718 14.31 19,268 6.08 3.73 235

N Vintage Value 63 1.26 19,342 6.11 0.33 21

O Municipal Challenge 0 0.00 6,757 2.13 0.00 0

Total 5,017 100 316,650 100 1.58 100

Your area/file:
The number of 
records in your 
chosen area that 
fall w ithin each 
Mosaic group.

Comparison area/file:
The number of records in 
your chosen comparison area 
that fall w ithin each Mosaic 
group.

Index:
Show s how close 
your area % is to the 
comparison area %.  
An index of 100 
means your area % 
is equal to the 
comparison area %.
Below  100 means 
your area % is low er 
than the comparison 
area %.
Above 100 means
your area % is 
higher than the 
comparison area %.

Penetration Percentage:
Show s the proportion of the comparison area that is 
made up of your area's population for each Mosaic 
group. For example, if  the penetration of group A w as 
10%, then your area represents 10% of all group A's 
living w ithin the comparison area.

Your area/file 
percentage:
The number of 
records in your 
chosen area that 
fall w ithin each 
Mosaic group as a 
percentage of the 
total in your area.

Comparison area/file 
percentage:
The number of records in 
your chosen comparison 
area that fall w ithin each 
Mosaic group as a 
percentage of the total in 
the comparison area.

Index Value Graph:
Show s the index value visually.  
The centre line is 100, w here your area % and the comparison area % are equal.
Left of centre means that the Mosaic Group is underrepresented in your area/profile compared to the comparison 
area/profile.
Right of centre means that the Mosaic Group is overrepresented in your area/profile compared to the comparison 
area/profile.



Appendix B – Mosaic Group Descriptions

M Family Basics

Families with limited resources who have to budget to make ends meet

Core Features
Typically aged in their 30s and 40s, Family Basics consists of families with school age children, whose finances can be overstretched 
due to limited opportunities, low incomes and the costs of raising their children. In addition to younger children, some families also 
continue to support their adult offspring. While many households are headed by a couple providing two incomes, a small 
proportion are lone parent households.

Homes are typically low value and may be located on estates or in pockets of low cost housing in the suburbs of large cities and 
towns. They are usually three bedroom terraced or semi-detached houses, often dating from between the wars or from the 1950s 
and 1960s. Most people have lived in the area for many years.

A proportion of the working families have pushed themselves to buy their low cost homes, but more than half rent their home from 
social landlords.

Limited qualifications mean that people can struggle to compete in the jobs market, and rates of unemployment are above 
average. Employment is often in low wage routine and semi-routine jobs. As a result many families have the support of tax credits, 
but significant levels of financial stress still exist.

Families will take budget holidays to give the children an opportunity of getting away. Red top newspapers are popular sources of 
information.

They send a large number of texts every day and are keen social networkers.

H Aspiring Homemakers

Younger households settling down in housing priced within their means

Core Features

Aspiring Homemakers are typically younger families, couples who are yet to have children, and singles in their 20s and 30s. A 
good number are setting up homes for the first time. Couples can be married or more likely co-habiting, and where there are 
children they are usually of nursery or primary school age.

Homes are likely to be semi-detached and terraced properties, modest in size but with three bedrooms and mostly owned; three-
quarters of Aspiring Homemakers are in the process of buying their house with a mortgage.



Most Aspiring Homemakers are driven by affordability when it comes to choosing where to live. They select either modest priced 
housing on newer estates, larger homes in better value suburbs that give them more space, or the least expensive homes in 
popular suburbs.

The majority of Aspiring Homemakers are in full-time employment with a few part-time workers. The starter salaries they earn 
mean that most can manage their household budgets, but outgoings can be high so they appreciate the benefits of buying and 
selling on auction sites. Unsecured loans can help with larger purchases.

They own smartphones, are keen social networkers, manage their bank accounts online and download a large number of apps.

L Transient Renters

Single people privately renting low cost homes for the short term

Core 
Features 

Households in this group are typically aged in their 20s and 30s and are either living alone or homesharing. Very few people are 
married and there are few children.

Properties are often older terraced properties, primarily rented from private landlords with a few social landlords. They include 
some of the lowest value houses of all, and with tenants moving on quickly and paying low rents, private landlords are often not 
inclined to invest in improvements.

Many work full-time, however their lower skilled jobs mean that incomes for Transient Renters are often limited. Others may be 
trying to improve their situation by studying for additional qualifications.

This group are the most reliant on their mobile phones, saying they couldn’t manage without them. They are the most prolific 
texters, and frequently check social networks and download music. They have the lowest use of landlines.

D Domestic Success

Thriving families who are busy bringing up children and following careers

Core Features

Families in Domestic Success are headed by couples typically aged in their late 30s and 40s, many of whom have school age 
children. Parents in this group are the most likely to have a degree and may have delayed having children until their careers were 
established.



They now live in good-sized three or four bedroom detached properties, owned with a considerable mortgage outstanding. Their 
lives are now settled and they have very comfortable standards of living. These are homes they can expect to stay in while their 
children grow up.

Company car ownership is high, a benefit of working for well-known organisations or professional firms in sectors such as finance, 
property, information technology and professional services.

Domestic Success are frequent internet users. As well as being constantly connected for work, they enjoy the time-saving 
convenience of banking, shopping and managing bills online. They love owning the latest technology and, in addition to 
smartphones, they are the most likely group to own tablets.

K Modest Traditions

Mature homeowners of value homes enjoying stable lifestyles

Core Features 

Modest Traditions consists of people aged mostly between 46 and 65 who have worked hard to buy their own homes and are 
now benefiting from that decision. They live in older two or three bedroom terraced or semi-detached homes, some bought from 
the local council.

They are a combination of single people, married couples and families with grown-up children still living at home. Where children 
are able to contribute to the family income they are likely to be better off than their neighbours. 

Modest Traditions tend to work in lower level jobs, perhaps in skilled trade occupations for which an apprenticeship was as useful 
as a degree, or in administrative or customer service jobs. 

When shopping they tend to be focused on what they want and are not easily distracted. However at the supermarket they are the 
most likely to notice offers and advertising on trolleys and shelves. 

Modest Traditions aren’t generally up-to-date with the latest technology but many will have mobiles for basic communication 
and will make some use of the internet for information.


