
Spreading the Word
Proactive Communications 

for NYTD



Underlying Beliefs

Child Welfare…
 is a community responsibility
 must be accountable and responsive
 can always be improved
 must be as open and transparent as law 

allows (while respecting confidentiality 
and privacy)



Transparency is a responsibility to the public 
and to youth and families involved

Power felt by individuals 
who are served by 
“the system”

Responsibility entrusted 
to “the system” 

by the public

Obligation of “the 
system,” to engage, 

inform, educate



Child welfare must be inclusive and 
engage:

 Youth and families
 Other interested parties, including the 

general public

Tap into experiences, expertise, generosity



Communications/Engagement Strategies

 Give a voice to people served
 Create a culture of customer service
 Establish effective two-way 

communications
◦ Shift away from “agency outward” information 

flow

 Develop ways to engage, build 
relationships with and solicit input from 
those served and interested parties.



Guiding Communications 
Engagement Strategies

Be proactive
Thereby, more effectively 

reactive



Effective Communications Practices

 Are strategic and “planful” (tied to 
mission and goals)

 Reflect uniqueness of organization and 
community served

 Facilitate partnerships and relationship 
building

 Involve youth and families
 Identify important interested parties



Effective Communications Practices

 Develop effective, engaging messages
◦ Often best framed by those served

 Are accurate, relevant, memorable
 Develop effective communications 

channels
 Are flexible and evolving, adapting to 

needs, goals and communication 
preferences



Important people to engage/inform

 Those served (children, youth, families)
 Media
 Public officials
 Funded providers and allied professionals
 Staff
 Advocacy bodies (eg., Citizen Review Panels)
 Tribes
 General public (including unserved, 

underserved populations)



Communications Channels—
ways to communicate

Media Relations

 Build relationships with media
 Write media advisories, letters to editor opinion 

pieces, etc.
 Capitalize on reactive responses
◦ Opportunities to educate

 Engage media proactively through invitations to 
events and activities

 Educate media about lives and struggles of 
families/youth so media accounts are nuanced and 
culturally sensitive

 Maximize use of website



Communications Channels
Electronic Communications (Traditional)

 Website
◦ “Go to” place for interested parties
◦ Easily accessible contact information
◦ Easy to navigate, intuitive

 Intranet—for staff
◦ Resources and announcements

 Distribution lists/Listserves to 
internal/external parties, web alerts



Communications Channels
Electronic Communications 

(Social Media)

Considerations
 Growing communications preference—

especially with youth
 Participatory nature—promotes 

transparency/empowerment
 Types
◦ Facebook
◦ Twitter
◦ Blog
◦ YouTube



Communications Channels
Publications
 Including those youth or family-centric
 Rights publications

Targeted-letters; information pieces; briefings

Complaint/concern mechanisms

Community engagement
 Events/town meetings
 Awareness campaigns
 Donation acquisitions to support children, youth, 

families and even agency



What does this mean for you?

 Examine current 
engagement/communications efforts and 
reach out to those responsible in state
◦ Public Information Office
◦ Web Master
◦ Legislative Affairs
◦ Involved counties/local government

 “Communications staff” cannot be proactive 
and do their job if they’re out of the loop

 “Communications staff” need you to 
develop effective messages



“Communications staff” are valuable 
partners to engage/inform and 
reach youth about:

 Current programs
 NYTD
 Opportunities



“Communications staff” are valuable 
parties to educate interested parties 
about
 Current work done to support 

transitioning youth and future plans
 Foster care and lives of transitioning youth
 Reports documenting poor outcomes (eg., 

Chapin Hall; Adoption Institute)
 NYTD
◦ Goals and process
◦ Anticipated outcomes and how outcomes will 

inform local work



Optimum Scenario:

A system that engages youth and families.

A system that has an involved and informed
public knowledgeable about child
welfare’s operations, mission and goals,
challenges, and opportunities.

Such a system is well supported and better
able to weather negative news/criticism.



Examples of Effective 
Communications across 
the States



Youth focused websites:

California (http://calnytd.org/ )



What is it? NYTD is a unique opportunity for
foster youth to share their experiences to improve
foster care services. The survey asks you to use your
voice to benefit the kids coming up after you. Sharing
your experiences will help leaders in government make
the best possible decisions about foster care policies
and services. Your participation will help make sure that
the full diversity of the foster youth community is
heard.

Eligible youth should take this opportunity to participate
in this groundbreaking project. The federal and state
government wants to know about your unique
experiences and needs. Be heard!

California (http://calnytd.org/ )



South Carolina (http://www.nytdstayconnected.com/)



North Dakota (http://www.nd.gov/ndyouth/nytd)



What is the National Youth in Transition Database (NYTD)
The National Youth in Transition Database (NYTD) beginning October 1, 2010 asks states to 
collect demographic information via a survey from current and former foster care youth.

What data must be collected and reported by States?
NYTD requires States to engage youth feedback via a short survey. States will conduct a survey of 
youth in foster care at age 17 and will conduct a follow up survey with these same youth at ages 
19 and 21 to report information about various outcomes. States will collect and report outcomes 
information on a new cohort of youth every three years. Our first cohort of youth are North 
Dakota FOSTER CARE YOUTH who turn age 17 from October 1, 2010 –September 30, 
2011. North Dakota will ask to survey you at age 17, and again at ages 19 and 21.

Survey Incentives!
North Dakota will provide incentives to youth who participate in the survey. At age 17 = $10 
gift card. At age 19= $20 gift card. If you have completed the first two surveys than at age 
21= $50 gift card.

Why should you be involved with NYTD? 
This is your chance to make sure that your voice is heard! Your involvement in NYTD will 
encourage your  peers to participate, positively impact your own life, and, ultimately, improve 
services for younger foster care youth in North Dakota. We know that the outcomes of many 
youth who leave care are not always that positive. By participating in the survey and staying in 
contact with your state you can help change future outcomes. Get involved with NYTD!

How do I stay in contact with North Dakota. Who should I contact?
Contact the North Dakota Independent Living Administrator at 701-328-4934 or Contact Us.

North Dakota (http://www.nd.gov/ndyouth/nytd)



Illinois (http://www.youthincare.illinois.gov/Main/YouthInTransitSurvey.shtml )



Illinois (http://www.youthincare.illinois.gov/Main/YouthInTransitSurvey.shtml )



NYTD Educational websites

Missouri (http://www.dss.mo.gov/cd/chafee/nytd.htm)



Texas (http://www.dfps.state.tx.us/Child_Protection/Transitional_Living/nytd.asp)



Social Media engaging youth

South Dakota (http://www.facebook.com/pages/South-Dakota-U-
NYTD/166429623394674#!/pages/South-Dakota-U-NYTD/166429623394674?sk=info)



Florida (http://twitter.com/#!/NytdFl)



Florida (http://twitter.com/#!/NytdFl)



California (http://www.youtube.com/watch?v=h1obZHyU28s)

Two talented California foster youth alumni—Janay and Kim—wrote and 
performed a powerful song about the importance of the NYTD project.



Nevada (http://www.dcfs.state.nv.us/Documents/NYTD_AdultBrochure-Final.pdf)

Publications



Washington (http://www.independence.wa.gov/pdf/YouCanGoToCollege.pdf )



Texas (http://www.dfps.state.tx.us/Documents/Child_Protection/pdf/foster-care-
handbook.pdf)



Pennsylvania (Allegheny County)



Lousiana (http://www.dcfs.louisiana.gov/assets/docs/searchable/Child%20Welfare/YouthLink/
NYTDCaregiversFlyer.pdf )

Targeted stakeholder NYTD 
messages



Wisconsin (http://dcf.wisconsin.gov/memos/num_memos/DSP/2010/2010-
11attach5.pdf)



Events

South Carolina (http://www.nytdstayconnected.com/component/content/article/22-
news-and-events/91-2011-nytd-kick-off.html)

“Complete a survey at age 17, again at 19 and again at 21, and receive gifts 
and gift cards.”



Pennsylvania (Allegheny County)



Media Relations

Pennsylvania (Allegheny County)



Oregon (http://news.opb.org/article/programs-aim-keeping-kids-stable-homes/)



Pennsylvania (http://www.post-gazette.com/pg/11203/1162135-454.stm)



Enhancing Media Relations
 Even in face of significant changes, media are 

extremely important/influential
 “Communications staff” need subject matter 

expertise you offer
◦ Proactive—pitching stories, press releases about 

innovations and initiatives
◦ Reactive– “calls out of the blue”

 What can you shed light on?
◦ Technical processes and data analysis
◦ Case practice and youth service offerings
◦ “Authentic voices” of life in foster care and 

journey toward independence



Enhancing Media Relations
 Each jurisdiction—different rules/practices 

for tapping expertise (especially media 
interviews), but professionals and foster 
youth can inform messages

 With interviews, “Communications” offers:
◦ Opportunity
◦ Support and training
◦ Context
◦ Ground rules for media
◦ Parameters regarding expertise of those 

interviewed



Necessities For Youth Working 
with Media
 Training (consider FosterClub)
 Informed consent and knowledge of rights
 Full understanding of
◦ Proposed story
◦ Media outlets’ scope, audience, format
◦ Reporter’s research (including social media)
◦ Perpetuity of stories

 Interview buddy—trusted adult to run 
interference; safe environment

 Post-Interview reflection/decompression
 Educated reporter; sensitivity to ground 

rules/limits



Final Thoughts

 The public has a right to know about our 
work and efforts to improve those we 
serve.

 Be proactive. Establish communications 
practices that inform and are informed by 
youth and families and other interested 
parties.

 We all communicate; how can you help 
spread the word?



Resources
 Positioning Public Child Welfare Guidance: http://www.ppcwg.org/
◦ Particularly sections on strategic partnerships and communications

 FosterClub: http://www.fosterclub.com/

 Guide for Media: Ten recommendations for journalists interviewing young 
people from foster care: http://www.michigan.gov/documents/dhs/DHS-
News-Contacts-FosterCare-MediaGuide_291536_7.pdf

 Working with Families—Working with Media: 
http://www.alleghenycounty.us/WorkArea/DownloadAsset.aspx?id=34613

 Dart Center: Covering children and trauma: 
http://dartcenter.org/files/covering_children_and_trauma_0.pdf



Contacts
Karen L. Blumen

Deputy Director Office of Community Relations

Allegheny County Department of Human Services

Phone: 412-350-5707

Email: Karen.Blumen@AlleghenyCounty.us

Name

Title

Organization

Phone: ###-###-####

Email:

Name

Title

Organization

Phone:  ###-###-####

Email:


