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AddOption
Opening statement (100 words)
For the first time in our country’s history, the adoption joined hands to form a National Adoption Coalition - a mandated and unified structure that promotes and builds awareness of adoption.  The “AddOption” campaign was born as a centralised, unified hub complete with a website and call centre to provide information and guidance for birth and prospective adoptive parents in terms of the adoption process, in fact for anyone in South Africa wanting to know more about adoption as an option.  This campaign ran from May 2011 to Dec 2012.  It will continue in 2013, albeit with a new emphasis and focus.  
Statement of Problem/Opportunity (20 points)

AddOption provides an extensive database of adoption professionals across South Africa.  This is the only resource of its kind that provides both adoption information and database resources in one, consolidated format.  The key focus of ‘Add-option’ is to educate and create awareness among South Africans about adoption as an option when deciding how to deal with a crisis pregnancy, how to become an adoptive parent, or how to extend a family through adoption.  Our role is to assist the adoption community as a whole to create awareness and hence encourage the use of their services.  Our objectives were to drive awareness of AddOption, and in turn uptake and usage of the call centre and website for prospective adoptive parents and mothers in crisis pregnancies. There was an absolute vacuum of information available in South Africa for both adoptive parents and mothers in crisis pregnancies and up until the birth of AddOption, all info and services were fragmented, sketchy and in most instances, people were left feeling alienated, vulnerable and hopeless, either in their efforts to adopt, or find a solution to their unplanned pregnancy.
Research (20 points)
· Estimated number of adoptable children exceeds 1.5 million, roughly 8% of all children, yet currently only 0.2% are adopted.
· Despite the high number of children deprived of parental care, the annual number of adoptions has remained low and static over the past five years, and showed a notable decrease in the 2008-2009 year. 
· Low prevalence of marriage in SA and vulnerability of single mothers, the weakening of the traditional extended family, and the impact of poverty and HIV/Aids, has led to an alarming increase in abandoned babies.  
· There is also a preference for foster care vs adoption, with nearly 40% of adoptable children in foster care currently in South Africa.  This is not ideal, as it is not a permanent solution for the child, and gives them no sense of belonging or long term stability.
· South Africa is a diverse country, with different cultural groups who have unique cultural beliefs and practices impacting adoption.  Up until now, adoption has not been “Africanised” to be more culturally appropriate and relevant. 
· There is a shortage of prospective adoptive parents, especially from the African community.
· Recruitment of prospective adoptive parents is currently carried out in an ad hoc, localised manner by adoption agencies and its reach is limited by lack of financial support. 
· There is a widespread lack of knowledge and understanding regarding the unique dynamics of adoption, the typical issues confronting adopted children and their families, the risk factors that undermine adoption, and the factors that stabilise, strengthen, and preserve adoptive families. 
· The growing number of abandoned babies and children remains a serious concern, with many birth mothers unaware of their options, including adoption, or where to find reliable, non-judgemental counselling when faced with a crisis pregnancy.

Planning (20 points)

We needed to get the issues out there and talked about, rather than hushed and hidden behind closed doors.  To do this, we identified a list of adoption ambassadors, including a number of celebs such as Bonnie and Sisanda Henna, a well-known Black SA couple who recently adopted a black baby, same sex couples who had adopted, mixed race adoptive parents, as well as parents who had adopted special needs children, such as HIV+ positive babies and handicapped children.  We also identified mothers who had given their babies up for adoption, as well as adults who had been adopted as children to tell their stories. We briefed them extensively in our campaign, and their unique stories were pivotal drivers of our media coverage. The face of our above the line campaign, ‘Imagine Being Love’ was the very well-known Nkhensani Nkosi, founder of the fashion label Stoned Cherie. 
Measurement Criteria

· Generate R1.5 million in positive editorial exposure.
· Secure free advertising space wherever possible.
· Drive traffic to the website and call centre.
Execution (20 points)
· Editorial themes were developed around key calendar dates/and research reports eg: child protection week, UN state of SA’s children report, DSD statistics.
· Adoption Ambassadors were profiled – We ensured that we had ambassadors who could tell their stories in as many of SA’s official languages as possible.  We also tapped into a number of local celebs who had adopted, or who were themselves adopted.
· Strong focus on mainstream media, radio (especially African language stations) and TV, although caxton media was also pivotal to essential to gain widespread exposure as quickly as possible at a grass roots level.
Evaluation (20 points)

1. Website received over 1,2 million hits and 26 000 unique visitors in 18 months 
2. Our 24-hour call centre received over 3000 calls and web queries in a year and a half (of which 1200 has been during office hours)

a. 90% of calls/ queries are from adoptive parents

b. 10% of calls/ queries are from crisis pregnancies

3. The total value of pro-bono media placements has been over R 8 million.
4. The total value of contributions in media placement and PR exposure and partner services has been worth over R25 million.
5. Numerous visits were arranged to various children’s homes for members of the media to get a real glimpse of the challenges faced in these organisations.

6. Our website is top in google searches on keywords such as adoption, unwanted pregnancy etc

7. We achieved phenomenal, in-depth coverage on programmes such as Great Expectations, Muvhango, Regstreeks Robinson, and even got the issue of adoption covered as a topic in a local drama show with the focus on the cultural issues and taboos that black couples face when wanting to adopt.    
8. While it’s still too early to know whether we have had an impact on adoption numbers since it is a long and often protracted process, we do know we are having an impact simply through the sheer volume of call centre and website hits.
(Please refer to attached NAC update for detailed support information)
The numbers are significant when one considers that there are only about 2500 adoptions per year.   Every aspect of the AddOption campaign has been done on a pro-bono basis. It’s an incredible achievement delivered solely on the goodwill of social workers, media owners, marketers and the South African media, who have demonstrated each in their own manner a passion to see to it that our vulnerable and adoptable children get to experience the concept of love and parental care.  This entry is not simply about PR efforts, but more a demonstration of what can be achieved with no budget when you have powerful message that is driven through an integrated communications strategy driven by industry experts, a media placement agency, an advertising agency, a PR agency and various partners who commit to getting the job done collaboratively.  
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