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THE GOOD NEWS
 Most coverage is generated by local offices, and is 

basically positive
 Negative coverage tends to be at the national level
 All in all, nobody is really talking about us

THE BAD NEWS
 All in all, nobody is really talking about us
 Which explains why nobody knows who we are or 

what we do
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This is actually good -
we don’t have to try to change minds

or dispute strongly held beliefs

WE JUST NEED TO EDUCATE
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MESSAGING AUDIT



MESSAGING AUDIT
 Website
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MESSAGING AUDIT
 Website

• Ogilvy: “What is missing is an overview of the child 
support process and sequence of events. A brochure 
and a download that is printable that outlines how 
child support works and the order of actions to take 
is badly needed. This is the most important tool that 
the state and/or each county could create, because it 
educates a new customer and outlines expectations 
for a process that we know is challenging. “
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MESSAGING AUDIT
 Social Media
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MESSAGING AUDIT
 Social Media

• Ogilvy:  “Facebook is 
damaging the Child 
Support brand.  Even 
content that did not 
relate to child support 
generated anger and 
created a public 
forum for parents to 
fight with each other.”
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MESSAGING AUDIT RECOMMENDATIONS:

 Social Media
• Posts and tweets should be strictly informational, about 

programs and resources
• Highlighting local department activities such as 

backpack drives, resource fairs and sports team nights 
in the community are also appropriate 

• Do NOT give parenting advice 
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RECOMMENDATIONS (continued):

 Social Media
• Pictures of happy children are misplaced here
• Focus on service and value to parents  
• Provide information on services or programs that 

you offer and help parents understand how Child 
Support Services might be valuable for their 
situation

• Public Service Announcements should be 
informational rather than inspirational
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Ogilvy: “While Child Support Services thinks of itself 
(and wants to be) an organization that supports 
families and positive parenting, messaging on 
websites and in all materials should be basic, 

informational and straightforward.”  

“Images of happy children and happy parents are not 
helpful to people in the position of needing or paying 
child support.  Helpful comments about ‘being there 

for your child’ are NOT what parents need to hear 
from Child Support Services.”
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QUESTIONS SO FAR?
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FOCUS GROUPS







Changing the Message

Communicators/Outreach – high awareness of consumer 
difficulty
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Employees – GREAT commitment and sense of value, 
but also aware of consumer confusion/difficulty
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County Partners – a mix of awareness and frustration
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State Level Partners –

“Nobody is vested in the ownership of this program.  At 
the state level, they are interested in the policies, but 
counties run the programs and the money comes from the 
feds, so you can’t get a state legislator interested.”

“They should think of themselves more broadly – they 
should view themselves as a service center.  It’s almost 
the opposite of enforcement.”

“We need navigators to help them (parents)…feel 
respected.”



When awareness is low, misconceptions are high.
AND,

When there is no clarifying or competing
messaging coming from the state or county,

people have no reason to believe 
that their understanding is inaccurate.
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CONSUMER FOCUS 
GROUPS





CONTEXT:

Life’s joys and anxieties, and how they tie in to 
child support.
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FIRST ASSOCIATIONS EXERCISE:

First word that comes to mind when thinking 
about Child Support Services
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NOT ONE PERSON
MENTIONED FAMILY, 

PARENTS
OR CHILDREN





MARTIAN EXERCISE:

How would you describe Child Support to
someone who had never heard of it?

Changing the Message











PERSONIFICATION:

If Child Support was a person,
what would that person be like?
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Strong and corporate

For most men and other 
women, this means: arrogant, 
aggressive, calculating and 
dominating 

For some women, this means: 
competent, professional and 
determined

“A professional 
woman.” 
– Female

“A man in a suit. He 
enforces the law…
businesslike, to the 
point, professionally 

dressed.” 
– Female

“A very tall, blond 
woman, arrogant, 

calculating and cold 
and drives a Hummer.” 

– Male

“She is Russian or 
German and wearing 
black leather.” – Male

“Tough, strict, 
stern.” – Female
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Unapproachable and cold

“He drives a Jeep Wrangler. Rugged and will run someone 
over.”

– Female

“I think of ‘Men in Black’: blank, intimidating, just stares.” 
– Male

“A muscle man with a briefcase.” – Female 

“An aggressive male, like a military guy, older, mean and 
sexist.” 

– Female

“Cold hearted.” – Female

“A man, strong, strict, often angry, wearing a suit and tie.” –
Female

“Not a good listener. Impersonal.” – Male



Detached and Indifferent

No common ground, understanding or 
empathy

“There aren't any beat up cars in their community.                                     
Gated communities that are mid-to-upper class.”  – Male

“A white man. Privileged, can’t relate.” 
– Female

“Don’t mingle with us.” – Female

“He lives in places that a single black mother does not live in.” 
– Female

“He has walls no one can climb.” – Female





ADJECTIVES:  Child Support Today

Choose up to six words that 
best describe Child Support today
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COLLAGE:  Child Support Today

Choose images that best describe
what Child Support is like today
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These exercises reflect a lot of negativity about 
Child Support Services.

So we asked about an IDEAL Child Support;
the Child Support Services of the future.
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ADJECTIVES:  The IDEAL 
Child Support

Choose up to three words that best describe 
an ideal Child Support Services
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“A WORLD WITHOUT”  
What would life be like without 

Child Support Services?

Changing the Message











WHAT DO WE MOST NEED TO ADDRESS?
 People are unaware of the breadth of 

services we offer
 People should feel comfortable in 

seeking information, so they can learn 
more about their rights and the benefits 
of child support services

 Messaging is inconsistent across the 
state

 What motivates parents is not the same 
as what motivates us
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UNDERSTANDING is addressed by returning to the 
conclusions of the media and messaging audits…..

WE JUST NEED TO EDUCATE
 Focus on service and value to parents
 Provide information on services and programs 

offered
 Help parents understand how Child Support 

Services might be valuable in their situation
 Be informational rather than inspirational







Changing the Message

Our “brand constraints” are all about 
PRODUCT and EXPERIENCE 

- the “what” and “how”

 We are not a “product brand” but we 
need to improve the product

 We are not an “experience brand” but 
the negative experience deeply affects 
the brand
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WE ARE A PROMISE BRAND – the “WHY”

…but our “why” is not the 
same as our customer’s







The research shows directions that lack credibility:
 Focusing on Family: Client families are not intact, 

most do not wish them to be intact, and they 
consider this a shameful failure

 Focusing on Children: We serve parents, not children, 
and the parents’ motivation is not their children

 Focusing on Compassion or Trust: Compassion is a 
hard sell (we will still enforce) and trust must be 
earned
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CREATIVE BRIEF

What elements
should define our
message moving
forward?





THE MESSAGE:
Right now our customer sees Child Support Services as 
“The System”.  They include the laws, the courts - all of 
it is considered part of Child Support

 We are not the system, 
 We can explain and help                                    

you WORK WITH the system
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Things to remember:
 Stick to the basics of what we 

do and how that helps parents
 Say it over and over
 Use images of parents with 

Child Support employees
 ALWAYS, ALWAYS, ALWAYS tie 

it back to our services
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