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As caseload numbers decline, the question to 
be answered is whether or not the program is 
reaching those who could benefit from our 
services. This session will look at outreach work 
and program advertisement done in Indiana, 
Virginia, and in other state/county/tribal 
programs to ensure that the word is out.  We will 
close the session with a brief review of 
“Declining Caseloads” from the NCSEA Policy 
Forum.



Digital Marketing Grants

• You can find information about Grants by going to 
the following link:

Grants | The Administration for Children and Families (hhs.gov)

• Information about all of the Digital Marketing Grants 
can be found here:

https://www.acf.hhs.gov/css/grants/current-
grants/digitalmarketing

https://www.acf.hhs.gov/css/grants
https://www.acf.hhs.gov/css/grants/current-grants/digitalmarketing


Policy Forum 2023 
Provided by California DCSS to show the national trend downward.  Based 
on OCSE Annual Reports. 



2023 Policy Forum 
Discussing Ideas to Address Declining Caseload

• Remove the barrier of 
complexity
• Simplified application
• Update references (CP, 

NCP, Obligor, etc.)

• Use Electronic methods
• Mobile App for Applying
• Mobile Payment Methods
• Mobile Communications

• Address Barriers
• Past Trauma with the 

program (stigma – one 
parent is “bad”)

• Lack of Flexibility 
(Automated actions, 
required components)

• Misconceptions of the 
program (Bias, Police)

• Lack of support for co-
parenting (Parents need 
to cooperate)

Speakers in the session were two IV-D Directors, David Kilgore (CA) and Barbara Lacina (VA).



Where do we start?

• Non-legislative Changes
• Policy Revisions that are 

program options

• Improve access to 
employment services 

• Use Influencer assistance 
– fatherhood, other 
programs

• Improve customer service

• Market the program

• State Legislative 
Changes
• Fatherhood engagement 

at the state level

• Cooperative CPS, DCSS, & 
Family Violence Programs

• Full Family Distribution

• Parenting Time Legislation



• Federal Legislative Changes

• Full Family Distribution - get out of the recoupment business

• Employment Services

• Make Parenting Time Agreements Allowable Activity

• Money for Access/Visitation Programs

• Flexible “Limited Services” offerings

• Systems Certification to match progressive changes

• Revisions to Federal Performance Measures

• Case Closure Criteria Re-Assessed

Where do we start?   (continued)



Please support ERICSA, WICSEC, NTCSA, and 
NCSEA

Participate in committees and work groups that 
are “future-minded”

Attend conferences and learn all that you can

Listen to those who are applying for and using 
our child support services.



Thanks for listening!
Please fill out the evaluation.

Thanks for supporting ERICSA!
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Why Invest in Digital Marketing?

Graham and Morales (2017)
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Demographics

Figure from Elaine Sorensen, Millennials in the Child Support Program (May 2020)



Technology Use
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Why Invest in Digital Marketing?

The goal is to prompt parents who are not otherwise 
aware to engage in two-way communication with 
DCSE, make a request for services, benefit from 
establishment of a child support case, and access 
services that DCSE can then deliver.

Virginia’s Application (2018)

7



Goals
Increase applications from parents who are eligible for child 
support services but not currently connected to the IV-D 
program (“Never Assistance” cases)

Test a wide range of potential digital engagement methods 
and platforms

Build on those tests to develop a sustainable digital 
outreach strategy that can serve multiple purposes
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Poll

• Do you have a social media program?

• Yes
• Not yet - We plan to create one in the next six months
• Not yet - We plan to create one in the next year
• No, and we do not have plans yet



Virginia’s 
Approach

Table 1: Project Activities by Cycle 

Cycle 1 (6/10/19 – 9/9/19) Cycle 2 (11/1/19 – 1/29/20) Cycle 3 (5/1/20 – 7/30/20) 

Find Engage Educate 

New Intervention Elements New Intervention Elements New Intervention Elements 

Search engine optimization (SEO) Accounts for organic social media Snapchat ads 

Target market analysis Instagram posts and ads YouTube ads 

Campaign name  Twitter posts and ads LinkedIn posts and ads 

Campaign logo Facebook posts and ads Podcasts 

Integration of behavioral 
economics into messaging  

Support launch of online child 
support application 

Webinar for family law attorneys and 
mediators 

Campaign webpage Additional campaign webpage Paternity-related partnership 

Contact form Hashtag campaign  

Google Search ads  Updated Elements from Cycles 1 and 2 

Google Display ads Updated Elements from Cycle 1 Google Search ads 

Conversion tracking Behavioral messaging Google Display ads 

 Campaign webpage Facebook posts and ads 

 Contact form Instagram posts and ads 

 Conversion tracking Twitter posts and ads 

  Behavioral messaging 

  Campaign webpage 

  Contact form 

  Conversion tracking 
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Virginia’s 
Approach
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Cycle 1     Find
June 2019 – September 2019
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Cycle 2       Engage
November 2019 – January 2020



Social Media
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Social Media Comments?



Social Media Comments?





Cycle 3   Educate
May 2020 – July 2020



Expanded 
Social 
Media 

Advertising

25



26



Results
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Results
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Combined Platforms (FB, Insta, Twitter): 
Spend vs. CTR (Strict and Broad), 11/1/19-1/29/20

CTR (S trict) CTR (Broad) Spend
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Results – Primary Goal 1
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Results – Primary Goal 2
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Results – Secondary Goal 1
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Results – Secondary Goal 2
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Results

Platform Benchmark 
CTR

Goal CTR Final CTR
(1/29/20)

Facebook 1.14% 1.27% 1.74%
Instagram 0.44% 0.49% 0.46%
Twitter 2.36% 2.62% 6.30%

Strict CTR = clicks on supportVAkids.com ÷ impressions
Broad CTR = any type of click ÷ impressions
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Content Results
Content Google Search 

Cost per 
Conversion

Google Search + 
Google Display 
Cost per 
Conversion

Facebook Cost 
per Conversion 
(Cycle 3)

Facebook 
Cost per 
Individual 
Reached
(Cycle 3)

Snapchat Cost 
per Swipe Up
(Cycle 3)

Applications $17.65 $40.20 $23.21 $0.04 $0.18

Debt 
Compromise

$16.88 $22.01 $30.60 $0.03 $0.10

Family 
Engagement

$44.12 $122.94 $18.82 $0.03 $0.15

Review and 
Adjustment

$18.31 $19.10 $17.08 $0.04 $0.09

Paternity $21.13 $116.18 $0.19
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How You Can Start
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How You Can Start



Strategies



Strategies



Strategies







Behavioral Economics

Click now or 
miss these 
five tips for a 
happy feline!



The Future?
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Questions?
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Don’t forget to like us!





Indiana Digital Marketing 
Research Project Results

WORDS MATTER

Patrick Robertson, Business Initiatives Division Director – 
On behalf of the Indiana Child Support Bureau



Agenda

• Indiana Child Support Overview
• Customer Journey
• Interventions & Results



Indiana’s Child Support Program

Administered by the Department of Child Services (DCS) Child Support Bureau (CSB)

In collaboration with Prosecutors and Clerks in 92 counties

Since 2012, statewide case loads have declined by more than 120,000 cases (-32.5%)

In response to this decline, CSB created an Outreach unit which is now Business Initiatives

In 2016, a statewide marketing campaign was undertaken to celebrate the 40th anniversary of the Child 
Support program 



Customer Journey

Eligible Apply Establish Enforce End



Obstacles

What prevents someone from engaging with our program?
• Not aware of the program
• Lack of knowledge of the program benefits
• Fear of not getting into the program
• Belief they do not need help
• Belief that our program cannot help them
• Confusion about the program terminology



Breaking Down Obstacles

• Focused on: Fear of not getting into the program
• Why? 

• Make too much money to be accepted
• The program is only for moms, so as a dad, I won’t be accepted
• I could be denied services

• “Accepted” was a common theme

• We hypothesized it could be the words we were using!



Updated Customer Journey

Eligibl
e Aware Influen

ced Action Apply Establi
sh

Enforc
e End



Interventions 1&2 – 
What works better than “Apply”?
• Tested on the Apply for Services page on the Child Support 

website
• The button that took a user to the application said “Apply”
• During the interventions, Indiana tested other words:

• Enroll
• Open a Case
• Sign Me Up
• Register
• Getting Started



Interventions 1&2 – 
What worked better than Apply?

ApplyEnroll
59.57% Better

Open A 
Case

95.57% Better

Sign 
Me Up

105.95% Better Register
105.61% Better

Getting 
Started
67.51% Better



Intervention 1&2 - Results

“Apply” suggests possible rejection or denial

Using positive alternative words can lead to 
greater enrollment in the Child Support program

Indiana has removed the word “Apply”. Their 
application is now called an “Enrollment Form” and 
they use the word “Enroll”



Intervention 3 – 
Tested confusion about the program 
terminology
• Tested the impacts of specific technical and agency terms on 

enrollment
• Added Agency terms in front of Enrollment

1. Enrollment Form [No Agency – Blank Control]
2. Child Support Enrollment Form
3. IV-D Enrollment Form
4. DCS Enrollment Form
5. Prosecutor Enrollment Form



Intervention 3 - Results

Enrollment Form 
Downloads

58
5

Control – 
Enrollmen

t Form

59
1

Child 
Support 

Enrollmen
t Form

42
5

IV-D 
Enrollmen

t Form

37
5

DCS 
Enrollmen

t Form

32
2

Prosecuto
r 

Enrollmen
t Form



Intervention 4 – 
Continued testing of program 
terminology
• Expanded upon Intervention 3 further testing the specific 

agency terms
• Each agency term had “Child Support” added to its context

1. IV-D Child Support Enrollment Form
2. DCS Child Support Enrollment Form
3. Prosecutor Child Support Enrollment Form
4. CSB Child Support Enrollment Form



Intervention 4 - Results

Enrollment Form Downloads

790

Control – Child 
Support 

Enrollment 
Form

661

CSB Child 
Support 

Enrollment 
Form

617

IV-D Child 
Support 

Enrollment 
Form

612

DCS Child 
Support 

Enrollment 
Form

553

Prosecutor 
Child Support 

Enrollment 
Form



Simply saying “Child Support” worked 
best



Intervention – Digital Ads

Tested a variety of digital ads with varying 
components to determine the best way to 
digitally market the Child Support program

Targeted a population of 450,802 in 5 Indiana counties 
(56 zip codes) representing Urban, Suburban, and Rural 
geographical areas with additional targeting to narrow 

delivery to parents ages 19 to 54



Intervention – Digital Ads



Intervention – Digital Ad Results

The word “Comfort” 
resonated best with 

audiences

Of our Tagline variants, 
“Comfort” showed a 

13.59% deviation above 
the control and >10% 

deviation compared to 
all other variants ranking 
as the top variant even 

in different geographical 
areas

Statistical significance 
was only achieved in 
the random control 
trial for the Tagline 

component



Overall Results: Words Matter
• “Enroll” is better than “Apply”
• Remove Technical (IV-D) and State Agency Terms

• Simply saying Child Support to refer to your program is better

• Test Which Words Work Best
• Indiana participants resonated well with the word “Comfort”


