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Visits

Learning Outcomes 
After each activity, participants will be able to:

Activity 1
• Describe prospective family visits in the 

context of marketing their business
• Identify factors that may influence families’ 

decisions to enroll their children in a program

Handouts 

45. Visits 
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• Families visit programs to find out if they are a good match for their family and 
child(ren). Providers can be prepared for a family’s visit if they are aware of what the 
family may be looking for and the questions they may ask. 

• Visits by prospective families are good opportunities for providers to market their 
businesses because they can promote the benefits and strengths of their programs. A 
lot of thought should be given to the provider’s presentation of herself, her services, her 
home and to appearances—is the provider’s voice mail recording both professional and 
welcoming? How do the outside and the inside of the home look?  Is there evidence 
that the environment is suitable for children? Are the provider’s family members 
prepared to be supportive and to act as good hosts when families telephone and visit? 

• Families are encouraged to visit several programs and interview providers before 
making a final decision.  Two visits can be useful; for both the provider and the family, 
to explore the suitability of the “fit.” The first visit without child(ren) allows the adults 
to focus on what the provider is offering and what the family is looking for. Time for 
questions and adult conversation without interruptions is important when it comes 
to choosing child care and choosing clients. If the first visit suggests compatibility 
in terms of the needs of both parties, the second visit with the child (ren) can be 
scheduled.  When children are present the focus needs to be on their needs. Parents 
want to see how providers respond to and interact with their children. Providers can 
make sure they are giving their undivided attention to the children when they don’t 
have to answer questions about their rates, schedule and other business matters.  

• Each family is different. Many factors that impact a family’s decision to enroll a child 
in a specific program can be addressed during the visit.

Key Points
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Activity #1

Learning Outcomes
• Describe prospective family visits in the context of marketing a 

family child care business
• Identify factors that may influence families’ decisions to enroll 

their children in a program

Materials Needed
Handout 45: Visits

Methodology: Lecture, discussion

Activity
Distribute Handout 45.

Review the Key Talking Points (previous page). 

Engage participants in a discussion that will lead to identifying factors 
that may influence families’ decisions to enroll their children in a 
program. Compare and contrast the information shared. Approach the 
discussion from the family’s lens. Pose the following questions:

• If you were a parent looking for child care, which of the areas in the 
handout (or one not listed) would you want to explore during a visit 
with a provider? 

• Which areas would be your top priorities? 
• Which areas would impact your final decision? 
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HANDOUT #45: VISITS   

AFFORDABILITY

CURRICULUM

ENVIRONMENT

FAMILY ENGAGEMENT IN THE PROGRAM

FLEXIBILITY
(provider, family, employer)

GROUP COMPOSITION

GROUP SIZE

HEALTH & SAFETY

HOURS OF CARE

LANGUAGE 

LOCATION
(neighborhood, proximity)

FOOD 

PROVIDER’S EDUCATION/TRAINING

PROVIDER’S EXPECTATIONS

PROVIDER’S EXPERIENCE

PROVIDER’S INTERACTIONS WITH CHILD(REN) AND ADULTS 
DURING INTERVIEW/VISITS

PROVIDER’S VALUES
(cultural, ethical)


