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Thank you for the opportunity to work with Stillwater Life Services. We feel our 
partnership will prove to be successful for your organization. 

Green Light Communications is a student-run public relations group. The purpose of our 
campaign is to increase the awareness of Stillwater Life Services among the Stillwater 
community. Because of this, our campaign does not only focus on exposing Stillwater Life 
Services but drawing attention to the fundraising event we are creating and organizing to 
promote Stillwater Life Services as a reputable and endearing program. In doing so, we 
composed a survey and interview to determine how aware people are of Stillwater Life 
Services and what the public would like to see as far as a community event.  

Before creating a primary research plan, our team has performed thorough secondary 
research to learn more about the organization and the environment in which it operates. By 
learning this information we are better equipped to create an effective event.  

Upon completing primary research, we analyzed the results and determined trends to help 
us better understand our target market, which was defined by men and women, ages 13-24 
that live in Stillwater or surrounding towns such as Perkins, Yale, Perry, Guthrie, etc. The 
majority of current Stillwater Life clients fall into this demographic so it’s important that 
we target to them. Also included in our target market, will be young, expectant mothers, 
single parents of young children and young families. The participants will be of low or 
middle income and will be students or working temporary jobs while searching for a career 
path. This market is ideal because they are always looking for family friendly events in the 
community and they are the people who are likely to visit Stillwater Life Services.  

By using a survey, we evaluated the awareness of Stillwater Life Services among our target 
market. This information will be useful when creating an event and a way to gauge the 
success of the event. It will also prove to be valuable information to the client and help 
them see the lack of awareness among a large market in their community.  

We also used an in-depth interview to gain a better understanding of what kind of event our 
target market would like to see in the community. By gathering this information, our team 
will be better equipped to create an event that the public is likely to attend.  

After evaluation our research, we have developed an event that we are excited about and 
we believe will achieve the mission of the campaign which is to increase awareness and 
business sponsorship.  

The contents of the following pages include all of our research and plan for the event. 
Please let us know if you have any questions or concerns.  

Thank you again for the opportunity to work with your outstanding organization.  

 

Sincerely, 

Green Light Communications  
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Situation Analysis: 

Environmental Scanning 

Legal 

President Obama recently signed a bill that could affect Stillwater Life Services. The law 
requires insurers to completely cover the cost of birth control for female employees at 
religious affiliated institutions. Another bill that could affect Stillwater Life Services is the 
Personhood Act. The Personhood Act is an anti-abortion bill that states that life begins at 
the moment of conception. The bill was approved by the Oklahoma Senate on Feb. 19, 
2012. The bill still needs to be approved by the Oklahoma House of Representatives and 
signed by the governor before it becomes a law. How the bill might affect Stillwater Life 
Services is open to question. Some possible services affected are peer counseling on all 
pregnancy options and post-abortion support.  

Economic 

The current economic situation should also be considered as we conduct our campaign for 
Stillwater Life Services. The economy is currently down. In a down economy people are 
less likely to donate to nonprofit organizations. The economy can also limit company 
sponsorships and donations due to the possibility of budget concerns. A campaign in a 
down economy will be run differently than a campaign when the economy is up. 

Culture 

Another external factor that should be considered is our society and culture. The United 
States ranks first among developed nations in both teenage pregnancy and sexually 
transmitted disease rates. Southern states have the highest teenage birth rates. Oklahoma 
has one of the highest teenage birth rates in the United States. The main religious view of 
the south is Christianity, which should be considered when conducting the campaign. 
Christian’s primarily believe in abstinence only education. A University of Georgia study 
shows that an increase emphasis on abstinence education is positively correlated with 
teenage pregnancy and birth rates. Teenagers and young adults are the primary audience for 
Stillwater Life Services. Stillwater Life Service should consider which messages directed 
toward their primary audience will have the best influence. 

Technology 

Technology is also another important external factor. Stillwater Life Services primary 
audience is up to date with technology. According to a survey conducted by The National 
Campaign to Prevent Teen and Unplanned Pregnancy and CosmoGirl.com, a large 
percentage of teens are electronically sending nude or semi-nude photos of themselves.  

We should also consider which technologies will be the best to use as we conduct the 
campaign. Social media is increasingly popular among the teenage and young adult 
population. The right channel needs to be used to reach Stillwater Life Services clients, 
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customers, supporters and volunteers. The message and channel could be different for each 
public we will try to reach. 

Image 

Stillwater Life Services’ Christian image could also affect our campaign. Organizations 
might not want to be associated with an organization with religious images. Targeting the 
right publics will be a key part in creating and implementing the campaign. 

Competition Analysis 

 
Although Stillwater is a rural town, competition for Stillwater Life Services (SLS) does 
exist.  Stillwater Life Services doesn’t have any direct competitors because there is not 
another free clinic that offers the same services in Stillwater. However, indirect competitors 
do exist. Some indirect competitors include but aren’t limited to: 

 Oklahoma State University Health Services 
 Stillwater Women’s Clinic/ Stillwater Medical Center 
 AMC Urgent Care 
 Payne County Health Department 
 Local Gynecologists (in Stillwater and surrounding towns) 
 At home pregnancy testing  

 
One major advantage that Stillwater Life Services has over competitors is free services.  
For a client of Stillwater Life Services, the only cost is lab fees.  All other services 
including specimen collecting, exams, assessment, and consultation are free. Lab fees are 
low cost and in many cases, SLS is able to offer free treatment.  
 
Oklahoma State University Health Services 
 
Oklahoma State University Health Services offers all kinds of medical care to the students 
of Oklahoma State.  They do offer both STD testing and pregnancy testing.  Strengths for 
Health Services include their easily accessible office and availability of doctors.  They 
accept walk-in patients. Weaknesses include cost and limited client base, they only offer 
services to students. 
 
Oklahoma State University has a women’s clinic on campus that is assessable to all female 
students.  The clinic offers services performed by a woman gynecologist. According to 
their website, the clinic focuses on the overall health and well-being of women and provide 
services including breast examinations, STD testing, prenatal care, and more.  The site does 
not say if they offer pregnancy testing.  Strengths for the OSU women’s clinic include their 
accessibility to students and their location. Also, because they are associated with OSU, 
they have more credibility than their competitors.  Weaknesses include cost and their 
limited client base; they only offer services to students.  Also, the women’s health clinic 
will only see clients by appointments. 
 
Stillwater Women’s Clinic/Stillwater Medical Center 
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The Stillwater Women’s Clinic is located on 7th avenue.  Their website is unclear as to 
which services they provide, which in turn is a weakness for the clinic.  They do work in 
conjunction with Stillwater Medical Center.   Because both offices house gynecologists, it 
is logical that both places offer women’s health screening and pregnancy testing.  Strengths 
for Stillwater Medical Center include their credibility, being the only hospital in Stillwater.  
Weaknesses include their lack of information located on the website and inability to find 
information regarding STD/STI testing.  
 
AMC Urgent Care 
 
Generally thinking, a person might think they can go to AMC Urgent Care to receive STD 
testing and the website doesn’t state whether or not they offer this service.  I called the 
office directly and while they do offer STD testing, they can’t do it in their office and it is 
very expensive for their clients. The women in the office told me that they have to send the 
tests to the lab and it takes more than a week to receive the results.  It is expensive for the 
lab to run the tests so the women didn’t suggest that one receives STD testing here.  This is 
a weakness for AMC Urgent Care.   
 
State Health Department 
 
No information is available online; however, when I spoke directly to AMC Urgent Care, 
she suggested the Health Department.  She said that they offer STD testing for much 
cheaper than many other places in town. 
 
Local Gynecologists  
 
Online, there are seven OBGYN doctors listed in Stillwater.  These doctors are all 
competition for SLS because they offer service to women including STD/STI testing and 
pregnancy testing.  A weakness for these doctors is that they don’t reach all audiences, for 
instance, men; whereas, SLS is able to offer their services to male and female clients. 
 
At Home Pregnancy Testing 
 
A study titled, “Prevalence of Home Pregnancy Testing” was published in the American 
Journal of Public Health.  This research was performed to “estimate the prevalence of home 
pregnancy testing among adolescents.”  The survey was administered in 11 urban clinics to 
females ages 13-19.  It showed that 34% of sexually experienced adolescents use home 
pregnancy testing.  Results found that pregnancy testing was common, 64% had taken 
pregnancy tests from health care providers.  If respondents received a negative pregnancy 
test, only 22% had followed up with a test given by a health care provider.  
Respondents were asked what’s the first she would do if suspected to be pregnant.  73% 
answered that they would contact a health care provider for a test while 16% reported that 
they would use a home pregnancy test.  The other respondents said they weren’t sure what 
they would do and some left the question unanswered.   
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Based on this survey, Stillwater Life Services has a good deal of strengths. They can offer 
their assistance because many women would contact a health care provider if they 
suspected they were pregnant.  This is a weakness for home pregnancy testing because 
adolescents are less likely to use this method of testing.  

 
Target Audiences/ Markets 
 
Junior High/High School Students 
 

 Ages 13-18 
 According to Vital Statistics, Health Care Information Systems, OSDH & 

National Vital Statistics, and Centers for Disease Control, while births to teen 
mothers (age 15 to19) are on the decline in both the U.S. and Oklahoma, Oklahoma 
has moved up in rank from 13th to 8th in the country when it comes to teen 
pregnancy.   

 There’s an average of 96 (teen) births a year (in Oklahoma). 
 According to the Center for Disease Control, young people (aged 15-24) have four 

times the reported chlamydia rate of the total population. 
 The Center for Disease Control reports the same for the rates of gonorrhea amongst 

young people (aged 15-24). 
 
College Students (Young adults) 
 

 Ages 18-24 
 Eighteen and 19-year-olds - i.e., college age women - account for two-thirds of all 

those pregnancies. 
 24% of college women will become pregnant at some point during their college 

careers. 
 According to the Center for Disease Control, young people (aged 15-24) have four 

times the reported chlamydia rate of the total population.   
 The Center for Disease Control reports the same for the rates of gonorrhea amongst 

young people (aged 15-24). 
 
Stillwater Life Services have more target audiences, or potential clients, than the two listed 
above, but these two are our main targets. We have chosen to focus primarily on these two 
because research shows that these two are the most vital markets for Stillwater Life 
Services to reach and help.  Specifically, Stillwater being home to such a big state college 
means there are thousands of potential clients for Stillwater Life Services. In both targets, 
the reasoning for going to Stillwater Life Services is to seek help and understanding for 
crisis pregnancy and also STD testing and treatment.   
 

 These two target audiences affect Stillwater Life Services because they are the 
majority of their client base and are also opinion leaders in spreading the word of 
the services that Stillwater Life Services offer.   

 
Donors/Potential Donors 
 

 Businesses 
 Other Organizations 
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 Churches 
 Private Donors 

 
One important factor in association with the target audiences/ markets for Stillwater Life 
Services is that when their target audiences (clients) grow, their target donors must grow as 
well to continue to offer free services. Additional funding is what keeps their work going. 
The most influential donors are those who have continued to donate; it’s these donors that 
Stillwater Life Services can undoubtedly count on to keep their doors open.  
 

 What we will focus on is growing their donor base.  This can be done by simply 
approaching those businesses, other organizations, churches, and private donors that 
haven’t been approached yet, as well as, going outside the current area (Payne 
County) to seek support for their services, that often reach clients from all over 
Oklahoma.  

 Secondly, keeping current or past donors informed is a key part of guaranteeing 
their continued donations.   

 
O rganizational Analysis: 

Controllable Factors 
 
It is crucial that Stillwater Life Services be in control of all internal factors at all times.  
Controllable internal factors include: social media, advertising, communication within the 
organization and marketing.  Social media is extremely important today.  Because of the 
target market for SLS is teenagers and young adults, the use of social media must be 
successful.  Their clients are most likely to find out about their services online through a 
Google search or possibly on Facebook. The organization needs to be clear and consistent 
with the message it is sending through its social media efforts. Also, all employees should 
be clear as to what the message is as well.   
 
These factors tie together with the mission statement and message that SLS is hoping to 
send.  Efforts must be made for the organization to have strong advertising and marketing 
techniques because the organization is a non-profit.  Without a strong client base, it will be 
hard for SLS to provide their services. Lastly, because the organization is small 
(internally), communication among employees is essential.  As long as all employees stay 
informed, things will run smoothly. 
 
 
Analysis 
 
Stillwater Life Services does not offer any products but some their services are costly, 
which is why fundraising is crucial for SLS.  Fundraising efforts should be thought out and 
precise to ensure that money will be raised.  
 
Client needs are being met because of the free services being offered.  Another large 
benefit for clients is the confidentiality that the organization guarantees.  To assure that 
clients return and spread positive PR, the organization needs to focus their efforts on 
making clients comfortable while helping them through crisis. Also, focusing efforts on 
social media and increasing the target market to teenage women and young women.  
Effectiveness of past and current communication has been average for Stillwater Life 
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Services.  Although some of Stillwater residents and residents of surrounding areas aren’t 
aware of SLS, those who know about the non-profit, have a positive perception of it. 
 

SW O T : 

 
Strengths/W eaknesses: 

Strengths for Stillwater Life Services 
 

 Confidentiality is a priority 
 Good location- right behind Stillwater Medical Center 
 Professionals on staff 
 Variety of services offered 
 Modernized website 
 Offer multiple ways of contact 
 No age discrimination 
 Mostly free services 
 Growing relationship with the city and other Stillwater businesses 

 
 
Weaknesses for Stillwater Life Services 
 

 Limited funds 
 Controversial services 
 Could have a bigger presence in the surrounding community 
 No birth control or Plan B 
 Could use more staff for outreach planning 
 Lack of awareness in the community 

 
 
 
 

Opportunities/ Threats: 

Opportunities for Stillwater Life Services 

 There are many new market developments in Stillwater because it is a growing 
population. 

 Their competitors are not vulnerable to them. 
 Their industry trends are to grow. As shown in their previous years. (Main Web 

Page) 
 The technology and development are in increasing advancement throughout the 

years. 
 They chose the perfect community to build and grow into because it is also a 

college community and many students (along with high school students seem to be 
sexually active within the community) 
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 They have room to develop if they can make their clients realize they are there for a 
good cause. 

 Partnerships- Life Church. (http://www.lifechurch.tv/causes/partners) 
 Seasonal influences are done by colleagues and by word-of- mouth. 
 Product development is done when they raise enough money through sponsorships 

to help others.  

Threats for Stillwater Life Services 

 If people are too scared to go to Stillwater Life Services, they lose business. 
 A lot of people think it will not be confidential. 
 There is a demand for help, but not a lot of funds. 
 If they lose key staff, they have to train new employees and spend more money. 
 They don’t have sustainable financial backing. 
 They also face the obstacles where they a have to have extra people intervene. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.lifechurch.tv/causes/partners
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Secondary Research: 
 

In order to conduct appropriate secondary research for our client, Stillwater Life Services, 
we used a variety of research methods ranging from company websites to scholarly 
journals.  It wasn’t easy conducting research for this small non-profit organization but we 
did our best to find information that will benefit the client in various ways.  We want to 
help the client learn more about their company, consumers, competitors, and their 
environment.  This document is based off our secondary research efforts. 
 
Consumer 
   
The secondary research for the consumer in this specific analysis is significant because we 
are dealing with a client, more so than a consumer reference.  Therefore, we tried to focus 
on target market size, target market needs, and target market growth rates.   
 
For the Stillwater Life Services, we tried to gather as much additional information about 
their clients, or target market, based off of what we already knew about the people that 
their services reach.   
 
According to Vital Statistics, Health Care Information Systems, OSDH & 
National Vital Statistics, and Centers for Disease Control, while births to teen mothers (age 
15 to19) are on the decline in both the U.S. and Oklahoma, Oklahoma has moved up in 
rank from 13th to 8th in the country when it comes to teen pregnancy.  This information 
shows the on-going need for services offered by the Stillwater Life Services.  If Oklahoma 
is ranked 8th in the nation for teen pregnancy, then it is clear that teens and young women 
need the support of non-profits like Stillwater Life Services when making decisions about 
their pregnancy, their life and the life of their baby.  Additionally, the Vital Statistics, 
Health Care Information Systems, OSDH & National Vital Statistics, and Centers for 
Disease Control data showed more detailed and relevant information about Payne County, 
which is the prevalent county that Stillwater Life Services reaches.  This information, 
according to Oklahoma Vital Statistics, showed that Payne County had a teen birth rate of 
29 in 2003 which was a 5% decrease from 2002 (30.5) but a 1% increase since 1993 (28.6). 
With an average of 96 births per year, teen pregnancy costs the citizens of Payne County 
$307,200.00 a year. With an average of 96 (teen) births a year, it is great evidentiary 
support for the Stillwater Life Services importance.  One thing to keep in mind is that this 
statistic only includes “teen” births per year, this does not include “young women” (college 
students) births per year.  
 
When it comes to college students the About.com Web site has put together statistics that 
are relevant to college pregnancies.  For example, Eighteen and 19-year-olds - i.e., college 
age women - account for two-thirds of all those pregnancies. According to one Virginia 
study, 24% of college women will become pregnant at some point during their college 
careers.  24 percent of all college women means that out of the average 12,000 female 
Oklahoma State students enrolled each year in Stillwater (approximately 57 percent of 
students are female), this means that approximately 3,000 will become pregnant at some 
point in their college career.  It is vital that the Stillwater Life Services continues marketing 
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efforts focusing on this target age group so that they can reach as many of the approximate 
3,000 students as possible.   
 
One important service the Stillwater Life Services offers is counseling or family planning, 
especially adoption counseling.  One need that became evident while doing secondary 
research was the need for adoption counseling among young or teen pregnancies. One 
study showed that 60% of pregnancy counselors did not mention adoption, and of those 
who did mention it, 40% gave inaccurate information. This is an important statistic because 
it shows the continued need for Stillwater Life Services adoption counseling and further 
exemplifies the need for continued marketing and outreach in the teen target market.   
 
Another important service of the Stillwater Life Services center is their STD testing.  
According to the Center for Disease Control, young people (aged 15-24) have four times 
the reported Chlamydia rate of the total population.  Additionally, the Center for Disease 
Control reports the same for the rates of gonorrhea amongst young people (aged 15-24).  
This highlights the need for continued marketing and targeting their originally intended 
audience of young people in the Stillwater area and surrounding communities for their STD 
services.  
 
Lastly, one of the most important articles of secondary research that we have provided for 
Stillwater Life Services is research that shows the sexual risks of college students.  Sexual 
risk taking behaviors were defined as behaviors that could lead to unintended pregnancies 
or sexually transmitted infections. This information is important when trying to understand 
the most important target audience, because it is these risks that fuel the need for pregnancy 
testing, counseling, STD testing and all the other services offered by the Stillwater Life 
Services organization.  
 
Competition  
 
Although Stillwater is a rural town, competition for Stillwater Life Services (SLS) does 
exist.  Stillwater Life Services doesn’t have any direct competitors because there is not 
another free clinic that offers the same services in Stillwater. However, indirect competitors 
do exist. Some indirect competitors include but aren’t limited to: 

 Oklahoma State University Health Services 
 Stillwater Women’s Clinic/ Stillwater Medical Center 
 AMC Urgent Care 
 Payne County Health Department 
 Local Gynecologists (in Stillwater and surrounding towns) 
 At home pregnancy testing  

 
One major advantage that Stillwater Life Services has over competitors is free services.  
For a client of Stillwater Life Services, the only cost is lab fees.  All other services 
including specimen collecting, exams, assessment, and consultation are free. Lab fees are 
low cost and in many cases, SLS is able to offer free treatment.  
 
Oklahoma State University Health Services 
 
Oklahoma State University Health Services offers all kinds of medical care to the students 
of Oklahoma State.  They do offer both STD testing and pregnancy testing.  Strengths for 
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Health Services include their easily accessible office and availability of doctors.  They 
accept walk-in patients. Weaknesses include cost and limited client base, they only offer 
services to students. 
 
Oklahoma State University has a women’s clinic on campus that is assessable to all female 
students.  The clinic offers services performed by a woman gynecologist. According to 
their website, the clinic focuses on the overall health and well-being of women and provide 
services including breast examinations, STD testing, prenatal care, and more.  The site does 
not say if they offer pregnancy testing.  Strengths for the OSU women’s clinic include their 
accessibility to students and their location. Also, because they are associated with OSU, 
they have more credibility than their competitors.  Weaknesses include cost and their 
limited client base; they only offer services to students.  Also, the women’s health clinic 
will only see clients by appointments. 
 
Stillwater Women’s Clinic/Stillwater Medical Center 
 
The Stillwater Women’s Clinic is located on 7th avenue.  Their website is unclear as to 
which services they provide, which in turn is a weakness for the clinic.  They do work in 
conjunction with Stillwater Medical Center.   Because both offices house gynecologists, it 
is logical that both places offer women’s health screening and pregnancy testing.  Strengths 
for Stillwater Medical Center include their credibility, being the only hospital in Stillwater.  
Weaknesses include their lack of information located on the website and inability to find 
information regarding STD/STI testing.  
 
AMC Urgent Care 
 
Generally thinking, a person might think they can go to AMC Urgent Care to receive STD 
testing and the website doesn’t state whether or not they offer this service.  We called the 
office directly and while they do offer STD testing, they can’t do it in their office and it is 
very expensive for their clients. The women in the office told me that they have to send the 
tests to the lab and it takes more than a week to receive the results.  It is expensive for the 
lab to run the tests so the women didn’t suggest that one receives STD testing here.  This is 
a weakness for AMC Urgent Care.   
 
State Health Department 
 
No information is available online; however, when we spoke directly to AMC Urgent Care, 
she suggested the Health Department.  She said that they offer STD testing for much 
cheaper than many other places in town. 
 
Local Gynecologists  
 
Online, there are seven OBGYN doctors listed in Stillwater.  These doctors are all 
competition for SLS because they offer service to women including STD/STI testing and 
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pregnancy testing.  A weakness for these doctors is that they don’t reach all audiences, for 
instance, men; whereas, SLS is able to offer their services to male and female clients. 
 
At Home Pregnancy Testing 
 
A study titled, “Prevalence of Home Pregnancy Testing” was published in the American 
Journal of Public Health.  This research was performed to “estimate the prevalence of home 
pregnancy testing among adolescents.”  The survey was administered in 11 urban clinics to 
females ages 13-19.  It showed that 34% of sexually experienced adolescents use home 
pregnancy testing.  Results found that pregnancy testing was common, 64% had taken 
pregnancy tests from health care providers.  If respondents received a negative pregnancy 
test, only 22% had followed up with a test given by a health care provider.  
Respondents were asked what’s the first she would do if suspected to be pregnant.  73% 
answered that they would contact a health care provider for a test while 16% reported that 
they would use a home pregnancy test.  The other respondents said they weren’t sure what 
they would do and some left the question unanswered.  Based on this survey, Stillwater 
Life Services has a good deal of strengths. They can offer their assistance because many 
women would contact a health care provider if they suspected they were pregnant.  This is 
a weakness for home pregnancy testing because adolescents are less likely to use this 
method of testing.  
 

The Cur rent Environment 

Political and Regulatory Environment 

President Barack Obama recently passed a mandate that requires insurers to completely 
cover birth control for any female employee at religious affiliated institutions (Silverleib). 
We believe this article shows that the government is trying to do something about 
unplanned pregnancies. The plan has both support and critics. One supporter is Cecile 
Richards, President, of Planned Parenthood (Silverleib). Planned Parenthood is an 
organization similar to Stillwater Life Services, which offers a lot of the same services 
(plannedparenthood.org).  

A University of Georgia study shows that an increase emphasis on abstinence education is 
positively correlated with teenage pregnancy and birth rates. The data collected in the study 
shows that abstinence only education as a state policy is ineffective and may be 
contributing to the high teenage pregnancy rate (Stranger-Hall). The article shows that their 
needs to be a change in state policy on sex education. 

Economic Environment 

When the economy is in a recession people are less likely to donate to churches and 
nonprofit organizations. Americans cut back on charitable giving to adjust to the down 
economy. People are also more pessimistic about the future of economic recover (The 
Barna Group of Ventura, California http://www.barna.org). These conclusions come from a 
Barna research study based upon a nationwide sample of 1,008 American adults that was 
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conducted on January and February 2010 (The Barna Group of Ventura, California 
http://www.barna.org). “Donors most likely to constrict their giving to other types of non-
profits included middle income adults, divorced individuals, parents, homeschool families, 
and downscale adults. The most loyal donors to non-profits were singles, evangelicals, 
mainline Protestants, and upscale adults (The Barna Group of Ventura, California 
http://www.barna.org). ” “During the last 40 years, according to data provided by Giving 
USA, charitable giving fell in real terms (i.e., adjusted for inflation) in years in which the 
economy was in recession, or in years in which there was a significant stock market 
dislocation (Gross).” 

Social/Cultural Environment 

The United States ranks first among developed nations in both teenage pregnancy and 
sexually transmitted disease rates (Stranger-Hall). In 2008, Oklahoma had birth rates of 
61.6 to 1,000 teens (Mathews 2). Oklahoma is one of the top ten states that have high 
teenage birth rates (Mathews 1). “The lowest teenage birth rates were reported in the 
Northeast and upper Midwest. Rates were highest in states across the southern United 
States (Mathews 3).” According to the Center for Disease Control and Prevention, national 
birth rates have been higher for Hispanic and non-Hispanic black teenagers than for non-
Hispanic white teenagers (Mathews 6). 

Technological Environment  

Teenagers and young adults living in today’s world are up to date with technology.  They 
own smartphones and laptops. According to a survey conducted by The National Campaign 
to Prevent Teen and Unplanned Pregnancy and CosmoGirl.com, a large percentage of teens 
are electronically sending nude or semi-nude photos of themselves (Albert). One in five 
teen girls and 11 percent of teen girls ages 13 to 16 years old admitted to doing this 
(Albert).  According to Marisa Nightingale, Senior Advisor to the Entertainment Media 
Program at the National Campaign to Prevent Teen and Unplanned Pregnancy, many 
young people refer to technology as encouraging and casual; hook-up culture is to blame 
for the high amounts of teen and unplanned pregnancy in the United States (Albert). 
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Primary Research F indings: Interview 

 

Objective: 

 Our goal of this research is to get the community’s input on a family-friendly 
benefit concert event that will be sponsored by Stillwater Life Services. We feel 
that individual interviews are the best method in this circumstance because some 
topics that will be mentioned may be sensitive to some people. Interviews also 
allow for more in-depth dialogue, which we hope will result in useful input that will 
help us while planning our event. With the results, our team will be better equipped 
to organize an event that the public is excited about and likely to attend.  

Methodology: 

 Upon approval, we e-mailed five potential interviewees that fit the target market 
and schedule interviews, which should last no more than one hour. Upon 
confirming participants, we conducted the interviews and ask the same list of 
questions in order to gain a better insight on what the public would like to see as far 
as a community event. We met at a place and time that is convenient for the 
participant or over the phone. During the interview, we asked a list of questions to 
get a better idea of what kind of event would be most successful in terms of 
attendance and satisfaction. To collect information, we took notes during our 
interviews and summarize the results immediately following the interview. We 
completed all interviews within one week, analyze the results and leave plenty of 
time to compile a report. 

Sample: 

 The anticipated participants of the interviews were members of the target market 
which is defined by men and women, ages 13-24 that live in Stillwater or 
surrounding towns such as Perkins, Yale, Perry, Guthrie, etc. The majority of 
current Stillwater Life clients fall into this demographic so it’s important that we 
target to them. Also included in our target market, were young, expectant mothers, 
single parents of young children and young families. The participants were of low 
or middle income and will be students or working temporary jobs while searching 
for a career path. This market is ideal because they are always looking for family 
friendly events in the community and they are the people who are likely to visit 
Stillwater Life Services.  

Research Instrument: 

 See Appendix 
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Key Findings: Below is a summary of the findings from each question asked in the 
interviews. Full transcript is available in appendix. 

 What is the best event that you have attended in the Stillwater area? Responses 
ranged from Lights on Stillwater and Homecoming to a school-sponsored concert 
and Calffry. Calffry was the most common response, which indicated that people in 
our target market gravitate toward concerts and events based around music. 

o What made that event so great? For the people that like Calffry and school-
sponsored concert, it was the country music and opportunity to hang out 
with friends that made the event so great. The social opportunity and free 
giveaways was what made homecoming and Lights on Stillwater a local 
favorite. In summary, our respondents really preferred social events that 
they could participate in with their friends and win free merchandise. 

o How did you hear about that event? Word of mouth and the O’Colly was 
the most common ways of communications. This will play a part in the 
communication methods we choose to notify the public of our event. 

 Have you heard of Stillwater Life Services? Three people said yes, while two 
people said no.   

o If so, what do you know about them? For the people that had heard about it, 
Lights on Stillwater was the primary source of awareness. Most respondents 
weren’t familiar with their services but had just heard of the name of the 
organization. However, one respondent thought that Stillwater Life Services 
provided Plan B, free pregnancy tests and STD screenings. 

o  How did you learn that information? The one person that knew about SLS 
said Lights on Stillwater was her source of information. 

 Have you ever heard of their Walk for Life or the upcoming basketball tournament? 
None of the interviewees had heard of this event. However, one respondent said he 
was interested in learning more information.  

 If you could create one event in Stillwater, what would it be? Eighty-percent of 
respondents said they would like a music festival or concert event. Twenty-percent 
indicated an art-festival with carnival like activities.  

o  Why? For the concert lovers, it would bring an opportunity to involve many 
businesses and organizations around Stillwater in one place.  

 If there was a family-friendly concert in downtown Stillwater hosted by Stillwater 
Life, would you attend? Four of the five participants said yes, while only one said 
no. This is important because we want to create an event that public is likely to 
attend.  

 What kind of music or artists would you like to see there? Four of the five 
participants said country. One person said Deer People, which is a popular local 
band in Stillwater. 

 What other activities would you like to do while at the event? Responses ranged 
from food, rides and beer. 

 Any particular concessions? While most participants didn’t have any particular 
preferences, a couple of participants recommended Fuzzy’s Tacos, Roasted corn, 
corn dogs and funnel cakes.  

 How much would you be willing to pay to get into the event? The average admission 
price was $15 depending on who was playing at the concert.  

 If you had to guess, how much money do you think you have in spare change? $0-
$10. However, the most popular answer was $0.  
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Implications 

 Because of this information, we have a better understanding of what kind of event 
the public would like to see in the community. Using this information, we can 
create an event that the public is likely to attend and enjoy.  

  Country concerts were a dominate trend. Most people would like to see a concert in 
the community, either on library lawn or downtown Stillwater, and have country 
music artists perform.  

o  People were willing to attend an event even if it wasn’t free. This is good 
news for Stillwater Life Services since they are needed more funds to 
continue their variety of services. 

o Another surprising finding was that only one person that was aware of 
Stillwater Life Services had a familiarity of their services. However, they 
had inaccurate information about the organization. 

  With this information, we will have a better understanding of what the public 
would like to see in the community. Using this information, we can create an event 
that the public is likely to attend and enjoy. We certainly don’t want to create an 
event that nobody would want to come to.  

 We don’t want to create an event that the community is not likely to attend.  
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Primary Research F indings: Survey 

 

Objective: 

 In order to learn more about Stillwater’s citizens and their knowledge of Stillwater 
Life Services, we have developed a survey. The goal of this research is to reveal 
how aware members of the community are of Stillwater Life Services. The 
questions have been designed to determine what methods of communication have 
been effective in reaching the target audience and what aspects of Stillwater Life 
Services they are most aware of. Our goal is to get responses from at least 30 
participants.  

Methodology: 

 Upon approval, we spent one week gathering responses by emailing the survey to 
Stillwater citizens that fit into our target market. The survey was online based via 
SurveyMonkey and was easy to use.  

Sample: 

 The anticipated respondents of our survey were only members of the target market 
which is defined by men and women, ages 13-24 that live in Stillwater or 
surrounding towns such as Perkins, Yale, Perry, Guthrie, etc. Included in our target 
market, were young, expectant mothers, single parents of young children and young 
families. The participants were of low or middle income and were students or 
working temporary jobs while searching for a career path.  

Research Instrument: 

 See Appendix 

Key Findings: Below is a summary of the findings from each question asked in the survey. 
Complete survey results are available in appendix. 

 Please indicate your level of awareness of the following organizations: Stillwater 
Life Services, University Health Services, Crossroads Clinic, Birth Choice of 
Oklahoma. When it came to Stillwater Life Services, most people were slightly 
aware or completely unaware. Only 13.3-percent were aware of the organization. 
The results are similar for Crossroads Clinic and Birth Choice of Oklahoma. Results 
were quite the opposite with University Health Services. 86.6-percent of 
respondents were very aware or aware of the organization. 

 If you had a friend in a sexual health/pregnancy crisis, please indicate where you 
would send them for help.  Stillwater Medical Center (1) was the most popular 
answer followed by Access Urgent Care (2) , University Health Services (3), Birth 
Choice of Oklahoma (4), Stillwater Life Services (4), Crossroads Clinic (5).  
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 Please indicate how aware you are of the following services provided by Stillwater 
Life Services? The results indicated a trend, which made it obvious that respondents 
were not aware of the services provided by Stillwater Life Services. “Completely 
Unaware” was the most common response to all of the services. However, 
pregnancy testing and information on STIs, sexual health, relationships, self-esteem 
and sexual integrity resulted in the highest awareness level with 10-percent of 
respondents indicating they were “Very Aware”. 

 Based on your experience or what you’ve heard, please evaluate Stillwater Life 
Service on the follow factors (professionalism, confidentiality, free-services, quality 
of care, parental consent)? The most common response to all of these facts was 
“Neither Agree or Disagree” However, 27.6-percent of respondents indicated they 
agreed with the statement “most of Stillwater Life’s services are free”. 

 Please indicate which web pages, if any, you have visited (Stillwaterlife.org, SLS’s 
Facebook, SLS’s twitter, none of the above)? The overwhelming majority of 
respondents (96.7-percent) indicated they hadn’t been to any of the sites. Only 3.3-
percent of respondents indicated they had visited SLS’s Facebook page.  

 Please indicate how/if you have heard about Stillwater Life’s Walk for Life or 
upcoming basketball tournament? Most respondents (89.7-percent) had never heard 
of these events. Of the people who had heard of the events, posters around town 
was the most popular answer choice with 10.3-percent of respondents choosing it. 

 If Stillwater Life hosted a family-friendly benefit concert in downtown Stillwater, 
how likely are you to attend? Thirty-percent of respondents indicated they were 
very likely or somewhat likely to attend, while 26.7-percent indicated they were 
undecided. Meanwhile, 43.4-percent indicated they would not likely attend.  

 Please indicate where you go to look for upcoming events in the community. The 
two most popular answers were Facebook (80-percent) and the O’Colly (73.3-
percent).  

 Please fill in the following basic information about yourself. The average age of our 
respondents was 21 years old. We had one respondent with a child, while the rest of 
them had none. 

 If you had to guess, how much money do you think you have in spare change? $0-
$10. However, the most popular answer was $0.  

 Please indicate your gender and marital status. Seventy-percent of our respondents 
were single females, 3.3-percent were married females and 26.7-percent were single 
males. 
 

Implications: 

 Because of this information, we have a better understanding how aware or unaware 
the target market is of Stillwater Life Services. We can use this information to 
gauge our event’s success notify formulate ways for SLS to increase their 
awareness among our target market.  

 The obvious trend was that the majority of respondents were unaware of Stillwater 
Life Services, the services they provide and the events that they organize. 

o  Almost half of the participants (43.4-percent) were completely unaware of 
Stillwater Life Services. 

o For the most part, the overwhelming majority were completely unaware of 
the services SLS offered. 
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o About 90-percent of respondents had never even heard of Stillwater Life’s 
events like Walk for Life and the upcoming basketball tournament. 

 With this information, we have a better understanding of the awareness level among 
our target marketing. Using this information, we can gauge our event’s success and 
present the information to Stillwater Life Services as a way to show room for 
improvement among our target market. 

 Yes, we understand that our target marketing isn’t aware of SLS. We will work to 
improve the awareness level by creating an event that will attract members of the 
target market, which by attending, the awareness level should increase.  
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Problem Statement 

Stillwater Life Services is a growing organization and recently expanded their service 
offerings, which requires more funding. Through events such as the Walkathon, Annual 
Gala and 3v3 Basketball Tournament, Stillwater Life Services has raised money but they 
are in need of more funds to support the new services.  

Through primary research, we discovered that the target market, men and women ages 13-
24 who reside in the Stillwater community generally are not aware of Stillwater Life 
Services. Lack of awareness poses a problem to the organization because if people aren’t 
aware of the organization, the organization can’t grow to its full potential.  

Lack of funds and lack of awareness threaten Stillwater Life Services and through our 
proposed event, we feel that we can reverse these trends.  

Our target market is high school and college age students ages 13 to 24 and businesses, 
private donors and other organizations that could potentially provide funding for Stillwater 
Life Services.    
 
Because Stillwater Life Service’s fall walkathon has not been as successful as they wished 
in the past, we are proposing a benefit-type concert to help raise money and awareness for 
Stillwater Life Services.  This event would be held in Stillwater and attract the Stillwater 
community. Held in September, the event wouldn’t conflict with university activities 
including Homecoming and football games but still attract university students.  
 
Green Light Communications anticipates an increased community, client and donor 
awareness of the services that Stillwater Life Services provides and an increased desire 
from donors to support the hope and help that Stillwater Life Services gives to the 
community.  
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Publics Analysis 

Overview 

Stillwater Life Services has two audiences that should be targeted. The two target markets 
are clients and donors. 

The client-based target market for our client are men and women, ages 13-24 that live in 
Stillwater and the surrounding area. The majority of Stillwater Life Services’ clients fall 
into this demographic. It is important to direct the right messages to this audience. Included 
in our target market, will be young, expectant mothers, single parents and young families. 
The clients will have low to middle wage incomes. They will be students or working 
temporary jobs while searching for a career path. This market is ideal because they are 
looking for family friendly events in the community and are more likely to visit Stillwater 
Life Services. 

The other target market are organizations in Stillwater and the surrounding area that can 
donate money to our client. These businesses can be potential sponsors for future events 
held by Stillwater Life Services. This audience will have different messages and 
communication channels than the other target market. 

 

Target Market 13-24 

L evel of Development 

Most of the target market is unaware of Stillwater Life Services. A small percentage of the 
market is aware of our client and an even smaller percentage will be active users of 
Stillwater Life Services. To get the target market aware, we must use a strategy tailored to 
this specific group. After the target market is aware of our client, the development level 
will increase. 

Attitude toward topic 

Most people will be indifferent about our case. Only a small percentage of our market will 
need to use the services provided by Stillwater Life’s Services. Those whom do use their 
services will not use it more than a few times. The Individuals that do have a positive 
attitude toward the topic will more likely use their services and attend their events than the 
individuals with a negative attitude.  

Relevant public beliefs and values 

Only a small percentage of the people we surveyed or interviewed were aware of Stillwater 
Life Services. Even a smaller percentage was aware of specific services our client offers. 
However, some people had an inaccurate understanding of what they offer. One person 
thought they offered Plan B, which is false.  

Relevant public needs and motives 

Based on our client’s services, the public would value physiological, safety, social, self-
esteem and self-actualization needs. Motives and needs for organizations are exposure and 
advertising. Through our primary research findings we found that our target market has 
specific needs that our campaign can address. 
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Intercessory G roups/Opinion L eaders 

Church leaders and young moms who are willing to share their testimony could serve as 
opinion leaders. Most people would be willing to use their services or refer people after 
hearing testimonies that would reassure their values. People tend to have a positive 
perception on an organization when they both share similar values. The individuals in the 
target market with a positive perception will be more likely to get involved. 

Mental sophistication 

This target market would have at least a high school education and possibly some college 
experience. The majority of people in the market might be or have friends that are sexually 
active or could contract an STD or crisis pregnancy.  

Communication Behavior 

Based on primary research findings we have found the primary way to communicate with 
their clients. The primary communication channels for Stillwater Life Services clients are 
mediated channels and specifically social media outlets such as Facebook and Twitter. 
Word of mouth is also 

Personality Preferences 

The target markets for Stillwater Life Services are more likely to absorb information. 
People would more likely use their services if they are aware of Stillwater Life Services 
and what they offer. The target market would also need to feel comfortable with the 
organization, which their confidentiality agreement will help with this. 
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Goals, Objectives, Strategies & Tactics 

 

Our overall goal is to increase awareness and sponsorship by holding a benefit concert in 
Stillwater in September 2012.  

In order to achieve a benefit concert in Stillwater on Sept. 22, 2012, the following tactics 
must be met in the preceding months. The following objectives, strategies and tactics have 
been developed to help achieve the specified goals.  

Objective 1: Hold the Music for Life benefit concert to increase awareness of Stillwater 
Life Services amongst high school and college students by 25 percent.  

Strategy: Secure venue for concert by June 1, 2012 

Rationale: In order to host an event, we must have a public location secured. 

Tactics: 

1. Develop list of potential venues by March 26, 2012. 
2. Contact list of potential vendors to inquire about rental fees by March 28, 2012. 
3. Evaluate list of potential venues by April 2, 2012.  

 

Strategy: Book 3 musical acts by July 1, 2012. 

Rationale: In order to make the event a success, we must book artists that the community 
would enjoy.  

Tactics:  

1. Call local band managers/booking agencies to see availability by June 1, 2012. 
2. Create list of potential bands by June 15, 2012. 
3. Contact Adley Stump’s manager; Force Majeure music. 

 

Strategy: Secure stage equipment from third party by September 1, 2012. 

Rationale: To make the event a success, the bands should be elevated in order to make sure 
everyone has a good view of the concert.  

Tactics: 

1. Contact OSU’s music department about donating stage and equipment by 
August 1, 2012. 

2. Contact production companies in Oklahoma by August 1, 2012. 
3. Evaluate list of potential vendors by August 31, 2012. 
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Objective 2: Increase potential sponsor awareness of Stillwater Life Services by 25 
percent.  

Strategy: Green Light Communications aims to obtain at least 15 annual-event sponsors by 
August 1, 2012. 

Rationale: To fund this event and stay within the budget, we must have the financial 
support and material donations from community businesses. 

Tactics: 

1. Compile information packet including materials such as fact sheet, press 
release, sponsorship levels, event fliers by July 1, 2012. 

2. Personally distribute packet to local businesses by July 15, 2012. 
3. Follow up with potential sponsors weekly starting July 30, 2012. 

 
Objective 3: Increase community’s awareness of Stillwater Life Services and the Music 
for Life concert by 50%.  

Strategy: Increase community awareness of the event by posting 300 fliers in the Stillwater 
region by August 15, 2012. 

Rationale: Our primary research showed us that people respond well to visual aids posted 
around town.  

Tactics: 

1. Obtain permission from University to post fliers around campus by August 1, 
2012. 

2. Hang fliers in various locations around campus by August 15, 2012. 
3. Obtain permission from Greek Life to post fliers in greek houses by August 1. 
4. Distribute fliers to greek houses by August 15, 2012. 
5. Distribute fliers to bars on the Strip by August 15, 2012. 
6. Distribute fliers to churches for insertion in weekly bulletin August 15, 2012. 
7. Distribute fliers to public and private high schools in a 30 mile radius of 

Stillwater by August 15, 2012. 
 
Strategy: Pass-out 300 t-shirts to OSU campus by August 29, 2012.  
 
Rationale: The t-shirts will act as ads to get gain awareness for the Music for Life concert.  
 
Tactics: 

1. Obtain a booth at the Lights on Stillwater event. 
2. Distribute t-shirts to college students at Lights on Stillwater. 
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Objective 4: Increase the community and surrounding communities awareness of Music 
for Life concert.  

Strategy: Secure media coverage for event from 10 media outlets in Oklahoma by 
September 15, 2012. 

Rationale: To make this event as successful as it could be, media coverage is needed to 
gain awareness of the event and SLS.  

Tactics: 

1. Develop media contact list by August 10, 2012. 
2. Distribute press release to contact list by August 15, 2012. 
3. Follow up with contacts August 30, 2012 and September 7, 2012. 
4. Distribute media alert and offer media passes by September 10, 2012. 
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Budget:  

   Item   Estimated Cost    Source of Estimate  
Promotional 
Materials  flyers  $                      39.00  www.355copy.com 

   social media  $                              ‐  Facebook, Twitter 
   T‐shirts  $                   525.00  www.yque.com 

   PSA on local radio  $                             ‐  Stillwater Radio 
     

 
  

     
 

  
Concessions  paper goods  $                             ‐  donated by walmart 

   soda  $                             ‐  donated by walmart 
   bottled water  $                             ‐  donated by walmart 
   pizza  $                             ‐  donated by Little Caesars 
   chicken sandwiches  $                             ‐  Donated by Chick‐fil‐A 
   chips  $                             ‐  donated by walmart 
   candy  $                             ‐  donated by walmart 
   gatorade  $                             ‐  donated by walmart 
     

 
  

     
 

  
Concert  stage  $                      75.00    

   sound equipment  $                              ‐  provided by artist 
   media passes  $                        1.30  www.355copy.com 

   Band: Adley Stump  $                              ‐  donated by Adley 
   2 additional bands  $                    900.00     
     

 
  

General Event 
venue: Payne County Expo 
Center  $                   432.00    

   ticket booth  $                              ‐  included in venue 
   banners  $                      47.00  www.buildasign.com 

     
 

  
     

 
  

PR Firm  Contingency Fee 
$                    120.00 

         
donated by Green Light 

Communications 
     

 
  

   Total Cost of Event  $                2,139.30    
 

 

 

 

http://www.buildasign.com/
http://www.355copy.com/
http://www.yque.com/
http://www.355copy.com/
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T imeline: 

 

 

 

 

 

 

 

 

   

   

March 

April 

June 

August 

July 

Develop list of potential venues by March 26, 2012. 

 

Contact list of potential vendors by March 28, 2012. 

 

Pick venue by April 2, 2012. 

Call local band managers/ booking agencies/ bands to see availability by June 1, 2012. 

Create list of potential bands/musical artists by June 15, 2012. 

Book three musical acts by July 1, 2012. 

Compile information packet including materials such as fact sheets, press 
releases, sponsorship levels and event fliers by July 1, 2012. 

Personally distribute packet to local businesses by July 15, 2012.  

Follow‐up with sponsors by July 30, 2012.  

Obtain at least 15 sponsors by August 1, 2012. 

Contact OSU’s music department about donating stage and equipment by 
August 1, 2012. 

Contact production companies in Oklahoma by August 1, 2012.  

Obtain permission from OSU and Greek Life to post fliers by August 1, 2012.  

Develop media contact list by August 10, 2012.  
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September 

Increase community awareness of the event by posting 300 fliers by August 15, 2012.  

Distribute fliers to bars on the Strip by August 15, 2012.  

Hang fliers in various locations around campus and in Greek houses by August 15, 2012.  

Distribute fliers to local churches for insertion in weekly bulletin by August 15, 2012.  

Distribute fliers to high schools with in a 30 mile radius of Stillwater by August 15, 2012.  

Distribute press releases to contacts on list by August 15, 2012.  

Follow up with contacts on list by August 30, 2012.  

Evaluate list of potential stage vendors by August 31, 2012.  

Secure stage equipment from third party by September 1, 2012.  

Follow up with contacts on list a second time by September 7, 2012.  

Distribute media alert and offer media passes by September 10, 2012.  

Secure all media coverage for event by September 15, 2012.  

Hold the Music for Life benefit concert on September 22, 2012.  
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Timeline 2: 
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Evaluation 

Objective 1 

 Based upon the strategies and tactics that will be used for this objective, the chance 
for success is highly possible.  For this event to work, the tactics need for each strategy 
need to be met. Stillwater life services will need to follow our suggestions and meet the 
deadlines. Green Light Communication will not be here over the summer or next school 
year. Evaluation can be made by how much money is spent on event and how much money 
is actually raised for Stillwater Life Services if the event occurs. 

 

Objective 2 

 If the strategy and tactics for this objective are implemented properly within the 
given time, objective two has a high chance of succeeding. Earlier this year we tried to help 
Stillwater Life Services find sponsors for their 3 vs. 3 basketball tournament that was held 
in March. The list of potential sponsors only had a few weeks prior to the event to make a 
decision, which was not enough time to secure a high number of sponsors. Success for the 
objective can be measured by the number of organizations sponsoring the event. Evaluation 
on the objective can be made on Aug. 1, 2012. 

 

Objective 3 

 Community awareness is a key part for this campaign to be successful. The 
strategies and tactics for this objective will help generate awareness for Stillwater Life 
Services and the Music for Life concert. This objective can be measured by hits on 
Stillwater Life Services website and Facebook page. It can also be measured by how many 
“likes” are generated on Facebook when the tactics are implemented. 

 

Objective 4 

 Based upon the strategy and tactics, objective four has a higher chance to succeed 
than fail. Media coverage can help increase awareness of Stillwater Life Services and the 
Music for Life concert. Implementing the tactics properly and at the right time is needed 
for the objective to be successful. Media coverage is needed to increase awareness to the 
surrounding communities. The objective can be measured by the number of media outlets 
reached. It also can be measured by the number of media outlets that ran a story on the 
event.  

 


