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April 8, 2012 
 
Dear Stillwater Life Services, 
 
We would like to thank you for the opportunity to work side by side on this campaign this semester. 
Our team has really appreciated working on this campaign and learning about your organization. 
We hope that many of our ideas that we have put into our campaign book will be able to help 
Stillwater Life Services and increase the audience you have to reach more Oklahoma State 
University students. 
 
We have conducted extensive research to find out more about the students at Oklahoma State 
University. We found in our research that many people were unaware of Stillwater Life Services 
and the services that they have to offer.  
 
In order to achieve the overall goal, our team came up with multiple strategies, objectives and 
tactics. Our group is focused on increasing the attention spent on the ages of females from 19 to 
24, in particular, students at OSU in Stillwater.  Our timeline begins in May 2012 and spans over 
five months to October 2012, giving Stillwater Life Services ample time to put our plan into action.  
 
Once again, Connected Communications would like to thank you for this incredible opportunity to 
share our work with you and to help broaden Stillwater Life Service’s horizons.  
 
Sincerely, 
Connected Communications  

 
 
 
_______________________ ______________________ ___________________     
Jessica Gaynor   Courtnie Parsons  Anne League  
 
 
_______________________ ______________________ ___________________    
Kylie Paul                Tori Massey    Nicci Hudson 
�
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MEET OUR TEAM

Jessica Gaynor, Account Executive
Jessica will be graduating from Oklahoma State University in May 
2012 with a Bachelor’s degree in Public Relations. Originally from 
Keller, Texas, she plans to return to Dallas to pursue a career in the 
sports industry. 

Courtnie Parsons, Director of Strategy
Courtnie Parsons will graduate with a Bachelor's Degree in Public 
Relations in May 2012. She is from Edmond, Okla., and will be 
moving to Minot, North Dakota upon graduation to begin her career 
as an Aircraft Maintenance Officer in the United States Air Force. 

Anne League, Reseach Director
Anne will be graduating from Oklahoma State University in May 2012 
with a Bachelor’s degree in Public Relations. She plans to return to 
Tulsa, Okla. with her husband and pursue a career in the public 
relations field.

Victoria will graduate from Oklahoma State with a Bachelor’s degree 
in Journalism and Broadcasting in May 2012. She is originally from 
Oklahoma City, Okla. and spent last spring interning Individual 
Artists of Oklahoma. Victoria  will be applying to medical school in 
Fall 2012.

Victoria Massey, Editorial Director

Kylie Paul, Creative Director
Kylie will graduate from Oklahoma State with a degree in Strategic 
Communications in May 2012. She is orginally from Edmond, Okla. 
and plans to move to Dallas, Texas to pursue a career in the 
advertising industry. 
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Nicole is a senior at Oklahoma State. She will be graduating in May 
with a double major in Broadcast Production and Public Relations. 
She was born and raised in Dallas, TX. 

Nicole Hudson, Creative Director



SITUATION ANALYSIS

Introduction

Stillwater Life Services is an independent non-profit organization located in Stillwater, 
Okla. They offer services for individuals who have questions about safe sex, unplanned 
pregnancy, relationships and STI’s. SLS continues to meet the needs of the community 
through its beneficial services and its support of donors and volunteers. The 
organization is in at a great point to increase the number of supporters because they 
emphasize a supportive, non-judgmental environment, and strive to empower clients to 
make the best choice for themselves. In conclusion we are eager to increase 
awareness among the citizens of Stillwater and surrounding areas in order to 
increasing fundraising efforts so that the clinic can continue to provide its services as 
well as expand into other areas. 
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Government/Legal/Public Policy

One important factor that needs to be considered is the recent passing of the 
Personhood Act. The Act was the first bill of the session passed on February 16, stating 
that life begins at the moment of conception (Rolland, 2012). Although Stillwater Life 
Services does not offer abortions itself, this new law placing Oklahoma as a “pro-life” 
state may have a severe impact on potential some patients who seek counsel for an 
unplanned pregnancy. The organization describes itself as a “non-judgmental 
atmosphere” but the truth is people still may be apprehensive to talk to anyone about 
possibly getting an abortion in a state where it is socially unacceptable. 

Economic Environment 

The current economic conditions have forced many people to be more aware of their 
spending. Although most of the services are free, such as pregnancy tests, relationship 
counseling and birthing classes, STI testing is not. On top of that, Stillwater Life 
Services depends solely on donors, sponsorships, fundraising and volunteering, if 
people are struggling to take care of their families, they will be less willing to spend 
their extra time and money on a nonprofit. 

Technology

Social media provides a unique opportunity to connect with the target audience as well 
as share information. SLS’s Facebook account can be found at 
http://www.facebook.com/pages/Stillwater-Life-Services/93013264335. The account 
updates fans on upcoming events and things within the organization. Another feature 
available is live chat. On their website, there is a button that says “Live Chat,” clicking 
on this allows people to real-time chat with a counselor or volunteer at SLS. This 
service is for patients who wish to remain anonymous, have a quick question or do not 
have the time to go by the clinic. 

Resources

Stillwater Life Services resources include sponsorships by local business, volunteer 
base, and work of one doctor, two nurses and one paramedic are important assets to 
the organization. Along with the local business sponsorships and donors, there are 
numerous fundraising opportunities throughout the year such as the Walk for Life, the 
new Hoops 4 Hope upcoming 3v3 basketball tournament and a charity Gala in the 
spring. Although they have numerous opportunities for fundraising and donations, they 
lack in advertising outside of a social media realm.



SITUATION ANALYSIS

Society & Culture

Of the calculable, uncontrollable factors that could impact the success of Stillwater Life 
Services efforts to increase the number of students aware of their services, societal 
and cultural impacts are most important.

Since the state of Oklahoma repositioned itself as a “pro-life” state, the negative view 
of the services that SLS has to offer will prevent the business from expanding its 
services and potentially losing donors, sponsors and volunteers who do not want to be 
scrutinized by society.  The current widespread hype surrounding abortion and birth 
control may discourage people from supporting an organization like SLS regardless 
whether views are positive or negative toward the issues.

Adversely, if society had a positive view toward organizations like SLS and the services 
they have to offer, more people would not feel ashamed to use the services. 
Another reason to consider societal views on the subject of abortion, birth control, STI’s 
and the services SLS has to offer is not only are they offer other services they do not 
have a negative stigmatism such as relationship counseling or birthing classes. 
Society’s negative views take away from the positive services that the organization has 
to offer. 
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News Media

The news media have a significant impact on the public’s perception of people, 
organizations and issues. It is important for Stillwater Life Services to be conscious of 
any and all media mentions about their organization. The subject of family planning has 
been featured prominently by many news outlets recently because it has become a 
controversial issue in the upcoming election. Many Republican candidates have voiced 
the desire to eliminate funding to sexual health programs like Planned Parenthood and 
have taken a stance against President Obama’s proposal that health care cover birth 
control.  In Oklahoma, the controversial Personhood Bill, which seeks to ban abortion 
and emergency contraception, has been the focus of local media coverage and public 
outcry. The controversy surrounding family planning programs may hinder people from 
becoming involved with Stillwater Life Services. It is important that news sources 
present both sides of the issue when discusses the political aspects of these programs.

Competition

Before there can be any action taken to increase the awareness on Oklahoma State 
campus and number of sponsors involved with Stillwater Life Services, it is important 
to consider all of SLS’s competitors, direct or indirect. Direct competitors, such as 
Planned Parenthood, might have the advantage of being well-known; in contrast, the 
convenience of SLS to the Stillwater community is more appealing. Indirect 
competitors, such as the Humane Society of Stillwater, may not seem like a threat to an 
organization that provides the services that SLS does but they have the advantage of 
being a well-established charity and having a positive image that may drive more 
people to volunteer their time and money to their organization. 



SITUATION ANALYSIS

Types of Competitors

Direct Competitiors: any clinic or organization that provides sexual health and 
reproductive services in the Stillwater area.
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Advantages: 

. 
Disadvantages 

Indirect Competitiors: miscellaneous non-profit organizations in the Stillwater area. 

SIDENOTE:  sponsors, donors and volunteers may be apprehensive to donate time and money 
to Stillwater /Life Services because they are concentrated on another cause.



SITUATION ANALYSIS
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Advantages: 

Disadvantages 

ENDNOTE: Charities that support people, such as Stillwater Domestic Violence Services and 
Habitat for Humanity are more direct to Stillwater Life Services than charities like Humane 
Society or EComm Recycling. Although these are competitors of SLS, they are not as much as 
a threat as the competitors offering similar services as SLS. 

 The competitors ask for the attention, time, money and energy of donors, sponsors and 
volunteers. They also have the opportunity to shine a negative light on Stillwater Life Services.  



PROBLEM STATEMENT

Stillwater Life Services is a local nonprofit STI and pregnancy clinic in Stillwater 
dedicated to an informed lifestyle concerning those issues. Right now SLS is trying to 
promote all of their services concerning STI’s and pregnancy, but are struggling with 
their current fundraising campaigns. They are looking for something new to draw in 
more clientele because they are also struggling with their lack of awareness with the 
youth of Stillwater.  Our group is trying to promote awareness and raise money for the 

campus.

Our research revealed the majority of females on campus have not heard of SLS, but 
could guess from the name of the organization that the organization has something to 
do with health. Our goal is to make sure females on campus are fully aware of the free 
services provided by SLS. 

lives of its future clientele.  With $2,000 in the budget, we believe we can accomplish 
that goal.

Our plan is to have 250 white t-shirts printed with just “Stillwater Life Services” printed 
on the front in feminine script font since we are targeting females.

Next we would have drums or materials that we can play like drums with neon color 
paint that could get sprayed onto the t-shirts when the drums are struck.

This would result in the t-shirts being splattered with neon colored paint.  The reason 
why we chose this event is because this kind of activity is very popular with youth in 
clubs in cities across the U.S. There has never been any kind of charity event like it 
before on campus. We would charge $5.00 to participate in this activity. To supplement 
this activity, we would have Hot Dogs for a $1.00 and loud music playing the hits on the 
radio station. We would also have several rolls of parchment paper to sanction off to 
each person interested in spray painting a work of art onto it for Stillwater Life Services 
to display as they so chose.  The theme for the work of art would coincide with our 

we wouldn’t charge for this event. All we would ask is to make a charitable donation to 
SLS in return for the materials we provide. Students would be welcome to bring their 
own materials too.

In order to advertise for this event, we would want to start early, and get as much 
exposure as possible.  We suggest SLS getting in contact with the O’Collegian and the 
Communications Office on campus. We also suggest marketing our name for the event, 

connotation when it comes to free health clinics with a focus on STI’s and pregnancy 
like SLS. We want women on campus to be open and confident during our event 
through expressing their individuality by spray painting a work of art or a t-shirt, that 
they would have no problem proudly telling their friends and families about SLS. 

C R E A T I V E  C O M M U N I C A T I O N S
STILLWATER LIFE SERVICES 6



SWOT ANALYSIS

Strengths
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Weaknesses

Opportunities 

Threats



ORGANIZATIONAL ANALYSIS

Budget

Stillwater Life Services currently operates on two budgets. The first budget is its yearly 
budget for expenses and operating costs such as employee salaries, operating 
facilities, etc.  This budget is currently $246,642 and is expected to stay the same in the 
future. Stillwater Life Services’ second budget system its fundraising budget. The 
fundraising budget is currently $16,750 and is allocated to fundraising events such as 
Hoops for Hope and its annual banquet. 
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Treatment

Stillwater Life Services provides clients with a variety of free and confidential 
treatment and counseling options. Treatment services include STD/STI testing and 
treatments, pregnancy testing and limited ultrasounds. In addition to these, the 
organization also provides clients with counseling and information to empower and 
improve their sexual health and relationships. Stillwater Life Service’s trained staff and 
volunteers are available to advise and inform clients on a variety of topics including 
STD/STI’s, pregnancy options, post-abortion support, relationships, self-esteem and 
general sexual health and integrity. One-on-one mentoring programs and parenting 
classes are also available for men and women. If Stillwater Life Services cannot met 
the needs of the client, it can refer them to medical professionals, counseling services, 
housing programs and/or financial services that can. 

Programs

Stillwater Life Services have five programs. Baby Bucks and Daddy Bucks are mentoring 
programs for first time mothers and their significant others. The more the customer 
spends with the mentor, the more baby or daddy bucks they receive. Baby and Daddy 
Bucks can be used at the Stillwater Life Services’ Baby Boutique. The Baby Boutique 
has a variety of baby necessities for parents and their children. Stillwater Life Services 
also currently has three fundraising programs. The programs are the Spring Banquet, 
3-on-3 Basketball, and Walk for Life. The Spring Banquet is their largest monetary 
fundraiser. Hoops 4 Hope is a 3-o- 3 basketball event and is their newest fundraising 
program. The first Hoops 4 Hope event will be held March 3, 2012. The Walk of Life has 
been their fall fundraiser for many years. Stillwater Life Services products include 
treatments for their customers and those that purchase items from their Baby Boutique. 

Stillwater Life Services’ customer needs are met through counseling, mentoring, and 
treatment. 

Stillwater Life Services’ communication includes their Website page, Facebook page, 
advertising and information by word of mouth. Their Website and Facebook page are 
fairly recent. Stillwater Life Services could use help in their current advertising program 
and getting their information out by word of mouth. 

Controllable factors of Stillwater Life Services include budget, treatments, programs, 
employees, and advertising. 



ORGANIZATIONAL ANALYSIS

Employees

Stillwater Life Services depends on its volunteers as the majority of its staff.  The 
licensed staff includes two nurses, one doctor and one paramedic. Surprisingly, the 
counselors that teach classes and offer support for the clients are volunteers.  When 
we called to ask about how many volunteers they get a week, the receptionist said they 
usually have plenty. With that being said, our group is going to focus on raising 
awareness for patients, and increasing revenue with donors.
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Advertising

Stillwater Life Services have different advertising techniques. Its major source for 
advertising is through its fundraising events. The Spring Banquet is held to support past 
sponsors and donors. This fundraising event creates advertising and keeps the sponsors 
and donors updated with the company. The other two fundraising events are Hoops 4 
Hope and The Walk for Life. These fundraising events are solely for raising money and 
awareness. Stillwater Life Services advertises these events to people around the 
community. Some common advertising techniques include Stillwater Life Services 
Facebook page. This way they can reach a variety of people in the community. The 
non-profit also has some advertisements in the Stillwater yellow pages. Stillwater Life 
Services made informational brochures to add to its advertising. The company has been 
able to reach college students by having small ads in the O’Colly and running small 
campus campaigns. The campus campaigns are an effective advertisement done by 
volunteers on the OSU campus. These volunteers can reach out to students with flyers 
and word of mouth. 



SECONDARY RESEARCH

Company

Stillwater Life Services is an independent non-profit organization located in Stillwater, 
Okla. They offer services for individuals who have questions about safe sex, unplanned 
pregnancy, relationships and STI’s ("About us," 2012). Their goal is to help people make 
healthy choices regarding their sex life and to support those who feel alone, confused, 
scared or pressured. They counsel all clients without bias to the best of their ability, 
and offer unique services such as live chat to reach out to more clientele.
  
All of the services offered by Stillwater Life Services are performed by licensed medical 
professionals. Some of the services offered by the clinic include: free pregnancy 
testing, STD/STI testing and treatment, pregnancy options counseling, information on 
abortion, ultrasounds, peer counseling on sexual health and self esteem, advice on 
relationships, post abortion support, one-on-one mentoring programs for women and 
men, parenting classes, education resources for the community, material support and 
community referrals for those in need ("Reproductive Services," 2012).

Stillwater Life Services markets their services to the young adult age group. They 
emphasize a supportive, non-judgment environment, and strive to empower clients to 
make the best choice for themselves without the pressures of friends and family. The 
goal of their brand and image in the market is to present an organization that is 
non-biased and youthful, yet professional. They do employ a licensed medical staff; 
however, due to lack of funds, their technology does not extend beyond basic pregnancy 
and STI testing.  They have a welcoming and approachable culture, but unfortunately, 
many people are unaware of the services they offer. Because of this, our goal is to raise 
awareness among the citizens of Stillwater and surrounding areas in order to increase 
fundraising efforts so that the clinic can continue to provide these services as well as 
expand into other areas.
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Consumer

Stillwater Life Services’ target market is focused on the younger generation. This 
includes teens to people who are approximately 30 years of age. This is because 

bombardment, which has led to a rise in unplanned pregnancy and STI’s. From 
television ads to billboards, the United States has become obsessed with free 
expression of the body.  Luckily, a recent trend is promoting safe sex.  Celebrities, 
magazines and TV shows that talk about teen sex such as “Secret Life of the American 
Teenager,” have 10 second messages promoting safe sex. The hard decision is whom to 
go to when you have questions about safe sex, STI’s or pregnancy, and you don’t feel 
comfortable asking your parents or close ones.
 
What is the benefit of going to a clinic vs. a doctor’s office? Why should people go to 
Stillwater Life Services? In truth there are both benefits and disadvantages. According 
to Dr. Boskey, the advantages of going to your regular doctor includes:  visiting with a 
physician who is familiar with you, easy access to your medical records and 
convenience with not having to worry about being seen entering a STI/pregnancy clinic 
(Boskey, 2010).  The disadvantages would be: sometimes your doctor treats you 
differently after the knowledge is found out, depending on your insurance it could be 
very expensive and limited access to the wide variety of tests (Boskey, 2010). The 
benefits of a free clinic include:  access to a wider range of testing, it’s free, specialists 
in STDs on staff, the staff does not know you so no judgments are necessary and quick 



SECONDARY RESEARCH
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Current Environment

In today’s society, teen pregnancy and STI infections are on the rise. In a reversal from 
the downward trend of the 1990’s, teen pregnancy rose by three percent in 2006, as did 
the rate of abortions among girls from 15-19 years old (Jayson, 2010). Studies have 
also shown that one in four young adults has been infected with a sexually transmitted 
disease. Researchers suggest that abstinence-only sexual education programs are to 
blame for this trend. Statistics show that the focus on abstinence, which began in 
2003, directly correlates with the increase in teen pregnancies and STD’s.

Advances in STD and pregnancy testing technology have made getting tested more 
convenient and confidential. To combat the STD epidemic in Los Angelos county, city 
officials have launched a campaign to promote more confidential and convenient 
testing methods. In addition to making at-home testing kits affordable and accessible 

results (Boskey, 2010). The only real disadvantage of a free clinic is that most of them 
have odd hours of operation; the best way to avoid this is to call ahead. 
Clients of Stillwater Life Services stand to gain various benefits from the clinic. Some 
of these are concrete benefits, like free pregnancy and STI testing, and counseling 
services should the client require it. Other benefits are some of the unique services that 
this organization offers to its consumers, such as baby bucks and daddy bucks. These 
figurative dollars can be cashed in for basic items such as diapers, bottles, formula, etc. 
The parents are required to go to classes or seek counseling in order to earn the bucks. 
The clients also gain emotional benefits from the clinic. By providing clients with a 
nurturing and non-judgmental environment, they are able to make the best decisions for 
themselves and possibly their families.  The consumers also have the opportunity to 
give back to Stillwater Life Services by attending their fundraisers, such as Walk for 
Life and Hoops 4 Hope.

One competitor to Stillwater Life Services is Oklahoma State University Women’s 
Clinic. OSU’s Women’s Clinic is a direct competitor in relation to Stillwater Life Services 
because they offer some of the same services Stillwater Life Services provides. For 
example, on Oklahoma State University Health Service’s web site, it states the 
institution provides, “information and treatment for a wide range of gynecologic 
problems including annual pap testing and contraception services.” ("OSU University 
Health Services," 2009). This would be a direct competition because female students 
that have insurance with Oklahoma State University could get the same services for the 
same price or less than that of Stillwater Life Service. The University also provides 
health services and personal counseling services to the spouses of OSU employees and 
enrolled students.
 
Another competitor to Stillwater Life Services is Planned Parenthood’s location in Payne 
County. Planned Parenthood is also a direct competitor in relation to Stillwater Life 
Services because they provide exactly what Stillwater Life Services and more. For 
example, on Planned Parenthood’s website, it states that, “90 percent is preventive, 
primary care, which helps prevent unintended pregnancies through contraception, 
reduce the spread of sexually transmitted infections through testing and treatment, and 
screen for cervical and other cancers. Caring physicians, nurse practitioners, and other 
staff take time to talk with clients, encouraging them to ask questions in an 
environment that millions have grown to trust,” ("Who We Are," 2012) Planned 
Parenthood, like Stillwater Life Services, is non-profit organization, providing 
information, counseling and testing on sexual health for people of all ages. 
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to the masses, officials have begun installing touch-screen computer kiosks in 
pharmacies, which allow women to receive kits immediately, instead of waiting for 
them in the mail (“STD testing program…” 2011).

In the realm of politics, STD and pregnancy testing and prevention has been the subject 
of hundreds of bills in recent years. In addition to increasing awareness, legislation has 
also been passed in many states to require that health insurance cover the HPV 
vaccination and improve health care coverage for STD/HIV/AIDS testing, treatment and 
counseling. There has also been laws passed concerning sexual education. In many 
state, like Oklahoma, sexual education is not required curriculum, but if it is taught 
educators are required to promote abstinence (“State Profile”).

The current economic downturn has greatly affected non-profit organizations across the 
country. Since 2001, there has been a sharp increase in the growth of non-profits, 
particularly in the health sector (Sobolewski, 2010). Researchers attribute this growth 
to the rise in spending on health care.



PRIMARY RESEARCH
   & FINDINGS
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Research Method One: Student Survey

Objective

One of the primary research methods we decided to utilize was a student survey. This 
type of research allowed us to ask questions that elicited quantifiable data and 
information from a larger sample size of students. Using this method, we were able to 
gain insight into students and their awareness and attitudes of Stillwater Life Services. 

Methodology 

To accomplish the student survey, team members from our group distributed the 
surveys to fellow students and classmates at the beginning of their designated class. In 
order to accomplish this, each team member contacted the professor of the class they 
would distribute the survey and got permission to distribute the survey. Our team 
members then distributed then distributed the surveys at the beginning of class and 
collected them when they were finished. 

Sample 

The respondents to the student survey were Oklahoma State University students ages 
18 to 24 with an equal distribution of men and women. The sample had an income of 
less than $15,000 a year. Our group felt this sample was appropriate because we felt 
university students would be the biggest population of interest to Stillwater Life 
Services. Oklahoma State University has a student body of 21,000 that are currently 
enrolled. Stillwater, Okla.’s current population is 35,000 citizens. The students at 
Oklahoma State University make up a large portion of Stillwater’s community; 
therefore, we maintain that the students would be the best sample of the population. 

Key Findings & Implications for Campaign 

       survey was given

       recommending a friend or relative to Stillwater Life Services

       a sexual health clinic

       as the on campus health clinic or a family doctor, that provided sexual health  
       services and information on sexual health
 

The data provided in the student survey gave us great insight into the attitudes of 
Oklahoma State University students toward Stillwater Life Services. Half of the 
students surveyed were not aware of Stillwater Life Services and what they provide 
and therefore, would be apprehensive about recommending a friend or a relative to 
Stillwater Life Services. This could mean Stillwater Life Services is not using effective 
advertising methods to promote their services and the multitude of information they 
have on sexual health to the Oklahoma State University student community. More than 
half of the students stated they felt there was a better place that provided sexual 
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health services and information on sexual health. This information indicates there just 
is not enough awareness or familiarity of Stillwater Life Services throughout the 
Stillwater community. The data we collected affects our team’s campaign planning 
drastically. Oklahoma State University Students make up more than half of the 
Stillwater community, therefore our team will need to create a more effective strategy 
for Stillwater Life Services to market themselves to Oklahoma State University college 
students.  

Research Method Two: In-depth Interview

Objective

One of the primary research methods we decided to utilize is an in-depth interview with 
a corporate business manager and a local Stillwater business manager. The goal of the 
in-depth interview research was to collect information on individual’s awareness and 
attitudes toward Stillwater Life Services. This type of research allowed us to ask 
open-ended question that elicited in-depth and qualitative information from a smaller 
sample size. Using this method, we were able to deeply explore the respondent’s 
perspectives on Stillwater Life Services. 

Methodology 

To accomplish the in-depth business survey, Nicole Hudson located the Starbucks 
Coffee Company in Stillwater, Okla. She contacted the manager and asked for 
permission to interview him later that day. Nicole recorded the in-depth interview at 
Starbucks. Kylie Paul contacted Hideaway Pizza and asked to speak with the manager. 
She met with the manager early in the morning and recorded the interview at 
Hideaway Pizza. 

Sample 

The respondents to the in-depth business survey were a manager at a corporate 
business and a manager at a local Stillwater business. The managers were both men 
ages 24 to 50 with an income of $50,000 or less. Our team felt this sample was 
appropriate because we wanted to gain the perspective of the corporate side of 
philanthropy versus the local side of philanthropy and also to gain insight into how 
these businesses felt about sponsoring Stillwater Life Services and their cause. 

Key Findings & Implications for Campaign 

In our interviews with the store managers of Starbucks Coffee and Company and 
Hideaway Pizza, we found that it is harder for a publicly traded organization to support 
a local organization than it is a for a local business to give support. We also found that 
the two businesses did not know what services Stillwater Life Services provided. Both 
Starbucks and Hideaway did feel that sexual health was an important issue and felt 
there should be an organization that provided sexual health services to citizens at a low 
cost. 
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From our research, we have found that, like our student survey, organizations are 
simply unaware of Stillwater Life Services as a local organization and the services 
they provide to the community. Although businesses believe there should be facilities 
that provide citizens with low cost sexual health screening and information, they were 
not aware of Stillwater Life Services and therefore could not recommend or support 
the organization. Hideaway stated they would not be apprehensive about supporting 
this organization based on their mission and goals. This research helps us identify a 
key factor in creating our strategic plan for Stillwater Life Services and gives us insight 
into what weaknesses Stillwater Life Services could improve upon and how we can 
accomplish our team’s current objectives for the organization.  



TARGET AUDIENCES/
  MARKETS

Who Are They?

The target audience starts with women who have reached sexual maturity, so 
approximately age 15.  There really is no ending age for the target audience to 
complete the parameter of the age bracket because anyone can catch an STI or need 
parenting classes at any age. The pregnancy aspect of the clinic has a target market of 
about 15 to 40. Only 13% of both male and female teenagers have had sex by age 15, 
and the average age for teenagers to start having sex is 17 (Guttmacher Institute, 
2012). Our group is focused on increasing the attention spent on the ages of females 
from 19 to 24, in particular, students at OSU in Stillwater.  We chose this bracket 
because our group is within that age bracket and we had never heard of SLS. So, we 
would like to focus on a smaller portion of the population in Stillwater to start 
increasing awareness about the organization. 
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Most Influential

The most influential target will be the females we reach out to on the OSU campus. It is 
a known fact that women talk, text and overall communicate with others more than 
men. Ergo, targeting females at OSU we can spread the word about SLS faster that by 
creating a gender-neutral campaign. We are also targeting females who are in their 
prime sexual activity period in their lives, so they are the ones who need to know about 
the amazing services SLS has to offer them. A bonus about targeting students on 
campus is that many of them are not native to Stillwater, so they will spread the word 
about SLS wherever their home is outside of this town.

Impact

Research has also shown that nowadays, women are the matriarchs of their families. 
By targeting women at a younger age, we can assure that they can keep SLS as a part 
of one of their charitable organizations they will always have in mind, even if they no 
longer require SLS’s services. They may encourage their families to volunteer or seek 
help from SLS. They definitely will tell their friends, who tell their friends, etc. Women 
have a huge impact on SLS because they are more nurturing by nature, and if treated 
properly, have a natural need and tendency to reciprocate the goodness that was 
shown to them. 

Reasons

People have several reasons as to why they would require the services of SLS. They 
might be thinking about becoming sexually active, and would like advice on birth 
control or protection before going to see their doctor so as to have more knowledge 
before going into the appointment. SLS can be looked at as being experts in the field of 
STIs and pregnancy, so advice alone might be all somebody is looking for. They are also 
there for free STI and pregnancy testing. They are there to comfort someone who has 
an STI or is pregnant and doesn’t know which step to take next. They offer parenting 
classes for those that can’t afford them. They offer baby supplies in return for taking 
classes. They even have live chat so if someone is very uncomfortable with describing 
their symptoms or problem face to face, they can talk to somebody about their anxiety 
and concerns and get some help that way.



TARGET AUDIENCES/
  MARKETS

Affect

We think targeting women on the OSU campus in Stillwater would have the greatest 
affect on SLS because so many of them are eager to volunteer and start contributing to 
society. Many of them are involved in sororities or community service organizations that 
are looking for charities to help out. Just by us putting SLS’s name out there, we could 
start a trend of women helping women by volunteering or donating to SLS. 
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PUBLICS ANALYSIS

Overview

Basic demographic information for Oklahoma State University:

 o    Native American: 6.89%
 o    Asian: 1.44%
 o    African-American: 4.62%
 o    Hispanic: 4.03%
 o    Caucasian: 72.61%

 o    Females: 48.6%
 o    Males: 51.4%

We have determined that there is one main public for Stillwater Life Services’ to 
increase the overall awareness of its services. The public is the students of Oklahoma 
State University ages 18 to 24, more importantly the women of OSU. Although women 
make up a little less than half of the OSU student body, they are more willing to be 
informed about Stillwater Life Services then men. All of the people surveyed use some 
form of protection or birth control during sex. Even though a good amount say that they 
get tested once a year, the majority said they either never get tested or only get tested 
right after a hook up. The majority of the group surveyed was single or unmarried but 
there was a small amount that is married. 
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Level of Development 

Due to the fact that few respondents to our primary research had any knowledge about 
the services or purpose of Stillwater Life Services, we have concluded that the publics 
we are targeting are “inactive.” Despite this, everyone surveyed was aware of other 
sexual health clinics; although they were unaware SLS was one of them. The segment 
of our target audience that was aware of the services SLS provides were more likely to 
utilize their services. Based on these findings, we need to focus on creating awareness 
for the organization in order to arouse people to donate or use their services. 

Attitude Toward Topic

The publics’ attitude toward SLS varied by their level of development. The few 
respondents that knew what SLS was and what services they offered all indicated 
positive attitudes toward SLS. Those who were unsure of what services SLS provides 
or who did not know anything about the organization had less positive attitudes. 
However, our target audience was unanimous that the qualities of SLS (confidential, 
clean, educational) were all qualities they look for in a sexual health clinic and that 
employing a staff of licensed medical professionals was something that was important 
to them in such a clinic. Because of this, we have concluded that the best way to create 
more positive attitudes among our target audience is to focus advertising on the 
aforementioned factors.



PUBLICS ANALYSIS

Public Beliefs & Values

Only 17.5% of the females we asked to take the survey knew what SLS was.  Those 
that knew what SLS was responded positively to the survey; answered that they would 
use the services provided, knew what the services were, felt comfortable going there, 
etc. We can assume from this information that clients or friends of clients have had 
positive experiences with SLS. The problem is that the company is not well advertised 
amongst the female youth in Stillwater. This also means that they knew of SLS, not 
necessarily what SLS did. Only 14 out of that percent said that they would feel 
comfortable using SLS’s services. This leads us to believe women would be more likely 
to use SLS’s facilities if more people knew of them, and knew what unique benefits 
were offered there. Women who did not know what SLS was assumed it had 
something to do with health. Those who knew of it assumed the company was similar 
to other health clinics, and did not know SLS’s focuses and unique services, or just had 
no clue at all what SLS could possibly be. We can assume women would feel more 
comfortable if they were guaranteed service to a licensed professional, since we 
received a unanimous “yes” to question seven, “Would you feel more comfortable 
knowing that there were licensed professionals, such as nurses and doctors on staff?”  
We feel that advertising the licensed professional aspect of the company would be a 
good idea because the main places women said they would go before they would go to 
SLS, which was our third question in the in-depth survey, was their family doctor or 
local gynecologist.  These professions are also two competitors of SLS, so marketing 
that SLS has the same quality of staff would be ideal for getting more business. It is 
also important to note that our survey did not lead on that SLS was non-profit. Those 
that had heard of SLS may not have heard that almost all of the services were free. 
Those who haven’t heard of SLS definitely do not know of that feature, which is also a 
huge marketing point to be looked at. 
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Public Needs and Motives

The needs and motives of our target public, female students from Oklahoma State 
University between the ages of 18 and 24, is very important to this campaign. 
According to research, this demographic is generally taken care of by their parents or 
have a job of their own; therefore they are established socially and financially. This 
means they have satisfied the two lower levels of Maslow’s hierarchy of needs, 
physiological and safety requirements. After physiological and safety needs are 
fulfilled, the third layer of human needs is interpersonal and involves feelings of 
belongingness. Being more aware of sexual health is something that is vital to let 
relationships strive, especially intimate relationships.

All humans have a need to be respected and to have self-esteem and self-respect. 
Esteem presents the normal human desire to be accepted and valued by others. The 
majority of the target public is established or is becoming established in the esteem 
tier of Maslow’s hierarchy of needs. They are confident and are working on achieving 
success in their life and most of the students are active members of the Oklahoma 
State campus. Our primary research, based on surveys of students at Oklahoma State 
University, suggested that there is an interest in sexual health and education but due to 
the lake of advertisement and knowledge about Stillwater Life Services no action has 
been taken. The final tier, self-actualization, speaks to things like morality, problem 
solving and acceptance of facts. Being aware of your sexual health fulfills that need. 



PUBLICS ANALYSIS

Intercessory Groups 

Intercessory groups include sororities and fraternities as well as other on campus 
organizations. According to research, Greek life makes up 21 percent of the student 
body.  These groups have favorable views towards sexual health and education, as well 
as volunteering and philanthropy. The established subcultures of the student body are 
consistent with the kind of people already involved in SLS’s effective efforts. These 
groups are regularly campaigning for some cause or event and are willing to put in time 
or effort to spread the word on campus. 
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Mental Sophistication

Our main target audience is women at Oklahoma State University who are working 
towards a college degree. We realized that these women would be the ones using SLS 
the most. We wanted to focus on them and utilize our target audience in our primary 
research. We can assume that our target audience is definitely aware about issues with 
sexual health. Growing up, most high schools skim over sexual health issues that are 
going on in the world. We can assume that by the time students make it to college; 
they have been introduced to these issues in some way or another. From our research 
we can assume that our target audience isn’t very knowledgeable about SLS. Most of 
the women didn’t know what SLS was or what services they had. Lack of advertising 
about the company is a huge issue our group discovered during the primary research. 
We can assume that more women would use SLS, if women knew more about it and 
the benefits that come with using its facilities. 

Communication Behaviors

Since our main target audience is women roughly ages 18-24 years old, this group 
mostly communicates through the Internet. Facebook is a huge part of our target 
audience communication behaviors. They use this source to communicate with each 
other and catch up on things going on. Twitter is definitely the newest and fastest 
growing source for communication amongst our target audience. Through twitter our 
target audience can find any important issue that is trending around the world in 
seconds. Other search engines on the Internet are also widely used next to Facebook 
and Twitter. E-mail is a source of communication our audience deals with for 
school-related issues. We can assume that Twitter and Facebook would be the best 
ways of communicating with our target audience. 

Personality Preferences

Our public is more likely to prefer messages that present facts and ideas. Women that 
care enough about their bodies to have them checked out don’t go to who they think is 
going to do an “okay” job. Women want experienced, licensed professionals to do what 
they are looking for. Our group feels confident assuming that women want certainty vs. 
possibility. According to Maslow’s hierarchy of needs, physiological needs are the first 
needs that need to be met before one can attain self-actualization. Women want to be 
certain that their physiological needs have been met before they can move on. 



PUBLICS ANALYSIS

The client will not want any confusion as to what services are offered by SLS. They 
need to know what the services are, when the services are available and how much it 
is going to cost them. There should be no ambiguity; the information should be strait 
forward. The company should have a good reputation, and be making an effort to get 
their name well known because they are confident that their services are the best. 
Health care should never be talked about in a light manner; it is always serious. We 
feel that using common sense is key in this topic.

Since we feel that the information should be presented literally not figuratively, and 
straightforward with no ambiguity, SLS should target their messages to the clients’ 
heads and minds, not hearts and emotions.  Logic and reason are the two best ways to 
defend that strategy. Nobody wants to be told a long delicate story from a doctor when 
they are receiving bad news. No one also wants a long flowery story when they are 
receiving good news but fearing the worst.  They want it fast, quick and to the point. 
SLS should be analytical, but sympathetic toward sensitive situations, and always 
focus on the individual. 
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OBJECTIVES, STRATEGIES
   & TACTICS

New Event

Event to raise awareness for sexual health among OSU women:
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Goal

To increase awareness of Stillwater Life Services in female college students attending 
Oklahoma State University by 10 percent before August 2013.

Informational Objective 1

To increase awareness of Stillwater Life Services programs and services by 30 percent 
among women under the age of 24 by October 2013.

Strategy 1

@ Library Lawn”, on Aug. 27, 2012. 

Rationale
Our research shows that Greek Life makes up 21 percent of the student body.  
Sororities are well established on campus, and are active participants in volunteering in 
the community, especially with their philanthropies.

Tactic 1
Create a partnership with the PanHellenic Council of Oklahoma State University.  
Choose individuals from some of the sororities on campus, and pick individual girls to 
be liaisons between Stillwater Life Services and OSU.

Tactic 2
Create leadership roles among sorority students to engage and bring awareness of 
sexual health on campus. They would be ambassadors of sexual health, and would also 
spread the word about SLS events.

Tactic 3
Have sororities pass out flyers and posters throughout their house promoting the 

Evaluation
The success of objective 1 will be measured by an increase in the number of female 
college students aware of Stillwater Life Service. To measure this, a survey will be 
conducted after one week to determine how many females who plan on attending the 
event, and if they’ve done research about SLS.



OBJECTIVES, STRATEGIES
   & TACTICS
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Attitudinal Objective 2

To increase positive attitudes toward sexual health issues and information among 
female college freshman and transfer students by 10 percent by October 2013.

Strategy 1
We are hosting an event for Stillwater Life Services on the Oklahoma State University 

Rationale
Hosting this event will inform incoming students and help them become more aware of 
Stillwater Life Services, and will allow them to not only spread the word, but know that 
there is a place to go.

Tactic 1
Passing out flyers, handouts, and putting posters around campus with information 

Tactic 2
We will chalk the sidewalks of campus a week before school starts, letting students 
know the details of our event and creating awareness of the event.

Tactic 3
We will also write news releases and feature story about the upcoming event and get 
media attention through the OSU newspaper O’Colly.  

Tactic 4

@ Library Lawn”. 

Strategy 2

representatives to help spread the word about sexual health promotion and SLS.

Rationale
Having a female student representative would help with increasing clientele because 
students that have not tried the services of SLS may be intimidated or anxious to go. 
Having a fellow student to talk to about their questions would decrease anxiety and 
increase the likely-hood of them using SLS’s services.

Tactic 1
Hold a seminar during the fist week of classes to inform incoming Oklahoma State 
students about the event and SLS.  This seminar, instructed by an existing liaison for 

Lawn” event. 



OBJECTIVES, STRATEGIES
   & TACTICS
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Tactic 2
Visit residence halls and have an informational presentation about the “Express 

campus representative for SLS.  

Tactic 3
Have our campus representatives speak during new student orientation classes about 
the awareness of sexual health.

Evaluation
The success of objective 2 will be measured by the positive shift in attitudes of female 
college students and transfers. To measure this, we will hand out surveys and note any 
shifts in attitude from our previous results.

Behavioral Objective 3

To increase usage of Stillwater Life Services programs and services by female and male 
college students at Oklahoma State University by 20 percent by May 2013

Strategy 1

Stillwater Life Services on a daily basis by using social media as a tool to direct 

Rationale
Half of the students surveyed were aware of Stillwater Life Services. Of the people that 
had heard of SLS, only a few of the students were even aware of the services that 
Stillwater Life Services has to offer. Since almost every student is either on Facebook or 
Twitter, having a strong social media presence would greatly benefit SLS.

Tactic 1

Library Lawn” and other upcoming events, announcements and to put some facts about 
sexual health. 

Tactic 2

upcoming events and invite all of the people who have “Liked” the Stillwater Life 
Services page. We would also invite people involved in clubs, Greek Life, athletes and 
any other opinion leaders on campus. 

Tactic 3
Create more advertisements to put around campus like by the Student Union, in all of 
the classroom buildings, Edmond Low Library and sorority and fraternity houses. The 
advertisements will include information about SLS’s website, social media pages, and 

Evaluation
The success of objective 3 will be measured by an increase in usage of Stillwater Life 
Services programs and services.



TIMELINE

May 2012
April 30: Create and launch the Stillwater Life Services Twitter account. Following 
athletes, sorority/fraternity members, and other opinion leaders on campus and also 
tweeting at them. 
April 30-May 5: Start advertising around campus, in sororities and other local 
hangouts around Stillwater for initial female volunteer liaison positions. Applications 
are available at Oklahoma State Student Union in the student activities office. 
May 11: Review applications and begin interviewing applicants for liaison positions.
May 14-16: Train and educate recruits about Stillwater Life Services and the new 
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June 2012
June 1: 
June 4: Print fliers and posters and hang them around campus, in sorority/fraternity 
houses, and at restaurants, bars and other local hangouts in Stillwater to advertise to 
summer school students about upcoming event. 

July 2012
July 1:
and put in order to VistaPrint designs. 
July 23-25: Go to sororities before Recruitment/Work Week begins for the 2012 
school year. Inform them about the opportunity for leadership positions with SLS.  And 
choose one representative from each sorority to be a liason. 

August 2012
August 1: Begin buying neon paint, drums, canvas spray paint and hot dogs for 
events. 
August 13: Go to sororities and fraternities’ houses to pass out flyers and handouts 
for them to handout during the first week of school.  
August 13-26: Randomly tweet and post Facebook reminders about upcoming event 
throughout timeframe. 
August 17: Create Facebook event and invite all of the fans of the SLS Facebook 
page and other opinion leaders on campus. 
August 20: Write on the sidewalks around campus advertising the upcoming 

August 20-24: Hold seminar during orientation and visit residence halls to recruit 
female campus ambassadors for sexual health and inform them of upcoming event 

reaching out to Greek Life. 
August 23: Create press release about event and give to the Daily O’Collegian. 
August 24: Release feature story about event in the Daily O’Collegian. 
August 27:

September 2012
September 3:
winners to show at Lights on Stillwater. 
September 14: 
displayed at lights on Stillwater. 

October 2012
October 1: Begin conducting evaluation efforts and start to make corrections and 
plan for event next year based on evaluations.



BUDGET

Posters and Flyers (Color Copies)

$1.00 x 100= $100
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Handouts (Black and White Copies)

$0.50 x 100 =$50

Large White Paper Rolls

$25 x 3 = $75

Drums (Kid Floor Tom)

$40 x 3 = $120

T-shirts (We will charge $5 per shirt)

100 = $1,300

Paint (1 Gallon) 

$20 x 6 = $120

Spray Paint Cans

$4.50 x 25 = $112.50

Ketchup 

$2.50 x 3 = $7.50

Hot Dog Buns (10 Count Packages)

$1.75 x 20 = 35

Hot Dogs (10 Count Packages)

$1.00 x 20 = $20

Mustard

$3.50 x 3 = $10.50

TOTAL: $2,255.50
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Large Poster
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Handout Flyer
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APPENDIX C

News Release 
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NEWS RELEASE                                                             
 
FOR IMMEDIATE RELEASE                           Contact: Victoria Massey, Media Director  
Aug. 27, 2012                      405.397.5554 
                                  victoria.massey@okstate.edu 

 
STILLWATER LIFE SERVICES TO HOST “EXPRESS YOURSELF” 

 
STILLWATER, Okla. – Stillwater Life Services is partnering with Oklahoma State University to 
host “Express Yourself @ Library Lawn” on the Edmon Low Library lawn on Aug. 27, 2012 
from 12 p.m. to 5 p.m.  
 
“Express Yourself” is an event sponsored by Stillwater Life Services to promote awareness of 
sexual health issues among college students attending OSU. There will be music, games, 
hotdogs, paint drumming, create your own t-shirt design contests and “free thought” paint boards 
where students can paint freely. There will also be an art contest in which anyone can enter. The 
winning artist’s work will be presented and auctioned at Stillwater Life Services annual banquet.  
 
Stillwater Life Services is a 501(c) non-profit organization that provides services to men and 
women in need of STD/STI tests, pregnancy tests and pre and post abortion counseling. 
Stillwater Life Services is committed to raising awareness of sexual health issues among young 
adults on the Oklahoma State University campus and Payne County.  
 
If information is needed, please contact Victoria Massey by e-mail at 
vctoria.massey@okstate.edu or by phone at 405-397-5554. 
 

### 
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Social Media
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Facebook
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Twitter
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T-Shirt 
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express yourself
@library lawn

STILLWATER LIFE SERVICES
KNOWLEDGE IS YOUR POWER. 

       KNOW IT. OWN IT.
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APPENDIX F

Logos for Event
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express yourself
@library lawn

Express 

@library lawnyourself
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Complete Research Findings
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In-Depth Business Survey- Starbucks

NH: This will be really quick. Probably, like I said, ten minutes at the most. Okay. Is your 
company considered a publicly traded company. 
SM: Hold on a sec (turns on his recorder), okay. Sorry say that again?
NH: Is your company considered a publicly traded company?
SM: Is that in regard to stocks and all those kinds of options?
NH: Sure. 
SM: Because I know we have public option for stock. I would assume yes. 
NH: Does this Starbucks location currently support any local organizations?
SM: I know that at the moment our pastries, what we don’t sell, or donate to college 
students late at night go to a local organization. I think it’s Stillwater Domestic 
Violence. 
NH: Oh okay. 
SM: I think so. I could be wrong but I know we had a change here recently on who 
those donations went to but I’ll talk to my head. I’ve had so many things on my mind, I 
don’t honestly remember who that is right now. 
NH: So financially, you all don’t donate to people like that or
SM: Not financially. I know that as a store manager I have the option to help out in the 
community and in the past Starbucks did a lot of just coffee donations. They gave just 
tons of coffee tons of coffee, which is awesome. The company is really looking now at 
community hours. They really want to be more involved in the community. They really 
want to go out and be active and they really want to join the community, see what’s 
going on out there. So I know right now we’re trying to look into our options for jumping 
in the community. The month of April is our month of service and so right now we’re 
really trying to figure out what is our options and what we can do to help out with that. 
So, as far as helping out financially, there’s nobody, you know that we write checks to 
or give like that. But I do have the choice as a store manager, if let’s say for example 
last spring Stillwater ISD came in and they had recognition program at the end of the 
year for like top performing teachers or teacher of the year, things like that and my 
partners get a pound of coffee every week. That’s the reward. That’s how they get 
rewarded for being a partner with the company because at Starbucks they’re called 
partners, not employees because they’re a part of the business. But they all pitched in 
and they had those pounds of coffee they were able to get each week and they donated 
them so they could give them to Stillwater ISD. So that was really neat that we were 
able to do that because the teachers felt really excited because they thought “wow, I 
get Starbucks coffee.” So it was really neat. 
NH: Are ya’ll currently like—do you just keep your ears open for a chance you get to 
support or things like that?
SM: I do my best most of the time. Most of the efforts we try to help out with are 
people that reach out to us and they call or they show up one day. So most of it is when 
they call us and they go “hey this is Reese Bob and I have this event going on. How can 
Starbucks help out with the situation?” it used to be that Starbucks would give gift 
cards and stuff like that but that’s not something they’re doing anymore. So as opposed 
to what can we give you, it’s how can we invest in what’s going on. So it’s really neat 
how they’re really wanting to do that because any organization can just give 
something. It’s a lot more if you just try to invest. 
NH: Okay, these questions might be a little awkward because it’s Stillwater Life 
Services. 
SM: Okay. 
NH: Okay, how do you feel about sexual health issues?
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SM: I know they’re there (laughter). As far as an individual I have my own issues as far 
as the company I know the have theirs. I’m not sure—honestly because I’m answering 
that and as a part of a store manager at Starbucks, I can’t honestly answer that just 
because I don’t know what their stances are on that and I’d be afraid to answer that 
and say something that wasn’t in line with what they said but I do  know that Starbucks 
does a lot to aid in any and every , you know, organization that helps anybody out. I 
know right now we’re doing visibly and indivisible—it’s this program for jobs for USA 

It’s got bracelets. What it is it’s this five-dollar donation that goes to the organization. 
And with five dollars you can get the bracelet but it also gives money that goes to 
helping fund, you know, small businesses that are down on their luck and don’t have 
those funding and I had a sheet up there that had those successes and I guess 
somebody found it very interesting because it’s not there anymore. But it was really 
cool because it talked about different success stories about individuals across the U.S. 
that are down on their luck, you know finances are hard right now. The economy is not 
really moving like it was a couple years ago or 15 years ago or whatever but it was 
really cool to read that and see how, you know, as an organization we’re doing really 
well but instead of just looking at ourselves and looking at, “hey look at how awesome 
Starbucks is, looking out and saying look how we can help others at the same time.”  I 
appreciate that as a company and I also wonder if every company were to do 
something like that, you know what would the outcome be. And there’s been some yays 
and some nays to every option in regard to any company. I’ve worked for other 
companies besides Starbucks but I’ve definitely think that it would be interested if one 
day everybody would start pitching in for everyone else and just started helping out. I 
don’t know what that would look like financially or anything but I know that it feels 
good to be helped, like there is somebody on your side. 
NH: Do you consider people giving the right information about public health/sexual 
health important?
SM: I would definitely think that people find that important. I know that it’s interesting 
to see how that communication is being changed. I mean one time once it was reading 
the newspaper and watching the news and now especially here at Starbucks, when you 
walk in the door, Wi-Fi network it logs you into our Starbucks network, which is also 
know as a work place because as a Starbucks store we hope that customers see this as 
a third place because you know they have a home and they have their work,  we want 
Starbucks to be that third place. They feel comfortable. They can come in. they can 
enjoy and relax and it’s just that third place where they can be themselves and I love 
watching how the communication has changed over the years from you know, news 
paper, television people have this media outlook they can get anything and everything 
but I definitely thing the most important thing is accountability as far what’s credible 
and what’s not just because I could be on the internet right now and I could post 
anything I wanted and so I really think that I wish it was harder for anybody just to 
publish anything and I’m not saying take away the freedom of speech because that’s 
what makes it so unique as a society and a nation but I know that more and more 
people doubt what they read now because they wonder what the source is or who the 
source really comes from but I definitely think that in regards to violence or anything 
else like that. I mean that’s hard for anybody and everybody. 
NH: Do you think that there should be a facility where citizens should be tested for 
STDs at a low cost? Because that’s kind of what Stillwater Life Services does. If you 
were to go get—if a college student were to go get tested somewhere, it’s normally 
really expensive and that’s why people don’t but Stillwater life services provides really, 
really low cost so do you think that there should be a facility like that?
SM: Again, I know what I personally believe. I’m not fully aware of what Starbucks 
would have a viewpoint on that but as an individual I think that services should be 
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available to everyone regardless of economic status, regardless of background or 
cultural diversity. I think that hose resources should be available to anyone at any time. 
Everyone has had a rough time in life regardless of who they are. Any president in the 
past, I guarantee went through some sort of struggle, so they can be president of any 
great nation or anyone across the globe for that matter, but I definitely think that there’s 
always somebody out there that needs help but doesn’t know where to go or who to go 
to. 
NH: Besides what I just told you earlier, you said you had never heard of Stillwater Life 
Services?
SM: I think I have but I no I don’t use Stillwater Life Services. 
NH: So you didn’t know exactly what they did, you just kind of heard the name before?
SM: I mean the name definitely rings the bell and I think in the past we may have 
partnered with them on something? I’m not quite sure. I know a lot of organizations ask 
for donations and things like that so I definitely think I’ve heard the name but that’s all 
that I can really think of just recalling the name per se. 
NH: What are your attitudes toward STD clinics?
SM: STD clinics?

SM: Again, I don’t know what the company stance is. Individually, I think that you know 
there’s a place for everything. I know that when I lived in Dallas there was a planned 
parenthood right down the street from our apartment complex and there were always 
there that picketed or people that used the facilities and it was always interesting to 
see that difference of viewpoints of what was going on there. But I think every 

know, who am I to say something is necessary or not. I don’t know but I definitely think 
that, you know, we should definitely look at the needs of everyone and not just a few. 

NH: Do you think that Starbucks would be apprehensive about supporting a non-profit 
that promotes sexual health?
SM: Again, I honestly don’t know. I know that Starbucks is very helpful in every 
organization that I’m aware of. As a company, I don’t know what their stance would be 
but I definitely know that Starbucks would give anybody their time and they would 
listen to them and see what they could do to help them. Unfortunately it’s another 
question that I don’t know but if there is anything specifically would
NH: Is it something that you would be able to decide or would you have to call 
headquarters to see if it matched permission or 
SM: Most of that 
NH: Is it something that you would have to find information about
SM: Pretty much all of that goes through corporate, honestly because as a store, we 
help out where we can but any issue as far as helping out another organization, usually 
all of that goes through corporate in some kind of manner or fashion. I do have numbers 
for those if you’d like to call them. That’s another part of the fun thing of business, 
anybody and everybody you talk to, they’ve always had that training of you can’t say 
this and you can’t say that but  I mean it’s, I honestly just have no clue. 
NH: Last question, would the appearance of a clinic like Stillwater Life Services be an 
important factor  choosing to support them?
SM: As a company?
NH: The actual appearance of the clinic. Like the inside and out. 
SM: Oh so like an actual physical place as opposed to a blood drive bus. Like ap 
physical location. Again I don’t really know the answer to that. I know that from my 
history it means the heart behind the organization or the face of an organization, the 

the mission of that organization and make it work. Regardless of there’s not four walls 
a ceiling and a roof and a floor, but it’s just a facility. It’s the people that live and breath 
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 that mission that make it what it is, you know. So I honestly don’t know how to answer 
that one because I mean, I really don’t know. I really just don’t. I could see how some 
individuals might say so and some individuals would play on the other side of the 
fence. 
NH: No that works. I feel like you really helped us out with this research. So thank you. 
SM: Okay cool. 

In-Depth Business Survey- Hideaway

1. Is your company considered a publicly traded company? No

3. If no, can you explain why?
4. If you answered yes, which organizations do you support and why? None specifically, 
but we hold fundraisers from time to time for places like the United Way

6. How do you feel about sexual health issues? (She didn’t really know what we meant 
by this and neither did I so we skipped it)
7. How important do you consider public health/sexual health? I think it is extremely 
important. Planned Parenthood and places like that very important. 
8. Do you think there should be a facility where citizens can be tested for STD/STI at a 

9. Have you heard of Stillwater Life Services? No
10. Do you know what services Stillwater Life Services provides? No but based on the 
name I would guess it’s something to do with hospice
11. What are your attitudes toward STD/STI clinics? I think they are a necessity 
12. Would your company be apprehensive about supporting a non-profit that promotes 
sexual health? It depends on what the owner says, but I don’t think it would be an issue
13. Would the appearance of a clinic like SLS be an important factor in choosing to 
support them? Probably, it should be clean, not rundown
14. Would you like more information on the mission and services of Stillwater Life 
Services? Sure, I would be open to learn more about it
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1.    Have you ever heard of Stillwater Life Services?
 a.    (If no) What do you think of when you hear the name?
 b.    (If yes) What kind of things have you heard about it?

2.    Would you feel comfortable going to a place like SLS?

3.    Is there another place in Stillwater that you would go to before you would go to  
       SLS to become more informed or go to the STI clinic?

4.    What kind of services do you anticipate SLS has?

5.    Would you feel apprehensive about telling anyone about going to SLS for one of  
       their services?

6.    Are the qualities of SLS (confidentiality, cleanliness, educational) some of the  
       qualities you would look for in an STI clinic?

7.    Would you feel more comfortable knowing that there were licensed professionals,  
       such as nurses and doctors, on staff? 

8.     If you did not want to go to the clinic, would you utilize a service like live chat with  
        a counselor?

9.     Is cost of services an important factor in choosing to go to a clinic for these   
        services?

10.    Would the appearance of a clinic like SLS be an important factor in choosing to go  
         there?

11.    Is there a place on campus you feel that you can go to be more informed about  
         pregnancy and STDs/STIs?

12.    If you were satisfied with their services and a friend was in the same situation,  
         would you refer them to SLS?

In-Depth Survey of Students in the Union
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