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Dear Stillwater Life Services, 

We are honored and excited to work with your organization. Fresh Buzz Public Relations is a firm whose 

mission is to create, maintain and enhance the presence of any organization we partner with. We 

achieve this mission by utilizing comprehensive research, in-depth analysis, strategic planning, 

successful implementation and careful evaluation of any public relations campaign. 

We have formulated a campaign that centers on the new Celebrate Stillwater event, which we believe 

will be very successful. The Celebrate Stillwater campaign focuses on locally-owned businesses, which 

are potential SLS sponsors, and college students, which are potential SLS clients. The overall goal for the 

campaign is to increase awareness among these audiences, which have been found to be the most vital 

groups to SLS. Celebrate Stillwater is a truly one-of-a-kind event for the community and will appeal to 

both families and college students with its many, varied attractions. We believe that focusing on these 

target audiences and introducing Celebrate Stillwater will prove to be successful both financially and in 

gaining new clients.   

In order to achieve these goals, Fresh Buzz will introduce many tactics throughout the campaign, such as 

increasing your social media presence, recruiting interns and establishing relationships with potential 

sponsors. Additionally, this campaign will feature various materials, such as posters and media kits, 

which will assist with raising awareness of the new event and the organization. Fresh Buzz has created 

samples of these promotional materials to aid you in understanding our vision and strategies. These 

promotional components will be successful because they are unique, attractive and persuasive. 

Fresh Buzz is confident that the Celebrate Stillwater campaign will create opportunities for SLS to 

establish a bond with its publics. We are prepared to guide you throughout this campaign so that your 

organization’s goals are achieved. We are eager to embark on this journey with you and look forward to 

a successful campaign.  

Sincerely, 

Fresh Buzz 

 

________________________________________            __________________________________________              ________________________________________         

 

________________________________________________  ________________________________________________  

 

  

 

                    Keisha Moss, Creative Director                                                  Kortni Wren, Director of Strategy 

 

Greta Gray, Account Executive          Aimee Kite, Director of Editing                Nichole Chirico, Director of Research 
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Environmental Scanning 

Government/Legal 

There are many external factors that affect Stillwater Life Services. The most notable and time-

sensitive is the law that the Oklahoma state legislature passed that would limit birth control access and 

make abortions illegal. This law would change the way pregnancy centers work. Although SLS does not 

provide birth control or perform abortions, they do offer parenting classes and post-abortion support, as 

well as discuss various pregnancy options with their clients. This law could change how SLS works with 

their patients. It could even increase the amount of patients they have visiting their clinic. In addition, 

the law would be limiting types of birth control, which could possibly affect how many people become 

pregnant and need the organization’s services.  

Culture/Society  

Culture could also affect the organization.  Their interaction with different religious groups in 

Oklahoma might change how some people view the clinic. Oklahoma prides itself in being a conservative 

and religious state, which results in many people being involved with different religious organizations. 

The organization’s affiliation with religious organizations that support them could cause some people to 

be more willing to visit this center, while others may tend to avoid organizations that are affiliated with 

different religious organizations. This applies to both SLS’s clients and sponsors. The sensitive nature of 

the issue of sexual health and pregnancy could play a part in obtaining new sponsors and reaching new 

clients. Similarly, the controversy of differing opinions concerning these issues could cause potential 

sponsors to avoid being linked to the organization.  
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All of these issues concerning sexual health being a sensitive subject and being 

controversial are due, at least in part, to society’s views. Sexual health was a taboo subject for so long, 

and to some, it still is. Being that this organization finds itself located in one of the most conservative 

states, there are factors to consider that are specifically related to Oklahoma. Since SLS does not provide 

abortions, but instead offers parenting classes and pregnancy and post-pregnancy services, the 

organization may appeal to conservative individuals and groups. This may also be a disadvantage for 

them if people or organizations are too conservative to want to be linked to any organization of this 

nature. 

Economic Conditions 

 Economic conditions are currently changing and are a huge part of SLS. SLS is a non-profit 

organization; it relies on donations from different individuals, businesses and groups. When the 

economy is down donors may not be as likely to donate to SLS.  However, as the economy improves, 

people are more likely to donate more money to this non-profit organization. The economy also affects 

the cliental that visits the clinic. With money being tight, people are more likely to go to centers that are 

free of charge, especially young individuals or college students who are not working full-time.  

Resources 

Although SLS has multiple competitors in town and around the Tulsa and Oklahoma City area, it 

partners with many different organizations from around town. SLS’s refers to the Stillwater Health 

Center for their STD/STI testing. Although the blood and urine samples are taken at the SLS clinic, they 

send their samples off to the health center for testing. SLS also has several different locations that offer  
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different services. They have the STD/STI and pregnancy clinic and another location that works 

with new parents, providing them with help, mentors and a baby boutique.  

Technology  

SLS has several types of technology they use in running their organization. They have pregnancy 

testing and STD/STI testing, which is a large part of their organization. SLS currently does not process the 

STD/STI results at their own location; this is where their friendship with the health center is important. 

They also provide ultrasounds at the health center, because SLS currently does not have the room or 

staff to have their own ultrasound at their location.  

Competitors  

There are more than 60 listed clinics and doctor’s offices located in Stillwater and the 

surrounding areas that are in competition to SLS. This is not including the different clinics in Oklahoma 

City or Tulsa that some people may travel to in order to be seen by a doctor.  Some of these competing 

clinics include the University Health Services, the Payne County Health Department, Stillwater Women’s 

Clinic and Planned Parenthood.  

The first competitor is the University Health Services, which is run by Oklahoma State University 

and is only used by currently enrolled students. The clinic, along with the university, offers students the 

option of purchasing insurance to be used at the clinic. Fees can be paid for by using cash, credit or even 

bursar charge. The clinic offers several different services, such as free condoms, tobacco cessation 

programs and immunizations, while offering competing services such as STI testing. It currently employs 

four health experts and estimates $200,000 in annual sales. One of their strengths is that they are 

located on campus, while it is only available for students to use could be a weakness. Students are likely  
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to go to the clinic on campus because its convenient location, while people who don’t live on 

campus, or people that don’t go to OSU, are more likely to visit other clinics.  

 The Payne County Health Department is a department that is funded by the state. Services are 

free, but limited, when you apply for Sooner Plan Medicare and acceptance into the program is based 

on the patients’ income. It currently has 47 employees, which is much more than SLS, and offers flu 

vaccinations, limited STI testing, women’s annual exams and pregnancy testing. Although they have 

several different services, Payne County Health Department competes for clients needing STD/STI 

testing and pregnancy testing. It also offers several free services, like Stillwater Life Services. 

 Stillwater Women’s Clinic is aimed to treat only women and has estimated annual sales around 

$570,000. It currently has eight employees and has been a part of the Stillwater community since 1977. 

One reason SLS is a better option for potential clients is that the Women’s Clinic only works with 

women, while SLS provides services to both men and women. The Stillwater Women’s Clinic provides 

several different features including digital mammograms, Botox injections, Juvaderm fillers, permanent 

hair removal, microdermabrasion and other health services that are not offered at SLS. 

 Planned Parenthood, which has more than 800 locations nationwide, is considered to be a large 

competitor of Stillwater Life Services. It has 11 locations in Oklahoma, but none in Stillwater. It is a 

powerful national lobbyist group in government and provides services and products such as birth 

control, morning after pills, STI testing, pregnancy counseling, sexual counseling, and general health 

services. Although Planned Parenthood has abortion options in other states, it does not provide 

abortions at their clinics in Oklahoma, leaving them with options similar to those that Stillwater Life 

Services offer, like abortion counseling or referrals. Services can be pricey and it is profitable  
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organization that has annual sales in the billions, nationwide. Planned Parenthood offers the 

most resources out of all the competitors listed, as it is a nationwide company that is widely recognized. 

Organizational Analysis 

There are many internal factors that play a part in how Stillwater Life Services operates. Listed below are 

the most notable. 

Internal controllable factors 

o Types of services provided 

o What type of personal will administer services 

o Number of clients to be seen 

o How services and products are to be administered and supplied 

o The level of safety, privacy and confidentiality provided to clients 

o The type of communication strategy implemented to gain awareness  

o Types of events to gain public support and increase awareness 

o How to obtain needed funding 

The organization offers many services and is unique in the way that they obtain funding, advertise 

and treat clients. Below is a synopsis of Stillwater Life Services.  

Programs, products, funding 

o Free of charge sexual health services 

o Free pregnancy tests 

o Options counseling - providing information about pregnancy options, fetal 

development, parenting, adoption referrals, and abortion education 

o  Information about STD’s, safe sex, and relationships 

o One-on-one mentoring program for new and expectant mothers and fathers 
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o Classes with information on parenting, sexual integrity, and sexual health 

information, plus information about community resources 

o Referrals for continued education 

o Referrals for medical, legal, and financial resources 

o Community awareness on issues surrounding unplanned pregnancy 

o Material support for clients through the baby boutique, which includes baby items, 

clothing, diapers, wipes, etc. 

o Ultrasounds for clients that are in need 

Funding is provided by: 

o Private donations from individuals 

o Donations through other organizations and businesses 

o Sponsorships through SLS events: 

 Kicker Hoops for Hope 3v3 Basketball Tournament 

 Spring Banquet 

 Fall Walkathon 

How clients’ needs are being met: 

o By offering many types of services  

o Adding new services such as the new STD testing  

o By providing services free of charge 

o Providing services that are directly derived from the community’s needs in terms of sexual heath 

o SLS organizing events to raise money to provide such services for free or at cost. 

Effectiveness of past and current communications 

Past communication efforts have included fliers, pamphlets, their website, emails and organized events. 

Through our research, we have learned that SLS has struggled to tell people what they are about. While 

many people in Stillwater have heard about SLS, they do not know what they offer to the community. 

These have been relatively successful to spread awareness but as new needs are arising, new 

communication efforts are currently being designed to increase awareness and funding.   
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Public Perception 

o Public currently views SLS as a supportive, confidential, safe environment where their sexual 

health needs can be meet and assessed privately and effectively. 

o Awareness needs to be heightened for the public to understand what services are all available 

and how their needs can be met through the various types of services provided.  

Target Audiences and Markets 

Stillwater Life Services has two target audiences, their donor base and their client base.  Both audiences 

are equally influential.  Their services are for the clients but are made possible by the donor base.  The 

donors make SLS a reality by donating money to run the facility, pay the staff and lower the cost of the 

services.  While the clients are the reason for having the organization, it would not be possible without 

the support from donors. SLS seeks to give hope to their clients when they don’t have any, and does not 

desire to push any agenda on them. Because of these reasons, the client target audience may be more 

likely to visit initially, and even refer friends or family there.   

Overview of Target Audience  

Who are they? 

o Sexually active men and women seeking free of charge sexual health services 

o Women and families seeking support in reproductive services 

o Newly expecting couples who seek mentoring  

o Newly sexually active people seeking sexual health information 

o Men and women needing STD testing and support 

o Women needing free pregnancy tests 

 

Which are most influential? 

o Sexually active men and women seeking free of charge sexual health services 
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Why do they have an impact? 

o This group would be responsible for determining whether a community would 

benefit from a free sexual health clinic.  

 

What are their reasons? 

o The target market benefits from free, confidential sexual health services 

 

How do they affect the organization? 

o This market dictates what kinds of services are most needed and valued by the group, 

thus acting as a determinant for what services are offered.  
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Secondary Research 

Our team has compiled secondary research that will help us better understand Stillwater Life Services. 

By looking at the company itself, the target market, the competition and the current environment, we 

will be better equipped to complete the primary research and plan a campaign. The following are our 

secondary research findings.  

Company 

Stillwater Life Services focuses on educating individuals on the important choices they will be 

making about life, relationships, and pregnancy. Trained staff and volunteers are there to provide 

people with information and support to empower each individual on making healthy choices for the best 

future possible. Stillwater Life Services provides free and confidential services and is an independent, 

non-profit agency.  

Stillwater Life Services offers several different services including STD/STI testing and treatment, 

STD/STI counseling, free pregnancy testing, information and counseling on all pregnancy options 

including information on abortion, adoption, and parenting. Stillwater Life Services also provides 

ultrasounds, information on STI's, sexual health, relationships, self-esteem, sexual integrity, one-on-one 

mentoring programs for women and men, parenting classes, post-abortion support, and referrals for 

medical, housing, counseling, and financial needs. Stillwater Life Services newest service is the STD/STI 

clinic they have just started, which allows people to get tested for STD/STI’s for free or at a very low 

cost.  

One of Stillwater Life Services' goals is to provide information and knowledge to all of their 

clients. They believe that knowledge is powerful and with the right information people will be able to 

better themselves and make choices that will provide them with the best future possible. A life services  
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center can be a stressful thing for an individual to be at, so Stillwater Life Services prides itself in 

making sure that they provide a positive environment that will help individuals make the right choices 

for themselves.  

Consumer 

Stillwater Life Services’ target market consists of anyone that is in need of their services. The 

organization does not turn anyone away, regardless of age, race, sex or religion. They also offer services 

to those that are married, and those that are single. They saw over 800 patients last year and according 

to the organization, the amount of patients they are seeing is growing quite a bit. This is largely due in 

part to the introduction of their STD/STI clinic, which leads us to believe that this is one of the main 

services that our target market is seeking.  

The benefits that the target market seeks by visiting Stillwater Life Services are sexual health 

and relationship counseling and services, as well as pregnancy and post-pregnancy services. The things 

that attract the target market most are low cost and confidentiality. This group of people is motivated to 

visit Stillwater Life Services because of a possible STD/STI or pregnancy, or because of the need for 

support, referrals or information.  

The decision-maker for this group is the actual person visiting the clinic. Although patients do 

sometimes consult their partners, friends and family, the decisions they make concerning their sexual 

health, pregnancy and parenting are largely their own. The buying process is one that is done with 

careful consideration since the repercussions of these decisions have long-lasting effects.  The frequency 

of purchase for the target market is typically not often, unless they have a reckless sex life or are 

receiving pregnancy or post-pregnancy services.  



 

 16 

 

We do not believe that seasonality affects the need for services, but it may affect the amount of 

clients that visit since much of the population of Stillwater decreases in summer months when school is 

out. Trends in what types of services are provided may vary as a person ages, as they become pregnant, 

or as their relationship status changes, but this is something that varies with each patient.  

Competition 

The health services industry is very broad and abundant in almost every county, state, and city in 

America. Stillwater is no exception. There are more than 60 health clinics or doctor’s offices located in 

Stillwater or in the surrounding towns, which are competition to Stillwater Life Services 

(yellowpages.com). There are also hundreds of other medical options available in the larger cities of 

Oklahoma, where some residents might go to seek treatment or help. Some of the major competitors 

located in or around Stillwater are discussed below. 

 University Health Services  
o Run by Oklahoma State University and is only available to currently enrolled students  

o It is advertised to students of the university only, and has a program called Wellness 

State that is provided in Freshman Orientation classes  

o The clinic, along with the university, offers student insurance for their services and fees 

can be paid by cash, credit or bursar charge  

o It offers free condoms, STI testing, tobacco cessation programs, and immunizations It 

has been a part of the campus community since 2002  

o It currently employees four health experts  

o Its estimated annual sales are about $200,000  

o Students can learn about the clinic and its services through their website or 

informational podcasts   
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 The Payne County Health Department 
o Is tightly regulated and funded by the state 

o Services are free, but limited, when you apply for SoonerPlan Medicare and is  based on 

the patients’ income 

o It currently has 47 employees  

o It has a walk-in clinic at specific times and accepts appointments  

o Offers flu vaccinations, limited STI testing, women’s annual examinations, and 

pregnancy testing 

o Does not have a specific website- has information on the statewide health department 

website 

 

 Stillwater Women’s Clinic 
o Treats only women 

o Estimated annual sales are about $570,000  

o It currently has eight employees  

o It has been a part of the Stillwater community since 1977  

o Is the first medical clinic to offer digital mammograms in Stillwater  

o Offers Botox injections, Juvaderm fillers, permanent hair removal, microdermabrasion, 

and other health services specifically for women  

 

 Planned Parenthood 
o Has more than 800 locations nationwide  

o Has 11 locations in Oklahoma, but none in Stillwater 

o Powerful national lobbyist group in government 

o Provides services and products such as abortion, birth control, morning after pills , STI 

testing, pregnancy counseling, sexual orientation and gender counseling, relationship 

and sex counseling, and general health services  

o Services can be expensive 

o Founded by Margaret Sanger in 1916  

o Annual sales are in the billions nationwide  
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 Local, family doctors  
o More than 60 private doctor offices located in Stillwater  

o Typically accept a wide range of insurances 

o Perform many services beyond family planning and STI testing 

o Typically costly for patients 

 

Current Environment 

Organizations that provide medical services face many government and health regulations. They 

must strictly adhere to these in order to remain open, and Stillwater Life Services is no exception. This is 

especially important for the organization because of the sensitive nature of the services they provide.  

Stillwater Life Services is affected by economic fluctuation in two ways. The first is in the 

frequency in which their services are provided. In economically tough times, they are likely to see more 

patients that are in need of free or low-cost services. The second is in the amount of funds that they 

receive from sponsors and organizations, such as churches. As these people and groups face economic 

downturn, they may choose to give less to Stillwater Life Services. These two factors combined could 

make for a very difficult time for the organization.  

Although there are many people in the area that are in need of assistance from Stillwater Life 

Services, a recent study found that teen pregnancy rates are actually down. The Guttmacher Institute 

issued a news release stating that teen pregnancies across America were at the lowest level in nearly 

forty years. According to the news release, “In 2008, the teen pregnancy rate was 67.8 pregnancies per 

1,000 women aged 15–19, which means that about 7% of U.S. teens became pregnant that year. This 

rate represents a 42% decline from the peak in 1990 (116.9 per 1,000).” (Wind) This is a dramatic drop 

that could also affect the amount of patients that seek services like the ones provided by Stillwater Life 

Services.  
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The same study also found that cultural differences may have an effect on who seeks 

services. The main differences that the study showed existed between Caucasian, Hispanic, and African-

American communities. All groups saw a drop in teen pregnancies, but the amount of change did differ. 

The Institute reported that there was a drop of 37 percent among Hispanics, 48 percent among blacks 

and 50 percent among non-Hispanic whites.  Abortion rates for Hispanics and African Americans were 

twice as high as they were for Caucasians as well. (Wind, 2012.) This may be due in part to the quality 

and availability of preventive services.  

Depth of Analysis 

To help us gather information on Stillwater Life Services we used several different types of 

sources. We provided several different academic resources and found much of our research from the 

Hoovers’ database. We used the Stillwater Life Services website as a major resource, since much of the 

information about the company and their services can be found there. Using the website enabled us to 

begin our research by discovering basic, vital information such as the mission statement and what 

services SLS provides.  

Speaking with Sarah Beyers from Stillwater Life Services helped us discover more about the 

organization as well. This information was mainly used in our consumer analysis and research. Beyers 

also provided us with most of the information we needed for our consumer research. When our group 

toured the SLS facilities we were able to ask questions to find out more about the type of clients SLS 

typically works with. This provided us with the basis of information we needed in order to research 

about this group further.  
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For our competition research we relied on the information that we acquired from Hoover’s 

database. This helped us discover what services each competitor provides and the estimated annual 

sales each clinic makes. Using this information allowed us to compare SLS to its competitors to get a 

more extensive view of all of the clients’ options. 

For our current environment research, we used an article that addressed teen pregnancy rates 

and provided insight into cultural differences. This helped us better understand the how many people 

experience teen pregnancy and how cultural differences affect sexual health. Combining these varied 

sources, such as speaking with SLS directly and using databases, enabled us to identify problems and 

opportunities and understand Stillwater Life Services as a client.  
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Primary Research Plan 

We chose two different research methods that assisted us in determining what our main event 

should be and how we should recruit potential sponsors and clients. Our research efforts were split into 

two areas. We realize that there are two target audiences that we aim to reach, and have therefore 

divided our efforts accordingly. The first group that we sought to gain information from was college 

students. This group will be potential clients, and we believed that we could gain insight about their 

opinions. The second group is potential sponsors. We hoped to find out specific information about why 

they donate to certain organizations, which we knew would help us in creating an event that will attract 

new sponsors. The following are the plans for these two methods.  

Reaching Potential Clients  

Objective  

The goal of this research was to determine what types of events students would be most likely 

to participate in. Through this research determined how many students would be most likely to visit 

various types of events and what types they believed would be most enjoyable. 

Methodology 

We gathered our research through a focus group on campus. The focus group was conducted in 

early March at the Paul Miller School of Journalism building. We aimed to have our focus group last 

around thirty minutes. Two members of our group co-moderated the focus group and the other three 

members took notes. We recorded this focus group using a MacBook for reference.  

Sample 
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We recruited students from the Oklahoma State University Stillwater campus. We 

required that these students be 18-25 years old, but could be male or female and from any class level, 

freshman through graduate level. We recruited six participants. Occupation and income are not relevant 

to our research findings. This group of people is appropriate because they will represent a sample of the 

general student population at Oklahoma State University.  

Reaching Potential Sponsors 

Objective  

The goal of this research was to understand what types of events would attract new sponsors. 

We also wished to discover why businesses donate to certain organizations and what type of events 

they would respond best to.  

Methodology 

We held in-depth interviews with local business owners and managers that could be considered 

potential sponsors of a Stillwater Life Services event. We individually contacted each potential sponsor 

and set up a time to be interviewed. We planned to have all of our interviews done by March 6.  

Sample  

We interviewed businesses that we have had previous connections with. We did not have 

extensive knowledge of this group’s demographics, but learned more about this sample upon meeting 

with each business. We believe this group to be appropriate for our research because they were able to 

share insight into how we can gain more sponsors by sharing their personal views on sponsoring an 

event.  
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Primary Research Findings 
 
Focus Group 

Objective 

 The objective of our focus group was to collect data from college students between the ages of 

18-24 that would tell us how receptive they are to attending events put on by Stillwater Life Services. It 

was essential for us to find out what type of events or activities they would likely attend and what types 

of factors keep them from attending.  

Methodology 

 Research was conducted in the Paul Miller Journalism Building at 7 p.m. on March 1, 2012. Using 

our classroom and social connections, we contacted various OSU students between the ages of 18-24 to 

participate. Our information was collected in the form of a focus group. Participants were informed of 

what types of questions would be asked, were informed that our time together would be recorded, and 

signed a waiver that gave permission for us to record them. Nichole Chirico was the moderator, and 

Greta Gray was assistant moderator. Each participant was encouraged to voice their opinions, and we 

asked questions that facilitated and promoted discussion. We recorded the focus group on a video 

recording device, voice recording device and also manually recorded answers. Pizza and soda were 

provided for the participants as an incentive to attend, and as a token of our appreciation for their time.  

Sample 

 For our focus group we recruited college students between the ages of 18 and 24. Our sample 

actually ranged in age from 20 to 22.  We had four girls and two boys participate in the focus group.  

Two of our participants were mechanical engineering majors, two were animal science majors, one was 
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a psychology major and our last participant was a strategic communications major.   Of the six 

participants in the focus group, three were African American, while the other three were 

Caucasian. By having a diverse group of individuals, we were able to gain insight on what types of events 

would be appropriate, and what types of promotional materials reach certain groups, such as African 

American individuals, or students in the animal science program.  

Key Findings and Implications 

The focus group provided much information concerning what type of event should be integrated into 

the new SLS campaign. We did notice several trends and gained valuable insight about our target 

audience’s preferences and habits. The notable trends are listed below.  

 The majority of the sample was not familiar with SLS. Two out of six participants had heard of 

the organization and were familiar with their services. Neither of the males had heard of it; half 

of the females had.  The two that were familiar with SLS had seen the organization at Lights on 

Stillwater, and one had considered it as a place to volunteer. These findings lead us to believe 

that promotional efforts for SLS need to be increased considerably.  

 The majority of participants reported that they had been to events for non-profit 

organizations in the last year.  Five out of six participants shared that they had attended events 

for organizations that were raising money. The frequency of attendance by our participants 

varied greatly, from twice a month to once a semester. From what we gathered, it seems that 

this depended greatly on individual priorities. The organizations they discussed included campus 

organizations, the Humane Society and Habitat for Humanity.  

  All organizations that were discussed were well-known groups or were national 

organizations. The organizations they discussed included campus organizations, the Humane 

Society and Habitat for Humanity. The participants did discuss the fact that they attended these  
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 events at least partially because of name recognition of the organization. Because of this 

reason, it will be important to ensure that much promotional work is done for SLS on campus 

and in the surrounding area before a new event is advertised. 

 All participants agreed that the cause or reason for the fundraiser would be the main 

motivation for deciding to attend an event for a non-profit organization. All participants also 

said that they would not have a problem attending an event held by a religious or political 

group, as long as they did not radically disagree with the organization’s goals or principles. For 

SLS, this is good news. Since sexual health and pregnancy options are controversial, and it could 

be identified as pro-life, it is beneficial that students are willing to be associated with something, 

even if they don’t personally practice the organization’s beliefs.  

 The types of events that participants would be likely to attend varied greatly, but participants 

responded best to the subject of athletic events. Five out of six participants said that they 

would attend an event centered on athletic activities. All females said that they would attend 

but would not be likely to participate; both males voiced that they would prefer an athletic 

event they could participate in. Three out of six said they would be interested in an event that is 

arts related.  All participants said they would be likely to attend an event that was 

entertainment related, such as live music. The musical preferences varied greatly.  

 All participants agreed that they were more likely to attend an event where they are 

guaranteed a prize or could possibly win one. One male shared that while the possibility of 

winning a prize would catch his interest, it would have to be a significant prize for him to attend 

since his chances of winning would not be very good. One participant said that if there was a 

competition and they had to do something to win, she would not be interested. The females all  
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 agreed. One female said that even if they were just guaranteed a free shirt, she would 

be more interested. All participants said that free food would attract them to an event.  

 On-campus advertisements often go unnoticed by students. Three out of six participants said 

that they pay attention to advertisements in the O’Colly, while only two out of six said that they 

regularly pay attention to fliers posted on bulletin boards throughout campus. All participants 

said that they avoid being handed fliers, but four out of six said that if they are handed one, they 

do read it. Although these are not great odds for fliers being seen or things being read, it is free 

advertisement and should be used by SLS.  

In-depth Interviews 

Objective 

 The goal of our in-depth business interviews was to determine what types of events local small 

businesses would sponsor or participate in, as well as what their level of knowledge of SLS is We also 

found it imperative to discover what factors contribute to the decision to not sponsor a non-profit 

organization’s event.  

Methodology 

 Our research was collected through in-depth, one-on-one interviews. Businesses were 

contacted and asked to participate in an interview. We desired to speak with small businesses that we 

believed may be in the position to donate goods or services, or that we knew had donated in Stillwater 

in the past. Businesses contacted were Old School Bagel Café, University and Community Federal Credit 

Union, Da Vinci’s, Orange Leaf and the YMCA. We felt that this gave us an adequate representative 

sample of businesses in the area, since food service companies, personal services companies, and non-

profit organizations were all represented within this sample. We used various forms of communication  
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to make initial contact, such as telephone, email and face-to-face introductions to request that 

these businesses participate. Orange Leaf declined, but all others participated. If the business chose to 

participate, an interview was conducted on their property at a scheduled time. Interviews consisted of 

approximately 15 questions asked by a Fresh Buzz member. In many cases, these questions sparked 

further conversation which assisted us in gaining a complete understanding of their preferences and 

habits concerning donating to non-profit groups.  

Sample 

 We chose managers or owners of local businesses that we feel give us a good representation of 

local businesses in the Stillwater area. We felt that four in-depth interviews would provide complete 

information concerning the matter. Although much of the decision making about donating may be 

based on personal opinion or preference, we felt that these interviews would help us to identify trends 

and commonalities between businesses.  

Key Findings and Implications 

These key findings help us better understand what small businesses prefer when it comes to 

donating, as well as what would deter them from donating or participating. By understanding these 

individual preferences and identifying trends, we are able to effectively plan a new campaign with the 

goal of gaining new sponsors. The notable findings and trends are listed below  

 All of the companies interviewed have donated to local events or organizations in the past. 

The types of organizations they have sponsored vary greatly and include churches, campus 

events and even Stillwater Life Services. Each company seemed open to the idea of donating to 

local organizations.  
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 All of the businesses are currently donating money, services or merchandise to local 

events or organizations. Because of this, SLS will have many competitors when approaching 

businesses for donations. This also means that when planning our campaign, sponsor 

recruitment should be planned with plenty of time to make initial contact and follow up. We 

should also ensure that our sponsor recruitment is widespread, since most businesses are 

willing to donate but may already be assisting other organizations. By targeting many 

businesses, SLS will have a better chance of gaining donations.  

 Smaller companies tend to donate to smaller events. Managers and owners felt that their 

companies were better promoted at small events. This is because the money or items donated 

may make more of a “splash” at smaller events, whereas at a larger event, they might be one of 

many low-level sponsors. One person stated that they avoid sponsoring things like concerts 

because people only remember the large sponsors. SLS can benefit from this attitude because 

they are a smaller organization.  

 There are certain budgets created within the company for donating purposes. For the SLS 

campaign, this may mean that further research should be conducted to determine when the 

fiscal year begins and ends for certain companies that they wish to target. Businesses are likely 

to deplete their donation budget as the year comes to a close, which means it may be better to 

recruit them at the beginning of the fiscal year. We also found that business managers seek 

approval from executive directors or owners before donating to a group, so we should allow 

more time in our sponsor recruitment timeline for this process. Additionally, businesses strongly 

dislike when an organization approaches them last minute for donations for an event.  

 Further promotions need to be done to inform businesses of SLS. Two out of four people we 

spoke with were not familiar with the organization. This has significant implications on our  
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campaign and means that we cannot ignore this audience as we are planning 

promotional efforts.  

 The nature of the event is not the most important factor. 3 out of 4 people said that they cared 

more about how many people would be attending the event than any other factor.  

 Businesses prefer to donate services or merchandise over money. This information may help us 

in planning which businesses to contact and what exactly we request from them. For instance, 

the YMCA does not donate money since they are also a non-profit, but does donate family 

passes and pool party certificates.  
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Strengths 

 Stillwater Life Services offers free or inexpensive sexual health services 

 It is a small, intimate, confidential clinic where people can feel confident that their visit and 

health information is private and secure 

 Stillwater Life Services holds annual events that it’s patients, sponsors/donors, and the 

community can be involved in to support a good cause and organization 

 The annual events and fundraisers that Stillwater Life Services sponsor bring awareness to its 

services and positive being in the community 

 Services are available to all men and women 

 It has a Christian affiliation that many people in this conservative area can relate to 

Weaknesses 

 Stillwater Life Services is a non-profit organization, which means services and supplies are 

limited to what sponsors and donors contribute 

 Stillwater Life Services does minimal advertising to spread awareness of services 

 Stillwater Life Services is affiliated with a religious background, which may be a turn off to 

potential clients or sponsors and donors 

 It does not provide birth control or  

 Location is close to the Stillwater Medical Center, Payne County Health Clinic, and the Warren 

Clinic, which are competitors of Stillwater Life Services 

Opportunities 

 If the new healthcare bill passes in Oklahoma, many women will have limited access to birth 

control and thus may increase the amount of pregnancy tests taken at the clinic 

 More advertising could be done at Oklahoma State University and in the community, which 

could be as simple as flyers with services and contact information listed  

 Offer free condoms as an incentive to patients or give them out at community or university 

related events 
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Threats 

 The new healthcare bill that is in proposition could possibly affect the services that Stillwater 

Life Services can offer or suggest to patients 

 The economy could be a threat to Stillwater Life Services, as in people not having extra money 

to monitor their sexual health issues and may also prefer to use primarily free services that are 

provided at places such as the local Health Department 

 At home pregnancy tests are popular among sexually active individuals, because they are 

convenient, private, cheap, and the accuracy of them are increasingly becoming improved 
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Problem Statement  

Stillwater Life Services desires to replace the annual Walk-for-Life fundraiser with a new event so that 

awareness of SLS is increased and more funds are raised. Celebrate Stillwater will be the new event and 

will take place in October of 2013. The event is ideal because it can be produced with very little cost to 

SLS, but will bring in significant revenue. Celebrate Stillwater is a carnival-inspired event, but with 

updates that will appeal to many age groups. Live bands, food vendors, carnival games and other 

attractions will potentially bring in new business sponsors and participants, which will in-turn increase 

funding and awareness for SLS. Celebrate Stillwater combines the tradition of family-togetherness with 

exciting entertainment for an event unlike any other in the community.  
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 36 

 

 

Client Audience 

Overview  

Stillwater Life Service’s client audience consists of men and women between the ages of 18 and 

30. Although SLS welcomes any race, this public consists mainly of Caucasians. Those that visit the clinic 

tend to not actively participate in religious activities, though they would likely identify as Christian. 

Many of the people in this group, though not all, are students at Oklahoma State University. This public 

has likely completed high school and some have college experience. The public’s income is less than 

$30,000 a year (Onboard Informatics, 2011). 

Level of Development 

Using information that we gathered from our primary research, as well as further secondary 

research, we can infer that 20 percent of the audience may be non-publics, 20 percent latent, 10 

percent apathetic, 15 percent aware, and 35 percent active. These figures are derived from information 

released by the Guttmacher institute in early 2012. The study reports, “By their 19th birthday, seven in 

10 female and male teens have had intercourse.” (Guttmacher, 2012)  

Approximately 20 percent can be considered latent because they may be using contraceptives 

or are in long-term relationships where they trust their partners and are not planning on having 

children. This estimation also comes from the Guttmacher Institute, which says, “The majority of 

sexually experienced teens (78% of females and 85% of males) used contraceptives the first time they 

had sex” (Guttmacher, 2012). Others may be apathetic because they are sexually active but would 

rather not confront the ideas of having an STD or needing any sexual health services. This may be due to 

age or ignorance. The Guttmacher Institute also reported that nearly half of new cases of STI’s occur in 

people ages 15 to 24 and 82 percent of all teen pregnancies are unplanned. (Guttmacher, 2012.) 
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Those that are categorized as aware are likely interested in sexual health services but 

are unaware of how or where to receive them. Their lack of sexual health service use could also 

be due to their age. Young, sexually active people tend to know less about where to receive sexual 

health resources or may not be able to get to those places but are aware of them. This is evidenced by 

the fact that two-thirds of all teen pregnancies occur between the ages of 18 and 19. (Guttmacher, 

2012.) 

Lastly, the active group of the audience is made up of the people who are sexually active and 

actively use STD screening, contraceptives or pregnancy testing. This segment is the largest because 

research findings pointed to this conclusion. For instance, 44 percent of females between the ages of 13 

and 19 received one or more doses of the vaccines against HPV in 2011, according to the Guttmacher 

Institute. (Guttmacher, 2012.) People in this category are well aware of their resources and sexual 

health and are typically committed to maintaining their sexual health. 

 

Attitude toward Topic 

This audience feels that the issue of sexual health is a very private issue. This group also feels 

that services offered are of a personal and intimate nature and will not likely discuss them openly 

except with their physician or close friends and family. Deriving information from our focus group 

discussion, it seems this public is drawn in by national or well-known businesses when it comes to 

personal things such as learning about sexual health or donating time or money to these types of 

events or organizations. We believe that this may be because the organizations have good, trustworthy 

reputations, which is important to this public.  

Public Beliefs 

It can be inferred that many people in the public may have never heard of SLS, since only two 

out of the six participants of our focus group had heard of the organization. They are also unaware that  
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it is a nonprofit organization that offers free or affordable services. They are aware that it is 

Christian-based, and may avoid it for that reason. This assumption comes from primary research in 

which participants of the focus group commented on stories of people feeling pressured to keep their 

children when discussing pregnancy options with SLS staff. 

Needs 

This public is not independently wealthy, so their basic needs as described in Maslow’s 

Hierarchy of Needs as physiological needs are consistently on their minds and are high on their list of 

priorities. The services SLS provides would be classified as a safety need. It is important but not as 

important as food, water and air. After the basic needs of their lives are satisfied they can begin to 

think about things such as medical insurance, STD/STI testing, contraceptives and pregnancy. Although 

these issues are not the most important of all the needs, sexual health is important to this group. This 

may mean that while they may not actively seek out assistance with these needs, they are a concern.  

Mental Sophistication  

The consumer public is somewhat educated, having completed high school and attending or 

having attended college for some period of time. They are informed on the issues regarding sexual 

health, but are still unsure about all sexual health options and how to identify symptoms of STDs/STIs.  

Communication Behaviors 

This public uses word of mouth to spread their ideas and opinions; this can also include face-

to-face contact, text messages or phone calls. The public uses social media channels such as Twitter 

and Facebook, and search engines such as Google and Yahoo, though they use these more to research 

than to share, since it is a private topic. They also look at eye-catching articles in the university 

newspaper, but do not necessarily pay attention to advertisements or watch national news channels. 
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Personality Preference  

This public prefers facts over ideas, certainty over possibilities, what is over what might be. 

When it comes to the subject of their sexual health, they strongly prefer literal information over 

figurative information and they often use common sense to interpret what they hear about the topic. 

However, in contrast, they are attracted to messages that appeal to emotions rather than to the mind. 

They do use logic and reason, but they also value and appreciate sentiment when making decisions. 

Although they prefer facts and common sense in such a serious matter as their sexual health, 

advertisements featuring those things may go unnoticed. Because of this, advertisements that are 

emotionally expressive appeal to them. In summary, messages that appeal to their emotions will catch 

their attention, but the facts will keep them engaged.  They also feel more comfortable with messages 

addressed to groups, not just individuals, as it makes them feel like they are normal for needing the 

types of services SLS offers.  

Many people, including the college students who participated in our focus group, are busy 

individuals and need facts, certainty and timeliness to initially interest them in something.  

Additionally, many students are encouraged to challenge ideas or think outside of the box, so they are 

open to exploring options they had never considered. However, it must be pertinent and legitimate for 

them to care or pay attention since this group is savvy and discerning. 

Business Sponsor Audience 

Overview  

The other public SLS must consider is local businesses since this group is made up of potential 

organization and event sponsors. These businesses typically employ 50 people or less and are in the 

many different industries, from food service to pharmaceutics, and are interested in vertical marketing 

concepts. Based on in-depth interviews with local businesses, we discovered that this group does not  
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typically spend a large amount of money on advertising but are willing to spend money if they 

believe it could benefit their company. 

Level of Development 

The business sponsor public consists of approximately 15 percent non-publics. Approximately 

20 percent of the public is latent because they do not recognize how sponsoring SLS events or donating 

to the organization could increase the amount of customers they have. The apathetic public makes up 

about 30 percent of these businesses because they do not realize they could reach their audiences 

through sponsoring SLS. The aware public is about 25 percent of the group. These are businesses that 

do not have the funds or the budget to donate to or sponsor SLS events but are aware of the benefits 

of doing so. The active public is the smallest of the business publics, consisting of about 10 percent of 

this group. These businesses realize that all types of people use services provided by SLS and are 

interested in being a part of a good cause. They also utilize sponsorships as a way to advertise to those 

audiences. 

Attitude toward Topic 

Business publics realize that SLS addresses an issue that the majority of people deal with 

throughout their lives and that their mission and services are for a good cause. This public also 

recognizes that it is good way to reach potential consumers. The business publics are not necessarily 

concerned with the details of how the clinic is run, but are more concerned with their own company 

and its reputation in the community. This group is concerned with being associated with well-liked and 

credible businesses that do not interfere with their own business’ reputation and goals in the 

community.  

Needs 

The business public can be found in the social needs area of Maslow’s Hierarchy of Needs. 

After businesses have met their physiological and safety needs, they then have time and funds to focus  
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on their social needs, which involve interacting with its own public or consumers by having 

social gatherings, sales, fundraising events or sponsorships of events. 

Mental Sophistication 

The education levels of these typical business owners are quite high. The owners and 

managers of the businesses often have college degrees or a large accumulated amount of experience. 

Their knowledge of SLS services and the issues they address come from personal experiences and 

information from families and friends, not necessarily their professional activities. 

Communication Behaviors 

This public communicates with their own publics through word of mouth recommendations, 

paid advertising, the company website or their company’s social media accounts. Since technology has 

advanced and the internet has become a staple in most people’s lives, many businesses operate 

company websites to showcase their services or products and other company information. Most 

businesses also use social media as a tool to reach consumers and as a way of free advertising, since 

according to Joes Blogg.com, 60 percent of people maintain a social media profile online. (Joe’s Blogg, 

2010)  

Based on primary research conducted by Fresh Buzz, this group prefers to communicate with 

SLS or other organizations in a variety of ways including telephone, email and face-to-face interaction. 

The common communication preference discovered among these businesses is the desire for ample 

time to communicate and make decisions.  

Personality Preference 

 This public is critical of messages received because its involvement is monetary and crucial to its 

business’ success. This group is concerned with facts, certainties not possibilities, what is not what 

might be, literal information, and ideas that are derived from common sense. They prefer messages that  
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appeal to the mind and can be made sense of using logic and reasoning. Messages that appeal 

to them are analytical and focus on large groups of people or a large area, as opposed to a few 

individuals.  
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Goal, Objectives, Rationale & Tactics 
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Goal: To increase awareness of Stillwater Life Services among the target markets, which are local 

businesses in Stillwater, OK and college students from Oklahoma State University in Stillwater.   

  
Objective 1: To increase awareness of SLS among local businesses in Stillwater by 25 percent by May, 

2013.  

Strategy: To have brand awareness among local business owners and managers. 

 
Rationale: Primary research conducted by Fresh Buzz PR revealed that the majority of business 

owners and managers are not aware of Stillwater Life Services’ presence in the community. In 

order to place SLS in the best possible position to receive assistance from local businesses, it is 

important to first raise awareness among this audience.  

 
Tactic 1: Recruit two interns from OSU that will assist with media relations and connecting with 

local businesses for potential sponsorships. 

 
Tactic 2: Provide news releases featuring current events, such as the annual banquet, 

milestones or anniversaries for the organization, and other events to local news outlets 

throughout the year.  

 
Tactic 3: Update Facebook and Twitter pages with posts directed at current, potential and new 

sponsors informing them of Stillwater Life Services’ happenings and events in order to promote 

sponsorship participation. 

 
Objective 2: Increase the amount of sponsors that participate in the 2013 Celebrate Stillwater event by 

25 percent over the amount that participated in the 2012Walk for Life.  

 
Strategy: Primary research conducted by Fresh Buzz PR revealed that business owners and 

managers prefer to be given ample time to make a donation. For this reason, SLS will 

accommodate the communication preferences of local businesses when recruiting sponsorships.   
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Rationale: In order to increase the total revenue of the fall event (previously Walk for 

Life, now Celebrate Stillwater), more sponsorships are needed so that SLS’s costs are 

minimized.  

 

Tactic 1: Implement a fundraising timeline that will allow for plenty of time to make initial 

contact and follow-up phone calls and meetings, which will accommodate the need for ample 

time for a manager or owner to make a decision.    

 
Tactic 2: Distribute sponsorship kits about the event to local businesses in Stillwater. These kits 

will include a Celebrate Stillwater fact sheet, a news release about Celebrate Stillwater, a flier to 

hang up and other related materials that will inform businesses of SLS and the event.  

 
Tactic 3: Provide incentives for donating by placing their name or logo on visible, designated 

areas to promote their business at Celebrate Stillwater. 

 
Objective 3: Increase the amount of revenue that is made at the 2013 Celebrate Stillwater event by 10 

percent over the amount that was made at the 2012 Walk for Life. 

 
Strategy: Develop an advertising strategy that will reach Stillwater residents, and have profitable 

attractions at Celebrate Stillwater.  

 
Rationale: SLS is in need of increased funding in order to serve more clients, and this event can 

provide that. Although Fresh Buzz PR believes that this event will eventually bring in significantly 

more than Walk for Life has in the past, we believe that 10 percent is a realistic goal since the 

first event will largely establish its reputation in the community.  

 
Tactic 1: Event revenue will be increased through the following: a silent auction with donated 

items for event attendants to bid on, food and drink sales from donated goods, and carnival 

games provided by organizations. 

 
Tactic 2: Develop advertising strategies to promote Celebrate Stillwater through methods such 

as discussing the event on local radio stations, local businesses hanging fliers, placing 

advertisements in local magazines such as Stillwater Living and Stillwater Scene, and more. 
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Tactic 3: Attract and entertain patrons through entertainment by local bands, musical 

groups and a radio personality that will emcee. 

 
Objective 4: Increase awareness of SLS among OSU college students in Stillwater, Oklahoma by 20 

percent by October 31, 2013. 

 
Strategy: Establish relationship between SLS and OSU college students. 

 
Rationale: Stillwater is home to approximately 25,000 college students who attend OSU. Primary 

research conducted by Fresh Buzz PR revealed that the majority of current OSU students are 

unaware of SLS and the services they provide. In order to increase SLS’s clientele, relationships 

between the organization and the OSU college community need to be established and 

maintained.  

 
Tactic 1: SLS personnel will make contact with key people in OSU student organizations to seek 

out possible speaking engagements and co-sponsoring of events that will inform the target 

market about SLS’s sexual health services. These relationships could bring events, such as 

Celebrate Stillwater, to campus in the future.  

 
Tactic 2: Distribute informational materials to students on the OSU college campus. This 

includes around 400 small fliers handed out every other month on campus, and twenty fliers 

hung on campus at the beginning of every month. Materials will be updated prior to distribution 

to include advertisements for upcoming events, such as Celebrate Stillwater.  

 
Tactic 3: Increase SLS’s social media presence among OSU college students through the use of 

Facebook, Twitter and YouTube. This includes three tweets and Facebook posts per week about 

SLS’s current events, such as Celebrate Stillwater, and news, following fifty new OSU students 

per week on Twitter and uploading a video tour of the SLS’s clinic on YouTube. 
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Evaluation, Timeline & Budget 
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Evaluation of Objectives 

Objective 1 Evaluation: Objective one will be measured by assessing the level of awareness among 

businesses in Stillwater. The main method used for this evaluation will be short interviews with 

approximately 16 Stillwater business following the completion of tactics one, two and three at the end 

of May 2013. Since initial primary research revealed that one out of four businesses interviewed were 

aware of SLS, efforts will be considered successful if at least eight out of the 16 businesses are familiar 

with Stillwater Life Services. Objective one will also be measured by the amount of press coverage SLS 

receives as a result of news releases and efforts put forth by interns. This will be an ongoing evaluation. 

 
Objective 2 Evaluation: Objective two will be measured by comparing the number of businesses 

sponsoring Celebrate Stillwater to the number of businesses that sponsored the 2012 Walk for Life. 

Efforts will be considered successful if the number of sponsors is increased by 25 percent. Evaluation of 

the attitudes of business owners and managers will also be noted throughout the fundraising to discover 

general and individual preferences of business owners for future references. 

 
Objective 3 Evaluation: Objective three will be measured by comparing the amount of revenue made at 

the Walk for Life to the amount of revenue made at Celebrate Stillwater. Efforts will be considered 

successful if the amount is at least 10 percent more. There will also be a comparison of ratio of the 

amount spent by SLS to the amount earned at the event in order to discover what the return-on-

investment is. This formative evaluation will be helpful in the future planning and comparisons 

 
Objective 4 Evaluation: Objective four will be measured by assessing the level of awareness of SLS 

among college students at Oklahoma State University. The method of evaluation will be an online survey 

with the goal of 75 participants. Although initial primary research was conducted by holding a focus  
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group, a survey will be more effective for evaluation because we are only looking to discover 

what the awareness and perception of SLS is for evaluation purposes. Tactic one will have ongoing 

evaluation by assessing quarterly what progress is being made. Tactic three will be evaluated by the 

number of fans and likes SLS receives on Facebook, the number of followers and retweets on Twitter 

and the number of views of the video tour on YouTube. 
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Timeline 

June 2012 
June 4: Post internship openings 
June 4: Determine what the quarter’s news release will be about and when it should be written 
 
July 2012 
July 13: Select interns 
 
August 2012 
August 1: Begin social media increased posting 
Aug 20: Hang SLS flyers in OSU buildings 
Aug: 27- 31: Pass out SLS flyers to students on Library Lawn and at Student Union 
 
September 2012 
Sept. 3: Begin making contact with OSU student organizations 
Sept. 3: Hang SLS flyers in OSU buildings 
Sept. 24: Begin creating SLS video tour 
 
October 2012  
Oct. 1: Hang SLS flyers in OSU buildings  
Oct. 22-26: Pass out SLS flyers to students on Library Lawn and at Student Union 
 
November 2012 
Nov. 1: Hang SLS flyers in OSU buildings 
Nov. 5: Create social media accounts for Celebrate Stillwater and begin using them 
Nov. 12: Begin creating sponsorship kits for Celebrate Stillwater 
Nov. 19: Begin creating list of 150 possible business sponsors for Celebrate Stillwater 
Nov. 19: Place video tour on YouTube 
 
December 2012 
Dec. 3: Hang SLS flyers in OSU buildings 
Dec. 3: Pass out SLS flyers to students on Library Lawn and at Student Union 
Dec. 10: Determine what the quarter’s news release will be about and when it should be written 
 
January 2013 
Jan 7: Begin contacting radio personality DJ’s to emcee Celebrate Stillwater 
Jan. 9: Hang SLS flyers in OSU buildings 
 
February 2013 
Feb. 1: Complete sponsorship kits 
Feb. 4: Hang SLS flyers in OSU buildings 
Feb. 25: Pass out SLS flyers to students on Library Lawn and at Student Union 
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March 2013 
March 1: Begin creating media kits for Celebrate Stillwater 
March 4: Hang SLS flyers in OSU building 
 
April 2013 
April 1: Begin recruiting headline sponsors 
April 1: Hang SLS flyers in OSU buildings 
April 25: Confirm headline sponsors 
April 22: Pass out SLS flyers to students on Library Lawn and at Student Union 
 
May 2013 
May 1: Begin recruiting restaurant sponsors 
May 10: Determine what the quarter’s news release will be about and when it should be written 
 
June 2013 
June 1: Begin collecting silent auction items 
 
July 2013 
July 8: Begin recruiting sponsors 
July 16: Create advertisement for band/artist video auditions for Celebrate Stillwater 
 
August 2013 
Aug 1: Follow up with sponsors 
Aug. 12: Post video audition advertisement 
Aug. 15: Recruit groups to sponsor carnival games 
Aug. 19: Hang up SLS flyers 
 
September 2013  
Sept. 9: Choose bands/artists 
Sept. 10: Distribute media kits to news outlets 
Sept. 10: Follow up with sponsors 
Sept. 12-30: Hang Celebrate Stillwater posters 
Sept. 16: Follow up on media kits to set up interviews with radio stations, the Daily O’ Collegian, and 
news stations to promote the event 
Sept 25: Order signage with sponsors’ names for event 
 
October 2013  
Oct 6: Day of Celebrate Stillwater  
Oct. 8: Write and distribute news release about Celebrate Stillwater results 
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Budget  

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

$0.00 

 

 

 

 

 

$10.00 

$0.10 per black and white 

copy 

 

 

 

 

$0.00 

 

 

 

 

 

$0.00 

 

 

 

 

 

 

$165.00 

$0.10 per black and white 

copy; $0.25 per color copy – 

150 kits 

 

 

 

 

 

$45.00 

Cost of banner 

 

Tactic 1 Recruit two interns from OSU that will assist with 

media relations and connecting with local 

businesses for potential sponsorships.   

 

Tactic 2 Provide news releases featuring current events, 

such as the annual banquet, milestones or 

anniversaries for the organization, and other 

events to local news outlets throughout the year.  

 

Tactic 3  Update Facebook and Twitter pages with posts 

directed at current, potential and new sponsors 

informing them of Stillwater Life Services’ 

happenings and events in order to promote 

sponsorship participation. 

 

Tactic 4 Implement a fundraising timeline that will allow 

for plenty of time to make initial contact and 

follow-up phone calls and meetings, which will 

accommodate the need for ample time for a 

manager or owner to make a decision.    

 

Tactic 5   Distribute sponsorship kits to local businesses in 

Stillwater. These kits will include a Celebrate 

Stillwater fact sheet, a news release about 

Celebrate Stillwater, a flier to hang up and other 

related materials that will inform businesses of 

SLS and the event. 

 

Tactic 6  Provide incentives for donating by placing their 

name or logo on visible, designated areas to 

promote their business at Celebrate Stillwater. 
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Tactic 7  Event revenue will be increased through the 

following: a silent auction with donated items for 

event attendants to bid on, food and drink sales 

from donated goods, and carnival games provided 

by organizations. Items not donated will be 

 

Tactic 8 Develop advertising strategies to promote 

Celebrate Stillwater through methods such as 

discussing the event on local radio stations, local 

businesses hanging fliers and placing 

advertisements in local magazines and 

newspapers. 

 

Tactic 9 Attract and entertain patrons through 

entertainment by local bands, musical groups and 

a radio personality that will emcee. 

 

Tactic 10  SLS personnel will make contact with key people 

in OSU student organizations to seek out possible 

speaking engagements and co-sponsoring of 

events that will inform the target market about 

SLS’s sexual health services. 

 

Tactic 11   Distribute informational materials to students on 

the OSU college campus. This includes around 400 

small fliers handed out every other month on 

campus, and twenty fliers hung on campus at the 

beginning of every month. Materials will be 

updated prior to distribution to include 

advertisements for upcoming events, such as 

Celebrate Stillwater.  

Tactic 12 Increase SLS’s social media presence among OSU 

college students through the use of Facebook, 

Twitter and YouTube.  

 

$500.00 

$300 Entertainment item 

rental, such as a rock wall; 

$200 various items needed 

for event that are not 

donated  

 

$200.00 

Based on local advertising 

rates – $5.30 per column 

inch for O’Colly; $175 per 

month for Stillwater Living 

 

 

 

 

$200.00 

Estimated cost for radio 

personality  

 

 

$0.00 

 

 

 

 

 

 

$100.00 

400 small fliers (100 copies) 

every other month at $0.10 

per black and white copy 

=$50.00 ;  

20 fliers per month at $0.25 

per color copy = $50.00 

 

 

$0.00 
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Budget Overview 

Press release copies  $10.00 

Sponsorship kits  $165.00 

Promotional banner  $45.00 

Entertainment equipment  $300.00 

Other event expenses  $200.00 

Advertising   $200.00 

Emcee    $200.00 

Fliers    $100.00 

Contingency (15%)  $185.00 

Total  $1, 405.00 
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Appendix A 

 

 

Stillwater Life Services Presents Celebrate Stillwater Poster 

The poster will be used to promote the event, Celebrate Stillwater, to the general public in Stillwater 
and other surrounding cities. It will be put up in places such as Oklahoma State University’s and 

Northern Oklahoma College campuses and other high volume areas. 



 

 60 

Appendix B 

 
 

 
 

Stillwater Life Services Presents Celebrate Stillwater Flyer 
 

The flyer will be used to promote the event, Celebrate Stillwater, to the general public and it will 
also be used in the sponsorship and media kits. It will be hung up around town and handed to 

students on campus. 
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Appendix C 

 

March 27, 2012 

FOR IMMEDIATE RELEASE                      For more information, contact: 
      1508 W. 8th Avenue  

Stillwater, OK 74074 
          (405) 624-3332 

          NABELE@stillwaterlife.org 
 

 

Stillwater Life Services hosts Celebrate Stillwater 

 

Stillwater, Okla.- Stillwater Life Services is pleased to announce its inaugural Celebrate 

Stillwater event emceed by Oklahoma City radio personalities Joey and Heather of KJ 103.This 

event will provide a fun, family friendly atmosphere for the community, promote awareness of 

SLS and assist the organization is raising funds that will go towards assisting clients with sexual 

health issues.  

The family-friendly event will be held at Boomer lake on Saturday, October 6 from noon to 4 

p.m. Celebrate Stillwater will be a fundraiser for the local non-profit sexual health clinic to raise 

funds for supplies and services in order to better help the citizens of the community with their 

sexual health needs, and also to raise awareness of sexual health.  

The event will feature local restaurants such as Palomino’s Mexican Restaurant, Bad Brad’s 

BBQ, Freddy Paul’s Steakhouse, Bagel Café, Orange Leaf and many more favorites. There will 

also be a silent auction featuring items from Kicker, spa packages, as well as autographed 

football memorabilia. Entertainment for the children will include moonwalk bounce houses and 

cake walks. Tickets can be purchased at the event for $1 each and can be used for games and 

food. The event will also feature local artists such as the 24 Malaysian Drum Troupe, Bo Phillips 

Band, Young Star, Burnin’ Black Gospel Choir and Deer People. Radio personalities Joey and 

Heather from KJ 103 will emcee the event and broadcast the event live on the radio. 

SLS is a sexual health clinic that has been serving the Stillwater community since 1988. The 

organization serves more than 800 clients annually. Services include pregnancy testing, sexually 

transmitted disease testing, peer counseling, ultrasounds and many more important health 

services, all with the strictest confidentiality.  
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-more- 

Celebrate Stillwater will be an opportunity for the community to unite and have a great time for 

a good cause. For more information about details of the event please contact executive director 

Nile Abele at (405) 624-3332 or nabele@stillwaterlife.org 

### 

 

Celebrate Stillwater news release 

The news release will be used to promote and explain the event, Celebrate Stillwater, to 
potential sponsors via the sponsorship kit and to the media via the media kits. 

 

 

 

 

 

 

 

 

 

 

 

 

 

mailto:nabele@stillwaterlife.org
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Appendix D 

For more information, contact:     
Nile Abele, executive director 

      1508 W. 8th Avenue  
   Stillwater, OK 74074 

          (405) 624-3332 
          NABELE@stillwaterlife.org 

 

Stillwater Life Services Celebrate Stillwater fundraiser media alert 

 
What:  Stillwater Life Services, a non-profit sexual health clinic, is hosting the inaugural 

Celebrate Stillwater event. Celebrate Stillwater will be a family event that will raise 

money for SLS.  

 
Who: Celebrate Stillwater will feature dozens of local restaurant vendors, a silent auction, as 

well as carnival games and live entertainment from several local artists of various 

genres. The event will be emceed by Oklahoma City radio personalities KJ 103’s Joey and 

Heather of the Morning Show. People of all ages are encouraged to attend, since there 

will be many different attractions.  

 
When:  The event will be Saturday, October 6, 2013 from noon to 4 p.m.  

 
Where: Boomer Lake. 

 
Why: The event is aimed to raise awareness to the community about the services that 

Stillwater Life Services provides to the community at little to no cost. Revenue from the 

event will go directly to the organization and will assist them with promoting sexual 

health awareness and will enable the organization to serve more clients.  

For more information about the event please contact Nile Abele, the executive director at (405) 624-

3332 or by e-mail at NABELE@stillwaterlife.org. 

### 

Stillwater Life Services presents Celebrate Stillwater media alert 

The fact sheet will be used to briefly explain who, what, when, where and why questions media 
or sponsors may have about the event- It will be used in the sponsorship and media kits. 
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Appendix E 

 

   For more information, contact:     
Nile Abele, executive director 

      1508 W. 8th Avenue  
Stillwater, OK 74074 

          (405) 624-3332 
          NABELE@stillwaterlife.org 

 

What is Stillwater Life Services? 

Mission Statement 

Stillwater Life Services exists to offer hope to the hopeless. We meet our clients in the moment 
of their greatest need--during an unplanned pregnancy, a relationship crisis, or at the discovery 
of an STD. It is our privilege to walk beside them as they navigate these difficult circumstances 
and to care for them with compassion and love. 

 

Strategy Statement 

The SLS strategies are: 

1. To become the primary, authoritative source in Stillwater and surrounding areas for 
information about pregnancy and sexual integrity. 

2. To become the primary source in Stillwater and surrounding areas for support and 
empowerment relating to crisis pregnancy and sexual integrity. 

 

Vision Statement 

SLS shall provide physical, emotional, and spiritual support for people with unplanned 
pregnancies; offer support and healing to victims of past abortions; and promote sexual 
integrity. 

### 

Stillwater Life Services mission and vision statements 

The mission statement page will be used to explain to goals of Stillwater Life Services to the media and 
potential sponsors via the sponsorship and media kits. 
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Appendix F 

 

 For more information, contact:  
Nile Abele, executive director 

      1508 W. 8th Avenue  
Stillwater, OK 74074 

          (405) 624-3332 
          NABELE@stillwaterlife.org 

 

Stillwater Life Services Fact Sheet 

 

 Stillwater Life Services is a non-profit sexual health clinic located in Stillwater, Oklahoma. It was 

founded in March 1988.  

 

 Stillwater Life Services currently employs four medical health employees and serves about 800 

confidential patients annually in the Stillwater area and surrounding communities such as Perkins, 

Carney, Cushing, Guthrie, Langston and Oklahoma City. 

 

 Stillwater Life Services holds three fundraising events every year in order to raise funds and 

awareness for the clinic. Being a non-profit organization, sponsorships and donations are the main 

sources of financial support. 

 

 Sexual health services are for men and women of all ages. The majority of the services offered 

are free. There are some services that do require payment, but the only cost of those is SLS’s direct 

cost. For instance, STD testing does have a small fee because the lab used by SLS charges the 

organization in order process the tests.  

 

 Services include, but are not limited to: pregnancy testing, STD/STI testing, pregnancy option 

counseling including parenthood, abortion and adoption, sexual health counseling, parenting classes, 

post-abortion support and medical, financial and housing referrals for those in need. 

 

 Stillwater Life Services is a Christian organization that emphasizes God’s love and hope. 

 

### 

Stillwater Life Services fact sheet 

The fact sheet will be used to briefly explain the history, background and services of Stillwater life 

services to the media and potential sponsors. It will be used in the sponsorship and media kits. 
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Appendix G 

Fresh Buzz Focus Group Questionnaire 

The focus group was used to better understand Stillwater Life Services target audience in order to 

understand their thought and decision process in regards to what events they choose to attend or 

participate in- so that we could come up with the best or most successful new fundraising event for 

Stillwater Life Services to sponsor 

 

Focus Group Questions 

1. Do you attend community or university events in the Stillwater area? 

2. Do you attend non-university sponsored events in Stillwater or on campus? 

3. If so, how often do you attend such events? 

4. Does the nature of the organization influence your decision to attend such events? 

5. Are you more inclined to support organizations that directly affect you? 

6. Have you ever heard of Stillwater Life Services? 

7. Are you familiar with what type of organization Stillwater Life Services? 

8. Have you ever attended an event thrown by Stillwater Life Services? 

9. Would you go to an event sponsored by a religious group? 

10. What is your level of interest in events that are centered on athletic activities? i.e. walkathon, 

basketball games? 

11. What is your level of interest in attending events that are arts related? 

12. Are you more inclined to attend events where you receive a “prize”? 

13. Are you more inclined to attend events that are entertainment related? i.e. live music 

14. Do you pay attention to advertisements in the O’Colly? 

15. Do you pay attention to flyers posted on billboards throughout campus? 

16. Do you receive and read handouts from advertisers on campus? 

17. Would you attend events thrown by Stillwater Life Services? 

18. Would you tell friends or family about an event that SLS puts on? 
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19. What keeps you from attending events put on by organizations? 

20. What attracts you to attending events put on by organizations? 

21. Would transportation affect your ability to attend an event? 

22. What type of organization are you likely to make a donation to? 

23. What type of events are you likely to pay to participate in? 

24. Does the level of participant involvement affect your decision to attend events? 

25. Describe an ideal event you would like to see come to Stillwater? 
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Appendix H 

Fresh Buzz Business In-Depth Interviews Transcript 

The in-depth interviews were used to better understand local business owners and how they decide on 

which events or organizations to be involved with or sponsor 

 

Business Interview No. 1 

26. Does the business currently donate to a nonprofit or sponsor any events? 

 Yeah, they donate quite a bit to local non-profits. Credit Union for Kids, raise money for 

children’s miracle network. Money goes to OKC children’s hospital.  

27. If so, what types of non-profit businesses or events does your business sponsor? 

 Yes, event on. Have an annual budget for these events. Have specific organizations that 

are regular organizations that they donate to. Have a miscellaneous budget that they 

use to donate to other organizations.  

28. How long have you been a sponsor for this non-profit/ event? 

 For a long time, at least 20 years.  

29. Does the nature of the organization influence your decision to donate money? (For instance, if 

they are religious or state a specific political affiliation) 

 His boss would get president’s approval on everything. He doesn’t have time for that; 

depending on the amount of the donation he will get president’s approval. It matters 

how much they, who they are in terms of are they just some random person or does he 

know them from the community/are a member of the credit union and what the 

organization does.  

30. Have you heard of Stillwater Life Services? 

 Yes 

31. Are you familiar with what type of organization Stillwater Life Services is? 

 Somewhat, not exactly. And didn’t know about their new STD/STI treatments.  

32. Would you be more inclined to sponsor an event that is entertainment related? (Such as live 

music) 

 The only thing he doesn’t like about entertainment events, the only companies that 

people remember are the bigger companies.  
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33. What attracts you to donating money to a non-profit or sponsor an event? 

 Things that are a smaller scale. Smaller events do better for brand recognition.  

34. What is the average amount of money your business donates to non-profit organizations? 

 Largest sponsorship is $2500 to SPEF, on average is $250 for an event.  

35. Are you likely to attend a Stillwater Life Services event? 

 Usually doesn’t go to events unless he is involved in it or that he has friend that is going 

or involved in it. Hasn’t ever been to a SLS event.  

36. What keeps you from attending events put on by organizations? 

 Time, does what is important to him. Personal belief to what the event is 

 Looks at nonprofits two ways – 1) you give time or 2) you give money. It is usually either 

or not both. 

 Pet peeve is when businesses don’t realize how much money they need and throw stuff 

together at the last minute.  

37. When sponsoring an event, do you prefer to be charged a flat rate or prefer the option of giving 

a donation at the door? 

 Likes the flat rate. Not really a fan of tiered sponsorships.  

38. Would you sponsor an event where you can donate something other than money? (Food, prizes 

etc.) 

 Yeah, they have done this. Donated money that was specifically for food or prizes 

 

Business Interview No. 2  

39. Does the business currently donate to a nonprofit or sponsor any events? 

 Yes, they currently donate to several local fundraising events.  

40. If so, what types of non-profit businesses or events does your business sponsor? 

 Events that help people, like cancer research fundraising  

41. How long have you been a sponsor for this non-profit/ event? 

 Over a year, business is still very new to Stillwater community 

42. Does the nature of the organization influence your decision to donate money? (For instance, if 
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they are religious or state a specific political affiliation) 

 Depends on each organization  

43. Have you heard of Stillwater Life Services? 

 No 

44. Are you familiar with what type of organization Stillwater Life Services is? 

 No 

45. Would you be more inclined to sponsor an event that is entertainment related? (Such as live 

music) 

 Depends on the event, a local concert would be OK… But they think large concerts might 

be hard to get their business out there  

46. What attracts you to donating money to a non-profit or sponsor an event? 

 What the purpose is behind the event, how they are going to help the community or 

people that might need help  

47. What is the average amount of money your business donates to non-profit organizations? 

 Does not know off the top of his head how much they have donated 

48. Are you likely to attend a Stillwater Life Services event? 

 Possibly 

49. What keeps you from attending events put on by organizations? 

 Work 6 days a week, have a very busy schedule. Would rather just donate money than 

attend the event  

50. When sponsoring an event, do you prefer to be charged a flat rate or prefer the option of giving 

a donation at the door? 

 Flat fee 

51. Would you sponsor an event where you can donate something other than money? (Food, prizes 

etc.) 

 Yes. 
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Business Interview No. 3 

52. Does the business donate to a nonprofit or sponsor any events?  

 Yes 

53. If so, what types of non-profit businesses or events does your business sponsor? 

 We often donate our extra food to local churches for brunches, Cowboy Kitchen, public 

schools, and other school organizations such as swim teams, etc. depending on their 

requests. 

54. How long have you been a sponsor for this non-profit/event? 

 We have been donating food ever since we opened, two and a half years ago. 

55. Does the nature of the organization influence your decision to donate money? (For instance, if 

they are religious or state a specific political affiliation) 

 The nature of the organization does not influence our decisions to help, but some get 

priority over others such as local and university organizations will get priority over out of 

town requests. Also, regulars to the café will get preference over people we have never 

seen or heard of.  

56. Have you heard of Stillwater Life Services? 

 Yes 

57. Are you familiar with what type of organization Stillwater Life Services is? 

 Yes, we’ve donated to them before. 

58. Would you be more inclined to sponsor an event that is entertainment related? (Such as live 

music) 

 The type of event is not as important as the issue of how many people are helped or 

affected by the event. 

59. What attracts you to donating money to a non-profit or sponsor an event? 

 The more people the event helps or affects make the event more desirable to sponsor. 

60. What is the average amount of money your business donates to non-profit organizations? 

 Cash is not donated as much as food, the average amount is unknown. 

61. Are you likely to attend events put on by organizations? 



 

 72 

 Depends, I have two kids.  

62. What keeps you from attending events put on by organizations? 

 The fact that I am busy with my business and children. 

63. When sponsoring an event, do you prefer to be charged a flat rate or prefer the option of giving 

a donation at the door? 

 N/A 

64. Would you sponsor an event where you can donate something other than money? (Food, prizes, 

etc.) 

 I would prefer to donate food or gift certificates over money.  

 

Business Interview No. 4 

1.  Does the business donate to a nonprofit or sponsor any events?  

 Yes 

2.  If so, what types of non-profit businesses or events does your business sponsor? 

 We donate family swim passes, pool party packages, and memberships. They go to 

churches and things like that. They use them for prizes to give away or auction off.  

3. How long have you been a sponsor for this non-profit/event? 

 For seven or eight years.  

4. Does the nature of the organization influence your decision to donate money? (For instance, if 

they are religious or state a specific political affiliation) 

 Sometimes, but ultimately it goes to the executive director for approval. But we do a lot 

of religious organizations.  

5. Have you heard of Stillwater Life Services? 

 No.  

6. Are you familiar with what type of organization Stillwater Life Services is? 

 No.  

7. Would you be more inclined to sponsor an event that is entertainment related? (Such as live 

music) 
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 We would be interested but we really haven’t been approached about this type of 

event.  

8. What attracts you to donating money to a non-profit or sponsor an event? 

 We really are open to anything if people just come in and ask.  

9. What is the average amount of money your business donates to non-profit organizations? 

 We don’t donate cash, but in passes and certificates, probably around $200. Our biggest 

thing we give to is actually at the YMCA through the membership scholarships we give 

people. Those are based on their income.  

10. Are you likely to attend events put on by organizations? 

 No.  

11. What keeps you from attending events put on by organizations? 

 If we give prizes for an event, I don’t consider it something I need to be involved in past 

the donation.  

12. When sponsoring an event, do you prefer to be charged a flat rate or prefer the option of giving 

a donation at the door? 

 It doesn’t really matter. Either one is fine.  

13. Would you sponsor an event where you can donate something other than money? (Food, prizes, 

etc.) 

 Yes definitely. As a non-profit organization, we’re constantly in the red ourselves, so we 

don’t donate money. But all someone has to do is ask for passes and we’ll do our best to 

get it approved.  
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