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About Today’s Presenters 

 Monica Rodriguez, MS  

President and CEO, SIECUS 

 


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Kurt Conklin, MPH, MCHES  

Program Director, SIECUS 
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About SIECUS 









Private, nonprofit NGO 

Established 1964 

Offices in NYC and DC 

Mission: 







Educate by assisting schools/CBOs 

Advocate by supporting sound policy 

Inform with educational resources 

Pictured:  

National Sexuality Education Standards 

http://www.futureofsexed.org/documents/josh-fose-standards-web.pdf 

 

http://www.futureofsexed.org/documents/josh-fose-standards-web.pdf
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About You 





Who is participating today?  

Please respond to our poll with the best choice that describes your 

PRIMARY professional role at your agency: 













Facilitator 

Trainer 

Counselor 

Clinician 

Administrator 

Other 
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About You: Poll Results 
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Today’s Objectives 

By the conclusion of this webinar, participants will be able to: 









Define “program marketing” in an adolescent health promotion context 

Identify at least three stakeholder groups to whom their program can be 

marketed 

List a minimum of three marketing activities that could be used to promote 

their program 

Explain how a program marketing plan can advance the mission of their 

program 
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Webinars that “Work” 

Your Journal 
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Write in Your Journal During the Webinar 











To keep track of your ideas 

To find relevance in this webinar to your actual work 

To show colleagues who cannot attend today 

To document your OAH-funded program activities 

To guide your next steps 
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Today’s Agenda 















What is “Program Marketing”? 

What are You Marketing? And to Whom? 

Segment, then Target, then Tailor 

Your Marketing Plan 

Insights from the Field 

Resources 

Q & A and Wrap-up 
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Defining Terms  

What Is “Program Marketing”? 
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Today’s Quote:  Peter Drucker (1909-2005) 

“The aim of marketing is to make 

SELLING superfluous. The aim of 

marketing is to know and 

understand the customer so well 

that the product or service fits him 

and sells itself.” 

 

 Quoted in Marketing in the Public 

Sector (Kotler & Lee, 2007) 

 

Office of Adolescent Health 
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“Program Marketing” Defined 

 

 Advertising to AND motivating AND engaging with 

your stakeholders: 









 

Your adolescent participants 

Your organizational partners 

Your funders 

Your local/state/federal policymakers 
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“Program Marketing” Includes “Social Marketing” 

 

 It includes these Social Marketing elements 









Product 

Place 

Price 

Promotion 

 

 Plus more: PARTNERSHIPS! 

William A. Smith and 

John Strand (2008)  

Social Marketing 

Behavior: A 

Practical Resource 

for Social Change 

Professionals  

AED – Academy for 

Educational 

Development  
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Exchange Theory:  
The basis for successful program marketing 





What we offer our target market (benefits) has to 

be perceived as equal to or greater than what 

they will have to give (costs). 

When our target market perceives that costs 

outweigh benefits, we have to: 





 

 

 
 

 

Increase perceived benefits, and/or 

Reduce perceived costs 



Product, Place, Price, & Promotion 

 









What is your product - a ‘teen pregnancy prevention 

program’ or an exciting personal & social growth 

experience for teens? 

In what places are you marketing this product to 

teens, funders, policy makers, community partner 

agencies? 

What are the perceived costs of attending your 

program? What are the perceived costs of supporting 

it with funds, legislation, partnership agreements? 

What promotions address those cost concerns? 
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J Management & 

Marketing in 

Healthcare (2008) 

“Healthcare 

Marketing Has Five 

‘P’s” 

Steven J. Gray 

March 2008 - v1 n3 

pp 306-313                
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Taking Stock 

What are You Marketing?  

And to Whom? 



 

 



 


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The Product is Tobacco Control  
AND Youth Engagement 

 

 One of a series of user guides for 

building effective and sustainable 

tobacco control programs 

How programs benefit from involving 

youth in advancing tobacco control 

policy 

Evidence-based 
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The Product is Primary Care Services  
AND Data 

 









Wilkes-Barre, PA - health survey (N=4,040) 

“Almost 56% of the respondents reported perceived 

problems with access to primary care.” 

“The end result of this research was the development 

of a city health department funded by the State of 

Pennsylvania” 

“By marketing the results of this survey, additional 

federal grants were obtained by the city.” 

 

Health Marketing 

Quarterly (2004) 

“The Role of Social 

Marketing in 

Understanding 

Access to Primary 

Care Services: 

Perceptions and 

Experiences” 

Fevzi Akinci & 

Bernard J. Healey 

2004 - v21 n 4     

pp3-30 
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Audience Segmentation 

Segment, then Target, then Tailor 



 

 

 

 

How SIECUS Segments, Targets, and Tailors 

Some Target Audiences 







State DOE HIV Prevention 

Coordinators 

Parents 

Youth 
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How SIECUS Segments, Targets, and Tailors 

 

 

 

Target Audience: State DOE HIV 

Prevention Coordinators 

 









Product: Capacity-building assistance 

Place: State capital 

Price: Time, travel, local school district 

support 

Promotion: School health listservs, 

fiscal incentives, professional 

development credits 
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How SIECUS Segments, Targets, and Tailors 
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Target Audience: Parents 









 

Product: “Take a Minute” and “Families 

Are Talking” campaigns (radio & 

newsletter campaigns) 

Place: Listening range; homes 

Price: Personal motivation 

Promotion: Radio psa campaign; pens 

and tote bags 

 



How SIECUS Segments, Targets, and Tailors 

 

Target Audience: Youth age 16-24 

 









Product: One Voice Summit (co-

sponsored with other NGOs) 

Place: Washington, DC 

Price: Time, travel, parental and 

school support  

Promotion: Essay contest, travel 

expenses covered 
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Product, Place, Price, & Promotion 

 









What is your product - a ‘teen pregnancy prevention 

program’ or an exciting personal & social growth 

experience for teens? 

In what places are you marketing this product to 

teens, funders, policy makers, community partner 

agencies? 

What are the perceived costs of attending your 

program? What are the perceived costs of supporting 

it with funds, legislation, partnership agreements? 

What promotions address those cost concerns? 
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Looking Ahead 

Your Marketing Plan 



Marketing Plan Already in Place? 
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“Before today, our teenage pregnancy prevention program already had a 

hard-copy marketing plan with specific action steps, timelines, and people 

responsible for specific tasks.” 

Which response is true of your organization? 

 

1 - Yes 

2 - No 

3 - Not Sure 
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Marketing Plan Already in Place: Poll Results 
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Getting Started: Cross-Functional Teams 

 





Create a Marketing Team in-house 

Invite reps from every major function of your agency 

•

•

•

•

•

•

Your program 

Other agency programs 

Development/fundraising department 

Public advocacy/policy department 

Clinical services 

Teen/youth reps 

 

 

Marketing Health 

Services - MHS 

(2005) 

“Strength in 

Numbers” 

Donald Antonucci & 

Ken Kono           

Winter 2005        

pp30-33 
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Possible Program Marketing Activities 



Sample Marketing Plan 

Philip Kotler & 

Nancy Lee (2007) 

Marketing in the 

Public Sector: A 

Roadmap for 

Improved 

Perofrmance 

NJ: Wharton 

School Publishing 

(Pearson 

Education, Inc.) 
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Real World Experiences 

Insights from the Field 
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New Jersey: Answer (Rutgers University) 









Marketing to professionals in our field 

Reach - number of people exposed to 

your message 

Exposures  - number of times that 

professionals need  to see your 

message before they take action   

3 exposures minimum before 

professionals take action 







  



Oregon: Multnomah County Youth Commission (Portland) 

Recruitment:   

Marketing messages created and delivered by 

your target audience (13 - 21 year olds) 

 

Engagement:   

Target population owns the work plan and is 

supported by adult content experts who help 

move their mission forward. 

 

Retention:

Provide holistic support to meet physical, 

emotional and spiritual needs of participants. 





 

 

South Dakota: ‘Straight Forward’ youth group (Sioux Falls) 

Challenge teens to “outsmart” the adults: 

Teens took $25,000 and parlayed it into a $375,000 media campaign in 

the first year. 

Parents are moved by hearing directly from teens. 

 

 Train teens to ‘play to’ the media: 

 

 

 

  Be an on-going resource 

  Be edgy  but use discretion 

  Know what the media need 

BEFORE your teens talk to them 
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Where to Turn for Support 

Resources 



Program Marketing Resources 











Centers for Disease Control and Prevention: Gateway to Health Communication & 

Social Marketing Practice. http://www.cdc.gov/healthcommunication/ 

 

 

 

 

Centers for Disease Control and Prevention: Teen Pregnancy and Social Media: 

http://www.cdc.gov/TeenPregnancy/SocialMedia/

Journal: Health Marketing Quarterly.                      

http://www.tandf.co.uk/journals/WHMQ

Journal: Cases in  Public Health Communication & Marketing                                

(George Washington University). 

http://www.gwumc.edu/sphhs/departments/pch/phcm/casesjournal/index.cfm

Social Marketing Toolbox: California STD/HIV Prevention Training Center: 

http://www.stdhivtraining.org/YSMT_toolbox.html
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http://www.cdc.gov/healthcommunication/
http://www.cdc.gov/TeenPregnancy/SocialMedia/
http://www.tandf.co.uk/journals/WHMQ
http://www.gwumc.edu/sphhs/departments/pch/phcm/casesjournal/index.cfm
http://www.stdhivtraining.org/YSMT_toolbox.html


  
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For more information from today’s case examples… 







Answer /Rutgers U. (NJ)                            

              Todd Slawsky, MBA, MEd

tslawsky@rci.rutgers.edu                            

732.445.7929 

Multnomah Youth Commission (OR)               

Marc Fernandes                             

marc.fernandes@multco.us 

503.793.1691 

Straight Forward/Don’t Tell My Parents (SD)               

John Beranek            

johnspeak@sio.midco.net

605.310.3226

mailto:tslawsky@rci.rutgers.edu
mailto:marc.fernandes@multco.us
mailto:johnspeak@sio.midco.net
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Q & A 

Questions? Comments? 
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Wrap-up 

Putting It All together 
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Making the Sale to ALL Your Stakeholders 

 







Establish your “Cross-Functional Team” 

Share your Marketing Plan 

Define your 4 P’s: 









Product 

Place 

Price 

Promotion 

 Keep your marketing PARTNERSHIPS active! 
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–  

Opportunity 

“A brand for a company is like a 

reputation for a person. You earn 

reputation by trying to do hard things 

well.” 

Jeff Bezos, Amazon.com
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Thank You! 

 Monica Rodriguez, MS 

  President and CEO, SIECUS 



  

mrodriguez@siecus.org 

Kurt Conklin, MPH, MCHES 

Program Director, SIECUS 

kconklin@siecus.org 

mailto:mrodriguez@siecus.org
mailto:kconklin@siecus.org



