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Executive Summary 

Organizational Background 

Planned Parenthood Federation of America was founded in 1916 by Margaret Sancher, 

and the organization’s mission is to defend women’s right and provide family planning 

methods to millions around the country. There are offices of Planned Parenthood 

throughout the United States. The organization’s target publics are men and women 20s 

and up, and most have incomes at or below poverty line.  

The Issue 

The crisis began on January 31, 2012, when Susan G. Komen for the Cure Foundation 

announced that it would discontinue its funding for Planned Parenthood. This decision was 

speculated to have been a result of relentless political pressure from conservative political 

groups. 

Objectives 

While no objectives were outlined by the organization for this issue, our team has designed 

several SMART objectives for awareness, acceptance and action. 

Awareness:  

• To increase awareness that Susan G. Komen for the Cure Foundation pulled funding due 

to relentless pressure from opposing political groups by 35% by February 4, 2012. 

Acceptance: 

• To solidify understanding that despite the loss of partnership, Planned Parenthood will 

continue to provide breast care to its customers by 30% by February 28, 2012. 
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• To reinforce target publics’ trust that Planned Parenthood’s main priority is in supporting 

their health care needs, not in political relationships by 35% by February 4, 2012. 

Action 

• To get supporters of Planned Parenthood to rally through social media in order to get 

Susan G. Komen back on board as an affiliate by 40% by February 12, 2012. 

• To get supporters to donate to the Breast Health Emergency Fund that was created in the 

wake of the Komen situation by 35% by February 28, 2012. 

 

Strategies 

The strategies used in this case were largely reactive, due to the sudden nature of the 

situation. Planned Parenthood created a pre-buttal by initiating communication first with their 

press release on the situation sent to the Associated Press. This preemptive action strategy 

was an incredible success. Planned Parenthood also used offensive response strategies by 

expressing their shock regarding the situation to the national media and the organization’s 

supporters. The organization chose to compensate for the loss of the Komen funding by 

establishing the Breast Health Emergency Fund to ensure that breast cancer screening 

services would still exist in Planned Parenthood locations. 

Planned Parenthood’s key message was outlined in the initial press release: “We want to 

assure women who rely on Planned Parenthood for breast care that we are still here for them, 

and we always will be.” 

Programming 

When the crisis took place, Planned Parenthood immediately issued a press release to inform 

both its supporters and opposers. Planned Parenthood was also active with its social media 
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via Facebook and Twitter by providing up-to-date information on the situation and asking their 

active publics to help spread the world.  

Evaluation 

Planned Parenthood achieved their objectives. The organization’s supporters rallied on social 

media in their favor, Susan G. Komen was reinstated as an affiliate, and Planned Parenthood 

received $650,000 in donations to the Breast Health Emergency Fund. 

Conclusion 

While Planned Parenthood succeeded in completing their objectives, there is some room for 

improvement: 

• Planned Parenthood could have more consistent conversations with their internal 

publics in order for them to avoid sudden crisis situations. 

• Planned Parenthood should be more transparent with their financial dealings with their 

internal publics, including their stakeholders, donators, and employees. 

• Their actions in this case should be used as an example for reference, should a similar 

situation occur in the future.  
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The Issue 

        In early 2012, Planned Parenthood found itself in the midst of investigations being 

conducted by the federal government. Congress members were suspicious that the $75 million 

provided annually to Planned Parenthood was being used to fund abortions, which make up 

3% of the services offered by the organization (Eckholm, 2011). 

On January 31 2012, the Susan G. Komen for the Cure Foundation announced to the 

Planned Parenthood Federation of America that it would cease funding due to a change in 

policy that prohibited the organization from donating money to a group under investigation by 

the federal law (“Alarmed and Saddened”, 2012). The decision was believed to be a political 

one, with the president of Planned Parenthood, Cecile Richards, claiming that the foundation 

had “succumbed to political pressure”	  (“Alarmed and Saddened”, 2012). This situation was 

crucial to Planned Parenthood because losing funds from Susan G. Komen would jeopardize 

essential breast cancer services and risk their elimination. In turn, this would affect the 

thousands of men and women that use Planned Parenthood as their primary clinic for breast 

cancer awareness and prevention. 

The days following the decision would prove to be pivotal in the success and failure for 

the future of both organizations. 

 

Planned Parenthood Federation of American History 

In 1916, Planned Parenthood Federation of America was founded by Margaret Sanger, 

a female advocate of women’s rights and nurse, along with her friend and sister. Sanger 

worked to provide information about contraception to women and men and also funded birth 
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control research, the results of which were used to educate healthcare providers and the 

public of the time (History and Success, n.d.). 

Planned Parenthood’s mission statement, A Reason for Being, is based on the ideals of 

Sanger, and thus it seeks to defend women’s rights and family planning methods across the 

country. The organization has gained nation-wide acclaim for being an affordable means for 

women and men to gain information about contraceptive methods and family planning (History 

and Successes, n.d.). 

As the organization in the center of several controversial issues, Planned Parenthood 

has found itself in the midst of many historical landmark cases, such as Roe v. Wade. The 

organization has been and continues to be surrounded by strong support and vehement 

opposition from pro-choice and pro-life advocates, respectively. However, the organization has 

found success in areas such as sex education, birth control protection acts, domestic family 

planning funding and abortion access. It has played a key role in defending and furthering 

women’s rights in the United States (History and Successes, n.d.). 

 

Statistics and Figures 

According to the Planned Parenthood annual report, approximately 550,000 breast 

exams were performed in Planned Parenthood health centers between 2012 and 2013 

(Appendix V). 10% of the services provided by Planned Parenthood include cancer screenings 

and cancer prevention methods (Appendix IV). 26% of Planned Parenthood’s revenue in both 

2011 and 2012 was received in private contributions (Appendix VI). In 2011, Susan G. Komen 

donated $680,000 to Planned Parenthood (Hays, 2012). 

Planned Parenthood’s main offices are in New York City, NY and Washington, DC. The 

organization has local and state offices in all 50 states of the nation and Washington, DC. 
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They have over 750 health centers in the United States. In 2011, over 25,000 people were 

employed by the organization, not including volunteers and interns (Services, n.d.). 

 

Past Severances 

Susan G. Komen for the Cure Foundation was not the first to withdraw funding to 

Planned Parenthood. In 1990, after much pressure from pro-life activist groups and religious 

organizations, AT&T defunded Planned Parenthood Federation of America (Hays, 2012). 

When the organization got word of the news, they immediately set out to place full-page 

advertisements in leading newspapers, encouraging the public to take action and contact the 

AT&T Corporation. In this case, however, AT&T did not reverse its decision and permanently 

disassociated itself from the organization (Hays, 2012). 

 

Target Publics 

82% of Planned Parenthood’s health care clients are men and women above 20 

years of age (Planned Parenthood at a Glance, n.d.) and as of 2011, approximately 78% 

of their clients have incomes at or below the federal poverty line (Jordan, et al, 2013). 

According to a press release from February 3, 2012, “Planned Parenthood helps […] reach 

vulnerable populations —	  low-income women, African-American women, and Latinas —	  

especially in rural areas and underserved communities where Planned Parenthood health 

centers are their only source of health care (Statement by Cecile Richards, 2012).” 

Planned Parenthood’s customers are primarily young women, between the ages of 20 and 

35, who are a part of low-income households and who use Planned Parenthood’s services 

and/or advocate for women’s rights and are active in political and social issues. 
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The day Susan G. Komen for the Cure Foundation announced that they would cease 

funding, Planned Parenthood immediately wrote a press release and informed the Associated 

Press of the situation. In doing so, Planned Parenthood was not only informing its supporters, 

but also its opponents. After Susan G. Komen decided to sever ties with Planned Parenthood, 

the organization was seeking to target the publics that would not only be affected by the issue, 

but that may also be angered by Susan G. Komen’s seemingly political decision. The press 

release served to notify current external publics and potential latent external publics of the 

situation in an attempt to make their publics aware and also to get them to become active. 

When using Facebook and Twitter, Planned Parenthood was primarily targeting its 

supporters and its active publics. Advocates of Planned Parenthood are usually members of 

society that are an active part of social issues and policy making. They are active on social 

media in sharing information that affects them and people in the community. By posting on 

Facebook and Twitter, Planned Parenthood wanted their active publics to help spread the 

word of the situation and as a domino effect, get latent publics to become aware of the 

situation. This form of grassroots public relations served useful as seen in Facebook and 

Twitter posts in Appendix II and III. 

Planned Parenthood skillfully targeted their supporters in order to disseminate 

information on the situation. No formative research was conducted due to the sudden nature of 

this crisis situation. While no prior research was done in the event of losing Susan G. Komen 

as a partner, Planned Parenthood was well aware of their supporters and enablers were ready 

for this kind of crisis. 	  
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Objectives 

There were not any formal objectives outlined in this case study, so our team has 

designed a few SMART objectives that should have been developed for this situation. While 

these objectives were never explicitly outlined in any direct form, many of them are adapted 

from the actions and intentions that Planned Parenthood had expressed in their initial press 

release on the situation and throughout the life of the crisis. 

 As with any public relations campaign, there need to be three levels of objectives: 

awareness, acceptance and action. We have developed SMART objectives with all three 

target public impact intentions in mind. 

Awareness:  

To increase awareness that Susan G. Komen for the Cure Foundation pulled funding 

due to relentless pressure from opposing political groups by 35% by February 4, 2012. 

 From a public relations standpoint, an objective priority during and after any crisis is to 

increase the awareness of accurate, timely information of the crisis, especially among the 

potentially affected parties. For this case, it was of the utmost importance for Planned 

Parenthood to have kept their publics informed of the facts of the situation, to avoid the 

potentially negative connotations that could have been associated with the organization and to 

retain the same pre-crisis positive attitude about the organization. 

 Susan G. Komen had pulled funding from Planned Parenthood due to an 

overwhelmingly large amount of pressure from conservative political groups. Additionally, 

Komen had created a new clause in its funding policy, stating they would not give money to 

organizations under federal investigation. It was crucial that Planned Parenthood neutralize the 
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negative connotations associated with Komen’s decision among as many people as they could 

as soon as possible.  

 The awareness objective is end-dated for the end of the week that the crisis began, 

although that may even be too much time to execute an objective of this level of importance. 

As per the timeline of a crisis, conducting notifications and releasing information to the public 

in a timely and accurate fashion are two of the activities crucial during the first 12 to 24 hours 

of a crisis. A week to accomplish this is more than enough time. 

Acceptance: 

To solidify understanding that despite the loss of partnership, Planned Parenthood will 

continue to provide breast care to its customers by 30% by February 28, 2012. 

 In the acceptance objective category, it continues to be in the organization’s best 

interest to assuage doubts and negative mindsets associated with the crisis, in an effort to 

return the organization to the positive attitude among publics that it enjoyed before the crisis.  

 Susan G. Komen’s funding to Planned Parenthood supported programs for breast 

cancer evaluations. Once funding for the program had been terminated, Planned Parenthood 

needed to ensure its clients that an alternative means to fund the services would be found. 

 This objective has been end-dated by the end of February, slightly longer than the 

deadline for the awareness objective. While that does not mean that this objective has any 

smaller of a priority than the previous one, this objective does require a more long-term 

approach in terms of relations to target publics.  
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To reinforce target publics’	  trust that Planned Parenthood’s priority is in supporting 

their health care needs, not in political relationships by 35% by February 4, 2012. 

 A crisis between organizations, especially one regarding money, can raise doubts and 

concerns of where an organization’s allegiance truly lies. It was in Planned Parenthood’s best 

interest to let potentially affected parties know where their priorities were: their stakeholders, 

their external supporters and those who visit their clinics nationwide. 

 This objective was executed by Planned Parenthood’s immediate establishment of a 

new breast examination initiative, the Breast Health Emergency Fund. The phrasing in their 

initial press release further supports this position on the matter, framing Komen in a position of 

wrong. Examples include: “Our greatest desire is for Komen to reconsider this policy and 

recommit to the partnership on which so many women count,”	  and “We want to assure women 

who rely on Planned Parenthood for breast care that we’re still here for them, and we always 

will be (“Alarmed and Saddened”, 2012).” 

Action: 

To get supporters of Planned Parenthood to rally through social media in order to get 

Susan G. Komen back on board as an affiliate by 40% by February 12, 2012. 

 While awareness and acceptance are important, it is equally as crucial for Planned 

Parenthood to have moved their potentially affected publics into the action stage via carefully 

considered objectives.  

 The Planned Parenthood end of the situation was successful largely due to the social 

media support of the affected parties in favor of their organization. After the above objectives 

were put into effect, this action objective would have hopefully followed naturally.  

 It was important to put this objective into action immediately and continue its presence 

for as long as possible, hence its deadline at slightly under two weeks after the crisis began. If 
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a social media rally took place only for a short amount of time, the magnitude of negative 

attitudes towards Susan G. Komen may not have been noticed, but a longer-term social media 

campaign would definitely demand attention from the opposing party. 

To get supporters to donate to the Breast Health Emergency Fund that was created in 

the wake of the Komen situation by 35% by February 28, 2012. 

 In the event that enough negative attitude towards the opposing organization did not 

warrant a change in policy, there needed to be a backup plan. In reaction to Susan G. 

Komen’s removal of funding to Planned Parenthood, the organization created the Breast 

Health Emergency Fund to continue providing the same services that the Komen funding 

supported. 

 This objective needed to be at the forefront of the organization’s priorities, because its 

success would speak largely to the public’s opinion. If it did not see success, it would have 

been clear that none of Planned Parenthood’s other objectives were working. 

While they may not have stated explicit objectives, their actions were well thought-out 

and clearly successful. 	  
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Programming 

Strategies 

As the target in the middle of a crisis, Planned Parenthood had to work quickly in 

developing reactive strategies. The following are some reactive strategies that the 

organization used to solidify their objectives. 

Pre-buttal 

Planned Parenthood created a pre-buttal within their press release. The 

organization informed their supporters and also the national media that the Susan G. 

Komen for the Cure Foundation had discontinued the funding for breast cancer screenings 

and education at their clinics nationwide. Planned Parenthood provided the news first to 

the national media rather than allow a Komen-led PR team dispense the news to the 

public. In doing this, Planned Parenthood set the tone for the issue and made it so that 

their publics would be more prone to side with them as opposed to Susan G. Komen. 

This pre-emptive action strategy was incredibly successful. Not only did Planned 

Parenthood set the tone for the issue, but they also made it extremely difficult for the 

Susan G. Komen for the Cure Foundation board members to defend themselves. By 

explicitly stating that she thought that the reason for the defunding was due to political 

pressures from the right-wing, Richards immediately set doubt in the public’s mind about 

the legitimacy of the Susan G. Komen foundation’s ideals. 

Offensive Response Strategies 

Planned Parenthood then used offensive response strategies by expressing their 

shock to the national media and supporters alike of the decision the board of Susan G. 
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Komen had made. The federation also used a mild attack strategy, blaming the right-wing 

and religious organizations into pressuring Susan G. Komen to pull funding. The 

combination of these offensive response strategies could have taken a turn for the worse if 

they had not come from an appropriate spokesperson (discussed shortly). 

Further Action 

 Finally, the organization compensated for the loss of the Komen funding by 

establishing the Breast Health Emergency Fund to ensure that breast cancer screening 

services would still exist in Planned Parenthood locations. In serving the mutual interests of 

the organization and its publics, Planned Parenthood attempted to achieve their 

acceptance objectives in maintaining the support of their target publics.  

The key message was outlined in the initial press release: “We want to assure 

women who rely on Planned Parenthood for breast care that we’re still here for them, and 

we always will be (“Alarmed and Saddened”, 2012).” 

Planned Parenthood initiated communication strategies through the dialogue model; 

they provided newsworthy and transparent information, they helped reinforce relationships 

that could have been negatively affected and they sought to deepen the relationships that 

unite their supporters. Since Planned Parenthood was the first to provide the Associated 

Press about the facts of the defunding, the organization was transparent in their public 

relations efforts. Planned Parenthood executed the transparent communication strategy by 

providing the facts in a timely manner. 
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Effective Communication Principles  

Ethos 

Planned Parenthood relied on the president of the organization, Cecile Richards, to 

be the spokesperson during the crisis. Throughout, Richards made sure to appear on 

several television networks to spread awareness to possible latent publics and to gain 

supporters. As previously stated, shock and attack were both strategies used in order to 

tame the crisis Planned Parenthood was in the midst of. Since Richards is a very 

charismatic individual, along with being able to maintain a high degree of control, she was 

able to communicate these strategies effectively, without losing credibility or respect in the 

public eye. 

 During this situation, Richards was the right spokesperson for Planned Parenthood 

because of her expertise in political situations, notoriety for her role as an activist and her 

founding of several political organizations. She has been president of Planned Parenthood 

since 2006 and is well-known within the women’s rights activists’	  community (Planned 

Parenthood, n.d.). 

Pathos 

In their communication efforts during their campaign, Planned Parenthood used 

positive and negative emotional appeals. The main positive appeal they used was the 

justice appeal. In her interviews, Richards repeatedly brings up the fact that the money 

being provided by the Komen Foundation was being used for cancer screenings and 

breast exams and that its loss could negatively affect the men and women that use their 

services. By stating this, she is bringing up the fact that it is not fair to punish these men 
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and women and that the just thing to do would be to prioritize the health of these 

individuals over political pressures. 

Along with this, the main negative appeal used by the Planned Parenthood 

Federation of America was one that has been notoriously used by numerous non-profit 

organizations: the guilt appeal. In their Facebook advertisement shown in Appendix IV, 

Planned Parenthood asked “Are you? Share!”, meaning “Are you still standing with 

Planned Parenthood in spite of the recent defunding?”	  This guilt appeal serves as a 

method of trying to reinforce their relationships with their supporters and also to guilt them 

into sharing the ad in an attempt to get their active publics to spread the word about the 

situation.  

Logos  

Planned Parenthood used statistics on how Susan G. Komen’s defunding would 

impact their organization. In nearly every interview Richards had with mainstream media 

networks, she mentioned that Planned Parenthood provides over 700,000 breast cancer 

screenings annually. She oftentimes noted that the Komen-funded programs helped 

thousands of women in rural and underserved communities get breast health education, 

screenings and referrals for mammograms. Finally, figures mentioned in several news 

articles stated that Komen had provided $680,000 to Planned Parenthood in 2011. All 

these statistics were helpful during their campaign because latent publics, those that are 

unaware, will want to hear facts about the case in order to move to the aware and active 

stages. 
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Verbal and Nonverbal Communication 

Planned Parenthood focused heavily on verbal communication through written and 

spoken words, such as the press release sent to the Associated Press. The verbal 

communication that the organization used captured the attention of the national media and 

of their publics. The verbal communication from the spoken words of Cecile Richards 

played a huge role in delivering the organization’s message. Planned Parenthood’s 

message structure relied heavily on transparent communication and drawing conclusions. 

Planned Parenthood gave the data on how this situation would affect women in rural areas 

that depend on the organization for breast cancer health screenings referrals. Since the 

verbal communication had such clarity, the supporters executed Planned Parenthood’s 

action objectives. The diction that Richards used in her national media interviews 

influenced the organizations supporters to donate funds in the wake of the news. 

 

Communication Tactics 

Planned Parenthood had to inform their supporters, their publics’ and their 

stakeholders about the Komen organization discontinuing to fund Planned Parenthood. In 

order to do this, they used controlled media and disseminated it through news media 

tactics. Planned Parenthood had to make sure to steer the media content in the right path 

to control the information they wanted to release. The organization wanted to make sure 

the timing, presentation, packaging, tone and distribution were under their control. Since 

the organization was using an external news media outlet (the Associated Press) to 

release the information about the defunding, they had to assure the news release was very 

strategic. 
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Planned Parenthood’s primary communication tactic was used through social 

media. They posted both on Twitter and Facebook about the defunding, hoping to mobilize 

their publics into action. They made strategic posts on both platforms to organize a social 

rally in favor of their objectives.  

 

Communication Effectiveness 

The communication principles and communication tactics that Planned Parenthood 

used were effective. The information spread by their active publics reached intercessory 

publics. Nearly two-dozen senators wrote a letter to the Komen foundation urging them to 

reverse their decision within four days of the defunding (Sargent, 2012). Within a five day 

span, the Komen foundation reversed its decision. Planned Parenthood used the right 

communication tactics in order to reach the proper publics and resulted in a massive 

amount of donation and the return of the funding that was ceased by the Susan G. Komen 

for the Cure Foundation. 	  
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Evaluation 

Awareness: To increase awareness that Susan G. Komen for the Cure Foundation pulled 

funding due to relentless pressure from opposing political groups by 35% by February 4, 2012. 

Outcome: 

 Within the first 60 hours, following Susan G. Komen for the Cure Foundation’s decision 

to stop funding Planned Parenthood, ABC, CBS, and NBC emphasized the controversy with 

13 morning and evening news stories, 35 of which used quotes from Planned Parenthood 

supporters, where only 11 statements came from Susan G. Komen representatives and allies 

(Stanek, 2012). 

 Two days after the controversy began, MoveOn.org, an online progressive group, 

began a petition, asking Susan G. Komen to not “bow to anti-choice pressure.”  The petition 

gained support throughout the nation, bringing in more than 250,000 petitions by Thursday, 

February 3, 2012.  Credo, an American progressive phone company, which describes itself as 

the largest corporate donor to Planned Parenthood, also began a petition urging the Komen 

Foundation to reverse its decision. The petition gained 250,000 signatures within the first few 

days (Condon, 2012). 

 When evaluating this objective to increase awareness that Susan G. Komen for the 

Cure Foundation pulled funding due to relentless pressure from opposing political groups, we 

would use the before-and-after approach. By measuring our public’s awareness before the 

implementation of our tactics, and then measuring our public’s awareness after our tactics 

have been implemented, we can get a general idea of whether or not the objective was 

successfully met. 
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Acceptance: To solidify understanding that despite the loss of partnership, Planned 

Parenthood will continue to provide breast care to its customers by 30% by February 28, 2012. 

Outcome: 

 Following Susan G. Komen for the Cure Foundation’s decision to cease funding, 

Planned Parenthood immediately established and publicly announced a new breast 

examination initiative, the Breast Health Emergency Fund. 

 As stated in their press release, Cecile Richards, president of Planned Parenthood 

Federation of America said, “The new fund we’re launching to support these services will 

ensure that the Komen Foundation’s decision doesn’t jeopardize women’s health.” (Planned 

Parenthood, n.d) 

 When evaluating this objective, we would use the after-only approach. The reason 

being that we are solidifying understanding that Planned Parenthood will continue to provide 

breast care to its customers through the creation of a new program, the Breast Health 

Emergency Fund. Since the emergency fund was created after Susan G. Komen’s decision to 

cease funding to Planned Parenthood, we have no prior measurements to use for comparison. 

 

Acceptance: To reinforce target publics’ trust that Planned Parenthood’s main priority is in 

supporting their health care needs, not in political relationships by 35% by February 4, 2012. 

Outcome: 

 Within the first days following the crisis, Planned Parenthood gained immense support 

from the public. Supporters displayed their support for Planned Parenthood on various social 

media sites. Planned Parenthood’s social network through both Facebook likes and Twitter 

followers increased dramatically, gaining more than 10,000 new Facebook followers within a 

matter of days (Condon, 2012). 
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 Following the controversy, 26 Democratic senators wrote and signed a letter to Komen, 

asking for the Foundation to upturn its funding decision. The letter read, ““It would be tragic if 

any woman – let alone thousands of women – lost access to these potentially life-saving 

screenings because of a politically motivated attack. We earnestly hope that you will put 

women’s health before partisan politics and reconsider this decision for the sake of the women 

who depend on both your organizations for access to the health care they need.” (Miller, 2012) 

 When evaluating this objective we would use the before-and-after approach. The 

reason being that we are measuring how well we reinforced the public’s trust after the crisis 

began and we are then comparing it to their trust for Planned Parenthood before the crisis. 

 

Action: To get supporters of Planned Parenthood to rally through social media in order to get 

Susan G. Komen back on board as an affiliate by 40% by February 12, 2012. 

Outcome: 

 On Wednesday, January 31, 2012, the same day the Susan G. Komen for the Cure 

Foundation announced to the Planned Parenthood Federation of America their decision to 

cease funding, an online Facebook group “De-Fund the Komen Foundation” was formed, 

attracting thousands of supporters. By Friday, February 3, 2012, Planned Parenthood had 

raised $3 million in donations, through social media attention (Condon, 2012).  

         After just three days, the Susan G. Komen for the Cure Foundation apologized for their 

decision to stop providing Planned Parenthood funding and founder and CEO Nancy G. 

Binker, released the following statement: "Our only goal for our granting process is to support 

women and families in the fight against breast cancer. Amending our criteria will ensure that 

politics has no place in our grant process. We will continue to fund existing grants, including 

those of Planned Parenthood, and preserve their eligibility to apply for future grants, while 
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maintaining the ability of our affiliates to make funding decisions that meet the needs of their 

communities.” (Ertelt, 2012) 

 When evaluating our objective of regaining Susan G. Komen as an affiliate through 

social media support, we would use the before-and-after approach. By taking note of what our 

social media outreach level was before we started implementing our tactics, and then 

measuring our outreach and support after our implementation, we are able to see whether our 

objectives and goals were attained. 

Action: To get supporters to donate to the Breast Health Emergency Fund that was created in 

the wake of the Komen situation by 35% by February 28, 2012. 

Outcome: 

 Within the first 24 hours of the crisis, Planned Parenthood had managed to gather 

$650,000 in donations $400,000 of which was from over 6,000 online donors, and was 

reported as nearly the amount Susan G. Komen had contributed to the organization in the 

previous year. The Breast Health Emergency fund was an immediate success, bringing in 

donations from across the country. Both the Lee Fikes Foundation and New York City Mayor 

Michael Bloomberg, donated $250,000 each towards the fund (Madison, 2012). 

Due to the fact that the Breast Health Emergency Fund was set up after the crisis emerged, 

we would use the after-only approach when measuring this objective. There are no prior 

figures and numbers for us to use in compare and measuring the new funds success. 

 

 

Method of Evaluation 

 When evaluating our objectives, we would use a content analysis. This research 

technique can be used to shed light on our messages and modes of communications. A 
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content analysis would allow for us to assess how the organization's image is portrayed in the 

eyes of the media and in actual reality. Through this method, we are able to determine if the 

messages disseminated to the audience are shedding light on the situation and if they worked 

to the organization’s advantage.  

 

Measuring Planned Parenthood’s Objective Achievement: 

1) Did Planned Parenthood inform the media of the Susan G. Komen crisis in a timely manner 

in order to gain support from their public? 

2) Were the expected donation amounts met within the days following the crisis? 

3) Did Planned Parenthood maintain a positive reputation in the minds of the national media 

and in the minds of their publics? 	  
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Conclusion 

 Planned Parenthood handled the crisis successfully and achieved all of their objectives. 

However, we still have a few recommendations of how they could have handled this crisis 

better. 

 Planned Parenthood could have had more consistent conversations with their internal 

publics in order for them to avoid sudden crisis situations. That is, when the federal 

investigation of Planned Parenthood began, the organization should have informed its 

supporters and stakeholders, including Susan G. Komen, of the situation in order to avoid 

possible severances. The consistent conversations would help Planned Parenthood 

communicate better with their internal publics and thus potentially evade future issues. 

 Another recommendation for Planned Parenthood would be for the organization to be 

more transparent with their financial dealings with their internal publics, including their 

stakeholders, donors, and employees. This way, if a crisis takes place, the internal publics 

would know what is going on and would not panic. Reporting what goes on within the 

organization would help strengthen the relationship between Planned Parenthood and its 

publics, thus improving their stewardship. 

 The case, as a whole, was very effective. Planned Parenthood did not only improve 

their reputation with publics but also increased donations from supporters by $650,000 from 

over 6,000 donors to the Breast Health Emergency Fund. The active publics were very 

supportive and helped Planned Parenthood rise from the crisis. The organization has also 

increased trust from stakeholders, supporters and customers including U.S. Senators and 

mobilized target publics to increase awareness to latent and apathetic publics. There were 

online progressive groups and petitions that brought supports to the organization, and the 
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senators also supported them by signing a letter to Susan G. Komen asking for the funding 

back. Planned Parenthood also regained Susan G. Komen as an affiliate. The organization 

successfully used social media tools such as Facebook and Twitter and gained attention from 

publics with thousands of followers and supporters. 

 Planned Parenthood was also successful in building long-term relationships with their 

target publics. They emphasized that even without the funding from Susan G. Komen, they 

would still provide breast care to their customers. They started a new fund and got donations 

from their active supporters. The organization also showed how they care about their publics 

by informing the situation with their press release and social media tools. The active publics 

also played important roles in this crisis, which shows that the organization has done good job 

in maintaining stewardship with their customers and publics. 

 Planned Parenthood should continue to focus on stewardship in order to build trust and 

long-term relationships with their customers as it was their role that made a difference in this 

case. Regardless of any explicitly stated objectives or tactical programming, the relationship 

with target publics is what will be the catalyst in any future crisis of this nature. 
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Planned Parenthood sees unexpected rise in donations 

BYLINE: Erin Hawksworth, KCPQ/KMYQ-TV, Seattle 

SECTION: STATE AND REGIONAL NEWS 

LENGTH: 470 words 

 

Feb. 02--SEATTLE -- After the Susan G. Komen Foundation announced it would no longer provide 

Planned Parenthood chapters with funding for breast cancer screenings, there has been an unexpected 

development -- an uptick in individual donations to Planned Parenthood.  

"There's been a lot of outpouring of support and I think people really care about this and it's hitting them 

emotionally," said Kristen Glundberg-Prossor of Planned Parenthood of the Great Northwest, based in 

Seattle. 

Less than 24 hours after Planned Parenthood announced it would be losing $680,000 in national grants for 

breast cancer screenings from the Komen Foundation, the non-profit received more than $400,000 from 

donors across the country. 
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"Our area lost $70,000 in grants," Glundberg-Prossor said. She added that she thinks there was an increase in 

individual donations because people are concerned that "two strong women's health organizations aren't 

collaborating. 

Some of the money that has been donated will be make its way to Planned Parenthood's Northwest 

affiliate. 

"We are going to be here and we are going to keep seeing women who desperately need us and need our 

services," Glundberg-Prossor said. "It's crucial -- we are not going anywhere and we really hope Komen 

changes their mind." 

Komen, the nation's leading breast-cancer charity, pulled the plug -- some say -- because Florida 

Congressman Cliff Stearns for possibly using taxpayer money to pay for abortions at Planned Parenthood. 

Komen founder and CEO Nancy Brinker said the foundation's actions have been widely mischaracterized.  

She claims canceling the grants was simply part of a change in the way the organization distributes funds, 

and was not part of pressure by anti-abortion groups. 

"We will never bow to political pressure," Brinker said. "We will always stand firm in our goal to end breast 

cancer forever. We will never turn our backs on the women who need us the most." 

Since the announcement, Komen has been applauded by pro-life groups, but they have also come under 

heavy fire from some former allies. 

"I've been big booster of Susan G. Komen -- but not anymore," said Rep. Karen "Jackie" Speier, D-Calif. 

"I feel sad that this decision on their part is to the detriment of women's health," said Minority House Leader 

Nancy Pelosi, D-Calif. 

Sen. Patty Murray, D-Wash., and 24 other senators have submitted a letter to the Komen Foundation 

requesting that the organization reconsider its withdrawal of funding. 
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Murray planned to keep up the public pressure. She plans to visit the Planned Parenthood Seattle Health 

Center in downtown Seattle Friday to hold a news conference and call on Komen to restore funding for 

cancer screenings at Planned Parenthood. 
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