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Marke&ng  101  

Gretchen  Meyer,  PR/Marke&ng  
Director  

gretchen.meyer@aus&npetsalive.org  

"People  may  not  remember  exactly  what  you  
did,  or  what  you  said,  but  they  will  always  
remember  how  you  made  them  feel.“  

-‐  Maya  Angelou  
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These are photos from the night the Bastrop fires were 
headed toward the animal shelter. After posting these, 
the outpouring of support was overwhelming. 

Make people feel good; make them laugh; make them 
feel like heroes; give them a good emotional 
experience. Give them great stories, photos, videos. 

PR  Campaigns  

Branding  

PR/Marke&ng  
Department  

Website  

This is how APA’s Marketing/PR department is structured. You don’t need an elaborate network of 
professional volunteers. One person did almost all of this for the first 2 years. 
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Team  #1:  Campaigns  

Photo by Javier Brosch 

The more you plan and document, the 
easier it will be to get new volunteers in 
your department. 

Campaigns Team: Owner of the marketing 
plan, ensures plan is followed. Project 
Managers are perfect for this role. 
Probably the hardest role for which to find 
volunteers, as it takes a volunteer who is 
comfortable with figuring things out as you 
go along, pushing through obstacles, and 
understanding the big picture. 

SWOT  Analysis  

Strengths 

Weaknesses 

Opportunities 

Threats 

SWOT Analysis is a great way to get everyone on the same page with what is going on 
in your organization and your community. Simply google “SWOT Analysis” and you’ll 
find a ton of helpful information. 

The left column, Strengths and Weaknesses, are items you directly control. The right 
column, Opportunities and Threats, are items you don’t control. 
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Marke&ng  Plan  
  A  plan  makes  it  easier  for  new  volunteers  to  jump  in  
and  makes  beRer  use  of  staff  &me.  Volunteers  will  
have  a  very  hard  &me  with  no  plan  because  the  work  
is  not  opera&onal.  

  Our  plan  is  organized  by  campaign.  For  example,  we  
have  campaigns  for:  

•    BoRle  baby  season  
•    Big  dog  adop&ons  
•    Fundraising  ini&a&ves  

•  One  year  plan,  adjust  according  to  your  org  
•  Prerequisites:  

– Fundraising  plan  
– SWOT  
– Mission,  Vision,  Values,  Goals,  etc.  

•  The  more  details,  the  beRer  
– Goals  
– Dates  
– Challenges  

Marke&ng  Plan  
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Google  for  Nonprofits  

•  Google Grants for free advertising 
•  Google Apps for free email, online docs, calendars, and more 

Team  #2:  Branding  

Photo by Sergiy Bykhunenko  

Branding: Make all items with the APA logo. 
Lots of graphic designers in this team, but 
you’ll need coordinators (project managers 
again) and writers too. In our experience, 
coordinators are better if they are NOT 
graphic designers. When the coordinator is 
a graphic designer, she tends to not farm 
out the work to other designers. 

It’s easy to find designers who will help 
because projects with dogs and  
cats are the most fun! 
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Your  image  

Spend some time brainstorming on the kind of image you want. Find images, other groups, other 
communication styles you like and want to emulate. This will really help you when you are getting your 
logo, website, and first marketing pieces made.  

If you’re like APA and would like to expand your circle and recruit people not already involved in animal-
welfare, try staying away from a sad image. Many people are attracted to positive images, not sad ones. 

Here is an example of 
the kind of photography 
we do. 
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Here is an example of a t-shirt we had made, which worked for our image in our community. 

This trailer was our first bottle baby ward, before we had a building. We put it 
in the area of Austin with the highest foot traffic. 
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Logo  
This is the most important piece of marketing. You’ll get 
set back if you have to change your logo later. Get it right 
the first time, even if it means paying someone for it and 
taking a few extra weeks or even months.  

With a great logo and a couple of good-looking initial 
pieces, you will attract talented designers, photographers, 
writers, etc. 

Guidelines on logo design (and selection): 

Simple is better: Easy to read. Keep it to only a few 
colors. You can add embellishment when you make 
items, but keep your base logo simple. 

Its adaptability: How well will you be able to blow it up 
and shrink it (making it vector will save headaches 
down the road for designers)?  

Shape appropriate / fit: How will that shape lay out on 
different applications? What if you have to shrink it a lot 
to fit? Will it still be legible? 

Needs to convey an idea/feel for who you are instantly. 

Logo  
•  The  work  you  did  in  defining  the  kind  of  image  you  want  will  help  your  logo  designer.  
•  If  you  don’t  have  a  volunteer  designer,  you  can  get  a  logo  made  for  $100-‐$500.  Some  

designers  will  charge  more,  but  you  can  probably  find  something  cheaper  online:  
•  hRp://www.logodesigncopyright.com/  

•  hRp://pixellogo.com    

•  hRp://logopond.com  

•  hRp://stocklogos.com/logos/search?keys=dog%20cat  

•  hRp://99designs.com/logo-‐design/store/search?q=dog+cat  

•  You  could  also  try  a  logo  contest.  

•  Your  logo  is  your  property.  You  don’t  need  copyright  for  that  to  be  so.  If  someone  takes  your  
logo  and  modifies  it  slightly  to  fit  their  purposes,  the  logo  is  now  public  property,  which  
means  anyone  can  take  your  logo  and  use  it  however  they  want,  even  if  you  are  completely  
against  it.  You  will  have  liRle  legal  recourse.  You  will  need  to  constantly  protect  it.  
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Ensure that your logo looks good tiny — for use on Facebook and Twitter. 

Your  Brand  
Be protective of your brand. When releasing something, 
like a poster, ask yourself if it’s going to hurt or help you 
if a potential sponsor sees that poster. 

You may need to decline some partnerships if they are 
going to hurt your brand. With every potential partner-
ship, ask yourself how future potential sponsors are 
going to feel about partnering with you if you agree to 
this partnership now. Will they be more or less likely to 
sponsor you?  A dollar earned today could mean big 
dollars raised or lost tomorrow. 

Look as professional as possible at all times, especially 
with the media and decision-makers in your community.  
You absolutely, positively cannot give them the 
impression that you are the crazy cat lady (even if you 
are ;).   

Find some people in your organization who will look 
good on TV and are well-spoken to serve as your 
spokespeople. As volunteers, you’ll probably want to 
identify at least 3-4 spokespeople since you may be at 
work when the press wants to do an interview. 
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Your  Brand  

•  Ask  a  new  designer  to  make  something  low-‐profile  first,  to  find  out  where  his/her  
talents  lie.  As  you  become  more  comfortable  with  that  designer’s  talents,  you  can  
increase  the  importance  of  projects.  

•  Having  an  online  form  for  people  to  submit  requests  for  materials  is  a  great  way  to  
get  people  to  go  through  your  department  and  not  do  it  on  their  own.  Here’s  an  
example  of  APA’s:  hRp://volunteer.aus&npetsalive.org/Branding.html  

•  List  your  guidelines  to  ensure  your  brand  is  always  being  helped  by  well-‐
inten&oned  volunteers:  
hRp://volunteer.aus&npetsalive.org/PR-‐-‐-‐Marke&ng-‐-‐-‐Guidelines.html  

Style  Guide  
This is a document that specifies 
what is allowed and what isn’t allowed 
on materials with your logo. 

People need to see your logo a few 
times before they recognize your 
brand. If they are constantly seeing 
different logos, it will take longer for 
them to recognize you. 

This will help your new graphic 
designers immensely, and also keep 
you from being the bad guy. 

For a sample, see APA’s style guide: http://f.cl.ly/items/0e3E1g3e0S0F3H2a2S1g/APAStyle_v001.pdf 
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First  Marke&ng  Pieces  

•  Website  
•  General  flyer  
•  Rack  card  
•  Business  cards  
•  Thank  you  cards  and  postcards  

This was APA’s first 
general flyer announcing 
ourselves to the public. 
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This is our general business card that is available wherever we are. 

This is our business card for individuals. 
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Put  all  good  images  in  a  repository  

•  Smugmug  (free  with  501c3):  
hRp://photos.aus&npetsalive.org/  

•  Photo  Bucket  
•  Flickr  
•  Image  Resolu&on:  

– Under  100k  for  web  photos  
– Over  100k  (omen  much  greater)  for  print  
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Website  

This image is of our pre-2008 website, before any of our current team was at 
APA. We had lots of room for improvement! 

First  post-‐2008  website  

Our first website in 2008, when our organization completely changed. This was not on a 
content management system. We recommend getting on a content management system such 
as wordpress.com or wordpress.org. 
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Current  website  

Email  Marke&ng  

•  Adopters 
•  Donors 
•  Event Contacts 
•  Self-signups 

•  Vertical Response 
•  Constant Contact 
•  MailChimp 

Start collecting email addresses ASAP on your website 
using online applications that are easy to implement and are 
usually free for nonprofits with relatively small mailing lists 
who don’t send out a lot of email. 

Be sure to gather email addresses at events and add them 
to this system. 

Ideally, you should also add donors and other supporters to 
this, as long as they have given you permission to be added. 
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PR  

Photo by Andrii Muzyka 

PR: Handles social media, interview requests, media 
relations. The PR Manager is a critical role and you 
need to be very careful about who you put into this 
position. 

Ideal volunteer: 
•  Always online. Has a job that allows checking of 

email/social media. 
•  Writes well, attention to grammar 
•  Positive personality, maturity to handle negativity 
•  Able to coordinate and engage other volunteers 
•  Responds quickly to email, phone calls 
•  Looks and speaks well for interviews,  

although Executive Director can do most  
interviews 

Not easy to find. But it is easy to find  
media professionals who will consult and  
help train. You can offer this position as  
an intern and have professionals ready  
to train that person. 

First project is to put together communication guidelines:  
http://volunteer.austinpetsalive.org/Communication-guidelines.html 

“This  is  a  very  noisy  world,  so,  we  have  to  be  
very  clear  what  we  want  them  to  know  about  
us.”  -‐Steve  Jobs  

When you say too much at once, you say 
nothing at all. What’s the most important 
action item? Only state that one. 



Marketing 101: Building Awareness to Advance 
Your Mission – Gretchen Meyers 

No More Homeless Pets National Conference 
October 25–28, 2012 17 

Simpler is usually better.  People want visuals. 

Read this book. The principles are 
simple, but are so applicable to your 
marketing. 
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Who  is  Your  Target  Audience?  
You  need  to  have  a  really  good  idea  of  who  your  audience  is  (or  the  audience  you’re  trying  to  cul&vate).  
Audiences  will  definitely  vary  by  mission.  Some  groups  may  have  very  different  missions  and  target  
audiences  from  APA.      

At  Aus&n  Pets  Alive!,  we  are  messaging  to  3  audiences,  which  range  from  the  least  to  most  engaged:  

1.  The  General  Popula&on,  or  people  who  might  buy  their  next  pet  
a)  The  experience  with  us  won’t  be  depressing,  but  upliming  
b)  We  are  not  judgmental  
c)  People  who  adopt  are  heroes  
d)  We  don’t  forget  that  many  of  them  don’t  really  care  about  our  cause.    But  they  can  s&ll  be  good  

pet  owners.    And  they  can  obtain  pets  anywhere:  we  try  to  make  it  cool  to  adopt.  
e)  Our  compe&&on  are  puppy  mills,  backyard  breeders,  and  pet  stores.    Study  how  they  market  and  

treat  their  poten&al  customers.    Steal  their  customers  away.  

2.  Community  influencers  or  supporters  who  only  mildly  care  about  the  mission  
a)  This  can  range  from  a  city  council  member  to  a  community  member  willing  to  write  an  email  to  

city  council  or  give  $10  to  help  a  dog  with  a  broken  leg  

3.  Core  supporters  who  really  care  about  your  mission  and  want  constant  informa&on  from  you  

It’s  very  difficult  to  communicate  to  all  audiences  at  the  same  &me.  The  message  for  one  is  not  going  to  
work  for  the  others.  If  you  have  more  than  one  audience,  you’ll  need  to  strategize  on  how  you  can  
communicate  to  them.  

First  Audience:  Adopters  
General  Public  is  Solu&on,  not  Problem  

Problem  People  =  10,000  

Non-‐problem  people  =  590,000  

We treat the public as the 
solution, not the problem. There 
are 600,000 pet owners in Austin 
and probably 10,000 who cause 
problems (1.6%). You have very 
few opportunities to get the public 
to listen to you, so craft your 
message for the 590,000 good  
pet owners, not the 10,000 
problematic ones. 
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Maddie’s  Fund  research  

•  Why  aren’t  people  adop/ng?  Fear  and  Uncertainty  

•  Many  people  mistakenly  fear  that  shelter  pets  are  
“damaged  goods”  and  did  something  wrong  to  wind  
up  in  the  shelter  

•  Others  are  uncertain  of  what  to  expect  when  they  
visit  a  shelter  

•  It  is  our  job  to  aRack  fear  and  uncertainty  at  all  
levels;  changing  percep&ons  and  knocking  down  
the  barriers  

http://www.maddiesfund.org/Documents/Funded%20Projects/The%20Shelter
%20Pet%20Project%20Presentation.pdf 

The  Problem,  from  Maddie’s  Fund  

•  8  million  dogs  and  cats  enter  shelters  and  
rescue  groups  each  year  

•  Approximately  3.7  million  healthy  and  
treatable  homeless  dogs  and  cats  are  
euthanized  in  shelters  each  year  

•  Only  21%  of  pet-‐owning  Americans  adopt  
from  shelters  and  rescue  groups  

http://www.maddiesfund.org/Documents/Funded%20Projects/The%20Shelter
%20Pet%20Project%20Presentation.pdf 
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http://www.maddiesfund.org/Documents/Funded%20Projects/The%20Shelter
%20Pet%20Project%20Presentation.pdf 

Marke&ng  does  not  screen  adopters  

Marketing does not do adoption screening! Leave screening up to your counselors. Your website 
can list your adoption requirements. Leave it at that. 

This comment was left on our blog. While it raised a lot of red flags with us, we didn’t screen on our 
blog. We simply recommended the person meet our adoption counselors. People don’t realize how 
protective we are with our pets and can correspond a little carelessly, giving us the wrong 
impression. 
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Asia  
The woman who left the comment on the  
previous page then sent us this email a  
week later. The dog in the photo, Asia,  
was an adult pitbull with heartworms who  
wasn’t appropriate for a home with cats.  
Even with our high volume adoptions,  
dogs like Asia take many months before  
they are adopted. Here’s her email: 

All about Asia! 

We are moving to a new house around the corner on a canyon. Jason and I have always loved dogs and knew we would get 
another, larger dog when we found the right fit. I expected to look for at least a month or two. 

Also, I wanted the look and security of a strong dog but she had to be a baby with a soft demeanor.  Able to relax with children 
and show no actually aggression just have that special "look" from time to time. She is so strong and has the stare that would 
make the wrong person back off. 

Asia made herself comfortable on day one. She has slept in a large laundry basket and two couches, she tries to get in our four 
year old's bed but it makes him mad because there is no space left for a little boy!  

We loved her biography and that was what really caught my attention, plus her amazing coloring. She sounded perfect so I 
scouted her out for an hour at an adoption event and then we brought the rest of the family for a meet and greet. By 6pm she was 
ours! Let's just say she passed every test with flying colors and already knows some commands. She loves her 20 minute walks 
and is great on a leash, we are following protocol for healing up her heart worms. Later she can be a hiking buddy! 

Please use the photos for your website. I had heard of Austin Pet's Alive and knew their growing success in getting animals great 
homes. We would be more than delighted to have her featured as your cover girl with story :) 

Adop&on  
Events  

How do you get the media to cover an 
event? 

How can you make the best 
experience possible for potential 
adopters? 

Again, be different; provide them with 
a good story, good visuals. 

People will talk about their experience 
with you. 

Make flyers and videos: 

Darth Vadar video: http://youtu.be/
CDSZHF9iNL4 
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2nd  and  3rd  Audience:  Your  Team  

•  Volunteers  
•  Donors  
•  Influencers  
•  Policy-‐Makers  

2nd audiences to whom you’re marketing/
recruiting: People who can help you make 
your city no-kill 

You  know  how,  you  need  their  help  

Before you have success you can show, show how the goal of your mission is possible.  
You know how to do it, but you need their help to accomplish it: 
•  Show successes in other communities 
•  Communicate when you’re going to training (like this conference!) 
•  Communicate your partnerships with others 
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AVMA  stats  

Did you know? 
According to the American Veterinary Medical 
Association Census information, there are about 
74,000 homes each year that become available 
to a new pet in Austin alone, more homes than 
the 9,946 needed to prevent unnecessary killing 
in our shelters.  

In Austin (a group in Phoenix also used this approach), we showed how the 
American Veterinary Medical Association statistics show that there are enough 
homes to adopt all of our homeless pets. The problem wasn’t overpopulation, it 
was that our community wasn’t doing a good enough job of enticing people to 
adopt pets instead of buy them. 

Contact marketing@austinpetsalive.org and we can get you the contact info for 
the AVMA if you’re interested in getting these numbers for your community. 

Set  Bold  Goals  

We definitely believe that setting a bold goal – 
no-kill Austin – helped rally our community. 
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Don’t  get  distracted  

•  “Please  save  these  animals  from  our  town”  hundreds  of  miles  
away  

•  “You  are  evil  for  not  doing  home/background  checks  and  
there  are  fates  worse  than  death”  

•  “Can  you  help  me  find  my  cat?”  

•  Nega&ve  Press  
•  1,000,000  (at  least)  different  volunteer  opinions  

Don’t worry about naysayers: Keep showing how you’re doing it. Stay close 
with the Executive Director and the Board to ensure you’re messaging 
consistently and correctly. Some of these distractions listed are quite valid, but 
if you’re already doing all you can just to support your mission, you can’t let 
non-mission items pull you away. 

Free  Publicity  Outlets  
•  Your  website/Google  adver&sing  via  grant  

•  Facebook,  TwiRer,  Pinterest,  Instagram,  YouTube  

•  Media  

•  Partnerships  
•  Remnant  space  in  publica&ons  

•  Grassroots  marke&ng/tabling  

•  Craigslist  

•  Neighborhood  list-‐serves  

•  Presenta&ons  at  local  professional  organiza&ons  

These are just a few free outlets. Make a Twitter list of the reporters, bloggers, and media 
stations in your community and watch them. They will post about their pets (be sure to 
send your press release to fundraise for the lab with a broken leg to that reporter who is 
crazy about her lab!) or will announce it’s a slow news day and will ask for story ideas. 
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Share  your  good  news  and  impact  

“Nothing breeds success like success”  

Constantly share the good news to continue getting help. Let people 
know constantly how their actions helped save pets (“helping people 
help pets”). People are on social media because they want to feel good. 
Give it to them. 

Show your impact: http://www.austinpetsalive.org/about/austin-progress/ 

We maintain a Google calendar to help us with publishing information. 
We have recurring events to remind us to publish good news. 

Be  Transparent!  

•  Don’t  give  naysayers  the  opportunity  to  raise  
doubts  in  the  community  

•  Publish  your  numbers,  don’t  hide  anything  

•  When  you  are  honest  and  admit  your  results  
weren’t  perfect  ,but  that  you’re  working  on  it,  
the  public  will  support  you  

http://www.austinpetsalive.org/about/our-numbers/ 
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Remember  Your  Audience  

No link, just an address; no photo, very depressing. 

Might work sometimes, but could backfire in the long run for 
our audience #1 and #2, like the boy who cried wolf. 

What  we  would  do  

Foster Drive!   
Goal: 20 new fosters in next week 
Press release, Facebook updates daily, 
website update, perhaps prizes 

I would post photos and stories every day of 
different pets needing foster (who are 
somewhat safe, so we don’t need to later tell 
anyone that we didn’t save one of the pets we 
publicized), reminding people that we need 
fosters and letting them know how close we 
are to our goal. 

All stories need to be a little different. Do all 
you can to keep your audience from getting 
bored with your posts! 
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Sad  News  

Don’t do it, unless 
absolutely necessary 

But you should be transparent. If there’s a dog you publicized heavily (for 
fundraising, a foster home, adopter, etc.) and the community is connected to 
this dog, you probably do need to let them know if something sad happens, 
like the dog dies. Try to find a silver lining in the dog’s death, like what a great 
last 4 months he had (be as specific as possible). 

Nega&ve  Messaging  

Conflict is a part of life, but it doesn’t belong in APA’s marketing, 
because we are also trying to portray a happy, positive image to get 
non-core supporting people involved and adopting. 

Focus on the good you’re doing rather than the bad another is doing. 
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When  going  nega&ve  
If  you  posted  about  a  dog  you  wanted  to  save  and  the  municipal  shelter  accidentally  
kills  that  dog  before  you  get  him  and  your  public  is  invested  in  this  dog,  you’re  
probably  going  to  have  to  let  them  know  what  happened.  

When  you  need  to  publish  something  nega&ve,  ensure  you  know  the  facts.    Once  you  
publish  something  exaggerated  or  incorrect,  you  will  be  caught  and  you’ll  lose  a  lot  of  
credibility.  

•  Ensure  your  facts  are  100%  correct  
•  Let  the  facts  speak  for  themselves:  no  need  to  exaggerate  or  get  overly  emo&onal  

•  Absolutely  no  grammar/typo  errors  now  

•  CRAZY  PEOPLE  USE  ALL  CAPS!!!!!    (don’t  do  it)  

When  You  are  Being  ARacked  
Would  anyone  find  the  aRacker  at  all  credible?  

–  If  no,  ignore.  
–  If  yes  and  there’s  even  the  remotest  chance  of  making  

the  rela&onship  beRer,  meet  in  person  right  away.  

Set up a meeting with the attacker: 
•  Check out The Charisma Myth by Olivia Fox Cabane: 

– Imagine the person attacking you with angel wings, caring so deeply about animals, who has 
simply misunderstood something about you 
– Meditate, if you have to, before the meeting, imagining a great meeting and outcome 
– Watch your body language: Keep your eyes soft, don’t cross your arms, possibly speak softly, 
imagine the other person as an angel 

•  Take people that are good with other people (guys can help when you’re meeting all women). 
•  Possibly take third parties with no allegiance to either side. 
•  Let the other group get everything off of their chest, repeat back what they say to you, to show them 

you are listening and ensure you are understanding them correctly. 
•  If you don’t know an answer, let them know you’ll get it and will follow up – don’t forget to follow up! 
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“Remember,  a  Jedi's  strength  flows  from  the  Force.  But  
beware.  Anger,  fear,  aggression.  The  dark  side  are  
they.  Once  you  start  down  the  dark  path,  forever  will  
it  dominate  your  des&ny.”  -‐  Yoda  

•  Marke&ng  must  be  all-‐knowing.    Keep  in  close  contact  with  other  directors,  ED,  board  to  
know  which  needs  and  stories  are  greatest.  

•  You  need  to  be  the  nega&vity  filter.    You  will  probably  be  exposed  to  it,  but  try  to  not  let  it  
come  out  in  your  marke&ng.  

•  Animals  being  killed  or  abused  is  urgent  and  everyone  is  feeling  it  and  wants  more  resources  
to  save  them.    When  publicizing  one  need,  you  will  make  20  people  in  your  org  really  happy  
and  1,000  really  mad  that  you  didn’t  cover  their  need(s).      

•  You  should  know  which  teams  in  your  org  need  help  the  most  and  all  of  the  poli&cs  and  
internal  needs  of  the  organiza&on  so  that  you  can  publicize  the  ones  that  will  most  help  the  
organiza&on.  

•  Don’t  forget  that  most  people  can’t  handle  sad  and/or  nega&ve  news.  Okay  to  take  risks  and  
push  for  change,  but  ask  yourself  what  major  sponsors/partners  would  think  when  you  
release  non-‐posi&ve  messages.  Would  they  s&ll  want  to  be  associated  with  you?  Aus&n  has  a  
no-‐kill  advocacy  group  separate  from  APA.  They  communicate  the  more  nega&ve  stories  
about  people/groups  geyng  in  the  way  of  no-‐kill.  APA  gets  to  remain  the  happy-‐go-‐lucky  
adop&on  agency.  

•  Have  guidelines  for  all  volunteers  clearly  defined  and  published  somewhere.    
hRp://volunteer.aus&npetsalive.org/PR-‐-‐-‐Marke&ng-‐-‐-‐Guidelines.html  

•  We  don’t  publicly  cri&cize  owners  who  weren’t  great  because  we’re  trying  to  reach  people  
who  aren’t  already  on-‐board  with  adop&ons.    We  make  our  messaging  as  welcoming  and  
non-‐judgmental  as  possible.  
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Do  not  fear:  Anyone  can  do  this  


