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Research

Formal Research: 
Email Surveys

Internet Database Research

Informal Research: 
Interview community members

Attend Relevant Events

Online Research



Key Findings

● Of the fraternities with houses at Miami University, 18 have pets.

● The AAF estimates 15% of pets at southern Ohio universities are 
left behind at the end of each school  year.

● The estimated number of adopted dogs has increased 7.8 million 
in the past 3-4 years.

● Approximately 7.6 million animals enter animal shelters 
nationwide every year. 



Publics

● Primary Audience
○ College students in southern Ohio who own pets or want to 

own pets

● Secondary Audience
○ Volunteers and employees of the Animal Adoption 

Foundation in Ross, Ohio

● Intervening Audience
○ Parents of students who attend southern Ohio universities



Goals

● Raise awareness about responsible pet ownership to reduce the 
demands of the shelter

● Educate students on responsible pet ownership

● Encourage responsibility to interested pet adopters 
 
● Lower the number of pets abandoned on campus 



Objectives

● Decrease the percentage of pets left behind at the end of the year 
from 15% to 10% during Spring 2016

● Increase social media traffic to above 300 interactions (hits, 
followers, subscribers) per medium over the course of one 
semester 

● Receive coverage and/or support from the administration of 75% 
of residential universities within one semester to help further the 
goals of the Animal Adoption Foundation



Key Messages

● Abandoning pets at the end of the academic year is harmful to 
not only the animal, but also the community as a whole.

● Promoting the realities of pet ownership will help lessen the 
Animal Adoption Foundation’s load and will protect the pets 
themselves.



Strategy

We will achieve our goal of assisting the 
animal shelter with raising awareness 
about responsible pet ownership in an 
attempt to reduce the demands of the 

shelter by using various integrated 
marketing techniques to communicate 

to our audience.



Tactics

Brochures

Press Releases

Community Involvement

Posters/Flyers

Website

Social Media

“Social” Incentive





Timeline Highlights

Continuous Projects

● Meet with Greek organizations at their chapter 
meetings to discuss what we are doing

● Host awareness events on campuses 

● Analyze social media traffic



Timeline Highlights (cont.)

● January 2016: Conduct research of current pet 
adoption rates, number of pets left behind, and 
social media hits before the campaign

● February 2016: Meet with university 
administrations and student organizations to plan 
partnerships

● March 2016: Put infographics in off-campus 
apartment complexes

● April 2016: Analyze results so far and revise if 
necessary



Timeline Highlights (cont.)

● May 2016: Host “Study Break Pet Sessions”

● June 2016: After attending Oxford Wine Festival, 
analyze feedback from community

● July 2016: Meet with AAF to discuss progress

● August 2016: Work with student orgs to host move-
in events



Timeline Highlights (cont.)

● September 2016: Meet with administrations to 
debrief

● October 2016: Host “thank you” pizza parties for 
student organizations who partnered with us; 
provide with more info

● November 2016: Collect and analyze percentages

● December 2016: Send out thank yous and provide 
access to results 



Budget



Evaluation

Focuses of Evaluation:
- Effective outreach to publics
- Positive message about animals and the shelter
- Message exposure 

Measurement tools of success from campaign:
- Content Analysis
- Direct Mail
- Brochure
- Website 
- Social media
- Community Involvement 
- Posters/Flyers



thanks!
Any questions?

?


