
J350 Case Study 3 PR Plan 

Situation Analysis: 

Founded in 1944, Greenhill Humane Society has created a safe shelter for 

animals that are in transition, do not have homes, and serve as advocates for 

animal rights. Greenhill assists in educating the community about the 

importance of compassion and responsibility towards animals. Due to the 

decrease in funding, Greenhill is now focusing on seeking donors and families 

willing to foster animals because of the current cat overpopulation problem.  

 

Greenhill is the largest animal shelter in Lane County and relies solely on 

donations and service fees to operate its facilities. Due to mild weather, Greenhill 

is experiencing an overpopulation of animals in their shelter, specifically cats. 

Greenhill takes pride in providing the highest level of care to its animals. The 

facility is committed to animal welfare and safety, and to ensure that the 

permanent placement of Greenhill’s animals is the best fit. 

 

The facility has received lots of Media coverage from local radio stations and 

newspapers. Every Tuesday, KEZI 9 features a local homeless pet during its 11:00 

am morning show. 104.7 KDUK features a pet of the week from Greenhill as well 

as donation requests.  A large presence of Greenhill’s Media coverage also comes 

from newspapers. These outlets assist Greenhill in informing the public of its 

annual events as well as the services that the facility offers. 

 



Because Greenhill is a nonprofit, the company strives to create relationships 

within the community to increase its long-term donors and volunteers.  Cat 

season is at its peak, and Greenhill needs donors, adopters, and volunteers now 

more than ever. Due to the overpopulation of cats, the importance of financially 

stable donors and foster families should be emphasized for the welfare of 

Greenhill’s animals. 

 

Currently, the overpopulation of dogs has not posed a problem to Greenhill. In 

fact, the Communications and Events Manager from Greenhill, Lauren Merge, 

mentioned that Greenhill has enough space in its facility to bring up dogs from 

California to help place those animals with families and provide services. 

However, the overpopulation of cats has made it so Greenhill cannot take cats 

from external areas. 

 

Greenhill’s number one priority is to give its animals the best placement for 

forever homes. Greenhill is always seeking new ways to fulfill adoption needs, 

donations and assistance with its facility. Financially stable families with an 

active, open lifestyle are the ideal audience for adopters and volunteers. 

 

Greenhill needs a strategic Public Relations plan in order to decrease the 

overpopulation of cats, increase adoption rates, and provide adequate materials 

for the facility and the animals that Greenhill cares for. 

 

 



SWOT Analysis:  

Strengths (Internal Factors):  

• Large community presence. 

• GH has established credibility 

and reputation. 

• Believe in No-Kill policy. 

Weaknesses (Internal Factors): 

• GH’s capacity of shelter is too 

small for demand.  

• Require specific foods. 

• Have trouble adopting out older 

animals. 

Opportunities (External Threats): 

• GH is available for expansion/ 

cooperation within community. 

• GH has opportunities to educate 

animal welfare to potential 

adopters.  

• Create a stigma to combat the 

negative outlook that comes 

with an “Animal Shelter.” 

Threats (External Threats): 

• No Kill Lane County. 

• GH has high cost for caring for 

diseased/ill-behaved animals. 

• Poor economy shifts 

(donations). 

 

 

Goal Statement: 

To position Greenhill as a primary provider and remain its reputation as the top 

shelter in Lane County, Greenhill needs to increase its adoption rates, encourage 

more volunteers to get involved and reach out to donors to assist Greenhill in 

various ways to combat the cat overpopulation problem. 

 

 



Target Audiences: 

Target Audience 1: Families looking to adopt with children under the age of 12.  

Target Audience 2: College Volunteers. 

Target Audience 3: Retired donors 60 years and older. 

Target Audience 4: Small to mid-market stable corporations with the financial 

backing to turn into long-term donors. 

 

Objective 1: Increase the adoption rate of families with children under 

the age of 12 by 20% in order to provide animals a perfect home that is 

also suitable for the family's lifestyle in one calendar year. 

 

Strategy 1 (media relations):  To achieve this objective Greenhill will use a 

media relations strategy. In order to reach families with young children, 

Greenhill should invite The Register Guard to an event called “Reading for Pets.” 

Greenhill Humane Society will host this event and give elementary school aged 

children the opportunity to read to the child friendly adoptable dogs. 

 

Tactics: 

• Contact the local elementary schools head of director via email and inform 

them of the event that will improve children's reading while also allowing 

them to play with friendly pets that are in need of a home. 

• Once the head of director approves, we will notify The Register Guard of 

the event. 



• We will set up reading stations where the children will choose out a book 

to read with the pet and interact with them as well. 

• Display trained pets that have the potential to for adoption by a family 

with young children.  

• Have one of Greenhill’s staff members explain the reasons why some of the 

pets have made it into the shelter as well as why it is important for a pet to 

be in a family environment. 

• At the end of the children's reading experience, they will receive a reading 

certificate, which they will be able to bring back with their parents present 

as a 10% discount off any adoption fee for select animals. 

 

Strategy 2: In order to reach all of the parents with children that are often too 

busy taking care of them and not able to check social media, we will provide a 

community event called “A Day at the Playground.” This event is open to all 

families open to adopt or wanting to have their children interacting Greenhill 

animals.  The event will take place at a community playground. Greenhill 

Humane society will have the child friendly pets ready to meet potential families 

that can adopt them. 

Tactics: 

• Have Greenhill Humane Society staff visit schools within the community 

to raise awareness and bring fliers for children to take home to their 

parents. 

• Connect with school officials about sending out an email to the parents 

about “A Day at the Playground.” 



 

Objective 2: To increase Greenhill’s college and student volunteer 

base by 10% within the calendar year. 

 

Strategy 1 (Media Relations): To achieve this objective, we will focus 

primarily on a media relations strategy aimed at gaining coverage for Greenhill’s’ 

need for student volunteers. The strategy is to send out an invitation to local news 

stations in Eugene, KEZI 9 and KVAL, and invite them to watch a “Pet and 

Learn” event at University of Oregon. This event will raise awareness amongst 

university students about the importance of donating time to Greenhill and the 

benefits that volunteering creates for the animals in the shelter.    

Tactics: 

• Set up “Pet and Learn” stations in highly populated parts of university 

campus- this includes bringing dogs and cats that are currently in 

Greenhill’s care as well as general FAQ’s about Greenhill. 

• Have sign up volunteer packets to distribute amongst students. Packets 

will include a registration form, information about what a day 

volunteering entails, and a Greenhill pin. 

• There will be a follow up with text messages and phone calls to schedule a 

time to come into the Greenhill facility for training for students who show 

interest.  

Strategy 2: To achieve this objective, we will also focus on a strategy using 

direct communication with the students of Lane County by working closely with 

their university organizations. This strategy will allow Greenhill to remain 



current with upcoming university events and take part in multiple events 

cultivated throughout the academic year. 

Tactics: 

• Email student organizations across Lane county organizations requesting 

a “partnership.” The email will include information about Greenhill and 

the need for student volunteers. 

• Invite willing student organizations to Greenhill, providing a tour and 

information about how volunteers benefit the animals at Greenhill 

• Create a Facebook and Instagram image, announcing the unification of the 

student organization and Greenhill to the university. 

• When student organization events are “sponsoring” Greenhill, create Geo 

tag filters to bring additional awareness to the events. 

 

Objective 3: Increase the number of supplies available in the shelter 

by 20% by people age 60 years or older donating physical supplies 

and/or money. 

Strategy 1 (Media Relations): We will accomplish this objective through a 

media relations strategy. The strategy is to send out an invitation from two local 

news stations in Eugene, KEZI 9 and KVAL, to invite them to watch Greenhill 

during a monthly afternoon news segment regarding the current need for 

materials and healthcare services. A segment about Greenhill aired in the 

afternoon news is the best time to target donors who are 60 years or older 

because they are the ones who are generally home and awake during these hours 



and actually have time to sit down and actively listen and pay attention to the 

message we are sending out to them.  

Tactics:  

• Take the viewers watching KEZI 9 or KVAL on a thought-out tour through 

Greenhill showing the behind the scenes offering potential future donors a 

good idea of how Greenhill handles its business and the places their 

money is going to. 

• Conduct on-going interviews with someone of authority of Greenhill 

explaining their goals, objectives, and need for donations of all types. 

• Emphasize the need for shelter supplies as well as the need for money 

donations to supply the animals with the best care possible.  

• To leave the segment on a warm fuzzy note, film a dog playing in a kennel 

or show a short photo slideshow of the multiple ways GH uses donations 

to help the animals will leave the target donors wanting to help and they 

will be able to confirm that Greenhill cares about their donations.  

Strategy 2:  Put together a lunch provided by current sponsor: Ninkasi Brewing 

Company. This lunch will be specifically for retirement homes in Eugene such as 

Cascade Manor. For this lunch, Greenhill should also invite current donors to talk 

with the other guests at the lunch. This lunch gives our target audience an 

opportunity to socialize with other people around their age and can double dip 

for Greenhill to further promote volunteering.  

Tactics: 

• Contact Ninkasi Brewing Company and let them know the type of food 

Greenhill wishes to provide at this event and make the plan.  



• Send out a paper invitation to a couple of the local retirement homes 

advertising this event. Make sure to target that Greenhill is looking for 

relationships and not just money.  

• Hold the event at the Greenhill Humane Society.  

• Start the lunch at 12pm and end at 2pm. That allows enough time for 

eating and socializing.  

• At the event have a booth set up that advertises needed donations and be 

able to accept donations there.  

• Trying to have everyone sign the guest book and make sure to send thank 

you cards out to everyone who attended whether or not he or she donated 

to Greenhill.  

 

Objective 4: Increase the number of small to mid-market donations by 

15% in the next calendar year, specifically towards high-quality cat 

food and durable toys. 

 

Strategy 1 (Media Relations): To achieve this objective, Greenhill will focus 

primarily on media relations.  We will focus on small to mid-market companies 

with the goal to gain donations for Greenhill. We will email a link of a blog 

specifically geared towards content and material that companies are looking for 

in order to develop future relationships and donations with Greenhill. Both 

donations and the ability to receive more cat food and durable toys will measure 

the strategy’s success. To reach the goal, there needs to be an increase of 15% in 

the supplies coming into the shelter after one calendar year. 



Tactics: 

• Research local companies within Lane County that have a portion of their 

mission dedicated to animal welfare and that are financially stable. 

o Send companies a personal link to company blog, jam-packed with 

information about donating, Greenhill, and everything that would 

make the companies reach out to Greenhill themselves. 

• Conduct keyword research the kind of content that our target audience is 

consuming through current media. 

o Balance blog content and write about it frequently. Make it a 

mission that the blog is focusing on the subject that matters most- 

animal rights, food priority and how companies can assist Greenhill 

in doing that. 

• Monitor, measure, and learn from content—if donors increase one month 

through the timeline because of content, then decrease the next month 

because of different content. Our team should be able to track and modify 

changes to best suit Greenhill. 

Strategy 2: To achieve this we will focus primarily on community relations by 

teaming up with a current donor, So Delicious, and having a fundraiser that 

allows 10% of profits that consumers buy from their products go towards toys and 

high-quality canned cat food for GH during June-September, the peak 

overpopulation time. 

Tactics: 



• Create a press kit that provides information about the Greenhill/So 

Delicious fundraiser and how consumers can help the cause and share on 

both company and So Delicious social media platforms. 

o Create Greenhill/So Delicious stickers and organize volunteers to 

table at the front of stores with samples to increase 

awareness/sales. 

• Have a raffle (walk a dog for an hour, group volunteer session, etc.) prize 

to encourage community involvement in fundraiser once a month to 

engage in one-on-one communication and facilitate long relationships. 

o The company/organization that purchases the most products or 

donates the most to GH at the end of the four-month period will 

receive special recognition at a donor appreciation event at the end 

of year and emphasize through all social media the support that 

they provide GH. 

Evaluation:  

Evaluation for Objective 1: Increase the adoption rate by 20% in order to 

provide animals a permanent home that is also suitable for a family's lifestyle in 

one calendar year. 

• In order to make sure Greenhill Humane Society is making progress we 

will keep a log of all of the families that adopt a pet beginning in January. 

At the end of each year, an associate will measure the adoptions by adding 

up all of the pets that have a home. Therefore, Greenhill will have an idea 

if the percentage decreased or increased from the previous year of 

adoptions.  



Evaluation for objective 2: To increase Greenhill’s college and student 

volunteer base by 10% within the calendar year. 

• In order to measure the success of our objective, to increase student 

volunteers, Greenhill will keep track of new student volunteers by having 

them complete a new student volunteer sheet. This will allow Greenhill to 

have a physical counting of how many new students volunteer within the 

year. 

Evaluation for objective 3: Increase the number of supplies available in the 

shelter by 20% by people age 60 years or older donating physical supplies and/or 

money. 

• To measure the success of our objective, to gain more supplies and/or 

money donations, Greenhill will take inventory of the supply room at the 

beginning of one calendar year and keep a record of money donations that 

come in throughout the year. This will give Greenhill starting numbers to 

measure the success over the year. 

Evaluation for objective 4: Increase the number of small to mid-market 

donations by 15% in the next calendar year, specifically towards high-quality cat 

food and durable toys. 

• To measure success, we will calculate the number of donations from 

companies at the beginning of the calendar year and record each month if 

the number of donations has increased or decreased. 

• It is also crucial to separate the donations received from GH from 

individual donors and small to mid-market companies to measure if the 

strategies of the team's goal at the end of the year. 


