"~ A ..._.TtHE.._..“..h_.E.ﬁ&_
I e e L LLLE e
Y ..._ .n.mn_...__..___._-.

iy







CONTENTS

INTRODUCGTION ...t ssieesssse st ssssesssssesssssessssessssse bbb st sssssessanes 1
WHY ACCESS TO PET RESOURCES IS A SOCIAL JUSTICEISSUE ............... 5
FIRST STEPS ...ttt sssse s ssssessssss st ssssesssssesssssesasssessssessssessanens 9
COMMUNITY OUTREACH ...t ssisessiee s sssssessssessssessssssssssssssassssaneens 27
DATA AND MAPPING ...t sssse st s esssessssessssessasssssessssessasessssesssesess 39
STRATEGIC PROGRAM GROWTH ...ttt ssisessssesssessssessanessone 49
SUSTAINABILITY AND MESSAGING ... enecineeeineessneessesssssesssssesssssessens 53
POLICY AND ENFORCEMENT REFORM .............cneceineceinessisessisesiaseens 57
INCLOSING ...ttt ssasecssee st ssse s s sssse st b ssse s sssssssines 63

APPENDIX ...t ssase s s ssse s s ss s sasss s saes 65



Introduction

A core program of the Humane Society of the Unites States,
Pets for Life is guided by the philosophy that adeep
connection with pets transcends socioeconomics, race,
ethnicity and geography, and that no one should be denied
the opportunity to experience the benefits, joy and comfort
that come from the human-animal bond.

Systemic inequity and institutional barriers create
obstacles to accessingaffordable veterinary care, pet
resources and wellness information for millions of
people every day.

PFL takes acomprehensive, long-term approach to
addressing the inequity inand lack of access to pet
resources that people in underserved
communities experience.

Through door-to-door community outreach and pet owner
supportservices, PFL provides veterinary care, supplies,
servicesand information at no cost to pet owners. The
program builds trust, positive relationships and

community partnerships.



To address the systemic challenges faced by people and
pets livingin poverty or in underserved communities, PFL
focuses onthreedistinct butintersectingareas:

DIRECT CARE

Our PFL teams provide pet services and information at no
costto pet ownersin Los Angeles and Philadelphia. These
established core markets are also where PFL refines best
practices; they serve as training grounds for local
organizations to learn how to implement the PFL approach
intheir own communities.

TRAINING AND MENTORSHIP
PFL delivers in-depth guidance and support to local
organizations throughout the U.S.and Canadaandto the
veterinary community, ensuring the necessary tools and
knowledge to implement and sustain community outreach

programming,

DIRECT
CARE

TRAINING AND
MENTORSHIP

POLICY AND
ENFORCEMENT
REFORM

STRATEGY/
INTERVENTION

Through door-to-door
outreach and a consistent
community presence,
provide support and

pet wellness resources

at no cost to the

pet owner.

Create professional tools
for and deliver in-depth,
personalized guidance to
organizations on data-
informed, sustained and
equitable access to care
programming.

Advocate for institutional
and organizational policies
that are fair and equitable,
eliminate unjust policies and
change enforcement that
disproportionately impacts
people and pets based on
socio-economic status, race,
ethnicity and geography.

INTRODUCTION

PFL emphasizes understanding the impact of systemic
poverty on pet keeping, effective outreach strategies and
long-term program sustainability.

POLICY AND ENFORCEMENT REFORM
PFL encourages agencies tasked with enforcement of animal
welfare ordinances and statutes to take aless punitive and
more support-based approach,and foranimal welfare
organizations to enact policies that are equitable forall

petowners.

PFL theory of change

SHORT-TERM

e Programs that provide
equitable access to
resources in underserved
communites through
positive engagement
are operated
e Community wants and
needs are recognized

e Organizations receive
personalized training and
support on community
outreach programs
e Best practices and step-by-
step guides are widely
available for self-guided learning
e Collaboration is developed
with organizations on access
to care initiatives

e Organizations receive
training and guidance on
resource-based field services
e Organizations assess policies
and practices through an
equity lens
® Areas of collaboration
with social work, social justice
and human support service
agencies are identified

INTERMEDIATE

e Trust is created and restored
through relationship building
and community partnerships

e Conversations and
familiarity grow within
the community
® Best practices and program
efficiency evolve and grow

e Programming is guided by
data collection rooted
in cultural humility
e Understanding of how
systemic poverty and
institutional discrimination
are connected to animal
welfare is achieved
e Operations are refined to
reach all pet keeping audiences

e Non-punitive, resource-based
practices are employed
e Policies are focused on
keeping pets in homes and
increasing access to care
e Support services are
understood to be
more cost-effective
than punishment

LONG-TERM

e Barriers to pet resources
are removed
e Community perspective
and partnerships are
valued and respected

e Inclusive, community-based
programming becomes a
core component of
organizational missions
e Program sustainability and
culturally competent fundraising
are prioritized
o Industry philosophy shifts to
focus on equity in access to care
e Research generates
learning and impact

e Animal welfare enforcement
will not criminalize poverty
e Policies and legislation
support racial and
economic equity
e Resource-based efforts are
widely utilized over
punitive approaches

IMPACT

Through the
combined efforts
of these various
strategies and
interventions:

e PFL inspires
systemic solutions
that create resource
equity in all areas

of pet keeping
regardless of race,
ethnicity, socio-
economic status

or geography

e Community-
based support
services
programming is
fundamental in
animal welfare

e Animal welfare

is a more diverse,
equitable and
inclusive movement




THE PETS FORLIFE
APPROACH

Thereisaneed in every community to start or grow
community-based animal welfare programming and
increase equity inaccess to pet resources. Regardless of
your community’s size or the type of organization you
represent, if you have agenuine willingness to be of service
to people and pets, the PFL program applies and can be
successfulanywhere.

Offering services isanimportant part of the solution and
certainly animmediate need. As you will see from this
toolkit, PFL employs an intensely organized, methodical
approach to the work. But bringing about transformational
change also requires tackling the larger systems that keep
inequity alive.

Thereare several core considerations when buildingan
impactful community outreach effort.

ADDRESSING STRUCTURAL INEQUITY

Overturning exclusionary systems and working toward
equity inaccessto care requiresacollaborative and
sustained effort between animal welfare organizations, the
veterinary community, policymakers, foundations and
individual supporters—allinformed and driven by the
diverse experiences and perspectives that make up every
community. PFL embraces the human in “humane” and
extends compassion and respect to allaudiences of pet
owners. Within the animal welfare movement, PFL works to
create greater recognition of how systemic inequality
impacts pet keeping.

GETTING CLOSE AND STRATEGIC

A philosophical shift must happen within animal welfare.
Service providers and policymakers must get up close and
personal and build community partnerships. Big problems
cannot be tackled froma distance. While it may feel
uncomfortable and requires sustained investment, being
presentis essential to developingan approach that truly
mirrors the voice of the community.

INTRODUCTION

BEING A COMPREHENSIVE COMMUNITY
RESOURCE

An effective community outreach program provides
services based on the actual wants and needs voiced by the
community. Veterinary care, spay/neuter, pet supplies and
other support services such as pet deposits and
return-to-owner fees should all be considered when
possible. When it’s comprehensive, the PFL program is
more meaningfuland has greater impact on theimmediate
challenges people and their pets are experiencing.

ACHIEVING SUCCESS, REGARDLESS

OF GEOGRAPHY

From Alaskato the U.S. East Coast and from Canadato the
Gulf of Mexico, PFL programs have operated successfully in
allenvironments—urban, rural and Indigenous
communities. Regardless of your geography or your
community’s size, the PFL approach can work. Logistics may
vary, but the constantisacommitment to building trust and
nurturing relationships by being nonjudgmental, culturally
competentand active listeners. If an organization
approaches the work with the genuine intent of being a
supportive resource, service providers can expect doors to
openand programmatic success.



EMBRACING A PROACTIVE, SCALABLE AND
COST-EFFECTIVE MODEL

The PFL methodology is focused on program efficiency and
delivering services in the most effective yet economical way
possible. On average, the cost-per-pet for traditional carein
animal shelters, rescues and municipal agencies is much
higher than the services provided through the proactive
work of PFL. Investment in proactive programming is not
only less stressful for pets, keepingthem in the homes they
already have, but also more cost-effective than reactive
measures.

Aslongas poverty and inequity exist, there will be a need for
subsidized services,and PFL has shown that shiftinga
greater portion of resources to owner support versus
rehoming or punishment is the appropriate and reasonable
path forward for companion animal welfare.

GATHERING AND ANALYZING

COMMUNITY-BASED METRICS

Thereisagrowing need for animal welfare to evolve and
add to mission-level metrics beyond the traditional
shelter-centric measurements, which fall short of telling the
complete story of the animal welfare field and how it
intersects with the entire pet-owning population. Most
metrics used in thefield are shelter-based (intake, live
release rates, length of stay, etc.) and, whileimportant, this
datafails to adequately show programmatic impact within
the community, outside the shelter walls. In fact,some
animal welfare organizations are beginning to serve alarger
percentage of owned pets through their community-based
programming while serving fewer pets through more
conventional intake and sheltering efforts, illustratinga
growing trend and foreshadowing what is to come for the
future of the animal welfare field.

PFL takes into account different measurementsand
perspectives that more appropriately define programmatic
success in the context of community engagement and
long-term impact. PFL data shows that the vast majority of
people and pets reached through door-to-door efforts and
relationship buildingin underserved areas have never
reached out the local shelter and that three quarters of pets
have never seen aveterinarian. Because of this, far too many
people and pets are left out of traditional metrics.

INTRODUCTION

The data PFL recommends collecting not only shows the
directimpact the program has on the lives of people and
pets, italso helps reveal how disconnected pet service
providers have been from underserved communities. Being
able to speak to how many pets have never seena
veterinarian, how many pet owners have never connected
with local animal service agencies and how many people are
isolated from spay/neuter services strengthens the case for
positive, resource-based engagement within the
community. Such data also informs strategic program
improvements to ensure a permanent increase inaccess to
pet services.

Inthe chapters to come, you will have the opportunity for
in-depth exploration of the barriers to pet resources that
exist for millions of people and concrete tips and tools for
starting your own community outreach program to address
those inequities. This step-by-step guide will provide a
detailed operational plan based onan approach that has
been tested over the last decade and proven to be
successfulinany geographic environment as wellas within
various types and sizes of organizations. From defininga
focusareainwhich resources will be offered to establishing
equitable policies;and from measuring outcomes to
financially sustaining your community outreach efforts, this
toolkit offers a holistic roadmap to an effective community
based model for companion animal welfare.



Whyaccessto pet resources
isasocialjusticeissue

SYSTEMICINEQUITY FOR
PEOPLE AND PETS

The field of animal welfare has in many ways been success-
fulin bringing attention to the need to extend care and
compassion to animals. However, the environment and
human community around the animal has not always been
as effectively understood or considered.

Animal welfare benefits greatly fromabroadened under-
standing of how systemic poverty and institutional bias
impact people and their pets. While the issues are complex
and nuanced, this chapter will provide foundational infor-
mation. Hopefully, you will be inspired to learn more about
how people in your community may be affected and about
opportunities to address issues of access and equity
through your work.



WHY ACCESS TO PET RESOURCES IS A SOCIAL JUSTICE ISSUE

Inthe United States today, 43.5% of the population (an
estimated 140 million people) is defined as being working
poor or low-income. This means tens of millions of pets are
living with people and families who are struggling financially.
The federal poverty lineis currently set at $12,760 for one
personand $26,200 for a family of four (for other
family/household size thresholds and for updates to these
amounts, visit this resource from the U.S. Department of
Healthand Human Services:
aspe.hhs.gov/poverty-guidelines).

While socioeconomic disparities areimmense, race
matters in conjunction with and in addition to poverty.
Poverty cannot be discussed without also discussing race.
Raceandissues of inequity are not isolated. More than
other demographic categories, race is the strongest
indicator of outcomes in allareas—whether health,
education, housing,income or criminal justice—so race
must be purposefully centered in conversations. Thereisa
major racial disparity among those living in poverty: 24.2%
of Black, 21% of Latino, 25.8% of Native American, 11.69% of
Asian and 11.6% of white people live below the poverty level.

Income inequality has been on the rise for decadesin the
United States and is currently the highest ina century. Over
the past century, the amount of wealth consolidated among
atiny percentage of the most affluent citizens has grown
enormously. When factoringin inflation, this means that
rising pricesinallareas, from housing to food,
disproportionately impact low-income families more
heavily than wealthy ones.

The racial wealth divide deepens theissue further. The
median net worth (net worth is total wealth, more than just
income, including assets and liabilities) of Black and Latino
families stands at just $17,150 and $20,720, respectively, a
fraction of the $171,000 wealth held by the median white
family. Over the past 30 years, the average wealth of white
families has grown by 84%—1.2 times the rate of growth for
the Latino population and three times the rate of growth for
the Black population. If the past 30 years were to repeat, the
next three decades would see the average wealth of white
householdsincrease by over $18,000 per year, while Latino
and Black households would see respective wealth increase
by about $2,250 and $750 per year.

2016 Median net worth

By race/ethnicity

$171,000

$17,150

White Latino/a Black

Because wealth or net worth is passed down from
generation to generation, it dictates the starting point for
thetrajectory of anindividual’s economic security
throughout their lifetime. In most cases, net worth is not
the finishline, but the starting point for the next generation.
Economists estimate that 80% of lifetime wealth
accumulation depends on where a person starts and upon
intergenerational transferal of wealth.


https://aspe.hhs.gov/poverty-guidelines
https://www.pewresearch.org/fact-tank/2013/12/05/u-s-income-inequality-on-rise-for-decades-is-now-highest-since-1928/
https://www.urban.org/urban-wire/income-inequality-evidence-and-policies-urban-institute
https://itep.org/the-nations-income-inequality-challenge-explained-in-charts/
https://www.chicagotribune.com/business/ct-biz-income-inequality-economics-20190221-story.html
https://www.chicagotribune.com/business/ct-biz-income-inequality-economics-20190221-story.html
https://www.taxpolicycenter.org/fiscal-fact/median-value-wealth-race-ff03112019
https://www.povertyusa.org/data

WHY ACCESS TO PET RESOURCES IS A SOCIAL JUSTICE ISSUE

Thereare many reasons why there are such extreme
differences inincome and wealth today—from white
Americans profitingan estimated $1 trillion from 200 years
of unpaidslave labor to the Homestead Act of 1862, a
massive land transfer from Native tribes to white
homesteaders—far too much to completely explore in this
toolkit (please see the Resource List to learn more). One
more recent factor to note is the New Deal of the 1930s, a
series of social programs, public works projects, financial
reforms and regulations aimed at combating the
Depression—still the largest governmental social aid
program ever to exist in the United States. One of the
cornerstones of the New Deal was government-backed
mortgages administered through the Federal Housing
Administration. FHA lent over $120 billionin home
mortgages, with recipients being 98% white households.
Today, after inflation, that is the equivalent of $2.2 trillion.
Systemically, Black, Indigenous and people of color were
denied access to government support while white people
received supportand prospered.

The New Deal also created a national appraisal system,
carried out in most every city and town across the country.
The system labeled some areas and neighborhoods desirable
and eligible to have home mortgages approved. Otherareas
were deemed hazardous, meaning mortgages would not be
given. Those deemed hazardous were markedinred, a
practice commonly referred to as “redlining.” Thisimportant
moment shows how the past relates to the present. Today,
74% of neighborhoods that were redlined in the 1930s
through the New Deal are still low to moderate income today
and 64% are predominately inhabited by Black and Brown
families. Conversely, a vast majority of neighborhoods that
were marked to receive government-backed home
mortgages are middle- to upper-class today and
predominantly inhabited by white residents.

Inaddition to income and wealth, many more layers of
systemic inequity—in issues from housing insecurity to mass
incarceration—create immense challenges to accessing
resources for millions of people and pets every day.

THE ROLE OF ANIMAL
WELFARE IN ECONOMIC
AND RACIAL EQUITY

While official statistics on diversity, equity and inclusionin
the animal welfare industry are not widely available,
observational and experiential evidence shows that staff,
volunteers and advocates who make up and are connected
tothefield are predominately white, middle-class
individuals. There is information indicating the veterinary
profession is the least racially and ethnically diverse
professionin the country,and asurvey of Pets for Life
mentorship partnersin the U.S. shows staff at the local
animal shelters and service agencies in these communities
are 88% white, 6% Latino, 3% Black and 3% Native
American. Our society is made up of diverse experiences
and perspectives, so if animal welfare wants to
appropriately represent and effectively serve allaudiences
of people and pets, various racial and socioeconomic
experiences must be recognized.



https://humanepro.org/sites/default/files/2021-04/PFLResourceList.pdf
https://ncrc.org/wp-content/uploads/dlm_uploads/2018/02/NCRC-Research-HOLC-10.pdf
https://www.npr.org/sections/thetwo-way/2016/10/19/498536077/interactive-redlining-map-zooms-in-on-americas-history-of-discrimination
https://avmajournals.avma.org/doi/abs/10.2460/javma.2003.222.24
https://avmajournals.avma.org/doi/abs/10.2460/javma.2003.222.24
https://www.bls.gov/opub/reports/race-and-ethnicity/2019/pdf/home.pdf
https://www.bls.gov/opub/reports/race-and-ethnicity/2019/pdf/home.pdf

WHY ACCESS TO PET RESOURCES IS A SOCIAL JUSTICE ISSUE

The current homogeneity within the field has implications
for the way animal programming and policy take form.Itis
important to acknowledge that organizational policies and
ordinances at various levels are frequently created without
varied perspectives and cultural humility—the practice of
looking inward and examining implicit bias.

EQUALITY VS. EQUITY

The distinction between equality and equity is essential
to understand. Equality has to do with treating
everyone the same, giving the exact same resources
regardless of need; equity, on the other hand, involves
treating people differently and distributing resources
based on need. This differenceis critically important
because, inthe United States, opponents of racial
justiceinitiatives often use the notion of “fairness” as an
underlying rationale; they assert that social safety net
programs are unfair because some people are given
advantages and resources over others. This sentiment
isgrounded inthe idea that equality—rather than
equity—should be society’s goal. However, this ignores
the vast differences in resourcesand treatmentacross
racial groups. For everyone to have a real opportunity
to succeed, there must be an acknowledgment that not
everyone starts at the same place. The different
starting positions are not solely individual but related to
systems of privilege and oppression based on race,
gender, sexual orientation, ability and other identities.
Only with this recognition can the systems responsible
for creatingand maintaining these differences be
disrupted and equity be achieved. For more discussion
on language and definitions, please see the

Sustainability Guide.

(Source:Hudson, D.J. (2017). On “diversity”as
anti-racismin library and information studies: a critique.
Journal of Critical Librarianship and Information Studies,

1-36)

With research and data showing every segment of society
impacted by racial and economic inequity, animal welfare is
not exempt. Animal welfare is not a unique areawhere race
and socioeconomics don’t matter. The field must pay
attentiontoand factorinstructures of societal and
systemic injustice when planning outreach and programs.
Understanding how race and income impact people and
pets can hugely enhance the ability of service providers to
compassionately engage all audiences of pet owners.

Thereisanimmense need within the animal welfare field to
not only be informed on the history and current state of
inequity but to also become active participantsin
dismantling structural discrimination, starting within our
own industry. Thisis crucial to create solutions that repair
the divide and cultivate equal access for all pet owners,
regardless of race, ethnicity,income level or geography.

Rectifying exclusionary systems and leading the way toward
equity for all pet owners requires a collaborative and
sustained effort. Offering services isan important part of
the solution and certainly animmediate need, but as you go
through this toolkit, keep in mind that bringing about
transformational change requires changesinthe larger
systems that keep discrimination in the present. Animal
welfare hasaunique and special opportunity to create
positive change because animals provide astrong
connection point to build empathic relationships. Pets can
bring usall together; they are a constant reminder of how
people are much morealike than different.

For more information onaccess to care in the animal
welfare field and other tools to support your programming
and communication for community-based, pet owner
support work, please visit humanepro.org/petsforlife.



https://humanepro.org/pets-for-life/sustainability-guide
https://humanepro.org/pets-for-life/sustainability-guide
https://humanepro.org/programs/pets-for-life

-irst steps

Thorough planning will create a strong foundation for your
community-based work and ensure readiness to provide
services to people and pets. Thefirst stepsin startinga
community outreach programare discussed in this chapter:
Identify afocus area, define what resources will be made
available and create strategy and structure.

COMMUNITY ASSESSMENT

A community assessment serves multiple purposes:

®m |t deepens your understanding of your community. Even if
you have an anecdotal recognition of which areas are most

underserved or have the highest poverty rates, collecting
dataisinformative and strengthens your ability to
communicate the need for community-based
programming.

® |tillustratesto policymakersand supportersthe
importance of connecting human demographics to
companion animal welfare work, not just shelter-centric
metrics. If you only look at shelter intake and disposition
statistics only, you can miss valuable information that can
inform your strategy and success in community
engagement.



® |t providesamore comprehensive examination of your
community with an overview of the economic and spatial
inequity that exists there (spatial inequity means unequal
distribution of resources and services across different
areas or locations). Statistics that showcase the challenges
peoplefaceinaccessing resources for their petsare
important to share within your organization and with the
general public.

m |t pinpointsafocusareasothat you candevelopa
disciplined outreach strategy that is rooted in relationship
building. Having finite resources requires you to focus
geographically, allowing saturation and then migration.

Many free tools are available to help collect, organize and
map the community assessment information. The
assessment will take many focused hours to complete, but
itis wellworth the effort. You will find the process valuable
and inevitably will learn something new about your
community.

FIRST STEPS

START WITH A SPREADSHEET

To ensure organized information,acomprehensive
worksheet for tracking the data gathered inacommunity
assessment must be developed. This tool can be maintained
most efficiently in electronic form;italso needs to be
shareable and portable. The worksheet includes
information such as community demographics, indicators
leading to your area of focus, pet care and wellness
resources, and current or potential partners. While not the
only choice, Excel is an easy, available and useful option.
See here the general template used by Pets for Life.

Community Demographics and Indicators
Information is readily available at azip code or census tract
level. There are benefits to each,and determining at what
level you will collect information is usually based on what
online system you are most comfortable with and how large
ofafocusareayou canserve. Thefirst columninyour
worksheet will be the geographic label,and the other
columns will be the demographic datato collect, including
but not limited to:

® Total population

» Total number of households

® Estimated dog-owning households

® Estimated cat-owning households

m Total number of dogs/total number of cats

m Race/Ethnicity breakdown

= Average or median household income

m Percent of residents below poverty level

® Educational attainment

m Percent of renter-occupied residences

® Policinginteraction - both humanand animal control
if possible

® Shelterintake - from your organization if applicable and
any other intake facilities in your community if possible

10


https://humanepro.org/sites/default/files/2021-03/SampleBlankSpreadsheet.xlsx

Theseare allindicators that reveal the most underserved
areas. The purpose of community outreach effortsis to
reach anaudience traditionally overlooked or not positively
engaged,and the data collected will usually be very clearin
showing those areas. Use zip code and census tract-level
details to guide an even deeper dive, obtain
neighborhood-levelstatistics if available, and physically get
out into the community to become more familiar. Your
program will be most successful when it has a defined
concentration.

Keep in mind that sources may have slightly different data
depending on the origin and date of the data. In general,
however, the information will provide clear direction and
highlight areas where an outreach programis most needed.

Online options for obtaining dataare:

m Census Bureau (detailed demographic data):
data.census.gov

m Census QuickFacts (demographic data):
census.gov/quickfacts

m Opportunity Atlas (social mobility data):
opportunityatlas.org

m Eviction Lab (eviction dataand tracking): evictionlab.org

® Mapping Povertyin America (location and concentration
of poverty):
nytimes.com/newsgraphics/2014/01/o5/poverty-map/index.

html

m CDC Social Vulnerability Index (external stresses on
human health data): svi.cdc.gov

m Rich Blocks, Poor Blocks (mapping by income level):
richblockspoorblocks.com

m City Data (demographic data by city and zip code):
city-data.com

Data can often be obtained through local sources such as
your city, county or state websites. These and other
resources can be found by doing internet searches. Be sure
to document your sources so the data can be verified and
tracked for any updates and changes.

FIRST STEPS

DETERMINING THE NUMBER OF HOUSEHOLDS
You should be able to find the number of households
from the Census Bureau website, but If the number of
households isn’t readily available, the average
household size can usually be found. You can then
estimate the number of households ina community by
taking the population for the zip code or census tract
and dividing it by the average household size.

ESTIMATE THE NUMBER OF DOGS AND CATS
Whenyour area of focus has beenidentified and
populationinformation gathered, thereare two
sources currently available to estimate the number of
households in your community who have pets:
American Veterinary Medical Association or the
American Pet Products Association. Note that this
information is based on the national average and the
formulas are based on number of households, not
overall population.

To use these two sources, first calculate how
many households have dogs and how many have
cats. Then calculate the number of each species
per owning household.
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https://data.census.gov/cedsci/
https://www.census.gov/quickfacts/fact/table/US/PST045219
https://www.opportunityatlas.org/
https://evictionlab.org/
https://www.nytimes.com/newsgraphics/2014/01/05/poverty-map/index.html
https://www.atsdr.cdc.gov/placeandhealth/svi/index.html
https://richblockspoorblocks.com/
http://www.city-data.com/

The 2019-2020 APPA Survey says:

Percent of households with a dog -50%

Percent of households with a cat -34%

Average number of dogs per owning household -1.3
Average number of cats per owning household - 1.5

The 2017-2018 AVMA Sourcebook says:
Percent of households with a dog -38%

Percent of households with a cat - 25%

Average number of dogs per owning household - 1.6
Average number of cats per owning household -1.8

Here is a sample calculation:

100,000 households in Anytown x 0.38
100,000 households in Anytown x 0.38
(percentage of households with dogs)

= 38,000 dog-owning households in Anytown

38,000 dog-owning households in Anytown x 1.6
(number of dogs owned per household nationally)
= 60,800 dogs in Anytown

100,000 households in Anytown x 0.25
(percentage of cat owners nationally)
= 25,000 cat-owning households in Anytown

25,000 cat-owning households in Anytown x 1.8
(number of cats owned per household nationally)
=45,000 cats in Anytown

FIRST STEPS

Ingeneral, thereisalack ofinformationand research onthe
number of pets living in communities with high poverty
rates and little to noaccess to veterinary and pet service
providers. The number of households with pets varies at
regional, state and local levels,and your area may be higher
or lower than the national average. To address thisgap in
information regarding the number of households that keep
petsinunderserved communities, the Institute for
Human-Animal Connection recently conducted a detailed
petinventory study in four Pets for Life program
communities - two ruraland two urban. This study found:

® The community-level pet ownership rates in the four
communities (Granger, WA; Madison, WI; Seattle, WA; and
Wilder, ID) were significantly different (p < 0.0001) than the
rates predicted if the 2017-18 AVMA formulais used.

o Thetwo rural communities (Granger, WA and Wilder,
ID) had an average 11.5% higher rate of overall pet
keeping than the two urban communities (Madison,
WIland Seattle, WA).

o The two rural communities (Granger, WA and Wilder,
ID) had a19% higher dog ownership rate than the
urban communities.

o The cat ownership rate was similarinall four sites at
anaverage of 19.4%.

m However,the combined pet-keeping rate of all four
communities was 56.8% (exactly the same as that calculated
by the AVMA).

You canfinda copy of the study at
socialwork.du.edu/research/project/pets-life-one-health.

12


https://socialwork.du.edu/research/project/pets-life-one-health

Community Resources

Research and details should be collected pertainingto the
resources currently available within your community. This
information will showcase where there are gaps in pet
servicesand where pet resource deserts exist, which is
helpfulin both setting goals and supporting the needfora
community-based program. The easiest way to find
information online and organize this sheet is by zip code.

Gather basic details like addresses, phone numbers and
websites for resources in your community including but not
limited to:

m Shelters

® Animal controlagencies

m Spay/neuter or community medicine clinics

m Veterinary offices

m Animal welfare organizations/rescue groups

m Bigboxretailers (for pet supplies and pet food)

® Discount stores (for pet suppliesand pet food)

® Petretailers

® Pet care providers (groomers, boarding facilities, etc.)
m Social welfare organizations

® Public assistance offices

® Faith based organizations/places of worship

m Schools

In developing your resource inventory spreadsheet, include
the category, name, address and phone number of each
resource. To allow mapping pet-specific resources separate
from overall community resources, we suggest grouping the
pet-related resources together first, then following with
non-animal-related resources. Creating a thorough list of
social service agencies is also helpfulas you will encounter
situations beyond your scope and mission,and it is helpful to
have information for referral agencies. Here is an example.

FIRST STEPS

Collaboration and Miscellaneous Contacts

Once you beginimplementinga community-based
approach, you’ll find that having a variety of strong
community partners adds value to your work. Use a
collaboration details spreadsheet to keep track of groups
and media outlets you know or want to connect with over
time. Include information such as:

m \Website address

m Contact names

® Emailaddress

® Physicaladdress

m Phone numbers

m Specifics (services, prices, capacity, specialty)
® Summary of mission

m Notes

m Status of contact (first contact, established partnership,
notinterested)
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MAPPING

Collecting the datainaspreadsheet will help you manage
and organize the information as well create maps that will
provide a useful dimension to your community assessment.
Maps can display demographic information, community
resources and overall geography inaway that clearly
highlights potential focus areas and identifies barriers to
accessing services. Amap displays your spreadsheet datain
away that’s easy to comprehend and makes
communication in reports and marketing material more
direct. Theinitial goal of acommunity assessment map is to
direct your team’s planning efforts. Later, it will also assist in
your efforts to relate the story of inequity to others.

An electronic map can be created using software on your
computer or online services like Google Maps; printinga
laminated map you can draw onis also an option. Electronic
maps can be updated regularly, shared more easilyand
allowyou to layer multiple types of dataat the sametime
while toggling on and off as needed. There are many
computer programs, resources and approaches to building
maps, so use whichever option works best for your team
accordingto your needs and abilities. If you are new to
map-making, Google Maps is recommended as a starting
point,and you can upgrade to more robust options later if
possible. If you do not already have a Google Gmailaccount,
you cansign up for free online by going to gmail.com. This
accountwill allow you to create, edit and save your own
personal maps and data. You can also invite others to view
or edit the map with you. If you find yourself growing out of
Google Maps and need more functionality and flexibility,
another excellent map-making system s Esri’s ArcGIS
Online programand Pro software. Itis not free, but
nonprofits can get it forasignificantly reduced price. If you
are amunicipal/government agency, you may also be able to
getan ArcGlS accountat no cost through your municipal
GIS office.

FIRST STEPS

Using the demographic and pet resource data collected in
your spreadsheet, you should be able to identify the most
underserved area. Again, this could be based on zip codes,
census tracts, towns, neighborhoods ora combination of
multiple geographic boundaries. Keep an eye on actual
community and neighborhood borders on the ground;
frequently thereis overlap inincome levels within zip codes
and census tracts. One advantage to buildinga community
resource map in Google is that by simply browsing the
Google map itself, you can identify many community
featuresand resources like neighborhood names, public
transportation, pet stores, animal hospitals, community
organizations and municipal buildings. Features like this are
usually clearly marked, so you can scan the neighborhood
and drop markers or pins on items you want to keep track
of. Another option is loading your community assessment
spreadsheet directly into your Google map.
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Focus Area Map

Here is an example of an easy way to create a
sharable map of your focus area and showcase why
the area was chosen.

1. Open PowerPoint and create a new file. Name the title of
the first slide something like “Your City Focus Area.”

2. Openyour web browserand go to data.census.gov. Then
click “Advanced Search.”

FIRST STEPS

3. Onthe Advanced Search page, click the geography filter
and thenthezip codefilter (you canalso choose other
geographicareas if it makes sense for your focus area).

4. To narrow down the list, click the magnifying glass and
type the first three or four numbers of the zip codes you are
looking for. Check the box for each zip code inyour focus
areaandthenclick “Search.”
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FIRST STEPS

5. You willarrive at a page with a variety of data related to 7. Take ascreenshot of the highlighted areas. To take a

your chosen zip codes. To reach the map you need, either screenshot ona Windows computer, search your Start
clickthe “Maps” link at the top of the page or scroll down menu for “Snipping Tool” or “Snip and Sketch,” openit, use
and click the small thumbnail map. itto highlight the areayouwantandsave itasanimage. Ona

Mac computer: Click shift + command + 4, use the cursor to
highlight the desired areaand then click “Done.”

Add the saved screenshotimage to your PowerPoint slide.
Adjust the title,image and text boxes as necessary for fit. On
one side,add demographic information about your zip
codes, suchas median household income, percent of
people below the poverty line, overall population total or
racefethnicity information.

6. You should arrive at a page with alarge map with your
previously selected zip codes highlighted. Use the screen
capture or screenshot feature on your computer to select
and save an image of this map.
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Resource Map

Here is a simple way to create a sharable map that
shows the limited resources within your focus area
and the resources outside your focus areaas a
comparison.

1. For this process, a Google product called My Maps will be
used. Itis similar to Google Maps, but My Maps has more
flexibility and options and allows layers of custom data to be
added. Go to google.com/maps/about/mymaps and click
“Get Started.”

2. You will arrive at the My Maps landing page, where any
map you create will be listed. You may want to save thisasa
browser bookmark soitis easy to find later.

3. Click the “Create a New Map” button, and your new map
willopen. You do not need to save it. My Maps automatically
saves the new map and most of the changes you will make.

4. Clickatthe top where it says “Untitled Map” to add a title
and description. Then click “Untitled Layer” and renameiit

to “Focus Area”

FIRST STEPS

Edit map title and description
Map title
Gaithersburg Resource Map

Description

Pet and community resources in our focus
areq

b s
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5. The easiest way to add your focus areais by drawing it
directly onthe map. First, using the search boxat the top,
enter your town, neighborhood name or zip code,
whichever willzoom the map to the desired area. After you
have located your focus area, look for the drawing tool
under the search box. It looks like three dots with lines
connectingthem. Click it and note the available options. Use
the default “Add Line or Shape.” Your cursor will change toa
“plus” sign, which means it is ready to draw. You will not be
able to move the map after you begin drawing. If you need
to adjust the map before beginning, click the “hand” tool,
adjust the map view and then click the drawing tool again.

6. When ready, click the map once on one of the borders of
your focusarea. Click again alittle farther away along the
border,and continue clickingand adding dots around the
entire focus area. You will need fewer dots along straight
linesand more dots to captureacurvy area.

FIRST STEPS

7. Continueallaround the entire border until you reach
your first dot again. The map should automatically
complete your polygon and prompt you to choose a name.
You can put the neighborhood name, zip code or any other
label that identifies the area. After that, you canadd more
polygons if your focus area consists of multiple or
disconnected areas.

8. If you made any mistakes or want to start over, click your
polygon name in the legend and then click the garbage can
iconinthe popup to delete.
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9. The next step is adding community and pet resources to
your map. There are two ways to do this. You canimporta
spreadsheet with addresses and Google willadd it to the
map for you, or you can add individual markers directly to
the map. Either way, the next stepis to click “Add Layer.” A
new untitled layer willappear. Drag it up above the focus
area layer so your resources will not be hidden behind the
focus areapolygon. Rename it something descriptive, like
“Community Resources.”

10. To add resources by importing a spreadsheet, click the
blue “Import” link. Then either drag your spreadsheet into
the popup window or click the blue “Select a File” button to
navigate to the spreadsheet on your computer.

FIRST STEPS

11. After your spreadsheet isimported, Google will ask you
which columns contain your address information. Check
the box for that column or columns (if your addresses are
splitinto multiple columns). Then click “Continue.”

Choose columns to position your placemarks
Select the columns from your file that tell us where to put placemarks

on the map, such as addresses or latitude-longitude pairs. All columns
will be imported.

Resource

[+ Address

. [

12. Onthe next screen, select the column that contains the
title for each spreadsheet entry. Usually this will be the
columnwith the name of the resource—for example,
“Walmart” or “Sally’s Pet Food Depot.”

Choose a column to title your markers

Pick a column to use as the title for the placemarks, such as the name
of the location or person.

(®) Resource

Address

En - -
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13. Click “Finish,”and Google Maps willimport your
spreadsheet,add markers to your map and add a list of your
resources in the map legend with the titles you chose.

14. The other way to add resources is by adding to the map
one by one. Before adding markers, make sure your
resource layer is highlighted blue in the legend so they are
added to the correct layer.

Gaithersburg Resource Map :

Pet and community resources in our focus area
3 views

All changes saved in Drive

* Addlayer 2+ Share €@ Preview

v Community Resources
I Individual styles

9 Costco
9 Hmart

o Library

' Focus area
T Individual styles

&F Whetstone

Base map

o¢  3views e e R

FIRST STEPS

15. If you need to find resources, you can search for themin
the search boxat the top of the map. You can either search
for specific businesses that you knowarein the area, like
“Sally’s Pet Food Depot,” or you can search for categories.
For example, searching for “pet store” displays the results
with new green markers onthe mapandaddsalistinthe
map legend.

16. Review the listand decide which ones you want to add
toyour resource layer. Hover your mouse over each itemto
highlight its location on the map.

PERL Goshien

m = iar Ppetstores d
Gaithersburg Resource Map i - - L;
Pet and community resources in our focus area 1

Je/ @ ¢ &)V |m

All changes saved in Drive
Blue!

* Addlayer &+ Share 4@ Preview
% Q petstore

@ Petvalu

' Loyal Companion

@ Petsmart

@ Petvalu +
’ Petco

@ petsmart

' CeramicPet com

' Unleashed by Petco

' Petco

Lakefarest Mall

| 4, &
w %‘% 4
+ Community Resources : muge@ Gaithersburg K
£

i and... Washington
T Individual styles Grove

9 Costco City of Gaithersbhurg a

Water Park at Bohrer...
9 Hmart

9 Library &
9 Sally's Pet Food Depot
& Shady. Grove Metro @3 Re
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17. If you want to keep anitem, click the gray plus button,
and it will be added to your resource layer.

18. If you already know where there are resources or see
ones already labeled on the map, make sure your resource
layer is highlighted blue, then click the “Add Marker” tool
button at the top of the map.

FIRST STEPS

19. Click the map where you want to add the new marker.
After you click the map, your new point will be added to the
resource layer,and a popup willappear where you can give
the markeraname,add adescription oraddaphoto.

20. You may have noticed that the markers are difficult to
see. One option for makingthem pop out is clicking “Base
Map” and choosing a different style of map.
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21. Another option is changing the marker color. You can
also color each marker differently based on the type of
resource. For example, green for grocery stores, blue for
pet stores, orange for animal shelters, etc. Hover your
mouse over the marker whose color you want to change,
and clickthelittle paint canicon.

v/ Community Resources
T Individual styles

O’ Costeco
Q Hmart
9 Library
o Sally's Pet Food Depot ¥

22, There are many built-in options for styling the map, so
be sure to check out all of them. You can change the colors,
changetheicons, restyle the appearance of your focus area
polygon and add additional layers.

FIRST STEPS

23. Whenyou are ready to share your map or includeitin
other documents, there are several choices. Click the three
dotstothe right of your map title foradrop-down menu
thatincludes the option to embed your map inanother
website or to printit. Below the map titleis the “Share”
button. Clickit to access your custom map link that you can
giveto others. Another optionis to use your computer’s
screenshot or screen capture feature to selectand savea
screenshot of your map asanimage.
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If you use the print option, Google will format your
completed map and automatically include atitle and legend.
You can either printit or take a screenshot of the formatted
map to use in emails or presentations. Here is what a final
result can look like:

Here is an example of amap created using ArcGIS software:

FIRST STEPS

PROGRAM BUDGET

Creatinga budgetisanother key piece to beginning your
community outreach program. There is no one-size-fits-all
budget; you can work with whatever funds are available. The
important thingis to be aware of your limitations in order to
set clear expectations for those carrying out the work and
serving the community. Overpromising services and
supportand thenbeingunable to deliver is easy to do and
can derail your outreach work by destroying trust within the
community.

Revenue

Revenue can come from grants, individual donations,
fundraising events, in-kind products/services or other
miscellaneous streams. Revenue canalsoinclude
reallocated funds from another organizational area or
repurposinga position.

Spay/Neuter Package

Spay/Neuter costs should include surgery, injection or
take-home pain medication, rabies vaccination, and
DHPP/FVRCP. This cost can include nail trims, microchips or
otheradd-on services based on what is available to you. If
spay/neuter surgeries will be performed by or within your
organization, pricing should be fairly easy to obtain. If an
outside partner will be used, an estimate is sufficient, or
collectarange of pricingand use the average.

Staffing

While afull-time outreach position is recommended, if
budget limitations don’t allow that, start with a part-time
person or even utilize areliable and trained volunteer.

Veterinary care and pet supplies/services

Be as comprehensive as possible in your support while
understanding limitations. In the sample budget provided,
therearelineitems for the most common issues—flea/tick
medication,dewormer, medical forillness and injuries,and
supplies such asleashes/collars and litter boxes.

Note: You can grow your services over time, so be realistic
in your initial budget and remain flexible in listening to the
community’s perspectives and allowing the outreach to
guide the services provided.
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Transportation

Some level of transportation supportis needed in every
community. Do your best to estimate what percentage of
people and pets will need assistance in gettingto and from
veterinary appointments and how that will be
provided—through an existing organizational vehicle,
utilizing volunteers, etc.

Administrative

There are basic administrative costs that areimportant to
program operation. Think through variousitemssuchasa
dedicated phone, print material and data collection.

Hereis asample budget template for reference.

LOGISTICS PLANNING

Thereareavariety of logistics to think through and start to
plan for before beginning your outreach. Most of these
should be at least partially established before the program
work begins, so you are prepared to offer services when you
begin meeting people and pets. Some areas will come
together more organically as the work is carried out over
time.

Service providers

If you have the ability to provide veterinary services within
your organization, some of the logistics planning will look
different. You will still need to determine capacity and
scheduling,and ensure staff are on board with the
philosophy of nonjudgement and support. If veterinary
services will be provided by a third party, work to build as
robustanetworkas possible,including:

® Private practice veterinarians
» High-volume, low-cost spay/neuter clinics

m Mobile veterinarians for spay/neuter and wellness care

FIRST STEPS

For third party partnerships, meeting to discuss the
program philosophy and goals is imperative. Also consider
executingamemorandum of understanding. Hereisa

sample MOU.

Note: It is also helpful to have other services—such as
behaviorists, trainers and groomers—available, either
within your organization or as an outside partner.
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Capacity

Determine how many spay/neuter and veterinary
appointments are available at each provider on aweekly or
monthly basis. As discussed in the next chapter, this will help
guide your outreach schedule, transport days and budget.
Considerations for capacity:

® Designate specific days foraset number of appointments

m Designate specific days for owner transport and assisted
transport

m Sex, weight and age limits/requirements for spay/neuter
surgeries

® Overschedulingto account for no-shows

® Drop-off and pickup times

Partnerships
There are avariety of other types of partnerships that will
add value to your program and service to the community.

m Veterinary schools - Aveterinary school in your area can
provide examsand basic services to people; create
opportunities for students to do ride-alongs or in-home
visits;and allow students to engage with an audience of pet
owners not often available in other school rotations.

® Animal-related businesses - Local pet supply stores,
groomers, trainers and other businesses may be willing to
provide products and services.

® Trap-neuter-return organizations/volunteers - You will
inevitably need to support people taking care of community
cats. Working with groups or volunteers focused on TNR
can help ease the demands onyour time.

m General volunteers - Look for volunteers who have skills
in photography, building media relations, data entry, etc.

® Non-animal welfare groups - Elected officials, social
service agencies, faith-based entities, tribal councils, public
housing authoritiesand more can be very useful partners.

FIRST STEPS

Transportation

You likely will not know what level of transportation support
is needed for spay/neuterand veterinary appointments
until you start community outreach, but at this point begin
tothinkthrough the options for providing transportation:

® Transport vehicle already on hand

m Partnerwithatransportvehicle

m Personal vehicle for staff

m \/olunteer transportersin personal vehicles

m Rideshare companies

Forany transportation not provided by the pet owner,

havingawaiver of liability is highly encouraged. Hereis a
sample template in English and Spanish.

For staff or volunteer transporters, we recommend
creating expectations, best practices and standard
operating procedures for transportation. See sample
document here.
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Supplies

To help carry out your program, you will need to address a
variety of administrative needs and gather pet supplies.
From branded clothing and printed material to doghouses
and litter boxes, think through what items should be on
hand before outreach begins and order or solicit donations
as needed. The next chapter provides more detailed
information on PFL recommendations for supplies.

Hiring staff for outreach

Finding the right person to conduct community outreach
and be acommunity liaison is extremely important. Below
are some considerations in choosing the best fit:

® Someone who genuinely enjoys meeting new people and
iscomfortableinavariety of social settings.

® Someone who can workindependentlyandis
self-motivated.

® Someone with great time-management skills.
® Someone whois comfortable around animals.

® Someone who is multilingual as needed to connect with
the community being served.

Hiring for an outreach position should not be a significant
departure fromyour routine hiring practices. However, do
thinkabout where thejobis posted to increase diversity in
candidates and to attract people interested not onlyin
animal welfare but in social justice and community service.

Here are sample job descriptions for different versions of
program positions.

Asyouare puttingin place the pieces of acommunity
outreach program, take time to have conversationsinall
areas of your organization—from the board of directors
and development team to front-line staff and volunteers.
Building understandingand support for the philosophy of
nonjudgement is essential throughout all departments.
Success of any program hinges not only on the
effectiveness and commitment of asingle individual, but
rather the collective efforts of everyone.

FIRST STEPS

Reflect oninternal processes and external messaging. Look
at your mission statement, how it guides the work of your
organization,and how community outreach aligns with that
mission. Review organizational communication on social
media, in newsletters, in client communicationand in donor
engagement. How issues surrounding inequity are
articulated within an organization and with the general
publicare key components to operating a successful
community-based effort.

Consider adoptingaworkplace culture agreement that sets
aclear expectation of values and norms with all employees
and volunteers.Here is an example.

26


https://humanepro.org/media/2059
https://humanepro.org/sites/default/files/2021-03/WorkplaceCultureAgreement.pdf

Community outreach

WHAT IS COMMUNITY
OUTREACH?

Community outreach as defined and discussed in this
toolkit is door-to-door engagement, creating a consistent
community presence and building relationships with
people face-to-face in the area of focus identified through
the process in Chapter 3. Community outreach is not
posting on social media, messaging on billboards, utilizing
mail inserts or leaving flyers on doors—such tactics may be
helpful at points, but they are not the heart of this work.

The goal is to create community partnershipsand reach
people and petsin underserved areas, so community
events, periodic vaccination clinics and other types of
traditional engagement are not a substitute for consistently
showing up and conducting door-to-door outreach.

Note: Community outreach events like vaccination clinics
are effective for providing a high volume of servicesin a
short period of time. But strong, long-term relationships
and trust come from showing up day after day and week
after week.
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NOT OUTREACH
Tablingat events
Facebook/social media
Hosting one-time events
Leaving flyers on doorsand at businesses

OUTREACH
Meeting people where they are in the community
Face-to-face conversations
Consistent, long-term presence
Conversations on the block, on porches,
andin people’s homes

Community outreach is designed to reach people where
theyare. The goal is to build relationships and partnerships
and listen to what community members want and need for
their pets. Be patient as you start: Trust does not happen
instantly; it takes time to form. Keep in mind what you have
learned about the history of inequity and discrimination.

Simple conversational tools should be employed. Introduce
yourself,ask if the time to chat is convenient, ask permission
tointeract with pets, pay attention to body language (both
your own and that of those you’re talking to) and listen
actively. Be transparent, practice humility and allow space
for natural ebbs and flows in the interaction. Be prepared
forand opentoanyresponse. If you are new to doing com-
munity outreach, have a couple of icebreakers ready when
someone opens their door and has a pet. For example, say
how cute the petis, ask the pet’s name or inquire how old
the petis. Always be yourself. The more comfortable you
are, the more comfortable others will be around you.

The best outreach teamis small, one or two people. This
may seem counterproductive, but large outreach teams can
be imposing and have difficulty maintaining consistent
messaging. When the community sees the same one or two
people reliably, comfort and familiarity are more easily
achieved.

With afocus onrelationship building, the community
outreach approach discussed in this chapter appliesin
every type of community.

COMMUNITY OUTREACH

Each community has logistical considerations. Some
communities may require more careful planning regarding
distance to service providers, transportation or what
door-to-door outreach looks like, but the process of positive
and respectful engagement is the same. Do not underestimate
the significance of acknowledging people as experts on their
communities and pets, forming partnerships and beingan ally.
Forexample, in Indigenous communities, listen to, value and
honorthe voice of tribal leaders.

SUPPLIES AND PLANNING

Before knocking on the first door, be prepared with a
comprehensive planand supplies.

Designated phone number

A phone number specific to your community outreach
work isimperative. A separate phone for the outreach
person, Google Voice or atoll-free number forwarded to
anotherlineareall good options,as longas thereis
consistency and people can contact the outreach person
directly. Avoid using a personal number or one thatis also
used by a shelter or veterinary clinic that requires callers to
navigate a series of choices to reach the person doing
outreach or to leave a message. Ideally, the number given
out to people will also be the number used for outgoing
callsand has the capability to text, take pictures and receive
photos.

Computer and Wi-Fi

A computer or tabletis needed to enter and store data. Plan
ahead to determine whether data entry and data searches
will be carried out in the field, at adesk or both, as well as
whether internetis required to access the data storage
system.

Handcards

Ahandcard that provides your organization’s name, brief
program details and phone numberis useful. Handcards are
not flyers to leave at unanswered doors orinstacksata
business. They are intended to be left with the people you
meet to share your program and contact information.

Hereisasample handcard in English and Spanish.
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Spay/Neuter ‘Vouchers’

To encourage spay/neuter appointments, consider using
vouchers, which are essentially coupons for the service that
can create excitement, generate conversation and be left
with people who want more time to make a decision. Unlike
the way in which vouchers are sometimes usedin
spay/neuter programs, the voucher we suggest does not
have avalueandis not necessary to schedule or completea
spay/neuter appointment; it is more like an appointment
reminder card.

Here isasample spay/neuter voucher in English and Spanish

-to be printed on card stock or similar substantive material.

Business Cards

Business cards should include your name, organization and
contactinformation. Business cards are not flyers to leave
at unanswered doors, but something to provide people
after having conversations.

Branded Program Attire and Gear

Wearing T-shirts, sweatshirts or jackets with the program
name makes you easy to identify and helps build familiarity.
When possible, choose bright colorsinastyle thatis
nonthreateningand casual.

COMMUNITY OUTREACH

Vehicle Magnets/Wraps

If youare drivinga personal vehicle, you can build
recognition by identifying it with simple, inexpensive car
magnets. If aprogram vehicle isavailable and the budget
allows, a branded wrap is useful.

Waivers

Every person receiving spay/neuter surgery or
transportation services must sign a liability waiver
beforehand. Additional waivers may cover veterinary
consent, euthanasiaand other practices.

Here is a sample waiver for spay/neuter and transportin
English and Spanish.

Data Collection Forms

Be familiar with what information should be collected as
part of the outreach program. It is helpful to have aform
with that information to reference during outreach,
especially in the beginningas you learn and get comfortable
with the data questions. Practice not asking questions as if
you are conductingasurvey;instead, work your questions
into conversations. Sometimes multiple conversations and
visits are needed to gather all data points. That is OK and
shouldalleviate pressure on the introductory conversation.
Do not have forms that people are asked to complete.

Here isasample data collection form.

Createalist of items that should be available during
outreach.Keep these itemsinabackpack or small tote for
accessibility. Thisincludes handcards, waivers, vouchers,
notebook, pens, slip leads, leashes, collars, treats, toys, etc.
Largeritems can be storedinabininthe vehicle.
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OUTREACH SCHEDULE
AND GOALS

Setting program goals and adhering to aschedule are major
keys to program success. Both will depend on avariety of
factors,including program budget, service providers and
focusareasize. For example, your budget may dictate
whether there s full-time or part-time outreach staff, or if
having an outside spay/neuter provider may limit the
number of surgeries that can be booked each month.
Whatever those details, positive results will come from
vigilantly adhering to the schedule created and focusing on
the goals.

Schedule
Ascheduleincludes these categories:

® Proactive outreach: This includes knocking on new doors
inthearea of focus (as identified in Chapter 3) to meet new
peopleand pets. The schedule will be heavy with proactive
outreachinthe beginning. Evenyearsintoaprogram,
proactive outreach should occupy asignificant part of the
schedule. Proactive outreach should be carried out
strategically and systematically. Stay in one areaor on one
street untila majority of people have been engaged, as
shown here.

COMMUNITY OUTREACH

m Reactive outreach: Thisincludes addressing new referrals
tothe program or following up with someone already a part
of the program. Word-of-mouth spreads organically. As you
regularly meet new people, the list of people inthe program
will grow, so reactive outreach should increase over time. In
addition to referrals, reactive outreach can be necessary
when someone gets a new pet, hasamedical issue or moves
toanew place, etc.

m Follow-up phone callsand reminders: Schedule time
weekly to make avariety of calls, whether you are setting up
aveterinary appointment, checking on howa spay/neuter
surgery went or returning messages.

® Dataentry: Datashould be entered into the program
database system onadaily basis, so build timeinto the
schedule at the end of each outreach day or following
veterinary appointments.

® Administrative duties: Allow time for tasks such as
preparingitems for outreach, orderingand restocking
supplies, uploading photos, writing stories for sharingand
any other miscellaneous administrative duties.

Hereis sample schedule.
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Goals

Goals areflexible and depend on your budget, level of
staffingand size of the focus area. But setting goals will help
you create a schedule and stay motivated while providinga
marker for your work.

m People/pets met: A day of outreach can be knocking on 10
doors per hourand getting information for two new pet
owners per hour.

® Follow-up calls: Agood goal is to complete 10 calls per
hour while simultaneously recording data on those calls.

m Supplies/services provided: Most likely every person and
pet you meet will receive some service or supply, but the
same service or supply will not be provided to every person.

m Conversionand completion rates: Conversion rateis the
percentage of unaltered pets met who are subsequently
altered through the program. Completion rateis the
number of pets scheduled for spay/neuter appointments
who complete the surgery. Agood goal is 75% for
conversion rate and 9o% for completion rate. These goals
indicate if relationship buildingis occurringand if barriers
toservicesare being removed. The goals do not involve
pressuring or shaming people.

COMMUNITY OUTREACH

SERVICES AND PROTOCOLS

There are certain fundamental components to every
community outreach program. While it is difficult toaccount
foreveryvariable ina platform like this toolkit, the following
are key areas of consideration. A philosophy of nonjudgment,
fairnessand inclusivity should always guide the work, but there
areitems that must be specifically tailored to your
organization.

ADDRESSING BIAS

Research has shown that ina matter of seconds, the human
brain unconsciously categorizes other people. This is often
referredtoasafirstimpressionandisautomatic. Think about
how much time it usually takes for you to formafirst
impression when meeting someone. Can you recallatime
when your firstimpression was incorrect and you may have
judged a person too quickly? What was the reason—the
clothes the person was wearing, their accent, their age or
physical appearance? This quick judgment in favor or against
someoneisabias.

Many forms of bias exist in the world, but there are two to
reflect onin relation to your community outreach work:
implicit and explicit. Implicit and explicit biases can
significantly impact interactions with people.

m Explicit biases are conscious, meaning you are aware of
them. This type of bias may be outwardly shownand lead to
stereotypes. Explicitand conscious biases are easier to
recognize because they are usually more obvious.

® Implicit biases are trickier and require deeper introspection.
The Kirwan Institute for the Study of Race and Ethnicity
definesimplicit bias as “the result of mental associations that
have formed by the direct and indirect messaging we receive,
often about different groups of people. When we are
constantly exposed to certain identity groups being paired
with certain characteristics, we can begin to automatically and
unconsciously associate the identity with the characteristics,
whether or not the association aligns with reality.” Since
implicit biases are unconscious, prejudices can exist in your
mind and within your behavior without you being aware of
them. Implicit biases impact the attitudes or stereotypes that
affect your understanding, actions and decision making.
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Implicit biases do not simply influence your individual
behavior or organizational culture; the biases often turn
into racial and socioeconomic discrimination atan
institutional and systemic level.

An example of animplicit bias that is frequently reinforced
inthe United States is that communities of color are less
safe than predominantly white communities. This bias is
reinforced by persistent mainstream messagingand the
generalization of an entire community, which leads to
institutional racism. Since the implicit bias is that
communities of color are less safe, an institutional response
may be to provide more law enforcement under the pretext
of improving public safety. With a higher volume of law
enforcement deployed,adisproportionate number of
people of colorare then pulled into the criminal legal
system. This isacomponent of systemic racism.

COMMUNITY OUTREACH

Image adapted from North Carolina State University

Image adapted from ACLU of West Virginia
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Animal welfare is not exempt from the impacts of implicit
biasand the unconscious and automatic association ofa
person’s identity with certain characteristics formed by
societal stereotypes. For example, thereisacommon
assumption within the animal welfare field that Latino men
are less likely to spay/neuter their pets due to cultural
machismo. This may lead to a belief that more aggressive
dogs live in predominantly Latino communities or that
Latino pet owners are opposed to spay/neuter. The implicit
bias of cultural machismois reinforced by persistent
mainstream messaging. Again, this bias and generalization
of an entire demographic may lead to institutional racism
expressed as mandatory spay/neuter laws or breed-specific
policies under the pretext of improving public safety.
Systemic racism sets in when Latino communities
experience a higher volume of animal control calls, fines and
fees, orahigherincidence of being forced to surrender
pets. Therefore, the implicit bias of cultural machismo
upholds afalse narrative,and the outcome of systemic
racism unfairly legitimizes the original implicit bias.

Note: The study “Race and ethnicity are not primary
determinants in utilizing veterinary services in underserved
communities in the United States” concludes that Latino
pet owners spay and neuter at the same rate as white and
Black pet owners when people are engaged positively and
veterinary care is accessible

and affordable.

COMMUNITY OUTREACH

SPAY/NEUTER PROCESS

Before beginning outreach, you should have a spay/neuter plan
in place. Thisincludes where spay/neuter surgeries will take
place, whenappointments are available, drop-off and pickup
times, whatisincluded inthe spay/neuter package
(vaccinations, microchips, etc.),a plan for transporting pets to
and fromappointments, and printed vouchers and waivers.

While conducting outreach and offering spay/neuter services,
remember the decision made by a pet owner should always be
heard and respected. If someone s uninterestedin
spay/neuter for their pet, your goalis not to pressure people
through coercion or shaming but to share information, stay
positive and maintain open communication.

When booking spay/neuter appointments, collect all
necessary information that the veterinary or clinic partner
needs: pet name, sex, weight, age, medical history, etc.,as well
as the owner’s information for reminders and follow-up. Here
isasuggested process for spay/neuter appointments to
ensure high rates of completed appointments:

m | eave aspay/neuter voucher if the conversation occurs
in person.

® Make a courtesy call to the pet owner within 24 hours of
signing up the pet.
o Duringthis call, either provide or confirm the

appointment date and time.

® Make areminder call 24 to 48 hours before the
appointment date.

m |f the appointment is made more than one week out, call
once aweekto checkin.

o Make allappointments within two weeks when possible.
Booking appointments more than two weeks out results
inlower completion rates.

® Make afollow-up call within 24 hours of the appointment
being completed to ensure the owner is pleased with the
experience and to answer questionsand concerns.
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Duringthe courtesy and reminder calls, confirm whether
the owner will be able to transport to the appointment or if
transport should be provided. In every conversation,
provide space for the pet owner to ask questions and share
concerns.

The spay/neuter processis in-depth,and people may
change their minds, reschedule or miss anappointment.
Thisisto be expected, so remain positive and keep lines of
communication open. If someone scheduled to transport
their pet misses the appointment, offer to provide
transportation for the next appointment. There should be
no limit to how many times someone can reschedule or
how long after meetinga petan appointment can be
scheduled. Itisimportant to manage expectations withand
provide complete transparency to veterinary partners of
the program approach.

COMMUNITY OUTREACH

VETERINARY CARE
In order to be most effective in providing veterinary care:

m |fservicesare not providedin house, establish a partnership
with at least one full- service veterinarian available to provide
medical care. Define expectations with both the pet owner and
the veterinary partner. Areasonable estimate of cost per
incidentisinthe $50 to $250 range. Consider anythingabove
$250 on a case-by-case basis and have a conversation about
alternative options. Itis not recommended to provide costly
treatments like chemotherapy, long-term care for chronically
ill pets or major surgeries. Work with veterinary partnerson
minimizing diagnostic costs and applying incremental care
that is not cost prohibitive.

® Bealiaison betweenthe pet owner and veterinarian.
Schedule the appointment and communicate details between
the veterinarianand the pet owner. If a pet owner isanxious
abouta pet’s condition or you are unsure about diagnosis and
treatment, be present at the appointment. This will resultina
smoother process for allinvolved and minimize
miscommunication onapproved treatmentand costs.

m Clarify up front that the veterinary partner is not to make
decisions without the pet owner’s knowledge and permission.
If a pet requires veterinary care outside the scope of your
protocol or capability, the pet owner should not be pressured
to pay for additional treatment or to surrender their pet. Part
of yourjobis to advocate for the pet owner and find solutions
thatare appropriate and fair. The discussion caninclude pain
management, quality of life treatment or end-of-life decisions.

The most common medical issues to consider and plan for are:

m \Worms/intestinal parasites: Most over-the-counter
dewormer is ineffective. Some options, like Strongid, can be
useful, but many cases should be treated with a prescription
dewormer.

m | acerations/wounds: Depending on severity,a veterinarian
may need to prescribe antibiotics and pain medication.
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m Fleas/ticks: An over-the-counter flea medication like
Frontline Plus is generally safe and effective, but consult
local veterinary partners on which brands they
recommend.

® Mange: To diagnose demodectic or sarcoptic mange, a
veterinary visit is usually necessary. For the most
convenient treatment with the quickest results, talk with
your veterinarian about Bravecto for demodectic mange
and Revolution for sarcoptic mange.

m |nfections (eyes/ears/skin): Consult your veterinarian for
the best treatment options.

m |ntestinal blockages: These are often expensive to treat.
Talk to your veterinarian about whether diagnostics are
necessary and if there isaway to attempt to unblock first
without surgery. Humane euthanasia may be the outcome
in this situation.

® Parvovirus: Work with your veterinary partnerona
reasonably priced parvo package that includes anti-nausea
medication, antibiotics and subcutaneous fluids. Humane
euthanasia may be an outcome in this situation.

® Vaginal or anal prolapse: These are identified by a
noticeable bulge of tissue from the vagina or anus. Schedule
aveterinary appointmentimmediately.

® Pyometria: This is most easily recognized by vaginal
discharge orapainful, enlarged abdomen. Early stages can
be treated with a priority spay appointment.

® Heartworms: Heartworm tests, preventionand
treatment are typically out of reach for the programand
not sustainable financially. Provide people information on
recognizing heart failure and offer humane euthanasia
whenthe disease is advanced and impacting quality of life.

® Emergency injuries: Be aware that usingemergency and
after-hours veterinary services can be very expensive.

m Severe matting: Provide grooming by a trained staff
member/volunteer or partner.

® Humane euthanasia: This is one of the mostimportant
services the program should offer, so people are given a
dignified and compassionate option foraging, ill or severely
injured pets.

COMMUNITY OUTREACH

TRAP-NEUTER-RETURN (TNR)

The need for TNR services arises very quickly in most
community outreach programs. However, TNRisa
time-consuming process. If you are a TNR-specific program,
the methods described in this toolkit will be extremely
useful in making your work more effective and efficient. If
youare nota TNR-specific organization, we recommend
recruiting volunteers specifically to help with TNR or
partneringwitha TNR group. If partneringwitha TNR
group, be sure the partneraligns with your philosophy of
treating people respectfully and not removing cats from the
community.

Inworking to identify caretakers, ask people you meet
during outreach about community cats or feeding outdoor
cats. Often times if this question is not asked specifically,
people will not think community cats are eligible for the
services or may have fear in sharing this information.

Do not be discouraged if caretakers are not identified right
away or some people are apprehensive. Fully explain what
TNR entails, what ear tipping is,and the benefits to the cats
and the community. Once a caregiver is identified, collect
information and be prepared that more than one person
may care for some cats or a colony of cats. In these cases, be
sure to notify, work with and get permission fromall
caregivers.

Consistency is paramount for asmooth TNR process for
you and the community. Have set, recurring surgery days.
Caregivers should go through the same spay/neuter
process shared earlier in this chapter.Remind the
caregiver(s) 24 to 48 hours before trapping to withhold
food (exceptin special cases). This will likely be the most
difficult part of the process because many people feel
uneasy at first about not feeding the cats, or you might not
be able to reach every caregiver. Talk to as many peoplein
theareaas possible, eventhose not identified as caregivers,
and distribute “Do Not Feed” signs to as many people as
possibleintheimmediate area where trapping is taking
place.Hereisasamplesign.
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There are many useful resources for TNR best practices and
standard operating procedures from various organizations.
Agreat place to start isat humanepro.org/topics/cats.

Hereisaone pager PFL uses as a guide for program staff in
incorporating TNR into community outreach.

One of the most important pieces of TNR work is providing
transportation toand fromthe surgery. Be prepared to
transporta large percentage of TNR cats.

TRANSPORTATION

When you completed the community assessmentin
Chapter 3,you likely realized just how little access peoplein
your chosenfocus area have to veterinary services. This
reality,combined with the fact that many people work
hourly jobs and often do not have reliable personal
transportation, makes it challengingand sometimes
impossible for people to get their pets to veterinary
appointments. Providing transportation to and from
spay/neuter and veterinary appointments is an essential
service with many benefits:

® Spay/neuter appointmentsare more consistently filled
and completed.

m With fewer “no shows” for spay/neuter appointments,
time for reschedulingis reduced.

m Stressaround time, money and family/work
responsibilities for pet ownersis eliminated.

® Relationshipsand trust are built when people see the
extent of support being offered.

There are many transportation plans to consider:

m |fyour organization has a vehicle, assign a couple of days a
monthin the outreach staff’s schedule to provide
transportation.

m |f your organization does not have avehicle, talk to other
local animal shelters, animal service agenciesand
spay/neuter clinics to see if they have a vehicle that can be
utilized on certain days.

COMMUNITY OUTREACH

m Createavolunteer program of transporters. These
volunteers should be well trained inanimal handling, be well
versed inyour program philosophy and have the right skill set
for the role—mainly a friendly demeanorand the ability to
interact well with people.

o Thereis not one best way to make avolunteer transport
program work—be creative and solution-oriented.

m Work with a pet taxi or ride-share services. This can add to
the average cost of each spay/ neuter surgery butis worth it if
no other option is possible.

Forallthe choices above, door-to-door pickup isideal. If that
is not possible to do efficiently, coordinate a convenientand
centrally located spot for people to meet for drop-off and
pickup. When possible, have paperwork completed and
signed by the owner ahead of time. If that is not possible,
ensure the owner will be present at pickup to sign. See more
here on providing transportation support.
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MISCELLANEOUS CONSIDERATIONS
Thereisnoway to prepare for every type of situation you
willencounter when operatinga community outreach
program. However, here are afew common situations to
planforand consider.

Landlord intervention

When possible, build pet fees and deposits into your
budget. Issues of housing insecurity and housing
discrimination are common. In some cases, funds are not
needed, but you might need to advocate for pet ownersin
the form of conversations or recommendation letters. For
some landlords, simply knowing a service provider is
available to assist with spay/neuter, indoor crates, litter
boxes, vaccinations, flea/tick medication, etc. is enough to
keep afamily together.

Adoptions

People wanting to add new pets to their family may want to
adopt fromalocal shelter or rescue organization but need
supportand information to have a positive experience. As
much as possible, prepare the person for the adoption
agency’s requirements and advocate for the person with
the adoption agency.

Return-to-owner (RTO)

This will be discussed in more detail in Chapter 8, but find
solutions to reunite people with their pets. Become
informed on whether your local shelter’s reclaim fees and
requirements are codified legally or more so guided by
organizational policy. Look for ways to make the process as
fairand equitable as possible.

Pet Food

Petfoodisanincredibly valuable resource to provide but
can become overwhelmingand cost prohibitive. Create a
strong plan for what is reasonable for your program and
share those expectations and limitations up front and with
fulltransparency. Work with pet and human food banks
when possible.

COMMUNITY OUTREACH

Euthanasia

Euthanasiais never easy, but many pet owners are faced
with limited options: either a prolonged and difficult natural
death or surrendering the pet in a traumatic and high-stress
way for euthanasia to be provided. Offeringa dignified,
peacefuland compassionate ending—with the option of
the owner being present—is one of the most impactful and
important services you can offer for both people and their
pets.

Pet licensure

Pet licenses do not exist everywhere and where they do, the
municipal requirements canvary drastically. It is necessary
tofully understand the license laws in your community. If
licenses are mandated, you must decide if your program will
provide them.

Pet limits

Pet limits do not exist in every community but when legal
limits are put in place by amunicipal code or ordinances,
understand the details in order to share with people what
they need to know for compliance.
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Community pets

Some communities have a higher rate of
community-owned, free-roaming pets. Please do not
assume every loose dogor cat isunowned, lost or in danger.
Ask questionsand collect information from the community
about these pets. Through listening, determine what if any
services can be offered and if there are considerations with
local laws. Not all pets must be contained in the same way
forahappy, healthy life,and there are avariety of humane
approaches to pet keeping.

Rehoming/pet surrender

While rehomingis a last resort, some circumstances
(housing limitations, death of a caretaker, medical
challenges, etc.) may present an unavoidable reality. In
these situations, whenall other options have been
exhausted, provide pet owners with as much information as
possible about networking with family and friends to
rehome. Local shelters and rescue groups are another
option for rehoming. Let owners know what support your
program can provide, such as supplies and services to assist
with the transition toanew home. If someone must
surrendertoalocal shelter,sometimes they need
transportation to the shelter,and just havinga friendly face
alongfor moral support is greatly appreciated.

Post-surgery emergency needs
Have a planin place with the veterinary providerin case
there are complications fromaspay/neuter surgery.

Inclement weather

Community outreach s year-round,and that means dealing
withinclement weather at times. Before beginning the
work, have aclear planin place for when outreach/transport
should be cancelled and what other duties can be
performed onthose days. That time can be used for
administrative or data entry catch-up or making calls to
people who have not been engaged recently. Itisalso
important to set the expectation with the community that
you will likely not be available if school/government offices
are closed. Change your outgoing voicemail as needed to
give people pertinent information for their pets.

COMMUNITY OUTREACH

Community ambassadors

You are certain to meet community members who become
invaluable allies,a part of your program and an extension of
your team. People can spread the message about the
program to friends, neighbors and family members, helpin
settingand checking TNR traps or take the outreach team
around to make introductions. Have a plan for how to
adequately recognize and thank community ambassadors
and how not to take advantage of people’s generosity.
Never require that any pet owner volunteer timein order to
receive services.
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Dataand mapping

WHY IS DATA IMPORTANT ?

Data collection is essential to any community outreach and
support services program. A long-term commitment to
collecting, analyzing and sharing data about the
communities, people and pets served should be part of
your planand operations.

It’s commonly thought that a community’s animal welfare
data can be measured mostly in shelter statistics and
outcomes. Shelter dataisimportant, but datafor pets
outside the shelterin the community at large is just as
important and much less available, especially in
underserved areas. The data we are discussingin this
chapteris from people and pets outside the shelter system
and, more specifically, people and pets not traditionally in
contact with or served by the animal welfare field.
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Dataat its most basic levelis simply a group of facts and/or
numbers. For our purposes, data is information about people
and pets that helps us develop and operate community-based
programs more effectively; understand audiences of pet
owners largely unreached; and tell the story of the need for
support-based initiatives. Consistent and comprehensive data
collectionallows you to:

m Track, directand analyze your work.
® Demonstrate your organization’s effectiveness.

m Monitor changes and look for patterns over time and by
geographiclocation.

m Create attractive and informational charts, maps, graphics
and marketing materials.

m Share your work with supporters and community members.

® Provide detailed and comprehensive reports for donors so
they know exactly where their money is going.

m Show board members, donors and foundations that
community-based animal welfare work is unique and
necessary.

Good data can make your organization’s work more effective
and efficient because you use the information and patterns
foundinyour datato create or adjust your procedures,
programs and policymaking. Good data builds confidence
among staff and volunteers and these days is also more likely to
be required by foundations and donors. Datais essential to
successfuland sustainable community-based pet owner
supportwork.

DATA AND MAPPING

HOW TO COLLECT AND
STORE DATA

Thereis certain data that Pets for Life has found useful to
collectin order to both guide and report out on program work.
Hereisasample form with information to consider collecting.

Whatever datayou end up choosingto collect, hereare afew
key strategies for gathering that data while doing community
outreach work:

® Make observations.

® Ask people questions.

® Be conversational.

® | isten more than you speak.

® Focuson relationship-building.

Practice and experience willimprove your ability to gather data
through various methods. For example, while you introduce
yourself onsomeone’s front porch, you can observe their
address and age range without having to ask. Or when someone
introduces you to their pet, you can determine the pet’s
species,genderand size. A few well-placed, open-ended
questions will allow someone to tell their story, which will
include many pieces of information about both the person and
their pet. As you get to know people and gain trust, you'll learn
lots of information simply through regular conversations.

Outreach staff are encouraged to record information by
whatever method is most comfortable—that could be jotting
down notes, filling out anintake form or typing notesona
phone ortablet. Be sure to gauge people’s response and ask
permission to take notes when needed or adjust collection
methods to make people most comfortable.

The best way to ensure complete and accurate dataisto
enterinformation into your organization’s chosen program or
database system immediately after outreach. Itisagoodideato
enter datathe same day asitis collected or the same day a
service or supply is provided. The longer the time between
collectionand entry, the more likely details and nuance

will be lost.
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Asyou collectand record data, be aware there are times
when data collected does not need to be permanently
recorded into your data storage system. For example, to
manage your outreach, you may keep notes about
individual houses—which ones are vacant, ones where no
oneanswers the door, where you heard dogs barking
indoors, where residents said to come back later, etc. But
once you've contacted someone and gathered more
detailed data, those initial notes are no longer needed. Only
the key information selected by your organization needs to
be recorded in your data storage system.

We encourage the use of a centralized electronic system to
make dataanalysis and reporting much easier and to allow
foraccessibleand comprehensive searches. Your
organization’s needs, abilities and resources will dictate the
best fit. There are many options available, but here are afew
examples of programs that can be used to enter and

store data:

m Excelspreadsheets
® Google Sheets

® Microsoft Access
m FileMaker Pro

® SmartSheet

® A custom-built or custom-modified system

All data should be entered into one system by all staff and
volunteers. Everyone should also be using the same
terminology, understand what each piece of datameans
and why the datais being collected. Consistency in training
staff and volunteers will make collecting and entering
complete and accurate data easier.

When first starting out, one of the simpler options, like a
shared Google Sheet or Excel spreadsheet, can work fine.
But as theamount of collected data grows, spreadsheets
can quickly become too large and difficult to navigate.
Regardless of what system is chosen, having good data to
work with depends on data collectionand entry beinga
coreand valued part of the work.

DATA AND MAPPING

DATA MAPPING

Inaddition to collectingand storing data, mapping datais also
useful. Maps can be visually impactful, bring data to life and
can be usedasatoolin guiding,analyzing and sharing
information about community outreach work. Maps can
display statistics inaway that is easier to understand than
numbersalone,and mapping data makes it possible to look
for geographic patterns and trends over time.

In order to map geographic data forapersonand pet,a
record must contain avalid street address,and the address
must be geocoded. If you are not familiar with it, geocoding
may sound intimidating, but it simply refers to takingan
addressand findingits location on Earth; more specifically, it
means finding the home’s exact latitude and longitude.
Geocoding can be aone-timetask orabuilt-in part of adata
management system. For example, you can upload a
spreadsheet of data with addresses into Google Maps and
Google automatically geocodes the addresses and places
them on the map. But you must do this each time your original
datachanges. Along-term solution is configuring your
database program to find the latitude and longitude of each
addressand store it permanently in the client or pet record.
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To geocode for free or onan as-needed basis, the easiest
optionisto upload a spreadsheet with addresses and other
datato Google Maps. The downside of Google Maps is that
map editing options are limited and downloading the
resulting geocoded datais not possible. If the planis to use
geocoded data inanother mapping program, online
services like BatchGeo or Texas A&M Geoservices are good
options to explore. These will geocode addresses and make
them available for download and use in any map program or
software. Another option is ESRI’s ArcGIS mapping
software, but this program requires the purchase of a
license.

The best long-term option is to set up the chosen database
system to automatically find and add the latitude and
longitude information to records in the database at the time
information is entered. Geocoded addresses can then be
exported and used with any mapping program or tools.
There are many options for this, including Google’s free
geocodingservice for developers, which can automatically
geocode withinadatabase.

Note: Google Maps is a good one-stop shop for building a
simple map. Geocoding and map-building tasks are all in
one place. See Chapter 3 for setting up a Google account.

Once geocodingis figured out, there are many programs
you can use to create and design maps, including the
previously mentioned Google Maps and ESRI ArcGIS
software. Google Maps is free but has limited design and
export optionsand requires aninternet connection. QGIS
isanother free desktop software option thatisa robust,
open-source mapping program. A midrange option is
MapBox, which has both free and upgraded paid versions.
The most advanced, widely used and well-supported
mapping systemis ESRI’s ArcGIS online and desktop
programs. They charge areduced, smallannual license fee
for nonprofits. This option also offers the ability to create
online mapping applications. Choosing which programis
the best fit will depend on your organization’s budget,
needs and skills.

DATA AND MAPPING

HOW TO USE DATA
AND MAPPING

There are almost unlimited ways to use datain tracking,
guiding, analyzing and sharing your work.

Utilize in proactive and reactive outreach
Day-to-day outreach is more effective when using data to
inform schedules, locations and relationship building. For
example, if astreet shows only one person met, that street
should receive more proactive outreach. However, if 80%
of the households have been engaged, another street can
be added. When planning reactive outreach time, look for
all people already metinagivenareato be visited at the
same time toincrease efficiency. (Types of outreach are
discussedin Chapter 4)

This map shows a Pets for Life focus area, with green dots
indicating people met through proactive door-to-door
outreachand blue/purple dots indicating people who called
or were referred by someone else. The map makes it easy to
see that proactive outreach was concentrated inasmall,
distinctarea,and people metin other ways covered awider
geographicarea.
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Monitor changes and patterns over time

Consistent and continuous data collection allows for the
tracking of various metrics to see if there are changes and
what the changes are,as shown inthe example to the right
of theincrease in spay/neuter rates. »

Heat or density maps like the ones below can show the
location of new people and pets met each year, as seen
here where theyellow and red spots indicate
higher-densityareas. ¥

DATA AND MAPPING
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DATA AND MAPPING

This example of adensity map not only shows where concentrations of people and pets were met, but also shows how the focus
area coverage grows year to year.

Create charts, maps, graphics and marketing materials to demonstrate program and organization effectiveness
Incorporate data in marketing graphics to highlight successes and share multiple categories of data at once.
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DATA AND MAPPING

Here each paw printicon indicatesa personand pet served and shows the concentration of outreach.
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DATA AND MAPPING

These fundraising posts on social media share information on pet resource deserts and the importance of community outreach

with digestible graphics and visual support.
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Currently, DCAPS PFL program focuses specifically on the 75210, 75215, and
75216 np codes, which 15 a pet resource desert, as you can see from the resource
map above. By providing ressdents with consistent access to the sennces they need
and want, we are keeping pets healthy, happy in the homes they already have
Within our area of service:
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0 Dallas Companion Animal Project san
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communibies through door-to-door community
outreach and pet gwner Support services, such as
free spay & neuter, basic wellness care, supplies
and information. Through this vital community-based
pregram, our dedicated PFL cutreach team has
been building positive, lasting relationships with
residents of South Dallas for nearly five years

W can say without hesitaton that a love for pats
transcends socio-atonomc boundanes, and No one
should be dened the opportunity 1o expenence the
benefils and joy that comas from the human-animal
bond, Unfortunately, tens of thousands of people in
Dalkas who adore their pets just as much as any of
us have painfully little access to affordable services.
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illustrated by this resource map and data graphic.
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Dallas Companion Animal Project is (% asking for donations.  ***
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DCAP's Pets for Life program is dedicated to bridging the gap between
animal service providers and the tens of thousands of South Dallas residents
living in poverty and experiencing a stark lack of access to pet resources

they need and want. We are constantly analyzing the impact of our PFL
program, which is highly strategic and data-driven, to ensure we are
reaching people and pets in underserved communities as effectively as

possible. We wanted to share this map with you, w... See more
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DATA AND MAPPING

Provide reports for staff and donors
Weekly and monthly data reports can be utilized by the outreach team to share internally with staff what the outreach program is
achieving or with donors who want to know what their funds have accomplished.

Vinita Weekly Report

Monthly Report

Tahlequah
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DATA AND MAPPING

Show why community-based animal welfare work is necessary

These graphics share key pieces of data collected while conducting outreach and meeting people and pets. Instead of simply
usinga plain number or list of numbers, eye-catchingand colorful designs are created for greater impact.

PET ACQUISITION

NEIGHBOR / FAMILY / FRIEND: 54%
FOUND / ROAMING: 24%

PET'S LITTER: 11%

BREEDER: 6%

SHELTER / RESCUE: 3%

ONLINE / NEWSPAPER: 2%

PET STORE: 1%

78%

PETS HAVE NOT NEVER CONTACTED
SEEN VETERINARIAN ANIMAL SERVICES

Data collectionisanintegral component to operating an effective and successful community outreach and support services
program. The discussion and examples in this chapter are just a start to all the potential benefits that come froman
organization prioritizingand investing in data.
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Strategic program growth

In order to achieve equity in access to pet resources,
community-based programming must be viewed asa
long-term commitment. As long as poverty exists,
community outreach and subsidized services will be
necessary and should become a priority initiative in
animal welfare.

SATURATION AND MIGRATION

With agoal of buildinga consistent community presence and
sustained strategic outreach, support services programming
requires focus and patience. Staying the course over time will
resultin saturation, meaning the development of a strong
community partnership and increase in pet services
throughout your focus area. This isachieved through
thoughtfuland deliberate door-to-door outreach.
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STRATEGIC PROGRAM GROWTH

As high levels of saturation start to be realized within afocus area, do not stray from the outreach strategies. Whether the focus area
is several zip codes, one neighborhood or a census tract, maintaining a presence is necessary. An increase in reactive outreach (as
defined in Chapter 4) will happen over time as word-of-mouth spreads, but proactive outreach (as defined in Chapter 4) should never
stop. As saturation occurs, new streets, blocks and community pockets can be added for proactive outreach, while you continue to
serve the original area reactively. We refer to this process of growing coverage throughout the focus area as migration. See examples
here that show how reactive outreach grows over time while proactive outreach continues to grow and be maintained as well.

RELATIONSHIP BETWEEN PROACTIVE & REACTIVE OUTREACH
WISCONSIN HUMANE SOCIETY - MILWAUKEE, Wi

1,000
TYPE OF
OUTREACH
CLIENTS
MET PER I PrOACTIVE
TR I ReacTivE
2013 2014 2015 2016
YEARS PROGRAM HAS BEEN IN OPERATION
RELATIONSHIP BETWEEN PROACTIVE & REACTIVE OUTREACH
CHARLESTON ANIMAL SOCIETY - CHARLESTON, SC
300
250
TYPE OF
200 OUTREACH
CLIENTS
MET PER 150 B ProACTIVE
YEAR
100 B ReacTive

2014 2015 2016
YEARS PROGRAM HAS BEEN IN OPERATION
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Migration is not a perfect science and must be informed by
dataand guided by the community. You may even begin to
migrate and then have unforeseen circumstances dictate a
changeinthe plan. One exampleis if gentrification occurs.
Gentrification is when more affluent people move into
traditionally low-income areas (often communities of
color), which canlead toanincrease inavailable businesses
andservices butalso to increased

STRATEGIC PROGRAM GROWTH

property taxes and rental rates. This can resultin residents
being displaced and require you to revisit a previous area or
addanewfocusarea.

Note: Housing insecurity—which includes several
dimensions of housing problems people may experience,
including affordability, availability, safety, quality and loss of
housing—is an increasingly common and devastating issue in
communities across the country. Learn more at the National
Low Income Housing Coalition (nlihc.org) or the Eviction Lab
(evictionlab.org). Housing insecurity can be compounded
for people with pets; for more details, see the Eviction
Response Toolkit at humanepro.org/eviction-toolkit.

As migration in program outreach takes place, new areas
require an emphasis on proactive outreach. At this point there
must beabalancein creatingapresence inthe added area
whilesstill responding to the original areaas medical issues
come up, new people move inand people acquire new pets.
Adheringtoastrict schedule as discussed in Chapter 4 is more
important than ever. Also critical is data collection and
mapping out saturation and migration—see Chapter 5 for
more instruction on how to create and utilize maps. As you can
seeinthis example, the geographic reach of the program grew
year to year while never leaving the area where the

program started.

19140
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INCREASE
PROGRAM REACH

Geographic growthis not the only way to evolve and
strengthen impact over time witha community outreach
program. You can increase capacity for services like
spay/neuter and wellness care beyond initial program
availability and offer new resources like pet deposits and
pet supplies that may not have been possible when first
startingthe work.

Capacity growth can take shape in various ways:

m Additional staff to create more bandwidth for outreach
hours or higher rates of transportation support

® More veterinary partners to boost the number of
spay/neuter and medical appointments or the days available
for peopleto choose from

® Larger budget for expansion of medical care options

Resource growth may be possible instead of or in addition
toanincrease in capacity. Most programs are unable to
offer every type of support service the community wants
and needs at the outset, so evaluate what you have learned
from the community and what would add the most value to
the program. Considerations for resource growth are:

® Housing support: Talk to landlords proactively about how
to be more welcoming to pets; get involved with city or
county programs and policymaking and cover pet deposits.

m Return-to-owner: Provide supportto ensurethe
reunification process is readily available. Remove financial,
transportation and information barriers that may prevent
people and pets from being reunited.

m ntake diversion: Identify reasons why people are faced
with the difficult decision to surrender their pet at the
shelter orinthefield,and offer alternatives to keep
families together.

STRATEGIC PROGRAM GROWTH

m Adoption: Make adoption available to anaudience of
people who have largely not seen formal rescue asaway to
acquireapet. According to PFL data, only between 3%-5%
of peoplein underserved communities currently get their
pet fromashelter or rescue.

m Supplies: Outdoor shelters,indoor crates, litter boxes,
toysand otheritems are often out of reach for many people
and can make a huge difference in the health and happiness
of the personand the pet.

Withany increase in the volume of people and pets met or
services provided, do not forget that demand increases for
allareas of the program, including additional data entry,
follow-up calls,administrative needs and team
management.

Every organization starts in a different place with
community outreach program goals and capabilities, so
how the program grows and evolves will vary as well.

ORGANIZATION PHILOSOPHY

Theinfluence of community outreach programming can be
far reachingin ways that are not tied specifically to direct
care expansion. Another way to grow isimplementinga
community-minded philosophy throughout an
organization—reflected inall departments, messaging and
fundraisingand board of directors.

® Review your organization’s mission statementand
modify it if needed to reflectacommitment to inclusion,
fairnessand social justice.

® Make sure everyone in your organization, from
leadership to front desk staff,is committed to integrating
and upholdingan approach that creates equity inaccess to
pet resources.

® [nventory organizational policies and processes to
identify gaps in resources; unintended or disproportionate
implementation of punitive measures; or barriers to
services that may exist for some pet ownersinyour
community.
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MEASURING AND
DEFINING SUCCESS

Community-based animal welfare work requires anewand
different way of thinkingabout how to measure
success—evolvingand adding to traditional mission-level
metrics in our field. Most metrics historically are
shelter-based (intake, euthanasia, adoptions, length of stay,
live-release rates, etc.). While important, this data does not
encompass community-wide conditions or show
programmatic impact throughout the community.
Measurements that define success in the context of
community engagement and an organization’s ability to
bridge the gap in reachingan audience of people and petsin
underserved areas include:

m People/pets served through community outreach
m Medications/services/supplies provided
® Spay/neuter surgeries completed

m Percentage of pets unaltered when met

m Conversion rate (percentage of unaltered pets metand
altered through the program)

m Percentage of pets who had not seen a veterinarian
before the program

m Percentage of people who had never contacted ananimal
service agency before the program

m Compilation of ways in which people acquire their pets

m Percentage of people needing transportation support to
and from veterinary appointments

Use elements from the community assessment and
resource map created in Chapter 3asafoundationto
showcase current gapsin or complete lack of access to pet
services inyour community and toillustrate the unique
effort your organization is making to bridge those divides.

SUSTAINABILITY AND MESSAGING

Share that your organization has done due diligencein
decidingwhere toinvest timeand funds andis carrying out
the work with careful deliberation. Creating maps and other
visuals as discussed in Chapter 5is extremely helpfulin
making donorsaware of the barriers and isolation from
services that many people and pets faceand why a
door-to-doorapproach isimportant.

Program effectivenessis also measured through long-term
focus, which results in consistent community engagement,
saturationand migration over time, as discussed in Chapter
6. Sharing this information through maps that chart
locations of pets served and services provided is useful. You
can even individualize data based on aspecific area of
interest foradonor or foundation, like one with a
concentration on cats or focus on serving senior adults.
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FUNDRAISING IDEAS

The ability to crafta compelling story and identify untapped
opportunities isas critical as managing a robust donor
database or organizingan annual fundraisingappeal. These
effortsall require clarity, intention and some imagination in
order to be successful. Your organization’s type may dictate
the sources of funding available to you (e.g., municipal
agencies receive the majority if not all of their funding from
government), but there are some general strategies for
raisingmoney fromindividuals and foundations:

® Tell succinct yetimpactful stories of individual people
and pets. See Storytelling Tips here.

m Use strongimagery that honors the human-animal bond.
See Photography Tips here.

m Createacalltoactionaround systemicissues of inequity.

m Connectasks to tangible services and supplies provided
through the program, like a $25 donation for kitty litter/litter
box, $50 for one veterinary appointment, $100 for one
spay/neuter surgery, etc.

® Engage onapersonaland human level, connecting
people to the work and giving them an opportunity to walk
insomeone else’s shoes and gain a different perspective.

® |ncentivize giving with matching gift campaigns and
platforms where donors can monitor progress toward a
fundraising goal.

m Show cost comparisons. The cost per pet for traditional
intake and rehoming inanimal shelters, rescues and
municipal agencies is often much higher than the per-pet
cost of providing proactive support services.

m ook outside of traditional animal welfare funders for
support. Public health agencies, faith-based organizations
and community improvement and quality-of-life initiatives
areafew examples.

SUSTAINABILITY AND MESSAGING

m Getandstay organized withagrant calendar for
application deadlines,aschedule for social media posts and
aplanfortying fundraising opportunities to holidays and
other special events.

® Say thank you. Duringand followingany fundraising
campaign, event or donor engagement, acknowledge gifts
and recognize supporters publicly when appropriate and
always personally inatimely manner.

Funding will flow more easily when thereisaclear vision and
commitment throughout your organization to building
equity inaccessto pet resources. Consistent messaging
minimizes confusion on the organizational mission and
buildsastrongbrand.
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REALLOCATION

Funding for your program does not need to come from new
revenue only. Finding ways to reallocate or apply existing
resourcesisincredibly valuable. This can come in many
forms, so think creatively:

® Have a current staffer, between their existing
responsibilities, devote hours to supporting community
outreach through data entry or follow-up phone calls.

m Shiftastaff position from traditional shelter work to
community outreach.

m Designate a portion of money assigned to medical care
for shelter animals to instead cover veterinary care for
owned animals.

m Transfer traditional marketing expenses like online ads or
billboards to support outreach hours.

Small,incremental reallocations can have a majorimpact
and steadily grow over time.

MESSAGING AND
COMMUNICATIONS

There are respectful and effective ways to tell the story of
your community outreach program that avoid perpetuating
harmful stereotypesabout underserved communities while
inviting your supporters to support equity inaccess to pet
resources. You can tellacompelling story that brings
supportersalong with your organization’s work and
increases the program’s sustainability.

An effective communications plan nurtures anin-depth
understanding of systemic poverty, institutional
discrimination and the barriers to services that peoplein
underserved areas experience. Some key factors to take
into account when developing this plan:

m Positivity: Create and maintain athemein storytelling
that highlights the love people have for their pets.

SUSTAINABILITY AND MESSAGING

m Consistency: Integrate community-based work intoall
communication methods and platforms—web, social media,
video, email, public relations, event graphics, brochures and
other printed materials.

® nternal connection: Outreach staff should bein regular
contact with marketingand development staffin order to
supply storytelling content and ensure that messages are
crafted authentically and with respect to community
relationships and partnerships.

® Measurable goals: Monitor the effectiveness of marketing
efforts by analyzing website traffic, social media engagement
and email click-through rates, or even solicit feedback from
your supporters through an online survey. The more
information you have, the more you can fine-tune

your approach.

® Language: Understand the power of words and
acknowledge how some words may perpetuate divisionand
cause harm. See more on the importance of language here.

m Accountability: Provide opportunities for community
storytellingand perspectives to be shared and practice
cultural humility—the practice of looking inward and
examiningimplicit bias.
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Policyand enforcement reform

There are many ways companion animal welfare can evolve
to be more inclusive and fair,and a focus on support
services canyield results that are beneficial to animalsand
people. Two areas critical to evaluate are internal
organizational policies and enforcement of animal welfare
ordinances and statutes.

INTERNAL ORGANIZATIONAL
POLICIES

Every animal welfare organization has practices and policies to
examine through an equity lens. Initial review steps include:

® Audit current written policies.

m |dentify unwritten policies and assumptions that guide
decision-making.

m Highlight areas where policies are missing.
m |dentify staff responsible for implementation of policies.

® Analyze how policies are communicated and applied to
the public.
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Policies vary by organization,and there are likely many to
review and consider in your organization. As you work
toward servingall people and pets in your community fairly
and without discrimination, here are afew moreissues to
consider.

RETURN-TO-OWNER POLICIES

The best return-to-owner strategy is one that focuses on
preventing pets from cominginto your shelter by providing
proactive community support through microchips,
identification tags, guidance onlost pets and in-field return
strategies. Michelson Found Animals has great information

available at foundanimals.org/covid-19-rto-in-field-services.

Interms of actual policy, when pets do enter the shelter
system, itis crucial for organizations to consider the
difficulties some pet owners have in reclaiming their lost or
displaced pets and the barriers put in place by many RTO
policies. Too often, RTO policies disproportionately impact
people with lower socioeconomic status. Fees, for example,
areone of the largest barriers to reclaiming a pet.

Inrecent years, more has been done to reunite petsin the
system with their families, but inflexible policies and
expensive fees still result in too many animals labeled as
“homeless” even when they have ahome. Countless people
face the choice of paying exorbitant fees or leaving their pet
inthe shelter, which for manyis no choice atall. Some
peopleare afraid to reclaim a pet because of fear they will
be threatened with citations or criminal charges or treated
with suspicionand judgment when entering the shelter.
Other people simply don't know where to look for their pet.
Computer and internetaccess are not readily availablein
every community, so making online postings of picked up
animals does not reach everyone. Additionally, viewing
hours still too often exclude evenings and weekends, the
only times when many people who work hourly wage jobs
areable to go.

POLICY AND ENFORCEMENT REFORM

Thereisalong-held misconception that redemption fees
actasadeterrenttoensureapetdoesnotendupinthe
shelter, that they are necessary to offset costs of
temporarily housingan animal or that those who cannot
pay them should not have a pet. None of these are true. A
fineisnotadeterrentifaperson cannotaffordto payit. The
ideathataperson can preventan accident from happening
or repair asituation that resultsinaloose pet based ona
potential fine is not realistic. Accidents can happento
anyone,and no person should lose his or her pet because of
one. The best way for shelters to ensure a pet is safely
controlledis to provide information and support, not puta
solution further out of reach.

Returningapet home as quickly as possible, or
incorporating field returns where a pet never enters the
shelter to begin with, can save money. The cost of
continuingto house and find new homes for animals will
almost always surpass what would be charged in
redemption fees, especially when you consider how many
pets could go home if money was not a barrier. Eliminating
RTO chargesalso goes alongway in building trust and
rapport with the community, which inthe end is better for
the shelter, the people and the pets.
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Some RTO fees are codified by law, while others are set by
organizational staff or decided on a case-by-case basis.
Depending onthe structure, thereisarange of possibilities
for reuniting more people and pets and making RTOs more
equitable.

m Allocate staff to actively seek out owners.

m Use technology,social mediaand online forums to share
information on lost pets.

® Proactively and regularly communicate your
organization’s desire to reunite people with their pets.

m Advocate for equitable ordinance or statute changes
with city, county or state officials.

m \Wajve fees when allowed,and when that is not possible,
offerapayment plan.

m Seek grants for pet retentionand pet reunification.

m Askfor funding from donors, foundations and
supporters specifically for vaccines, boarding, microchips
and spay/neuter for lost/reclaimed pets.

m Create abudget lineitem to offer free or subsidized
redemption resources.

OWNER-PRESENT AND

OWNER-REQUESTED EUTHANASIA
Unfortunately, humane euthanasia for a pet has not
historically beenaccessible to everyone. Even when
owner-requested euthanasiais available, owner-present

oftenis not. Far too many people are left with the options of

apet passing at home, which can be prolonged and painful,
or surrendering their pet to alocal animal shelter oranimal
service agency for the pet to be euthanized.

POLICY AND ENFORCEMENT REFORM

End-of-life decisions are difficult,and not being able to give

your pet a peacefuland dignified ending can be traumatic for

the family and the pet. While offering euthanasia services to
the public can be complexand difficult, finding equitable
solutionsin thisareaisimportant and necessary.

If your organization can provide this essential service, here
are some best practices:

® Develop and share information with people on the process

and services available.

® Give owners time to make the decision and to say goodbye.

m Createaprivateroom orareathatis quiet, visually
comfortingand has enough space for the euthanasia
technician/veterinarian, the pet and the pet owner.

m Choose staff based on experience, trainingand empathy.

m Certify multiple people in order to have arotation of
euthanasia technicians to alleviate emotional burnout. For
more information on compassion fatigue, go to
humanepro.org/topics/compassion-fatigue.

m |dentify partnerships with private practice and mobile
veterinarians to utilize when shelter staff are not available.
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ADOPTIONS

Everyone can benefit from the joy and unconditional love of
apet,and pet adoption should be available for all who seekiit.
Yet, Pets for Life data shows that less than 5% of peoplein
underserved communities acquire their pets through a
formal rescue oradoption process. Foranin-depth guide to
making your adoption practices and policies welcoming and
inclusive, please visit
humanepro.org/page/adopters-welcome-manual.

Hereisasummary of our key suggestions:

® Rely on conversations that get to know the potential
adopter instead of applications.

® Focus on relationship building and strong customer
service.

® Remove requirements that create barriersand prop up
racialand economic inequity.

® Provide subsidized or fee-waived adoptions.

m Offeradditional resource programs and support after
the adoption.

Forall policy changes within your organization, getting your
staffand volunteers onboard isimportant. The keys to
getting buy-inand compliance include: clear and transparent
communication on the reason for the change; guidelines on
how toimplement new policies; open forums for discussion;
and follow-up on successes. It can take time for everyone to
adjust to the changes, but you must be consistentinapplying
and expectingadherence to the new or modified policies.

All people within an organization—not just the staff
responsible for direct community engagement—should
receive training on interacting with the public. This training
should focus on critical skills that build empathy and
emotionalintelligence, such as creating a welcoming
environment, active listening and de-escalation. The training
must be integrated and reinforced within all facets of an
organization. Supervisors fromall departments should
engage in the training to ensure all staff are committed to
becomingawelcoming resource to the community.

POLICY AND ENFORCEMENT REFORM

Inaddition to training, it is equally important to make sure
staff feels cared forand engaged. It is essential to celebrate
successes, especially at the beginning of the cultural shifts
and policy changes. Create visible, regular opportunities to
highlight situations where support was provided toa

personand their petinstead of amore traditional response.

Regular check-ins with staff and volunteers on anindividual
level are also recommended.

60


https://humanepro.org/page/adopters-welcome-manual

ENFORCEMENT

Anational conversation is happening on the economic and
racial disparities in the criminal legal system and on shifting
from punitive-only approaches to more support-based
community engagement models. Because their work
sometimes entails an enforcement component, animal
welfare organizations are not exempt from these
discussions or concerns.

The animal welfare field has been discussingand treating
theissue of animal cruelty and neglect the same way for
decades. Itistimeto take aserious look at this perspective
and the effectiveness of the approach. While institutional
and large-scale cruelty situations do exist, what has
traditionally been labeled as “animal cruelty” in individual
pet owner situationsis frequently anissue of owners lacking
access toservices or needing financial assistance. The
distinction isimportantin order to move animal welfare
away from criminalizing poverty and demonizing pet
owners who face socioeconomic and access challenges
toward a model where we offer understanding and support.

Too often, underserved neighborhoods are stigmatized as
places where cruelty is prevalent, which perpetuates
harmful stereotypesand myths. This can exacerbate the
existing gap in services and create distrust between service
providers and the community. There isasignificant need to
repair distrust and treat people with dignity, respect and
understanding. By focusing on support instead of
punishment, animal controland humane law enforcement
agencies can build trustand become acommunity
resource.

POLICY AND ENFORCEMENT REFORM

Shifting to support-based enforcement is not an easy task; it
requires an open mind, patience and a desire to achieve more
just results. Many officers may think their choice s binary:
Either leave a situation unaddressed or issue a citation and
seizeananimal. Butas officers obtain more training, guidance
and resources, the options for resolving situations increase.
Trustand relationship building benefits the collective health
and well-being of pets more than division and conflict.

Some helpful tipsand tools to utilize in the process are:

m |nstead of focusing on citations, budget to provide pet
ownerswith resources like outdoor shelters, veterinary care,
runners/trolleys, fence repairs,indoor crates, grooming, etc.
See the Pets for Life Sustainability Guide forideas on
fundraising, messaging and reallocating for support services:
humanepro.org/pets-for-life/sustainability-guide.

® Partner with groups offering such pet resources.

m Createaresource guide with human support services
for officers.

® Authorize and train officers to provide rabies vaccinations
inthefieldat no or low cost.

® Encourage officers to share suggestions when appropriate
for resolving pet-related disputes between neighbors.

61


https://humanepro.org/pets-for-life/sustainability-guide

m Ensure fairand consistent handling of complaint calls.
How calls are communicated with and assigned to officers
by compliance category and by location of complaint can
influence the tone of the response.

m Prepare officers to approach calls without ego and
exercising cultural humility.

® Facilitate meetings for officers to connect with
colleagues in other departments, organizations and
community leadersin order to find resolutions forissuesin
the field.

® Train officers onactive listening techniques, where
information is gathered and shared without assumption of
malice or guilt.

® Re-evaluate training requirements and topics to support
duties related to support-based approaches.

® Host trainings onimplicit bias; diversity, equity and
inclusion; de-escalation tactics; communication across
differences;and compassion fatigue. For more information
on compassion fatigue, see
humanepro.org/topics/compassion-fatigue.

m Set clear expectations for officers on community
engagement, nonjudgment and treating everyone with
respect.

m Create incentivesand issue positive performance
reviews for officers who comply with supportive practices.

® Remove quotas, if they exist, on issuing citations.

® Have regular check-ins with officers to discuss concerns
and challenges with managing support-based services.

® Update the language in job descriptions to attract
applicants interested in community support. In the hiring
process, be transparent about what is expected of officers.

® Repurpose positions from traditional enforcement
officers to community liaisons. See this sample position and

job description.

POLICY AND ENFORCEMENT REFORM

m Updatejobtitles toreflect your support-based
approach—for example, change “cruelty investigator” to
“community resource specialist.”

m Utilize datato review caseloads and outcomes. Track the
number of cases resolved through support measures, the
impact onintake,and map where gaps in services exist and
can beaddressed.

In addition to evaluating enforcement practices, your
organization should carefully consider the impact of
enacting new policies or lobbying for new laws. Legal
mandates do not change the accessacommunity has to
resources or the financial capacity of low-income pet
owners. Subsequently, penalties and punitive measures may
be unequally applied and have unintended consequences.
Even well-intentioned policies and laws can have negative
and disproportionate outcomes for pets, people and
communities.

The responsibility and power of enforcement should not be
taken lightly. Acknowledge the seriousness of citations,
finesand charges. Punitive measures can be life-alteringand
resultin substantial consequences for people; the possible
negative consequences include criminal records, family
destabilization, jail time, loss of job or income, exclusion
from government programs, emotional traumaand much
more.

Often the suggestion of shifting focus from punishment to
supportis misconstrued as turningablind eye to
enforcement calls and complaints. Actually, the opposite is
true. We advocate for increased community engagement
but with an eye toward support and mitigating harmful
outcomes for people and their pets. When removing
discriminatory policies and creating equitable practices, we
can do what’s best for animals by treating people with
compassion, respect and fairness.

For more reflection and discussion, read Punishment to
Support: The Need to Align Animal Control Enforcement
with the Human Social Justice Movement and Serving Pets
in Poverty: A New Frontier for the Animal Welfare
Movement.
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In closing

The Pets for Life Community Outreach Toolkitis a
comprehensive resource based on years of experience,
data gathering, analysis and learning. We hope the toolkit
servesasablueprint for creatingand nurturing
community-based efforts that build connections with
peopleandincrease equity in access to pet resources. Pets
for Life believes in the compassion and capability of the
animal welfare movement and in everyone who is willing
and ready to invest time in this process.

Dismantling exclusionary systems requires a collaborative
and sustained effort between animal welfare organizations,
the veterinary community, policymakers and funders—all
informed and driven by the experiences and input of people
within directly impacted communities. The animal welfare
field has a special opportunity to contribute to institutional
change. Companion animals present a strong point of
connectionand have the potential to bring people together.
If the animal welfare field embraces the opportunity, we can
contribute toamore just and fairer world for people and pets.
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APPENDIX

Appendix

TOOLKIT LINKS BY TOPIC

Demographics and Data

Poverty Guidelines from the U.S. Department of Health and Human Services

Poverty USA: Educational resource with maps and demographic data related to Poverty in the United States.

Rich Blocks, Poor Blocks: Mapping by income level

City Data: Demographic data by city and zip code

Fiscal Facts: Median Value of Family Net Worth, Tax Policy Center, Urban Institute and Brookings Institution

Detailed U.S. demographic data, United States Census Bureau

U.S. Demographic Quick Facts, United States Census Bureau

The Opportunity Atlas: Which neighborhoods in America offer children the best chance to rise out of poverty?

Mapping Poverty in America: Location and concentration of poverty, The New York Times

CDC Social Vulnerability Index: External stresses on human health data, Agency for Toxic Substances and Disease Registry,
Centers for Disease Controland Prevention

Labor force characteristics by race and ethnicity, 2019 (PDF), U.S. Bureau of Labor Statistics

The lack of racial diversity in veterinary medicine, Journal of the American Veterinary Medical Association

Detailed assessment of pet ownership rates in four underserved urban and rural communities in the United States, Journal of
Applied Animal Welfare Science

Eviction Lab
Income Inequality

U.S.income inequality, on rise for decades, is now highest since 1928, Pew Research Center

The Nation’s Income Inequality Challenge Explained in Charts, Institute on Taxation and Economic Policy

Income inequality: Evidence and policies from the Urban Institute
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APPENDIX

Income inequality is rising so fast that economic data can’t keep up, Chicago Tribune

HOLC “Redlining” Maps: The persistent structure of segregation and economic inequality (PDF), National Community
Reinvestment Coalition

Interactive Redlining Map Zooms In On America’s History of Discrimination, National Public Radio

On “Diversity”as Anti-Racism in Library and Information Studies: A Critique, Journal of Critical Library and Information Studies

Unpacking America’s Eviction Crisis, Eviction Lab

ADDITIONAL RESOURCES

Resources from the HSUS
Pets for Life Sustainability Guide
Pets for Life

Compassion Fatigue

Adopters Welcome Manual

Suggested reading/viewing list
PFL Resource List

Recommended trainings/workshops
Animal Care Expo
Diversity, Equity,and Inclusion Resources, The Association for Animal Welfare Advancement
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Our Promise

We fight the big fights to end suffering for all animals.

Together with millions of supporters, we take on
puppy mills, factory farms, trophy hunts,
animal testing and other cruel industries. With our
affiliates, we rescue and care for thousands of
animals every year through our animal rescue team’s
work and other hands-on animal care services.

We fight all forms of animal cruelty to achieve
the vision behind our name: a humane society.
And we can’t do it without you.
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