


IV  Community Assessment

“ Think occasionally of the suffering of which you spare yourself 
the sight.”—Albert Schweitzer



1. Create zip code and 
demographics spreadsheet

•   Consult and document credible source  

for standard demographics (population, 

household income, ethnicity, etc.) 

• Determine number of households

• Calculate estimated number of pets

•  Visit the neighborhoods

•  Take note of “hot spots” or blocks with lots of 

cats and dogs

•  Select the “hot spot” or block where your team 

will begin the door-to-door outreach

•   Enter all current contacts and community partners

•  Enter all potential partners and contacts

4. Create community 
resource spreadsheet

•  Search for and enter any resources for pets and 

pet wellness

•  Search for any resources for human 

welfare services

Community Assessment Summary

3. Create collaborative 
contacts spreadsheet

2. Identify starting point
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•  Search for and enter any online, print, and broadcast 

media contacts

•   Transfer zip code demographic spreadsheet data 

to city or county map

•  Add statistics to best tell the story to different 

audiences (stakeholders, donors, volunteers, etc.)

•  Plot all resources identified by category (pet food, 

spay/neuter clinics, veterinarians, pet wellness, etc.)

•  Plot neighborhoods and outlets to post materials and 

canvass, for events only

6. Create zip code and 
demographics map

7. Create community 
resource map5. Create media 

contact spreadsheet

8. Create promotional map
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IV  Community Assessment

The community assessment must come first. It helps 

develop the foundation on which to build your work 

plan, allocate resources, and create community 

outreach strategy.

The HSUS’s PFL program uses community assessments 

to narrow down focus areas for our programs, to 

assist other organizations in the same process, and 

to illustrate to policy makers and animal welfare 

advocates why it is important to assess a community’s 

animal welfare status by looking outside of the animal 

shelter. When we look only at shelter intake and 

disposition statistics, we miss valuable information 

that can inform our strategy and success.

According to the 2013–14 American Pet Products 

Association (APPA), National Pet Owners Survey, 

83% of owned dogs and 91% percent of owned cats 

are spayed or neutered in the United States. However, 

in many of the communities where PFL is active, our 

data indicates nearly the reverse of this, where the 

proportion of altered to unaltered pets is flipped, with 

a strong majority (87%) of owned pets being unaltered 

when we met them. (See Chapter 13 :  Tracking and 

Gaining Program Support). In order to reach the 

remaining group of individuals who have not altered 

their pets, we first need to know where they are.

 
Pets for Life: 

 An In-Depth Community Understanding 2014 Report

Shelter intake and disposition statistics are important 

and will be part of the community assessment. 

However, using a more comprehensive approach 

to assessing your community — locating under-served 

areas and identifying resources of all relevant types 

—is also needed; these pieces of information will tell 

a more complete story than shelter numbers alone. 

The information includes services for animals 

and people living in under-served neighborhoods. 

All information is relevant when assessing the real 

conditions of a community.

Many free tools are available to help collect and plot 

this information. This will take many focused hours and 

preferably a team working together, sharing ideas, and 

processing information but it is well worth the effort! 

You’ll be amazed how valuable this kind of assessment 

will be. Even those who thought they already knew 

their community will learn something new.
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Begin with a Spreadsheet

To ensure success, a comprehensive worksheet 

for tracking the data gathered in the community 

assessment must be developed. This tool can be 

maintained most efficiently if it’s in electronic 

form; it also needs to be shareable and portable. 

The worksheet includes information such as: 

community demographics, and other indicators 

leading to your neighborhoods of focus; care and 

wellness resources; contact information; and columns 

dedicated to documenting relationship status with 

collaborative partners. The overall worksheet will 

include additional separate spreadsheets.

 
Tab Naming [Worksheet]

Useful Tip: If creating the spreadsheet database 

online, use either contact management 

software or an Excel document. Excel is easily 

customizable for expanding data collection and 

is more widely used to share the database with 

collaborative partners. Graph paper is helpful if 

collecting information by hand.
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Community Demographics and 
Focus Neighborhood Indicators

This first spreadsheet is important because it 

highlights areas of focus and provides details for 

developing a visual presentation (using a map) for 

planning and sharing with your team, community 

supporters, and potential donors.

The first step is to segment the market (city, town, 

village, island, etc.) by zip code. This is an easy 

place to start because current information is readily 

available online. A community demographics 

spreadsheet should include zip codes and other 

geography labels down the first column of the page. 

Column labels across the top should include (but not 

be limited to):

• Geography

• Zip code

• Total population

• Total number of households

• Estimated dog-owning households

• Estimated cat-owning households

• Total number of dogs / total number of cats

• Ethnicity breakdown

• Average or median household income

• Percent of residents below poverty level

• Educational attainment

• Percent of renter-occupied residences

• Local crime rate and statistics

• Shelter intake and euthanasia

Once this data has been collected at the zip code 

level, it will be clear where to focus the outreach 

efforts. Select the target zip codes, dig deeper, and 

obtain neighborhood-level statistics (if available). 

The program will be most successful concentrating 

on a single neighborhood until meeting its goals, 

and then move to the next closest community. 

Therefore, the more neighborhood-specific (or even 

street-specific) your team is, the more informed it 

will be concerning the target audience. Information 

is available from a variety of sources, including census 

tracts from the United States Census Bureau, which 

can provide more narrow information.
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  Humane Ohio staff meeting in their neighborhood of focus to canvass for community outreach event

 Zip Code Base Map [Spreadsheet]
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These are all indicators that reveal the most under-

served areas. In our experience, these areas tend 

to be close together, making it easier to implement 

a grassroots strategy. Statistics are essential in 

developing your program plan and goals. Keep in 

mind, that many sources may have slightly conflicting 

data, depending on the origin of the data. For example, 

one source may represent data from 2009 while 

another is based on the most up-to-date census 

information. In general, it will provide directional 

information and will clearly expose the areas where 

the outreach program is needed.

At the zip code level, the 2010 U.S. Census 

is considered a reliable source for standard 

demographics (population, ethnicity, household 

income, number of households) and can be found 

at the link below. More in-depth information can 

be obtained through other sources, such as local 

municipal websites, or at the links below.

 State and County QuickFacts [Census Bureau]

 
City Data

 
Zip Codes

A keyword query through a search engine such as 

Google or Yahoo! may also result in useful statistics 

that will further aid in the assessment.

In addition to online resources, your local library and 

other organizations such as law enforcement, animal 

shelters, or animal control should be able to provide 

relevant statistics. It is important to engage these 

organizations early in the process, with the intention 

of bringing them on as collaborative partners; this 

will increase the likelihood that they will share data 

freely and in a timely fashion. Document your sources 

for demographic data — especially animal control and 

shelter statistics — so it can be verified and tracked for 

any updates and shifts.

Determining the 
Number of Households

If the number of households isn’t readily available, 

you’ll need to estimate. To calculate the number of 

households in a community, use the link below to 

determine the average household size per zip code. 

Simply take the population for the zip code and divide 

it by the average household size to get an estimated 

number of households.

 
City Data

Be sure to use the most recent data available whenever 

possible. For some zip codes, the above websites 

already list the average household size; however,

for some it may need to be calculated.

50,000 [population]/2 [average household size]

= 25,000 [estimated number of households]

This is not an exact science because the information is 

sorted by zip code, not specifically by neighborhood, 

and the number of households is sometimes derived 

from calculation versus actual reported data. However, 

the number will be accurate enough to assist you in 

developing an outreach strategy.

Determining the 
Number of Dogs and Cats

When you have identified your areas of focus 

and gathered population information for them, 

you can use the following formula to calculate 

and estimate the number of pets living in that area. 

The formula is based on number of households, 

not overall population.
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1.
Determine how many 
households in the community 
own dogs and how many 
own cats 

Using the figures in the table above, determine how 

many households in the community own dogs and 

how many own cats. Multiply the number of house-

holds in the community by the average percentage 

of households who own each species nationally. 

The following example illustrates a community 

of 100,000 households:

100,000 households in Anytown x 0.46 

(percentage of dog owners nationally) 

= 46,000 dog-owning households in Anytown

100,000 households in Anytown x 0.39

(percentage of cat owners nationally)

= 39,000 cat-owning households in Anytown

46,000 dog-owning households in Anytown x 1.7 

(number of dogs owned per household nationally)

= 78,200 dogs in Anytown

39,000 cat-owning households in Anytown x 2.2 

(number of cats owned per household nationally)

= 85,800 cats in Anytown

If you prefer not to do the calculations yourself, you 

can retrieve the number of dogs and cats from the 

American Veterinary Medical Association (AVMA) 

website. Note, however, that this information is based 

on the national average. 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 use this option, visit:

 
 U.S. Pet Ownership Calculator 
[American Veterinary Medical Association]

Identify Starting Point

Begin data collection for the community demographics 

and focus neighborhood indicators, and choose the 

zip code or general area of focus. The team can then 

start exploring the area to choose the exact location, 

or a “hot spot” to begin the door-to-door outreach. 

The best approach to making the decision on what 

street or block to begin, is by visiting the neighborhood. 

Drive through the residential areas, make conversation 

with those you see, and pay close attention to where 

there are many dogs and cats (or signs of them). 

Outreach teams can more intimately assess where 

more need exists and determine where the work 

should begin.

Percentage of U.S. Households 
Owning a Pet:

Dogs 46%

Cats 39%

Number of Pets Per Household: Dogs 1.47

Cats 2.11

Source: The American Pet Products Manufacturers 
Association’s 2013–2014 National Pet Owners Survey.

2.
Multiply the results (the number 
of dog-owning and cat-owning 
households) by the average 
number of each species owned 
per household
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Collaboration Contacts

Once you begin implementing this neighborhood 

level approach, you’ll find that having many 

strong community partners makes the work less 

overwhelming. While you may have previously worked 

with some key players in your community, there are 

often many more to align with to help you become 

more efficient. Animal welfare advocates who may 

have not worked well together in the past will find 

more common ground using newly aligned, trackable 

goals. Use a collaboration details spreadsheet to 

capture contact information, missions, and details 

pertaining to relationships you have with each partner.

The collaboration details spreadsheet should include 

all organizations and active community group names 

down the first column of your page. The row across 

the top should be in an order that works for your team 

and can include (but should not be limited to):

• Organization/partner name

• Website address

• Contact first and last name(s)

• Email address

• Physical address

• Phone numbers (land line, fax, cell phone)

•  Specifics (services, prices, size, 
target, specialty)

• Summary of missions

• Notes

• Potential politics to overcome

•  Contact status (first contact, second contact, 
third contact, relationship status)

Community Resources

In addition to compiling lists of community 

demographics and potential collaborative partners, 

further research and details should be collected 

pertaining to the resources available within a market, 

especially at the neighborhood level. Some of the data 

that will be most helpful in setting goals and devising 

your plan include: 

• Shelter(s)

• Animal control offices

•  Spay/neuter clinic(s) (include costs for  
spay/neuter services)

•  Veterinarian offices (include office visit  
and spay/neuter costs)

• Animal welfare organizations/rescue groups

• Social welfare organizations

• Public assistance offices

• Churches

• Schools

•  Big box retailers (for pet supplies  
and pet food)

• Pet retailers

• Pet care providers
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In developing your resource inventory spreadsheet 

include the category, name, address, and phone 

number of each resource. In collecting this 

information, it is important to create a thorough 

list of social service agencies. Inevitably, while 

doing community outreach, some situations require 

solutions beyond your scope and mission, situations 

that other organizations in the community are better 

suited to handle.

The collaborative contacts and community resources 

spreadsheets will inevitably have contacts that 

overlap. Combine these two spreadsheets into one. 

By combining, organizations or individuals that have 

historically been collaborative partners should be 

clearly identified for quick reference, highlighting 

or separating them from those with whom you are 

planning to develop a new relationship. Please see the 

attached sample community resources spreadsheet:

Traditional and Non-Traditional 
Community Resources

Building relationships with animal care experts and 

social welfare advocates is important. However, 

for this program, another set of allies is the media. 

Identifying all TV, radio, internet sites, and print 

publications for press to gain awareness and support 

will be important. You’ll need to collect the following 

information for local media outlets:

 
Community Resources [Spreadsheet]

• Company/station/website

• Contact names/titles

• Website

• Phone

• Email

• Physical address

• Format/target

• Distribution

• Special notes
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Mapping

Taking a bird’s-eye view of your community is 

important. We recommend beginning by creating 

maps using the internet or a printed zip code map. 

A comprehensive map will eventually need to be 

created for planning and presentation purposes. 

This can be done electronically, using a program 

such as PowerPoint, or by using a printed map.

Access to other mapping software such as MapPoint 

also works well. Regardless of how you create the map, 

be sure to create a shareable and portable version, 

which is much more easily accomplished using an 

electronic platform. Keep in mind that you may want 

to establish distinct layers, pertaining to various 

assigned tasks.

Base Map

Using the zip code demographic data collected in your 

spreadsheet, select the most under-served zip codes 

and begin building a zip code map as the base map. 

Use free online resources or custom zip code mapping 

software, if available. However, the latter is not 

necessary. This map is primarily directional for your 

team’s planning efforts. The zip code map will also be 

helpful in your efforts to relate the story of poverty, 

and your planned strategy, to supporters. Multiple 

computer programs, resources, and approaches to 

building this map may be followed, so use whatever 

works best for your team.

 
MapPoint [Instructions]

 Base Map

 Base Map [Instructions]

Resource Map

Using a map to identify the locations of resources 

and services in your resource spreadsheet illustrates 

and aids understanding of the “real story” in your 

community, potential partners for your work, 

opportunities, and barriers. To build a resource map, 

we recommend using Google Maps as a development 

tool. Sign-up for a Google account by using your email 

address and create user login information to use this 

feature. This information will be used to create and 

edit your custom maps. Invite others to collaborate on 

map development from their own computers. If you 

do not have an email address, sign up for free email 

through Google Mail (Gmail). Once you have signed in, 

continue to Google Maps.

 Google Maps

 Google Mail 

 Resource Map

 Resource Map [Instructions]

   Collecting data from pet owner in neighborhood identified 

through community assessment in Hattiesburg, MS
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Promotional Map

When planning a community outreach event, add a 

layer of detail to the community assessment map that 

plots the venues to distribute and display information 

about the program services, and events being hosted 

(in addition to those places included on the resource 

list/map). If this information is not captured on the 

resource map, plot additional locations on a map 

to aid canvassers who will be out hand-distributing 

promotional flyers/materials. This map will be most 

useful to planning daily canvassing. The types of 

outlets that will be most heavily trafficked in the 

communities of focus are:

• Faith-based venues

• Public transportation stops and stations

• Community recreation centers

• Laundromats

• Convenience stores

• Independent restaurants

• Check cashing businesses

• Pawn shops

• Barber and beauty shops/nail salons

• Beauty supply stores

• Liquor stores

• Dollar stores

• Strip malls

 
Promotional Canvassing Map
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•  Overall geographic boundaries


•  Zip codes


•  Overall and individual target zip


•  Code populations


•  Race/ethnicity breakdown


•   Income breakdown/average household  
income (HHI)


•  Shelter intake/calls, if available


Below are step-by-step instructions on creating this map using the Screen Capture tool on a computer and 


PowerPoint to build your Base Map:


Base Map


Using the zip code demographic data collected in your spreadsheet, select the most under-served zip codes and  


begin building a zip code map as the Base Map. You can use free online resources or custom zip code mapping 


software, if available. However, the latter is not necessary. This map is primarily directional for you and your team’s 


planning efforts. The zip code map will also be helpful in your efforts to relate the story of poverty, and your planned 


strategy, to supporters. Multiple computer programs, resources, and approaches to building this map may be 


followed, so use what is best suited for your team. Some of the data to include on the Base Map:


Open PowerPoint and create a new file. We suggest naming it “Your City Community 


Assessment Maps” and labeling your first slide “Your City Zip Code Base Map”.


File Name Slide Name


1.







On the internet go to: www.city-data.com. Once the page loads, type in city and 


state in the field labeled “Jump to a detailed profile” and click “Find”.


URL


Field for entering 
city & state.


2.







City Boundary LineZip Code Boundary Line


Through this source, the zip code map will have the city or town boundaries indicated in red and 


zip codes in blue. The zip codes are all identified so once you capture the map image and insert into 


PowerPoint, you will want to insert markers for your zip codes of focus.


Once you arrive on your city page, scroll down to the clickable link with the city name zip code 


map and click through to the map.


Clickable link to 


city zip code map.


3.


4.







Use the Screen Capture feature on your computer to select and capture the full 


zip code boundary map image. Be sure your screen shots are saved somewhere 


convenient, such as your desktop.


Useful Tip:  If using a computer, be sure to learn how to take “screenshots” (Mac computer: shift + command + 4 and use 


cursor to highlight the desired area to be captured and release to take picture. PC: function + print screen to capture, then 


control + v to paste or simply print screen and then paste.) If you do not already know, this will come in handy.


Note gray mask over area 
selected for screen capture.


5.







From within PowerPoint, and on the destination slide, go to the “Insert” tab at the 


top and select “Photo” from the drop-down menu. Select the “Picture from File…” 


option and browse to location of screen shot and “Insert” image onto the slide.


The image will likely be larger than preferred, in which case you will use the sizing 


feature by “grabbing” or holding the mouse, clicking and dragging the corners in 


or out until you have found the size that works for your slide and then release the 


mouse click.


a.


b.


Areas to click, hold 
down and drag cursor 
to resize image.


6.


6.







For an easy visual presentation of the area, you can insert shapes as markers to 


quickly identify your full area of focus. To do this, go to “Insert” and select “Shape”. 


From the options, select a shape of choice and use your cursor to plot this on your 


map by clicking on the desired location and then release the cursor.


The shape will appear and can be adjusted in size or color by going to the “Format” 


tab and selecting “Shape”. Select “Fill” from the formatting menu and select color 


from drop down color palette. Once color is selected, shape will immediately change 


color, click “Ok.” Repeat or copy for the remaining zip codes. You can also use this 


process and the “Transparency” feature to create a translucent shape to lightly  


cover to highlight your full area of focus for quick visual reference.


a.


b.


Select a shape 
from the options 
available and place 
in desired location.


Select a color 
from palette


7.


7.







Be sure to “anchor” your information or it will not stay on the selected location if moving or resizing 


map. To do this, select the map and each of shapes marking your zip codes by simultaneously holding 


the shift key while selecting. Go to the “Arrange” tab at the top and select “Group”.


For this map, it will be convenient to have basic zip code information accompanying the visual.  


Use the “Insert” tab and select “Text Box” to create a field where you can enter the desired 


information. You can also include your source by inserting a text box or including within the box  


with the additional zip code demographics.


Shapes and images 
highlight – denoted with 
light blue circles, will be 
grouped.


Market data


Source citation


8.


9.


Click here to view another good website for pulling race information Census [New York Times]





		home: 








Using MapPoint to Map 
Demographics and Shelter Data


Mapping demographic data (race, median income, etc.):


?


Open the Microsoft MapPoint program; in the “Type Place or Address” box, insert the City and State you are looking to 


map; the location should automatically come up on the screen (adjust the zoom to expand/contract the viewing area).


Click on the Data Mapping Wizard icon (the one that looks like a green shaded folding map on the taskbar). Select 


“shaded area” (this is what will end up giving you a map with shading) and click Next.


Click on “Add Demographics to the Map”, hit Next, then select 


the demographic data you want to map (e.g. “Income: household 


median” is typically the value that should be selected to show 


economic status). Next, select how you want the information to 


be organized by making a selection in the “Show the Data by” box 


(organizing by Zip Code is usually the most helpful); click Next.


Select how the data will be displayed: choose an appropriate 


range of numbers based on the demographic data you have  


available (the lower your range the more targeted the map will 


be), then select the Order for display (choosing Low to High 


means the lower income areas will be darker than the higher).   


Hit Finish.







You will now have a map that shades the areas you have 


selected based on the geographical boundaries you have 


chosen (in this case the brighter the green, the lower the 


household median income, organized by zip code).


For example, adding a layer like this that maps the 


wealthiest zip codes in the area: 


Tip:  Hovering your mouse over the map allows you to see more specific data (e.g., since this map is organized by 


median income per zip code, hovering over a zip code pops up an information bubble with the exact median income 


figure for that zip code).  To verify that your map is accurate you can check it against the demographic figures available 


on this link.


To make the map even more comprehensive, simply follow the steps above to add a second data set; for example, if 


you wanted a picture of not just the poorest sections of the community but the richest, you can add another layer of 


income data simply by selecting a different color shading and inverting the order of the shading:


city-data



http://www.city-data.com/





Gives you this, a more complete picture of the  


population, with dark green showing the poorest zip 


codes, dark purple showing the most affluent zip codes, 


and the shading in between showing the spread of  


wealth from one to another.


Mapping specific locations 


•  Like veterinary offices, etc.


•  Note:  These can be overlayed on population demographic or shelter intake shading


Pets For Life







Be sure that the “Data Type” for each column is accurate and 


that you have properly indicated whether the first row of your 


data set contains column headings or not (it doesn’t matter 


either way, it just alters how the computer recognizes your  


first line of data). Then click Finish.


The program will now try to plot each address on the map. 


In MapPoint, click on the Import Data Wizard icon (the button that looks like a green arrow facing down on top 


of two spreadsheets) and select the file where your data is located. You will then see the following dialog box:  


Next the Data Mapping Wizard Dialog box will appear; select the way you wish each location to be displayed  


on your map (usually a pushpin works best), click Next, then click Finish.


At this point, your map will display both of the income data layers you added above plus the pushpins 


indicating the specific locations you placed on the map:


To change the color or form of your data points to make them more prominent, simply click on the pushpin icon 


on the left part of the screen and follow the instructions for altering the format, color, etc.


Note:  if there is a discrepancy between the information submitted and the computer’s database you will have to 


manually select the proper choice when an error dialog box appears. 







Note:  if there is a discrepancy between the information submitted 


and the computer’s database you will have to manually select the 


proper choice when an error dialog box appears.


First, create an Excel spreadsheet with the shelter intake data (usually it will be easiest to separate the data 


based on zip codes, since data can be easily organized that way in MapPoint).


In MapPoint, click on the Import Data Wizard icon (the button that looks like a green arrow facing down on top 


of two spreadsheets) and select the file where your data is located.


You will then see the following dialog box:  be sure that the “Data Type” for each column is accurate and that 


you have properly indicated whether the first row of your data set contains column headings or not (it doesn’t 


matter either way, it just alters how the computer recognizes your first line of data). Then click Finish.  


The program will now try to plot the data.  


Note:  MapPoint cannot show shading for demographic data and shading for shelter intake data on the same map –  


you will need to create two separate maps and import them into Word or Power Point to contrast them.


Mapping shelter intake numbers:


Pets For Life







Next select how the data will be displayed:  


Choose an appropriate range of numbers based on the intake data you have available (the more specific your 


range the more targeted the map will be), and select the Order for display (choosing High to Low means the 


higher intake areas will be darker than the lower). Hit Finish.


The outcome: sample 2010 animal control intake data, with the darker areas reflecting zip codes with the 


highest animal intake.


Note:  If the center of the dialog box indicates that only some of 


your data points are being mapped, this indicates that your will 


have to adjust your Data Range to ensure that all data points are 


included.







General MapPoint Tips:


•   After you import data, the map will sometimes default to a view of the entire United States rather than  


the specific city you selected.  If this happens, just click on the binoculars icon next to the “Type place  


or address” box and reselect your location. 


 


•   You can adjust how “busy” the map appears by hitting the Map Settings icon (the one that looks like a 


road map with the number 1 in the middle) and manipulating which features of the map are displayed. 


•   Always double check to be sure that your shading accurately reflects the data; for example, if zip code 


55555 had an intake of 100 animals and zip code 77777 had an intake of 500 animals, you’ll want to double 


check to be sure that your map accurately reflects that zip code 77777 had an intake higher than 55555 


You can use this link to verify demographic numbers. 


•   If you change your mind about using a data set simply click on it in the Legend box on the left side of the 


screen and hit delete; alternatively, you can double click the data set to reopen it and adjust the values/


colors/formats you selected. 


•    Since many people will not have access to the MapPoint software it’s useful to be able to cut and paste 


your maps into a more widely-accessible program. To copy a “screen shot” of exactly what your monitor is 


displaying simply hit the Print Screen button on your computer (you may have to hit Ctrl-Alt+PrintScreen 


or check the command instructions for Print Screen on your specific laptop), then Paste the image into 


your Word or other document.  Alternatively you can paste the image into your computer’s Paint program 


and crop it before pasting it into Word or another program. 


•   The same data available on MapPoint is available at city-data.com – in fact, the data there may actually be 


more current and may be available in more useful configurations – for example, for many cities city-data.


com organizes demographic information by neighborhoods, rather than just zip codes. 


city-data



http://www.city-data.com/
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Atlanta	  Zip	  Code	  Base	  Map	  
	  Atlanta:	  	  540,921	  [100%]	  


Ave	  HHI	  -‐	  $49,981	  
AA	  –	  51%	  
White	  –	  39%	  
La;no	  –	  5%	  
	  
30318:	  	  49,812	  [9%]	  
Ave	  HHI	  -‐	  $39,002	  
AA	  –60%	  
White	  –	  32%	  
La;no	  –	  6%	  
	  
30314:	  	  22,020	  [4%]	  
Ave	  HHI	  -‐	  $19,438	  
AA	  –	  97%	  
	  
30311:	  	  32,218	  [6%]	  
Ave	  HHI	  -‐	  $27,512	  
AA	  –	  92%	  
	  
30310:	  26,912	  [5%]	  
Ave	  HHI	  -‐	  $26,604	  
AA	  –	  96%	  
	  
30312:	  	  19,360	  [4%]	  
Ave	  HHI	  -‐	  $20,094	  
AA	  –	  58%	  
White	  –	  39%	  
	  
Source:	  	  Zip-‐codes.com	  (2010	  census)	  
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Promotional Plan Map


Blue balloon marks 
faith-based organizations, 
retail outlets, restaurants, 
check cashing, laundromats, 
community center, etc. 


Daily Canvassing Plan Map


Venue agreed to take flyer
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PFL	  Target	  Zip	  Codes	  


Veterinarian	  or	  Pet	  Health	  Outlet	  


Pet	  Food	  and	  Care	  Suppliers	  


Fulton	  Co.	  Animal	  Services	  


Atlanta	  Pet	  Care	  &	  
Wellness	  Resources	  
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The Pets for Life (PFL) program of The Humane Society of the United States (HSUS) reaches 


out to people and pets in under-served communities to extend free animal care resources, 


services, and information. By addressing the critical lack of accessible, affordable pet care 


and general wellness information in specific communities, PFL helps animals by empowering 


the people who care for them. The PFL model incorporates strategic door-to-door outreach, 


builds a consistent community presence, and uses an extensive follow-up process.


The HSUS currently operates direct care PFL programs in Atlanta, Philadelphia, Chicago, and 


Los Angeles. In Fall 2012, the PFL/PetSmart Charities® Mentorship Grant was created to teach 


10 local animal welfare organizations how to implement the PFL approach in their communities 


and to add PFL style community outreach to their overall organizational work. Grant recipients 


applied and adhered to the PFL philosophy in order to elevate pet wellness and achieve spay/


neuter surgeries within an under-served audience — an audience typically unaware of spay/


neuter benefits or unable to afford the surgery. In addition to data from these 14 markets, this 


report includes data, when available, from all markets that have worked with The HSUS since 


2010 to incorporate direct community outreach into their approaches.


The PFL philosophy encourages a focus on humans along with their companion pets. 


Through this approach, organizations can build strong relationships and trust within 


a segment of the pet-owning population that has largely gone untouched by animal 


service providers. Furthermore, by offering resources and information with respect and 


understanding, the human-animal bond is elevated, quality of life is improved, and ultimately, 


community suffering and overpopulation is reduced. Bridging this gap is necessary, both to 


reach people and pets most often in need, and to create long-term, sustainable change.


[Introduction]


Contents


1 Introduction


4 Meeting People Where They Are


10 Role of Measurement


19 Pet Acquisition


20 Call to Action


Photo credits (cover, clockwise from top left): Rich Addicks, Sonya Williams, illume communications, Andres C. Salazar


Matt Makela







   
  


  


 


 
 


Tacoma


LOS ANGELES


Phoenix


Milwaukee


CHICAGO
Des Moines


St. Louis


Detroit


Toledo


Providence


Camden


Charlotte


ATLANTA


Gulfport
New Orleans


Jefferson Parish


Jackson


Hattiesburg


Lafayette
Baton Rouge


PHILADELPHIA


Indianapolis


Pets for Life: An In-Depth Community Understanding 32 


Through the reach of the PFL program and the PFL/PetSmart Charities Mentorship Grant, 


data from most regions of the U.S. has been collected. The data demonstrates that regardless 


of socioeconomic status and variations in culture, people undoubtedly love their pets. When 


supplied with accurate information and a positive connection, people find it easier to make 


the healthiest decisions for their pets, including spay/neuter.


In 2011, Pets for Life: A New Community Understanding was released with data collected from 


community outreach events held across the country in 2010 and 2011. The following report 


expands on that information by incorporating findings based on additional data collected 


from comprehensive community outreach in under-served communities through 2013. 


The information included was collected at community outreach events and from daily 


outreach in the community, an important addition to this report.


As the program has evolved over the last several years, many lessons have been learned 


and appropriate adjustments and enhancements have been implemented. Data collected 


for over 34,000 pets and their 27,000 owners has confirmed that community outreach is a 


necessary component to achieve transformational change. The following information is key 


to a successful and sustainable outreach program.


OBJECTIVES BASED ON LEARNING:


• Conduct in-depth community assessment to determine area of focus


• Adhere to consistent and strategic door-to-door outreach in the area of focus


• Focus on building strong relationships with clients


• Use comprehensive planning and tracking database tool


• Implement thorough client follow-up process


  The HSUS PFL Program


  PetSmart Charities® /PFL Mentorship Grant Recipients


  Independent Markets
Ezra Millstein
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“ Clarisse took months to open the door for us, and in fact, used to slam the door on us, 


but one day opened the door and greeted us through tears and a hug. She told us that her 


husband had recently died, and that the dog, Starr, had been his. Clarisse had been looking 


for our information because she knew that we might be able to help her. She’s since had 


her dog spayed through the program and has become a great advocate and friend to our 


outreach team.” —JILL KLINE, WISCONSIN HUMANE SOCIETY 


METHODOLOGY: QUALITY AND FOCUSED QUANTITY


The PFL program approach defines the process of how outreach teams reach people with 


unaltered pets and achieve high-value spay/neuter surgeries (for pets who would not be 


spayed or neutered without this type of program). An essential component of PFL is building 


relationships with an audience of pet owners, most of whom have had little interaction with 


animal service providers. For those who have interacted, the experience has been largely 


negative or without a real connection. Spay/neuter is a priority, but comprehensive pet 


wellness, understanding of the human condition, and seeing how these are linked are 


also important.


When trust is built and compassion is extended beyond the pet, spay/neuter surgeries come 


more easily. Personal, consistent community outreach is the only path to reach people who will 


not seek out spay/neuter services or are unable to afford or access veterinary care on their own.


Outreach workers on the streets in communities of focus, knocking on doors, shaking hands, 


and meeting people results in high-value spay/neuters and relationships that allow information 


sharing on general pet wellness. The program thrives on quality and focused quantity.


[Meeting People Where They Are]


“ Carlos is a Camden resident who cautiously approached our van one evening while we 


were returning pets to their owners. He said, ‘I saw you this morning taking the dogs, but 


now that I see you are bringing them back, I know you are OK.’ He had several cats and 


dogs that needed assistance with spay/neuter and vaccines, plus he took care of many 


community cats. He was known on his block as an ‘animal guy’. With our help, he was 


able to have every one of his indoor and outdoor animals fixed and vaccinated, and he 


soon began telling his neighbors about us. Next thing we knew, we were introduced to a 


woman with several chihuahuas, all inbred and continuing to breed. Since she only spoke 


Spanish, Carlos was our translator. She was so happy to find help for her dogs, and we 


fixed every one of them for her. Carlos now calls us if he finds a new neighborhood cat 


coming to his yard and rather than having multiple litters this summer, he only saw one 


litter on his entire block. Carlos volunteered at our June 8th outreach event and was a 


great spay/neuter advocate, especially for the Spanish-speaking community.” 


—CHRISTIE ROGERO, ANIMAL WELFARE ASSOCIATION


OUTREACH STRATEGY


Community outreach is the foundation of the PFL approach; everything is centered around 


creating a visible, consistent presence in the community. For this reason, identifying and 


committing to an area of focus is necessary. Through the community assessment process, 


workers in PFL markets identify a segment of their community where the program is to be 


implemented. In the day-to-day outreach in these neighborhoods, 96% of the pets met 


are unaltered.


Donna Lochmann illume communications
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Pertinent information is first gathered for the market, then narrowed down to a zip code 


or two. Although poverty is not the only indicator, on average, 33% of the population in 


PFL focus areas live below the poverty level. Some of the other information gathered and 


considered is crime statistics, education levels, availability of animal services, and access 


to big box retailers. Next, outreach workers physically explore and get to know the area, 


identifying a specific area where door-to-door work begins.


From there, the work happens organically and grows from the inside out while maintaining 


focus, which is paramount to success. Alternatively, spreading the work too thin means not 


building strong relationships and losing all that comes with them, missing or overlooking 


community advocates, drifting from strategy, and inevitably not bringing about the societal 


and cultural shift needed for sustainability.


COMMUNITY OUTREACH EVENTS


Nothing replaces building a consistent presence through door-to-door outreach, but one 


of the tools also employed is holding community outreach events within the area of focus. 


These events offer free vaccinations and are publicized only by distributing flyers and talking 


directly with people in the community of focus. This approach to promoting the events draws 


hundreds of people and pets out from the target community, within a few short hours on a 


Saturday. These events also provide the opportunity to build goodwill in the community.


Due to targeted marketing and convenience of venues within the community, we reach the right 


audience. On average, 78% of pets in attendance are unaltered, compared to 96% of the pets we 


meet door-to-door and on the streets in the community. At events, every attendee is engaged 


on spay/neuter in a very open and positive way. On average, around half of the unaltered pets 


sign up for spay/neuter the day of the event. For those who do not, information is collected and 


owners are later engaged by phone and through home visits, generating even more sign-ups 


for spay/neuter. The community outreach events are a very useful tool, but to see maximum 


benefit, follow-up and more in-depth engagement beyond that day must take place.


THOROUGH FOLLOW-UP PROCESS LEADS TO HIGHER SPAY/NEUTER  


COMPLETION RATES


Outreach teams employ a specific, detailed process to gain spay/neuter completions. The PFL 


approach assumes that once a client says “yes” to spay/neuter, the responsibility is on the 


organization’s team to ensure the surgery is completed. This requires a shift in attitude and 


a rigid follow-up process with all clients that must be adhered to at all times. Many spay/


neuter programs struggle with surgery compliance, yet when the responsibility is shifted 


away from the client, completion rates increase significantly.


A “yes” to spay/neuter kicks off the PFL spay/neuter process and is bound by the transfer 


of a voucher that resembles the shape and size of a U.S. dollar. The organization information 


and value of the appointment package of services is listed on the voucher. Vouchers are 


a concrete representation of what the client is receiving and a visual way for them to share 


information on spay/neuter with others in their community — they represent a client saying 


“yes” to spay/neuter and create the understanding that the pet will be provided a free 


veterinarian appointment that includes the surgery as well as rabies and parvo/distemper 


vaccinations. Most clients are very proud to receive something so valuable and appreciate 


what is being offered.


Eric Swenson Eric Swenson







Pets for Life: An In-Depth Community Understanding 98 


“ We meet clients the morning of their pet’s surgery at the spay/neuter clinic and it never 


fails when they see us ... they tell us how nervous they are and how glad they are that 


we are there. So many of these pets would have never been spayed/neutered had we 


not built a strong relationship with the clients using our follow-up process. Fear can 


paralyze anyone, even when someone is appreciative and excited for the opportunity. 


Through the consistent contact we have with our clients, we’ve seen over and over again: 


trust replaced fear.”—ASHLEY MUTCH, PFL PHILADELPHIA MANAGER


SPAY AND NEUTER PROCESS


[1]  Voucher issued: Gift certificate type vouchers, about the same size as a dollar 


bill and including the cost of the spay/neuter package, are utilized so clients have 


something tangible and know the value of the free service being provided


[2]  Client is called within 24–48 hours of receiving the voucher


[3] Client is called 24–48 hours before the scheduled appointment


[4]  If the surgery is scheduled more than a week out from the time the voucher 


is issued, the client is called every week until the surgery


[5] Client is called within 24 hours after the surgery is completed


[6]  If at any time the client cannot be reached by phone, an in-person follow-up visit 


is made with the client


Adhering to this process, markets implementing the PFL approach have an 89% spay/neuter 


completion rate overall. Two primary benefits of this focus on customer service and high 


completion rates are:


[1]  People and their pets do not fall through the cracks and stronger relationships are built 


with the clients. This results in clients spreading the word to their family, friends, and 


neighbors about the positive experience. It creates a conversation about spay/neuter 


within a community that previously had little to no familiarity with the issue. This is 


extremely important in obtaining sustainable change.


[2]  Spay/neuter providers can depend on the surgeries scheduled to actually show up and 


therefore are more likely to continue providing services (and even increase capacity as 


the number grows).


Eric Swenson Lee Schilling
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“ It has certainly been a learning process. The best part has been seeing those initial touches 


from last year make the decision to spay/neuter now. It really shows how the program 


works and the fact that it takes time to build the momentum and become a vehicle for 


social change.”—MONICA WYLIE, THE HUMANE SOCIETY FOR TACOMA & PIERCE COUNTY 


Although extremely important, the PFL program’s success is not measured solely by the 


number of pets who are sterilized. Some of the most critical work is building a positive 


reputation and consistent presence in the community where the people realize they can rely 


on the PFL team for a variety of information and services.


PFL teams have implemented systems to track an immediate and ongoing follow-up 


process for clients who say yes to spay/neuter, clients who need more engagement on 


spay/neuter, and clients who need assistance with wellness care. Clients are always given 


the opportunity to ask questions and to make decisions at their own pace. All contact is 


documented through a comprehensive database tool so no one falls through the cracks 


and engagement is ongoing.


[Role of Measurement]


DATA COLLECTION


Through daily outreach in the community and at outreach events, specific and consistent 


data is gathered from clients about themselves and each of their pets. The information 


collected provides insight needed to ensure:


[1] The community is being served effectively


[2] The methodology is successfully implemented


[3] An audience not traditionally represented in national or local statistics is highlighted


The data collected through the PFL approach allows animal welfare teams to view their work 


and audience from a removed (from street level), quantitative perspective. Most PFL clients 


have never taken their pets to see a veterinarian, nor have they ever called or visited the 


local shelter or animal control for any reason. Such findings reveal a great deal about clients 


and their pets, helping animal welfare teams work more effectively in reaching and relating 


to this largely untouched audience.


Organized, consistent data collection greatly supports building long-term relationships with 


pet owners in the area of focus. To record details of the relationship building, PFL created 


a database specific to this philosophy — one about the growth and evolution of a client 


relationship and how the PFL connection shifts the hearts and minds of these pet owners. 


The database provides a place to track successes, the ability to identify trends, and most 


importantly, aids groups in their day-to-day work.


Pets for Life Database Dashboard
Eric Swenson







 


34,165
Pets served: pets met in 
under-served communities


Clients served: people with pets 
pets met in PFL neighborhoods


26,570
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WHAT WE KNOW


In over 20 markets across the United States since 2010, outreach teams have hit the 


streets and started their quest to meet over 34,000 cats, dogs, and even a few rabbits in 


their PFL areas of focus. On average, outreach workers connect several times each month 


with well over 500 pet owners, a combination of new and repeat clients. Since the start 


of the program, over 27,000 pet owners have had at least one — and usually multiple —


interactions with the teams.


Overall, fewer cats than dogs were served in the PFL communities. This is primarily due to 


the large numbers of pets met at community outreach events, which are less conducive to 


serving cats because they are held mostly outdoors and require people to stand in line for 


an extended period of time. Although varying somewhat across all markets, those with 


higher percentages of cats served had more resources to serve community-owned and free-


roaming cats (such as partnerships with Trap Neuter Return (TNR) specific groups) and a 


greater capacity to provide transportation for the pets to spay/neuter surgery. Additionally, 


many clients did not immediately reveal or claim ownership of free-roaming cats, so additional 


time was needed to build trust and identify the caretaker. Programs reach a higher ratio of 


cats the longer they operate in each community.


34,165
Pets Served: Pets Met 
in PFL Neighborhoods


26,570
Clients Served: People with 
Pets Met in PFL Neighborhoods


Outreach teams meet a strong majority of unaltered pets in under-served neighborhoods. 


The incidence rate of unaltered pets is 87% overall, meaning that nearly 9 in 10 cats and dogs 


are unaltered at the time of the first meeting.


Outreach teams collectively engaged people with well over 9,000 toy breed and over 5,000 


pitbull type dogs. The prevalence of toy breed dogs comes as a surprise to many animal 


welfare organizations but is consistently found in PFL communities. This fact is important to 


keep in mind when teams consider sharing information about topics such as puppy mills and 


adoption, as well as when they work to dispel myths about pet companionship. Regardless 


of the species or breed they have, most people have not had access to quality wellness 


information and care resources for their pets.


A strong majority of pets in PFL communities have not seen a veterinarian before meeting 


the PFL outreach teams. This is due to the lack of access to affordable veterinary services, 


not a lack of interest or care from the people. Most of the areas of focus do not have 


veterinary offices and the closest ones are miles away and unreachable by these pet owners. 


The distance that must be traveled to receive veterinary care and the lack of engagement 


with pet owners in PFL communities have created a social norm of not having a personal 


relationship with a veterinarian.


  dogs 70%


  cats 30%


  unaltered pets 87% 


  altered pets 13%


Percent of Cats Compared 
to Dogs Served


[n=28,314]


Percent of Pets Unaltered 
When Met


[n=28,314]
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As mentioned previously, the PFL program uses a thorough follow-up process once a client 


says “yes” to spay/neuter. The percentage of unaltered pets being signed up for spay/neuter 


is an important indicator for the teams as they are reminded that they need to consistently 


engage clients who haven’t yet said “yes”. They can see over time how frequent contact with 


clients can move them along the spectrum from a seemingly definitive “no” on spay/neuter 


to a “yes”. Although the rate can fluctuate, it consistently hovers around 75%.


The completion rate is the rate at which scheduled spay/neuter appointments result in 


completed surgeries. This indicator is dynamic and monitored closely by the outreach teams. 


This process helps track how many surgeries are actually completed, as compared to how 


many appointments are made. It’s a significant metric because a “yes” to spay/neuter is only 


a success if the surgery is completed. After community outreach events, where hundreds 


of unaltered pets are met, teams experience a dip in their completion rate since many 


appointments are made but scheduled out over several weeks or more.


However, the most consistent completion rate by teams overall is 89%. This is an extremely 


significant number, considering that for many clients, spay/neuter is a new concept, personal 


transportation is often unreliable and challenging, many clinics are very far from the 


community of focus, and many clients have to wait weeks for appointments. All of these 


factors are reasons why employing the PFL spay/neuter follow-up process is imperative. 


Without continuous engagement of the clients and focusing on quality customer service, 


most surgeries would not happen.


  have not seen a veterinarian 77%


  have seen a veterinarian 23%


  toy 45%


  pitbull type 24%


  mix, unknown 11%


  large 10%


  medium 10%


The conversion rate is the percentage of unaltered pets met through PFL community 


outreach and subsequently spayed/neutered through the program. Two thirds of all unaltered 


pets healthy enough for surgery are spayed/neutered through the PFL program, consistently 


resulting in about 6 or 7 in every 10 pets being altered if the clients are consistently engaged 


by the outreach teams. For The HSUS markets where this methodology has been employed 


for two years or more, the conversion rate is 70% and above. With almost 90% of pets in 


under-served communities being unaltered, and with pet owners agreeing to spay or neuter 


70% of those pets through the PFL program, the familiarity and comfort with spay/neuter 


dramatically increases and creates an entire societal shift in the community on this issue.


The conversion rates are mostly consistent, yet like completion rates, fall temporarily after 


community outreach events. The conversion rate is helpful information for the teams to track 


because they can feel confident that more than half of the unaltered pets they meet will be 


altered through the program.


One piece of the PFL approach that is still relatively new to most animal welfare organizations 


and often not understood as a necessary part of creating cultural shifts and achieving 


high-value spay/neuters is providing general wellness pet care and supplies in addition to 


free spay/neuter surgeries. Some clients need time to fully trust the outreach teams, and 


a small step in reaching that trust may be as simple as providing a leash and collar. Spay/


neuter obviously prevents reproduction, which is a big-picture goal, but some dogs and 


cats simply need an indoor crate or scratching post to transition indoors with their families 


and immediately improve their quality of life, or a dose of flea/tick medication so that their 


owners don’t surrender them.


  agree to spay/neuter 74%


   target for continued 
spay/neuter dialog 26%


  complete surgery 89%


   receive continued 
contact/reschedule 11%


Dog Types


[n=20,453]


Unaltered Pet 
Veterinary Experience


[n=23,279]


Unaltered Pets Scheduled 
for Spay/Neuter


[n=23,324]


Spay/Neuter Completion Rate


[n=16,887]
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A total of 14 outreach teams that implemented the PFL approach in their markets were 


tracked closely on these services. In addition to the 16,376 spay/neuter surgeries provided 


in these markets, a minimum of 36,684 medications and/or supplies including vaccinations, 


microchips, dewormer, flea/tick treatment, antibiotics, collars, leashes, crates, and food were 


given to 23,300 pets, when needed, to increase wellness. The spay/neuter surgeries were 


achieved and tracked over a 15-month timeframe, from late 2012 through the end of 2013 for 


most markets, while the medications, services, and supplies were provided and tracked in 


just the calendar year of 2013. Completed spay/neuter surgeries and these other services 


are consistently increasing across all of the markets and have resulted in a significant 


improvement in overall wellness in the communities of focus.


If the organization is willing and able to transport a great number of animals, spay/neuter 


numbers as well as completion and conversion rates will increase. This is especially the case 


when the spay/neuter provider is not in the community of focus (most are not) and when 


transporting community cats.


The outreach teams in each market work with varying degrees of transport need, but 


regardless of the need they ensure that nearly all scheduled pets get to their appointments. 


However, many groups with lower completion rates express the need to provide transportation 


to more clients and have been working on plans to offer more transport services through 


staff assignments and volunteer programs. The organizations that provide transportation 


to a large number of clients mainly do so because their spay/neuter providers are a great 


distance from their area of focus.


   unaltered pets altered 
through program 64%


   receive persistent 
contact 36%


   have not contacted shelter/ 
animal control services 88%


   have contacted shelter/ 
animal control services 12%


Some level of transportation is needed in every market. Not only does it increase 


completion rates and make the follow-up process easier, it also serves as an additional 


incentive to provide for the clients who are at first opposed to spay/neuter. The work can 


be done successfully with minimal transportation provided, but having a transport 


component is strongly encouraged.


In addition to having little or no engagement with the veterinary community, the PFL areas  


of focus uncovered pet owners that do not have a relationship with, or an awareness of,  


local shelter and/or animal control/care services. This is important information to know 


for many reasons:


•  The people in under-served communities are viable candidates for adoption. Connecting 


with this audience on adoption has become an area of exploration for some markets. 


•  The “build it and they will come” approach will not reach this audience. Pet owners 


in under-served communities are not being reached by traditional and conventional 


marketing methods currently being used by most animal service providers. 


•  Using shelter and/or animal control statistics as the only measurement for a community’s 


success on companion animal issues is limited and misses a large segment of pets and 


pet owners.


Completed Spay/Neuter Surgeries


[total = 16,376]


Philadelphia 4,558


Los Angeles 2,648


Atlanta 2,240


Chicago 1,785


Camden 762


Providence 725


Milwaukee 543


Tacoma 495


Phoenix 471


St. Louis 458


Jefferson Parish 440


Des Moines 438


Detroit 426


Charlotte 387


Note:  The timeframe in which completed surgeries took place ranges from 
12 to 24 months depending on the market.


Conversion Rate: Percent 
Altered Through Program


[n=23,325]


Most Clients Have Never Contacted 
the Shelter or Animal Control


[n=16,894]
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BENEFITS BEYOND MEASUREMENT


Aside from the many trackable findings, other unmeasurable results stemmed from the 


relationships developed through this program. The domino effect includes significant social 


media communication, in-person visits between groups to help each other, basic relationship 


building among organizations, and connecting to community-wide groups that are traditionally 


not partners in animal welfare work. This remarkable networking and sharing of knowledge 


nationwide is proving to also have a positive impact on overall organizational best practices, 


such as better targeting of spay/neuter programs, opening adoptions to new audiences, and 


increasing pet retention resources and wellness care for families contacting the shelter 


about relinquishment.


Pets Transported by Outreach Teams


Chicago [n=1,763]


Camden [n=762]


Atlanta [n=2,093]


Detroit [n=426]


St. Louis [n=458]


Philadelphia [n=3,422]


Milwaukee [n=543]


Los Angeles [n=2,620]


Des Moines [n=438]


Providence [n=725]


Tacoma [n=495]


Jefferson Parish [n=440]


70%


7%


6%


70%


58%


53%


43%


32%


27%


20%


16%


9%


“ We started organizing visits to our local shelter for our clients and found they were 


overwhelmed and surprised by all the beautiful dogs and cats needing homes. Over 


and over our clients said they had no idea such good dogs and cats were waiting at the 


shelter. By providing our clients with transportation, assisting them through the adoption 


application and interview process and covering the adoption fee we have opened up a 


whole new world, that was never an option before, for our clients and for those pets in 


the shelter.” —RACHEL THOMPSON, PFL ATLANTA MANAGER 


A strong majority (80%) of pets met were born within the area of focus, with more than 


half coming from family, friends, or neighbors. Many clients also took in pets found in their 


community or kept puppies and kittens from their own pet’s litters.


While PFL clients are more likely to have found their cats (38%) than their dogs (7%), dogs 


are more likely to come from family, friends, or a neighbor (62%) than cats (39%), and are 


also more likely to come from a breeder (dogs: 9%, cats: 1%).


With the large and easily accessible number of available pets in the neighborhood, most 


people have not gone elsewhere to find one. Many of the people met are natural “rescuers” 


and are “adopting” their pets using informal methods. Coupling this with the fact that 


the majority of people have not had contact with their local shelter presents an obvious 


opportunity to address both the supply and demand of pet overpopulation.


[Pet Acquisition]


  family, friends, neighbors 55%


  free roaming/found 14%


  pet’s litter 11%


  breeder 7%


  community/feral cat (unowned) 5%


  shelter/rescue 3%


  online/newspaper 2%


  pet store 2%


Pet Acquisition


[n=25,413]
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What we learned previously about people and pets in under-served communities through PFL 


and shared in the first findings report has been confirmed by even more people and pets in 


more cities in this report: removing financial barriers and creating access to pet information 


and wellness care is the key to improving the quality of life for millions of pets in our country, 


to keeping families intact, and to increasing spay/neuter rates. By empowering pet owners, 


this approach creates a familiarity with spay/neuter, develops new community norms, and 


truly focuses on human behavior, resulting in systemic impact and transformational change.


The findings contain valuable information for anyone working to improve companion animal 


health and welfare. For animal welfare organizations and advocates, by sharing the details of 


this work, it is our intention to influence a shift towards an understanding of how animal welfare 


issues fit within a complex set of human circumstances. It is essential to build trust and genuine 


relationships, as well as to make animal care resources and information far more accessible.


More proactive work is needed to prevent animal suffering and homelessness by taking a 


critical look at where the greatest need exists in our communities and making sure we are 


inclusive in our efforts. We should continue to strive for diversity in every aspect of our work 


and adjust our approach to meet the needs of an ever-changing society. As a field, we cannot 


ignore the story told with this data if we truly want to create more humane communities.


For veterinary professionals, animal service providers, and policy makers, it is our wish that 


these findings be used to inform a critical assessment of how services are provided and what 


barriers exist that prevent many people with pets from accessing basic animal health care. 


[Call to Action]


The lack of access has a profound impact on the well-being of a community, from public 


health and safety to taxpayer dollars that fund animal control and other initiatives set up 


to respond to community animal problems.


We hope the animal welfare field, the veterinary community, and other stakeholders will 


continue to find ways to work together to address these concerns and make use of new 


solutions that benefit all interests. To create long-term change, lessen suffering and reduce 


shelter intake, we must embrace a new perspective.


For more information on how to start your own community outreach program or implement 


pieces of this approach into your existing work, visit www.humanesociety.org/pfl-toolkit. 


The Pets for Life toolkit provides step-by-step information to guide you through the process.


“ Peter was the first ‘neighborhood breeder’ that we encountered … with Peter we learned 


that just because we see what someone may call an inhumane way to keep a dog, the 


pets are still loved and cared for to the best of the owner’s ability. If you didn’t know better 


you’d think that Peter bred all of the dogs on his property. Many of the dogs … were rescued 


off the street. Peter would feel bad any time he saw a stray roaming around. Even though 


he knew he had too many at home, he just couldn’t stand seeing a dog on the streets. 


A year after working with Peter, we are just beginning to inch him down the spectrum to 


begin to take better care of his pets and also lighten his load. Each time we visit Peter, we 


find tidbits of progression towards making Peter a part of our own team.” 


—JACOB STROMAN, JEFFERSON SPCA


illume communications Sonya Williams







humanesociety.org/petsforlife
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Atlanta,	  GA_Community	  Assessment


Zip	  Code	  Data:	  Base	  Map	  Information


Working	  Document	  [1/13/12;	  8p]


Geography
Zip	  
Code


Total	  Population	  
(Source:	  Zip-‐


codes.com,	  2010	  
census	  data)


Total	  #	  Households	  
(Source:	  Zip-‐


codes.com,	  2010	  
census	  data)


Estimated	  Dog	  
Owning	  


Households/#	  Dogs	  
[(HH#*.46)*1.7]


Estimated	  Cat	  
Owning	  


Households/#	  Cats	  
[(HH#*.39)*2.3]


Total	  
Estimated	  
Number	  of	  


Pets


Ethnicity	  (Source:	  
Zip-‐codes.com,	  


2010	  census	  data)


Ave	  Household	  
Income	  (Source:	  Zip-‐
codes.com,	  2010	  
census	  data)


Residents	  w/	  
Income	  Below	  
Poverty	  (city-‐


data.com/2009)


Resident	  w/	  
Income	  50%	  


Below	  
Poverty	  
(2009)


Renter-‐
Occupied Educational	  Attainment


Crime	  Index	  
(2009	  -‐	  
National	  


Index	  278.6)


Atlanta,	  GA n/a 420,003 200,302 92,139 78,118 Black	  -‐	  54%, $50,243	   24% 18%	  -‐	  Less	  than	  HS	  Diploma 659.4


156,636 179,671 156,636 White	  -‐	  38% 22%	  -‐	  HS	  Diploma/Equivalent


Latino	  -‐	  5% 16%	  -‐	  Some	  College


3%	  -‐AA


24%	  -‐	  BA


16%	  -‐	  Graduate	  Degree


Zip	  Codes:


Zip	  Code	  30318 30318 49,812 19,812 9,114 7,727 Black	  -‐	  60% $39,002 29% 15% 14% 30.1%	  -‐	  Less	  than	  HS	  Diploma


15,493 17,771 33,264 White	  -‐	  32% 26.3%	  -‐	  HS	  Diploma/Equivalent


Latino	  -‐	  6% 4.3%	  -‐	  Less	  than	  1	  yr	  college


9.6%	  -‐	  1	  or	  more	  yrs	  college


3%	  -‐	  AA	  


16.3%	  -‐	  BA


7.2%	  -‐	  MA


1.9%	  -‐	  Professional	  School	  


1.3%	  Doctorate	  


Zip	  Code	  30314 30314 22,020 6,683 3,074 1,199 Black	  -‐	  97% $19,438 34% 16% 64% n/a


5,226 2,758 7,984
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File Name


Slide Name


This map can be created in the same spreadsheet as the Base Map by inserting a new slide in the Power Point you 


created, only label this slide “Your City Zip Pet Care & Wellness Resources.”


Resource Map


Identifying, on a map, the locations of resources and services in your Resource Worksheet illustrates and aids 


understanding of the “real story” in your community, potential partners for your work, opportunities and barriers.  


To build a Resource Map, we recommend using Google Maps as a development tool. You will need to have a Google 


account to use this feature. If you do not already have a Google account, sign up using your email address and create 


user login information. You will use this information to create and edit your custom maps. You will also be able to 


invite others to collaborate on map development from their own computers. If you do not have an email address, you 


can sign up for free email through Google Mail (Gmail). Once you have signed  in, continue to Google Maps.


Google Mail 


Google Maps



http://maps.google.com/

https://accounts.google.com





Once you have created a map, click “done” to make sure it is saved. You can always go back and edit 


titles and descriptions later, as the map evolves. To begin adding locations, click “edit” to take you 


back to your map.


Done Edit


Go to “my places” where you will begin your map. This is where you will make updates as well, once 


map is started. Click the “create map” button and name this map according to what information you 


are going to save within (i.e. Your Town Pet Wellness Resource Map). You can use the “description” 


section to identify what you will be plotting on the maps you develop (i.e. veterinarians, spay/neuter 


providers, shelter, etc.).


My Places Create Map Map Title & Description


1.


2.







Once the location is marked with a balloon icon A, click on the marker and a box will appear with 


minimal detail about this marker.


In the search field near the top of the page, type in your first zip code using the terms “zip code 


12345” and then hit enter or click the search button. (Look for icon that looks like a magnifying  


glass slanted to the left.)


Search field Search icon


Balloon marker Save options


3.


4.







Click “save to map” and select the map from the drop-down menu at the bottom in which you  


want this marker to be placed. By doing this you will be placing a permanent marker over top of  


the temporary search marker. The new marker will be a different color.


Message saying location saved New permanent marker


5.







Click on the new marker and you will see your search term as the title and a box for a description. You will also see 


the marker in a box on the upper, right corner. 


Click on this marker within this pop-up window and it will give you the option of changing the icon. You may want to 


do this as you add different types of markers and resources (i.e. zip code markers one color/shape, wellness resources 


a second color/shape, pet food and supplies a third, etc.). 


You will also have the option of placing additional information in the description box if you like. For example, to 


accompany the zip code markers, you may want to include population, income, ethnicity or other zip code specific 


information for quick reference. When you are done editing the marker, click “ok” to save. Repeat for each zip code 


in which your team will focus for outreach.


New marker 
within map


Title, description 
area & marker Icon choices New icon &


description Save


Return to “My places” to confirm marker saved correctly to map. Click “edit” to color code and place 


description for new permanent marker. 6.







Multiple markers will appear, versus a single one as with the zip code plotting. To find pet care resources use terms 


such as: veterinarian, pet wellness, spay/neuter services, pet vaccinations, etc. 


You will notice some of the same resources may appear and do not need to be plotted, if already done. Once the 


many markers appear, click on each to review and place a permanent marker (using the same process as with the zip 


codes) to plot these resources in which you are interested, and available information about each.


You can either do a search to collect more information and add it into your map (and spreadsheet) or you may have 


your own personal experience that you want to document as a reminder, and for others who are collaborating on this 


effort or on the map development.


The process will be the same for plotting the resources, except that when you return to the search 


field, you will be entering terms necessary to reveal the desired, listed businesses or organizations.7.







Repeat this process for pet care resources (different from pet wellness resources). Search terms may 


include: pet food stores, pet groomer, dog training, etc.


Repeat this process for animal services such as the local shelter(s) or animal control, which you will 


likely want to identity separately by coding with another color/shape.


Repeat this process for social services in the neighborhoods of focus. This plotting of social service 


resources may be something that is created in a separate map to show where non-animal welfare 


groups are located within the communities of focus.


8.


9.


10.







11. Using instructions for the Base Map, use screenshot to capture map 


and paste within PPT slide.


Gold stars covered 
in promotional 
maps.
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