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Executive Summary
This integrated marketing campaign is for the pet rescue organization The Shelter Pet Project. They are
dedicated to (The Shelter Pet Project, 2016):
Increasing pet adoptions
Fostering from shelters
Ending the misconception toward rescue companion animals
Throughout shelters in the United States, certain breeds can be found more commonly than others. This
can be due to overbreeding, prejudice and fear toward specific breeds, and a lack of education
necessary to properly care for certain breeds. Overbreeding refers to animals that are excessively bred
or too selectively bred. This is due to demand for certain breeds or demand for specific colors or
characteristics. When a litter is too large to sell off the offspring, they are owner-surrendered to shelters
or rescues. Overbreeding is also due to issues with puppy mills. Popular breeds are treated like cattle,
and when females are “retired,” they are auctioned off to pet rescues (Alfonsi & Gerstein, 2009).
Prejudice occurs when breeds gain a reputation for violent temperament, lower intelligence, or control
issues that make them undesirable for adoption. Working breeds require owner education for proper
care, or it can lead to failed fosters. This is attributed to working breeds’ biological need to run, hunt,
and engage in herding behavior. This can also refer to breeds that are more sensitive and anxious,
making them difficult to house-train or become acclimated to their new home (Unti, 2004).
The campaign will target the Appalachian region of the United States. Due to the culture of this region,
breeds for protection and breeds for hunting are popular. This campaign will focus on increasing
adoption rates for protection breeds that suffer from prejudice and working breeds that need more
exercise and do not need to live their lives permanently outdoors. While covering canine breeds of
prejudice, feline breeds of prejudice (black cats) will be included as well.
The campaign will aim to raise awareness and make a call to action promoting adoptions. By using
visuals, we will get the message out to a target population of 22 to 50-year old, college educated,
Appalachian residents. Commuting to work is a normal activity for this target audience. The use of outof-home advertisements will be implemented to catch the eye of daily commuters. These advertising
vehicles will include: digital billboards, traditional billboards, and a guerrilla marketing sticker campaign.
Our target audience is also constantly using digital technology. Therefore, a series of social media
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advertisements and online interactions will be developed to engage with this population. Social
networks such as Facebook, Instagram, Twitter, and Reddit will be used to achieve this goal.
We believe that understanding is needed so all companion animals can have the loving home they
deserve. Our goal is to educate our target audience about misconceptions surrounding certain breeds
and encourage them to adopt, foster, and promote shelters themselves.
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THE SHELTER PET PROJECT BACKGROUND

WWW.THESHELTERPETPRODJECT.ORG

The Shelter Pet Project was established in 2009. It is the first national
PSA campaign to bring together welfare organizations such as the
Humane Society of the United States and Maddie's Fund, as well as
shelters across the country. Their goal is to increase pet adoption.
Along with the Ad Council, these partners aim to break down
stereotypes associated with shelter pets and make shelters and
rescue groups the obvious choice for obtaining a pet.
Pet adoption has increased since 2009, despite adverse economic
conditions. 37% of dogs and 46% of cats in American homes were adopted from shelter or rescue groups
(The Shelter Pet Project, 2016).
The current campaign challenge is to convince the population who plan on adopting a pet within the
next year to choose to adopt their pet from a shelter or rescue. Audiences are directed to visit The
Shelter Pet Project’s website where they can read adoption success stories, learn valuable information
about pet adoption, and search for a pet from a local shelter or rescue group using tools from adopt-apet.com and petfinder.com. In addition, they have a strong social media presence, which has been a
great opportunity to further educate the public about shelter and rescue adoptions.
The campaign aims to find homes for the 2.4 million healthy and treatable dogs and cats that are dying
in shelters each year. The Shelter Pet Project marks the first Ad Council campaign to focus on pets. It has
generated more than $272 million worth of donated advertising space in the first four years of the
campaign (Maddie's Fund, 2016).
Due to the nature of this organization, the competitive landscape is unique. The Shelter Pet Project aims
towards adoptions but is open to donations. The only true competitors are professional breeders, puppy
mills, and backyard breeders.
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OUR OVERALL MARKETING GOALS

We need to eliminate the stereotype that there is something wrong with shelter pets.
We need to eliminate the misconceptions associated with breeds of prejudice.
We need to educate the public of the needs of individual breeds.
We aim to increase the rate of animals adopted from shelters and rescue groups.

TARGET MARKET
Demographics
We will be targeting Appalachia. This is a cultural region in
the Eastern United States that stretches from the Southern
Tier of New York to northern Alabama, Mississippi, and Georgia.
Major cities in the area include (Dykeman, 2016):
Pittsburgh, PA
Charleston, WV
Knoxville, TN
Huntsville, AL
Asheville, NC
The Appalachian region is significantly less racially and ethnically diverse than the United States average,
with most parts of the region falling far below the national average. In two-thirds of Appalachian
counties, minorities make up less than 10 percent of the population. Therefore, this campaign will be
targeting a primarily white (non-Hispanic) population (Pollard, Jacobsen, & Population Reference
Bureau, 2011).
The age distribution of Appalachia is on par with the overall age statistics of the entire United States. We
will be targeting an age range of 22 to 50 years old. This age group was chosen because, on average,
members of this group will be out of college and financially independent.
Appalachia has been experiencing a growth in key sectors of employment including: health, education,
personal services, professional services, and public administration. Salaries in these fields can range
3 O’CLOCK
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from $30,000 to $100,000 per year. This is the salary range of the population we will be targeting with
our campaign (Pollard, Jacobsen, & Population Reference Bureau, 2011)

Psychographics
Film and television have damaged the image of Appalachia. Appalachian people can be viewed as
hopeless but proud, desperate but industrious, or even ignorant and degenerate. The mountains have
kept Appalachia isolated from the rest of the country. The area has a long history of exploitation of
natural resources such as coal. Even though wealth has been generated from coal mining, it generally
has not funneled down to actual coal miners. Appalachia has become synonymous with destitution and
illiteracy. It contains some of the poorest counties in the nation (North American Mission Board, 2016).
The negative image of Appalachia doesn’t stop with outsiders; it also occurs in the region itself. Views
worsen the farther south you go in Appalachia. A Pennsylvania resident can have negative views of West
Virginians. West Virginians can have negative views of Alabamans. Alabamans can have negative views
of Georgians.

Behavioral Characteristics
Many residents of Appalachia who live in poorer areas use backyard dog breeding to get quick cash. In
addition, Appalachia has a high population of Amish residents who believe “animals are tools of God”
and operate puppy mills (Deppen, 2015).
Overbreeding is a major problem in Appalachia. Not all dogs can be adopted, and those who are not
adopted are owner-surrendered to shelters. Our target audience is aware of these animal breeding
issues that occur in local areas. However, there are many people from our target audience that have
breed prejudice, especially in the case of Pit Bulls. It is believed that they are dangerous, bad with
children, and do not cohabit well with cats. Our audience also suffers from the misconception that
shelter animals in general have behavioral issues, are all mutts (mixed breed), and have house training
issues.
Due to this negative view of pet shelters, our target population may seek pet stores or breeders. In the
case of pet stores, many of these animals are produced from puppy mills. In most cases, there is nothing
wrong with pet adoption through professional breeders; however, animals from professional breeders
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can suffer from a large amount of selective breeding. Inbreeding can frequently occur to achieve the
correct markings. This can also lead to greater health risks for the animals.
We would like our target audience to understand that shelter dogs are just as special as professionally
bred dogs. There are many rescue organizations available that only work with the adoptions of a certain
breed. If our audience specifically wants a pug, they can find a rescue that will have pugs available. Our
target audience can also help with fostering. While they may not be able to permanently take an animal
into their home, they could foster one temporarily (The Shelter Pet Project, 2016).
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SWOT ANALYSIS
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Strengths
One of the greatest strengths of The Shelter Pet Project is the backing of the Humane Society of the
United States and Maddie’s Fund. Both organizations work towards supporting companion animals and
educating on the importance of the adoption of shelter pets (Maddie's Fund, 2016). They also benefit
from the first animal focused PSA campaign developed by the Ad Council (Ad Council, 2016).
Unlike other campaigns of the past, The Shelter Pet Project uses positive imagery and a jovial message.
They work toward giving pets a personality and avoid advertisements that focus on cruelty to animals.
While all animals are important, this campaign keeps its focus on cats and dogs, the most common
companion animals (The Shelter Pet Project, 2016).

Weaknesses
The Humane Society is not beyond criticism. Many donors to the Humane Society do not realize that the
money they contribute does not actually support local Human Society shelters. The Humane Society is
transparent about this, and this is one of the reasons the SPP was created. Donations made directly to
the Humane Society instead go towards pushing legislation benefiting animal rights and paying salaries
for lobbyists. While these practices are a necessary evil, there are parts of the population that do not
agree with this system (Unti, 2004).
The current SPP campaign does not feature any working or protection breeds. While “cute and small”
are good selling points, that does not help other breeds that are deemed more difficult to train.

Opportunities
Sarah McLachlan and her song, “Angel,” were featured on television ads for the ASPCA in 2007. They
follow a theme of sad music playing while images of unfortunate cats and dogs are shown. This has even
led to pop culture references to “cue Sarah McLachlan,” when someone sees anything about a sad
animal (ASPCA, 2016). While this campaign was successful, it was also hard to bear. The SPP has the
same opportunity to educate the public on pets in need but can present this idea in a positive light.

3 O’CLOCK
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Threats
Organizations such as PETA have aggressive campaigns toward animal rights. Even though the Humane
Society, the ASPCA, and PETA all share the goal of protecting animals, PETA is more unpredictable and
can be more disruptive. The SPP does not want to make enemies with PETA members (PETA, 2016).
Bad press from local shelters can hurt The Shelter Pet Project’s goal of ending the shelter
misconception. While it is a necessary evil, overpopulation in shelters leads to animal euthanasia. This
can reflect on the SPP in negative ways due to their strong stance on shelters. It could lead the public to
believe that the SPP condones euthanasia.
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BRAND PERCEPTION

The promotion of legislation that supports the rights of animals and fights against cruelty to animals is
important. Organizations such as the Humane Society and the ASPCA are fighting for the lives and
welfare of all animals throughout the United States. Members of the public should be informed on these
issues and what they can do to help (ASPCA, 2016) (Unti, 2004).
While the Humane Society fights on that front, The Shelter Pet Project focuses on a smaller scale,
providing direct assistance to the animals themselves. They aid specific companion animals that need to
find a home right now. While someone can donate money to support the rights of animals, those that
take a call to action from the SPP can adopt and change the life of a single pet, being a hero to a cat or
dog on an individual level. It is instant gratification in the fight to help companion animals.
The Shelter Pet Project benefits from bringing the adoption of shelter animals into a positive light. They
want to end the stigma that shelter pets have something wrong with them. They promote the positive
experience of rescuing pets.
While The Shelter Pet Project has done a lot of good for the adoption of companion animals since 2009,
they are still fairly unknown. The general population is not familiar with the program, but they are
familiar with the Humane Society. A person’s desire to aid the Humane Society can then, in turn, inform
them about the SPP.
Those familiar with the SPP know that they promote with very positive imagery and focus on success
stories. Competitors like the ASPCA focus on the negative outcomes of what happens to pets that are
not adopted. While both messages are important, it is good to have a positive view to balance a
negative view.

3 O’CLOCK
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BRAND PERSONALITY

Heroic
The Shelter Pet Project demonstrates how much they care for the welfare of companion
animals. They encourage the public to not only donate money to help local shelters but to be
a hero to these animals by adopting or fostering them into loving homes. Individual members
of the public can make a difference in companion animals’ lives.

Innovative
The Shelter Pet Project strives to keep up to date with digital trends. Their websites are
mobile friendly. They work with online pet search engines such as AdoptaPet.com and
PetFinder.com.

Trendy
The Shelter Pet Project’s advertising goes beyond shelter promotion and urges the public to
share stories on their website and social media platforms. They promote topic discussions
dealing with shelter pet issues and encourage the public to share their pet adoption stories.

Playful
The abuse of animals is an unfortunate and sad subject. However, The Shelter Pet Project
chooses to use positive imagery and messages to educate the public on the welfare of
companion animals. They focus more on success stories and encourage others to help bring
about successful pet adoptions.

Brand Personality Statement:
“People want to unlock their inner hero, and rescuing a pet allows them to show that heroism to the
world.”

3 O’CLOCK
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CURRENT BRAND POSITIONING
The Shelter Pet Project is the first animal welfare campaign that the Ad
Council has taken on in its 60-year history.
Current Campaign Objectives (The Shelter Pet Project, 2014)
Eliminate the stereotype that there is something wrong with
shelter pets
Make shelters and rescue groups the first place people go when
looking to acquire a companion animal
Increase the rate of animals adopted from shelters and rescue
groups

Current Campaign Advertising (The Shelter Pet Project, 2014)
Ads focus on the bond between shelter pet and owner,
underscoring that the only way to find out how amazing shelter
pets are, is to meet one.
The advertising has always been honest and humorous, but it also
gives the pets a personality.

The current campaign is working towards convincing those who plan on adopting a pet within the next
year to choose to adopt their pet from a shelter or rescue. Audiences are directed to visit The Shelter
Pet Project’s website where they can search for a pet from a local shelter or rescue group, read adoption
success stories, and learn valuable information about pet adoption.

The Ad Council is currently distributing ads across multiple channels (The Shelter Pet Project, 2014):
Television
Internet: Web banners, social media
Outdoor: Billboards
Radio
Print

(The Shelter Pet Project, 2014)
3 O’CLOCK
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Revised Brand Positioning
The Shelter Pet Project is working towards convincing people in Appalachia to help breeds of prejudice
and working breeds by promoting adoption and fostering from a shelter or rescue. Audiences are
directed to visit The Shelter Pet Project’s website where they can search for a pet from a local shelter or
rescue group; read adoption success stories; learn valuable information about breed specific
misconceptions; and educate themselves on fostering, adoption, and the need for population control
due to overbreeding and puppy mills.
This is an evolved brand positioning statement. The SPP does not currently focus on breeds of prejudice
and working breeds. While this is understandable due to these breeds being more difficult to
successfully adopt, this could be an opportunity to test this revised campaign in the Appalachian area of
the United States. This is generally a rural area and contains a population that owns large tracts of land.
These are great opportunities for working breeds to go beyond the role of hunters and become true
family members. We can also focus on educating the populous on overbreeding and puppy mill issues
associated with the area. Simply being fostered can help rescued or owner-surrendered pets of
prejudice re-socialize themselves and make it easier for them to find forever homes.

IMC OBJECTIVES

Increase adoptions and fostering of breeds of prejudice in the Appalachian area by 10% within
the span of one year
Increase successful adoptions of working breeds in the Appalachian area by 10% within the span
of one year
Educate the Appalachian area on the truth behind breeds of prejudice and working breeds,
raising awareness by 30% within the span of one year

3 O’CLOCK
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PRIMARY RESEARCH
A focus group was conducted to obtain primary research data. A request for volunteers was advertised
through social media. Participants were asked to volunteer their time for a focus group discussing pet
adoption. They were required to be between 22 and 50 years of age, live in the Appalachian area of the
United States, and own or have owned a pet (dog or cat).
Those that qualified were given a day and time to participate in a Google Hangouts video chat. The focus
group was moderated by an additional volunteer and this IMC campaign’s manager, Melissa Turner.
There were 11 participants total, with four volunteers in their 20’s, three volunteers in their 30’s, and
four volunteers in their 40’s. They resided in the northern region of Appalachia in the states of
Pennsylvania, West Virginia, Ohio, and New York. Refer to the chart of participant data below. The
participants were presented with three concept statements for an advertising campaign. They were
asked their feelings towards these ideas.
Name
Participant 1
Participant 2
Participant 3
Participant 4
Participant 5
Participant 6
Participant 7
Participant 8
Participant 9
Participant 10
Participant 11

Age

Location

36
49
49
26
23
28
34
27
44
34
43

Beckley, WV
Morgantown, WV
Morgantown, WV
Morgantown, WV
Morgantown, WV
Morgantown, WV
Buffalo, NY
Akron, OH
Reedsville, PA
Wallace, WV
Reedsville, PA

Independent Concept Statements

1. Shelter pets suffer from a general misconception. A large portion of the population believes that
shelter pets are all mutts, have socialization issues, or are dangerous. The shelter stereotype needs
to be addressed, and the population should be educated on the positive aspects of shelters and
rescues.
All participants agreed with this statement. They shared that they have all adopted a pet through a
breeder, a rescue, or a shelter. They did state that none of them have ever, or would ever, adopt a
pet from a pet store.
3 O’CLOCK

3OCLOCK.ROGUE@GMAIL.COM | MELISSA CHASKO TURNER

P a g e | 19

Participants also gave more insight on the public belief that shelter dogs are mutts. They have had
personal experiences with adopting shelter dogs that were pure breeds. In the case of rescues,
many of them specialized in specific breeds. The participants did not see a reason why someone
interested in adopting could not still select a specific breed.
2. Pet shelters and rescue organizations have certain breeds of dogs that are more commonly found
than other breeds. The pets are regularly the victims of breed prejudice. The general population can
benefit from education and awareness of the facts and fallacies about certain breeds. We want to
bring this subject to light with jovial and fun imagery.
The participants reacted the most positively to this strategy statement. They discussed how movies
and media have shed a negative light on certain breeds of dogs. Specific breeds discussed were: Pit
Bulls, Rottweilers, and German Shepherds. One participant shared her experience with prejudice
toward black cats and a local shelter that would have monthly “sales” on black or partially black
colored cats.
All the participants agreed that education is the best way to alert the public about these breeds.
They felt that prejudice is not the breed’s fault and that the owners are the ones to blame for
misconceptions about certain breeds. While most of the group had no issues with these breeds, one
member of the group admitted to a fear of Pit Bulls and would not want to adopt one. She stated
that after the focus group she felt encouraged to be more accepting of the Pit Bull breed and that
her misconceptions were unwarranted.
Participants had numerous ideas for advertising to the public about why breeds of prejudice are just
as nice to adopt as all other breeds. The strongest suggestion was the use of professional
photography. They believed that too many shelters take “mug shots” of animals to put on shelter
websites. These photos are not complimentary to these animals. Instead, photos with a calmly
colored background could be used. The animals could be encouraged to pant or beg for a treat to
create a friendlier photo. The use of scarves, hats, or fancy collars could help liven up a photo. They
also suggested taking photos of these dogs interacting positively with children, other dogs, or
smaller animals such as cats. One participant spoke of reading programs for dogs in her area. They
have volunteers at her local shelter that read to dogs to socialize them.

3 O’CLOCK
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3. There are popular breeds throughout the region of Appalachia that are frequently found in shelters
and in need of rescue. Popular breeds of this area can suffer from overbreeding by individuals
seeking financial gain. The result is too many animals with not enough of the population able to
adopt them, and the animals are ultimately euthanized, sometimes as quickly as 24 hours after
entering a shelter.
While this idea pivots away from our overall campaign goal of joviality and fun, this was a theme to
evoke emotion in the participants on the issues in the areas that they live.
The participants shared their experiences with breeds they commonly see in shelters or breeds they
see many of their friends and neighbors adopting. Specific breeds of Appalachian popularity
discussed were: Pit Bulls, Rottweilers, Chihuahuas, and hunting dogs such as Beagles and Coon
Hounds. The group spoke of Chihuahuas’ popularity as a “purse dog.” Pit Bulls and Rottweilers are
popular dogs that are adopted for protection or to give the owner an appearance of strength.
Hunting dogs are a popular working breed in Appalachia due to the large number of hunters in the
area.
Owners of Chihuahuas often surrender them to shelters due to lack of interest in owning a dog or
difficulty with training. Chihuahuas are very emotionally fragile, and when they are surrendered to a
shelter, they often suffer from trauma, making them a difficult breed for re-adoption. During the
Hunting off-season, many hunters simply keep their hunting dogs caged or tied up in their
backyards. Beagles are known for howling due to boredom, and these dogs are intelligent enough to
free themselves from restraints. The participants had stories of finding stray hunting dogs and their
owners never looking for them.
Due to the popularity of Pit Bulls, Rottweilers, and hunting dogs in the area, they are the breeds of
choice for backyard breeders and Amish puppy mills. The participants spoke about how important it
is to have more regulations toward spay and neutering. This is where they agreed with one of the
groups that developed the SPP, the Humane Society. They feel that lobbying for legislation
conducted by the Humane Society could also help with requiring more spay and neutering laws.
The focus group participants all agreed on the need for more education. The public can benefit from
knowledge concerning breed misconceptions, understanding the responsibilities of pet ownership, and
being aware of the general welfare of animals and how we can prevent further mistreatment of them.

3 O’CLOCK
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SECONDARY RESEARCH

Per the Humane Society’s 2016 puppy mill report, the Appalachian states of Ohio and Pennsylvania rank
4th and 6th respectively as states with the greatest number of problem pet dealers (The Humane Society
of the U.S., 2016).
Appalachian areas of Ohio, Pennsylvania, and the Southern Tier of New York are home to most of the
country’s Amish and Mennonite population. These reclusive communities consider all animals as
livestock, including dogs. It varies from breed to breed, but after five or more years, puppy mill moms
are retired, disposed of, or auctioned off. Rescue organizations try to take in many of these dogs for
rehabilitation and re-homing. To maximize their profit, the Amish breed the most popular dogs. Popular
breeds of the Appalachian region include: Chihuahuas, Pit Bulls, and Hounds (National Mill Dog Rescue,
2016) (Alfonsi & Gerstein, 2009).
An additional issue with shelter pets is backyard breeding. Private breeders also breed the most popular
dogs to draw a profit. This leads to an increase of the shelter population due to overbreeding. Pit Bulls
are one of the most popular breeds in the U.S. and generate large litters of six to twelve puppies. When
breeders are unable to sell a whole litter, the remaining puppies are sent to shelters. Due to the large
amount of Pit Bulls arriving in shelters, it is impossible to re-home all of them. Pit Bulls are the most
likely dog breed to be euthanized, while they are only the third most likely to be adopted. From the
variety of breeds that are most frequently found in shelters, the following breeds are commonly found
in the Appalachian area (Unti, 2004):
Pit Bull (includes: American Pit Bull Terrier, American Staffordshire Terrier, American Bully, and
Staffordshire Bull Terrier) – This is a popular breed for protection and a status symbol of
strength.
Rottweiler – Like the Pit Bull, Rottweilers are popular for protection and a status symbol of
strength.
Hound Dog (In Appalachia – Beagles and Coon Hounds) – These working dogs are popular with
hunters and farmers in the Appalachian area.

3 O’CLOCK
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(Rilko, 2016)

(Riodan, 2006)

(Visuali, 2003)

(Cooper, 2016)

(ATTS, 2016)
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Another issue with breed prejudice revolves around Big
Black Dog Syndrome (BBD) and the curse of the black
cat. These can be pure or mixed breeds. It is the darker
color that affects adoption rates.
Many adopters find that large black dogs look menacing
because it is difficult to read their facial expressions. Big
black dogs have been portrayed as scary and mean
through folklore, books, and television. Black cats suffer
old folklore associated with witchcraft and the stealing of
souls.
In our modern age of online pet searches, black cats and
dogs are still hard to market due to their dark coats.
Most shelters feature photos of their animals on their
website to showcase pets to potential adopters.
Unfortunately, black cats and dogs are difficult to photograph, and their personalities are often masked
in darkness (Crockett, 2014).
“A 1992 Animal Welfare study presented participants with photographs of different colored
dogs: 65% preferred dogs with lighter coats. Anthrozoos published a study in 2013 that found
‘participants rate yellow dogs significantly higher than black dogs on the personality dimensions
of Agreeableness, Conscientiousness, and Emotional Stability.’ The same study found that
participants considered black dogs the ‘least friendly’ -- based solely off a photograph (Crockett,
2014).“
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INTEGRATED COMMUNICATION STRATEGY STATEMENT

“Understanding is needed so all companion animals can have the loving home they
deserve.”

The focus of this strategy statement is centered on understanding and around shelter adoption for all
companion animals. The first key word is “understanding.” This is to represent educating oneself on the
nature of different breeds and ending misconceptions. The second key word here is “all.” This is
referring to all breeds, whether they are a cat or dog, big or small, old or young, strong or weak, loud or
quiet, or of any color. There is not one breed that is more deserving than another.
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CREATIVE BRIEF

Client: Shelter Pet Project

IMC Statement: “Understanding is needed so all companion animals can have the loving
home they deserve.”

Why are we advertising?
To promote positive views of pet shelters, rescues, and breeds of prejudice, therefore increasing
pet adoptions.

Whom are we talking to?
Targeting 22 to 50-year-old males and females that reside in the Appalachian region of the U.S.

What do they currently think?
They have negative misconceptions toward pet shelters and prejudice toward certain breeds of
pets.

What would we like them to think?
“A rescue or shelter is the first place I want to investigate when I am considering adopting a new
pet, regardless of the breed.”

What is the single most persuasive idea we can convey?
To give the feeling of helping, saving, and rescuing pets that need homes. When a pet has loving
owners and those owners are educated about the breed they take home, this pet will become a
great family member regardless of their breed.

Why should they believe it?
Because pets reflect the environment they are living in. A pet may have behavioral issues due to
being raised in a negative environment. When adopted into a caring environment however, pets
can be rehabilitated with a positive outlook.

What is the personality we want to convey?
A feeling of fun, humor, and the personalities of the pets themselves.

Are there any sacred cows?
No breeds should ever be shown in a negative way.

Are there any creative guidelines?
Billboards (traditional and digital), professional pet photography for social media, informative
video ads, and stores.
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MEDIA PLAN

Objective
Running the span of a full year, the campaign will target Appalachian residents using traditional
marketing to achieve a reach of 50% and a high frequency rate.
Running the span of a full year, the campaign will target Appalachian residents between 22 and
50 years of age, using digital marketing to achieve a reach of 50% and a high frequency rate.

Strategy
A flight schedule of outdoor mass media advertisements will be purchased with a heavy
emphasis in Spring season months.
A continuity schedule of direct response digital ads will be purchased to spread evenly over the
span of a year.
On The Shelter Pet Project website, a monthly campaign video will run that will be both
educational and contain a call to action in the hopes of increasing pet adoption.

Tactics
Outdoor Traditional Media
To directly reach prominent areas within Appalachia, we will be launching an
outdoor billboard campaign with Lamar advertising and a guerrillamarketing
sticker campaign. Dedicating much of our budget to this media outlet will make it the largest
expenditure of this campaign (Lamar, 2016). Due to the nature of the outdoors, the Winter season will
not be used for advertising. However, the Spring and Summer seasons will be covered more heavily due
to easier house training during these seasons.
Digital Poster
Digital poster ads will only be purchased in five major metropolitan areas in Appalachia. These
digital ads will be prominently displayed in high commuting and congestion areas. The
metropolitan areas will include: Ashville, NC; Clarksburg, WV; Huntsville, AL; Knoxville, TN; and
Pittsburgh, PA.
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Poster
Poster ads will be purchased in four major cities of Appalachia where digital advertising is not
available. These poster ads will be prominently displayed in high commuting areas, not including
interstate highways. The cities targeted will include: Buffalo, NY; Charleston, WV; Lancaster, PA;
and Youngstown, OH.
Jr. Poster
Jr. Poster ads will be purchased in smaller cities and college towns of Appalachia. These poster
ads will be prominently displayed in heavy driving and pedestrian commuting areas, not
including interstate highways. The target cities will include: Altoona, PA; Beckley, WV; Bluefield,
WV; Clarksburg, WV; Corinth, MS; Johnson City, TN; Morgantown, WV; State College, PA;
Wilkes-Barre, PA; and Williamsport, PA.
Stickers
Vinyl stickers will be produced and printed. These stickers will be available on The Shelter Pet
Project website for supporters to order. These stickers will also be distributed to Humane
Society shelters throughout Appalachia. Supporters and shelters will be encouraged to place the
stickers on cars, laptops, public benches, traffic poles, etc.

Social Media
Facebook / Instagram
Facebook and Instagram click-thru ads will be purchased, targeting Appalachian residents 22 to
50 years of age, Caucasian, college graduates or higher, and those with interests listed with the
following key words: cats, dogs, pets, adoption, or animal welfare.
Twitter
Twitter click-thru ads will be purchased targeting Appalachian residents, 22 to 50 years of age,
Caucasian, college graduates or higher, and based on the campaign hashtags #workingbreeds
and #endbreedprejudice.
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Digital Media
Public Service Digital Videos
Public service announcement videos will be produced and created for the public to view on The
Shelter Pet Project website. The videos will be educational in nature to inform the public on
what is involved when adopting working breed dogs and about the misconceptions with breeds
of prejudice.

Rationale
Outdoor Traditional Media
The intention of this billboard campaign is not just to improve the number of shelter pet adoptions but
also to improve public awareness. Thousands of people can be exposed to our message daily. You only
have a few brief moments to impart a message, therefore the billboards will be displayed using
charming visuals with humorous anecdotes to catch the public’s attention. We want the audience to see
our billboard and say, “That is so cute! I need to find out what The Shelter Pet Project is all about.”
In Appalachia, like all other areas of the U.S., residents spend 70% of their time outside of the home. The
CPM for outdoor advertising is one of the lowest. Additionally, outdoor media is one of the most
memorable media vehicles. Unlike television or print, outdoor media cannot be turned off or fastforwarded through. Billboard advertisements can also be strategically placed to more accurately reach
our target audience (emc outdoor, 2016). Per Lamar advertising, the cities we are targeting for our
billboards will grant a 30-50% reach and approximately a frequency of eight (Lamar, 2016).
Guerrilla marketing is an alternative tactic using non-traditional approaches. It is primarily used to reach
consumers in their thirties or younger. For this campaign, our guerrilla marketing takes place in an
outdoor setting but is not held back by traditional boundaries of road signs and storefronts. It is a
rebellious or even illicit method for raising awareness. It may require tactics that are commonly used by
street artists, who violate social conventions to display their work through means such as graffiti. This
type of advertising through an unconventional space can influence audiences more casually and
increase word-of-mouth (Serazio, 2013).
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Social Media
In the marketing world of today, social media outlets such as Facebook and Twitter are a necessary part
of any advertising campaign. Having an account across multiple social media channels is a norm. Not
having accounts across the social media board can have negative effects. There are no businesses that
do not benefit in at least a small way from having a social media presence (Solis, 2007).
Social media is all about image sharing. For a campaign like The Shelter Pet Project, this is just the
vehicle we need. Pets have been the stars of the Internet. There are also numerous articles that
proclaim, “Cats have become the unofficial mascot of the Internet (The G Brief, 2016).” Effective use of
social media can be done simply by adding photos to social media posts and stating, “You too can make
your pet famous on the internet. Adopt a shelter pet today.” There are numerous varieties of working
breeds that can be the new social media pet models.
An important feature of social media sites like Facebook and Twitter is the ability to highly customize
ads to not only target those who reside in Appalachia but also target specific education levels and those
whose interests revolve around pets.
An interesting and more involved social media platform that can be utilized is the online community
obsessed with dogs and especially cats, Reddit. Reddit is defined as a social news aggregation and web
content rating website. Registered users can submit posts, including text, direct links, and photos. Other
users can up-vote or down-vote these submissions to determine the post’s position on the website. The
submissions with the most positive votes make it to the “front page.” Content on Reddit is organized by
areas of interest called, “subreddits” (Start Up Bros, 2016).
As of 2016, Reddit has had 542 million monthly visitors with 234 million unique users. They are ranked
the 11th most visited website in the U.S. In 2015 there were a recorded 82.54 billion page views, 73.15
million submissions, 725.85 million comments, and 6.89 billion up-votes from users (Reddit Blog, 2015).
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Reddit has a variety of subreddits dedicated to animals. Examples include (Silverman, 2013):
r/Aww – cute pictures of animals
r/AnimalsBeingBros – aww-inducing, funny, and cute subreddit of animals smiling
r/Pets – simply posts about owner’s pets
r/AnimalsBeingJerks – posts around naughty pet behavior
r/DogTalk – a subreddit of dogs with texts that read nothing but “bark bark bark”
r/HistoricalCatLovers – images and stories of cat obsession before the Internet
When it comes to posts on Reddit, this is where we see a different social media interaction. This
requires being a true Reddit user. Posting content like all other members of the Reddit community also
encourages visits to your website or awareness of a cause (Start Up Bros, 2016).

Digital Media
The Shelter Pet Project is no stranger to developing Public Service Announcement videos and
commercials. The difference with this campaign is to take the experience of adopting a shelter pet and
combining it with education on breeds of prejudice and working breeds. This will help those interested
in adoption make a more informed decision as they learn the unique needs of these breeds and the
various misconceptions they face. These videos also provide a more in-depth look at how these breeds
interact and play. They will be able to see them in action, as well as learn what the best environments
are for these breeds (Ad Council, 2016).
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Integrated Communication Timing Flowchart
Integrated Communication Timing Flowchart
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Campaign Budget
The campaign budget is broken down into 11 sections: creative design, photography, video production,
research, social media, evaluation, agency fee, and outdoor (digital, poster, Jr. billboards, and stickers).
Our agency specializes in graphic and video design as well as advertising. Due to this, graphic design,
photography, and video production costs will be much lower than average. We will only be charging our
base salary for one month of design work that will cover these areas. In the case of the video PSAs, we
will need to develop 12 different videos, making three videos per one-month period. In the same vein,
our agency fee will also reflect a base salary for one month of campaign design.
Social media budget is determined by ad costs. The social media site Reddit has no cost due to the
campaign working solely on post content. We will require staff volunteers to create and upload posts.
These same volunteers will also monitor our analytics information from our social media sites. They will
be paid a base fee of $100 dollars a month and will be eligible for community service credits.
Our outdoor advertising budget is dictated by Lamar renting costs (Lamar, 2016). The sticker campaign
budget is based on the cost of a bulk order of 10,000 prints (U Printing, 2016).
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COMMUNICATION TOUCH-POINTS
Traditional Media – Billboards: #EndBreedPrejudice
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Social Media Ads: #EndBreedPrejudice

These advertising images are sending two messages: Pit Bulls can be loving, and larger and darker
coated breeds can be gentle.
Our Pit Bulls are up close and personal with the model. This allows our model to show a great deal of
trust. The Pit Bull models also have non-docked ears. While docking ears is something many owners do
for dog shows, frequently this practice is done to make the ears harder to grab during dog fighting. The
dog models have natural “floppy” ears, which give them a less aggressive look (Dunn Jr. DVM, 2016).
The target audience will be encouraged to believe that this breed is for more than just dog fighting and
can be a loving member of the family.
Our Rottweiler model is featured with a small child. This is shown to give a sense of gentleness with
children. We are also showing the child reading to the Rottweiler. This was a suggestion from our focus
group study. The participants talked about their local shelters using photos of dogs being read to as part
of a program to socialize shelter dogs.
We encourage the target audience to visit the SPP’s website to achieve a better understanding of these
“large and scary” breeds. After learning more about them and the large numbers of them in shelters,
our target audience will feel more encouraged to foster or adopt these breeds.
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Traditional Media – Billboards: #WorkingBreeds
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Social Media Ads: #WorkingBreeds

Working breeds such as hounds are frequently used by hunters.
The creative strategy behind these ads is promoting to a more
feminine audience. The vision keeps with the light-hearted themes
that The Shelter Pet Project is known for. In addition, this is also
geared towards Millennials who use social media. The ad copy is
inspired by an Internet meme (Feminist Ryan Gosling), turned
book, based on actor Ryan Gosling (Know Your Meme, 2011).

(H ENDERSON , 2012)

Typically portraying sensitive roles, Gosling was used in an Internet fad. Photos of Gosling, who appears
lost in thought, have text added to them, suggesting that Gosling is thinking about a woman and always
knows the correct thing to say (Henderson, 2012).
These breeds can do more than hunt; they can be your best friend, snuggle buddy, or a shoulder to cry
on. Working breeds do require a lot of exercise due to their inquisitive personalities and their bred
desire to run and hunt. We want our canine models showing off their medium sized stature, floppy ears,
and their appeal for people who pursue an active lifestyle. A combination of breed personality and their
daily needs are incorporated in this delightful execution.
The target audience will be led to a call to action to visit The Shelter Pet Project’s website to learn more
about hound dogs. Included in the body copy is #workingbreeds, which can lead our target audience to
The Shelter Pet Project’s Twitter campaign. We will also plant the seed of a desire to adopt or rescue
one of these breeds from a shelter. The most beneficial outcome of this ad will be a viewer’s wish to
share it with a friend or post it on their own social media page, therefore earning free additional media
coverage.
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Digital Media Videos - Storyboards
We want to develop public service announcement videos to be available on The Shelter Pet Project
website. These will be interview style videos with a narrator discussing a breed and its characteristics.
The video will include scenes with a narrator speaking and footage of a breed of dog at play.
The important aspect of these videos is that viewers will see more than just the picture of a dog; they
will see the dog in action. They will see how they interact with other people and other dogs. One of the
selling points for animals is showing off their personality. The videos will also educate viewers on the
needs and eccentricities of different dog breeds. The videos will be 30-second spots, and we will have a
new video each month.
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Guerrilla Marketing – Sticker Campaign
From vehicles, to the back of laptops, to a random light pole,
stickers could be seen anywhere. This is an outdoor
advertising technique to reach where billboards cannot.
The target audience will be led to a call to action to visit The
Shelter Pet Project’s website to learn more about adoption
issues with black coat breeds. The tagline is also a play on fashion. Black clothing is always in style.
Due to this being a sticker, our target audience will want one of their own. Stickers are frequently fun,
and people have a desire to “stick” stickers. Therefore, members of the public themselves will aid in
advertisements for The Shelter Pet Project (Guerrilla Marketing, 2014).

Social Media Interaction
Internally, The Shelter Pet Project has experience with
common social media ad campaigns. Placing ads on
Facebook is not enough. You need to maintain your
own Facebook, Instagram, and Twitter pages. Content
needs to be added following a calendar cadence of
regular posts to keep viewers interested. In correlation
with this campaign, having a post twice a month
talking about and educating followers on breed
misconceptions and information on working breeds
should be included in the calendar cadence for The
Shelter Pet Project social media team to focus on
(Solis, 2007).
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Reddit

A new challenge can be presented to the social media management team. They need one or more
people to become Redditors. Becoming a member of the Reddit community and posting has zero cost.
You just need to know the right things to say and the right content to post. You also need to be
transparent with who you are. Setting up a user name such as “shelterpets” would be transparent,
although not obviously, a marketing campaign.
The Shelter Pet Project promotes a passion and love of animals. Reddit loves passionate people. You can
only share something in the community if you, the social media marketer, think it’s awesome. You need
to become, “one of them.” Most importantly, you need to tailor posts to the subreddit that you are
posting in. Redditors can smell a marketer a mile away, and they have the power to down-vote and
make your content disappear (Start Up Bros, 2016).
As an example, in the subreddit r/Aww, we could post a photo of a Pit Bull with a ring of flowers on her
head with a title such as: “And people say we are dangerous…” This could then spawn a conversation on
why people love Pit Bulls. We could then add to the conversation about shelter issues with Pit Bulls and
later post a link to The Shelter Pet Project for users to learn more about adoptions. A very casual, but
passionate, approach about the wellbeing of animals can work wonders. In addition, while filming PSAs
for our digital media, “outtakes” of the dogs in the videos could be posted on Reddit to draw up some
laughs. This could also lead to a conversation about visiting The Shelter Pet Project website.

*As a side note on the above Reddit Pit Bull post example. This post did receive down-votes due to this
simply being a photo of a Pit Bull.
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EVALUATION PLAN
Objective
Monthly monitoring of social media interaction analytics will be used to ensure we are
effectively reaching our target audience and adjusted if we notice any new trends.
Bi-weekly monitoring of social media advertisement analytics will be used to confirm we are
effectively reaching our target audience.
Weekly monitoring of out-of-home advertisements using Traffic Audit Bureau statistics will be
used to analyze the most effective billboard locations.

Methods
Reddit Insights: To be used with Reddit posts, measuring up-votes.
Google Analytics: To be used with sticker campaign, PSA videos, and social media
advertisements.
Facebook Analytics: To be used to measure Facebook interactions.
EOI (Eyes on Impressions): To be used to measure OOH (out-of-home) advertising.

Rationale
Reddit Insights
Reddit is a unique social media machine. The average analytics tools are not designed to measure karma
points but instead monitor views and clicks. Reddit Insights provides a search bar for tracking real-time
statistics on individual posts or scores for individual accounts. The website features statistics on
individual subreddits, or subject threads, that we can use to measure the success of our own activities
against those of the larger community (Reddit Insight, 2016).
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Google Analytics
Due to the nature of a guerilla marketing campaign, it is difficult to measure effectiveness. We will not
know where our campaign stickers will end up. The public will observe the stickers and read the URL to
The Shelter Pet Project website. A way to monitor the success of these sticker ads is by using Google
Analytics to measure direct traffic visits to The Shelter Pet Project website. These are unique website
visits that are achieved when visitors directly type the URL into their web browser.
Using the event behavior monitors of Google Analytics, we can track the success of our PSA videos on
the SPP website to help measure video views and the percentage of viewers who watched the whole
video, or even just a portion of it.
Lastly, we can use Google Analytics to monitor the number of page views the SPP website receives from
website referrals. This will give an insight to how many click-throughs we are receiving from our social
media banner ads and post interactions. With this information, we will know which social media outlets
are the most successful (Google, 2016).

EOI
For our billboard campaign, we will be using an EOI monitor. Eyes-On-Impressions is a measurement of
the number of people that pass an out-of-home (OOH) advertising display that are then likely to notice
the ad. EOI’s are more accurate figures because they not only quantify the number of people who pass a
display but also the number of people who notice the display. EOI’s also take into consideration both
vehicular and pedestrian traffic. EOI’s integrate several measurement tools such as: Daily Effective
Circulations, Census Data, Travel Survey, Data Modeling, Analytics, and Visibility Adjustment Indices. VAI
use the physical appearance of an outdoor advertisement. These characteristics include: the placement
of the unit, what side of the road it’s on when viewed, the distance from traffic when viewed, the type
of road it’s placed on, whether the unit is illuminated, the size, its angle relative to oncoming traffic, and
who it’s viewed by (vehicular traffic, pedestrian traffic, or both) (OAAA, 2016).
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Facebook Analytics
Facebook provides their own analytics to monitor activity on
their site and on Instagram. They offer numerous options to
define a target audience for Facebook banner ads. We will also
be able to track post interactions and gauge changes in trends
and popularity (Facebook, 2016).

(FACEBOOK , 2016)
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CONCLUSION

By following this plan, The Shelter Pet Project can test the effectiveness of reaching out and educating
the public on the issues of specific breeds and increase the number of pet shelter adoptions.
By concentrating on breeds that largely populate shelters, we will aid in increasing adoptions overall.
While other organizations effectively use heartbreaking imagery to call the public to action, we believe
that relying more on sharing positive experiences and anecdotes can accomplish a larger and more
immediately impactful level of response.
This campaign focuses on the Appalachian area of the United States, but we believe that the success of
this campaign will lead to increasing adoption prospects across the country. We hope to take this
exciting opportunity and start a revolution. We can end prejudice towards breeds that cause fear in the
public at large. We can educate the public on breeds that typically end up in unsuccessful adoptions. We
can eliminate the negative misconception of shelter pets and raise adoption percentages this year and
for years to follow.
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APPENDIX
Focus Group Guide
Welcome

Start with the introduction of the moderator and the assistant
Topic discussion

The results will be used for an advertising and awareness campaign in Appalachia.
You were selected because:
You live, or have lived, in some region of Appalachia.
You are between 22 to 50 years of age.
You have owned a pet at some point in your life.
Independent Concept Statements

Shelter pets suffer from a general misconception. A large portion of the population believe that
shelter pets are all mutts, have socialization issues, or are dangerous. The Shelter stereotype
needs to be addressed and the population educated on the positive aspects of shelters and
rescues.
Pet shelters and rescue organizations have certain breeds of dogs that are commonly found in
shelters. The pets are regularly the victims of breed prejudice. The general population can
benefit from education and awareness about what is true, and what is not true, about certain
breeds. We want to bring light to this subject with jovial and fun imagery.
There are popular breeds throughout the region of Appalachia that are frequently found in
shelters and in need of rescue. Popular breeds of this area can suffer from overbreeding by
individuals seeking financial gain. The results are too many animals with not enough of the
population able to adopt them and ultimately some are euthanized as quickly as 24 hours after
entering a shelter.
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Focus Group Guidelines
There are no right or wrong answers, only differing points of view.
We are recording, so please try to have only one person speaking at a time.
As moderator, I am here to guide the discussion.
We are on a first name basis. So, we are going to have everyone introduce themselves telling, us
their name and where they live or have lived in Appalachia. We will keep everything on a first
name basis.
First Question
What dog breeds do you think are most commonly found
in shelters?
Why do you think this?
Inform the group of top shelter dogs. These dogs
suffer from overbreeding due to popularity:
Pit Bull – dangerous
American Bulldog

Remember:
5 second pause
Probes:
“Would you explain further?”
“Would you give an example?”
“I don’t understand.”
Ask others in the group what their
views are when you only have heard
one person’s opinion.

Boxer
American Staffordshire Terrier
American Pit Bull Terrier
Labrador Retriever – overbreeding
Chihuahua – hard to train, fear biters, yippy
Beagle – hunting breeds need stimulation, howling
Rottweiler - dangerous
German Shepard - dangerous

How do you feel about these breed issues?
Other than the Labrador, what could be done to put these breeds in a better light?
How do you feel about big black dog and black cat prejudice?
Why do you think this?
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Second Question
From living in Appalachia, what dog breeds do you commonly see?
From living in Appalachia, what dog breeds do you think are the most popular with lower income
families?
Why do you think this?

Third Question
From living in Appalachia, what prejudice have you experienced?
Why do you think this?

Fourth Question
You are planning on adopting a new pet. Will you be considering a shelter? Pet store? Local breeder?
Professional pure-bred breeder?
Why?
Where are local pet shelters located in your area?
How would you research pet shelters?

Fifth Question
Let’s say that you have donated to the Humane Society of the U.S. Where do you believe your donation
is going? Or how is it helping?
Money donated to the Humane Society of the U.S. DOES NOT go to helping local humane
society adoption centers. How does this make you feel?
Why?

Sixth Question
What is your opinion on fostering a dog breed that has a stereotypically bad reputation?
Would you foster one?
How do you feel about pets inevitably getting adopted by those who foster them?
What is your opinion on adopting a dog breed that has a stereotypically bad reputation?
Would you adopt one? Have you adopted one?
Explain your experience.

3 O’CLOCK

3OCLOCK.ROGUE@GMAIL.COM | MELISSA CHASKO TURNER

P a g e | 52

Seventh Question
What do you think shelters could do to help dogs with prejudice get adopted?
Same question, but do you have any specific ideas for Appalachian pet shelters?
Why?

Final Question
Of all the things we’ve talked about, what is the most important to you?
Follow up and inquire
Have we missed anything? Do you have anything more you would like to add?

Participant Release Forms
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Participant Consent form
The Shelter Pet Project: IMC Campaign

Participant Consent Form – Focus Group
Researcher(s):

Melissa Chasko Turner and Trubie Turner

Study Title:

Pet Adoption in the Appalachian Area

WHO IS ELIGIBLE TO PARTICIPATE?
Subjects must be between 22 to 50 years of age, live in the Appalachian area of the U.S., and own or have owned a
pet (dog or cat).

WHAT IS THE PURPOSE OF THIS STUDY?
The purpose of this research study is to learn more about the beliefs and attitudes of pet owners that reside in the
Appalachian area of the U.S. This information will be used to help build a marketing campaign to increase pet
adoptions in Appalachia and throughout the United States.

WHERE WILL THE STUDY TAKE PLACE AND HOW LONG WILL IT LAST?
The study will take place wherever you are comfortable, as long as you are alone and it is a quiet environment. You
will be required to log into a Google video chat. You will be able to see and hear all participants once you log on.
The study should take between an hour to an hour and a half.

WHAT WILL I BE ASKED TO DO?
If you agree to take part in this study, you will be asked questions about your feelings and knowledge concerning pet
adoption. You will need to answer questions out loud in front of the rest of the study group. No writing or note
taking is required.

WHAT ARE MY BENEFITS FROM PARTICIPATING IN THIS STUDY?
We hope that the information you provide will help improve the life of companion animals throughout the United
States. This improvement will be measured by pet adoption rates and pet fostering rates.

WHAT ARE MY RISKS OF BEING IN THIS STUDY?
There are no known risks associated with this research study; however, a possible inconvenience may be the time
it takes to complete the study.
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HOW WILL MY PERSONAL INFORMATION BE PROTECTED?
We will be using several procedures to protect the confidentiality of your study records. The researchers will keep all
written study records in a secure location. All digital (typed) data will be stored on a password protected Dropbox
folder. Only the researchers will have access to this information. At the conclusion of this study, the researchers may
publish their findings. Information will be presented in summary format and you will not be identified in any
publications or presentations.
WILL I RECEIVE ANY PAYMENT FOR TAKING PART IN THE STUDY?
If you choose to participate in this study, you will be receiving a $5 gift card for Amazon.com.
WHAT IF I HAVE QUESTIONS?
We will be happy to answer any question you have about this study. If you have further questions about this project
or if you have a research-related problem, you may contact the researcher, Melissa Chasko Turner at
412.691.0369.
CAN I STOP BEING IN THE STUDY?
You do not have to be in this study if you do not want to. If you agree to be in the study, but later change your mind,
you may drop out at any time. There are no penalties or consequences of any kind if you decide that you do not want
to participate.
SUBJECT STATEMENT OF VOLUNTARY CONSENT
When signing this form, I am agreeing to voluntarily enter this study. I have had a chance to read this consent
form, and it was explained to me in a language which I use and understand. I have had the opportunity to ask
questions and have received satisfactory answers. I understand that I can withdraw at any time. A copy of this
signed Informed Consent Form has been given to me.

I agree to maintain the confidentiality of the information discussed by all participants and
researchers during the focus group session.

Name of Participant

3 O’CLOCK

Signature

Date
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Photography Release Forms

Nyellie (Canine)
Nicco (Canine)
Corinthia Rilko
3170 University Ave, Morgantown, WV 26505

11/1/16
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Pepper (Canine)
Liam Jefferson (Mother: Corinna Cooper)
3017 Dogtown Rd, Reedsville, WV 26547

11/2/16
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Trubie Turner

Morgantown, WV 26505

11/9/16
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Agency Background

What does three o’clock mean? Three o’clock is essentially named for
President & CEO, Melissa Chasko Turner’s pet dog, Sanji the Boston
Terrier. The Boston Terrier got his name from Ms. Turner’s favorite anime
character, Vinsmoke Sanji. Sanji is a cook on a pirate ship. In Japan, snack
time (like British tea time) occurs at three o’clock. Creator, Eiichiro Oda,
therefore named his chef character in an homage to snack time.
San = three. Ji = o’clock (Oda, 2016).
3 O’CLOCK was founded in October of 2015. We are an integrated marketing communications agency
that specializes in small businesses and we are expanding into the non-profit market. Our work focuses
on positive outlooks in promotions. This includes creative approaches using humorous, fun, and
heartwarming themes. We prefer to not rely on negative sentiments for our campaigns.
We have years of experience in art and design. Not only can we develop an advertising campaign, we
can also take these ideas to completion by use of in-house photography, graphics design, and video
production.
Since January, 2016, we have had a working relationship with several local libraries. These state-run
facilities do not always receive the financial support they need to convert to new digital publications or
promote the new programs and features added as the library grows. Social media plans were designed
and implemented to support these libraries. Graphic and visual design aid was also provided for
advertising to help raise local awareness of new programs within the libraries, such as art exhibitions,
support groups, and keynote lectures.
As part of our work with libraries, we also aided in the development of “mindfulness” programs. This
work included web design, logo creation, and poster design for social media marketing. Please visit
http://lib.wvu.edu/mindful for more information on this project.
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