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How to Use This Toolkit?
Please follow these steps to ensure easy access to all of the features of this 
toolkit. You may view this toolkit by using the printed book or electronically, 
through the PDF on your USB thumb drive or the PDF you have downloaded  
via the internet.

How to Use the Flash Drive

All content linked throughout the toolkit (rich media 

with audio and video content, attachments with extra 

content) is available on the flash drive located on 
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connector Insert into port 
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Please make sure you have the most recent 

versions of these programs:

• Adobe Reader or Adobe Acrobat

• Adobe Flash Player

  Adobe

Older versions of this software may limit the 

use of this toolkit’s interactive features, such 

as video playback. 

Every time you click an attachment  , the new 

file will open. To go back to the Community 

Outreach Toolkit, simply click the home button 

located at the top right of the attachment.

•  With your Adobe program open, go to the top 

menu bar and, depending on which program 

you are using, click on Adobe Reader  

or Acrobat.

• Click Preferences.

•  You’ll see categories on the left side of the 

window. Click Trust Manager at the bottom  

of the list.

• Click Change Settings.

•  A new dialog window will appear. Click the 

button next to Allow PDF files to access all 

web sites, then click ok.

Every time you click a link  , a warning popup 

window will appear. You have the option to turn 

off this feature. Follow the steps below:

1. Confirm that you have 
the correct software

2. Use the Home Button 
when viewing attachments

3. Option to turn off security 
warning popup window
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I  Toolkit Introduction

“ Everyone can be great because everyone can serve.” 
—Martin Luther King, Jr.



I  Toolkit Introduction

This toolkit is a collaborative product and compilation of diverse experiences. 
The assortment of tones, perspectives, and voices found in these pages reflect 
the diversity of the authors, as informed by the many people and pets they 
have encountered.

The following toolkit is a resource produced through 

a collaborative effort between PetSmart Charities® 

and The Humane Society of the United States. This 

step-by-step manual guides animal care service 

providers and other social welfare advocates through 

the development and implementation of a pioneering 

community outreach program. The toolkit goal is 

to reach companion animals and their families in 

under-served communities, using a comprehensive, 

grassroots approach to sharing pet wellness 

information, resources, and services. Within this 

toolkit, much focus has been given to the conditions 

of under-served people who struggle to care for their 

pets. It is important for animal welfare and wellness 

providers to understand the culture of poverty 

experienced by the human caregivers of millions 

of pets. Pets are companions, and because humans 

make decisions for them, reaching out to their owners 

in an effective and genuine manner must be part of 

the solution to reducing overpopulation and  

animal suffering.

What makes a community under-served? For the 

most part, the term refers to a neighborhood or area 

that does not have access to, or does not receive 

information about available services and resources. 

This disconnect is often the result of barriers between 

the community and mainstream service providers.

These barriers may be socioeconomic, linguistic, 

cultural, geographic, racial, or a combination of these, 

and they may be pervasive. Frequently, barriers 

exist due to a lack of understanding between the 

service provider and those most in need of service. 

Overcoming the divisive barriers that prevent 

understanding is critical to helping an untold number

of animals in under-served communities.

To further help identify what “under-served” means 

for the sake of this toolkit, we focus exclusively on 

residents living at or below the poverty level 

(~$23,550 for a family of four).

 Poverty Guidelines [2012 HHS]

 Poverty Thresholds [Census Bureau]

Living within a poverty-stricken community presents 

daily obstacles for residents trying to access basic 

services such as education, healthy food, and other 

family resources. In our community assessments that 

you’ll learn about in Chapter 4, our results repeatedly 

demonstrate that the lowest income households 

within a given area are isolated from critical services 

and resources. These include veterinary practices, 

animal welfare organizations, and even the most 

basic conveniences many people take for granted, 

such as grocery or pet supply stores. The type of 

poverty discussed and referred to in this toolkit is 

a condition of “systemic” rather than “conditional 

poverty.” “Conditional poverty” is circumstantial, 

a term that applies to people who are struggling 

because of a specific condition that led or leads to 

a loss of income (being laid-off from work or falling 

on hard times), but who still have access to services 
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and knowledge of how to advocate for themselves 

and their family. The systemically poor, on the other 

hand, have experienced poverty for generations and 

are constantly surrounded by it—most have never 

experienced anything else. “Systemic poverty” affects 

individuals and entire communities in ways that often 

go unseen or are misunderstood. Poverty has mental, 

emotional, physical, and societal consequences that 

influence the decisions people make for themselves 

and their pets. We encourage you to study and learn 

about poverty and truly understand what it means 

for your community and your work. See the ““Reading 

List” on page 176 to get you started.

In the United States, one in six households meets 

the definition of poverty. In these households, pet 

ownership is just as common — if not more common —

as it is in more prosperous households. This means 

that millions of pets live in poverty with their human 

families. People in these households love their pets 

just as much as more affluent citizens, but experience 

barriers to making the healthiest decisions for 

their pets that others do not. We believe it is our 

responsibility to remove these barriers. This toolkit 

is designed to provide a step-by-step approach to 

doing so. Providing services to communities that 

have not been reached represents a vast opportunity 

to significantly improve companion animal welfare in 

the U.S.

In this toolkit, we discuss the importance of 

developing a better understanding of the companion 

animal world in the community, outside of the shelter 

walls. Companion animal wellness goes hand-in-

hand with the wellness of animals’ human caregivers, 

and although wellness is often directly related to 

income, proof of income cannot be the only indicator 

in our willingness to provide assistance. Poverty is 

surrounded by—and creates—many other barriers, 

such as lack of engagement, negative messaging, 

distrust and low self-esteem. We must overcome 

these barriers to reach our goals and we cannot 

achieve them by simply asking for and requiring proof 

of income. Animal welfare issues do not exist in a 

vacuum — they are part of a complex social structure. 

Restricting our decisions about who we provide 

services to based only on income shows a lack of 

understanding and can limit our reach and impact.

We include both written and video components 

intended to guide advocates through each phase of 

preparing, executing, and tracking outreach efforts 

to under-served communities. The result will be 

increased spay/neuter rates, a factor that is paramount 

to reducing overpopulation, better wellness for pets, 

and less euthanasia of healthy companion animals. 

Although the text and video portions are presented in 

manageable chapters, the toolkit is meant to be used 

in full, and each section should be implemented as 

time and resources allow.

    A family attending a community outreach event held by  

Tupelo-Lee Humane Society
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You’ll also see and hear from others in the industry 

who have experienced positive results and rewards 

after following the toolkit’s techniques and fully 

embracing its comprehensive approach.

About PetSmart Charities®

PetSmart Charities, Inc. is a non-profit animal welfare 

organization that saves the lives of homeless pets. 

More than 400,000 dogs and cats find homes each year 

through our adoption program in all PetSmart stores 

and our sponsored adoption events. 

PetSmart Charities grants more money to directly 

help pets in need than any other animal welfare 

group in North America, with a focus on funding 

spay/neuter services that help communities solve 

pet overpopulation. PetSmart Charities is a 501(c)(3) 

organization, separate from PetSmart, Inc.

To learn more about how PetSmart Charities is 

working toward its vision of a lifelong, loving home 

for every pet, call 1-800-423-PETS (7387) or visit: 

petsmartcharities.org.

 PetSmart Charities

  Waiting in line at a community outreach event hosted by Proviso Baptist Church in Maywood, IL
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About The Humane 
Society of the United States

The Humane Society of the United States (HSUS) is the 

nation’s largest and most effective animal protection 

organization — backed by 11 million Americans, or one 

in every 28. Established in 1954, The HSUS seeks a 

humane and sustainable world for all animals — a world 

that will also benefit people. The HSUS is America’s 

mainstream force against cruelty, abuse, and neglect, 

as well as the most trusted voice extolling the human-

animal bond.

The HSUS works to reduce suffering and to create 

meaningful social change for animals by advocating 

for sensible public policies, investigating cruelty, 

working to enforce existing laws, sharing information 

with the public about animal issues, joining with 

corporations on behalf of animal-friendly policies, and 

conducting hands-on programs—such as Pets for Life 

(PFL)—that make ours a more humane world.

 The Humane Society of the United States
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II  About Pets for Life

“ If you judge people, then you have no time to love them.” 
—Mother Teresa



II  About Pets for Life

By improving the relationship between a person and his or her pet, you help 
to improve the quality of life for both, thus increasing the chances of the pet 
staying in that home permanently.

The HSUS’s Pets for Life (PFL) program is a 

groundbreaking community outreach initiative 

designed to extend animal welfare resources and 

information to pet owners who have never received 

services or have received services without long-lasting 

impact. PFL is centered in communities that have the 

least access to services and information — the truly 

under-served.

The PFL model encourages approaching people with 

respect  and  accepting that most people love their 

pets, regardless of socioeconomic status or variations 

in culture. Through this non-judgmental method, 

we help elevate the human-animal bond and foster 

healthy relationships between people and their pets. 

By improving the relationship between a person and 

his or her pet, we help to improve the quality of life for 

both by increasing the chances of the pet staying in 

that home permanently. 

This approach is effective because it embraces the 

human component of the companion animal equation, 

meeting people where they are and establishing  

trust, creating a ripple effect in the community for 

long-term impact.

PFL is a two-pronged program. It provides direct 

services to clients in under-served communities, and 

trains/mentors other organizations to do the same. 

PFL currently operates in four U.S. cities, using  

on-the-ground-engagement strategies to develop 

resources for the animal welfare field. Our goal is to 

extend the reach of animal welfare services, resources, 

and information to under-served communities. We are 

also shifting and broadening the animal welfare lens 

towards an understanding of, and response to, the 

severe disparities that exist in the provision of animal 

health care and basic wellness services for people and 

their pets in under-served communities. By identifying 

and targeting these disparities, it is possible to reach 

the most marginalized people and animals, offering 

a wealth of opportunities to help lessen companion 

animal suffering in the U.S.

  Amanda Arrington
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 The HSUS’s PFL program includes 

a variety of components, including, 

but not limited to:

 •  Community assessment: 

Collecting data and research 

to help identify where the 

most under-served people 

and pets exist compared to 

the current inventory of pet 

wellness resources.

•  Neighborhood outreach: 

In-person, outreach teams 

serve as a pet-care resource for 

community members, addressing 

concerns and providing advice 

and services as needed.  

This approach focuses on 

specific neighborhoods and 

includes the organic recruitment 

of advocates to be credible 

messengers from within the 

community. The foundation 

of the program is embedded 

community outreach and there 

is no replacement for the on-the-

street, door-to-door approach.

 •  Community outreach events: 

Regularly scheduling community 

events to serve as a supplement 

to our ongoing neighborhood 

outreach, and an important way 

to establish our presence in the 

neighborhood. These provide 

free services to a large number 

of people in a short period 

of time and draws out a large 

number of unaltered pets.

 •  Low- or no-cost spay/neuter: 

Effectively delivering spay/

neuter messages to pet owners 

who have not been previously 

engaged on this topic, providing 

financial assistance to remove 

cost barriers, and working 

with local providers to reach 

new audiences. Thanks to the 

generosity of our supporters, 

The HSUS’s PFL program 

subsidizes the cost of spay/

neuter and vaccinations in full, 

providing these critical, 

life-saving services for free.

 •  Free dog-training classes:  

Helping to improve people’s 

relationships with their 

dogs, facilitating stronger 

communication and 

understanding between 

them, and drawing interest 

to the program.

•  Collaboration: Identifying and 

engaging local partners from 

within the animal welfare and 

veterinary fields, as well as 

social work, youth advocacy, 

community, and faith-based 

services. Taking a holistic, 

collaborative approach to 

building humane communities.

 •  Mentorships: Training other 

organizations to effectively 

implement a PFL-type 

community outreach program; 

providing mentorship and 

guidance on approach, strategy, 

and operations.

•   Data collection: Listening to 

our audience, collecting intake 

surveys, tracking data, evaluating 

our strategy, and delivering 

messages from under-served 

communities to the animal 

welfare and veterinary fields.

PFL builds humane communities using innovative strategies and fresh approaches designed to extend the reach of animal 

services, resources, and information to under-served areas. Addressing the critical need for proper engagement, as well as 

accessible, affordable pet care, our program helps animals by empowering the people who care for them.
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III  Testimonials

“ We have two ears and one mouth so that we can listen 
twice as much as we speak.”—Epictetus



Below is some feedback from collaborative partners 

and clients.

Leroy Cuyler
Owner of Duke and Ming
Philadelphia, PA 

“ I could talk about what your program did for me and 

my dogs all day. When I was a young boy, everyone 

in my neighborhood called me the dog boy, because 

I took care of everybody’s dogs. I would get all the 

dogs together and go to the park and play ball. They 

never ran away, they would just always listen to me.  

 

When I heard about the thing you were doing in 

the park, I just wanted to come see all the animals 

and get my free shots. I wasn’t even thinking about 

getting my dogs fixed, I wasn’t really down with that.

Everybody was so nice to me and they wereall petting 

and loving my dogs. It was really cool so I gave my 

phone number in case I could help out. The next day 

someone called me to say thank you and see how my 

dogs were doing after their shots. The lady on the 

phone started asking me about getting them spayed 

and neutered. You guys were cool, and it sounded 

like it was a good idea, so I started thinking about 

it. I started helping out with handing out flyers and 

talking to people around the neighborhood about 

good ways to take care of their dogs, and cats too. 

I even have a cat named Mr. Belly. 

I went to the shelter and all the people at the program 

were always talking about all the animals that get put 

to sleep and how it helps if we get our pets fixed. 

I was thinking I should probably go ahead and do 

it for my dogs Ming and Duke. I was thinking about 

giving Ming away because she was peeing all around 

the house and she was hard to control. I heard people 

at the program saying that when you get your dogs 

spayed or neutered it can calm them down. 

 

I called Janice from The HSUS the next day and made 

appointments to get all three of my animals fixed. 

It has been awesome and Ming is so much better. 

She is still her crazy self but she doesn’t pee in the 

house anymore and she listens a lot better. 

 

Duke was always good, but now he and Ming get 

along better because she isn’t so wild. I really love 

dogs more than anything in the world and I want to 

help them so much, because they make me feel so 

happy. The HSUS program helped my neighborhood 

and is a real blessing from God. Some people really 

love their animals, but don’t have any money. 

It’s awesome. I love it.” —Leroy Cuyler

III  Testimonials

Throughout the development of this toolkit, we have engaged with incredible 
people who have participated in and embraced this approach. 
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 Goziane Mullin
Community Outreach Organizer, 
Animal Rescue League of Iowa, Inc. 
Des Moines, IA

“ I think one of the reasons that I love Pets for Life is it’s 

a philosophy. It’s actually a way of thinking and being 

… I love it because it goes to the root of the problem 

and is really working with people, trying to build a 

base for a better future, and not just one day of good. 

I really believe that it’s something that can change 

society and how people see pets and how they take 

care of them in the long run. I think it’s very different.” 

—Goizane Mullin

Susan Krebsbach, DVM
Veterinary Advisor
Humane Society Veterinary 
Medical Association
Oregon, WI

“ Being a part of Pets for Life events is truly an honor 

and a privilege. The goal of the Pets for Life program 

is to keep pets at home and healthy, and this program 

does just that by reaching out to under-served 

populations of pets. By engaging the local community, 

providing wellness care, vaccinations, and education 

about spay/neuter with follow-up sterilization 

services. The program is able to reach an untouched 

population of animals. Not only do the animals 

benefit, but the clients and volunteers do as well.

While I was participating at a Pets for Life event in 

Milwaukee, WI, my heart was touched when a client 

returned a couple of hours after I had performed a 

physical exam and vaccinated her beloved dog just 

to give me a hug and let me know how much she 

appreciated I was volunteering my services to help 

the animals in the community. When I woke up that 

morning, little did I know that I would be leaving the 

event receiving more than I had given—a sense of 

community with the clients and their pets, a renewed 

spirit in the veterinary profession, a full heart from 

the joy of giving, and a peaceful mind knowing that 

hundreds of more pets would be living a healthier life 

with their people.” —Susan Krebsbach

Benjamin Sykes
Owner of Lucky 
Chicago, IL

“ The training classes are fun and keep me and my dog 

out of trouble. Lucky and I have benefited from the 

classes because we have a closer relationship now.”

—Benjamin Sykes

Helen Sykes (Ben’s mom): “When we found Lucky, he 

was almost dead. We wouldn’t have been able to bring 

him back to health and keep him healthy without your 

help — dog food, training, getting him fixed. You all 

have been a great help for me, my kids, and my dogs. 

You’re real helpful with our animals. The training 

classes have really helped with Lucky’s behavior.  

Ben loves going to the classes. They keep him out  

of trouble and keep his mind focused.” —Helen Sykes 
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Lori Hensley
Coalition to Unchain Dogs 
Durham, SC

“ I’ve learned through doing community outreach that 

judgment doesn’t work. It is not an effective way to 

get people to care differently for their dogs. What 

does work is building a trusting relationship with 

the owner and truly caring as much about them 

as their dogs. 

 

I’ve learned there are people in my community 

I would have not otherwise had the opportunity 

to meet who are struggling, really struggling. They 

are broken. Many aren’t able to keep their electricity 

on each month and don’t have running water or 

enough food for their families. But they often have 

a stronger sense of community than I do. They sit 

on each other’s porches in the evenings and watch 

each other’s children and take care of each other. 

Their faces light up when they see my truck in the 

neighborhood and they welcome me into their homes. 

Most importantly, they are just like me — they know 

what it’s like to be scared and worried; they want 

to be loved and accepted; and they are just trying 

to make it through this world with as little pain as 

possible.” —Lori Hensley

Robert Hensley
Coalition to Unchain Dogs 
Durham, SC

“ When we first started this work, Lori and I were not 

traditional animal folks at all. We had dogs, and we like 

dogs, but we were more into politics and social justice. 

I think that’s something that a lot of our volunteers 

share — it’s not just a concern for the animals, but 

they come from a place of how can they serve their 

community. We always go into the most under-served 

communities, and those folks are really happy for our 

assistance. We go into the situation without judgment, 

without any preconceived notions of their care or 

concern for their dogs. We’re just there to serve them, 

and to help them, and that’s how it works. I think that 

this work is a little bit different from traditional animal 

rescue in that we’re not taking dogs from some place; 

we’re trying to keep them where they are. We have a 

similar approach to social services, a kind of ‘keep the 

family together’ attitude. And to do that, we really have 

to work with the owners. Everything we do is with 

their permission. 

 

The relationship is built on trust and respect. We can’t 

just focus on the animal to the exclusion of the people. 

If you’re going to do this work, you have to see the whole 

picture and a lot of times, it’s not just the animal that’s 

in a bad situation, it’s the people as well. It’s not that 

they don’t care about the animal, it’s just that they don’t 

have a floor in their kitchen, or anything covering their 

windows, or sometimes they may even be squatting in 

the house. These folks care about their dogs, they just 

have a lot of other problems. A dog is sometimes not the 

highest priority when they’re just trying to make it day 

by day. When you keep that in mind, it’s a lot easier not 

to be judgmental.”—Robert Hensley

 Hear From Some of Our Clients
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 Jorge Ortega
Vice President of Operations
Humane Society of Charlotte
Charlotte, NC

“ Stick with it. Stick to what’s in the book, what’s 

in writing—it’ll work. That helps our program be 

successful. It’s a marathon, not a sprint. So we 

know it’s going to take time to really build those 

foundations and reputation that we really want in 

those neighborhoods and communities. We continue 

to follow that model, and it’s moving slowly, but it’s 

moving in the right direction and there are tangible 

results. We see it, we feel it.” —Jorge Ortega

“ Our staff at Humane Ohio had their hearts in the right 

place but were a little bit jaded … they seemed to think 

Toledo was somehow “different” than other cities, 

that pet owners here were less responsible than in 

other areas and were less cooperative. Our staff was 

excited to hear about the successes of the Pets for Life 

outreach program and was cautiously optimistic, but 

they were doubtful we could have the same results 

in Toledo. I confess that there were times I caught 

myself being judgmental too … when I saw a pet owner 

receiving food at the pet food bank for free, and then 

saw them using an expensive cell phone, I caught 

myself passing judgment. I had to remind myself that 

you never know a person’s unique experience; maybe 

she had already bought that phone and then lost her 

job? Or maybe the phone was a gift and without that 

phone, she would never be able to find employment? 

We all have our own perceptions to overcome if we 

want to truly help the pets that are in need. Well, the 

proof is in the pudding, and our staff who did the 

outreach, delivering flyers, were amazed to find how 

receptive the pet owners were once we put aside 

our prejudices. The community outreach event we 

held was a huge success, and we never would have 

believed the scores of owners who patiently waited 

for hours in the cold to do what was right for their 

pets. The event was wonderful for so many pets and 

people in Toledo, but it accomplished something 

just as wonderful for Humane Ohio: it inspired us to 

abandon our stereotypes and in doing so reach out to 

many more pets in need.” —Kelly Ann Rada

“ We’ve really built some great relationships in the 

community. The relationships and people always 

surprise me, in good ways. I think even the best of 

us have biases or preconceptions about people, and 

the community continues to shatter them, and each 

individual person does, too. 

 

So it’s been great to see people I initially thought 

were never going to spay or neuter do that—and 

sometimes it takes two visits, sometimes it takes  

20, sometimes it takes leaving business cards over 

and over … but we’ve seen that people do engage 

with us.”—Jill Kline

Kelly Ann Rada, DVM
Humane Ohio 
Toledo, OH

 Jill Kline
Education and 
Advocacy Manager
Wisconsin Humane Society
Milwaukee, WI
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Michelle Moonsammy
Pet Owner 
Atlanta, GA

“ I would like to thank this organization for all its help. 

I have six dogs and three cats of which six are 

rescues. Two of my cats and one of my dogs needed 

to be fixed and I was, and still am, in a financial bind, 

but was able to get them fixed as well. Ralph himself 

helped me when I needed food for them. It is hard 

when you are on your own and have no one there to 

help but it’s great to know that someone does care 

as much as I do about my four-legged children. I am 

unable to pay them back for what they have done 

for me but have and will continue to volunteer my 

time as needed to show my appreciation for all that 

they do not just for me, but for the community in the 

whole. Thanks for being here. Toffe, Diamond, Lady, 

Lil Mama, Chocolatte, Zoey, Tiger, Kitty and Squeeky. 

Licks n luv.”—Michelle Moonsammy

 Jason Schipkowski
Director of Marketing
Stray Rescue of St. Louis
St. Louis, MO

“ How structured the Pets for Life program is, and 

how regimented it is—I am so thankful for it … 

so much of the legwork has been done, taking the 

guesswork out of the program. All the data’s there, 

it has substantiated the success of the program and 

through the data and numbers people are putting 

up in different cities across the country, as far as 

spay/neuter and how many people they’re actually 

reaching in these targeted areas.”—Jason Schipkowski

Cathy Damiano
Director 
SpayNation for Dogs and Cats 
Lafayette, LA

“ We’ve held two free rabies clinics in the two years 

since our low cost spay/neuter clinic opened. We 

can think of no better way of reaching out to — and 

engaging — our target population. We look at it in 

terms of two key areas: connecting directly and 

personally with the people we want to target (in 

the run-up, during, and after the event), and offering 

free and needed services to these low-income pet 

owners. Although we did use some traditional 

event promotion, we know it was our hands-on, 

audience-specific targeting that guaranteed many 

of the attendees on the day: canvassing specific 

neighborhoods; talking to church congregations; 

putting flyers in grocery stores, laundromats, low-

income neighborhood day cares, etc.; working with 

Animal Control to hand out flyers on their routes 

and calls. 

 

Offering the rabies vaccination for free resulted 

in over 600 dogs and cats at each event. And offering 

as many free or almost-free spay/neuter services as 

we could made sure that every single voucher given 

at our first event was redeemed. We really believe 

that engaging directly with the people who came to 

the events — talking with them, spending time with 

them, showing that we’re interested in helping them 

(and not judging them!) — and then offering free or 

highly discounted spay/neuter for their pets is the 

key to reaching our target audience of low-income 

pet owners. And it’s something we absolutely plan 

to continue doing.”—Cathy Damiano
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Will Mangham, DVM
Pets for Life 
Veterinary Consultant 
Rutledge, GA

“ Animal lovers come from every facet of humanity 

imaginable. Regardless of choice or necessity, 

geographic location to call home, financial status, 

or personal life circumstances, people want and 

need the comfort and companionship of pets. 

Most of us also have the desire and need to care 

for another life. Humans want to be responsible, 

and at least appreciation —if not outright devotion 

—is a compliment we all crave. 

 

Those pet owners that live in areas, either urban or 

rural, that are under-served by veterinary medicine 

are desperate to provide what their animals need. 

When this unmet need is compounded by economic 

hardship, people tend to increasingly be overwhelmed 

by a sense of decreased self-worth because they are 

unable to provide for a creature that ALWAYS gives 

them unconditional affection. 

 

In my experience, when impoverished or isolated pet 

owners are recognized and aided in doing the right 

thing for their animals, many aspects of their lives are 

better. Despite the basic demands of pet owners and 

the effort and expense of having a pet, most people 

have pets because they are more than aware of the 

benefits of animal ownership and the satisfaction 

of caring for another being. People are grateful for 

attention to their pets, respect for their humanity, 

and validation that they both matter. We need to 

recognize and address this common relationship 

between people and their pets without qualifying it 

by neighborhood, paycheck, or quantity of inanimate 

possessions. All people and animals deserve respect 

and compassion.”—Will Mangham
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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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Notes    IV  Community Assessment







V   Program Goals and 
Strategic Planning

“ If you only do what you know you can do, you never do 
very much.”—Tom Krause



V  Program Goals and Strategic Planning

Providing free services, specifically spay/neuter, is often the key to success 
in this work. 

   Kenny Lamberti

When you have completed your community assessment 

and have a team prepared to do outreach, it’s time 

to get a solid plan down on paper. A thorough plan 

should include a mission, strategy, and timeline. Set 

realistic outreach and spay/neuter goals and plan to 

adjust them as you become more familiar with your 

areas of focus. Be sure to assess the capabilities of 

your team and your spay/neuter provider’s capacity. 

It is important that you intimately understand the 

spay/neuter infrastructure and availability in your 

community. When you are in the community meeting 

and talking to people, you need to know how quickly 

you can schedule veterinary appointments, which 

days volunteers or staff are available to provide 

transportation, and what guidelines your spay/

neuter partner(s) may have on age, weight, etc. If your 

organization is providing the spay/neuter surgeries,  

it is still important to determine these details and 

put a plan in place for clients identified through this 

specific program.

One of the worst things you can do when building your 

reputation in the community is to make promises you 

cannot keep. For example, if you tell a client that you’ll 

be somewhere at a certain time, it is imperative for 

you to show up at that time. Many of the communities 

you’ll be working in have become accustomed to 

outsiders letting them down, given false hope of 

assistance, and overlooked by the system. Your 

word is the most critical component to building trust 

and relationships— professionalism and good time 

management are important.

Providing free services, specifically spay/neuter, is 

often the key to success when doing this type of work. 

Obviously, it is not possible for a spay/neuter provider 

to maintain a sustainable budget if they are performing 

unlimited free surgeries. However, having free spay/

neuter as an option to provide to some people and 

pets will help you get to harder-to-reach clients and 

could make your outreach work much easier and 

better received.

If you are doing your work in the right community 

of focus, you should not need proof of income, as the 

majority of your clients will certainly benefit from no- 

or low-cost services. If you are only able to provide 

free services (vaccinations, spay/neuter vouchers, 

and additional services) at your community outreach 

events, use these events as an opportunity to reach 

the greatest number of owners of unaltered pets.

A common misconception in the veterinary field 

is that no- or low-cost services cause mainstream 

veterinarians to lose clients to service providers 

offering major subsidies. However, it is extremely 

unlikely that the pets living in your target area will 

have seen a veterinarian, and until they are properly 

engaged on the issue, they will likely not invest in 

veterinary services, low-cost or otherwise. 
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In PFL program markets, 77% of the unaltered pets met 

in the areas of focus have never seen a veterinarian 

before meeting the PFL team.

When pet owners are given proper information in a 

respectful way, many choose to integrate wellness care 

when they can afford it — mainstream cost structures 

are well beyond what these families can manage. Day-

to-day outreach and community outreach events in 

this model do not target those who have the means to 

pay traditional veterinary fees, but rather target the 

“systemically poor” — those who, along with their pets, 

have historically suffered in silence and have gone 

without mainstream veterinary care.

When you are ready to start offering services, having 

done your research, and organized your team, it is 

important to “create a buzz” in the community. Talk to 

volunteers/staff who may live in the community.  

Find local “hot spots” to display your materials and 

talk to people you meet. Barbershops, restaurants, and 

recreation centers are a great place to start.

Think of this time as pre-outreach. You could have 

lunch at a local cafe, get a haircut from a popular 

barber, or play soccer in the park. It can be as simple 

as wearing a spay/neuter t-shirt (with a non-offensive 

message); this will likely start conversations, and 

put you on the right track. You’ll inevitably run into 

the same people later in your work and because you 

connected within them in the recent past, chances are 

they will remember you, making it easier to engage 

them about your program and its services.

Depending on the partnerships and resources 

you have in the initial phase, you can start going 

door-to-door on a chosen street, or you can host a 

community outreach event to introduce yourself to 

the neighborhood. The best way to get started is to 

identify a “hot spot” in which to begin your community 

outreach: that area where there are lots of people 

and pets and where you can really begin building a 

reputation in the community. After a month or two of 

creating familiarity in the community, if you are able, 

we suggest you hold a community outreach event 

where you offer something free and valuable — free 

rabies shots, for example. (More details on planning 

Community Outreach Events will be outlined

in Chapter 9.)

Keep in mind that when you do hold your first 

community outreach event, you’ll obtain contact 

information from hundreds of pet owners. Plan to 

spend a few months following up with those ready to 

spay/neuter, talk with those who are not ready, and 

listen to the needs and interests of the community 

during the entire process. 

   Passing out flyers for a community outreach event offering free 

rabies vaccinations in Toledo, OH
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   Lori Hensley, 
Neya Warren, and 
Jon Littlepage

A central component to the PFL approach is  

meeting people where they are, both philosophically 

and literally.

One of the best ways to create a strong community 

presence is to consistently spend significant amounts 

of time within the neighborhoods of focus.  

As mentioned, you should spend time familiarizing 

yourself with the community in the beginning. 

Continue developing these connections by frequenting 

the local outlets and patronizing businesses for your 

own needs. Buy gas at a local filling station. Have 

your prescriptions sent to a pharmacy within the 

neighborhood. Test your luck; buy a lottery ticket  

each week at a corner convenience srore in your 

community of focus.

The residents will begin to notice you, and before you 

know it, you’ll begin to hear about other activities 

taking place in the community — activities you can 

participate in, such as greening initiatives, health fairs, 

back-to-school events, and so on. The key is to make 

consistent visits and always look for opportunities 

to engage the people around you. In many cases, 

the neighborhood kids will be the first to approach 

you to ask who you are and why you are there. More 

often than not, kids will be sent to inquire by curious 

parents or guardians. Out of necessity, many people 

in under-served communities look out for each other, 

so they are acutely aware of who is new to their 

neighborhood and communicate that information 

with each other. That said, be sure to make first 

impressions warm and sincere.

Consider using public transportation to travel to these 

neighborhoods, if it is available. While spending time 

in the neighborhood, pay attention to the way people 

interact, their lifestyles, and their dress. Make a point 

to subtly find out who is the community leader or 

elder; there is often at least one respected leader, 

and sometimes several will have influence. Getting to 

know who makes up the community is vital. You can 

serve people best when you can imagine yourself in 

their shoes, which gives you a better understanding 

of their lives. For most animal advocates, this type 

of work is new and will likely challenge your comfort 

zone. Be realistic and do not extend yourself too far 

beyond where you might be comfortable, especially in 

the beginning. You never want to appear insincere or 

disingenuous. Always be yourself as people respond to 

and appreciate authenticity.

How to Create 
a Community Presence
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   Melanie Angelloz 
and Sandra DiTusa

You should have a strategy in place for optimal 

distribution of information. It is vitally important to 

have a designated outreach team and to make sure 

that team knows the short- and longer-term outreach 

plan in detail. Your outreach team does not need to 

be great in number; in fact, a smaller team is ideal and 

effective. When there are too many people doing the 

outreach, the community does not get to know each 

person very well and messaging can be confusing and 

conflicting. The best size for an outreach team is two 

to four people with each person or team having set 

days they are in the community. The more consistent 

you are, the more the community begins to expect 

to see you, and the easier it is to plan visits, deliver 

medication and supplies, schedule follow-up calls and 

visits, etc. For example, if one team conducts outreach 

on Wednesdays and Fridays and another on Saturdays, 

people in the community will know what days you 

come around and will wait to see you to ask questions 

about their pet or to introduce you to a friend or family 

member. On the days you’re doing outreach, select  

a local restaurant or store in the community of  

focus where you’ll meet and go over the map and  

plan for that day.

Morning to early afternoon is the best time of day 

to do outreach. Weekends are ideal because you are 

likely to find more people at home and in a social 

mood. Keep in mind that, in some areas, people may 

attend church on Sunday mornings.

When you have engaged and built relationships with 

the majority of people on one street, (what we call 

“lock the block”) it’s time to move on to the adjacent 

street. This doesn’t mean you never return to the 

street that has been “locked”; you go there less often 

or periodically check in with ambassadors on that 

street with a phone call. You never completely leave 

an area, but you do spend less time in a stabilized area 

and focus your time on a new street. To determine if a 

street or area has been “locked”, follow these simple 

guidelines:

•  Every companion animal’s human has been engaged, 

meaning you have shared information and talked 

about what services you have to offer.

•  The spay/neuter and general wellness status of 

every companion animal has been determined and 

documented.

•  The majority (ideally over 70%) of all unaltered pets 

have been spayed/neutered.

•  Your outreach team is known and trusted by the 

people in the area.

Strategic Outreach and the 
Importance of Consistent Involvement
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While continuing your outreach, be sure to map your 

outreach strategy and track your work. The most basic 

way is a paper map showing all of the streets in your 

area of focus. Enlarge the map, put it on the wall, and 

use highlighters to color code different areas. One color 

represents an area visited and feels stable, another 

color represents where you have completed some work 

but still need to do more, and another color represents 

where to go next. A digital option to use is GIS software 

to pinpoint and label specific houses where unaltered 

pets live, where you have spayed/neutered pets, where 

those who are on the fence live, and more. Use a free 

online option like Google maps. The specific method 

isn’t as important as ensuring to plan and track your 

work for strategic and focused outreach.

 Sample Google Map (Des Moines)

 Sample Paper Map (St. Louis)

The most effective way to structure your 

outreach is to divide it into three categories:

1] Proactive door-to-door—“lock the block”

2] Reactive—word of mouth/voicemails

3] Spay/neuter follow-up

Proactive: Door-to-door outreach is how you’ll begin 

your work and where a large majority of your outreach 

time should always be spent. You should consistently 

dedicate blocks of time solely to proactive outreach. 

This way, you are constantly meeting new people 

and pets.

Reactive: Word of mouth will start happening almost 

immediately so you should dedicate outreach time to 

people contacting you for services. Schedule blocks 

of time to respond to these clients. Stick to the time 

you schedule for this outreach or it can become 

overwhelming. Reactive outreach can be accomplished 

through phone calls, texts, and in-person visits.

Follow-up: Spay/neuter follow-up is on going and the 

number of surgeries you schedule will determine the 

amount of time needed for this part of the outreach.

Green clients will fall under your spay/neuter follow-up 

outreach, while yellow and red clients should continue 

to be engaged. Every client is different so you’ll need 

to determine how often to check in with them, giving 

space as needed, but never disengaging completely.

   Passing out flyers for a community outreach event offering  

parvo/distemper vaccinations in Baton Rouge, LA

You’ll also find it helpful to divide your clients 

into three categories:

•  Green—clients who have said “yes” to spay/

neuter or who have altered pets

•  Yellow—clients who are on the fence but 

getting close to saying “yes” to spay/neuter

•  Red—clients who are adamantly opposed to 

spay/neuter

44



Proper Outfitting

It’s very important to have supplies with you when you 

are working in the community. Supplies help you to 

address issues you face and to save time so you don’t 

have to return later with items you need. Keeping an 

“outreach kit” in your car at all times will help you 

work more effectively and efficiently. Always park 

your car close to the area or neighborhood where you 

are working so, as you meet people, you can retrieve 

items from your car as needed. On days you use public 

transportation, you can use a small pack to hold 

necessary supplies. At minimum, your outreach

kit should include:

• Clipboard

• Data collection/information forms

• Spay/neuter vouchers and consent forms

• Pens

• Maps

•  Drontal or some other form of dewormer 

(if it’s available to you)

• Flea/tick treatment (if it’s available to you)

•  Antiseptic/antibacterial spray (can be 

purchased at any pet supply store)

•  Flys-Off ointment to treat ears (can be 

purchased at most pet supply stores)

•  Collars, harnesses, leashes, etc. 

(have a variety of sizes and styles to 

fit various situations)

•  Climbing clip and plastic coated cable 

(in case you come across a chained dog, 

you can help expand his range)

•  Business cards with the name and phone 

number for people to follow up

• Food and treats

• Toys

•  Water jugs to provide hydration for dogs 

and cats

Identify Solid 
Community Ambassadors

As you spend time in your community of focus, 

recipients of your services and others might become 

intrigued and want to get involved. Invite these folks 

to join the team, either as an official volunteer or 

someone who simply shares information with family, 

friends, and neighbors. Be sure to share all information 

about your services to prevent miscommunication or 

misinformation from being passed along. Keep in mind 

that the key to success is building trust, which will not 

happen if expectations are not met.

Consider inviting volunteers to help perform outreach. 

Listen carefully as they share their insights about 

the community and its residents. Exchange contact 

information and be sure to let them know when you 

are going to be back in the neighborhood. Gaining 

support from (and being accompanied by) people 

who live in the community will dramatically increase 

your team’s credibility and will also provide you with 

insight you may never gain on your own.
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It’s all too easy to develop stereotypes and make 

judgments about under-served neighborhoods. You 

might assume that these area are unsafe at all times 

if your only exposure to them is through the evening 

news. The truth is, crime does exist, but its prevalence 

is usually exaggerated and mistakenly portrayed as 

targeted toward innocent people. The majority of 

violent crime in under-served neighborhoods takes 

place between people who know each other and  

have a history.

It is likely that your area of focus may be perceived 

as a high-crime or unsafe area. It is important to 

remember that the majority of people living there are 

regular people just like you with a sense of community, 

kindness, and pride. Avoid letting your fear dissuade 

you from your mission — you’ll find that most people 

are warm and receptive.

There are correlations to be found between poverty 

and illegal drug use. But dealers, not users, are usually 

the people engaged in drug-related violence, and it’s 

important to understand that drug dealers and those 

working for them are the primary victims of drug-

related violence. Maintain a sense of perspective on 

this topic and remember that illegal drug use occurs 

in all socioeconomic spheres, not just low-income 

areas, and that most residents of those areas are not 

involved in dealing drugs.

Not unlike the illegal drug business, gang-related 

violence (which could include illegal drug dealing) 

is often insulated —violence takes place between 

rival gangs, similar to family feuds. Your neutrality 

contributes to your safety.

As in any situation, be aware of your surroundings 

and use common sense in determining the best times 

to conduct your outreach. By developing relationships 

within the neighborhoods, doing outreach with a 

partner, and visiting during the earlier parts of the 

day, it’s doubtful that you’ll encounter any problems 

that directly affect your team. Keep in mind that 

the majority of people who live in higher crime 

neighborhoods would prefer to live in a safe, healthy 

community, and have no desire to do you harm.

It is also important to note that nearly everyone in 

your community of focus will have or know someone 

with a pet in need, making you and your team a 

welcomed community asset and providing you with 

an opportunity to find common ground.

The Presence and 
Perceptions of Crime

   Ralph Hawthorne, 
Neya Warren, and 
Jon Littlepage
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VI  Coalition Building

“ Whenever you’re in conflict with someone, there is one 
factor that can make the difference between damaging 
your relationship and deepening it. That factor is attitude.” 
—William James



  Amanda Arrington

When creating and implementing a community 

outreach program, building a coalition of supportive 

community partners is critical. In the animal welfare 

field, we often struggle to effectively connect the 

issue of animal suffering with other social problems 

affecting the overall community. We often see pets in 

situations that are less than ideal, and we focus all of 

our time and energy on how to improve the situation 

according to our own standards. By doing so, we 

neglect to gain an understanding of the circumstances 

and the community that make up that pet’s world. 

 

Some advocates may be surprised by how often they 

meet animal lovers and advocates living within focus 

communities. Stereotypes would have us believe 

that animal lovers and people who are devoted to 

their pets are more likely to reside in more affluent 

communities, but experience shows otherwise. 

Implementing this toolkit will help you identify 

opportunities to bring new people into the fold, 

thus diversifying your program, our movement, 

and ultimately touching more people and their pets. 

 

Seize the opportunity to connect with groups that have 

not traditionally been considered as potential partners 

in animal welfare. This includes neighborhood and 

beautification organizations, realtors, churches, anti-

violence coalitions, social service agencies, crime 

prevention groups, etc. The key is not to limit your 

outreach. When you consider improved animal welfare 

as one component of improving an entire community, 

anyone and everyone is a potential partner. Regardless 

of what type of group you represent, reach out to 

traditional animal welfare agencies such as your 

local animal control, police department, spay/

neuter providers, and shelter if they are not already 

integrated into your program. There are many ways 

that each group can be a part of your program. They 

can simply be aware of your efforts and support you 

when an opportunity is presented or they can join in 

directly to help offer services and resources. 

 

One very beneficial partnership to explore is with your 

local Department of Social Services (DSS). In creating 

your community assessment, identify various social 

service agencies, their locations, and what services 

they provide. You’ll encounter situations that need 

attention beyond your scope and mission, and want 

to be able to refer people to other organizations for 

assistance. Moreover, you can easily reach some target 

audiences by partnering with these agencies. 

 

For example, talk to officials at the DSS office about 

their programs and any regular weekly or monthly 

updates they disseminate. Ask if you can provide flyers 

or postcards publicizing free spay/neuter services to 

specific segments of their clientele or those who live 

within your target zip codes. The DSS is often more 

than willing to provide such information if it helps 

clients find additional services.

All Are Welcome
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The veterinary community is one of the most critical 

partners for carrying out your mission of providing 

resources like wellness care and spay/neuter to pet 

owners. Without veterinarians, vaccinations cannot be 

given, spay/neuter surgeries cannot be performed, and 

a multitude of your clients’ other needs cannot be met. 

You’ll also need veterinarians to provide emergency 

care, to offer preventative medication (such as flea/

tick and heartworm medications), and to volunteer 

time at your community outreach events. Just like so 

many other people, most veterinarians are unaware 

of the great need for more accessible and affordable 

services and resources.

Using information from this toolkit will make it 

easier to reach out to the veterinary community and 

show that your target area lacks veterinary clinics, 

and that your program won’t take away potential 

business. Instead, it could actually connect veterinary 

practitioners with potential new clients. It is important 

to note that for many pet owners, accessing regular 

cost veterinary care is not a realistic option. Even low-

cost services are often out of reach for families living 

in poverty. Keep in mind, the unaltered pets that live 

in these communities are far less likely to have ever 

seen a veterinarian. On average, 77% had not seen 

a veterinarian at the time of meeting the teams. It is 

critical to provide accessible, affordable services to all 

people and pets in order to achieve good community 

animal health and drive down rates of animal 

homelessness and suffering. With supporting data and 

a strategic plan in place, veterinarians may be more 

willing to participate and help. Furthermore, licensed 

veterinarians lend great credibility to the program.

For more information and talking points on how to 

reach out to the veterinarian community, please check 

out these links:

 Veterinarian Involvement in Spay Day [news article]

 Reaching Out to Veterinarians [presentation]

 Veterinarian Involvement in Spay Day [presentation]

Veterinarians willing to work with you are out there. 

You may find them right away, or you may have to 

reach out to many before you find one who believes 

in the mission and is willing and able to participate. 

Below are statements from a few veterinarians 

from around the country who have embraced the 

community outreach approach.

   Carrie Schultz, DVM 
Baton Rouge, LA

“ Preventative health care is essential for healthy pet 

communities. Every dog not on parasite preventative 

is filled with infectious eggs, larvae, or microfilariae 

just waiting to be transferred to another animal. I try 

to inform people in under-sevred communities about 

proper vaccination schedules, wellness care, etc. 

When they express interest in preventing heartworm 

disease in their dog, or helping their flea allergy, what 

use is it for me to tell them they need to go to the vet 

for a yearly exam, heartworm test and vaccines, when 

Engage the Veterinary 
Community from the Start
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the cheapest clinic in town is at least $80, plus  

$20–$30 for heartworm prevention for six months? 

Many of these people can’t come up with $7 for the 

rabies tag.

Especially if they don’t have a car, I may as well have 

told them the preventative for heartworms was ground 

diamond dust that you had to collect from the moon. 

Taking proper care of their pets becomes highly 

inaccessible and unrealistic. And so they don’t go to 

the vet for preventative care. So they don’t learn about 

parasites and the risk to their kids, or the importance 

of spaying and neutering. You don’t get to correct their 

misconceptions and allay their fears about the surgery. 

And they keep having more puppies that go to the 

pound to hopefully get rescued by an animal welfare 

group that is bound to want you to treat them for free 

and do surgeries for free.

In so many ways, it is in our best interests as a 

profession to have an investment in making basic 

veterinary care accessible to the most marginalized 

in our community. But in order to motivate most 

people, including vets, to help, there needs to be not 

only an identified problem, but a viable plan for a 

solution. Any group needs to have concrete and well 

defined goals, an action plan, and benchmarks set for 

what exactly they are trying to accomplish. When you 

approach a Doctor of Veterinary Medicine (DVM), you 

are much more likely to spark interest in helping if 

the commitment is in the near future, lasts a concrete 

amount of time, and has a definite end point. Many 

vets have been burned in the past by the ‘iceberg’ 

problem of doing non-profit animal welfare work. 

They end up in the middle of more work than they 

thought they were agreeing to, and this makes them 

hesitant or wary to get involved. A definite start and 

end date and clear, limited responsibilities will help.

Respect for a veterinarian’s training and skills, 

in addition to just ‘giving rabies shots and doing 

surgeries,’ can also go a long way towards bridge 

building. Perhaps most helpfully, both veterinarians 

and volunteers need to consciously be mindful of the 

amazing gifts the other group is giving to the cause in 

question. They both bring a very necessary balance 

to the process, and a pretty amazing network can be 

built if all the different parts are in place, if everyone 

is encouraged to do their thing as best they can, is 

appreciated, and is given space. Keep your eyes on the 

prize, and never forget what you’re really doing all of 

this for. Anything that isn’t moving towards that goal 

is not worth your time.”  —Carrie Schultz

Will Mangham, DVM:
Rutledge, GA

“ Veterinarians are briefly trained at best in vet school 

about how to run a business. In most cases, it is 

on-the-job training to learn how to run a complex 

business while dealing in life and death matters 

EVERY day. This fiscal pressure ultimately can cause 

veterinarians to be less aware of the under-served pet 

owners because those owners do not have the ability 

to improve the clinic’s bottom line. On the other 

hand, I’m not aware of any veterinarian who started 

out with the primary goal of getting rich. As with any 

business or profession, success was the goal and 

veterinarians are lucky enough to seek success while 

helping animals and people. For as long as I have 

been aware, veterinarians have ranked near the top 

of all professions for their integrity and compassion 

in the eyes of the public. 

 

Veterinarians need to be aware of the very large and 

deserving community of under-served pet owners, 

but in many cases they need gentle reminders. 

 

Humane societies and rescue groups, as well as 

food banks and places of worship, know the people 

who need help and would gladly welcome veterinary 
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interest and resources. It is certainly possible to 

direct philanthropic or charitable efforts toward 

this community without negatively impacting the 

veterinary business they conduct. In many cases, 

education is what is most needed and has little or no 

cost attached. Many veterinary clinics and individual 

veterinarians have been able to enlist the support of 

their client base to help subsidize the veterinary care 

for clients unable to afford all that their pets need. 

When the expense is distributed among many, scores 

can be generous and be a part of a much larger good.”

—Will Mangham

Kelly Ann Rada, DVM:
Humane Ohio, Toledo, OH

“ Veterinarians who work in animal welfare organizations, 

whether as a shelter veterinarian or a high-quality, 

high-volume spay/neuter clinic, receive a lot of 

criticism from our colleagues who don’t understand 

our work. There is a huge misperception that 

veterinarians who offer lower-cost veterinary services 

devalue those services, making pet owners less 

appreciative and less willing to invest in their pet’s 

care. There is also the claim that low-cost pet care 

competes unfairly with for-profit veterinary clinics. 

 

From my ten years working in this field as a 

veterinarian, I can tell you that my experience is 

completely the opposite, and the data is bearing 

that out. When we reach an under-served area of the 

pet-owning population and convince them to spay 

and neuter, we open the lines of communication and 

educate them about their pet’s health needs. 

 

Our own clinic refers thousands of clients to full-

service clinics for additional services, representing 

a huge client base that had previously been ignored. 

These pets are getting care they never would have 

received before, and the investment the owners make 

only serves to bond them to their pets all the more. 

To me, it’s a no-brainer that reaching this client base 

is good business for my colleagues, and no one can 

convince me that our spay/neuter clinic has hurt their 

business. In fact, the veterinarian who protested the 

most has actually EXPANDED his practice in the years 

since Humane Ohio has been in operation! I’ve often 

compared our profession to that of pediatricians; a 

pediatrician would never refuse to treat the children 

born to less fortunate parents; why do veterinarians 

think we can judge pet owners who are less 

fortunate?” —Kelly Ann Rada 

   Dr. Carrie Schultz examining a kitten at a community outreach 

event in Baton Rouge, LA
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Another important piece of your coalition puzzle is 

volunteers. Without people power, not much can be 

accomplished, limiting the number of people and pets 

to be helped. Volunteers fill a number of roles and each 

role calls for unique strengths.

There are many ways to attract volunteers. The most 

obvious avenue is through the animal welfare work 

already going on in your community. Talk to other 

groups about your plans and you’ll inevitably find 

people who have been craving a chance to directly 

affect animals and who will be interested in 

proactive work.

Look for opportunities to table at various types of 

events, but don’t limit yourself to those where “animal 

people” are expected. Explore community health 

days, environmental awareness events, multicultural 

celebrations, community festivals, farmers’ markets, 

and generally any event that brings people together. 

Ask to speak at neighborhood association meetings, 

or to present to the local chapter of service clubs like 

the Rotary, university student groups, etc. Use online 

calendars, volunteer match programs, meet-up groups, 

local volunteer centers, and the media to spread 

the message. Media exposure may not only prompt 

donations of money and supplies, but it can also 

attract new volunteers. Talk to anyone and everyone 

who will listen. Never underestimate the potential 

for any interaction to result in the discovery of a 

great volunteer.

Be sure to learn what skills, aptitudes, and connections 

your volunteers have to offer. Some volunteers can 

give one hour a month and some can give ten hours 

a week. Everyone has something to offer and will 

bring their own personal strengths and experiences. 

Recognizing that different people are right for different 

roles is imperative. Not everyone should be doing 

outreach in the community and engaging people 

face-to-face. Some advocates struggle with the social 

interaction element and find it harder to suspend their 

judgment. Learn to recognize when you or someone 

else may best serve the program by scheduling spay/

neuter appointments, entering data into spreadsheets, 

fundraising, or fulfilling the multitude of other 

necessary responsibilities. Once up and running, many 

of your best volunteers will come directly from your 

target community after getting acquainted with them. 

Developing and Maintaining 
a Strong Volunteer Team
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Here are just a few of the tasks for volunteers:

• Photography and videography

• Training new volunteers at various tasks

• Writing press releases

• Writing grant proposals

• Writing thank-you notes

•  Writing informational literature and 

training materials

• Presenting in schools

• Staffing information tables at events

• Spay/neuter transport

•  Picking up donated doghouses and supplies

•  Monitoring Craigslist for free or low-cost items

• Bookkeeping

• Telephoning clients

• Answering phone messages

• Responding to emails

• Coordinating other volunteers

• Planning and staffing fundraising events

Tasks volunteers can perform:

  Volunteers working registration at a Philadelphia, PA outreach event
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Whether hiring someone to head community outreach, 

filling this position yourself, or seeking a volunteer to 

take on the role, the person in this role must possess 

specific skills. Animal welfare and/or animal-handling 

experience is not necessary; instead look for someone 

who enjoys meeting, conversing, and getting to know 

people. Look in new places and be open to people 

with little or no animal welfare experience who have 

an interest or history in social justice, community 

organizing, etc. Look for individuals who care about 

the entire community — including the animals — and 

who can see the big picture.

Two things will have a notable impact on the 

candidates you attract: How you describe the position, 

and where you advertise it. In the job description, 

identify working with people and the community as 

a major part of the work; avoid a vague headline,  

such as, “Do you want to help animals?” In addition  

to mainstream papers, post the job on websites  

(e.g. idealist.org and volunteermatch.org) and in local 

independent papers or publications in your market, 

where the type of person you want would be looking 

for a job.

Sample Job Description 
for Paid or Volunteer Position

For staff and volunteer recruitment, you may find the 

following documents useful:

 Job description for Manager

 Job description for Coordinator

 Job description for Community Organizer

 Volunteer description for Administrative support

 Volunteer description for TNR

 Volunteer description for events

 Volunteer description for street team

 Volunteer description for transporter

 Volunteer essential capabilities

 Volunteer agreement

 Volunteer waiver

Effectively Managing Your Volunteers

Communication to and among your volunteers is vital. 

One suggested method for communicating efficiently 

with a large group of people is a Yahoo! Group listserv, 

private Facebook page, or similar online community. 

You can use these options to get the word out to 

volunteers when help is needed, from quick tasks to 

big events, and to keep the group engaged with and 

excited about the work.

Always respect your volunteers’ time and availability. 

To that end, do not allow online communications to 

get out of control. Stay on point with your program’s 

mission and goals. The online communication platform 

should never be used to solicit money, support, or 

volunteer help for other causes, and it should not be 

used for people to communicate about other issues.

Stay on track and keep volunteers focused, to maintain 

valuable help and accomplish more. Generally, 

dependable volunteers are retained over the long term 

if they feel good about what they are doing and feel 

good about themselves while doing it. The following 

six practices will increase volunteer retention:
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1. Hold volunteer orientations.

Holding periodic (usually quarterly) volunteer 

orientations provide an opportunity to meet 

prospective volunteers and introduce them to the 

program and each other. Orientations allow you 

to share information about your program, volunteer 

roles, expectations, and requirements, and help 

prospective volunteers understand whether your 

program could be the right fit for them.

Be organized and have a clear plan about how to 

plug volunteers into your work. It’s important to 

keep volunteers busy when they come to an event 

or are given a particular task. Be sure to give clear 

instructions on what you need done, and make sure 

volunteers know where they can go with any questions 

or concerns that may arise. Volunteers should be made 

aware of the high standards expected of them and the 

importance of their contribution. Ensure, as much as 

possible, that volunteers get to participate in ways that 

best utilize their skills, talents, and knowledge and 

that their assignments are in line with their 

expressed interests.

Volunteers will keep coming back if they enjoy

their interactions with leadership and co-volunteers.

If volunteers treat one another with kindness, patience, 

and respect, and are treated this way by the leadership, 

everyone will have fun — even if they are working long 

hours in blistering heat, biting cold, or pouring rain. 

Those in leadership positions can set the tone by 

maintaining a positive, appreciative attitude and 

a sense of humor.

Creating opportunities for volunteers, including the 

leaders, to get together socially is important. This 

is especially true for volunteers who may not have 

an opportunity to connect with others, such as those 

whose assignments are carried out alone. Have non-

work get-togethers like potluck dinners, end-of-year 

and milestone achievement celebrations, etc.

Say “thank you” often. Make sure that each volunteer 

is aware of the positive effects of his or her work, and 

that weach person receives recognition for his or her 

achievements. Consistent efforts must be made to

3. Treat your volunteers well.

4. Keep your volunteers connected 
to leadership and each other.

2. Ensure that your volunteers feel 
useful and effective.

5. Demonstrate your appreciation.
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recognize everyone for their contributions in order 

to avoid the perception of favoritism.

Volunteers will be more likely to stay with your group 

over the long term if they feel a sense of ownership of 

the mission. Be sincere when asking for — and listening 

to — suggestions and feedback from volunteers. Try to 

create opportunities for volunteers to take leadership 

roles on projects or events that will be beneficial to 

(and consistent with) your goals.

Handling Challenging Volunteers

When a volunteer’s performance creates an obstacle 

to your team’s ability to effectively help people and 

their pets or creates negativity within the group, it’s 

imperative to address the issue as soon as possible. 

Do your best to prevent this outcome by making 

expectations clear from the beginning. Each time a 

new volunteer comes into the group, make sure he 

or she understands the importance of dependability, 

working in compliance with the organization’s 

standards of operation, and conducting oneself in a 

way that maintains the group’s positive reputation 

in the community.

Create a document to introduce volunteers to your 

work and an agreement that outlines what you and the 

volunteer are responsible for in the relationship. This 

helps clarify expectations early and prevent problems 

that might develop from a lack of understanding.

It is often possible to resolve difficulties with a 

volunteer without ending the relationship. Everyone 

comes with weaknesses and personality quirks, as well 

as, with their strengths. And everyone goes through 

difficult periods that interfere with peak performance. 

If a volunteer has done something deliberately (or 

through negligence) that is obstructive, destructive, 

or makes trust impossible, he or she should be 

dismissed immediately. Otherwise, the goal should 

be to address the problems proactively before they 

escalate. Before reaching the decision to terminate 

the volunteer, first try one of the following strategies:

Re-emphasize the Rules: Sometimes people test the 

boundaries, and in some cases, all it takes to bring 

these folks back around is to address the situation 

immediately. Emphasize that it is critical to the group’s 

effectiveness for everyone to be “on the same page” 

with regard to rules and expectations.

Reinforce Training: Some people are slower to learn 

than others. There is a lot to learn, and it will not all 

sink in immediately. Some people learn best from 

a different approach so that the information sticks. 

Stress how important it is to ask questions if they have 

the slightest doubt about anything. The only “stupid 

question” is the one never asked.

Change the Volunteer’s Job: Sometimes people will 

be more successful helping in a different capacity 

than they (or you) originally thought. And sometimes 

there is a personality conflict between people that 

has nothing to do with the ability of either to be an 

effective volunteer. It may be that the volunteer needs 

to work alone or with someone else.

Give the Volunteer a Rest: Sometimes a volunteer 

becomes less reliable or more difficult to work with 

due to burnout, being spread too thin, or working too 

long without a break. Personal life difficulties might 

interfere with his or her ability to contribute as much 

as usual. Try to arrange for the volunteer to take a 

break without making him or her feel guilty. 

6. Solicit feedback —  
and take it seriously.
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When it becomes necessary 
to dismiss a volunteer:

For additional information on how to grow and manage 

a volunteer program please visit:

 Volunteer Management [Resources]

 Coalition Building

 
Volunteer Management [HSUS Manual]

 
Sample Volunteer Waiver

Note: For all volunteer roles, it is extremely important 

that everyone signs a volunteer release and waiver of 

liability. See the sample waiver.   

    Volunteer veterinary technician getting ready to weigh  

a pet at an outreach event

•  Conduct the meeting in a private location 

with another person from your organization 

present, if possible.

•  Be brief and direct so that your intention to 

end the relationship with the volunteer is 

very clear.

•  Don’t get into back and forth discussions 

and don’t argue. Simply announce you have 

concluded the relationship isn’t working 

and they are no longer welcome to be a 

part of your program. Unless the situation 

prompting the dismissal was so egregious 

you’ve made the decision to let them go on 

the spot, it’s likely the volunteer has been 

informed of the problems previously and 

they have not been resolved, which is why 

you are dismissing the person. The time for 

discussion has passed.

•  Follow up with the volunteer by writing 

a letter thanking him or her for service. 

Reiterate that the relationship has ended 

and include any departure details, such as 

the required return of materials or supplies, 

and inform the volunteer that he or she 

should no longer represent themselves as a 

volunteer of your program. Keep a copy of 

the letter for your files.

•  Inform other volunteers and staff who worked 

with the ex-volunteer of the termination.
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VII   How to Approach 
and Talk to People

“ We can never judge the lives of others, because each 
person knows only their own pain and renunciation. 
It’s one thing to feel that you are on the right path, 
but it’s another to think that yours is the only path.” 
—Paulo Coelho



   Tim Freeman, 
Neya Warren, and 
Jon Littlepage

One of the most important keys to successful outreach 

is using the right approach to communicate with 

people. It is imperative your team set aside any 

negative assumptions about owners of unaltered 

pets or those whose pets are living in less than ideal 

conditions. If you are judgmental and condescending 

to owners, you’ll lose their trust and will likely miss an 

opportunity to connect.

Use a more friendly and open approach to see that 

most people truly care about their pets and want 

to make healthy decisions for them. The common 

assumption that owners of unaltered pets or those 

whose pets are living in less than ideal conditions are 

irresponsible or uncaring is generally inaccurate.

It is best to walk, rather than drive, while doing 

outreach to fully engage people. When promoting an 

event and possibly working in a commercial area, you 

should ask local businesses to hang flyers in their 

windows or leave information at the check-out counter. 

Be sure to engage everyone in the community. Start by 

simply making eye contact, smiling, and saying hello.

If your entire team is doing outreach on the same day, 

it is best to be in smaller groups of two to three people 

—too large of a group can be overwhelming. Smaller 

groups will help use your time efficiently by reaching 

more people and pets within the allotted time frame. 

Every person engaged should receive something. 

It may just be your business card with a phone number 

or a spay/neuter voucher, but you should have on 

hand items such as, leashes, collars, treats, flea/tick 

medications, etc. After the first day of outreach, return 

to the same location within a few days. When you 

return for the second or third time, people will likely 

recognize you and become increasingly more willing 

to open up. It might take multiple visits before many 

people engage or say “yes” to spay/neuter for their pet.

As reviewed in Chapter 6: Coalition Building, the 

person or team responsible for doing outreach needs 

to possess unique skills to succeed. This job is not 

for everyone. Once people understand the task, some 

will self-identify as not being a good fit for the job, 

and that’s okay. Knowing your team’s strengths and 

identifying the right fit for outreach will yield the best 

results for the animals.

A condescending attitude or fearfulness will often 

be obvious to those who are accustomed to these 

attitudes from others. Choosing the right person or 

team to meet and talk to people is key, and it can mean 

the difference between getting significant numbers of 

animals spayed/neutered versus turning people off 

and missing opportunities to build wonderful, lasting 

relationships. The designated outreach person or 

team should thoroughly enjoy meeting new people, 

regardless of race, gender, religion, socioeconomic 

background, interests, or personality. They should be 

non-judgmental, respectful, relaxed, genuine in their 

interactions, and good listeners.

Conversation Scenarios 
and Effective Standard Practices
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Once you’ve identified your team, make sure they 

understand many of the people they’ll meet could 

be isolated from mainstream messaging due to their 

situations. In many cases, they rarely—if ever— 

receive positive wellness messages for themselves 

or their animals, They most likely have little familiarity 

with spay/neuter. Any familiarity is often based 

on misconceptions and fear that the surgery will 

negatively affect their pet. Many pet owners will have 

minimal, if any, awareness of existing resources to 

help them with their animals and will not know how to 

seek out these resources.

Here are some tips for the person or team who will be 

doing outreach:

•  Understand your audience. Take time to tune into 

the mood of the person you are approaching. 

Ask a variety of questions in an interested—not 

interrogative—manner and listen more than you 

talk. Be warm, respectful, and relaxed.

•  Smile naturally. Do not feel compelled to rush the 

conversation. Keep in mind that most people are 

uncomfortable with silence and will naturally talk 

to avoid it, so if you are quiet and listen, people will 

often reveal useful information about themselves 

and their animals.

•  Be careful selecting your words to avoid belittling 

or offending someone. Telling someone that caring 

for their pet differently will demonstrate that they 

are a “responsible” owner can imply they are not 

currently. For example, telling an owner of an 

unaltered pet that spaying a cat will make him or 

her a “responsible” owner implies that the person 

is acting “irresponsibly” now. This will not be 

well received. It’s a mistake to underestimate the 

intelligence of your audience. Do not assume that 

less affluent people are less sensitive to nuanced 

verbal communications — the opposite is often true.

•  Be cautious about saying you’ll help “educate” 

the people you meet, as this can be offensive. 

The better way to phrase your goal is to say that 

you’re “sharing” helpful information. The truth is, 

your relationship will involve information-sharing 

on both sides. It is beneficial to everyone to keep 

the conversation going. Avoid letting a word or 

two spoil the opportunity to connect with someone 

by shutting them down, or worse, turning them 

off. Keep in mind that certain words come off as 

condescending and disrespectful. Eliminate the 

words “responsible,” “irresponsible,” and “educate” 

from your vocabulary. You’ll get a more positive 

response and begin to see how truly patronizing 

and hurtful those words can be. In the event you 

say something causing offense, be sure to make eye 

contact, apologize, and rephrase using a better word. 

Keep in mind the person you are speaking to has 

probably made the same mistake at some point and 

will likely not take offense or remain offended if your 

apology is sincere.

•  Be aware of the suggestions you make and how they 

may be taken. For example, do not automatically 

assume someone needs help feeding their pet; 

that can be insulting and condescending. Instead 

of saying, “I have food I can give you,” engage in 

a conversation with the person and find out the 

circumstances and if they do need or want this sort 

of assistance.

A common mistake in community outreach is deciding 

that a dog or cat would be better off in a new home 

and “rescuing” or re-homing that pet. This is not only 

ineffective but also damaging to your reputation. 

Taking a dog or cat from its owner will almost 

invariably result in the owner simply getting another 

dog or cat — one that he or she will treat exactly the 

same way. The more effective strategy is to work with 

the person to improve the situation. Taking a dog or 

cat also assumes there is another home to place it in. 

We know there simply are not enough homes for every 

dog or cat who needs one. The reality is that shelters 
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as well as rescue and foster programs are full. Working 

with a pet’s current home is usually the best option.

Taking someone’s pet also presumes that the owner 

doesn’t care about his or her dog or cat; however, 

this is not true. Many people are simply doing the 

only thing they know to do or the only thing they can 

afford. While taking a dog or cat can look like an easy 

fix, it really means that you have given up on the hard 

work of relationship building and information sharing.

Finally, taking people’s pets also create barriers that 

prevent from helping many other pets. Your reputation 

is important and by taking people’s pets, the network 

of trust and the reputation you build weakens quickly. 

We do not live in a perfect world, and things do not 

work out every time, but the strategies using non-

judgment and information sharing allow you to 

make lasting and positive changes in the lives 

of many animals.

View the people you reach out to and meet as clients, 

and focus on providing them with good customer 

service. This will help build a relationship, greater 

acceptance of your services, and more people and pets 

being served. A long-term focus is the way to create 

sustainable, systemic change. Achieving this goal 

improves the life of the current pet, and potentially the 

lives of all of the future pets that person might have 

and those of their neighbors, friends, and children.

See Attached Tip Sheets

Your team can provide tip sheets to people out in the 

community. These sheets can help pet owners who 

just need a few simple tips to improve their situation.

 
Housebreaking Your Dog [Tip Sheet]

 Leash Walking [Tip Sheet]

 
Bringing an Outside Dog In [Tip Sheet]

 
Cat Scratching Post [Tip Sheet]

  Jon Littlepage

For as many pets and pet owners there are in the 

community, there are an equal number of unique 

situations and relationships. However, your team will 

come across some common scenarios, for which we 

have provided some possible responses. Tailor these 

responses and suggestions to the specific situation. 

Make sure that your outreach team spends time 

listening and identifying key pieces of information 

that can be helpful when addressing the case at 

hand. Sometimes, the first bit of information sharing 

is effective, while other times a series of responses 

might result in little, if any, immediate change. Always 

take the opportunity to provide the pet owner with 

information about the benefits of the topic at hand, 

whether for spay/neuter or other general wellness 

practices, and provide contact information so they can 

easily follow up with questions, concerns, or request 

for assistance. Even if the person seems unwilling 

to make changes or accept services, leave the 
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conversation on a positive note. It is more likely they 

will think about the information provided and pass 

along to others. Your team will be in the community 

often, and have many opportunities to engage people, 

so services don’t have to be accepted on the first visit 

and the sense of urgency is eliminated.

As animal advocates, we want to see pets living 

indoors, sleeping in warm beds, and having what we 

think is the perfect life. But in our society — for reasons 

of culture, class, and other influences — there are 

different types of people with different perspectives 

and different lifestyles. As long as those differences 

exist, there will be different lifestyles for pets. When 

you meet someone with a dog or cat and think the 

pet’s life could be better, consider for a moment the 

person’s life and experiences, access to information, 

financial means, and access to resources.

Consider what approach is likely to be effective, 

remembering your goal is not only to provide relief 

in the moment, but to create long lasting change. 

Preaching and telling people what to do is often 

not well received. People respond more positively 

to shared information, experiences of others, and 

considerate suggestions or solutions. When engaging 

people on any topic regarding their pets, it is most 

effective to ease into the conversation, rather than 

meeting them and immediately starting to talk about 

what you want them to change. Get to know them, 

ask them questions, and listen. Ask to meet their pets 

and learn about their lives, challenges, and concerns. 

Chapter 8 includes extensive information on how to 

talk to people about spay/neuter, but the following 

sections address other common situations you’ll 

encounter, suggestions on how to handle them, 

and assumptions and myths many of us share, but 

should eliminate.

Chained Dogs

In certain areas of the country, chaining dogs is more 

prevalent than in others. In most situations, people 

chain their dogs because they do not have the financial 

means to build a fence. They rent housing and are not 

allowed to bring the dog indoors, or because that is 

what they have always seen and known. In some cases, 

people chain their dogs for perceived protection. 

Sometimes the best you can do in this situation is to 

make it better—spay/neuter the dog, provide a longer 

tether or run and proper collar, and talk with the 

owner about walking the dog and providing increased 

interaction. If you can offer a free crate, you could 

talk about bringing the dog inside, maybe just at 

night to start. If you have access, find information on 

how to build a fence. The key is that you can’t simply 

tell someone, “Don’t chain your dog,” you have to 

provide an alternative. It may take multiple visits and 

time to get to a point where you can comfortably and 

respectfully talk to someone about not chaining.

 How to Build a Fence
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Skinny Animals

There are many reasons that animals are skinny, but 

very rarely is it because someone is intentionally 

trying to starve his or her pet. In speaking with people 

about their circumstances, most often you find there 

is a sad, but real, reason for an animal’s thinness. 

For example, the owner does not know the correct 

amount to feed; is feeding but the pet is not putting 

on weight (which could indicate a medical issue); or 

simply does not have the financial means to remedy 

the weight issue. There are many pets who eat what 

their owners eat, and survive on human leftovers. 

There are some who do not eat often enough, in which 

case people simply need to know that pets should eat 

at least twice a day.

Dogs often have parasites and need to be dewormed. 

Be aware that most over-the-counter dewormers do 

not kill all types of worms. Instead, you’ll often need to 

use a prescription strength dewormer, such as, Drontal 

or Strongid. People sometimes purchase dewormer 

at a big box retailer or pet supply store thinking they 

are treating everything, but they’re not actually killing 

the most dangerous parasites. As with chaining, have 

a solution to offer the owner. The solution must be 

feasible and work in the long-term for the pet owner.

  Thin and pregnant dog vaccinated and spayed through outreach efforts
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Pregnant Animals

Advocates often feel a sense of urgency with pregnant 

animals because they know that it’s not ideal to bring 

more puppies or kittens into the world when there are 

already so many animals waiting for homes. When 

you speak to someone about a pregnant dog or cat, be 

sure to explain that the animal can be spayed, which 

will terminate the pregnancy (after a veterinary exam 

to determine whether it’s safe, which in most cases it 

is). This conversation can be more delicate because 

owners might not understand the procedure, or they 

might think that the unborn puppies or kittens will 

suffer. You’ll need to explain these things, elaborating 

that the animals are more likely to suffer or die after 

being born, whether through disease, homelessness, 

or potential euthanasia. For dogs, there’s the added 

worry of labor complications if the father is not known, 

because he could be a larger size dog.

Some people will be opposed to their pets being 

spayed while pregnant and will want the puppies or 

kittens to be born. In this case, remain positive and 

offer the spay again after the mother is done nursing. 

Stay in touch with the owner so you can keep the 

dialogue going as the owner faces the challenges 

of caring for a mother and babies and finding good 

homes for them. Clearly you should not say, “I told 

you so,” but by staying in touch, you have the chance 

to talk about keeping the mother healthy while she’s 

nursing, keeping all of the puppies and kittens alive, 

feeding them as they grow, cleaning up fecal matter, 

vaccinating, deworming, searching for homes, etc. 

Breeding is always much easier and more fun in theory 

than in practice, so make the best out of the situation 

and work to be able to spay the mother at a later date, 

preventing further litters. In some cases, cats can be 

spayed while nursing without affecting the ability to 

nurse, so check with your local spay/neuter provider 

on this option.

Heartworms

Heartworm prevention is something most of your 

clients will know nothing about and generally will 

not understand. There is often confusion about the 

various types of worms and the difference between 

intestinal worms and heartworms. Many people 

think that the dewormer they purchase at the store 

kills everything. It’s important to share information 

on what heartworms are, how to prevent them, and 

the consequences if they’re not treated. Understand 

many people will not be able to afford the monthly 

prevention or simply will not understand the need 

for it, even after you explain it. Do not get frustrated 

or upset. Instead, keep in mind that when someone 

lacks familiarity with a topic, or when potential 

consequences seem to be a problem for much later 

in the future, it is human nature to put off addressing 

it. In your target communities, it will probably take 

time to build up an understanding of the disease and 

the need for prevention. People often fail to prevent 

certain human diseases (or are unfamiliar with them), 

so it shouldn’t be a surprise that this happens with 

pets’ diseases as well.

One of the best things you can do is to provide 

information about the signs and symptoms of 

heartworm disease in its latter stages and what to 

look for in older dogs. Sometimes the best you can 

do is offer assistance to a dog in the early stages of 

heart failure and provide euthanasia at an appropriate 

time so the dog doesn’t suffer. You may be surprised 

when you provide the pet a dignified death, you bond 

with the person involved since they appreciate your 

compassion and care.
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   Getting a closer look at a dog with skin irritation

 

Fleas and Ticks

Other common issues are fleas, ticks, and related 

skin irritation. Just as with heartworm disease above, 

parasite prevention is not commonly understood 

in many communities. No one wants their pet to be 

uncomfortable or covered in fleas and ticks. In fact, 

you’ll likely come across home remedies people use 

to kill or try to kill the insects. The best thing you can 

do is to share information and, if possible, provide 

free medication. Again, preventative treatments are 

expensive and not always affordable, so providing a 

solution is the best way to help the pet. If the pet has 

secondary issues like sores, rashes, etc., address the 

underlying issue first and then discuss how to clean 

wounds, hotspots, etc.

Lack of Adequate Food or Water

The communities served do not usually receive 

messaging on any topic, including basic pet care and 

wellness. When you see a pet who isn’t fed regularly 

or doesn’t have fresh water, the best thing to do is get 

to know the person, his or her situation and possible 

daily struggles, and then slowly introduce information 

in a respectful manner. Avoid making a pet owner 

feel judged or talked down to; when this happens, 

 people shut down, a wall goes up, and the ability 

to connect and ultimately share needed information 

is lost. No one likes to be told that they’re bad or doing 

something wrong.

Instead, find positive ways to communicate information 

and ask permission to share experiences. For example, 

when meeting a dog who doesn’t appear to have any 

water on a hot day, you might speak with the owner 

and discover that the dog keeps knocking over the 

bowl. In this case, provide them with a larger bucket or 

show them how to bury a bucket that can’t be spilled 

as easily. The person might not have an outside faucet 

and has trouble carrying large containers of water 

outside. In this case, help to find a more convenient 

option. Regardless of the reason, always ask whether 

they need help to provide water instead of making 

assumptions and bypassing the owner to give the dog 

water. That type of action is insulting to the owner and 

hinders your ability to form a relationship. Remember 

that the goal is not only to provide temporary relief, 

but to make long-term changes.

Suspected Abuse

One of the most difficult situations to encounter is one 

where you are not sure if an animal is being actively 

abused (as opposed to just not receiving the best 

care). The best thing is not to assume the worst, jump 

to conclusions, or react emotionally. Many people 

interact with their pet in the same way they interact 

with other people and the way other people interact 

with them. Addressing a behavior with physical 

correction might be viewed as completely normal. 

It can take time to work through these behaviors 

because you are not simply addressing the human-

animal relationship, but someone’s entire view on 

conflict resolution. Automatically deciding that the 

best response is a punitive or legal measure will not 

necessarily result in real change. More times than 

not, enforcement agencies are limited by laws and 
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ordinances in what they can do and by getting them 

involved, you’ll lose the chance to get to the heart of 

the matter and possibly change someone’s view and 

future actions.

Most people will get another pet, without having 

changed their mind on behavior or care. If an animal 

has wounds or scars, it’s likely that the cause is not the 

worst-case scenario that pops into your head. Outdoor 

animals get into altercations with other animals more 

than people realize, and various accidents happen 

almost daily. The best thing to do is get to know 

people and their situations, understand their life 

circumstances, and listen to what they have to say. 

If real abuse is happening, report the abuse to the 

appropriate law enforcement agency. But know that 

with proper outreach, real understanding, patience, 

and workable solutions, the occurrence of real abuse is 

very rare, and when encountered, it can be prevented 

from occurring again.

Behavior and Handling

One of the most personal things to address is the 

way pet owners correct or train their pets. Using 

negative reinforcement or physical intimidation can 

be upsetting, but remind yourself of the end result to 

achieve. By creating a more positive relationship and 

sharing information on a new way to interact, you can 

create lasting change. Aversive training techniques 

have been used for many years in many forums and 

are therefore widely accepted. Yet the more people 

learn about positive reinforcement, the more it is 

becoming the norm. Not only is positive reinforcement 

more effective in changing the dog’s behavior, but it 

helps to elevate the bond between owner and pet.

The best way to achieve this is through constructive 

and encouraging conversation, not berating or 

criticizing the person, especially in a public forum. 

It is important to put your personal feelings aside. 

The pet owner is frustrated and likely using all the 

tools he or she knows to try and control his or her pet. 

This is a great opportunity to show the pet owner a 

positive way to communicate with his or her dog. 

When you model positive training techniques, the pet 

owner can see how well it works and will be likely to 

use these training methods in the future. When 

training is offered without judgment, in a positive 

manner, it will be received more readily. 

 

   Volunteer veterinarian sharing tips on how to improve a dog’s 

social skills
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When approaching people in your 
neighborhoods of focus, there are 
a few key points to remember:

• Smile naturally

• Be relaxed; do not rush conversation

• Listen carefully and sincerely

•  Start the conversation by saying “hi”  

and introducing yourself

•  Share in the very beginning that you have a free or 

low-cost program so the person is aware you are not 

asking for or trying to sell something.

You must be aware of, and careful about, the language 
you use. Focus on the positive and express a desire for 
commonality and a mutually respectful conversation. 
For example:

• “I’m here to share information on my program.”

• “ I know you love your pet, that’s very clear. 

So here are services I have to offer.”

• “Would you like to know about options for…?”

• “May I say ‘hi’ to your dog/cat? He/she is beautiful.”

Certain terms and language can be offensive — 
think about the perception from the other side  
of the conversation. So terms to avoid are:

“Educating” someone automatically creates a 

relationship where one person is the teacher and one 

is the student. Responses are most positive, and you’ll 

be most successful, when there is an equal sharing of 

information and where each person can learn from 

the other.

[alternative]: “I am out in the community today sharing 

information about pet wellness.”

[alternative]: “I have a tip sheet on how to train your 

dog to leash walk, I’ll leave one with you in case you 

are interested.”

Outreach Conversation Reminders

“ Educate” (or “teach”) as in “I’m out in the 

community today educating people on how 

to better care for their pets.” 
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“ Responsible” as in “A responsible pet owner 

spays or neuters his or her pet” or “It is 

important to teach responsible pet ownership.”  

Calling a specific behavior “responsible” when the 

person doesn’t do that action implies that the person 

is behaving irresponsibly. In this situation, the person 

might feel judged or become defensive, preventing you 

from effectively communicating.

[alternative]: “The best way you can ensure your pet 

is as healthy and safe as possible is to spay/neuter.” 

[alternative]: “It is important to share information 

with people on how to make healthy decisions for 

their pets.”

“ At-risk” as in “The community you are serving 

is at-risk” or “Your dog training classes serve 

at-risk pets or pet owners.”

“At-risk” can be used when you’re speaking about a 

specific, qualified situation, but avoid using it to make 

generalizations about an area, group of people, etc. 

without an explanation.

[alternative]: “A chained, unaltered female dog is at 

risk of becoming pregnant and contributing to the 

overpopulation problem.”

Research and Ask

Research and ask about what terms are appropriate 

to use when describing a certain group of people in 

regards to race, ethnicity, or culture. It is always better 

to use the term with which people identify themselves 

instead of guessing or assuming. Often, you’ll only 

know by asking, and people will appreciate your desire 

to know and learn from them.
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In your target communities, many people will probably 

have pit bull type dogs as pets. You might be tempted 

to offer events and services specific to these dogs. 

Perhaps counter-intuitively, a comprehensive approach 

opens your program to the entire community, and will 

likely provide services to more pit bull type dogs than 

if you targeted these dogs exclusively. Having a “breed-

specific” focus not only excludes a significant number 

of other pets and people, but it also results in serving 

fewer pit bull type dogs. Many pit bull type dog owners 

have some distrust or negative feelings when they’re 

targeted for exclusive services. Singling out these 

dogs, by animal welfare advocates, the general public, 

and the press, leads to negative results. An open 

program is inclusive and overall more welcoming.

There is a wide range of pets in the community; 

avoid excluding anyone. When poodles, cats, labs, 

pit bull type dogs, etc. are all together, a great sense 

of community is created and you can begin to break 

down inaccurate perceptions of pit bull type dogs.

A clear difference in breed-specific versus an inclusive 

and comprehensive approach is demonstrated in 

the 2012 Data Report found in Chapter 13 in the 

Measurement section.

Why Breed-Specific Targeting 
Can Be Counterproductive

  A dog leading the line at a community outreach event in Philadelphia, PA
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In the animal welfare field, workers and advocates 

see a tremendous amount of suffering and sometimes 

become jaded to the complex social structures that 

pets exist within, resulting in generalization, false 

assumptions, and harmful stereotyping. When pet 

owners of different backgrounds, socioeconomic 

classes, or cultural norms are marginalized in our 

movement and isolated from services and resources, 

the result is detrimental to improving care for the 

animals. This builds walls and distrust, creating an 

“us versus them” mentality that helps no one.

Below are examples of just a few common myths that 

are pervasive in the animal welfare field, along with 

true stories. Once you open your heart and mind, 

you’ll find that these stories are the norm, not 

the exception.

The fact that pets make people happier and healthier 

is not just conjecture any more. Studies have shown 

how much joy and solace pets can bring to people and 

the natural connection people share with animals. 

This is true regardless of people’s financial status; 

in fact, pets can bring more to someone’s life when 

that person has less. Just because a pet owner 

cannot provide the luxuries — or sometimes even the 

necessities — to his or her pet or does not outwardly 

fit our movement’s traditional concept of a “good pet 

owner” does not mean the owner does not care about 

or wants less for the pet.

Mr. Richardson lives in a neighborhood in Baton 

Rouge, Louisiana, that has streets lined with 

houses that are barely standing. His house is what 

is sometimes referred to as a shanty. We first met 

Mr. Richardson while distributing flyers in his 

neighborhood for a community outreach event that 

provided free rabies vaccinations. A volunteer knocked 

on his door to give him an event flyer, after seeing a 

chained white German Shepherd on the side of his 

home. Based on her physical condition, the dog was 

clearly nursing puppies and was thought to have had 

multiple litters.

Mr. Richardson, an elderly man of few words, 

answered the door and listened to the information 

about the event the next day. Through the conversation 

we learned that the dog’s name was Peaches, she 

did indeed have a current litter of puppies in her 

dog house, and as suspected, over the years she had 

been unintentionally impregnated multiple times. Mr. 

Richardson said he would get his son to bring him and 

Peaches to the event the next day and sure enough, 

halfway through the event, they came.

Peaches ended up getting spayed after weaning her 

puppies. Through multiple visits, volunteers learned 

how much Mr. Richardson loved her, how happy he 

was to prevent her from having any more litters, and 

how he had been a dog lover since childhood.

Assumptions and Myths

1. Myth: People who struggle 
financially should not have, 
or do not love, their pets

Mr. Richardson
Baton Rouge, LA
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He talked about one special dog he had loved dearly. 

He had lived to be 17 years old and it hurt to lose him. 

He also shared that when he loses Peaches, he’s not 

sure whether he will get another dog because he’s 

getting older and might not able to care for them. 

At first glance, Mr. Richardson could have been labeled 

as someone who could not possibly care for or might 

possibly even mistreat his dog. However, upon looking 

deeper, it became wonderfully clear that he not only 

loves Peaches, but is very connected to her and wants 

the best life possible for her.

2. Myth: A certain demographic 
is likely to be involved 
in dogfighting

The general public tends to have a particular image 

that comes to mind when envisioning a “dogfighter.” 

Most often, that image is a young, male minority 

with a pit bull type dog. In reality, while street-level 

dogfighting does occur, the more common, widespread 

activity is professional dogfighting. Street dogfighting 

is not nearly as prevalent as many people believe. 

The vast majority of young male minorities are not 

engaged in street-level or professional dogfighting, 

and it’s important not to infer that they are.  

The Story of Tim

Tim is a young, African American man in his early 20s. 

He lives in Chicago and has three pit bull type dogs: 

two males and one female. All of the dogs wear choke 

collars, the female has sagging teats from being bred, 

and the two males have remnants of cuts and scrapes 

on their faces. While doing community outreach in an 

under-served neighborhood known for gang activity, 

some volunteers met Tim and his dogs. Their first 

thought was he must have fought his dogs and that 

their scars were from fighting injuries. The volunteers 

invited Tim to the free dog training classes being held 

in his community.

After a few weeks of getting to know Tim, the 

volunteers learned that Tim loves his dogs very much 

and is very careful with them, but his two males do 

not get along. They had a scuffle one day that resulted 

in the facial cuts. Not only has Tim never fought his 

dogs, but he was very upset about the accidental fight 

and came to training class so he could learn how to 

keep it from happening again. Tim received great 

training tips, information on spay/neuter, and learned 

that having the unaltered males and females living 

together likely contributed to the tension between the 

dogs. He made training a priority and succeeded in 

all three dogs earning their Canine Good Citizenship 

certificate. Tim represents so many young men who 

have been labeled as something they are not and who 

do not receive information or resources because they 

are stereotyped or feared.

3. Myth: Certain populations are 
opposed to having their pets 
spayed or neutered

Most people are not ideologically opposed to spay/

neuter. Separate research sponsored by The HSUS 

and PetSmart Charities has found that most people 

who have unaltered pets have not spayed or neutered 

because they have not been properly engaged on the 

subject or because it is cost-prohibitive. When you 

share information with people about spay/neuter 

in a respectful, patient way, and remove barriers 

by making it affordable and accessible, most people 

will make the decision to have their pets altered. 

Assumptions that people do not spay/neuter because 

they do not agree with the idea, or that people who 

have not had their pets altered are never going to 

do so are usually inaccurate.
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Devell Brookins
Owner of Ace, 
Philadelphia, PA

Devell is known as the “pit bull kid” in his 

hardworking, yet resource-starved, North Philadelphia 

neighborhood. At 18, Devell earned this nickname 

because he had bred his dog, Ace, a couple of times, 

supplying family, friends, and neighbors with puppies. 

He was planning on a third litter when he received 

a flyer for free dog training classes through a local 

outreach program. Devell and Ace started attending 

class and soon became the star students, as well 

as fixtures at other program events. Through his 

involvement, he also started hearing about spay/

neuter for the first time in his life. Devell is a soft-

spoken young man and quietly took in all of the 

information, although he did not think spay/neuter 

was for his dogs. Eventually, he started to ask 

questions about how neutering would affect Ace, how 

much it would cost, and exactly what neutering meant.

Almost a year after learning plenty of details and 

seeing the high number of pit bull type dogs in his 

local shelter, Devell decided to get Ace neutered. Like 

most people in under-served communities, Devell 

had simply never given much thought to spay/neuter. 

He had to come to the decision in his own time and 

in his own way. Devell was treated with patience and 

respect, and because of this, he was able to come to 

a decision he felt good about. Devell has stated many 

times that because he feels so good about having his 

own dog altered, he can talk about the experience 

with confidence to others in his community. He and 

Ace walk the same streets together, yet now when 

people ask to breed or get a puppy, they instead get 

information on spay/neuter.

You’ll meet many people who have no familiarity with 

spay/neuter. In fact, many people have never known 

a spayed or neutered pet. Their grandparents did not 

spay/neuter, their parents did not spay/neuter, their 

neighbors do not spay/neuter, their friends do not 

spay/neuter, and they have never spayed or neutered 

a pet. Without any exposure to animals who have 

been spayed or neutered, having an unaltered pet has 

become a cultural norm in some communities, with 

associated misconceptions and uncertainties about 

the procedure. Add to this the hope that money can be 

made from selling puppies or kittens, the inability to 

afford the procedure, negative experiences with animal 

service providers — the list can goes on and on—and it 

should not be a surprise that some people are initially 

averse to the idea.

However, as communication experts will explain, most 

people need to hear a message up to six or seven times 

before it sticks. Even if you hear “no” from someone 

with an unaltered pet when you bring up spay/neuter, 

do not view this as the end of the conversation. Don’t 

view a “no” as a closed door if you have established 

rapport; keep the dialog open and make it an exchange 

rather than a lecture or sermon. Continue to build a 

relationship and respectfully bring up the topic, discuss 

the reasons why it is a healthy decision, share details 

about overpopulation, and answer any questions. 

Some people may decide quickly, while others may take 

more time. When people come to the decision in their 

own time, they will likely become ambassadors of the 

message to others.

4. Myth: When people reject spay/
neuter, it’s the final answer
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Leroy Cuyler
Owner of Duke and Ming,
Philadelphia, PA 

Leroy showed up with his two unaltered mastiffs, Ming 

and Duke, at a community outreach event that offered 

free rabies vaccinations in Philadelphia. Leroy greeted 

everyone with an infectious smile and could not wait 

to show off his dogs. It was obvious to everyone that 

Leroy loves his dogs very much. While at the event, 

he thanked everyone and stayed long after his dogs 

received their shots.

When Leroy was engaged on the topic of spay/neuter 

and offered free vouchers for his dogs, he quickly 

declined saying, “I just don’t believe in that and I 

take good care of my dogs.” Several days after the 

event, program staff from the event phoned Leroy to 

thank him for attending, check in on his dogs, and 

let him know about other services offered, including 

free spay/neuter, should he change his mind. Again, 

Leroy politely said he was not interested. A couple 

of weeks later, Leroy saw two program volunteers in 

his neighborhood passing out flyers for dog training 

classes and giving out free collars and leashes. 

Spay/neuter came up, again respectfully. Although 

he was still not interested, he did have a couple of 

questions that the volunteers addressed. The program 

later arranged a trip to the local shelter to share 

firsthand the unfortunate animal overpopulation 

problem in Philadelphia. Leroy attended and was 

uncharacteristically quiet. He decided to leave the 

tour early.

The very next day, Leroy called to set up spay/neuter 

appointments for Ming and Duke. When asked what 

made him change his mind, he said, “I couldn’t believe 

all those sad dogs, with no couches to sleep on. I don’t 

want to be part of that.” Leroy decisively said “no” 

when initially engaged on the topic of spay/neuter, as 

well as on multiple other occasions; however, because 

he was repeatedly engaged on the topic without 

judgment and given space to think about it, Leroy 

ultimately made the healthiest decision for his dogs 

on his own.

Low-cost, high-volume spay/neuter clinics have 

opened in markets all across the country, and 

mobile spay/neuter clinics are also trying to provide 

accessible, affordable services. For the first several 

months after the clinics are up and running, people 

who are familiar with spay/neuter, but can’t afford the 

traditional service, fill the books. Unfortunately, in 

most cases, these clinics are not on the radar of the 

target audiences living in under-served communities. 

Not only do the appointments decrease once the first 

wave of pet owners comes through, but advertising 

the services will likely not be enough to reach people 

in neighborhoods where spay/neuter is not the norm. 

Even after focused energies are spent engaging 

pet owners who may be skeptical at first, many 

barriers along the path to fulfilling a spay or neuter 

appointment can cause pet owners to change their 

minds before following through. Proper engagement 

and removing as many barriers to service as possible 

is key to reaching the people who otherwise would 

never spay/neuter and whose pets are most likely 

contributing to the overpopulation problem.

The Story of Marcus

Marcus is a 20-year old owner of a pit bull type dog 

named Samson in Baltimore. Marcus paid $125 for 

Samson from a “breeder” in his neighborhood, making 

him the proud owner of the first dog he ever lived with. 

5. Myth: “Build it and they will come”
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Marcus wanted the dog for protection and so that 

he would have a loyal buddy to keep by his side at 

all times. Because Marcus became immediately and 

mutually attached to Samson, he expressed an interest 

in doing whatever was best for his new friend. 

He knew — at a minimum — that  he needed to get shots 

for the dog because Samson had received none prior 

to his purchase.

Marcus had no idea where to get the services. 

He needed a provider nearby, since he did not have 

a car and Samson could not go on the bus. Marcus 

heard from his cousin, who also owns a dog, about a 

local spay/neuter clinic with package deals including 

shots. His cousin suggested that Marcus consider 

their services since they were more affordable than 

other places. Marcus was reluctant, as he did not plan 

to have Samson neutered. However, after a lengthy 

conversation with family members about the benefits, 

he decided to schedule an appointment where Samson 

would receive all the vaccinations and the surgery 

for $75. The appointment was set for the earliest time 

available — eight weeks later. A long stretch between 

the decision and the actual event is the first barrier.

During that time, Marcus kept Samson indoors, as 

much as possible, for fear he would get sick because 

he did not have his shots. Finally, on the day of 

the scheduled appointment, Marcus called the 

clinic to confirm the time he was to bring Samson 

because he had not received any phone calls or 

mail correspondence confirming the appointment 

or providing him with instructions. Lack of 

communication from the service provider is the 

second barrier. He arranged for transportation and 

saved the money to pay for the services. The third 

and fourth barriers are lack of transportation and 

available funds. The person who answered the 

phone said that she did not have a record of the 

appointment and was somewhat curt in response to 

Marcus’ expressed frustration. The fifth barrier is poor 

customer service from providers. The person told 

Marcus that the next appointment was in four weeks 

and ended the phone call before making a concerted 

effort to solidify another appointment. The sixth 

barrier is lack of follow-up and persistence.

Marcus was unsure about having Samson neutered 

in the first place. The appointment fell through so he 

decided to take Samson to a traditional veterinarian. 

He could not find transportation to the second clinic 

and after another negative experience, Marcus decided 

to give his dog to another person in his neighborhood 

who had a female “pit bull” and was interested in 

breeding his dog with Samson.

Three months after the first “unrecorded” appointment 

was set up, the clinic still had not called or made 

any attempt to reschedule. The new owner was 

approached and will consider the neuter after he 

breeds the two dogs at least once. Samson still has 

not received his basic shots. Unfortunately, Marcus’ 

experience is not an exception. This happens every 

day in most cities around the country. Most people 

try to make the healthiest decisions for their pets, 

so it’s important for service providers to encourage 

pet wellness by creating a positive experience and 

eliminating barriers.

6.
Myth: Service recipients won’t be 
responsive to providers who don’t 
“look” like them (in terms of perceived 
differences in race, class, etc.)

The animal welfare field is currently not as diverse 

as it could be, and this is a serious problem. For 

example, there is a lack of resources and services in 

communities that are lower income and predominantly 

made up of minorities. Differences in culture and 

understanding often result in animal service providers 

who are uncomfortable about bridging the gap, 

hesitant to reach out, and unsure of how to effectively 

message and connect with a large segment of pet 

owners. Our experience indicates that what the service 

providers or the clients look like does not matter. 
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As long as people doing outreach exhibit a genuine 

friendliness, a willingness to listen, and an openness 

to learn, anyone can do outreach and be successful.

 Cathy Wells 
Animal Advocate, 
Baton Rouge, LA

Cathy lives in Baton Rouge and serves on the board 

of a cat organization that fosters, adopts, and manages 

a trap/neuter/return program. As a white woman in 

her 40s who helps cats, Cathy represents a common 

demographic in the animal welfare field. Cathy’s life 

experiences are very different from those of most 

people she meets while doing outreach work in under-

served neighborhoods in her city. After discovering 

how much people care about their pets and how much 

she could build bridges between animal services and 

people who are unaware of these services, she realized 

that the differences are not as major as she thought. 

The community doesn’t think twice about what she 

looks like as long she cares and shows up. Listen to 

Cathy’s message about her “A-ha” moment.

Two opposing philosophies exist among companion 

animal service providers. The first philosophy is that 

free services are necessary for reaching many people 

and pets, while the second philosophy is pet owners 

don’t value “free” services because they did not 

invest in them.

The former attitude involves letting go of personal 

judgments. The latter is based on the judgment of 

people — usually strangers — and the assumption that 

they don’t have the compassion or skills to care for their 

animals. This attitude assumes that “free” things merely 

help pet owners who don’t deserve their animals. 

It’s human nature to seek a bargain and attempt to save 

money whenever possible, and for those in less affluent 

areas, it’s also a necessity. When free services are 

provided with compassion, friendliness, and without 

a “catch,” they will be valued, and the messages that 

accompany the services are more likely to be heard. 

This idea is detailed in Chapter 8.

Coalition to  
Unchain Dogs

 

The Coalition to Unchain Dogs is a group that works 

to free chained dogs by providing free fences and spay/

neuter to the people who chain them. The group often 

witnesses how the bond between human and dog is 

elevated and how much people appreciate receiving 

these services. The changes in people’s outlook and 

behaviors are common; there is not just one individual 

story that sufficiently represents the value of offering 

services for free. Many of the Coalition’s clients are not 

able to afford a fence on their own. When volunteers 

spend time meeting them, transporting their dogs to 

and from the veterinary appointments, and a group of 

people show up to build the fence, many people are 

overwhelmed. They are moved by the fact that all of 

those people care and give of themselves, their time, 

their energy, and their money. They reconsider their 

dog’s status, because all of the attention is centered 

around him or her. The animal’s perceived value 

exceeds what it was while the dog was chained. 

Knowing that others are financially willing to assist and 

treat the owner with respect and dignity increases the 

value of the dog more than anyone can imagine.

7. Myth: If you give it away 
free, it won’t be valued

80


null

67.78655




Notes    VII  How to Approach and Talk to People





VIII   Effective Spay/
Neuter Outreach

“ If you want others to be happy, practice compassion. 
If you want to be happy, practice compassion.” 
—Dalai Lama



   Alana Yañez 
Pets for Life Los Angeles 
Los Angeles, CA

Research shows that cost is a primary barrier to 

people getting their pets altered. If possible, we 

recommend providing spay/neuter packages, 

including vaccines and pain medication, for free.

For many people, even “low-cost” spay/neuter is out 

of reach. Sometimes people schedule an appointment, 

sincerely believing they will be able to pay for it by the 

day of the surgery. When that day arrives, they don’t 

have the money and the surgery cannot be completed. 

Due to embarrassment or fear of cancellation fees, 

they often don’t call to explain the situation.

Most clinics are very familiar with no-show 

appointments, but rarely is the dynamic behind these 

missed appointments understood. Although most 

clinics cannot give away all services, consider all the 

strategic benefits of offering free surgeries to some 

clients. For some people, it is the only way they can 

afford it, and it makes it much simpler to talk about 

with owners, especially those unsure about having the 

surgery done. Regardless of your personal position 

or opinion about offering some services for free, your 

target audience is more likely to accept the service if 

there is no-cost.

Many donors will be excited about the opportunity 

to help another family prevent pet overpopulation, 

and clients who can afford low-cost surgeries may be 

willing to contribute to the co-pays of others. For more 

information on fundraising, see Chapter 13.

Positioning Spay/Neuter 
to Your Audience

It’s up to you to make receiving free spay/neuter 

exciting, special, and enticing. Remember, this is 

a demographic that is likely unfamiliar with the 

benefits of spay/neuter. We encourage you to use 

spay/neuter “vouchers”— not a voucher in the typical 

sense, but a tangible representation of the surgery 

and the financial value associated with it. So, when 

you say, “I have a free spay/neuter voucher,” you 

have a physical item to share that can be viewed as 

essentially giving away cash. Print these vouchers 

on sturdy paper and promote them by explaining 

they are just like gift cards; they’re worth a certain 

amount of money and are redeemable at the spay/

neuter provider. The vouchers themselves don’t 

need to have meaning. When the pet owner presents 

them at the time of surgery, they can be used to track 

completed appointments or discarded. The key is to 

use the voucher to start conversations and to create 

recognition of and connection with the value of a spay/

neuter surgery.

A common misconception is that people will not value 

free services. We find this couldn’t be further from the 

truth. Once you’re in the community and start meeting 

and listening to pet owners, you experience that 

most people care about their pets and are extremely 

appreciative to receive services and resources. 

Making Spay/Neuter 
Affordable and Exciting
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Beyond appreciation for the services, people are 

truly grateful to know someone cares enough about 

their pets to come into their neighborhood, listen to 

their needs and concerns, and provide assistance 

without asking for anything in return. Providing that 

unconditional support elevates the value of the pet 

to that person.

After your community assessment, you’ll see that your 

neighborhoods of focus are homes to many pet owners 

living in poverty and struggling to make ends meet. 

Not having the financial means to seek out and pay 

for medical care does not mean those services aren’t 

wanted or appreciated.

In addition to spay/neuter, free vaccinations, such as 

rabies and parvo/distempter, are of great value to pet 

owners living in under-served communities. Offering 

them at community outreach events and in your 

spay/neuter package, if possible, helps pet owners 

significantly in regard to caring for their pets.

Research has shown another common barrier to spay/

neuter, in addition to cost, is insufficient engagement 

on the topic. The PFL program is grounded in personal 

engagement on the topic of spay/neuter as a part 

of a pet’s overall wellness. Another notable barrier 

to spay/neuter is access. To address this, outreach 

teams should have a plan for transportation of pets 

as needed. More detail on transport planning is at the 

end of this chapter.

Both PetSmart Charities and The HSUS conducted 

extensive research with owners of unaltered pets 

through phone interviews, surveys, focus groups, 

and in-person visits to figure out how to produce 

higher spay/neuter rates and reach the target 

audience (people with unaltered pets) through 

traditional marketing and more recently with 

the launch of PFL, embedded community 

outreach methods.

 
Pets for Life 2014 Data Report 

 
PetSmart Charities Attitude, Usage, and Barriers

 
Pets for Life 2012 Data Report 

Make it FREE: We recommend giving away 

spay/neuter for free and not asking for a co-

pay in most, if not all, situations in your focus 

area. Your audience is more likely to accept 

the service when it’s free. It also keeps the 

conversation much simpler during outreach. 

Make the offer as compelling as possible: 

“ Today we are offering free vouchers! If you sign 

up today you don’t have to pay anything!”

 
Spay/Neuter Voucher
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Although we discourage using income qualifications, 

if you must require it in order to provide people 

with reduced prices or free services, try to make the 

process as simple and non-confrontational as possible. 

When preparing qualifications for financial assistance, 

your goal should be to screen out people of higher 

income. In doing so, be careful not to create barriers 

or circumstances of embarrassment for those who 

do qualify. Being poor does not mean being devoid 

of pride. You want to make spay/neuter easy, 

accessible, affordable, and a possibility for everyone 

who is interested.

Not only is providing free services very important 

for the pets who are most at risk of being bred 

(intentionally or by accident), but in some cases, 

incentives may be needed to help persuade reluctant 

pet owners. 

One of the most common areas where an incentive-

based program can be useful is with the dogs who 

are most commonly bred for status or anticipated 

profit. Although you should not explicitly state that 

the incentive program is focused on these specific 

dogs, you can use the program to attract them. A very 

successful incentive-based program is fence building. 

Learn more about this project by viewing a guide 

on how to build a fence and other information on 

The Coalition to Unchain Dogs’ website.

Other less labor-intensive incentive programs are 

package deals, such as including a new leash and 

collar or some other “gift” with the surgery. You can 

create a VIP program where the person receives a  

VIP card offering a free nail trim twice a year, free flea/

tick preventative during the summer months, or other 

resources available to you in your community.  

Try to persuade some of your collaborative partners 

(such as groomers or pet supply stores) to offer 

discounts as part of a VIP package. People love to be 

VIPs, and when there is an added value to spay/neuter, 

the likelihood of participation is much higher and 

news of the program will spread by word of mouth. 

Moreover, when you have an ongoing program of this 

kind, it builds long-lasting relationships with people 

and their pets, which have immeasurably positive 

outcomes for both groups.

 
How to Build a Fence

  Dog being signed up for free spay/neuter services after having 

multiple litters due to the owner’s lack of finances and access

Make it fit: The HSUS’s PFL program

has had success with vouchers that are 

essentially the size and shape of a dollar bill. 

Again, it is a good idea to explain the voucher’s 

value: “This voucher is worth X dollars — it is 

basically cash.” Tell owners to hang on to it by 

putting it in their wallet or purse with the rest 

of their money because the voucher is how they 

will “pay for” their spay/neuter service. This 

approach places real value on the voucher so 

people take it seriously.
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   Tim Freeman, 
Jon Littlepage, 
and DeAndre

Whether conducting outreach in your neighborhood 

of focus, or working the line at a community outreach 

event, start by approaching the person with a smile and 

introducing yourself. Do not immediately ask, “Is your 

dog/cat spayed or neutered?” Engage in conversation 

and put the person at ease. Ask what the pet’s name 

is, and ask if you may say “hi” to the animal. This will 

usually put the owner, the pet, and you at ease.

An interaction with the pet usually jump-starts the 

owner into conversation about the pet, which should 

make it easy for you to engage and begin absorbing 

details about the owner’s life and the pet’s lifestyle.

This type of dialog can help you identify concerns and 

problems that might exist. Owners’ issues with their 

animals are often related to their pets being unaltered, 

making it easy to introduce spay/neuter into the 

conversation. Not everyone you meet will have a pet or 

will want to discuss spay/neuter at that time. However, 

if you are friendly and genuine, it is likely they will 

direct you to people who do, will contact you if they 

change their mind, and will share your information 

with people they know. When you are at the point in 

the conversation where you ask if the pet has been 

spayed or neutered, do it in a way that is nonchalant—

do not make it a huge production.

You can expect the conversation  
to go something like this:

•  If an owner says that the pet is spayed or 

neutered, then congratulate and thank them. 

Let them know about local low-cost spay/

neuter services in case they, or someone they 

know, needs the service in the future. This is 

important because many referrals of people 

with unaltered pets come from a friend, family 

member, or neighbor.

•  If an owner says that the pet is not spayed 

or neutered, let him or her know your 

organization is giving out vouchers for free 

spay/neuter services to people who need 

them. With many pet owners, all you have 

to do is mention that the service is free, and 

they’ll be appreciative and happy to take 

a voucher.

Once a person agrees to spay/neuter, fill out the 

voucher, hand it to the pet owner and remind them to 

keep it safe because it’s like cash. If possible, call and 

set up an appointment with a spay/neuter provider on 

the spot, using any open slots you reserved for this 

purpose. Otherwise, let the pet owner know you’ll be 

contacting him or her within the next 24–48 hours 

to set up an appointment. Be sure to thank them for 

talking with you.

Broaching the Topic 
of Spay/Neuter
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•  If an owner says that the pet is not spayed or 

neutered and they are not interested in the 

surgery, begin asking questions to determine 

the best way to respond. The following list 

includes some common reasons you might 

hear and suggestions for how to respond. 

Keep in mind that you might be unsuccessful 

at convincing some pet owners during this 

stage, and that’s okay. Some people need to 

think it over, and many will eventually make 

the decision to alter their pet, so always 

stay positive and give people information to 

consider for later.

One of the basics of marketing is a person needs to 

hear a message multiple times before it is internalized 

and action is taken. Take into consideration that 

people might need to be positively engaged on the 

topic of spay/neuter multiple times before they decide 

to have it done.

The key is to make people feel comfortable after the 

conversation has ended. Never make owners feel like 

they were backed into a corner on the spay/neuter 

decision. It’s their decision to make, and they are 

more likely to make a favorable spay/neuter decision 

when they feel in control. Do not underestimate the 

reputation you’ll build and the impression you leave 

with people when you’re respectful and kind.

Keep in mind that while a pet owner may not want 

to have that particular pet altered, he or she may 

have another pet at home or know people who have 

pets that they want altered. At a minimum, you have 

created another community ambassador who knows 

about spay/neuter resources. Always remember that 

if someone says “no,” you have not lost everything. 

You have nothing to lose by engaging the person on 

the topic, but if you don’t start the conversation, that 

person might not ever change his or her mind.

   Annie Pruitt and 
Devell Brookins (1)

   Annie Pruitt and 
Devell Brookins (2)

   Stephan Parker and 
Annie Pruitt

When talking with pet owners about spay/neuter, 

acknowledge people’s thoughts or feelings about why 

they haven’t spayed or neutered their pets. They may 

have strong reservations on the subject. The following 

list includes common reasons for not altering pets, 

along with responses you can give:
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When you are doing outreach and discussing spay/

neuter, you may hear that a pet is an indoor pet so 

spay/neuter is not necessary. If the owner is truly 

managing any contact with other animals, there is 

little impact on animal overpopulation. However, spay/

neuter may still provide health benefits for the pet, 

and there’s a chance the owner could make a slight 

mistake — a dog breaks free from his leash, a cat slips 

out the door, etc.

For a male cat: Even if you plan to keep your cat 

indoors at all times, there is a chance that he could 

get out — you know how curious and smart cats can 

be. Plus, it will eliminate that annoying, awful-smelling 

“spraying” that your cat does, and who doesn’t 

want that?

For a female cat:  I understand, but this will be helpful 

in reducing the “crying” and “pleading” sounds your 

cat makes when she’s in heat. I know this can 

be annoying.

For a male dog: I understand, but if your dog gets out 

or loose just one time, he could run to find a female— 

it literally only takes seconds to make puppies. Male 

dogs can sense a female in heat up to two miles away, 

and since you plan to keep him inside, he might try to 

escape to follow his instincts and drive to mate. This 

could be devastating, he could get hit by a car, get lost, 

end up in the wrong hands, or be picked up by animal 

control. I know you want to keep him safe, and one of 

the best ways to do that is to have him neutered. Also, 

male dogs who remain intact have a much greater 

risk of testicular cancer. You can prevent this risk 

completely by neutering him.

For a female dog in heat: It’s not fun to have your dog 

bleeding in your house when she’s in heat. Spaying 

will eliminate that. An unspayed dog in heat attracts 

unaltered male dogs. You can literally turn your head 

while walking your dog on a leash outside, and a male 

dog can come along, and the next thing you know, 

you have puppies in a couple of months. There are 

also health benefits. Spaying prevents certain types of 

cancers, and it keeps your dog safe from complications 

from heat cycles, like prolapsed vulvas and uterine 

prolapse, which can be fatal.

For any dog: This will likely prevent your dog from 

contributing to pet overpopulation, and it will save 

you from the burden of caring for and placing puppies. 

There are also some health benefits that could actually 

result in your pet living longer if you choose to have 

him or her spayed/neutered. At this point, share the 

appropriate health benefits, depending on the pet’s 

gender, age, and whether it has had a litter yet.

For a young pet: How old is your pet? Pediatric 

spaying and neutering is the most effective means 

of preventing unplanned litters of kittens and puppies. 

The procedure is less stressful on a juvenile patient 

and is an easier surgery for the veterinarian to 

perform. Some vets perform the procedure on pets as 

young as eight weeks, as long as the pet is at least two 

pounds. The general rule is to try to have the surgery 

before the first heat cycle. So we try to do it by the 

time the pet is four months old because it reduces 

so many health risks and prevents your pet from 

contributing to pet overpopulation.

1.
“ My pet is an indoor pet and 

never goes out,” or “If my 
pet goes outdoors, he’s on 
a leash.”

2. “ My pet is too young,” 
or “My pet is too old.”
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For an old pet: If an animal is over a certain age or has 

particular health problems, it can be a risk to have the 

animal altered. In that case, cover the ways in which 

the owner can prevent the pet from mating and thank 

them for doing their part to help prevent continued 

pet overpopulation. A pet that is too old for surgery 

can often times still reproduce so be sure to share 

information about this possibility and how to prevent 

this from happening. This can be just as important 

and effective in preventing litters as the surgery itself. 

Be sure to let them know about the free or low-cost 

service for the future and for other pet owners they 

may know.

For a female dog: I can tell you love your dog. Have 

you thought about how stressful and painful it is for 

her to go through pregnancy and then deliver her 

puppies? You should also know that in some cases 

females suffer serious complications, and can even 

die when having puppies.

For a male dog: It’s obvious how much you love your 

boy. I’m sure you want him to live as long as possible.

Do you know that testicular cancer can occur in male 

dogs? I have a guaranteed way to make sure that never 

happens to your boy—if you remove his testicles 

there’s a good chance he’ll live a few years longer.

For a whole litter: Have you really added up all the 

costs of taking care of a litter of puppies? I know you’ll 

love these puppies as much as you love your adult 

dog, and you’ll want to make sure they’re healthy 

before they go to their new home. You’ll have to get 

them all shots and provide quality dog food and 

supplements. Never mind the fact you’ll have to clean 

up lots and lots of poop. Are you ready for all that? 

People sometimes get excited to have a puppy, but 

underestimate how much work it is. Are you ready to 

take a couple of the pups back if they don’t work out 

in their new home? Not to mention that sometimes 

dogs can have litters of up to a dozen pups. So many 

dogs can be very overwhelming to care for, really hard 

to find them all homes, and sometimes puppies die, 

especially if the litters are large.

For a whole litter: I can tell how much you love all 

dogs, but having just one litter has huge implications. 

Have you ever visited your local shelter? It’s packed 

with dogs that people bought and just didn’t have the 

time or money to take care of. There’s a really good 

chance that a couple of your dogs will end up there. 

It’s really sad — most people don’t realize that many 

of the dogs that go into the shelter system get put to 

sleep. I know that someone like you, who loves dogs 

so much, doesn’t want to contribute to that, right?

If someone is determined to have one litter, make a 

conscientious effort to stay in touch with that person 

though the breeding process. Continue the dialogue 

when the person is struggling to care for the puppies 

or kittens and to find good homes for them. Being a 

consistent voice in the process and a sounding board 

for the difficult results of breeding can yield positive 

results and create advocates for spay/neuter.

Understanding the reasons why someone might 

want to have a litter can help you connect with that 

pet owner. You might be able to prevent the litter 

or ensure that the pet is altered after the one litter. 

Having a litter often serves as a distraction in a life 

of struggle and can be fun and exciting, a positive 

in a world of negative. We all love puppies and kittens, 

and the pet owners you’ll meet in your outreach are 

no different. Looking forward to having cute puppies 

or kittens makes sense. And hoping to earn a little 

money is reasonable, even if it doesn’t happen in 

reality. So take a step back and consider what the 

person’s life is like when you’re not around, what the 

person might think and feel with the information they 

3. “ I just want him/her  
to have one litter.”
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have (and without the information you have about 

dogs and cats dying in shelters). You are much more 

likely to achieve a spay or a neuter if you put yourself 

in that person’s shoes and see the situation from

their perspective.

For a male dog: It can actually help your dog be a little 

calmer and focused so you can do some cool training.

He will be the exact same cool guy, but now he 

probably won’t run away as often to look for a 

“girlfriend.” Do you know how many male dogs take off 

looking for a mate and get hit by cars? Dogs can smell 

a female in season up to two or three miles away.

For any dog: Do you have friends with dogs? Wouldn’t 

it be cool to let them play and walk together? Dogs 

who are fixed almost always get along better with 

other dogs.

I know you love your dog and don’t want him/her to be 

stressed out and frustrated. When you spay/neuter, it 

really helps your dog chill out because he won’t always 

be thinking about finding a mate and making puppies.

The only thing that will change after you spay/neuter 

your dog will be that you’ll have a healthier, happier 

friend who will live longer, and that’s pretty cool.

For any dog: Taking care of a dog is a lot of work. 

All the more reason not to make more dogs that 

you have to take care of, right?

For any pet: You don’t have to worry about finding the 

time. Let me know what works for you and we’ll take 

care of it. We’ve got you covered. How about I set up 

the appointment and arrange transportation to and 

from the appointment. What do you say?

For some pet owners, the idea of neutering their male 

pet seems to be very personal, so much so that male 

owners of male dogs have expressed that the thought 

of it makes them feel almost as if it’s happening to 

them. Talking through the benefits can help prevent 

this projecting and clarify the important reasons for 

having the surgery.

For a male dog: I can tell you love him. You know, if we 

take care of those testicles, there’s a good chance he’ll 

live a lot longer, and you won’t have to worry about 

him getting testicular cancer.

You do realize that if we neuter your dog, you still get 

to keep your balls, right? The both of you will still be 

as cool and macho as ever. I promise. (Using humor 

can make a potentially awkward conversation a lot 

lighter, but be sure to know your audience to avoid 

making anyone uncomfortable.)

I promise, he won’t be mad at you. He’ll still be your 

best friend. And he’ll probably be with you even longer 

because he won’t run off trying to get to a female 

several neighborhoods away or across busy streets.

4. “ Is it going to change 
his/her personality?”

5. “I just don’t have the time.”

6. “I can’t do that to my boy (me).”
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For any pet: That may be true, but I’m sure God 

didn’t intend for so many animals to suffer due to 

overpopulation. New puppies or kittens take the 

homes of other dogs and cats already in the shelter, 

and those dogs and cats will likely have to be put 

to sleep. I don’t know of a God who would want 

that outcome.

For a dog: Neither are orphaned puppies. Since there 

are so many puppies born each year, shelters are 

overpopulated and stray dogs suffer. That isn’t natural 

either. By having <pet’s name> fixed, you can make 

sure you don’t have puppies who will suffer.

For any pet: I understand what you’re saying but you 

could also say that having a dog or cat as a pet isn’t 

natural either. But since you love your pet and want 

the best for him, hopefully you’ll consider having him 

fixed so he will be with you longer. Nature kicks in 

when a female is in season and this can sometimes 

cause roaming. Dogs and cats often get lost, or worse, 

hit by a car. This is the sad result of nature calling.

For any pet: It can be expensive but there’s a low-cost 

spay/neuter clinic with licensed veterinarians who will 

perform the surgery for less than $100 in most cases. 

We will help pay for that. We can make it free for you 

if you set up the appointment within the next couple 

of weeks.

For any pet: I completely understand. If you’re 

interested, we can help get <pet’s name> to and from 

his or her appointment.

If you’d like, there is a van that picks up pets at 

the community center down the street every other 

Thursday. We can set up an appointment and make a 

reservation to have your pet picked up and dropped 

off in that parking lot.

For a female dog: Well, it’s always a good idea for 

female dogs so that they don’t accidentally become 

pregnant by neighborhood males and leave you caring 

for all of the puppies and finding them homes.

For a male dog:  I hope you’ll consider it for your boy. 

It will reduce the chance of him getting testicular 

cancer or running off and possibly getting lost or hit 

by a car trying to get to a female in heat.

For any pet:  I’d like to share a little information 

while you think about it.  In <your town/city> XX,XXX 

7. “ Oh no, I wouldn’t think of it. 
God intended for animals to 
procreate.”

8. “It’s not natural.”

9. “ I can’t afford it. 
Isn’t it expensive?”

10. “ I have no way to get to the 
vet. I don’t have a car and I 
can’t take my pet on the bus.”

11. “Haven’t thought about it.”
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pets are put to sleep every year because of pet 

overpopulation in our community. By getting your 

pet fixed, your’re not only setting a great example to 

others, but you’re ensuring that your dog’s puppies 

don’t end up in the shelter where they might not find 

homes and have to be put down.

This is a conversation you’ll have frequently. Patience 

is crucial. This scenario gives you a chance to address 

several spay/neuter issues. Remember that a litter 

of puppies (and the potential for financial gain) 

represents hope to people who often don’t have a lot 

of positivity in their lives. If the client is determined 

to have this litter, refrain from judgment or frustration. 

Instead, offer advice, get contact information, and let 

the client know that you’ll follow up periodically to 

see how it’s going. In the following weeks, stay true 

to your word and maintain contact. If possible, start 

a dialogue that allows the client to examine the cost 

of breeding/selling puppies through a more critical 

lens. This honest dialogue helps the client realize 

that the reality of financial reward rarely, if ever,  

lives up to expectations.

When people come to this conclusion on their own, 

they’re more likely to embrace it and become valuable 

messengers to others who are considering breeding. 

There is no single response that leads every client to 

decide to spay/neuter, but there are a few things to try.

For a female dog: Have you ever added up how much 

money you’ll spend to take care of all the puppies and 

the mom while she is pregnant and nursing — food, 

shots, dewormer, vet care, vaccinations, etc.?

Have you thought about how much work it is to take 

care of so many puppies? Some dogs can have up to 

15 pups. That is a lot of feces, and takes a lot of time 

and energy.

I hope you don’t like to sleep; those little pups will 

wake you up all night!

For a litter: There are a lot of people out there  

selling puppies or even giving them away.  

The economy is in rough shape, so what will  

you do if you cannot sell them?

As a business person, think about supply and 

demand — how many people do you know who 

are breeding dogs? (The answer is usually “lots of 

people.”) If the market is saturated, the price  

is lowered and demand is spread out, making it 

difficult to make money. In fact, the possibility of  

losing money is very likely.

I know you love dogs and will try your best to find 

them all good homes. Even if you find good homes, 

it’s almost impossible to keep in touch with all those 

people, aside from your friends and family, especially 

as time goes on. People move or they give dogs to 

friends and family. I bet that if you followed the lives of 

every puppy your dog had, the majority of them would 

end up in the wrong hands, in a shelter, or dead.

Do you have a plan if someone wants to return a puppy 

to you, like a legitimate breeder would? Where will you 

keep it? How will you feed and care for it?

What is your plan if any of the puppies are born  

with expensive health issues?

As a dog lover who knows how bad the overpopulation 

problem is, think about the simple math. If you have 

10 puppies and each puppy has 10 puppies, that’s 

100 dogs in one generation. Do you know 100 good 

homes that will treat the dogs you brought into this 

world kindly?

12. “ I want to have puppies 
to make money.”
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For any dog: If you really are able to make money from 

breeding, then your dog has a street value, which 

means that there’s an increased chance of your dog 

being stolen. (This is a common occurrence in some 

communities). Your dog is at risk unless he/she 

is altered.

General topics and talking points

In the above scenarios there are a few common 

themes. The following general topics and talking 

points are not specific to any one conversation, try 

to familiarize yourself with all of them.

Overpopulation: You’ll often discuss the issue of 

overpopulation. This is a very important and effective 

topic. For many owners, the realization that their one 

unaltered pet contributes to the deaths of thousands 

of others persuades them to get their pets sterilized. 

There are many ways to make this point. Describe 

to people how one unaltered dog or cat can become 

hundreds or thousands very quickly. Point out that 

although the client cares for his or her pet very much, 

he or she has no way of controlling how the dog’s 

puppies or cat’s kittens will be treated by someone 

who may take one on an impulse. Too often people 

take puppies or kittens because they’re attracted to 

the puppy/kitten-hood without really thinking about 

the work involved with caring for a dog or cat 

into adulthood.

Explain many puppies are born because of their one 

unfixed dog will likely be “put down” at the shelter 

or without a home. Be mindful research shows many 

people from under-served communities are less 

familiar with the term “euthanize”. The term “killed” 

has been found to be unfavorable and can vilify shelter 

staff. It’s best to use the words “put down” at first, then 

slowly alternate with the term “euthanize” to introduce 

this language as it relates to pet overpopulation 

and crowded shelters. While on the topic of shelter 

conditions, it can be helpful to discuss how difficult it 

is for shelter staff to put down large numbers of dogs 

and cats. Don’t forget to mention the untold number 

of animals who suffer every day in the streets.

When using this rationale, it’s important to know the 

number of dogs and cats euthanized at your local 

shelter, if possible. Share this number and point out 

how the client’s decision directly affects that number. 

Mention the lack of good homes available. In an open 

and honest conversation, many people will express 

they don’t actually know many good homes, and this 

realization might encourage them to stop and think.

Health Benefits: The health benefits of spaying and 

neutering are somewhat disputed in the veterinary 

field, but it’s important to be able to speak of these 

accurately and honestly. Familiarize yourself with 

the following information so you can share it with 

pet owners.

The link below is a handout from the Humane Society 

Veterinary Medical Association (HSVMA) on the 

benefits of pediatric sterilization. It explains why 

it’s advantageous to sterilize puppies and kittens 

and why it’s beneficial to spay and neuter animals 

in general. There’s also a linked copy of an article 

from the Journal of the American Veterinary Medical 

Association (JAVMA) that provides an overview of 

the effects of sterilization on cats and dogs. Below 

the links are a few quick facts from the article about 

cancer, tumors, and diseases (prostate and pyometra).

 
Pediatric Age Sterilization [HSVMA]

 Sterilization on Cats and Dogs [JAVMA]

Mammary Tumors: Overall, the risk of developing 

mammary gland neoplasms (which occur in older 

animals) is seven times greater for sexually intact 

dogs and cats than altered dogs and cats.

Testicular Tumors: Testicular tumors are the second 

most common tumor type in dogs, with a reported 
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incidence of 0.9%. Castration completely eliminates 

this risk.

Prostate Disease: Benign prostatic hypertrophy-

hyperplasia is a common disorder in sexually intact 

male dogs. By 2½ years of age, half of all sexually 

intact dogs have evidence of prostate disease.

Pyometra: Pyometra occurs in between 15–24 percent 

of unsterilized dogs. Sterilization eliminates the risk 

of this disease. Pyometra is a fatal infection of the 

uterus that’s most commonly seen in female dogs, and 

occasionally in female cats.

Attached is a brochure from the American Veterinary 

Medical Association (AVMA) that provides a basic 

overview of why it is beneficial to spay/neuter cats 

and dogs.

 Spay and Neuter Brochure [AVMA]

Licensing: If you have differential licensing in your 

area, use that as a selling point. For example, if a 

license for a sterilized pet costs only $10, while a 

license for an unsterilized pet costs $75, that’s a big 

difference. Therefore, the free service you are offering 

will save money for the client.

Build Relationships

There are so many reasons to spay/neuter. Every 

person is different, it may take many different 

explanations to persuade one person, while another 

person may be moved by a single explanation.

No matter the situation, focus on the relationship 

with the client. It might seem counter-intuitive, 

but one of the keys to successful spay/neuter 

conversations is actually to not constantly focus on 

spay/neuter. If you focus instead on building positive, 

trusting relationships with people, the spay/neuter 

conversation comes naturally and more easily.

Remember that many of the people encountered will 

have no history or point of reference for spay/neuter, 

so be patient and explain the benefits carefully. 

The more welcoming and common we make the spay/

neuter procedure, the more relaxed and accepting 

people will be.

Be sure to engage everyone. People without pets and 

people who are not ready to spay/neuter can still share 

the message of spay/neuter. You never know who 

might be a strong advocate or ambassador for spay/

neuter. There could be someone in the community 

who doesn’t have pets but who is highly respected and 

who is happy to share information on your program 

and services. A person who is not ready to spay/

neuter his/her own pet might still see the benefit of it 

for others and tell friends, family, and neighbors about 

what you have to offer. Remember that a person who 

declines spay/neuter isn’t necessarily breeding his/

her pet. There are many people who aren’t ready to 

spay/neuter but who also don’t want to breed, so make 

sure to engage these pet owners on how best to avoid 

accidental litters.

In order to bring about transformation in your 

community, you have to become a trusted and  

familiar source of information and services. 

For the under-served audience, life is often a  

struggle for survival, and there may not be much 

positivity in their daily lives. When you can be a 

positive influence, share a cheerful attitude, and 

provide something of value, people respond.  

You’ll almost always receive what you have given 

in kind, so go forth and promote spay/neuter.
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Spay/Neuter follow-up process

The importance of follow-up calls to recipients of spay/

neuter can’t be stressed enough. Some of the people 

who say “yes” might later have questions or doubts 

about spaying/neutering their pet(s). This is fairly 

common and it’s a primary reason why follow-up calls 

are so important.

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).

If the owner has doubts, remind him or her that it’s 

their decision, and even if they don’t decide to spay/

neuter at this juncture, it’s okay. Keep the lines of 

communication open and remember that they might 

make the decision later. If you end a conversation 

angrily or rudely, you’ve probably lost a chance to 

build a relationship and an opportunity to help that 

person and their pet at a later date. 

Follow-Up for Spay/Neuter 
Appointments

 [1]  Voucher issued: Gift certificate type 

vouchers, which are about the same size 

as a dollar bill and includes 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 within 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
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The following is a sample script

Of course, the real conversation should be organic 

based on information garnered as you speak. For best 

results, mention the pet by name and the free services 

as soon as possible in the conversation.

Hello, my name is __________ and I am calling to 

speak with Mr./Mrs.__________, about _________

[name(s) of pet(s)].

Do you know when it would be a good time to call back? 

May I also leave a number where I can be reached?

If it sounds like the phone number isn’t the best 

number (listen for hesitation or confusion in the 

person’s voice) ask for an alternate phone number. 

Remember to mention the pet by name and that you 

are calling about free services.

I’m calling to say thank you for signing up __________

[name(s) of pet(s)] for free spay/neuter and to see how 

______________ [name(s) of pet(s)] is doing.

According to our records you have an appointment 

all set for ______________ [name(s) of pet(s)] to get 

spay/neuter [or] fixed on _____________ [Insert date]. 

Do you have any questions about transportation, 

the instructions for the day, or the appointment in 

general? Please call us if anything comes up and we’ll 

call you again the day before the appointment to 

remind you of all the details for the appointment.

We have in our records that you received a free 

spay/neuter voucher and would like to schedule an 

appointment for _______________[name(s) of pet(s)]. 

Is now a convenient time to schedule the date?

Please tell me what days work best for you and let’s 

see what we have available. Or

Just let me know when is a good time to call back, or  

I can leave my number for you to call me.

Here’s a working list for making follow-up calls:

• Start with the first name on the list.

•  Call the home phone first, cell phone second  

(if both are provided).

•  In addition to taking notes, code phone call 

responses as follows:

• NA = No answer/no voice mail

• LM = Not home/left message

• SA = Call back to schedule appointment

• AS = All set with appointment

• NR = Not ready to schedule logistically

• NI = Not sure/no longer interested

1. If the pet owner 
is not home:

2. If pet owner is home:

3. If pet owner has an 
appointment set:

4. If the appointment 
is not scheduled:
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May I ask why you are unsure/changed your mind?

Listen for reasons for not wanting surgery and respond 

with the appropriate benefits and reasons spay/neuter 

is important or answer any questions the client may 

have about the surgery.

Make Appointment Scheduling Easy

Analyze your method for scheduling appointments 

and determine whether it’s the easiest process for 

your audience. If you only provide an option to make 

appointments online, you’ll miss clients who don’t 

have internet access. Ideally, you should provide 

many options for scheduling appointments (e.g. 

online scheduling, calling during normal business 

hours, or leaving a message on the weekends/in 

the evening. Your clients have varied schedules 

and means of communication, the more options 

you give and the easier you make it, the more 

people will take advantage of your services and 

have a positive experience.

5. If the client is not 
sure about surgery or 
changed his/her mind:

   Providing details on spay/neuter appointment scheduling

100





   Cathy Wells

During your community assessment, you probably 

discovered that people living in your neighborhoods 

of focus have little to no access to veterinary care or 

affordable spay/neuter services. This reality, combined 

with the fact that most people in the neighborhood 

have modest incomes, may be working multiple jobs, 

and often do not have reliable personal transportation, 

makes it challenging and sometimes too difficult for 

them to get their pets to spay/neuter appointments. 

Providing transportation to and from spay/neuter 

appointments whenever possible will increase the 

completion rate of the spay/neuter you schedule.

Offering transportation to your clients has multiple 

benefits. The appointments made with the  

spay/neuter provider will be more consistently filled.  

Fewer “no shows” will occur because you’ll ensure that 

the animals get to their appointment, which eliminates 

the possible waste of your time and makes the spay/

neuter provider happy. It makes it more difficult for 

the pet owners to say “no” to spay/neuter when you 

remove the barrier of getting their pets to and from 

the appointment. You are also adding additional  

value to the service you’re providing. When pet 

owners see the lengths you go to in order to help, 

they are very appreciative and often surprised, which 

strengthens your relationship. The most important 

benefit is that more pets will be altered, which means 

fewer litters will be born.

There are a few ways to implement a transportation 

service component to your work. Talk to your local 

animal shelter, animal control, or spay/neuter clinic 

to see whether they have a van or vehicle that is 

equipped and available to transport animals.  

If so, work out a partnership where the van comes 

to a convenient location in the neighborhood at a 

predetermined day and time. Coordinate with your 

clients to bring their pets to this location in the 

morning and pick them back up in the afternoon. 

This effort may require funds to cover the gas and 

the driver’s time; however, this usually breaks down 

to a minimal and worthwhile additional cost per 

animal. Another option is to work out a deal with a 

pet taxi service or similar company to provide the 

transportation on certain days or a set number of trips 

per month. This adds to the average cost of each spay/

neuter surgery, but it might be necessary if the pet 

wouldn’t otherwise get the procedure.

The most cost-effective and ideal way to provide spay/

neuter transportation to your clients is to create a 

volunteer program to cover it. These transporters 

serve an extremely important purpose: helping pets 

get spayed/neutered that would otherwise never be 

altered. The model transporter should be relaxed and 

kind so that the pet owners feel assured that their 

dogs or cats are in good hands.

Remember that spay/neuter is an unfamiliar procedure 

for many of your clients and they might worry and 

wonder whether their pets will be okay. To alleviate 

their concern, make sure volunteer transporters know 

the owners could be apprehensive or uneasy. Give 

them talking points for reassuring clients and instilling 

confidence. Having lengthy conversations or trainings 

with your transporters decreases the likelihood of 

Providing Spay/Neuter 
Transportation
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them accidentally saying the wrong thing to clients. 

It will also minimize the frustration on their part when 

clients may change their minds or need additional 

encouragement the morning of the procedure.

The most cost-effective and ideal way to provide spay/

neuter transportation to your clients is to create a 

volunteer program to cover it. These transporters 

serve an extremely important purpose: helping pets 

get spayed/neutered that would otherwise never be 

altered. The model transporter should be relaxed and 

kind so that the pet owners feel assured that their 

dogs or cats are in good hands.

them accidentally saying the wrong thing to clients. 

It will also minimize the frustration on their part when 

clients may change their minds or need additional 

encouragement the morning of the procedure.

Make sure your transporters fully understand the 

outreach and follow-up process. They should have 

accurate addresses and clear directions to the pick-

up location, details on processes at the spay/neuter 

clinic, and your contact information in case of an 

emergency. These volunteers should be trained in 

safe animal handling techniques and basic animal 

behavior because they will likely help owners load 

their pets in crates. Most appointment drop-off and 

pick-up times will be close to or during normal work 

hours. Recruit volunteers who have non-traditional 

work hours, are students with flexible schedules, are 

retired, or work from home. If a volunteer is available 

on a single day every week or every month, ask your 

spay/neuter provider for standing appointments at 

those times and make sure there are pets to fill those 

spots. Identify multiple people who can work in teams, 

where one person does the morning pick-up and 

another handles the afternoon/evening drop-off. If a 

transporter has space to take multiple pets at a time, 

make appointments in groups for pets who live close 

together. There is no one best way to make a volunteer 

transport program work. Be creative, solution-

oriented, and just make it happen.

No matter which method chosen, use the follow-

up plan described above. Make calls before the 

scheduled appointment and include details about 

when the transporter will arrive the morning of the 

appointment. If necessary, ensure that the owner 

will be present to sign the required paperwork. 

If nobody will be home when the transporter picks 

up the pet, have the owner sign the paperwork prior 

to the appointment and give it to the transporter. 

In addition to the paperwork required by the 

spay/neuter provider, have the owner sign a waiver 

of liability that gives you permission to take the 

pet (see the example below). The transporter should 

have already signed a volunteer waiver, as discussed 

in Chapter 6. It is a good idea to request proof of a 

valid driver’s license and insurance coverage from 

all transporters.

 
Sample Transport Waiver

 
Transport SOPs

 
How to be a PFL Transporter

 
Sample Volunteer Waiver

Each transporter should have a crate to carry the 

pet in and the necessary equipment such as collars, 

leashes, or temporary leads. If the owner is home, 

the transporter should help the owner get the dog 

or cat into the crate, into his or her car, and have the 

owner sign the consent form/waiver. The transporter 

should be prepared to answer any last questions 

about the procedure, the schedule for the day, and 

any preparations the owner should make for the pet’s 

return that evening. When the transporter returns 

the pet at the end of the day, he or she should bring 

   Providing transportation for a dog receiving veterinary services.
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the paperwork from the veterinarian and any follow-

up medications. He/she should go over any pertinent 

instructions for after-care.

The above information applies to transportation 

services for individual clients. For more information 

on how to provide transportation outside of your city/

county, to general areas that are not served by a low 

cost spay/neuter provider, or to clients who are longer 

distances away from a provider, please visit:

 
Humane Alliance: Setting Up a Transport Program

  Volunteers organizing the transport of cats to receive spay/neuter services.
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IX   Community 
Outreach Events

“ Learn everything you can, anytime you can, from anyone 
you can—there will always come a time when you will 
be grateful you did.”—Sarah Caldwell



IX  Community Outreach Events

The most important and primary decision you’ll need to make about your 
community outreach event is when and where to have it. The key to attracting 
your target audience in high numbers is holding the event during a time and 
at a location that is most convenient for those living in the heart of your 
targeted community.

  Cathy Wells

Holding a community outreach event is one of the best 

ways to get started in your target neighborhood, and 

one of the most successful ways to begin increasing 

people’s familiarity with spay/neuter. It not only creates 

excitement about your program, but it’s a great way for 

your team to meet many people in a short amount of 

time. You might have heard of or held “vaccine clinics” 

however, this toolkit’s proven approach to planning 

and implementing community outreach is different. 

It’s more personal and comprehensive than what you 

have used or witnessed in the past.

Community Outreach Events

Why hold a community outreach event? Here are two 

compelling reasons: 1. The event gives you a chance 

to pass out flyers, and while doing so, the opportunity 

to talk to people about a positive, free service. This 

is very helpful in building trust and relationships (as 

discussed in Chapters 7 and 8). 2. During the event 

and while promoting it, you will easily meet hundreds 

of people and pets, most of them unaltered.

   Greeting a dog attending a community outreach event in 

Chicago, IL

When canvassing for the event, don’t feel compelled 

to engage people on the topic of spay/neuter or ask 

them to make a decision on anything regarding their 

pets’ care. Simply let them know about an event in 

their neighborhood and where they can get something 

free for their pets. You’ll meet many people simply 

by walking around the community and inviting them. 

At the event, you’ll have a captive audience while 

people stand in line for the free services. Some people 

in line may recognize volunteers from canvassing 

efforts prior to the event. A spay/neuter conversation 

or asking for owner and pet information will likely 

be easier than if you just met. Whether talking to a 

stranger or someone while canvassing, make your 

interactions friendly and accommodating so that it’s 

easier to gather information from everyone.
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In Chapter 4, you learned how to do a community 

assessment. After completing your assessment and 

identifying the area where you want to start your 

outreach program, you now have the tools to market 

and plan for a community outreach event.

The most important and primary decisions to make 

about your community outreach event are when and 

where to have it. The key to attracting your target 

audience in high numbers is holding the event when 

and where it is most convenient for those living in the 

heart of your targeted community.

The location should be well known and easily 

accessible by foot, car, and public transportation. 

If you can secure this type of location, your chances 

of success are far greater. A church parking lot, a city 

park, a community center, or a local business partner’s 

facility make for good venues. Ideally, your site should 

have wide-open space for tables and enough room for 

a long line of people and pets. Depending on the rules 

and restrictions that govern your area, you might need 

to obtain a city or county permit and/or notify local 

law enforcement for traffic control. Be sure to abide 

by all local laws. This will ensure the event will run 

smoothly and it will demonstrate to other agencies

the program is thorough and acts responsibly.

The best day to have your event is on a Saturday, 

if possible. Weekdays are generally not good for the 

majority of people and Sundays are traditionally 

filled with other obligations, such as church or family 

events. The ideal time of day is the morning to early 

afternoon. The optimal length of time for an event 

is four to five hours. Overall, the event requires a 

six to seven hour commitment by the majority of 

your volunteers, including set-up and break-down. 

These events are hard work with few breaks, so avoid 

extending the event beyond this time frame for the 

best results.

Selecting a Time and 
Venue for the Event

  Event attendees lined up early at a neighborhood rec center to receive free vaccinations
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As you identify and secure a venue, determine which 

free services to offer as the headliner of the event and 

which community partners will be needed to help 

carry them out. The most popular service is a free 

rabies vaccination (and, if required in your area, free 

licensing). Other attractive options are free parvo/

distemper shots and microchips. (If rabies or parvo/

distemper shots are doable, then microchips are 

not recommended. In the outreach event setting, 

microchips can be very stressful for the pet and 

upsetting for the owner to see administered.) Select 

the main service by identifying which people or 

groups are willing and able to participate, reaching out 

to other local groups, and asking your local veterinary 

community for support. If you have enough volunteers, 

you can add more value by offering secondary items 

and services such as, free dog/cat food, nail trimming, 

ear cleaning, and collars/leashes. However, the primary 

services are what should be advertised and what will 

attract a good turnout.

Always keep in mind one of your goals is to reach 

owners with unaltered pets. By offering a free service, 

you’ll attract a larger crowd. If you promote your 

event effectively, a strong majority of the attendees 

will belong to your target audience. Normally, expect 

at least 80% of pets in attendance to be unaltered if 

promoting using primarily hand-to-hand distribution 

of flyers and word of mouth in your area of focus.

Providing services at a reduced rate instead of 

completely free will attract some people; but there’s 

a notable difference in attendance between a $5 rabies 

vaccination and a free vaccination. Furthermore, 

offering a free service provides your team with a much 

easier “sell” when canvassing and handing out flyers. 

Offering something free of charge is also a great way 

to start a relationship with someone from an under-

served community. It shows you understand how 

few resources are available to them. Remember, as 

discussed in Chapter 8, just because someone can’t 

afford a $5 vaccination doesn’t mean they don’t love 

or want to provide the best care for their pet.

In working to reach pet owners in under-served 

communities, provide free services rather 

than nominally priced services whenever 

possible. Remember, when reaching your 

target, the attendees at the event will be from 

neighborhoods that have a significant number 

of households living 50% below the poverty 

level. Charging any fee among this audience will 

dramatically reduce the number of target pet 

owners you’ll attract.

Event Staffing and Determining 
Services to Offer

  Dog getting nails trimmed by a volunteer
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As previously mentioned, your target audience is 

“systemically poor,” not “conditionally poor.” Those 

who are “conditionally poor,” in many instances, have 

found themselves impoverished because of a specific 

“condition” which led to a loss of income, such as 

being laid off.

The “systemically poor,” on the other hand, have 

never known anything other than the bleakest forms 

of poverty, physical survival being a persistent 

concern above all else. In short, the “systemically 

poor” are not looking for a “deal”. It is simply a “have 

and have not” existence for them. They will choose 

food for themselves and their pets over rabies shots 

or other services.

To help offset the costs of your event, try to get 

vaccinations, food, veterinary expertise, and other 

products or services donated. If this is not possible for 

your first community event, purchase vaccinations and 

any other items you can afford to offer. Use the data 

collected at the event to help tell your success stories 

to potential donors and friends of your organization. 

As you build your coalition of donors and volunteers, 

it is likely all or at least a large part of what you give 

away at future events will come from donations.

For an event that serves between 300–500 pets, you’ll 

need to gather a team of 40–60 people to work the 

event. The following chart shows the recommended 

number of reliable staff and volunteers instrumental 

in making the event a success.

[#]  Number of Recommended Volunteers/Staff

Task/Responsibility 300 Animals 500 Animals

• Veterinarians [3] [4]

• Vet technicians [6] [8]

• Registration/paperwork [4] [6]

• Data collection [4] [6]

• Line/crowd management [10] [12]

• Spay/neuter voucher issuers [3] [5]

• Spay/neuter appointment table [2] [4]

• Food/give-away table [2] [2]

• Floaters / runners/misc. [5] [7]

• Program information table [2] [2]

• Photographer [1] [1]
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To identify the best volunteers for your event and 

assign volunteers to the most appropriate roles, host 

a volunteer orientation specific to the outreach event. 

At the orientation, discuss the goals for the event; 

the intended audience and the barriers they face in 

providing general wellness care and spay/neuter for 

their pets; the tone of event; how to make the event 

positive and safe; and more. At the orientation, run 

through a mock event, explaining and assigning  

people to each role based on their skills and interests.

Attached are descriptions of event volunteer roles. 

This will help identify the right volunteer for each task.

 
Event Volunteer Assignments

 
Outreach Event Rabies Certificate

 
Outreach Event Line Management

 
Outreach Event Pet History Certificate

Use the attached checklist while planning your 

community outreach event. It covers almost 

everything you’ll need to consider for a successful 

event, including supplies, services, volunteers, 

etc. There may be some variables specific to your 

community, but the checklist is a great guide to use 

during your preparations. Additionally, the timeline 

will help plan your event and decide when various 

tasks should be completed.

 
Event Checklist

 
Event Timeline

  Long line stopping by the registration table at an event held in a local park 
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Once you’ve selected a venue and the free service 

you’ll offer, take time to consider the layout of your 

event. Crowd flow matters, and if the set-up is well-

designed, the event will run smoothly.

Make sure volunteers are in place for ongoing line 

management throughout the event. People will likely 

stand in line for hours before and during the event, so 

having friendly volunteers on hand to direct them and 

talk with them will help with both logistics and mood. 

Attached is a diagram of a suggested event flow that 

has worked well at all of our events.

 
Event Flow Diagram

The Basics of Efficient Crowd Flow

Establish a clear starting place for the line in advance. 

Consider where you’ll set up the first stop, most likely, 

the information collection table. Make sure the line has 

ample space to grow outward from where the services 

will be offered, but doesn’t block driveways, streets, 

etc. Ideally, the line should be contained to sidewalks, 

parking lots, grassy areas in a park, or any other open 

space. Be sure to provide water bowls along the line 

for pets to stay hydrated while waiting. Designate a 

few volunteers to be “floaters” who are available for 

miscellaneous jobs that might surface, including filling 

water bowls and scooping up accidents in line if an 

owner needs help.

Resist the urge to have more than one line (for 

example, one line for dogs and one line for cats). 

Multiple lines will cause problems. You will not have 

as much control over two lines, and people get upset 

if you have a person with a cat move to the head of the 

line immediately while someone with a dog has been 

waiting for two hours. If you manage the line properly, 

one line is the safest and fairest for all attendees.

One of the keys to a safe event is to keep the entrances 

and exits separate. When people and pets who have 

received their services must pass right by the people 

still standing in line, you run the risk of negative 

interactions. Instead, ensure that the path people and 

pets take to exit is not near the beginning of the line.

Setup and Flow

   Reviewing pet and owner information at a community outreach 

event in Philadelphia
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Arrive at your venue at least 1½ hours before the 

event — allow more time if there are not enough set-up 

volunteers. If you arrive and find that attendees are 

already there, ask them to form a line starting in the 

predetermined location. Be sure to ask who arrived at 

the venue first as that person should be placed at the 

front of the line.

If you have a single “early bird” attendee, feel free 

to ask that person to have new people line up behind 

him or her. By establishing a clear starting place at 

the beginning of the day, you’ll avoid confusion, hard 

feelings, and help prevent chaos. Make sure you 

have multiple volunteers assigned to staging and 

line management.

Line Management

Line management is of utmost importance to avoid 

people-to-people and pet-to-pet conflicts. Your goal 

is for everyone to have a positive experience, so it 

is critical to maintain order. With a large number 

of people and pets in one line, and with volunteers 

who have varying degrees of pet management skills 

and training, it can be a challenge to prevent over-

stimulation, which could lead to chaos, or worse, 

injury. To avoid incidents, vigilance and tight line 

management is crucial. Volunteers who are calm, 

flexible, and good with people and dogs should 

be assigned to line management.

General instructions for line management are:

•  Avoid face-offs: Face-to-face approaches and 

greetings are what people normally do in social 

interactions, but they can lead to conflict among 

animals. Make sure the line has dogs lined up 

head-to-tail and not face-to-face.

•  Create a buffer zone between dogs by walking along 

the line and helping to maintain reasonable space 

between them.

•  If larger dogs become overexcited or aggressive 

toward smaller dogs being held, ask people to put 

their dogs on the ground and make more space 

between those dogs (the same applies with cats).

•  When necessary, pull aside a dog who is being 

extremely vocal or overly reactive to avoid a chain 

reaction of dogs responding and getting increasingly 

over-stimulated. Some dogs will need to stay to the 

side and not re-enter the line. In these cases, plan for 

the veterinarian to administer vaccinations to dogs 

in a location outside the line (more details on this 

on p.120) When removing a dog from the line, do so 

quickly, without talking, hesitating, or attempting to 

calm the dog down in the line. If a dog needs to be 

calmed down, do so at a reasonable distance from 

the other pets in line. Some dogs may be able to 

re-enter the line once they settle down.

   Signing people up for free dog training classes at a community 

outreach event in Atlanta. 
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•  Some attendees at your events might enjoy seeing 

their dogs get worked up or react to other dogs 

and people in a negative manner. These are pet 

owners who will need a little more attention. 

Assign someone to have a relaxed, non-accusatory 

conversation with attendees like this. If you have a 

volunteer with dog training experience, assign that 

person to line management and this role specifically. 

Don’t tell the dog owner that what they’re doing 

is wrong, because you want to avoid any possible 

escalation or altercation. Instead, attempt to 

encourage alternative behavior. These situations are 

rare, but it’s good to be prepared for everything.

Rarely will an attendee be completely out of control 

and unwilling to leave the line or move to the side to 

allow his or her pet to calm down. If it does happen, 

warn the person that he must cease any negative 

behavior that is causing problems for other attendees 

and pets and that if he doesn’t, he will need to leave. 

Try to maintain civility so that there’s a possibility 

for further discussion with the dog owner after the 

 event, to help prevent or improve the behavior. 

Above all, when managing the line, trust your gut 

and keep things moving along.

Attempting to give someone his or her first dog-

training lesson while in line is not ideal. However, if 

you have partners or volunteers who are experienced 

dog trainers, they can offer some basic suggestions 

and advice to people in line who seem to have trouble 

with control and positive interaction with their dogs. 

They might focus on:

• Leash control

• Eye contact and focus

• Proper collars and leashes

• Exercise and socialization explanation

• Keep calm and settling commands

   Patiently waiting in line at a community outreach event

At these events, the volunteers assigned to line 

management should focus on that task alone. 

Additional volunteers should work through the line of 

attendees to discuss spay/neuter, with a goal of talking 

to each person. This can usually be accomplished with 

five or six people (for 300–500 pet owners, or one 

person for every 50–75) assigned to line management, 

but it’s always better to have more. There can’t be too 

many people assigned to line management. Make sure 

to have one person in charge of all the line management 

volunteers and ensure that they all communicate 

throughout the event.
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As stated earlier, some people can’t stand in line with 

their pets due to excitement or aggression. If you have 

at least two veterinarians working the event, identify 

one as a “runner” who divides their time between 

helping with those arriving at the veterinary station 

and going out into the crowd and vaccinating pets who 

are either standing off to the side due to disruptive 

behavior or waiting in an owner’s vehicle due to social 

issues. Get to these pets as quickly as possible so they 

can leave, avoiding stress for the animal, the owner, 

and other attendees in line. You should assign one 

vet tech and one volunteer to shadow this veterinarian 

and make sure that when the veterinarian gives the 

vaccination, the information form is collected from 

the owner and the owner receives the rabies certificate 

(if applicable). On hot days, the line and crowd 

management teams should watch for animals waiting 

in cars to treat them as soon as possible.

For the reactive dog area, choose an open space 

separate from the line and service area, but not too 

far away. If possible, use numbered cones in the 

reactive area. Having numbered cones not only helps 

volunteers tell people exactly where to go with their 

dogs, but also helps the runner veterinarian know who 

to serve first and helps maintain space between the 

reactive dogs. Reserve this area only for dogs who are 

highly reactive so it doesn’t grow too large or turn into 

a second line. The best way to manage the reactive 

dog area is to have one or two volunteers assigned to 

identify reactive dogs and direct them to the area.

The most likely time for an accident to happen is at the 

very beginning of the event when volunteers are just 

arriving or at the end when volunteers are tired. Make 

sure someone monitors the line as soon as people and 

pets start arriving, even during set up. Make sure that 

line management volunteers stay attentive and focused 

until the very last person and pet have been served 

and have left. Although the reactive dog area should 

reduce potential altercations between dogs, use the 

attached guide to prepare for handling these situations 

if they do occur. Make sure people are assigned to 

manage these scenarios.

 
Dog Safety Document

  Reactive dog area at a community outreach event in Milwaukee
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Data Collection and Veterinary Area

While people are waiting, volunteers assigned to data 

collection should walk along the line and pass out 

owner/pet history certificates. Attendees should hold 

onto their forms until they reach the data collection 

(or information) table. Keep in mind, the people 

attending the event might not be literate or might not 

speak English as a first language, so volunteers should 

be ready to help fill out the forms or explain the 

questions. Make sure to provide clipboards and pens, 

collecting them when one person is done and passing 

them on to people further back in the line. Ensure that 

people complete a separate form for each pet, and look 

out for people who need help holding their pet while 

they fill out the paperwork. Have volunteers review 

each certificate for completion, both in the line and 

at the data collection table.

 
Pet History Certificate

 
Pet History Certificate Spanish

The first stop for attendees is the data collection 

table. Leave a space between the start of the line 

and the table so that only the people and pets whose 

information is being handled are there. Station a 

volunteer at the table and instruct him or her to bring 

people from the line to the table only when a volunteer 

is available and ready to take their information. You’ll 

likely need a few volunteers to staff this table. They 

must check for completion on the forms before the 

client moves on and help clients complete the forms 

if needed.

If you’re providing a service other than rabies 

vaccinations, collect the pet history certificate forms 

at the table and direct the client to the veterinarian’s 

table as explained below. If providing rabies 

vaccination and/or licensing, the volunteers at an 

adjacent table should take the information forms and 

transfer the information to the rabies certificate/

license paperwork. The data collection table and the 

rabies/certificate table can be the same. 

Be careful—this is where the line can bottleneck 

because rabies certificates are often in booklets, and 

clients can’t complete this paperwork while they wait 

in line. To minimize delays, complete as much of the 

required information on the rabies certificates prior to 

the event, such as the date, vaccination serial number, 

expiration date, veterinarian’s signature, etc. Then 

only the owner and pet information will have to be 

completed on site. After transferring the information 

from the data form to the rabies certificate, place the 

information form in a pile/box/container to keep for 

your database. Give the rabies certificate to the owner 

before she or he moves to the veterinarian’s table.

  Event attendee filling out a pet information form while in line 

Make sure to leave a safe zone between the 

information/rabies certificate table and the 

veterinarian’s table so that only the animal the 

veterinarian is currently servicing is at that table. 

Having multiple animals and people crowded around 

the veterinarian creates stress for the pet and makes 

the veterinarian’s job more difficult. To keep the safe 

zone intact, you should have two volunteers who 

serve as “bouncers.” When the veterinarian is finished 

with one animal, the “bouncer” tells the next person 

in line at the information table to proceed to the 

veterinarian’s table, ensuring that no one advances 

until given permission. The more volunteers you have 
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filling out paperwork and the more veterinarians 

you have administering vaccines, the quicker the 

line moves. Each veterinarian works differently, so 

talk to your veterinarian about their preference for 

administering the services.

Some prefer for the dog to remain on the ground 

for the shot, while others prefer to have the dog lifted 

onto a table. To keep the line moving and guarantee 

that any concerns or issues with the pets are 

addressed, give the veterinarians notebooks to write 

down which pets need a follow-up after the event (e.g. 

pets with medical issues that cannot be addressed 

at the event or pets who need dewormer, flea/tick 

medication, etc.)

Consider having an enclosed area for treating cats. If 

your event is held outside, set up a pop-up tent behind 

the veterinary table to create an “indoor” space so that 

if a cat gets loose it can’t run away.

Set up the spay/neuter appointment table after the 

veterinarian’s station. Once the vaccination services 

are complete, the client immediately makes their 

spay/neuter appointment, continues to any other 

services being offered (e.g. nail trims, food, etc.) 

and finally moves on to the exit without clogging 

up the service area.

Before clients even get to the spay/neuter appointment 

table, they should have discussed spay/neuter with a 

volunteer. Designated volunteers should work the line 

to discuss spay/neuter with every single person. See 

Chapter 7 to determine which volunteers should have 

this assignment. This is the perfect time to discuss 

the surgery and distribute spay/neuter vouchers to a 

captive audience. Attached is a sample voucher for use 

at your event. Refer to Chapter 8 for talking points, tips 

for approaching people about spay/neuter specifically, 

and ways to present the voucher itself.

 
Spay/Neuter Voucher
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Capturing the Event

It’s a good idea to visually document the event. Photos 

or video of the setup, flow, and attendees make for 

great reference and can be used in press recaps, donor 

presentations, newsletters, or promotions for future 

events. If you plan to use the images for promotional 

purposes, you should post a highly visible sign at the 

event to alert attendees that pictures taken at the 

event might be used for future promotional purposes. 

If your organization plans to use photos for promoting 

services for a fee, you’ll need to obtain a formal photo 

release of any person recognizable in the photos.

Use free photo sharing websites such as Flickr or 

Photobucket to host images that people can download. 

This is another nice free give-away/souvenir of the day, 

and it can be a good way to stay connected with the 

community. Keep in mind, people love their pets and 

love to have pictures of them.

 Flickr

 
Photobucket

 
Sample Outreach Event Images

If you have the capability, place the photos you have 

taken on your website using a special URL [example: 

yourname.org/Clinic]. On the same page as the 

photos, add a spay/neuter message or general wellness 

message for those who visit. This is a good way to 

re-introduce the spay/neuter message to visitors 

browsing and downloading images from the event.

If your team decides to capture images for attendees 

to download, include the web address for the photos 

on business-card-sized paper or post the address 

somewhere visible.

   Capturing a family photo while waiting
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• Banners or signage in use

•  Close-ups of pets (cats in carriers and dogs 

on leashes or enjoying offered activities)

•  Collaborative partners working together, 

identified (when possible) by organization-

specific t-shirts or jackets

• Crowd and pet diversity (if applicable)

•  Crowd shots that show the large number 

of people in attendance

•  Group shots of collaborative partners and 

volunteers

•  Pet owners interacting with their pets 

(petting, kissing, comforting)

•  Pets getting groomed or getting their nails 

clipped (if applicable)

•  Overall setup and flow

•  Veterinarians administering shots

•  Volunteers distributing pet food or treats 

(especially if the food is donated—capture 

close-up shots of brands on the packaging 

to share with donors)

•  Volunteers talking with pet owners and handing 

out flyers with pet wellness information

Whatever you decide to do with the images, be sure 

to capture as many pets and people as possible. Make 

arrangements to get the pictures uploaded as soon as 

possible following the event. To ensure that you get 

the images you want, provide the event photographer 

with a list ahead of time. Try to capture the following 

situations and image types:
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Event Flyer

 
Event Flyer Spanish

As discussed in Chapter 5, your community outreach 

event will be most successful when advertising in a 

way that reaches your specific target audience. 

You have chosen the focus area of the community, 

and you’ll need to get onto the street and reach people 

on a personal level to market the event. The most 

successful advertising mechanism for reaching your 

target audience is canvassing, engaging people face-

to-face, and peppering the neighborhood with flyers. 

Attached for reference is a sample outreach flyer. 

Having a free event to promote allows for easy and 

open conversations with everyone you meet, and you 

have the opportunity to engage with a large number 

of people. Walk up and down neighborhood streets 

and talk to people who are walking or sitting outside. 

Visit busy bus stations and pass out the flyers as 

people walk by. Find a busy corner store or strip mall 

and distribute flyers to customers. The options are 

nearly endless.

When canvassing, always let business owners or 

managers know who you are, and ask permission 

before posting or distributing information on their 

property. Think about canvassing for community 

outreach events as promotion for the event and 

a chance to connect with the community to start 

building relationships.

As you canvass, tell people about the event offering 

free rabies shots for dogs and cats and to please bring 

their pets if they’re interested. Most people are happy 

to take the flyer, and you can judge their willingness 

to engage in further conversation by asking whether 

Event Promotion

  Signing pets up for spay/neuter at a heavily attended outreach event resulting from a strong promotional effort
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they have a pet, whether they think they can attend, 

etc. If someone quickly declines or doesn’t take the 

flyer because they don’t have a pet, ask them to please 

share the information with someone they know who 

has a dog or cat. Just about everyone knows someone 

with a pet and is willing to pass the information 

along. Make sure to say “thank you” and “have a good 

day” at the end of the conversation, or “hope to see 

you Saturday” if they take a flyer. Keep interactions 

positive and end on a good note.

In addition to handing out flyers in person, post them 

around the neighborhood and leave them for people 

to pick up. Some of the best places to advertise are 

corner stores (with permission only; hang them on 

the door or community board and leave a stack by 

the register), laundromats, check cashing stores, busy 

food take-out locations, and generally anywhere the 

flyer will receive good visibility within the area 

of focus.

Start this “boots on the ground” type of promotion 

a few weeks before the event, making people aware 

and excited about the free services. However, some of 

your most effective efforts will occur the week before 

the event. Considering your focus area, you’ll find that 

many people are struggling financially and usually 

don’t have long-term plans on their calendar. For this 

reason, the week leading up to the event is when most 

clients will decide whether they can attend. Keep this 

in mind, use the majority of your volunteer hours to 

flyer and canvass during that final week, starting with 

the weekend before and including the day before the 

event. Saturate the target area—you’ll see a great 

response to those interactions.

More traditional advertising like press releases, 

radio announcements, and TV interviews are great 

for bringing attention to your work and organization, 

but is not what you should use to generate event 

attendance. Traditional advertising always results in 

bringing out people who are not from your area of 

focus and a larger number of altered pets. Consider 

who you want to reach and what type of media they 

consume, recognizing that it might not be the same 

as for you or your staff. It will also be different from 

the media venues you use to reach donors/supporters. 

Posting your event on online calendars, social sites, 

and trade forums may also help you reach some 

potential clients. But again, be aware of who you are 

attracting using various marketing strategies. The goal 

is not to necessarily get the largest crowd possible 

to your event but to get the largest portion of your 

target audience as possible—there is a big difference. 

However, getting media out to cover the event itself, 

on the day of the event, is important so you can share 

the message of this program and the need for this type 

of work.

In addition to how you promote, what you promote is 

also key. Always include the word “free” in headlines 

and event descriptions on all promotional materials or 

flyers. Be careful what you promote as free, however. 

Obviously, explain the main attraction—rabies shots, 

basic shots, microchips—is free, but don’t reveal free 

spay/neuter vouchers will be available. You’ll find if 

advertisements state that free spay/neuter vouchers 

will be available, you lose the option to use discretion 

at the event itself in selecting the people who really 

need vouchers. Although the goal is to help everyone 

as much as possible with spay/neuter, by advertising 

it as part of the event, you could attract rescue 

groups and others who do not understand that the 

primary mission for the outreach event is to reach 

under-served pet owners, increase their familiarity 

with the topic of spay/neuter, and build relationships. 

Additional marketing strategies in Chapter 13.
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The final piece of your community outreach 

event strategy is the follow-up. It’s difficult to 

overstate the absolute necessity of following 

up with people who attend the event. You 

put a lot of work and effort into planning the 

event, encouraging attendance, and making 

it enjoyable and positive. So make sure you 

use what the event provided you: the contact 

information of hundreds of people. 

This is a great opportunity to further serve many 

people and their pets. Within two days of the event, 

every person who signed up for spay/neuter should 

be contacted, regardless of when their appointment 

is scheduled.

 
Spay and Neuter Follow-up Script

In follow-up calls, be positive and friendly, thank 

them for attending the event, remind them of their 

appointment(s), and ask if they have any questions. If 

their appointment(s) are weeks away, call once a week 

(as explained in Chapter 8) just to check in and keep 

the appointment fresh on their minds. Let them know 

that if any doubts or questions come up, they should 

feel confident asking you any questions. Call the day 

before the scheduled appointment to give instructions 

for the next day (as given to you by the spay/neuter 

provider), discuss transportation plans, check in one 

last time to make the pet owner feel comfortable, and 

answer any new questions.

The spay/neuter provider will likely call the client the 

day before the surgery to provide instructions, but 

never let the phone call from another agency replace 

a phone call from your organization. The day after the 

surgery, call the client again to make sure their pet is 

doing well and to see if they have any questions. This 

thorough follow-up will not only build trust with your 

clients, it will increase your voucher redemption rates.

You’ll want to keep the line of communication open 

in case the owners have any doubts. If at any point 

in the follow-up process you are unable to make phone 

contact, make or arrange with someone else to make 

an in-person visit. Make contact one way or another 

to ensure that the spay/neuter appointments 

are completed.

After contacting everyone who signed up for spay/

neuter, contact every person who attended the event. 

You’ll continue to build relationships and will likely 

schedule more spay/neuter appointments. Often, just 

one more conversation will convince people to alter 

their pets. Many people need time after the community 

outreach event to consider spay/neuter and feel 

comfortable making the decision, so a follow-up call 

is all that is needed to get that “yes.”

Follow Up
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The sample budget below assumes that your event 

is 4-5 hours in duration and has an approximate 

attendance of 250 pets and their owners. (The cost 

of the spay/neuter surgeries resulting from event day 

is not included in this budget, as the cost for spay/

neuter varies and may change depending on your 

arrangements with participating veterinarians.) 

You’ll often have items such as vaccinations donated, 

or veterinarians and veterinarian technicians will 

volunteer their time. And you can almost always find 

a free venue.

These costs are estimates based on previously held 

events. Final costs will vary by scope, location, and 

need, but an outreach event with a plausible turnout 

(up to 500 pets) should not cost more than $5,000.

If your jurisdiction has a licensing requirement 

(meaning a license must be purchased for each animal 

at the time of rabies vaccination) you might incur 

additional costs to cover the fee for each vaccination 

given. In these situations, talk with the enforcement 

agency about reducing the fee for animals vaccinated 

at your event or possibly even waiving the fee for 

animals vaccinated that day. The majority of pets that 

receive vaccinations at your event will not have been 

vaccinated or licensed previously, so it is in the best 

interest of the government agency to encourage new 

registrations. If the cost is too high and you’re unable 

to negotiate reduced or waived fees, you might have 

to provide another service (such as parvo/distemper 

vaccinations or microchips) instead.

Sample Budget

   Line at an event providing vaccinations for over 250 pets in 

Maywood, IL

• Vaccinations : $1,000

• Medical Supplies :  $250

• Vet/Vet techs: $500

• Permits/Rent for Space: $500

• Printing/Advertising: $500

• Misc. Supplies: $500
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X   Engaging Faith 
Community

“ The whole point of learning about the human race, 
presumably, is to give it mercy.”—Reynolds Price



Because faith leaders’ voices are heavily weighted in under-served communities, many outside organizations and 

businesses often compete for their attention and influence. The advantage you have is your organization’s genuine 

desire to serve without expecting personal gain.



X  Engaging Faith Community

Churches, synagogues, and mosques frequently serve as anchors to  
under-served neighborhoods . They supply crucial resources—such as food, 
childcare, and workforce development—as well as many other essential 
threads that make up the fabric of the community.

More than 60% of the world’s population identify 

themselves as religious or belonging to a spiritual 

community. This high percentage and the long-

standing religious tradition of care and concern for 

animals are reasons to include faith organizations in 

your outreach. But even more compelling is the notion 

that faith organizations are often influential both 

spiritually and socially. Churches, synagogues, and 

mosques frequently serve as anchors to under-served 

neighborhoods . They supply crucial resources—such 

as food, childcare, and workforce development—as 

well as many other essential threads that make up 

the fabric of the community.

   Bishop Dr. Rev. Saffo
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Unlike more affluent areas, under-resourced 

communities are likely to have several places of 

worship within a few city blocks. Congregation sizes 

vary widely; some houses of worship might be no 

larger than an average living room. The spiritual 

leaders of these smaller congregations may not be full-

time employees of the church, synagogue, or mosque 

and will likely not have any full-time administrative 

assistance. In these communities, the local pastor, 

imam, rabbi, or priest may also be the high school’s 

track coach, mail carrier, or local retail manager.

These leaders often hold an additional responsibility, 

serving as the unofficial head of the community’s 

safety net. In this role, spiritual leaders often find 

themselves organizing hunger relief, advocating 

for and against political policies that affect their 

community, actively mentoring neighborhood youth, 

advising congregants on healthcare options, and in 

some cases, refereeing warring neighborhood factions. 

In short, in under-resourced communities, spiritual 

leaders often care for many outside their immediate 

congregation. They’re both community and spiritual 

leaders, but they have few resources for either role. 

Understanding customs or traditions relating to a 

particular faith organization is helpful, but being 

authentic is most important. Your outreach strategy 

to these organizations must take into account the 

competing priorities faith leaders handle.

Any delay in returning your email, phone call, or letter 

should not be automatically taken as lack of interest. 

Be patient and politely check back periodically.

Congregation leaders are often bombarded with 

requests from outside organizations to pass on 

information to their parishioners. In too many 

cases, these requests are designed to benefit those 

making the requests, and not necessarily the 

parishioners. For this reason, the role of “propaganda 

gatekeeper”—someone who filters all the messaging 

the congregation receives and decides which is truly 

relevant and needed — is often taken on by these 

influential leaders. Keep in mind that the nature 

of gatekeeping naturally lends itself to suspicion; 

try not to be offended by initial distrust or lack of 

communication. Proper vetting takes time. By being 

understanding and giving organizations the time they 

need, you’ll ensure that your mission—to truly help 

people in the community—is obvious to faith leaders. 

Once that’s clear, many of these organizations will 

become overwhelmingly helpful and engaged.

Background Information
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  Cathy Wells

As in every other area of your work and outreach, 

your goal is to build relationships and provide 

resources and information to people and their pets. 

The same goal exists with faith organizations, so 

be clear about your genuine desire to serve without 

expecting personal or organizational gain. Share what 

your organization has to offer to the parishioners and 

their pets. Be patient and careful not to force things 

to happen too quickly. Building a strong network with 

faith organizations will most likely take some time, 

but it’s well worth the investment.

Benefits of faith 
community engagement:

•  Organizations may allow your organization 

to speak to their parishioners/followers.

•  Leaders may encourage parishioners to follow 

your program directives.

•  Organizations may host events sponsored 

by your organization.

•  Leaders may deliver sermons focused 

on your organization’s principles.

•  Organizations may supply or encourage 

volunteers to help your organization.

•  Organizations may share their mailing lists or may 

insert messages pertaining to your organization 

in their communications.

Understand What You Want from 
Faith Leaders and Organizations
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•  Be organized. When doing your community 

assessment, make sure your map includes the faith 

organizations in your neighborhoods. Create a 

spreadsheet that includes the organization’s name, 

contact information, name(s) of congregation 

leadership, contact person, denomination, and check 

boxes to track the number of times you contact the 

organization and the results of each attempt. Note 

that some churches have secretaries, administrative 

assistants, receptionists, office managers, or 

even associate pastors who answer phones and 

coordinate church logistics. Never underestimate 

the important role that these people play in the 

relationship you are trying to build.

•  You don’t need to become an expert in the particular 

beliefs and histories of each religious denomination. 

But you should take the time to understand the 

basic practices of any religious organization you 

approach and be respectful of their traditions. 

Having a religious lifestyle could be an advantage 

in the conversation. If you do not have a religious 

background and have limited understanding of 

religion generally, do your research. If you have 

a volunteer within your group who has a lifestyle 

more inclusive of religion, consider working in 

partnership with this person when approaching 

these organizations.

•  Most faith organizations within the community will 

be aware of and in contact with the others. There 

are often overlaps in worship and socializing, so if 

the leader of one organization sees the benefit of 

your work and what you are offering, word will likely 

move quickly throughout the faith community.

•   Assuming you feel comfortable with places of 

worship outside your own and you have the time 

to do so, visit a worship service or event before 

making formal contact with its leadership. Garner 

as much information as you can regarding the 

organization’s history, community activism, and 

leadership structure. This is not spying; it’s simply 

gathering information that will allow you to present 

your program more sensitively and effectively. 

There are simply too many nuances  in the beliefs 

and practices of various faith groups to assume 

you have a good understanding without visiting 

them. Introduce yourself to nearby parishioners 

at the appropriate time. If appropriate, speak with 

parishioners about their pet(s) if they have one and 

the topic comes up. Glean what you can in regard to 

how the organization approaches outside community 

organizers. Larger faith organizations often have 

an outreach ministry already in place.

•  As noted above, faith leaders in under-served 

communities have limited time and resources and 

are frequently approached by outside organizations. 

For these reasons, any communication about your 

program’s benefits must be clear, concise, and 

transparent. The faith leader must know immediately 

that you want to serve — not use — the community. 

When contacting a large house of worship, be 

prepared to speak with an assistant or secretary 

before being able to speak with or meet with the 

organization’s leader. 

 

While you should make regular follow-up calls to 

build a relationship, it is best to first send materials 

explaining your program to not only the pastor, 

rabbi, imam, or priest, but also, if applicable, to 

How to Reach Out 
to Faith Organizations
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their assistant and/or the organization’s secretary. 

Any materials you send should highlight positive 

reactions to the program from other faith leaders. 

For example, if a faith leader attended a clinic 

you held in the neighborhood, include images or 

quotes from that experience in your flyers. You can 

also send bullet points to be included in the faith 

organization’s newsletter.

•  When speaking to faith leaders or church staff about 

your work helping animals, be sure to mention the 

significant bond many people share with their pets. 

Discuss how helping animals directly helps  

the people who love them. Understanding that 

under-served communities often struggle with a 

number of social issues—making it difficult to put 

animal care on the priority list—is important when 

building relationships with faith organizations.  

Share stories of what you offer and the impact 

of your work, but be sensitive to the critical life 

stresses many of these communities face. Convey 

the appreciation and gratification people feel when 

they are able to provide essential care for their 

pets. As with every part of your work, including the 

human component in the equation is necessary.

•  Most importantly, be patient. There is no need to 

request full engagement in the first conversation, 

particularly if you sense hesitation. Invite the 

leaders to your facilities or an event hosted by 

your organization ensuring that this is not a time-

consuming endeavor, merely a walk-through or 

quick visit.

As with all aspects of this toolkit, consistency is 

the most reliable technique you can employ. While 

total engagement is the end goal, do not expect this 

reaction overnight. Should the faith organization 

be slow to respond or decline being a part of your 

program, continue to canvass the neighborhood 

surrounding the house of worship, and periodically 

send information and success stories to faith leaders. 

They will likely come around once they see you are 

there to stay and are sincerely invested in helping 

their community.

 Below are some additional resources to consult 

regarding faith organizations as they relate

to animal welfare:

Explore and order HSUS Faith Outreach resources: 

The Fill the Bowl Project, Eating Mercifully, Humane 

Backyard for Faith Communities and the seasonal 

St. Francis Day in a Box!; Research the connection 

between animals and faith in the largest religious 

denominations nationwide through The HSUS Religious 

Statements on Animals online library; sign up for 

The Humane Steward monthly newsletter and visit  

HSUS Faith Outreach at www.humanesociety.org/faith. 

 The Humane Steward

 
Churches Go to the Dogs (And Cats)
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XI  Cats

“ People only see what they are prepared to see.” 
—Ralph Waldo Emerson



Although both cats and dogs are viewed as the most 

typical and common pets in American households, 

there are differences between the two species— and 

differences between the human attitudes towards 

them. These attitudes factor into the animals’ statuses 

in society and affect the way you conduct outreach for 

each species.

In recent years, animal care professionals have 

begun to research and strategize separately for 

dogs and cats. This is a critical move for our field. 

The differences between dogs and cats, which in 

some ways contribute to documented welfare 

problems, are also an important part of the solutions 

to those problems. The more we understand public 

attitudes about cats, the more effective we can be 

in controlling their populations and increasing their 

overall welfare.

The vast number of cats who enter and are euthanized 

in the U.S. shelter system and the millions more that 

live and reproduce outdoors, is an overwhelming 

problem that can be attributed (at least in part) to 

public attitudes about cats. Long-held myths and 

superstitions about cats, including assumptions  

about their ability to fend for themselves without 

human care, have led to the current situation, where 

cat populations are not managed in an effective and 

humane way.

Providing spay/neuter to people with pet cats will 

be relatively easy because the owners usually don’t 

question the benefits of spay/neuter. Refer to Chapter 

8 for tips on responding and sharing information 

appropriately to the owners who want their cat to 

have “just one litter.”

Sterilization is not the only critical cat welfare issue. 

Misunderstood behaviors, minor health problems, and 

unrealistic expectations can lead to bond-breaking 

conflicts between an owner and his or her cat. 

To help prevent this, your program must offer tools 

and information to help resolve conflicts before cats 

are cast out of the home or escape into the at-risk 

populations of outdoor cats. Providing information 

about basic health care, spay/neuter, and issues such 

as inappropriate scratching, litter box problems, and 

basic cat behavior is critical in preventing currently 

owned cats from becoming homeless.

The human-animal bond is easily broken when people 

assume that their cats’ problems are unsolvable. 

In reality, most of these problems can usually be 

resolved with simple measures. Your program can 

repair and strengthen bonds and even prevent 

problems from occurring before the bond is damaged. 

Litter box issues and inappropriate scratching are 

commonly cited problems, and the attached tip sheets 

can help address these issues.

XI  Cats

The more we understand public attitudes about cats, the more effective we 
can be in controlling their populations and increasing their overall welfare.

   Stray kitten dropped off at Tupelo-Lee Humane Society
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 Scratching Post [Tip Sheet]

 Litter Box [Tip Sheet]

 
HSUS Cat Answer Tool

In some communities, a more significant problem is 

that of cats who are considered to be “community,” 

“free-roaming,” or “semi-owned.” Stray cats are 

lost or abandoned pet cats who can typically be 

adopted, whereas feral cats are typically considered 

unsocialized and unadoptable. Addressing this 

segment of the cat population can be a challenge 

because the perception that cats can fend for 

themselves and don’t need the same care and 

attention as dogs is very common. It’s often difficult 

to find the caretaker or decision maker for certain cats 

(if there is one at all) to provide assistance. The trust 

and relationships you build with community members 

through patience and understanding will be key to 

sterilizing these cats and preventing an endless cycle 

of reproduction.

There are estimates between six to more than 100 

million community cats living in the U.S. The HSUS 

estimates the number of community cats between 

30 and 40 million. It is estimated that only 2% of 

community cats are sterilized and that the remainder 

account for 80% of the kittens born each year [source: 

Levy, J.K. and P.C. Crawford, Humane strategies for 

controlling feral cat populations. J Am Vet Med Assoc, 

2004. 225(9): p. 1354-60]. Thus, community cats are 

the most significant source of cat overpopulation in 

the U.S. and have a far greater impact on most shelters 

and rescues than pet cats. Preventing pet cats from 

becoming part of the community cat population 

is critical to reducing the number of cats on the 

streets and in shelters and rescues. Reducing the 

pervasiveness of cat reproduction in under-served 

communities can have a significant impact on both 

cat populations and is conducive to overall community 

animal health. For most of the community cats, the 

difficulty of locating human caregivers willing or 

able to step in and provide spay/neuter often leads 

advocates towards trap/neuter/return programs, 

commonly referred to as TNR.

In your community of focus, you’ll most likely see 

a large number of unaltered community cats. Using 

the same outreach approach discussed in Chapter 7, 

successfully provides resources and spay/neuter for 

these cats. Remember that every community is unique, 

and therefore the attitudes toward free-roaming 

cats will be different in every community. By fully 

understanding your community, you’ll be in a good 

position to see what mix of TNR, low- or no-cost spay/

neuter options, and cat owner support programs are 

needed to make your community a safe one for all cats.

TNR will quickly become an important part of your 

work (and can even serve as an ice breaker on the 

topic of spay/neuter in the community—some people 

are much more willing to talk about spay/neuter 

for a free roaming cat than for their inside dog, for 

example). However, TNR is a very time consuming 

process. If you are a TNR-specific program, the 

methods described in this toolkit will be extremely 

useful in making your work more effective and 

efficient. If you are not a TNR-specific organization, 

either recruit volunteers specifically for the TNR 

part of your work or identify and work closely with a 

TNR group. If you do the latter, be sure to share the 

information you learn from this toolkit and from 

your outreach.

 TNR Volunteer Description

A great way to start identifying community 

cats and the caretakers of those cats is to ask 

everyone you meet during outreach and at 

community outreach events if they have other 

pets or if they are feeding outdoor cats. If you 

don’t ask people this question specifically, they 

often won’t think community cats are eligible  

for the services you have to offer.
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Either your overall community outreach team or a  

TNR specific team can identify cats who need TNR 

(and their caretakers). If you are partnering with a 

separate organization to do the TNR or you establish 

a set of TNR specific volunteers, be sure to introduce 

these teams to the community. The general outreach 

team should do outreach with the TNR team a 

few times, showing them the lay of the land in the 

neighborhood, acquainting them with ambassadors 

in the community, and guaranteeing that they adhere 

to the same approach and philosophy. As with overall 

outreach, the TNR outreach team should be small, 

around 2–4 people.

The first step is to identify the cats’ caregivers. You’ll 

likely have to knock on many doors and talk to many 

people before you find the cats’ caregivers. Be sure to 

fully explain TNR, ear tipping, and their benefits to the 

cats and the community. Don’t be discouraged if some 

people are apprehensive about taking responsibility 

for the cats—many are afraid of getting in trouble or 

think they’ll be fined or penalized for taking care of the 

cats. Dealing with pets’ owners and community cats’ 

caregivers is similar—you have to earn their trust. As 

you continue in your work, treat people with respect, 

and stay true to your word, your good reputation will 

make your work easier.

Once you identify the caregiver, collect information 

from them. Be prepared—more than one person 

might care for certain cats and colonies of cats. 

In these cases, be sure to notify and work with all 

caregivers. At this point, explain the TNR process to 

the caregivers, obtain their permission, and answer 

any questions they may have.

If you have pre-set recurring surgery days for TNR, 

you can plan your outreach accordingly, ideally a week 

before the pre-set days. The more consistency you 

establish, the easier the process will be for you and 

the community. If you have set surgery days, let the 

cat caregivers know the next steps and the process 

leading up to the trapping and the surgery.

  Group of outdoor cats in a neighborhood of focus in Baton Rouge, LA
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All of these clients should receive the regular spay/

neuter follow-up process of reminder phone calls, 

home visits, and data collection. Contact the caregiver 

one to two days before the surgery to remind them to 

withhold food, except in special cases, such as young 

kittens, nursing mothers, and sick cats. This will likely 

be the most difficult part of the process because many 

people will feel uneasy about not feeding the cats, or 

you might not be able to reach every caregiver.

To increase your chances of success, talk to as 

many people in the area as possible, even those not 

identified as caregivers. Hang “Do Not Feed” signs on 

people’s doors and in the general area where the TNR 

will take place. In the beginning, you may find it useful 

to have the outreach team do outreach in the same 

area where the TNR team is working. If the teams work 

separately, the TNR team should be prepared to share 

information about pets in need with the outreach 

team. Have a system in place for this communication 

and information sharing.

 Do Not Feed Sign

You have multiple options for the actual trapping; your 

selection should account for the human resources 

available for this part of the work. If caregivers will do 

the work, give them traps and an explanation for using 

them. Provide necessary supplies (e.g. newspaper, 

sheets/towels, canned food, etc.) Make sure the 

caregivers contact the TNR team by a specified time to 

let the team know how many cats have been caught, or 

have the TNR team contact the caregivers at a set time.

If the TNR team will do the trapping, let the caregivers 

and neighbors know when the team will show up 

to trap. Consider using “drop” traps for this part of 

the process. Some TNR teams find these traps more 

effective for catching a larger number of cats in a 

shorter amount of time, reducing the risk of traps 

disappearing, and removing the need to keep track  

of where traps are set.

One of the most important pieces of TNR work is 

providing transportation to and from the surgery. 

The TNR team should plan to transport all cats.  

When the cats are returned, make sure the caregivers 

know which cats are returning, what kind of after-care 

the cats need, and how they can return the cats to 

their normal feeding and care routines.  

Call caregivers three to four days later to check in, 

make plans for other cats who still need to be caught, 

and answer any questions. Depending on the number 

of cats in a given situation, you might need multiple 

visits to TNR all of the cats.

For more information on TNR best practices 

please visit:

 
Neighborhood Cats

 
Alley Cat Allies Webinar

 
PetSmart Charities Community Cat Information

 
Community Cats Webinar Series

 
Community Cat FAQs

 
What to Do About Outdoor Cats

 Overview Caring for Feral Cats
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XII  Dog Training Classes

“ What we have to learn to do, we learn by doing.” 
—Aristotle



  Kenny Lamberti

You might want to consider providing free dog 

training classes to your community of focus. 

Dog training is considered a luxury item that most 

people want and need, but cannot afford. Providing 

this service offers a unique opportunity to elevate the 

human-animal bond. Classes help build trust with dog 

owners by making their interactions with their dogs 

fun. The interactions you can have with community 

members at a fun and effective training class provide 

an excellent way to connect and develop more in-

depth relationships with clients.

Objectives of free dog training 
classes are:

• To elevate the human-animal bond.

•  To keep dogs in their homes and decrease shelter 

intake and euthanasia.

•  To provide pet owners with positive and fun 

activities to share with their dogs.

•  To provide dogs a mentally and physically 

stimulating lifestyle.

•  To raise people’s understanding of basic dog 

behavior and overall pet care.

•  To expose people to fun and positive activities with 

their dog, such as dog sports and therapy work.

•  To create a forum to share information about broader 

animal welfare issues, such as spay/neuter, shelter 

overpopulation, general pet wellness, and ways to 

get involved in animal welfare.

•  To extend dog training services to pet owners in 

under-served communities where the luxury of 

training has been limited or nonexistent.

•  To mentor students identified as leaders who may 

be interested in becoming trainers.

•  To create opportunities for students to become 

animal advocates in their own community 

and beyond.

•  To provide a new, fresh training approach for animal 

professionals as an alternative to the traditional 

industry standards.

XII  Dog Training Classes

You’ll achieve the most overall success with the classes by opening them 
to all breeds, ages, and levels of training, and by always focusing on and 
teaching positive reinforcement.
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PFL Training Philosophy

PFL uses a relationship-based approach to enhance 

and elevate the bond between dogs and their 

human companions. The PFL approach focuses on 

understanding why dogs exhibit specific behaviors 

and how strengthening the relationship and improving 

communication between human and dog can create 

a healthy, happy, and lifelong partnership. PFL dog 

training is inclusive, not exclusive, and employs 

techniques that do not use fear, pain, or intimidation 

as motivation.

Although the relationship-based approach of PFL dog 

training is different from the four quadrants above, 

it does fit into the Positive Reinforcement quadrant. 

Positive reinforcement-based dog training builds 

confidence in dogs and trust in the human handler, 

which elevates the bond between dog and owner. 

This is one of the fundamental principles of PFL dog 

training. The PFL approach teaches dogs what they 

should do instead of focusing on what they should 

not do. On the other hand, positive punishment 

approaches teach dogs what not to do without 

providing an alternative behavior. PFL dog training 

does not practice this type of training because of the 

obvious physical pain, discomfort, and emotional 

Positive Reinforcement
ADDING a GOOD stimulus to INCREASE the 

likelihood of a behavior: The stimulus can be 

a treat, praise, petting, toy, etc.

Negative Reinforcement
REMOVING a BAD stimulus to INCREASE the 

likelihood of a behavior: The stimulus can be a toe/

ear pinch, physical handling, or an electric collar.

• An electric collar to reinforce a come when called

• Toe or ear pinch when teaching a retrieve

• Physically pushing/pulling a dog into position

• Releasing tension after choking on a choke collar

• Reward

• Shaping

• Marker

• Modeling

• Motivation

• Capturing

• Proofing

• Back chaining

• Luring

• Counter conditioning

• Jack pot

Positive Punishment
ADDING a BAD stimulus to DECREASE the 

likelihood of a behavior: The stimulus can be a 

choke, pinch, or electric collar; shouting; hitting; 

hand/foot corrections; or other dogs (in the case 

of anti-social/under socialized behavior).

Negative Punishment
REMOVING a GOOD stimulus to DECREASE  

the likelihood of a behavior: The stimulus can  

be ignoring jumping until it stops.

• Extinction

• Extinction burst

• Removing a toy, treat, praise, and attention• Compulsion

• Dominance

• Alpha role

• Correction

• Aversive consequence

•  Flooding (exposure 
response prevention)

• Learned helplessness

149Community Outreach Toolkit  Dog Training Classes



trauma for the dog, and because undesired behaviors 

often return when the punishment stops. These 

approaches damage the trust between the dog and the 

owner, breaking their bond. With PFL’s goal of keeping 

dogs in their homes for life and providing sustainable 

training tools, PFL dog training considers the long-

term connection between human and dog.

PFL’s relationship-based training teaches the dog 

to focus on his handler and not on his environment. 

The PFL method teaches dogs non-reaction in the 

face of distractions through the Focus on Handler 

approach and does not push socialization with others. 

Not every dog enjoys or desires social interaction 

with other dogs and people, and not every dog 

has the appropriate social skills to engage in these 

interactions. Forced socialization creates stress and 

breaks down trust between the handler and dog, 

while the Focus on Handler approach enhances 

communication, understanding, and confidence and 

avoids stress for the dog. For dogs who enjoy social 

interaction with people and other dogs, PFL training 

teaches and facilitates appropriate greetings and social 

conduct to give both dogs and handlers the best skills 

for real-life experiences.

PFL works to keep dogs in their homes and with their 

families for life, and works to provide tools to ensure 

the highest quality of life. The PFL dog training 

approach shares information with dog owners about 

common behavior concerns, such as house breaking, 

chewing, transitioning dogs indoors, leash walking, 

dog-to-dog interactions, and many more. Through 

dog training, PFL identifies new ambassadors and 

advocates, creates a platform for issues, such as 

spay/neuter, and creates a new audience that 

historically has not viewed rescue or adoption 

as an option. Furthermore, it fosters positive 

relationships with the community.

With a unique approach to dog training, PFL uses a 

testing system called Certified Pet Partner. It is designed 

to showcase the relationship and understanding 

between the handler and dog. This test is used as a 

measurement for the program but also provides a 

way to solidify the human-animal bond and a sense of 

accomplishment for the owner. The test and additional 

information is provided at the end of this chapter.

Outreach

Ideally, training classes should be located within your 

neighborhood of focus. Depending on the region and 

season, you can hold them in a facility, parking lot, or 

park. You’ll achieve the most success by opening them 

to all breeds, ages, and levels of training.

After establishing a location, market your classes 

using the same PFL methodology used for community 

outreach. Training classes should be open to all 

interested dog owners and promotions should be 

strategically targeted in your area of focus.

•  Create a simple flyer with pertinent information 

(when, where, what). Only post flyers in your area 

of focus.

 Sample Dog Training Flyer

•  Go door-to-door to promote just as you do with 

general community outreach, as discussed in 

Chapters 7 and 8.   Free dog training class in Durham, NC
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•  Do not use traditional marketing such as Facebook, 

TV, radio, etc., as this will ultimately draw clients 

from outside your focus area.

•  Ask people to share details with others they know 

who have dogs—word of mouth works.

Classes should be open enrollment, meaning that 

clients do not have to pre-register to attend. Make 

sure this is clear on marketing materials. Because 

changing circumstances often make it difficult for 

clients to plan ahead for a training class, you do not 

want to discourage attendance; the goal is to bring out 

people who haven’t had access to training in the past. 

Depending on the demand, more than one class per 

week should be scheduled. If that’s not possible, assess 

overflow students and put them on a waiting list for the 

next class or help them with any pressing issues (and 

possibly schedule them for home training sessions).

Clients should be welcome to attend as many or as few 

sessions as possible, and should never be made to feel 

bad for missing a class. Your level of follow-up with the 

students each week between classes will have a major 

impact on consistent attendance. To ensure consistent 

attendance and truly address any issues students 

are facing with their dogs, all clients should get at 

least one phone call or home visit each week between 

classes. This call serves as good customer service to 

thank people for attending, as well as, a reminder for 

the next class. Keeping students engaged is the way to 

ensure that they get the most out of the classes and to 

build the strongest bond possible with their dogs.

Clients who struggle in class should get a call to make 

them feel comfortable, let them know that what they 

are experiencing is normal and okay, and encourage 

them to return. You want to ensure that every student 

has a positive experience and doesn’t think their dog is 

failing in any way. If possible, struggling students should 

receive a home visit to provide additional guidance.

The more engaged the students are, the more 

consistent their attendance will be and the stronger 

relationship they will build with their dogs.

 Who Makes a Good PFL-Style 
Dog Trainer?

Every dog trainer has his or her own personality and 

style; this is what makes classes fun, engaging, and 

holds the attention of the class. The right trainer for 

PFL-style dog training has a full understanding of 

all dog training philosophies, is dynamic, and has a 

strong presence. Most of all, the trainer has quality 

people skills and likes people as much as they like 

dogs. The trainer should genuinely care for the clients, 

which creates deeper relationships between trainer 

and clients, and in turn, the dogs.

To be successful at PFL-style dog training, the trainer 

must be open and accepting—it is important to meet 

the clients where they are. This means setting aside 

all judgment of clients’ “training techniques” and their 

interactions with their dog. Until the trainer develops a 

relationship with the clients, no credibility exists. The 

trainer must demonstrate by example a better way for 

clients to interact and communicate with their dogs. 

This is why it is vital to understand all methods of dog 

training, whether positive or negative, in order to show 

and share knowledge when questioned or challenged.

A trainer should also have the ability to improvise and 

react to an ever-changing group class environment. 

Because the class is open admission, varying numbers 

of students and dogs will arrive at class each week. 

Some dogs will be under-socialized and reactive, so 

the trainer must remain calm and in control of the 

class, regardless of the situation. To maintain a safe 

and enjoyable environment, the trainer will also need 

competent volunteers to assist in managing check-in, 

the clients, and the dogs. The trainer should train the 

volunteers in the skills required to provide effective, 

safe, and fun classes.
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Volunteers

Volunteers are essential to the success of the training 

classes. Volunteers should receive training from the 

head trainer and understand the PFL philosophy. 

Holding a volunteer orientation, specifically for 

training class volunteers is most effective. At this 

orientation, the head trainer can communicate the 

appropriate code of conduct in class, the language to 

use and not use, skills to know (e.g. effective defensive 

leash handling, class set-up, and maintaining class 

flow), and all other details necessary to hold safe and 

fun training classes.

Training class tasks for volunteers are:

• Set up registration table

• Prepare and refill treat bags

•  Prepare and refill water bowls and set 

in place around the training area

• Set up “place” spots

• Greet and welcome students

• Hold leashes while students register for class

•  Escort students to assigned “place” as determined 

by the head trainer

• Hold leashes during class as needed

• Assist in fitting collars and harnesses as needed

• Break down of “place” spots

• Break down of registration table

Volunteers are not to instruct students or give training 

advice unless specifically requested by the trainer. 

However, volunteers will often assist students with 

exercises and instructions given by the trainer.

Class Details

Class size is determined by the comfort level of 

the trainer and the training space’s size. Because 

the classes are open enrollment, be sure to have 

a plan in case more students show up than can be 

accommodated. Designate a specified person to greet 

any overflow students and collect their information. 

If a second trainer or trainer’s assistant is available, 

he or she could take extras on a dog walk, do minimal 

training in a separate area, or simply chat with them to 

reschedule and share basic information. The key is 

to make everyone feel welcome and to ensure them 

you’ll be in touch for additional training opportunities.

Most trainers and locations will be comfortable 

with a class size between 10–25 students. The level 

of experience with group classes and the quality 

of volunteers and training assistants available will 

determine where in this range your classes should 

fall. Usually an outdoor space will accommodate 

more students and have greater options for spacing. 

However, an indoor space is not affected by weather 

and is often a more controlled environment.

Defensive Leash Handling

•  Hold the leash approximately two feet from 

the collar. At this length, if the dog turns on 

the handler, the leash is shorter than the 

handlers arm length and the handler can 

react in one motion to keep safe.

•  Maintain light tension on the leash at all 

times so that the handler is aware of where 

the dog is without having to look.

•  The handler should loop the leash over the 

thumb and through the palm of the hand for 

additional support and strength.
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Regardless of the venue, there should be a clear and 

organized set-up for the class as follows:

•  Registration table clearly marked—all students 

should enter at this location before reaching the 

training area. This allows for the easy interception 

and assessment of dogs before they reach the space 

to greet each other

• Data collection table

•  Tents/canopies set up over registration 

and data collection table (if outside)

• Chairs for spectators

• Water bowls for dogs

• Cones to delineate the training area

•  “Place” spots in the training area—these should be 

spaced a minimum of six feet apart. If space permits, 

a 12 ft. minimum is preferred.

As the clients arrive, the process should be:

[1]  Students are welcomed and greeted by volunteers.

[2] Students register and fill out necessary paperwork.

[3]  All dogs are checked for a well-fitting collar—well 

fitted is determined by whether the dog can get 

free from the collar. Any too-loose or too-tight 

collars or harnesses are replaced, as are chains, 

ropes, wires, etc. At this point, loop leashes, choke, 

and pinch collars are all accepted. You will have 

time to individually and thoroughly engage people 

about the types of equipment to use, but not 

during registration.

[4]  Each student is handed a treat pouch filled  

with treats.

[5]  All students are advised to keep their dogs close to 

them and not to allow their dog to interact with any 

other dog.

[6]  The trainer is at the registration table to greet 

clients, quickly assess the dogs, and assign them 

a “place” spot. Assignments are made based on 

size and reactive tendencies. Size related training 

techniques are relevant because teaching a 12 lb. 

dog to lay down can be different from teaching a 

60 lb. dog to lay down. If small dogs are grouped 

together, the trainer can instruct them together, 

which is most effective and efficient. Dogs that 

appear to be reactive will be grouped away from 

the other dogs. However, small reactive dogs 

should be grouped with other small dogs rather 

than large reactive dogs.

[7]  Training assistants escort students to their  

assigned “place.”

[8]  Students are advised to keep their dog on/in the 

assigned “place.”

[9]  Volunteers are stationed close by for assistance 

if required by a student.

[10]  Volunteers remind students of no dog interaction 

and other safety precautions.

Supplies needed for classes:

•  “Place” spots—cones, boxes, tape on the floor, etc.

•  Treat bags (Home Depot fabric tool aprons are cheap 

and practical)

• Voice projection device, if needed

• Tables and chairs

• Tents/canopies, if outdoors
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•  Registration paperwork—data collection forms, 

sign-in sheet, liability waivers

• Training handouts

• Traffic cones

• Martingale collars

• Buckle collars

• 6-foot leashes

• Head halters

• Easy walk harnesses

• Temporary leads

• Dog waste bags

• Water bowls

For the class itself, Basic and Advanced curriculum are 

provided at the end of this chapter.

As discussed earlier, every trainer has his or her own 

style and preference for how to run group classes, but 

the flow for each class generally follows this schedule: 

[1] Greeting/welcome

[2] Explanation of what will happen during the class

[3] Class rules

[4] Curriculum for class

[5] Games and prizes

[6] End of session

Sample Class Rules:

•  One handler per dog permitted in the training area

•  No children under 14 permitted to handle a dog

•  Dogs are not allowed to play with or greet other dogs 

unless directed by the trainer

•  Dogs must stay on leash unless directed by trainer

•  Focus on your training; don’t excite or play with 

other people’s dogs

•  Always ask the handler’s permission before offering 

treats to a dog that is not your own

•  Try to keep conversation quiet and to a minimum; it 

can be distracting to people and their dogs

•  No human food allowed in the training space

•  Keep cell phones off and put away

•  If you need to leave the space for any reason, make 

sure to let the trainer know so you don’t disrupt class

•  Absolutely no hitting or yelling at any dog in class

•  Most importantly, HAVE FUN!

In-Home Training Sessions

As a supplement to or instead of group training 

classes, in-home dog training sessions can be very 

beneficial to your clients. They can help elevate the 

bond clients have with their dogs to keep dogs in their 

homes for life.
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In-home training sessions are ideal for:

•  Clients struggling in group classes (with the goal 

of returning to class)

• Clients unable to travel or make it to group classes

•  Clients with highly reactive dogs (with the goal 

of eventually attending group classes if possible)

•  Elderly clients who are safer working with their 

dog at home

•  Clients with two or more dogs (and who are unable 

to handle multiple dogs at once in class)

The key to success for in-home training sessions is 

structure and consistency. First, create a schedule that 

works for both the client and trainer. If sessions every 

other week are all that is possible, that’s okay, but 

be consistent. It’s better to have more time between 

sessions than to miss scheduled sessions. Next, have 

a detailed conversation with the client to identify what 

behaviors are the most important to address. Really 

listen to what the client is struggling with and what 

will improve the quality of life for both the human and 

the dog in the home. Create a timeline for expected 

improvement. As much as possible, include all family 

members in the discussion, including children. The 

more consistent the dog’s experience is, the more 

successful the dog will be.

For the sessions, make sure to take your own treats 

for use in the training and bring equipment that will 

be best used in the session in case the owner does 

not have safe, secure equipment. Always provide 

the owner with written instructions (homework) of 

what you want them to work on with the dog between 

training sessions. Don’t limit the sessions to inside the 

home only. Taking a walk on the street where the client 

lives is great real-life practice for the client and their 

dog, as well as, a great opportunity to meet other 

pet owners.

In-home training sessions not only benefit the client 

and the dog but provide you with the opportunity to 

build a trusting, positive relationship with the client. 

You might also engage clients on spay/neuter and 

other general wellness topics. When a client sees 

improvement in their dog’s behaviors or sees issues 

disappear that have been stressful or overwhelming, 

not only are you increasing the odds that the dog will 

remain in that home, but you are setting yourself up 

to be a trusted resource for any questions or issues 

that client may have.

Community Dog Walks

In addition to or instead of group classes and in-home 

training sessions, your training program can include 

community dog walks. If you are unable to secure 

a building or space to hold group training classes, 

community dog walks can teach skills and improve 

the bond between clients and their dogs. Community 

dog walks are designed to encompass all of the basic 

skills that a client and their dog need to enjoy taking 

walks and to address practical and realistic challenges 

that can happen every day on walks. Dog walks 

provide many benefits to your clients, their dogs, your 

outreach program, and the community overall:

• Real-life experience for clients and dogs

• Opportunity to practice skills with distractions

• Fun, positive activity for clients and the community

•  Opportunity to meet new pet owners in the 

community

• Visibility in your area of focus

• Marketing and promotion for your program
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For community dog walks, having conversations with 

the participants beforehand is very important and lets 

you be somewhat selective in who participates. These 

walks are not ideal for reactive dogs or dogs that are 

easily stressed out. You can always work with certain 

clients and dogs on skills needed to participate in 

these walks, but the walks must be enjoyable and safe 

for all involved.

For the walks, pick an open area to meet where 

instructions and details can be given to the group. 

The meeting spot should be where the walk begins, 

and the walking route should be a residential “hot 

spot” in the community of focus. The walks should 

take place at a time when people are out and about—

maybe a Saturday morning or Sunday afternoon. Avoid 

business streets, major thoroughfares with high traffic, 

and large organized groups of people, such as events 

at city parks, sporting events, music festivals, etc. 

Each trainer can tweak the details of the walks. Just 

make sure they are fun, informative, effective, and 

safe. To ensure safety:

•  All dogs need secure equipment. When first meeting, 

the trainer and volunteers should inspect every 

dog to make sure their equipment is secure and 

fits properly. If not, proper equipment should be 

provided before the walk begins.

•  There should be one trained staff person or 

volunteer for every four dogs. They should be 

positioned throughout the group at all times and 

constantly surveying the dogs and providing 

guidance to the clients.

•  Always have extra leashes and collars on hand 

during the walk in case a loose dog approaches the 

group or equipment breaks.

On the walks, staff or volunteers should also have 

on hand:

• Flyers, business cards, or program information

• Treats

• Dog waste bags

•  Deterrent spray, such as citronella spray 

or Direct Stop

• Bottles of water and a dog bowl
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Nine Week Program

Weeks 1–6: Six Weeks of Basic Obedience Training

Week 7: PFL Test Week

Week 8: Graduation Ceremony

Week 9: Workshop

Week 1: Introduce the training philosophy behind 

positive reinforcement; the rules of the class; 

information on how dogs learn; equipment students 

will need; the layout of the room; and the overall 

structure of the training classes. Begin with basic 

commands/tasks, such as, getting the dog’s attention, 

teaching the dog to sit and stay, teaching the dog to 

walk on a leash. Assign and explain the first homework 

assignment: Teaching a dog his name and nothing in 

life is free. (For details on these assignments, see the 

attachments provided.)

 
Nothing is Free

 
Teach Your Dog His/Her Name

Week 2: Start with review of the basics from previous 

week; add duration and distance to keeping the dog’s 

attention with sit and stay. Add distractions to the stay 

and greeting exercises. Play a game to see who can get 

the “fastest sit” and start teaching “down.” Introduce 

“pushups” (dogs going from sit to down repeatedly) 

and explain and assign homework:

 Sit and Stay

Week 3: Start with review of the previous week, add 

duration and distance to all basic obedience learned 

so far. Introduce down and down/stay challenges like 

asking dogs to stay while the handler walks away (only 

if safe and confident dogs/handlers are ready).

Teach new items, like shaking hands, greeting other 

dogs, knocking on wall, etc. Offer prizes for good 

work. Start loose leash walking, pressure and release 

techniques and proper leash handling. Explain and 

assign homework:

 Down and Stay

Week 4: Start with review of the previous week.

Get right into distracted sit and stays with duration 

and distance (those who are ready should be in down 

stays and dropping leash—important: only those who 

are ready). Play the “Fastest Down in Town” game with 

prizes and incorporate loose leash work. Start basics 

of recall and explain and assign homework:

 Off

Week 5: Start with review of previous week and then 

go right into loose leash walking around the room with 

the trainer prompting people with random commands 

like sit, down, stay, etc. Recall training should be 

a significant part of this session. Use games such 

as relay races, puppy ping-pong, etc. Start leave it 

exercises and explain and assign homework: 

 Leave and Take It

Basic Curriculum
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Week 6: Review all of the basics that have been taught.

Ask the class if there is anything they are stuck on 

or having trouble with—let the students pick what 

things to work on. Talk about the Certified Pet Partner 

(CPP) test the following week, who may be ready, what 

specific people/dogs need to work on, etc. Talk about 

the remaining three weeks—CPP test, graduation class 

and celebration, and workshop. Hand out Learning 

Theory sheet and let people know the contents are 

good to review and understand before moving forward 

in the next session or Advanced Training.

 
How Dogs Learn

Week 7: CPP TESTING WEEK. This can also be an 

extra work week for those not testing to try and get 

them ready. This week is open to anyone—current 

students, previous students who may have failed, 

new people who have done some of their own training, 

etc. Disseminate information on Graduation Day 

and Workshop.

Between Week 7 and Week 8, there can be testing 

occurring during the week to see if anyone can pass 

before Graduation Day.

Week 8: GRADUATION DAY. Give out session 

completion certificates for those who did not test or 

did not pass the test and certificates for those who 

passed CPP (actual certificates will arrive in the mail 

at a later date). Most important, be sure to thank 

everyone and encourage them to attend the following 

week’s workshop and offer ways they can stay involved 

with the program.

Week 9: WORKSHOP. This can be determined for each 

session based on need, availability of speakers, etc. 

General topics to be covered are spay/neuter, basic 

behavior problems, and understanding aggression. 

Speakers include veterinarians, local trainers, animal 

shelter/animal control personnel and suggested 

presentations include therapy/working dogs, trick 

performances, and so on. This week should be focused 

on providing information, raising awareness of all the 

possibilities for trained dogs, providing ideas on jobs 

in the animal welfare field, etc.
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Trainer must approve participation 
in the advanced class.

Nine Week Program

Weeks 1–6: Six Weeks of Advanced Training Classes

Week 7: Certified Pet Partner (CPP) Testing Week

Week 8: Graduation Ceremony

Week 9: Workshop

Week 1: Start off with a review of all basic obedience: 

sit, down, stay, and recall. Add distraction and 

duration to all commands and begin off-leash down/

stay. Homework: master an off-leash down/stay.

Week 2: Start class with all dogs in a stay and have 

each handler drop the leash and shake hands with the 

trainer when directed. Have the dogs remain in stay 

while the handler leaves to greet another dog. Other 

stay challenges to utilize are having the handler leave 

the room, get objects from a closet, bounce a ball, 

etc. Start teaching heel on leash and students who are 

ready should start working off leash. Introduce weave 

poles with heel. Homework: master heel.

Week 3: Start class with all dogs in a down/stay, 

have each handler walk to the center of the room and 

turn their back to the dogs. Set up weave poles and 

hurdles; work obstacles off leash and work on recall 

with multiple dogs passing each other. Note that agility 

equipment is used to challenge dogs, not for speed 

or proficiency. Add in distractions, such as balls, toys, 

and other dogs. Homework: master a reliable recall.

Week 4: Start class by playing musical chairs on-leash 

and work towards off-leash. Reward the winners with 

prizes. Set up multiple obstacle agility courses; as 

needed, split into two groups so dogs are not sitting 

around idle when others are active. The goal is for 

all dogs to be working off leash as much as possible. 

Homework: teach dog a trick.

Week 5: OFF-LEASH WEEK. Go through all commands 

from previous weeks without a leash. Introduce simple 

detection work; put treats in a can or peanut butter 

container and teach dogs to seek them on command. 

Set up agility equipment as obstacles for dogs to 

navigate while performing commands. Homework: 

teach dog to seek or find.

Week 6: HANDLER’S CHOICE. The trainer should ask 

the class what they want to work on. Any dog that has 

not passed the Certified Pet Partner (CPP) test should 

work on what is needed to pass and be prepared 

to take the test the following week. Incorporate 

competitive games, such as musical chairs, agility 

course competitions, longest downs and stays, etc.

Week 7: CPP TESTING WEEK. Students who have 

passed the CPP test should be encouraged to attend 

class and assist.

Week 8: Give out session completion certificates for 

those who did not pass the test and certificates for 

those who passed CPP (actual certificates will arrive 

in the mail at a later date). Most important, be sure 

to thank everyone and encourage them to attend the 

following week’s workshop, and offer ways they can 

stay involved with the program.

Advanced Curriculum
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Week 9: WORKSHOP. This can be determined each 

session based on need, availability of speakers, etc.

General topics to be covered are spay/neuter, basic 

behavior problems, and understanding aggression. 

Speakers include veterinarians, local trainers, animal 

shelter/animal control personnel, and suggested 

presentations include therapy/working dogs, trick 

performances, etc. This week should be focused on 

providing information, raising awareness of all the 

possibilities for trained dogs, providing ideas on jobs 

in the animal welfare field, etc.

   Dog learning “sit” at training in a local park
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Certified Pet Partner (CPP)

CPP Test: 10-part test that measures the dog’s 

obedience as well as the trust and understanding 

between dog and handler.

•  Treats and toys are acceptable to use during the test.

•  Recommended training equipment includes head 

halter, Martingale collar, 6-foot leash, and 15-foot 

long lead.

•  No prerequisites are necessary (such as completing 

a training class session).

•  There are no age, breed, or size restrictions.

•  There is no limit on the number of times the test 

can be taken—dog and handler can take the test 

as many times as needed.

•  Nine out of 10 tasks must be completed successfully 

to pass.

•  Certificates and tags are provided to dogs who  

pass the test.

1) Sit and down
Dogs must respond to sit and down commands. 

Handlers may repeat the instruction, but not more 

than three times. Voice commands and hand signals 

are acceptable. Dogs may not be lured into position 

with a treat, and the handler may not touch the dog 

to guide them into position. Handlers are permitted to 

reward with praise, a toy, or a treat when the exercise 

is fully complete.

2) Sit and down/stay:
Dogs are required to sit and down/stay. The handler 

may turn and walk away, or may back away 15 feet, 

count to five, and return to the dog. The dog may not 

break the stay command until the handler gives the 

dog the instruction to break. Both stays are conducted 

one after the other.

3) Come when called:
Dogs are required to come promptly when called from 

15 feet away. Handler may ask the dog to sit and stay 

until called, or held by a volunteer until called by 

the handler.

4) Out for a walk:
Teams are required to walk approximately one block 

with everyday distractions. Dogs are to walk on a 

loose leash at the handler’s side. Dogs should be non-

reactive to people and other dogs in the community. 

Dogs are required to sit at intersections and remain 

seated until the handler moves off. While walking 

the block, dog and handler will make at least four 

direction changes and four halts at an intersection. 

Handler may encourage and praise the dog during 

the walk, and reward with treats once the dog has 

performed and completed an instruction. (Trainers 

are encouraged to use head halters for reactive dogs.)

5) Focused attention with distractions:
Dogs are required to pay focused attention to and 

maintain eye contact with the handler for 10 seconds 

in a classroom setting.
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6) Place:
Dogs are required to remain on “place” for one minute 

while the handler remains five feet away. The dog may 

sit, stand, or lay down on the “place”, but may not step 

off the “place”. Handlers may bring a “place” of their 

choosing and are encouraged to use “place” indoors 

on a dog bed or mat.

7) Grooming and handling:
Owner is to brush the dogs’ head, back and, chest, 

examine inside each ear and pick up each front foot 

and examine each paw briefly. Dog must appear 

clean and well groomed, ears must be clean, and 

toenails must appear clipped. Dog should not resist 

unnecessarily, should not growl, snap, or bite at 

the handler.

8) Sit and stay for greeting:
Dog is required to sit and stay while a friendly person 

is greeting the handler. The friendly person will 

approach without making eye contact with the dog, 

will briefly shake hands with the handler, and walk 

away. The dog must remain in a sitting position. They 

may not break the sit stay command. Handler may use 

treats, toys, or praise once the exercise is complete.

9) Reaction to a loud noise and effective refocus:
This exercise tests how both the dogs and the handler 

react to a loud noise. After the loud noise distracts 

the dog, all handlers are required to get the dog’s 

attention back onto themselves without applying a 

leash correction. All responses to the loud noise are 

acceptable. The dog may be startled and even afraid. 

If the dog reacts poorly to the noise, it’s important 

that the handler maintains control of the dog and 

effectively refocuses the dog’s attention back onto 

themselves. The handler may use treats, toys, or 

praise in this test exercise.

10) Trick of choice:
Handler and dog are required to demonstrate a  

trick of their choice.

See a sample certificate here. For more information  

on ordering these certificates and CPP dog tags,  

please contact Kenny Lamberti at klamberti@

humanesociety.org.

 
Sample Certificate
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XIII   Tracking and Gaining  
Program Support

 “ I will prepare and some day my chance will come.” 
—Abraham Lincoln



You can measure the Pets for Life approach discussed 

throughout this toolkit in a number of ways. Be sure 

to create benchmarks and goals to track the impact 

of collaborative efforts. PFL is designed to shift entire 

communities’ opinions on spay/neuter and general pet 

wellness, therefore careful measurement is important 

for tracking and illustrating improvements in the lives 

of both people and pets.

Benchmark and Tracking Data

As you begin the community assessment, benchmark 

the market at the zip code level, and (if possible) the 

neighborhood level. You should also note overall city 

or county statistics. This research reveals where your 

group should focus its energy and attention. It also 

helps you identify areas to track for positive changes 

and shifts in improvement such as:

 Percent and number of unaltered animals: important 

for setting goals on reaching pet owners with spay/

neuter messaging and assistance if needed.

  Percent and number of animals obtained from 
“breeders,” friends/family/neighbors, strays, or 
shelters: important number to benchmark and use 

in setting goals and shifting opinions on where to 

get a pet.

 Number of litters born in a neighborhood: important 

number to determine success of efforts.

 Number of calls and visits to shelter and/or animal 
control: measures awareness/trust and reveals that 

shelter intake numbers may not tell the entire story of 

companion animal suffering.

 Percent and number of pets visiting a veterinarian 
or other pet wellness “expert”: measures the level 

of care that animals in the community receive.

 Number of animals receiving regularly scheduled 
vaccinations: measurement of the level of care animals 

in the community are receiving.

 Number of pets per family: helps to determine the 

average number of pets in homes within specific 

neighborhoods to help estimate pet population.

Measurement

   Family receiving information on pet wellness for the first time
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Data Collection Methods

There are several options for populating measurement 

data spreadsheets and graphs. Both platforms 

(worksheets and graphs) for hosting data can be 

useful because you’ll have different usages for the 

data: presenting results to external groups, discussing 

results internally to determine your success, and 

helping service providers to view the community 

in a new way.

• Internet statistics and searches

•  National organization statistics (pet ownership, 

intake/euthanasia)

•  Local organization statistics (intake/euthanasia, 

spay/neuter surgeries)

•  State/county/city demographic records and statistics

• Pet information records

• Data collection forms from community outreach

•  Community assessment data

Utilizing Data

Once you start collecting data, you can use it to 

track your efforts and inform a continued strategic 

and successful PFL program. Data helps sustain the 

program by:

• Guiding and fine-tuning strategy

• Identifying needs in the community

•  Seeing the community through a new lens, 

one based on fact and not emotion

• Maintaining or building morale/motivation

• Determining success based on set goals

• Revealing what compels target audiences

•  Demonstrating accountability of the PFL 

collaborative approach

•  Developing the story to share and gain supporters 

and funds for the work

Please read the PFL 2012 and 2014 Data Reports, 

which provide helpful information and results from 

data collected at community outreach events and 

through day-to-day community outreach in markets 

across the country through 2013. Use the information 

included in these reports to justify the need to start a 

similar program in your community and to share the 

possibilities. It will also motivate you to collect data 

as you begin to carry out this important work.

 Pets for Life 2012 Data Report

 Pets for Life 2014 Data Report
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When you collect data from your clients and keep 

thorough records of your work, you are assembling 

information that is essential in telling your story, 

showing the impact of your work, and demonstrating 

the necessity to continue. Support from your 

community partners and donors is necessary to carry 

out your mission. That said, dedicating some time and 

effort to securing ongoing donations will be vital to 

making your effort sustainable.

The community assessment you created is a useful tool 

from which you can extract and share information with 

other advocates who have likely never looked at your 

community through this lens. People may be surprised 

to learn about the need for and lack of resources 

available to many pet owners. Sometimes just seeing 

the challenges on paper is enough for some to rally 

behind this approach and want to be a part of it.

If you diligently collect data on every person you 

come in contact with while conducting community 

outreach, you’ll have a well-formed cumulative story 

with supporting data illustrating the community’s 

situation. Always be prepared to share this 

compelling information.

The more details you can amass, the stronger your 

case will be for requesting financial support or in-kind 

donations. Particularly compelling data points are the 

notable percentage of people in your community who 

have never taken their pets to see a veterinarian (on 

average, 77% of pets in under-served neighborhoods 

have not seen a veterinarian) and the number of 

people who have never considered spay/neuter (on 

average, 87% of pets are unaltered when met). Current 

supporters, as well as potential donors, want to know 

that their investment will have an impact. You can use 

Fundraising

  Capturing a family photo to show appreciation of services and love for pet
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the percentage of event attendees with unaltered pets 

and spay/neuters generated from your first community 

event as evidence for the need to secure funding for 

subsequent outreach events or funding for spay/ 

neuter surgeries.

Some of the most effective messaging in fundraising 

uses concrete data to explain the big picture and 

systemic part of your work. This can be especially 

successful when compiling and arranging data 

alongside imagery and video. Capturing and sharing 

individual stories of personal challenge and triumph 

helps to humanize your data, making your story more 

evocative. Present your work as innovative, strategic, 

unique, and valuable, and you will increase your 

chances of successfully acquiring financial assistance.

Donors or board members may question how or why 

to do this type of grassroots outreach work and why 

they should contribute financially. Stress that this 

type of outreach strategy has a proven track record 

of success and has been implemented by countless 

political groups, faith organizations, non-governmental 

organizations (NGOs), and civil rights movements 

to address other societal ills. If the world we desire 

for animals is to be obtained, we must begin to shift 

our thinking and strategies toward preventative 

actions, not just reactive services. If animal welfare 

organizations focus on preventative services to 

under-served communities, thousands of animals will 

be saved, communities up-lifted, costly reactionary 

services reduced, and legacies formed.

By using non-traditional, grassroots tactics such 

as door-to-door outreach, canvassing, flyering, and 

other ground-level communications, the exchange 

can be more in-depth, personal, and tailored to 

the individuals for whom you most want to reach. 

Through these methods you’ll also be able to assure 

you are reaching your target audience, while with 

traditional media it’s difficult to verify the audience 

reached. Furthermore, your team will be able to 

address barriers to your target audience and increase 

the chance of them embracing your messaging 

on the spot. While traditional marketing has its 

place — informing the masses of products and 

services — a carefully planned community outreach 

strategy serves to build relationships and sets the 

stage for information sharing between animal welfare 

advocates working to help people and their pets.

For additional guidance, purchase “Fund-Raising 

for Animal-Care Organizations” or visit 

animalsheltering.org for articles and tips 

on fundraising:

 Fund-Raising for Animal-Care Organizations

 Animalsheltering.org: Fundraising

PetSmart Charities also has High Impact Grants in 

which organizations can apply. For information on 

these grants, visit:

 PetSmartCharities.org: Grants

Planning for and creating a program budget is also 

helpful, both as an internal guide and for sharing with 

potential funders and donors. Attached is a sample 

budget—this is not meant to be the amount needed to 

implement a community outreach program, but rather 

a guide in forecasting and tracking program, revenue, 

and expenses.

 Sample Budget
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If you want to run public service announcements 

(PSAs) on local stations, be sure to establish 

relationships with the general managers, programming 

directors, and sales representatives of the media. 

Even if you are not using traditional media to reach 

your target, it is good to gain press to publicize your 

efforts and program success and possibly to cover 

your events. You’ll reach potential donors, partners, 

and volunteers who may become interested and 

support your mission. Identify the radio stations 

targeting your communities, a live remote at your 

events may be beneficial in helping draw people out. 

Radio personalities are often respected and seen as 

trendsetters in some communities, so aligning them 

with your mission can be beneficial.

Reporters are busy and always looking to cover 

the next best story. They are interested in hard 

facts, statistics, and arresting community stories. 

Your program can fit well within these parameters 

if planned out strategically and implemented 

successfully. When you approach the press, remember 

that you’re competing with many others. Uncovering 

a story that has not been told will be compelling 

and attractive to the media. Even if you do not gain 

attention at first, continue to reach out with updates 

and plans for your program. Invite station employees 

to participate as volunteers at events. Chances are 

that many people from different media outlets are 

pet owners themselves and will be sensitive to and 

intrigued by your team’s efforts.

Make Friends with the Press

  Sharing details about outreach event with pet owner intercepted at bus depot
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XIV  In Closing

“ Never doubt that a small group of thoughtful, committed 
people can change the world. Indeed, it is the only thing 
that ever has.”—Margaret Mead



All of the information in this toolkit is meant to provide 

assistance and guidance for you and your organization 

as you begin a Pets for Life-style community outreach 

program. If you already use this type of outreach or 

run this type of program, hopefully you have found 

something useful in this toolkit to make your work 

more efficient and effective. If implemented, these 

ideas and directions will provide you the opportunity 

to improve pet wellness and overall community 

health for people and pets. As our field shifts towards 

a keener understanding of how animal welfare 

issues fit within a complex set of human and social 

circumstances, we will be more successful in our 

collective efforts to save lives and reduce suffering. 

This resource is designed to help facilitate that shift.

As you learn about and engage with your community, 

you’ll improve conditions for animals by building 

trusting and genuine relationships with their human 

caregivers and making animal care resources and 

information more accessible to them. We must strive 

for understanding in all aspects of our work and adjust 

our approach to meet the needs of an ever-changing 

society. As you develop insights into the challenges 

facing the community you serve, you’ll have a better 

understanding of the companions in the companion 

animal equation and more you’ll be even more 

successful in your work. To create long-term change, 

lessen suffering, and save lives, we must embrace a 

new perspective. Thank you for caring about the people 

and pets in your community and for taking time to 

open your heart and mind to a new approach.

Together we will build a more humane community.

    New friends met at an outreach event in Philadelphia, PA

XIV  In Closing

As you learn about and engage with your community, you’ll improve 
conditions for animals by building trusting and genuine relationships  
with their human caregivers and making animal care resources and 
information more accessible to them.
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Base map: Plotting of zip codes indexing high across 

poverty indicators.

Canvassing: Method of thoroughly covering an area, 

street-by-street, on foot in a community of focus.

Client: Pet and pet owner.

Companion Animal: Pet.

Community Assessment: Evaluation based on poverty, 

resources and animal welfare statistics to identify 

communities of focus.

Community of Focus: A neighborhood or area 

that does not have access to, or is not receiving, 

information about available services and resources.

Community Outreach: Taking information and services 

directly to the community.

Community Outreach Toolkit: A volume of information 

and tools to aid in the design, development and 

implementation of a community outreach program.

Free: No cost, no catch, no qualifications needed to  

be eligible.

Grassroots: Ground or street level of a community; 

meeting people where they are.

Outreach: Taking information and services directly 

to the community.

Pediatric Spay/Neuter: Performing an 

ovariohysterectomy (spaying) or orchidectomy 

(castration or neutering) on a kitten or puppy  

between the ages of 6 and 14 weeks.

Resource Map: Plotting of pet and people wellness  

and general care resources.

Under-served: For the sake of this toolkit, this is 

referring to residents living at or below the poverty 

level (>$23,000 for a family of four).

Glossary of Terms
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The below reading list is not required to carry out a 

community outreach program. However, as discussed 

many times in this Toolkit, the better understanding 

you have of the companions in the companion animal 

equation, the more successful you’ll be in your work. 

This list includes information and conversations on 

poverty, crime, incarceration, race, and animal welfare 

that will provide additional insight on issues that impact 

your work and your clients. So as you are able, peruse 

or study the articles, papers, and books and take from 

them what you can to better serve your community.

Part One: Understanding Challenges 
Facing Under-served Communities

Race, Class, Segregation

African-American Issues:

Book: Yancy, G. (2004). What White Looks Like: African-

American Philosophers on the Whiteness Question. 

Routledge. NY, NY. (Particularly the essay, “Whiteness 

Visible: Enlightenment Racism and the Structure of 

Racialized Consciousness” by Arnold Farr, included 

in the book.)

Book: Fanon, F. (1952). Black Skin, White Masks. 

Grover Press. NY, NY.

Book: Wise, T. (2008). Speaking Treason Fluently: 

Anti-Racist Reflections From an Angry White Male. 

Soft Skull Press. Berkeley, CA.

Book: Massey, D., Denton, N. (1993). American Apartheid: 

Segregation and the Making of the Underclass. Harvard 

University Press. Cambridge, MA.

Book: Drake, S. C., Cayton, H.R. Black Metropolis: A Study 

of Negro Life in a Northern City. The University 

of Chicago Press. Chicago, IL.

Book: Wilson, W.J. (1997). When Work Disappears: The 

World of the New Urban Poor. Random House. NY, NY.

Book: Wilson, W.J. (2009). More Than Just Race: Being 

Black and Poor in the Inner City. Norton & Company. 

NY, NY.

Book: Gonzalez, J. (2011). News for All the People: The 

Epic Story of Race and the American Media. Verso, NY.

Book: Ryan, J. (2010). Five Miles Away, A World Apart: 

One City, Two Schools, and the Story of Educational 

Opportunity in Modern America. Oxford University Press. 

Oxford, NY.

Latino-American Issues:

Book: Davila, A.M. (2008). Latino Spin: Public Image and 

the Whitewashing of Race. New York University Press.

Book: De Genova, N. (2005). Working the Boundaries: 

Race, Space, and “Illegality” in Mexican Chicago. Duke 

University Press Books.

Book: Marrero, P. (2012). Killing the American Dream: 

How Anti-Immigrations Extremists are Destroying the 

Nation. Palgrave Macmillian.

Reading List
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Fact Sheet: “Why Is Immigration Reform Important to 

Business?” Illinois Coalition for Immigrant and Refugee 

Rights. http://icirr.org/content/why-immigration-

reform-important-business

Article: Corbett, P. (2009). “Hispanic? Latino? 

Or What?” http://afterdeadline.blogs.nytimes.

com/2009/06/09/hispanic-latino-or-what/

African-American–Latino Relations/
Cultural Differences

Book: Telles, E. (2011). Just Neighbors? Research on 

African American and Latino Relations in the US. Russell 

Sage Foundation, NY, NY.

Mass Incarceration

Book: Alexander, M. (2010). The New Jim Crow: Mass 

Incarceration in the Age of Colorblindness. The New Press. 

NY, NY.

Documentary: Jarecki, E. (2013). The House I Live In. 

(available on Netflix)

Article: Gopnik, A. (January 30, 2012) “The 

Caging of America: Why do we lock up so many 

people?” http://m.newyorker.com/arts/critics/

atlarge/2012/01/30/120130crat_atlarge_gopnik?mbid=so

cialmobileFBshare&t=Mass+Incarceration+and+Crimin

al+Justice+in+America+%3A+The+New+Yorker

Addressing Our Own 
and Others’ Privilege

Article: McIntosh, P. (1992). “White privilege and male 

privilege.” In C. Anderson & P. Collins (Eds.), Race, 

class and gender (pp. 70-81). Belmont, CA: Wadsworth 

Publishing. This is a highly-regarded essay on how to 

address your own privilege. http://www.iub.edu/~tchsotl/

part2/McIntosh%20White%20Privilege.pdf

Book: Wing Sue, D. (2010). Microaggressions in Everyday 

Life: Race, Gender, and Sexual Orientation.

The Powers and Pitfalls of 
Working in Public Service

Book: Lipsky, M. (1980). Street-Level Bureaucracy: 

Dilemmas of the Individual in Public Services. Russell Sage 

Foundation. NY, NY.

Calculating Poverty/Federal 
Poverty Line Issue

Article: Romich, J., Simmelink, J., Holt, S. (2007). “When 

Working Harder Does Not Pay: Low-Income Working 

Families, Tax Liabilities, and Benefit Reductions.”

Website: “Getting By and Getting Ahead: The 2009 IL 

Self Sufficiency Standard.” (2009). IssueLab, a service 

of the Foundation Center. The Self-Sufficiency Standard 

is a tool that calculates how much income families 

need to pay for their basic needs based on where 

they live, as an alternative to the FPL. http://www.

issuelab.org/resource/getting_by_and_getting_ahead_

the_2009_illinois_self_sufficiency_standard

Economic Inequality

Article: “Harder for Americans to Rise from Lower 

Rungs”: http://www.nytimes.com/2012/01/05/us/

harder-for-americans-to-rise-from-lower-rungs.

html?r=2&pagewanted=all
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Website: Remaking America—From Poverty 

to Prosperity: http://www.tavistalks.com/

remakingamerica/

Study: “At Risk: America’s Poor During and After 

the Great Recession”: http://www.tavistalks.com/

remakingamerica/wp-content/uploads/2011/12/

Indiana-University_White-Paper_EMBARGOED-UNTIL-

WED__JAN.-11-AT-8AM1.pdf

Website: The Triggers of Economic Inequality: 

http://billmoyers.com/content/the-triggers-of-

economic-inequality/

Article: “America’s Unlevel Field”

http://www.nytimes.com/2012/01/09/opinion/

krugman-americas-unlevel-field.html?r=1&_r=0

Video: “How Economic Inequality Harms Societies”:

http://www.ted.com/talks/richard_wilkinson.html

Article: Kochhar, R., Fry, R., Taylor, P. (2011). 

“Wealth Gaps Rise to Record Highs Between Whites, 

Blacks and Hispanics: Twenty-to-One.” http://www.

pewsocialtrends.org/2011/07/26/wealth-gaps-rise-to-

record-highs-between-whites-blacks-hispanics/

Race and Animal Welfare

Book: Spiegel, M. (1997). The Dreaded Comparison—

Human and Animal Slavery.

Article: Brown, B. (2005). “The Under-representation 

of African American Employees in Animal Welfare 

Organizations in the United States”. http://www.

animalsandsociety.org/assets/library/555_s1324.pdf

Part Two: Tools for Working 
with Under-served Populations 
Motivational Interviewing

Video: William Miller: “Motivational Interviewing: 

Facilitating Change across Boundaries” http://www.

youtube.com/watch?v=6EeCirPyq2w

Book: Miller, W. R. & Rollnick, S. (2012). Motivational 

Interviewing: Preparing People for Change. 3rd Edition. 

NY, NY: The Guilford Press.

Website: Motivational Interviewing: 

http://www.motivationalinterview.org/

Community Change/ 
Community Organizing

Book: Piven, F., Cloward, R. (1978). Poor People’s 

Movements: Why They Succeed, How They Fail.

Book: Halpern, R. (1995). Rebuilding the Inner City: A 

History of Neighborhood Initiatives to Address Poverty in 

the United States. New York: Columbia University Press.

Book: Fisher, R. (1984). Let the People Decide: 

Neighborhood Organizing in America. Twyane Publishers.

Book: Sen, R. (2003). Stir It Up: Lessons in Community 

Organizing and Advocacy. Jossey-Bass.
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Outreach

Article: Warrier, S. (2000). Outreach to Underserved 

Communities. http://vawnet.org/Assoc_Files_VAWnet/

BCS_UnSer.pdf

Domestic Violence and Hegemonic 
Masculinity/Machismo

Documentary: Katz, J. Tough Guise: Violence, Media, 

and the Crisis in Masculinity.

Book: Katz, J. (2006). The Macho Paradox: Why 

Some Men Hurt Women and How All Men Can Help. 

Sourcebooks. Naperville, IL.

Book: (2011). Bancroft, R. L. The Batterer as Parent: 

Addressing the Impact of Domestic Violence on Family 

Dynamics. SAGE Series on Violence Against Women.

Website: National Network to End Domestic Violence 

http://nnedv.org/

Website: National Resource Center on Domestic 

Violence: http://www.nrcdv.org/

Website/Hotline: The National Domestic Violence 

Hotline: http://www.thehotline.org/

Website: Stalking Resources Center: 

http://www.victimsofcrime.org/our-programs/stalking-

resource-center

Understanding Addiction/Harm 
Reduction Theory and Practice

Book: Shavelson, L. (2001). Hooked: Five Addicts 

Challenge Our Misguided Drug Rehab System. 

NY: The New Press

Book: Najavatis, L.M. (2002). Seeking Safety: 

A Treatment Manual for PTSD and Substance Abuse. 

NY: Guilford Press.

Website: Addiction Technology Transfer Center 

Network (ATTC): http://www.attcnetwork.org/index.asp

Website: Faces & Voices of Recovery: 

http://www.facesandvoicesofrecovery.org/

Website: Harm Reduction Coalition: 

http://harmreduction.org/

Website: International Harm Reduction Association: 

http://www.ihra.net
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This toolkit is written by The Humane Society of the United States with funds granted by PetSmart Charities,® Inc. PetSmart Charities is not 

responsible for the content, opinions, or any other materials expressed herein. Reference herein to any specific commercial products, process, 

or service by trade name, trademark, brand name, manufacturer, or otherwise, does not necessarily constitute or imply its endorsement, 

recommendation, or favoring by PetSmart Charities, Inc. The views and opinions of authors expressed herein do not necessarily state or reflect 

those of PetSmart Charities, and shall not be used for advertising or product endorsement purposes.
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surrounding dogs.
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700 PROFESSIONAL DRIVE      GAITHERSBURG, MD 20879  


Job Descr ipt ion 
 


 
JOB TITLE: 


 
Pets For Life City Manager 


 
DEPARTMENT: 


 
 


 
 


JOB CODE: 
 
 


 
GRADE: 


 
 


 
REPORTS TO: 


 
 


 
 


STATUS: 
 
Fulltime 


 
FLSA: 


 
 


 
LOCATION: 


 
 


 
 


PREPARED BY:   
DATE: 


 
 


 
 


APPROVED BY: 
 
 


 
DATE: 


 
 


 
 
 


 
GENERAL PURPOSE OF THE POSITION:  


 
Manage Pets for Life (PFL) in (City) while working toward achieving program goals. Oversee staff 
and consultants, coordinating development of the program through the PFL approach and 
philosophy and work with other PFL cities and the rest of Companion Animals (CA) department to 
further the PFL program. 
 


 
ESSENTIAL DUTIES AND RESPONSIBILITIES are derived from SECTION C, Performance 
Standards. 


 
1. Oversee all aspects of PFL (City), including community outreach events, spay/neuter, 


fundraising, community organizing and dog training, ensuring the program operates 
according to the PFL model, approach and philosophy.   


2. Lead and coordinate with other PFL (City) staff on mission-related activities, such as 
spay/neuter, community outreach and dog training. 


3. Ensure that HSUS remains in compliance with training facility contractual agreement(s). 
4. Supervise daily activities of PFL (City) staff and consultants. Provide leadership, and manage 


tracking and reporting of progress and outcomes for (City) program. 
5. Serve as a spokesperson for PFL (City). Manage and coordinate media appearances for PFL 


(City) with Supervisor and PR. 
6. Manage budget, equipment and supply inventory.  
7. Manage and grow volunteer program for PFL (City), working with the NVC. Create new 


engagement opportunities. 
8. Collaborate with trainers and other staff to recruit for and organize dog training classes in  


(City) focus neighborhoods. 
9. Lead and collaborate with staff on how to conduct strategic community outreach and engage 
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the community of focus meaningfully for long term, sustainable impact.  
10. Lead and collaborate with staff on how to engage on spay/neuter and ensure high 


spay/neuter compliance rates.  
11. Continue to develop contacts and relationships within the (City) community to further PFL, 


building partnerships with local groups including but not limited to animal groups, religious 
entities, community advocacy orgs, etc..  


12. Work with other PFL cities and the Companion Animal Department to further PFL (City) 
and across the country.  


13. Ensure that PFL (City) remains in compliance with local and state law, and HSUS policy. 
14. Perform other duties as directed by supervisor.  


 
 


 
 
DESIRED MINIMUM QUALIFICATIONS:  To perform this job successfully, an individual must be able to 
perform each essential duty satisfactorily.  The requirements listed below are representative of the knowledge, skill, and/or 
ability required.  Reasonable accommodations will be made to enable individuals with disabilities to perform the essential 
functions. 


 
EDUCATION AND EXPERIENCE: 
1. High school diploma or equivalent.  
2. Strong organizational skills. 
3. Strong verbal and written communication skills.  
4. Supervisory experience. 
5. One to three years in the animal protection and advocacy field.  
 
NECESSARY KNOWLEDGE, SKILLS AND ABILITIES: 
1. Must be able to communicate effectively regarding PFL. 
2. Ability to work collaboratively and communicate effectively with CA staff and other HSUS departments.  
3. Willingness to travel.  
4. Must be able to move/lift 50 lbs, bend frequently, and stand throughout the workday.  
 


 
PHYSICAL DEMANDS: 


 
The physical demands described here are representative of those that must be met by an employee to 
successfully perform the essential functions of this job.  Reasonable accommodations may be made to enable 
individuals with disabilities to perform the essential functions. This position may require some travel. 
 
While performing the duties of this job, the employee is frequently required to sit, talk and hear.  The 
employee is occasionally required to walk; use hands and fingers to operate, handle, or feel objects, tools, or 
controls; and reach with hands and arms. 
 


 
WORK ENVIRONMENT: 


 
The noise level in the work environment is usually moderately quiet. 
 


 
EMPLOYMENT DISCLAIMER:  This job description is not a contract - management reserves the right to change 
its contents at any time. The HSUS complies with the guidelines set forth in the Americans with Disabilities Act of 1990 
and does not discriminate on the basis of race, color, religion, national origin, ancestry, sex, age, disability, or status as a 
disabled veteran or veteran of the Vietnam era.  The HSUS is an Equal Opportunity Employer. 


 





		home: 
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700 PROFESSIONAL DRIVE      GAITHERSBURG, MD 20879  


Job Descr ipt ion 
 


 
JOB TITLE: 


 
Coordinator, Pets for Life  


 
DEPARTMENT: 


 
 


 
 


JOB CODE: 
 
 


 
GRADE: 


 
 


 
REPORTS TO:  


 
 


STATUS: 
 
Fulltime 


 
FLSA: 


 
 


 
LOCATION: 


 
 


 
 


PREPARED BY:   
DATE: 


 
 


 
 


APPROVED BY: 
 
 


 
DATE: 


 
 


 
 
 


 
GENERAL PURPOSE OF THE POSITION:  


 
Pets for Life Coordinators are essential members of the PFL teams who coordinate the spay/neuter 
services component, volunteer program, and assist with other aspects of the program. Coordinators 
provide great customer service to PFL clients, and operational and logistical support to various 
components of the PFL program.  
 


 
ESSENTIAL DUTIES AND RESPONSIBILITIES are derived from SECTION C, Performance 
Standards. 


 
1. Coordinate with local spay/neuter providers to schedule spay/neuter appointments for clients via 


community organizers.  
2. Follow designated process for being in communication with community organizers and managers 


and arranging logistics.  
3. Conduct all follow up with clients signed up for spay/neuter before and after appointments and 


make community organizer and manager aware of clients who need additional engagement.  
4. Maintain and keep current the PFL database and collect all program and client data from the rest of 


the PFL team. 
5. Conduct follow up with students each week who have attended free dog training classes and make 


community organizer and manager aware of clients who need additional engagement.  
6. Assist in setting up and keeping dog training classes organized and running smoothly.   
7. Ensure client info forms are filled out and collected at dog training classes. 
8. Coordinate volunteer program by seeking out volunteers, ensuring all necessary paperwork is 


completed and collected and engaging people from within the community of focus as well as anyone 
else interested in getting involved.  Collaborate with NVC on volunteer program when necessary. 


9. Help plan, advertise for and implement community events.  
10. Build relationships within the community with other animal organizations, community groups, 


community leaders, etc. 
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11. Assist when possible with fundraising, community presentations and other educational opportunities. 
12. As directed by the Manager, represent Pets for Life with the media, to other organizations, at 


conferences, etc.  
13. Other duties as directed by supervisor.  


 
 


 
DESIRED MINIMUM QUALIFICATIONS:  To perform this job successfully, an individual must be able to 
perform each essential duty satisfactorily.  The requirements listed below are representative of the knowledge, skill, and/or 
ability required.  Reasonable accommodations will be made to enable individuals with disabilities to perform the essential 
functions. 


 
EDUCATION AND EXPERIENCE: 
1. Strong organizational and interpersonal skills. 
2. Strong verbal and written communication skills. 
3. Bilingual in English and Spanish  
4. One to three years in administrative or customer service-oriented work.  
5. Experience with event planning or fundraising a plus. 
 
NECESSARY KNOWLEDGE, SKILLS AND ABILITIES: 
1. Knowledge of companion animal welfare issues and sterilization.  
2. Must have excellent computer skills.  
3. Must be able to communicate effectively, verbally and in writing, regarding PFL. 
4. Ability to work collaboratively and communicate effectively with CA staff and other HSUS departments.  
5. Willingness to travel.  
6. Must be able to move/lift 50 lbs, bend frequently, and stand throughout the workday.  
 


 
PHYSICAL DEMANDS: 


 
The physical demands described here are representative of those that must be met by an employee to 
successfully perform the essential functions of this job.  Reasonable accommodations may be made to enable 
individuals with disabilities to perform the essential functions. This position may require some travel. 
 
While performing the duties of this job, the employee is frequently required to sit, talk and hear.  The 
employee is occasionally required to walk; use hands and fingers to operate, handle, or feel objects, tools, or 
controls; and reach with hands and arms. 
 


 
WORK ENVIRONMENT: 


 
The noise level in the work environment is usually moderately quiet. 
 


 
EMPLOYMENT DISCLAIMER:  This job description is not a contract - management reserves the right to change 
its contents at any time. The HSUS complies with the guidelines set forth in the Americans with Disabilities Act of 1990 
and does not discriminate on the basis of race, color, religion, national origin, ancestry, sex, age, disability, or status as a 
disabled veteran or veteran of the Vietnam era.  The HSUS is an Equal Opportunity Employer. 


 
 





		home: 
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700 PROFESSIONAL DRIVE      GAITHERSBURG, MD 20879 
 


Job Descr ipt ion 
 


 
JOB TITLE: 


 
Community Organizer, Pets 
for Life  


 
DEPARTMENT: 


 
 


 
 


JOB CODE: 
 
 


 
GRADE: 


 
 


 
REPORTS TO: 


 
 


 
 


STATUS: 
 
Full-
Time 


 
FLSA: 


 
 


 
LOCATION: 


 
 


 
 


PREPARED BY:   
DATE: 


 
 


 
 


APPROVED BY: 
 
 


 
DATE: 


 
 


 
 
 


 
GENERAL PURPOSE OF THE POSITION:  


 
Pets for Life Community Organizers are an integral part of the program, delivering critical messages, 
resources, information, and services to our communities of focus. Community Organizers will have 
dog training expertise or be willing to apprentice in order to lead PFL training classes, unless 
otherwise specified by manager. 
 
 


 
ESSENTIAL DUTIES AND RESPONSIBILITIES are derived from SECTION C, Performance 
Standards. 


 
1. Conduct ongoing, strategic community outreach to pet owners in our communities of focus on the 


issues of spay/neuter and general pet wellness.   
2. Help coordinate spay/neuter appointments and follow up. 
3. Help plan, advertise for and implement community outreach events.  
4. Conduct ongoing community outreach in our communities of focus to recruit students for free dog 


training classes. 
5. If training expertise applies, lead dog training classes and individual/group training sessions in the 


community with positive reinforcement techniques and a focus on obedience and CGC certifications.  
6. If training expertise does not apply, work towards industry standard trainer certifications and assist 


trainer with leading classes.  
7. Build relationships with students during the week between classes and follow up on any 


needs/issues. 
8. Complete and submit all data collection forms and implement program measurements. 
9. Build relationships within the community with other animal organizations, community groups, 


community leaders, etc. 
10. Assist when possible with fundraising, community presentations and other educational opportunities. 
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11. Represent Pets for Life with the media, to other organizations, at conferences, etc.  
12. Other duties as directed by supervisor.  


 
 


 
DESIRED MINIMUM QUALIFICATIONS:  To perform this job successfully, an individual must be able to 
perform each essential duty satisfactorily.  The requirements listed below are representative of the knowledge, skill, and/or 
ability required.  Reasonable accommodations will be made to enable individuals with disabilities to perform the essential 
functions. 


 
EDUCATION AND EXPERIENCE: 
1. Strong organizational skills. 
2. Strong verbal and written communication skills. 
3. One to three years in dog training and/or animal welfare preferred. 
4. Experience in community outreach work.  
 
NECESSARY KNOWLEDGE, SKILLS AND ABILITIES: 
1. Must be able to communicate effectively regarding PFL. 
2. Must possess basic understanding of dog training/behavior.   
3. Ability to work collaboratively and communicate effectively with CA staff and other HSUS departments.  
4. Willingness to travel.  
5. Must be able to move/lift 50 lbs, bend frequently, and stand throughout the workday.  
 


 
PHYSICAL DEMANDS: 


 
The physical demands described here are representative of those that must be met by an employee to 
successfully perform the essential functions of this job.  Reasonable accommodations may be made to enable 
individuals with disabilities to perform the essential functions. This position may require some travel. 
 
While performing the duties of this job, the employee is frequently required to sit, talk and hear.  The 
employee is occasionally required to walk; use hands and fingers to operate, handle, or feel objects, tools, or 
controls; and reach with hands and arms. 
 


 
WORK ENVIRONMENT: 


 
The noise level in the work environment is usually moderately quiet. 
 


 
EMPLOYMENT DISCLAIMER:  This job description is not a contract - management reserves the right to change 
its contents at any time. The HSUS complies with the guidelines set forth in the Americans with Disabilities Act of 1990 
and does not discriminate on the basis of race, color, religion, national origin, ancestry, sex, age, disability, or status as a 
disabled veteran or veteran of the Vietnam era.  The HSUS is an Equal Opportunity Employer. 
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	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	   	  Volunteer	  Agreement	  
	  
_____________,	  
This	  agreement	  confirms	  that	  you	  are	  in	  good	  standing	  and	  may	  start	  your	  volunteer	  assignment	  at	  the	  following	  
location:	  _____________.	  You	  are	  invited	  to	  begin	  your	  volunteer	  role	  after	  ________,	  and	  will	  be	  scheduled	  to	  
work	  approximately	  __________	  hours	  per	  week.	  Your	  initial	  commitment	  will	  end	  on	  
______________________	  (date).	  You	  will	  be	  supervised	  by	  ___________.	  
	  
A.	  Organization	  
The	  Humane	  Society	  of	  the	  United	  States	  (HSUS)	  accepts	  your	  services	  as	  a	  volunteer,	  and	  in	  our	  commitment	  to	  
you,	  agrees	  to	  do	  the	  following:	  
• Explain	  our	  mission	  and	  policies	  and	  provide	  orientation	  and	  training.	  We	  will	  also	  provide	  written	  


handbooks	  and	  instructions	  on	  HSUS	  procedures.	  
• Treat	  you	  as	  a	  valued	  HSUS	  team	  member.	  	  	  
• Provide	  feedback	  on	  your	  performance	  and	  provide	  opportunities	  for	  you	  to	  give	  us	  feedback	  so	  that	  we	  


might	  better	  accomplish	  our	  respective	  tasks.	  
• Be	  available	  to	  you	  and	  willing	  to	  discuss	  issues	  of	  concern	  you	  have,	  either	  in	  an	  impromptu	  discussion	  or	  


by	  arranging	  a	  specific	  meeting	  time.	  
	  
B.	  Volunteer	  
Please	  initial	  next	  to	  each	  point	  to	  indicate	  your	  understanding:	  
	  
___	  I	  commit	  to	  completing	  my	  work	  as	  outlined	  in	  the	  Position	  Description(s)	  which	  I’ve	  read	  and	  understand.	  	  
	  
___	  I	  will	  conduct	  myself	  in	  a	  responsible	  and	  professional	  manner	  whenever	  providing	  HSUS	  volunteer	  services,	  
especially	  when	  interacting	  with	  the	  public.	  If	  I	  receive	  a	  question	  I	  cannot	  answer,	  I	  will	  refer	  the	  person	  to	  a	  
staff	  member.	  	  
	  
___	  I	  will	  read	  all	  manuals	  and	  written	  instructions	  provided	  to	  me,	  any	  email	  or	  print	  newsletters	  I	  receive	  
related	  to	  my	  volunteer	  work,	  and	  I	  will	  follow	  all	  other	  instructions	  given	  to	  me	  by	  staff	  or	  volunteers	  
authorized	  to	  act	  in	  a	  supervisory	  capacity.	  	  	  
	  
___	  I	  will	  work	  my	  scheduled	  shift	  for	  the	  minimum	  required	  commitment,	  and	  also	  understand	  I	  am	  welcome	  
to	  continue	  as	  mutually	  decided	  upon	  by	  my	  volunteer	  supervisor.	  
	  
___	  I	  am	  responsible	  for	  the	  shift	  I	  choose,	  and	  I	  will	  make	  a	  reasonable	  attempt	  to	  make	  other	  arrangements	  
with	  my	  volunteer	  supervisor	  if	  I	  am	  unable	  to	  come	  at	  my	  assigned	  time.	  If	  the	  shift	  I	  chose	  becomes	  
unworkable	  for	  me,	  I	  will	  contact	  my	  supervisor	  in	  an	  attempt	  to	  find	  another	  day	  or	  time	  to	  complete	  my	  
volunteer	  duties.	  
	  
___	  I	  will	  be	  responsive	  to	  communication	  from	  my	  volunteer	  supervisor,	  and	  will	  be	  open	  about	  any	  questions	  
or	  concerns	  I	  have	  regarding	  my	  volunteer	  work.	  
	  
___	  If,	  at	  any	  point,	  I	  decide	  to	  stop	  volunteering	  for	  The	  HSUS,	  I	  will	  give	  my	  supervisor	  reasonable	  notice,	  
unless	  circumstances	  prevent	  this.	  
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___	  I	  will	  follow	  the	  safety	  procedures	  outlined	  in	  the	  volunteer	  handbook	  and	  presented	  to	  me	  during	  training.	  
This	  includes,	  but	  is	  not	  limited	  to,	  reporting	  any	  incident	  or	  injury	  to	  staff	  immediately.	  	  
	  
___	  I	  will	  demonstrate	  support	  of	  the	  Statement	  of	  Principles	  and	  Beliefs	  of	  The	  HSUS	  as	  presented	  to	  me	  in	  the	  
volunteer	  handbook	  whenever	  engaged	  in	  my	  work	  as	  a	  volunteer.	  	  
	  
___	  If	  I	  am	  injured	  while	  acting	  as	  an	  unpaid	  member	  of	  the	  volunteer	  team,	  I	  am	  not	  provided	  insurance	  of	  any	  
type,	  and	  The	  HSUS	  does	  not	  provide	  me	  with	  Workers’	  Compensation	  of	  any	  kind.	  I	  authorize	  HSUS	  staff	  to	  seek	  
emergency	  medical	  treatment	  for	  me	  in	  the	  case	  of	  an	  accident,	  injury	  or	  illness.	  
	  
___	  I	  understand	  that	  I	  may	  become	  privy	  to	  confidential	  or	  proprietary	  information	  of	  The	  HSUS.	  I	  understand	  
that	  confidential	  or	  proprietary	  information	  includes,	  but	  is	  not	  limited	  to,	  documents	  marked	  as	  “confidential,”	  
donor	  information,	  budget	  and	  financial	  information,	  policies,	  procedures,	  business	  plans,	  marketing	  activities	  
and	  all	  related	  matters,	  as	  well	  as	  any	  information	  about	  the	  internal	  procedures,	  business	  operations,	  and	  
personnel	  information	  that	  is	  not	  publicly	  disclosed	  by	  The	  HSUS.	  I	  will	  not	  disclose	  any	  confidential	  or	  
proprietary	  information	  regarding	  The	  HSUS	  to	  any	  person,	  company,	  group	  or	  organization.	  I	  will	  not	  use	  any	  
confidential	  or	  propriety	  information	  in	  any	  manner	  that	  would	  be	  detrimental	  to	  The	  HSUS,	  and	  I	  will	  avoid	  any	  
actions	  that	  might	  impair	  the	  reputation	  of	  The	  HSUS.	  I	  will	  return	  any	  materials	  or	  information	  provided	  to	  me	  
by	  The	  HSUS	  at	  the	  end	  of	  my	  tenure	  as	  a	  volunteer.	  
	  
___	  While	  I	  understand	  that	  either	  The	  HSUS	  or	  I	  may	  end	  my	  service	  as	  a	  volunteer	  at	  any	  time	  for	  any	  reason,	  I	  
agree	  that	  my	  failure	  to	  comply	  with	  this	  agreement	  may	  result	  in	  the	  immediate	  termination	  of	  my	  volunteer	  
service.	  
	  
___________________________________________________________________________________________	  
Printed	  Name	  of	  Volunteer	  
	  
____________________________________________________________________________________________________	  
Handwritten	  Signature	  of	  Volunteer	   	   	   	   	   	   Date	  
	  


	  
	  
	  


___________________________________________________________________________________________	  
Printed	  Name	  of	  □	  Parent	  or	  □	  Guardian	  (if	  under	  18)	  
	  
____________________________________________________________________________________________________	  
Handwritten	  Signature	  of	  Parent	  or	  Guardian	  (if	  under	  18)	   	   	   	   Date	  
	  


___________________________________________________________________________________________	  
Printed	  Name	  of	  HSUS	  Representative	  
	  
____________________________________________________________________________________________________	  
Signature	  of	  HSUS	  Representative	   	   	   	   	   	   	   Date	  


Designation	  of	  Alternate	  Volunteer	  Partner	  for	  Minors	  (optional	  and	  not	  necessarily	  available	  for	  all	  volunteer	  opportunities)	  
	  
I,	  _________________________,	  authorize	  _________________________	  to	  act	  as	  my	  child’s	  volunteer	  partner.	  
	  	  	  	  	  	  	  	  	  	  Name	  of	  Parent/Guardian	  	   	  	   Name	  of	  Alternate	  Volunteer	  Partner	  
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Why Is My Cat Scratching the Furniture?


Scratching things is normal for cats. They don’t scratch to be bad or because they’re mad at you. They scratch to get rid of the dead outer layer of their 
claws, leave scratch marks and their scent to say “this is mine,” stretch their bodies and work off energy.  You just need to give your cat things you want 
him to scratch more than he wants to scratch your sofa or curtains. The first step is to make it unpleasant to scratch the sofa. It’s best to do this before 
your cat ever starts to scratch there. Cover the parts he’d like to scratch – the arms and the edges – with double-sided tape. If he tries to scratch there, 
he won’t like the sticky feeling on his paws. 


Next you need to give him something that you want him to scratch instead of the sofa. You can buy or make a scratching post.  It should be tall enough 
for your cat to have a good stretch and strong enough so that it doesn’t fall over when he scratches it. The post and the base might be covered with 
carpet or rope. 


Scratching things is the way your cat says, “This is mine. See me scratch.” So, you might need to have more than one scratching post (or scratcher) 
and put it somewhere you’ll see him using it. For example, cats like to scratch when they first wake up, so put a scratching post near his favorite 
sleeping spot. When you see him scratch on his post, tell him what a good cat he is. The best way to get your cat to use his scratching post is by 
playing with him near it. It’s not safe to let your cat play with a string by himself, but if you move a string around the scratching post, your cat will get 
excited and try to get the string. When he does, his claws will grab the scratching post and he’ll see how good it feels. Don’t take your cat over to the 
scratching post or scratcher and move his paws on it to try to show him what to do. He probably won’t like you holding his paws and you might scare 
him. Then he won’t want to have anything to do with the scratching post or scratcher. 


Don’t yell at or hit your cat for scratching where you don’t want him to. It won’t tell him where you do want him to scratch. It will only scare him or 
make him try to scratch or bite you in order to protect himself. If you catch him scratching your sofa, clap your hands loudly to get his attention. Then 
use the string to lead him to the scratching post. 


If your cat continues to scratch the sofa, you may have to put double-sided tape on those spots AND put the scratching post nearby. If you tell him he’s 
a good boy when you catch him using the scratching post, he’ll want to continue because he likes the attention. But, if he only gets attention when he’s 
scratching the sofa, even if you’re yelling at him, he may continue to scratch the sofa because he wants your attention. When your cat is using the post, 
start to slowly move it away from the sofa to the place you want it to be. Once your cat isn’t scratching the sofa and is using his scratching post in the 
new location for several weeks, take the tape off the sofa one small piece at a time.


Trimming your cat’s front claws is another way to protect your sofa and curtains. Before you try to trim your cat’s claws, it’s important to get him used 
to having his feet touched and gently squeezed. Then, with your cat on your lap and facing away from you, hold his paw in your hand with your thumb 
on top and your other fingers on the bottom. Gradually press harder on the bottom to make each claw come out one at a time. Give him treats when 
he doesn’t fuss!  Now look for the pink color in the thick part of the claw. When you actually trim your cat’s claws, don’t cut into this pink part, as it 
will bleed and hurt your cat. Until you and your cat are used to the routine, only trim one or two claws a day. Only clip the sharp tip of the claw. It 
may be easier to trim your cat’s claws if someone else holds the cat. If you’re still uncomfortable or having trouble, ask someone that’s good at 
trimming claws to show you how it’s done. 
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In los angeles,


58,000
Pets are put
down every year.


THIS VOUCHER IS VALID FOR  OFF  
YOUR NEXT SPAY/NEUTER APPOINTMENT.
Name 


Telephone 


Address 


Appointment Date/Time 


contact@yourorganization.org • 555-123-4567 • 555 smith road, los angeles CA 90027
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The Humane Society of the United States
Pets for Life – A New Community Understanding
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The Humane Society of the United States’ Pets for Life (PFL) program 


helps to build humane communities using innovative strategies and fresh 


approaches designed to extend the reach of animal services, resources, 


and information to underserved areas. Addressing the critical need for 


accessible, affordable pet care, our program helps animals by empowering 


the people who care for them. Communities of focus are identified through 


an in-depth assessment of income and other demographics, and the 


presence of animal care and veterinary services. This careful process 


is done in order to reach pet owners who face the greatest cultural and 


practical barriers in accessing services, such as cost, transportation, or 


lack of knowledge. One of the ways this is achieved is through large-scale 


community outreach events at which free and low-cost wellness and health 


care services such as vaccinations, spay/neuter, and others are provided.


Through the planning, training and execution of these events and focusing 


on underserved neighborhoods, PFL has created an effective methodology 


of how to perform a community assessment: identifying where the greatest 


need for services exists, how to conduct community outreach through 


building trust and relationships, how to execute an outreach event 


reaching a large number of pet owners with unaltered pets, and how to 


utilize follow-up to ensure an ongoing connection. The data in this report 


is evidence that there are large segments of our population that are not 


counted in animal welfare or veterinary statistics, and which are not 


being serviced by the animal welfare and veterinary fields. To successfully 


address this current gap in services, animal welfare service providers 


must recognize and understand the value in building trusting relationships 


with the human caregivers of companion animals. Meeting people where 


they are, approaching them without judgment, and understanding their 


circumstances is critical to the efforts of animal welfare service providers 


in creating real and lasting change in their communities. In other words, 


helping pets means helping people.


INTrodUCTIoN
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Since March 2010, The HSUS team has traveled to 11 markets in different 


regions of the U.S. and held 16 community outreach events with local 


partners, serving over 4,000 people and their 5,377 pets. The findings in 


this report are backed by data collected directly from pet owners who 


attended those events. Every pet that received services has a record and 


was considered in our data sets. A total of 5,377 short surveys in which 


pet owners responded to between 8 and 16 questions provides us with 


statistically valid information; that data has enabled PFL to confidently 


project and predict similar findings for the greater population within our 


target communities. This quantifiable feedback has provided the necessary 


validation for many presumptions that we can now address, while tracking 


and confirming effectiveness of the PFL approach. Furthermore, the data 


gathering process is cumulative and will continue to be built upon, helping 


paint a more detailed picture of where the most attention is needed. Finally, 


the data represents only part of the story; the full story of people and their 


pets can only be realized through continued relationship-building with the 


families.


INTrodUCTIoN
continued







4


How did you hear about this event?
[base: pet owners, n=841, 8 events]


Community outreach events were advertised and/or promoted using various 


methods depending on the market. When the event was promoted more 


heavily, through broadly targeted, traditional media such as television PSA’s 


or interviews, a proportionate number of attendees reported hearing of the 


event this way. For example, overall 14% (base: 8 events, 841 pet owners) 


cited TV/Radio as how they learned of the event, whereas in Toledo, a 


market that relied heavily on broadcast media promotion, 32% (n=313) cited 


broadcast media. An unsurprising correlation surfaces when comparing 


the overall average percentage of unaltered pets attending events to just 


one market such as Toledo. Overall, 66% (n=3,590/14 events) of the pets at 


outreach events were unaltered. In Toledo, where many efforts were made 


toward securing local broadcast media as a primary promotional method, 


only 45% (n=513 for Toledo) of the pets were unaltered.


MeeTINg PeoPLe 
wHere THey Are


Flyer 35%


Online / Social 
Media 14%


Broadcast Media 
(Radio, TV) 14%


Newsprint, Print 
Advertising 1%


Walk, drove by 1%
Other (Church bulletin, 
unspecified) 6%


Word of Mouth 30%
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Unaltered vs. Altered Pets per event


n=513,
Toledo Event


n=3590,
14 events
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Although the total attendance for an event may increase with traditional 


advertising, driving more target pet owners is not guaranteed. When non-


traditional tactics are used, however, the results are more in line with PFL 


program goals: over 60% of the pets attending such events were unaltered.


When grassroots tactics were the primary promotional approach (i.e. when 


high percentages of attendees heard about the event through flyers or 


word of mouth) the proportion of attendees with unaltered pets – the target 


audience for spay/neuter messaging – significantly increased.


This data suggests that to most efficiently and effectively reach our target 


pet owner, we need to be out in the community: engaging people, having 


conversations and building a familiarity with our message and services, 


instead of relying solely on traditional marketing strategies.


Event
Market


Percent of 
Unaltered 
Pets


Pet Owner Cited Method for Learning 
About Event


Flyer
Word of 
Mouth


TV/
Radio


Online/
Internet


Toledo 45% 28% 15% 32% 17%


Baton Rouge 82% 42% 30% 6% 12%


Chicago 85% 41% 48% 1% 4%


Philadephia 72% 28% 51% 2% 17%


MeeTINg PeoPLe 
wHere THey Are
continued


45%


55%


66%


34%
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MULTIPLe ToUCHeS & 
FoLLow UP reqUIred


Community outreach events present the perfect opportunity to start 


building relationships in the community and can be the positive 


introduction needed when working in a PFL neighborhood. Building trust 


takes time and is essential to achieving success in our work, particularly 


on the issue of spay/neuter. When we hold a community outreach event, 


one of the main goals is to discuss spay/neuter with the attendees and 


offer reduced or no-cost vouchers for people to have their pets altered 


whenever possible. Importantly, the grassroots marketing leading up to 


a microchip or vaccination clinic not only serves the purpose of informing 


a community about and driving pet owners to the event – it also creates 


an opportunity to meet people where they are while canvassing their 


neighborhood with event flyers.


On event day, those who have been engaged previously through 


advertising and/or canvassing are already familiar and have experienced 


a connection. In these cases, we have found conversations about 


wellness and spay/neuter to be much easier and better received. We 


have experienced firsthand that in our second or third conversation with 


people, they are incredibly open and willing to talk with us about ways 


they may need help with their pets. An example of the importance of 


touching people multiple times and the better connection this creates 


is demonstrated in the number of spay/neuter appointments set by pet 


owners at two Baton Rouge events held six months apart.


Baton Rouge
[1st event]


Baton Rouge
[2nd event]


Increase from
1st to 2nd Event


# of Pets at Event 215 259 20%


% of Unaltered Pets 77% 82% 5%


# of S/N Appts Set 49 163 233%


% of Unaltered Pets 
with S/N Appts


30% 77% 44%
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At the first event, minimal grassroots advertising was implemented, whereas 


with the second event, extensive canvassing efforts took place in the target 


community by HSUS, illume (a strategic communications firm) and local 


organizations being trained on effective promotional outreach techniques. 


At the first event, 49 spay/neuter appointments were set up, whereas at 


the second event in the spring, 163 were set. More impressive was the 


percentage of unaltered pets attending the second event that were signed 


up that day for spay/neuter: 77% [213 total], up from 30% [165 total] of 


unaltered pets from the first event.


Importantly, the success is not marked solely by the appointments set (or 


number of vouchers being disseminated) at the events – some of the most 


critical work is done through an organized and persistent follow-up effort. 


The people and pets living in underserved communities of focus have in 


many ways been invisible to animal service providers and have become 


used to broken promises. Therefore, a consistent presence in the community 


is necessary for residents to have confidence in services being offered.


It is crucial that we follow up almost immediately with a phone call (or 


visit if contact is not made via phone) to each person who was issued a 


spay/neuter voucher, let them know we appreciate their coming to the 


event, and ask if they have any questions about their appointment or the 


services provided. This will increase the likelihood they will have a positive 


experience with spay/neuter and – ideally – they will become ambassadors 


to others in their community. Additional follow-up is needed a day or two 


before the appointment date to confirm nothing unexpected has occurred 


since the first follow-up, and to once more encourage and share a positive 


message with the voucher holder. When we follow this process, the 


percentage of people who redeem their vouchers and follow through with 


their spay/neuter appointment increases significantly.


MULTIPLe ToUCHeS & 
FoLLow UP reqUIred
continued
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Completed Spay/Neuter Appointments
Toledo
[n=112] 83%


82%


80%


30%
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Philadelphia 
[n=77]


Atlanta
[n=71]


Chicago
[n=71, 3 
events]
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As demonstrated through Toledo, Philadelphia and Atlanta events, we were 


able to set up 112, 77 and 71 spay or neuter appointments respectively, and 


after a thorough follow-up process, 83%, 82% and 80% of people had their 


pets spayed or neutered. In Chicago, we did not follow up appropriately 


with the pet owners who received vouchers at the outreach events, and the 


results suffered, with only 30% [n=71, based on 3 events] of people showing 


up for their pet’s surgery.*


When doing follow-up, patience and friendly persistence is imperative. 


People conducting the follow-up must remain non-judgmental and continue 


to foster positive relationships while sharing information. Some people 


take longer than others to decide to have their pet spayed/neutered, as 


they gather and process the reasons for having the surgery done. Notably, 


some may have misconceptions about the procedure, the results, or they 


simply have never given it much thought until being engaged on the topic 


by our PFL team or service providers. Regardless, people must come to this 


decision on their own – pet owners will unlikely comply if they feel forced 


into it or are given ultimatums. If people say no at first, we keep the lines 


of communication open and positive. It is also important to follow up with 


those who attended the event with unaltered pets, but who did not receive 


vouchers and/or set up a spay/neuter appointment. Word of mouth travels 


MULTIPLe ToUCHeS & 
FoLLow UP reqUIred
continued
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very swiftly and if people are treated with disrespect, they will share that 


with others. In the same vein, if people feel heard and understood, they will 


spread that message throughout their neighborhood as well.


*Note: We have not given up on the people in Chicago who did not make 


their spay/neuter appointments. Although we did not do proper follow up 


immediately, we are working on getting back in touch with each person 


to see if we can get them back on track and to have their pet(s) spayed or 


neutered. We are already seeing success in reaching some of these people 


and rescheduling their spay/neuter appointments, thus demonstrating the 


positive results attained when adhering to the follow up process.


MULTIPLe ToUCHeS & 
FoLLow UP reqUIred
continued
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wHy breed SPeCIFIC FoCUS 
CAN be CoUNTerProdUCTIve


In most of our communities of focus, there is a predominance of pit bull type 


dogs, and there can be a temptation to offer events that are specific to these 


dogs only. When we use a comprehensive approach and the events are open 


to the entire community, we actually end up providing services to a higher 


number of pit bull type dogs than when we target pit bulls exclusively. 


Holding the ‘breed specific’ events not only misses a huge number of other 


pets and people in the neighborhoods who would benefit from the services, 


but we also end up serving fewer pit bulls. Since pit bull type dogs are 


oftentimes the most popular pet in the neighborhoods where we work, a 


well-planned and marketed event will inevitably bring out a high percentage 


of this type of dog. Many pit bull owners have expressed a level of distrust 


and feel negatively targeted when exclusive events are held, while the open 


events are much more welcoming.


Since there is a wide range of pets in the community, it is important to avoid 


excluding anyone. Additionally, when we see poodles, cats, labs, pit bull 


type dogs, etc. all together at the same event, a great sense of community 


is created and we can begin to break down inaccurate perceptions of pit 


bull dogs. If we single these dogs out, then we should not be surprised 


when others do as well with negative intentions. Outreach events are a 


way to touch hundreds of people and pets in one day, and when we remove 


limitations, we can achieve greater success.


A clear difference in these approaches was demonstrated in a series of 


events we held in Chicago – two that were focused exclusively on pit bull 


type dogs and two that were open to the entire community. Aside from the 


breed-specific events (with invitations to the pit bull type dogs only) the 


events were all promoted similarly using a grassroots approach.
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what is the breed of your pet?


0 50 100 150 200


   Pit Bull/ 
Pit Bull Mix


  Toy Breed


  Cat


   Large Breed/ 
Other


   Mixed 
(unspecified)


   Medium 
Breed


Chicago 
10/15/11


Chicago 
4/9/11 


Chicago 
4/16/11*


Chicago 
8/27/11 *


0 50 100 150


* Pit Bull-specifc event


The majority of pet owners (between 63% and 96%) cite “word of mouth” 


and/or “flyers” as the way they learned about the event. The two pit bull 


targeted events drew far fewer pet owners, resulting in a total of 69 and 44 


pets, with a strong majority (98% and 75% respectively) being pit bull type 


dogs served (101 pit bull type dogs total). The two events inviting all pet 


owners from the communities of focus resulted in many more attendees, 


with 117 and 157 pets. Not only were more unaltered pets served overall, 


but more pit bull type dogs were served – with a total of 128 being drawn 


to these events – because they were open and advertised to the entire 


community.


wHy breed SPeCIFIC FoCUS 
CAN be CoUNTerProdUCTIve
continued
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In the field of companion animal welfare, there have primarily been two 


points of measurement used to determine if a community is doing a good 


or bad job at reducing suffering and saving pets’ lives: the intake and 


disposition numbers at local shelters. While these numbers are important, 


they tell a limited story. A significant segment of the population does not use 


(and are likely unfamiliar with) shelter, humane society, or animal control 


services, and therefore are not represented using these traditional forms 


of measurement. Shelter statistics are important, but if we want to address 


community animal welfare in a holistic way, we must look beyond them and 


take other factors into consideration.


Furthermore, there is a common misconception that areas indexing high 


in calls and shelter intake are also the logical areas to target with outreach 


work and low- or no-cost services. Although it is important to target high 


intake areas, it is also critical not to ignore underserved neighborhoods 


with low intake, based on the assumption that there must not be a problem 


if intake is low. We have discovered that many of the lowest income areas 


are not producing the largest numbers of intake for shelters, often because 


of the lack of trust or understanding residents of the communities have with 


the animal service providers and/or the accessibility to the services. These 


neighborhoods, however, are likely producing uncounted numbers and a 


significant portion of pets that end up in neighboring zip codes.


HAve yoU ever CoNTACTed 
ANIMAL CoNTroL or THe SHeLTer?
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HAve yoU ever CoNTACTed 
ANIMAL CoNTroL or THe SHeLTer?
continued


Have you ever called animal control or the shelter?
[base: n=946, pet owners]


At our community outreach events, a large percentage of attendees (82% of 


pet owners with altered pets and 84% of pet owners with unaltered) answer 


‘no’ to the question “Have you ever contacted Animal Control or the Animal 


Shelter?“, even when provided with multiple choice options of services 


commonly utilized. As a result, we can conclude that the shelter and animal 


control numbers are not on their own adequately addressing the full scope 


of companion animal suffering. We need to look deeper and continue to 


create new measurements that recognize the importance of working in 


underserved communities.


Yes
13%


No
87%
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HAS yoUr PeT ever 
beeN To A veT?


At the community outreach events, we have learned that a majority of 


attendees have never taken their pet/s to a veterinarian prior to the event being 


held. These results are not surprising, since we focus our events in significantly 


underserved areas that almost always lack access to a full service veterinarian 


in the immediate geographical location, and attendees are often culturally 


unaware of the importance or benefits of regular veterinary visits.


Furthermore, not having affordable veterinary services close to home makes 


such visits very difficult; these communities are largely made up of people 


living at or below the poverty level. Finding and utilizing animal welfare 


services is not a norm, and reliable personal transportation is often unavailable 


(especially since pets are usually not allowed on public transportation). 


The average income level in these communities also makes traditional 


veterinary care financially out of reach for most people and their pets. This is 


evidenced by the fact that most pets in attendance at the events are not altered, 


and people are willing to stand in line for hours to receive a single vaccination. 


In fact, at most events we see a much higher number of people whose pet(s) 


have never been to a vet than is indicated in the following chart. The overall 


numbers shown here are more even, due to the one large event in Toledo that 


attracted an abnormally high number of altered pets. When we attract more 


of our target audience to events, the percent having never seen a vet is much 


Yes
47%


No
53%


Has your pet been to a veterinarian?
[base: unaltered pets, n=821, 8 events]







15


higher, such as the 61% of the attendees at an Atlanta event. We have also found 


that of those who have seen a vet before the outreach event, a large majority of 


those vet visits were due to an emergency and rarely for preventative care or 


general wellness.


A common misconception in the veterinary field is that if services are 


provided at low or no cost, this will cannibalize on the number of paying 


clients they would be serving. We have encountered this ideology in almost 


every market we have worked in, and although we have always maintained 


that the people and pets we are serving are not seeking general wellness 


care or spay/neuter at full service veterinarian offices, we can now clearly 


show that there is a large segment of the pet owning population that has 


never seen a veterinarian and until properly engaged on the issue, will 


not do so. The people we meet (and who are being ‘seen’ for the first time 


by those in the animal welfare field) love their pets and want to make the 


healthiest decisions possible. Once they trust the service providers and 


are given proper information in a way that is respectful, many of them will 


choose to integrate wellness care when and where they can afford it. The 


data collected shows that these free clinics and free vet services are not 


taking away paying clients, but rather creating new ones, providing the 


opportunity to have an extremely positive impact on companion animal 


health in a given community.


The strong correlation between unaltered animals and never having been 


to a veterinarian is an important one for both the animal welfare and 


veterinary communities to recognize. We now have evidence that strongly 


suggests that the more accessible and affordable veterinary services are, 


the more likely we are to see an increase in sterilization rates, helping to 


control companion animal populations, especially of those animals more 


at-risk of suffering or becoming homeless, such as pit bulls and cats. It is 


our mission to use findings such as this to inform dialogue, policy, and 


outcomes for companion animal welfare.


HAS yoUr PeT ever 
beeN To A veT?
continued
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wHere dId yoU 
geT yoUr PeT?


Where pets are obtained differs between those with altered and those 


with unaltered pets. We have found that pet owners with unaltered pets 


are much more likely (52%) to have acquired their pet from a friend, family 


or neighbor, than pet owners of altered pets (31%). Owners of unaltered 


pets are also significantly more likely to have acquired their pets through 


a “breeder”. Note, we understand from our “on the street” dialogs with 


people within the target communities that in this context, “breeder” is a 


combination of some larger scale breeding operations and individual pet 


owners mating one or two dogs for the sale of puppies, and they refer to 


themselves as breeders.


where did you get your pet?
[base: 6 events]


0


10


20


30


40


50


60
52%


31%


21%


13%


7%


15%


6%7%
5%


3% 3%
5%


3%3% 3%


25%


 Unaltered Pet [n=807]
 Altered Pet [n=443]


Fr
ie


nd, F
am


ily
, N


ei
ghbor


Bre
ed


er


St
ra


y/
Fo


und


Pe
t’s


 Li
tte


r


Oth
er


New
sp


ap
er


, O
nlin


e


Pe
t S


to
re


Sh
el


te
r, 


Res
cu


e







17


This data suggests that people within underserved communities are 


likely having multiple unwanted litters that they rely on friends, family 


and neighbors to take. This also further supports our suggestion that the 


shelter is not on the radar of these pet owners since they are not bringing 


in their pets, and the shelter numbers do not represent the full story on pet 


population, as these litters are not ending up at the shelter.


Through the data collected at events, we have also learned that owners 


of altered pets are more likely to have rescued a stray (15% vs 7% of 


unaltered pets) or shelter animal (25% vs 3% of unaltered pets). This 


suggests a connection between the likelihood of a person to choose to 


have their pet spayed or neutered and an awareness of companion animal 


overpopulation. This is the second time HSUS research has underscored 


the importance of including information about shelter overpopulation 


and euthanasia in spay/neuter messaging, and in drawing a personal 


connection between the state of pet homelessness and an individual’s 


decision to sterilize their own pet(s).


wHere dId yoU 
geT yoUr PeT?
continued
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CALL To ACTIoN


The findings here contain valuable information for anyone working 


to improve companion animal health and welfare. For animal welfare 


organizations and advocates, we hope that this will influence a shift towards 


an understanding of how animal welfare issues fit within a complex set 


of human circumstances. We will not be successful in our efforts to save 


animal lives if we do not embrace the reality that many people and their 


companion animals live in poverty or various cultural realities, and that we 


will only improve conditions for animals when we build trusting and genuine 


relationships with their human caregivers and make animal care resources 


and information more accessible to them.


We need to be proactive and work to prevent animal suffering and 


homelessness by taking a critical look at where the greatest needs in our 


communities exist, and doing what we can to make sure we are inclusive 


in our efforts. We must 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 may exist that prevent many 


people with pets from accessing basic animal health care. 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 find new solutions that benefit all interests. To create long 


term change, lessen suffering and reduce shelter intake, we must embrace 


a new perspective.
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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]
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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
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“ 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
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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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In los angeles,


58,000
Pets are put
down every year.


THIS VOUCHER IS VALID FOR  OFF  
YOUR NEXT SPAY/NEUTER APPOINTMENT.
Name 


Telephone 


Address 


Appointment Date/Time 


contact@yourorganization.org • 555-123-4567 • 555 smith road, los angeles CA 90027
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Why Is My Cat Scratching the Furniture?


Scratching things is normal for cats. They don’t scratch to be bad or because they’re mad at you. They scratch to get rid of the dead outer layer of their 
claws, leave scratch marks and their scent to say “this is mine,” stretch their bodies and work off energy.  You just need to give your cat things you want 
him to scratch more than he wants to scratch your sofa or curtains. The first step is to make it unpleasant to scratch the sofa. It’s best to do this before 
your cat ever starts to scratch there. Cover the parts he’d like to scratch – the arms and the edges – with double-sided tape. If he tries to scratch there, 
he won’t like the sticky feeling on his paws. 


Next you need to give him something that you want him to scratch instead of the sofa. You can buy or make a scratching post.  It should be tall enough 
for your cat to have a good stretch and strong enough so that it doesn’t fall over when he scratches it. The post and the base might be covered with 
carpet or rope. 


Scratching things is the way your cat says, “This is mine. See me scratch.” So, you might need to have more than one scratching post (or scratcher) 
and put it somewhere you’ll see him using it. For example, cats like to scratch when they first wake up, so put a scratching post near his favorite 
sleeping spot. When you see him scratch on his post, tell him what a good cat he is. The best way to get your cat to use his scratching post is by 
playing with him near it. It’s not safe to let your cat play with a string by himself, but if you move a string around the scratching post, your cat will get 
excited and try to get the string. When he does, his claws will grab the scratching post and he’ll see how good it feels. Don’t take your cat over to the 
scratching post or scratcher and move his paws on it to try to show him what to do. He probably won’t like you holding his paws and you might scare 
him. Then he won’t want to have anything to do with the scratching post or scratcher. 


Don’t yell at or hit your cat for scratching where you don’t want him to. It won’t tell him where you do want him to scratch. It will only scare him or 
make him try to scratch or bite you in order to protect himself. If you catch him scratching your sofa, clap your hands loudly to get his attention. Then 
use the string to lead him to the scratching post. 


If your cat continues to scratch the sofa, you may have to put double-sided tape on those spots AND put the scratching post nearby. If you tell him he’s 
a good boy when you catch him using the scratching post, he’ll want to continue because he likes the attention. But, if he only gets attention when he’s 
scratching the sofa, even if you’re yelling at him, he may continue to scratch the sofa because he wants your attention. When your cat is using the post, 
start to slowly move it away from the sofa to the place you want it to be. Once your cat isn’t scratching the sofa and is using his scratching post in the 
new location for several weeks, take the tape off the sofa one small piece at a time.


Trimming your cat’s front claws is another way to protect your sofa and curtains. Before you try to trim your cat’s claws, it’s important to get him used 
to having his feet touched and gently squeezed. Then, with your cat on your lap and facing away from you, hold his paw in your hand with your thumb 
on top and your other fingers on the bottom. Gradually press harder on the bottom to make each claw come out one at a time. Give him treats when 
he doesn’t fuss!  Now look for the pink color in the thick part of the claw. When you actually trim your cat’s claws, don’t cut into this pink part, as it 
will bleed and hurt your cat. Until you and your cat are used to the routine, only trim one or two claws a day. Only clip the sharp tip of the claw. It 
may be easier to trim your cat’s claws if someone else holds the cat. If you’re still uncomfortable or having trouble, ask someone that’s good at 
trimming claws to show you how it’s done. 
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The Humane Society of the United States’ Pets for Life (PFL) program 


helps to build humane communities using innovative strategies and fresh 


approaches designed to extend the reach of animal services, resources, 


and information to underserved areas. Addressing the critical need for 


accessible, affordable pet care, our program helps animals by empowering 


the people who care for them. Communities of focus are identified through 


an in-depth assessment of income and other demographics, and the 


presence of animal care and veterinary services. This careful process 


is done in order to reach pet owners who face the greatest cultural and 


practical barriers in accessing services, such as cost, transportation, or 


lack of knowledge. One of the ways this is achieved is through large-scale 


community outreach events at which free and low-cost wellness and health 


care services such as vaccinations, spay/neuter, and others are provided.


Through the planning, training and execution of these events and focusing 


on underserved neighborhoods, PFL has created an effective methodology 


of how to perform a community assessment: identifying where the greatest 


need for services exists, how to conduct community outreach through 


building trust and relationships, how to execute an outreach event 


reaching a large number of pet owners with unaltered pets, and how to 


utilize follow-up to ensure an ongoing connection. The data in this report 


is evidence that there are large segments of our population that are not 


counted in animal welfare or veterinary statistics, and which are not 


being serviced by the animal welfare and veterinary fields. To successfully 


address this current gap in services, animal welfare service providers 


must recognize and understand the value in building trusting relationships 


with the human caregivers of companion animals. Meeting people where 


they are, approaching them without judgment, and understanding their 


circumstances is critical to the efforts of animal welfare service providers 


in creating real and lasting change in their communities. In other words, 


helping pets means helping people.


INTrodUCTIoN
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Since March 2010, The HSUS team has traveled to 11 markets in different 


regions of the U.S. and held 16 community outreach events with local 


partners, serving over 4,000 people and their 5,377 pets. The findings in 


this report are backed by data collected directly from pet owners who 


attended those events. Every pet that received services has a record and 


was considered in our data sets. A total of 5,377 short surveys in which 


pet owners responded to between 8 and 16 questions provides us with 


statistically valid information; that data has enabled PFL to confidently 


project and predict similar findings for the greater population within our 


target communities. This quantifiable feedback has provided the necessary 


validation for many presumptions that we can now address, while tracking 


and confirming effectiveness of the PFL approach. Furthermore, the data 


gathering process is cumulative and will continue to be built upon, helping 


paint a more detailed picture of where the most attention is needed. Finally, 


the data represents only part of the story; the full story of people and their 


pets can only be realized through continued relationship-building with the 


families.


INTrodUCTIoN
continued
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How did you hear about this event?
[base: pet owners, n=841, 8 events]


Community outreach events were advertised and/or promoted using various 


methods depending on the market. When the event was promoted more 


heavily, through broadly targeted, traditional media such as television PSA’s 


or interviews, a proportionate number of attendees reported hearing of the 


event this way. For example, overall 14% (base: 8 events, 841 pet owners) 


cited TV/Radio as how they learned of the event, whereas in Toledo, a 


market that relied heavily on broadcast media promotion, 32% (n=313) cited 


broadcast media. An unsurprising correlation surfaces when comparing 


the overall average percentage of unaltered pets attending events to just 


one market such as Toledo. Overall, 66% (n=3,590/14 events) of the pets at 


outreach events were unaltered. In Toledo, where many efforts were made 


toward securing local broadcast media as a primary promotional method, 


only 45% (n=513 for Toledo) of the pets were unaltered.


MeeTINg PeoPLe 
wHere THey Are


Flyer 35%


Online / Social 
Media 14%


Broadcast Media 
(Radio, TV) 14%


Newsprint, Print 
Advertising 1%


Walk, drove by 1%
Other (Church bulletin, 
unspecified) 6%


Word of Mouth 30%
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Unaltered vs. Altered Pets per event


n=513,
Toledo Event


n=3590,
14 events
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Unaltered 
Pets


Altered 
Pets


0 10 20 30 40 50 60 70 80


Although the total attendance for an event may increase with traditional 


advertising, driving more target pet owners is not guaranteed. When non-


traditional tactics are used, however, the results are more in line with PFL 


program goals: over 60% of the pets attending such events were unaltered.


When grassroots tactics were the primary promotional approach (i.e. when 


high percentages of attendees heard about the event through flyers or 


word of mouth) the proportion of attendees with unaltered pets – the target 


audience for spay/neuter messaging – significantly increased.


This data suggests that to most efficiently and effectively reach our target 


pet owner, we need to be out in the community: engaging people, having 


conversations and building a familiarity with our message and services, 


instead of relying solely on traditional marketing strategies.


Event
Market


Percent of 
Unaltered 
Pets


Pet Owner Cited Method for Learning 
About Event


Flyer
Word of 
Mouth


TV/
Radio


Online/
Internet


Toledo 45% 28% 15% 32% 17%


Baton Rouge 82% 42% 30% 6% 12%


Chicago 85% 41% 48% 1% 4%


Philadephia 72% 28% 51% 2% 17%


MeeTINg PeoPLe 
wHere THey Are
continued


45%


55%


66%


34%
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MULTIPLe ToUCHeS & 
FoLLow UP reqUIred


Community outreach events present the perfect opportunity to start 


building relationships in the community and can be the positive 


introduction needed when working in a PFL neighborhood. Building trust 


takes time and is essential to achieving success in our work, particularly 


on the issue of spay/neuter. When we hold a community outreach event, 


one of the main goals is to discuss spay/neuter with the attendees and 


offer reduced or no-cost vouchers for people to have their pets altered 


whenever possible. Importantly, the grassroots marketing leading up to 


a microchip or vaccination clinic not only serves the purpose of informing 


a community about and driving pet owners to the event – it also creates 


an opportunity to meet people where they are while canvassing their 


neighborhood with event flyers.


On event day, those who have been engaged previously through 


advertising and/or canvassing are already familiar and have experienced 


a connection. In these cases, we have found conversations about 


wellness and spay/neuter to be much easier and better received. We 


have experienced firsthand that in our second or third conversation with 


people, they are incredibly open and willing to talk with us about ways 


they may need help with their pets. An example of the importance of 


touching people multiple times and the better connection this creates 


is demonstrated in the number of spay/neuter appointments set by pet 


owners at two Baton Rouge events held six months apart.


Baton Rouge
[1st event]


Baton Rouge
[2nd event]


Increase from
1st to 2nd Event


# of Pets at Event 215 259 20%


% of Unaltered Pets 77% 82% 5%


# of S/N Appts Set 49 163 233%


% of Unaltered Pets 
with S/N Appts


30% 77% 44%
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At the first event, minimal grassroots advertising was implemented, whereas 


with the second event, extensive canvassing efforts took place in the target 


community by HSUS, illume (a strategic communications firm) and local 


organizations being trained on effective promotional outreach techniques. 


At the first event, 49 spay/neuter appointments were set up, whereas at 


the second event in the spring, 163 were set. More impressive was the 


percentage of unaltered pets attending the second event that were signed 


up that day for spay/neuter: 77% [213 total], up from 30% [165 total] of 


unaltered pets from the first event.


Importantly, the success is not marked solely by the appointments set (or 


number of vouchers being disseminated) at the events – some of the most 


critical work is done through an organized and persistent follow-up effort. 


The people and pets living in underserved communities of focus have in 


many ways been invisible to animal service providers and have become 


used to broken promises. Therefore, a consistent presence in the community 


is necessary for residents to have confidence in services being offered.


It is crucial that we follow up almost immediately with a phone call (or 


visit if contact is not made via phone) to each person who was issued a 


spay/neuter voucher, let them know we appreciate their coming to the 


event, and ask if they have any questions about their appointment or the 


services provided. This will increase the likelihood they will have a positive 


experience with spay/neuter and – ideally – they will become ambassadors 


to others in their community. Additional follow-up is needed a day or two 


before the appointment date to confirm nothing unexpected has occurred 


since the first follow-up, and to once more encourage and share a positive 


message with the voucher holder. When we follow this process, the 


percentage of people who redeem their vouchers and follow through with 


their spay/neuter appointment increases significantly.


MULTIPLe ToUCHeS & 
FoLLow UP reqUIred
continued







8


Completed Spay/Neuter Appointments
Toledo
[n=112] 83%


82%


80%


30%


0 20 40 60 80 100


Philadelphia 
[n=77]


Atlanta
[n=71]


Chicago
[n=71, 3 
events]
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As demonstrated through Toledo, Philadelphia and Atlanta events, we were 


able to set up 112, 77 and 71 spay or neuter appointments respectively, and 


after a thorough follow-up process, 83%, 82% and 80% of people had their 


pets spayed or neutered. In Chicago, we did not follow up appropriately 


with the pet owners who received vouchers at the outreach events, and the 


results suffered, with only 30% [n=71, based on 3 events] of people showing 


up for their pet’s surgery.*


When doing follow-up, patience and friendly persistence is imperative. 


People conducting the follow-up must remain non-judgmental and continue 


to foster positive relationships while sharing information. Some people 


take longer than others to decide to have their pet spayed/neutered, as 


they gather and process the reasons for having the surgery done. Notably, 


some may have misconceptions about the procedure, the results, or they 


simply have never given it much thought until being engaged on the topic 


by our PFL team or service providers. Regardless, people must come to this 


decision on their own – pet owners will unlikely comply if they feel forced 


into it or are given ultimatums. If people say no at first, we keep the lines 


of communication open and positive. It is also important to follow up with 


those who attended the event with unaltered pets, but who did not receive 


vouchers and/or set up a spay/neuter appointment. Word of mouth travels 


MULTIPLe ToUCHeS & 
FoLLow UP reqUIred
continued
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very swiftly and if people are treated with disrespect, they will share that 


with others. In the same vein, if people feel heard and understood, they will 


spread that message throughout their neighborhood as well.


*Note: We have not given up on the people in Chicago who did not make 


their spay/neuter appointments. Although we did not do proper follow up 


immediately, we are working on getting back in touch with each person 


to see if we can get them back on track and to have their pet(s) spayed or 


neutered. We are already seeing success in reaching some of these people 


and rescheduling their spay/neuter appointments, thus demonstrating the 


positive results attained when adhering to the follow up process.


MULTIPLe ToUCHeS & 
FoLLow UP reqUIred
continued
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wHy breed SPeCIFIC FoCUS 
CAN be CoUNTerProdUCTIve


In most of our communities of focus, there is a predominance of pit bull type 


dogs, and there can be a temptation to offer events that are specific to these 


dogs only. When we use a comprehensive approach and the events are open 


to the entire community, we actually end up providing services to a higher 


number of pit bull type dogs than when we target pit bulls exclusively. 


Holding the ‘breed specific’ events not only misses a huge number of other 


pets and people in the neighborhoods who would benefit from the services, 


but we also end up serving fewer pit bulls. Since pit bull type dogs are 


oftentimes the most popular pet in the neighborhoods where we work, a 


well-planned and marketed event will inevitably bring out a high percentage 


of this type of dog. Many pit bull owners have expressed a level of distrust 


and feel negatively targeted when exclusive events are held, while the open 


events are much more welcoming.


Since there is a wide range of pets in the community, it is important to avoid 


excluding anyone. Additionally, when we see poodles, cats, labs, pit bull 


type dogs, etc. all together at the same event, a great sense of community 


is created and we can begin to break down inaccurate perceptions of pit 


bull dogs. If we single these dogs out, then we should not be surprised 


when others do as well with negative intentions. Outreach events are a 


way to touch hundreds of people and pets in one day, and when we remove 


limitations, we can achieve greater success.


A clear difference in these approaches was demonstrated in a series of 


events we held in Chicago – two that were focused exclusively on pit bull 


type dogs and two that were open to the entire community. Aside from the 


breed-specific events (with invitations to the pit bull type dogs only) the 


events were all promoted similarly using a grassroots approach.
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what is the breed of your pet?


0 50 100 150 200


   Pit Bull/ 
Pit Bull Mix


  Toy Breed


  Cat


   Large Breed/ 
Other


   Mixed 
(unspecified)


   Medium 
Breed


Chicago 
10/15/11


Chicago 
4/9/11 


Chicago 
4/16/11*


Chicago 
8/27/11 *


0 50 100 150


* Pit Bull-specifc event


The majority of pet owners (between 63% and 96%) cite “word of mouth” 


and/or “flyers” as the way they learned about the event. The two pit bull 


targeted events drew far fewer pet owners, resulting in a total of 69 and 44 


pets, with a strong majority (98% and 75% respectively) being pit bull type 


dogs served (101 pit bull type dogs total). The two events inviting all pet 


owners from the communities of focus resulted in many more attendees, 


with 117 and 157 pets. Not only were more unaltered pets served overall, 


but more pit bull type dogs were served – with a total of 128 being drawn 


to these events – because they were open and advertised to the entire 


community.


wHy breed SPeCIFIC FoCUS 
CAN be CoUNTerProdUCTIve
continued
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In the field of companion animal welfare, there have primarily been two 


points of measurement used to determine if a community is doing a good 


or bad job at reducing suffering and saving pets’ lives: the intake and 


disposition numbers at local shelters. While these numbers are important, 


they tell a limited story. A significant segment of the population does not use 


(and are likely unfamiliar with) shelter, humane society, or animal control 


services, and therefore are not represented using these traditional forms 


of measurement. Shelter statistics are important, but if we want to address 


community animal welfare in a holistic way, we must look beyond them and 


take other factors into consideration.


Furthermore, there is a common misconception that areas indexing high 


in calls and shelter intake are also the logical areas to target with outreach 


work and low- or no-cost services. Although it is important to target high 


intake areas, it is also critical not to ignore underserved neighborhoods 


with low intake, based on the assumption that there must not be a problem 


if intake is low. We have discovered that many of the lowest income areas 


are not producing the largest numbers of intake for shelters, often because 


of the lack of trust or understanding residents of the communities have with 


the animal service providers and/or the accessibility to the services. These 


neighborhoods, however, are likely producing uncounted numbers and a 


significant portion of pets that end up in neighboring zip codes.


HAve yoU ever CoNTACTed 
ANIMAL CoNTroL or THe SHeLTer?
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HAve yoU ever CoNTACTed 
ANIMAL CoNTroL or THe SHeLTer?
continued


Have you ever called animal control or the shelter?
[base: n=946, pet owners]


At our community outreach events, a large percentage of attendees (82% of 


pet owners with altered pets and 84% of pet owners with unaltered) answer 


‘no’ to the question “Have you ever contacted Animal Control or the Animal 


Shelter?“, even when provided with multiple choice options of services 


commonly utilized. As a result, we can conclude that the shelter and animal 


control numbers are not on their own adequately addressing the full scope 


of companion animal suffering. We need to look deeper and continue to 


create new measurements that recognize the importance of working in 


underserved communities.


Yes
13%


No
87%
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HAS yoUr PeT ever 
beeN To A veT?


At the community outreach events, we have learned that a majority of 


attendees have never taken their pet/s to a veterinarian prior to the event being 


held. These results are not surprising, since we focus our events in significantly 


underserved areas that almost always lack access to a full service veterinarian 


in the immediate geographical location, and attendees are often culturally 


unaware of the importance or benefits of regular veterinary visits.


Furthermore, not having affordable veterinary services close to home makes 


such visits very difficult; these communities are largely made up of people 


living at or below the poverty level. Finding and utilizing animal welfare 


services is not a norm, and reliable personal transportation is often unavailable 


(especially since pets are usually not allowed on public transportation). 


The average income level in these communities also makes traditional 


veterinary care financially out of reach for most people and their pets. This is 


evidenced by the fact that most pets in attendance at the events are not altered, 


and people are willing to stand in line for hours to receive a single vaccination. 


In fact, at most events we see a much higher number of people whose pet(s) 


have never been to a vet than is indicated in the following chart. The overall 


numbers shown here are more even, due to the one large event in Toledo that 


attracted an abnormally high number of altered pets. When we attract more 


of our target audience to events, the percent having never seen a vet is much 


Yes
47%


No
53%


Has your pet been to a veterinarian?
[base: unaltered pets, n=821, 8 events]
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higher, such as the 61% of the attendees at an Atlanta event. We have also found 


that of those who have seen a vet before the outreach event, a large majority of 


those vet visits were due to an emergency and rarely for preventative care or 


general wellness.


A common misconception in the veterinary field is that if services are 


provided at low or no cost, this will cannibalize on the number of paying 


clients they would be serving. We have encountered this ideology in almost 


every market we have worked in, and although we have always maintained 


that the people and pets we are serving are not seeking general wellness 


care or spay/neuter at full service veterinarian offices, we can now clearly 


show that there is a large segment of the pet owning population that has 


never seen a veterinarian and until properly engaged on the issue, will 


not do so. The people we meet (and who are being ‘seen’ for the first time 


by those in the animal welfare field) love their pets and want to make the 


healthiest decisions possible. Once they trust the service providers and 


are given proper information in a way that is respectful, many of them will 


choose to integrate wellness care when and where they can afford it. The 


data collected shows that these free clinics and free vet services are not 


taking away paying clients, but rather creating new ones, providing the 


opportunity to have an extremely positive impact on companion animal 


health in a given community.


The strong correlation between unaltered animals and never having been 


to a veterinarian is an important one for both the animal welfare and 


veterinary communities to recognize. We now have evidence that strongly 


suggests that the more accessible and affordable veterinary services are, 


the more likely we are to see an increase in sterilization rates, helping to 


control companion animal populations, especially of those animals more 


at-risk of suffering or becoming homeless, such as pit bulls and cats. It is 


our mission to use findings such as this to inform dialogue, policy, and 


outcomes for companion animal welfare.


HAS yoUr PeT ever 
beeN To A veT?
continued
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wHere dId yoU 
geT yoUr PeT?


Where pets are obtained differs between those with altered and those 


with unaltered pets. We have found that pet owners with unaltered pets 


are much more likely (52%) to have acquired their pet from a friend, family 


or neighbor, than pet owners of altered pets (31%). Owners of unaltered 


pets are also significantly more likely to have acquired their pets through 


a “breeder”. Note, we understand from our “on the street” dialogs with 


people within the target communities that in this context, “breeder” is a 


combination of some larger scale breeding operations and individual pet 


owners mating one or two dogs for the sale of puppies, and they refer to 


themselves as breeders.


where did you get your pet?
[base: 6 events]
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This data suggests that people within underserved communities are 


likely having multiple unwanted litters that they rely on friends, family 


and neighbors to take. This also further supports our suggestion that the 


shelter is not on the radar of these pet owners since they are not bringing 


in their pets, and the shelter numbers do not represent the full story on pet 


population, as these litters are not ending up at the shelter.


Through the data collected at events, we have also learned that owners 


of altered pets are more likely to have rescued a stray (15% vs 7% of 


unaltered pets) or shelter animal (25% vs 3% of unaltered pets). This 


suggests a connection between the likelihood of a person to choose to 


have their pet spayed or neutered and an awareness of companion animal 


overpopulation. This is the second time HSUS research has underscored 


the importance of including information about shelter overpopulation 


and euthanasia in spay/neuter messaging, and in drawing a personal 


connection between the state of pet homelessness and an individual’s 


decision to sterilize their own pet(s).


wHere dId yoU 
geT yoUr PeT?
continued
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CALL To ACTIoN


The findings here contain valuable information for anyone working 


to improve companion animal health and welfare. For animal welfare 


organizations and advocates, we hope that this will influence a shift towards 


an understanding of how animal welfare issues fit within a complex set 


of human circumstances. We will not be successful in our efforts to save 


animal lives if we do not embrace the reality that many people and their 


companion animals live in poverty or various cultural realities, and that we 


will only improve conditions for animals when we build trusting and genuine 


relationships with their human caregivers and make animal care resources 


and information more accessible to them.


We need to be proactive and work to prevent animal suffering and 


homelessness by taking a critical look at where the greatest needs in our 


communities exist, and doing what we can to make sure we are inclusive 


in our efforts. We must 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 may exist that prevent many 


people with pets from accessing basic animal health care. 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 find new solutions that benefit all interests. To create long 


term change, lessen suffering and reduce shelter intake, we must embrace 


a new perspective.
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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
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“ 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
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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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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]
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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
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“ 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
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under-served communities
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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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HUMANE SOCIETY
VETERINARY MEDICAL ASSOCIATION


• National veterinary medical association, founded in 2008


• Focus: animal health & welfare


• Affiliate of The Humane Society of the United States
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HUMANE SOCIETY
VETERINARY MEDICAL ASSOCIATION


ADVOCATE 
• Animal advocacy and public outreach


SERVE
• Field Services direct care opportunities


EDUCATE
• Education for veterinary students 
• CE for professional practitioners


AGENDA


• The problem
– Euthanasia of healthy pets


• Part of the solution
– Early-age sterilization


– Safe


– Not a new concept


– Advantages


– Pediatric concerns


– Surgical techniques and tips (video)


– Fears vs. Facts


– Endorsements
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• Millions of cats and dogs in the US are euthanized 
in animal shelters every year


• Euthanasia of healthy pets is the NUMBER ONE 
cause of death for cats and dogs
– A loss of 10% to 15% of the total pet population each 


year1


THE PROBLEM: Pet Overpopulation


If this were a new disease we would 
be out in force!


Issue :  When should animals be surgically sterilized?


• Waiting to sterilize until sexual maturity2


– Accidental pregnancies


� Nearly all cat litters are unplanned, 1/3 of dog litters3


� 20% of cats and dogs have litters before they were neutered4


• Adopting out unaltered animals compounds the problem


– Up to 40% of new adopters DO NOT comply to neutering 
contracts


PART OF THE PROBLEM:
Age of Sterilization?







Spay Before They Stray:  The Benefits of Early-Age Sterilization


hsvma.org Page 4


• “Pediatric,” “Prepubertal,” and “Juvenile” Spay/Neuter


• Typically done between 8-16 weeks of age


• Education, Education, Education!
– Rescue organizations


– Veterinary practitioners


– Veterinary medical schools


– General public


Veterinary professionals can change 
community attitudes!


PART OF THE SOLUTION:
Early-age sterilization


• 6 months of age for surgical sterilization was 
arbi trarily chosen


• Some shelters began performing early-age 
sterilization anyway
– 1987 study found no significant increase in problems5


• Recent university studies also showed no 
substantial differences


EARLY-AGE STERILIZATION IS SAFE
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EARLY-AGE STERILIZATION:
Not a New Concept


Baby farm animals are castrated at very early ages


• Most effective method to 
prevent unwanted pregnancies


• Major tool for curbing pet 
overpopulation


• Behavioral benefits
– Helps reduce aggressiveness, 


spraying, and wandering


• Smaller doses and volumes of 
anesthetic drugs


EARLY-AGE STERILIZATION:
The Advantages
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Benefits to the patient 6


• Less stress


• Quicker recovery


• Less patient discomfort


• Faster healing 


• Fewer complications7


• No stressful heat cycles


• Smaller dose and volumes of anesthetic drugs used


• Significantly reduces the chances of mammary cancer 
later in life for females (particularly true in dogs)8 and the 
risk of non-neoplastic prostatic disease in male dogs9


EARLY-AGE STERILIZATION:
The Advantages


Benefits to the surgeon 6


• Absence of abdominal fat
– Better visualization and less 


dissection


• Less time and less effort (smaller 
scale = less time)
– Less trauma to the patient 


– Less time under anesthesia


• Less bleeding


• Elastic tissue for easier ligation


EARLY-AGE STERILIZATION:
The Advantages
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Benefits to animal rescue organizations


• Allows sterilization before adoption
– 100% compliance for sterilization 


• Decreases follow-up on compliance with 
adoption terms


• Neutered pets are preferred
– Can lead to increased adoption rates


• Number of animals surrendered decreases
– No “accidental” litters


– Fewer unwanted pets


EARLY-AGE STERILIZATION:
The Advantages


Benefits to veterinary practices
• Include spay/neuter as part of the kitten and puppy 


care packages
– When combined with the vaccination series, this 


streamlines the process for the client


– Easier for the guardian


– No loss in compliance due to time gap


• Fewer supplies and drugs used


• Faster surgery and recovery 
times


EARLY-AGE STERILIZATION:
The Advantages
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• It is fiscally responsible
– Reduces the millions of tax dollars 


spent on animal control services


Helps prevent putting down millions of pets!


EARLY-AGE STERILIZATION:
The Advantages


• Hypothermia
– Pre-op and post-op locations in a warm environment


� Avoid cold floors and stainless steel


– Place on a water blanket or gently heated surfaces during 
surgery


– Avoid excess alcohol use in prep
� Use warmed fluids instead (e.g., use warmed, sterile saline to 


rinse after scrubbing with warmed chlorhexidine soap)


• Hypoglycemia
– Do not fast for longer than 4 hours


– Feed soon after recovery (i.e., when on feet)


– May rub Karo syrup on gums as a preventative after surgery


SURGICAL TECHNIQUE:
Pediatric Concerns
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• Stress
– Pre-op and post-op locations 


in a quiet environment


– Limit anesthesia time


• Blood loss
– Avoid too much (pediatrics 


don’t bleed much)


SURGICAL TECHNIQUE: 
Pediatric Concerns


• Details well-described in veterinary literature 10-12


– Variety of techniques


EARLY-AGE STERILIZATION:
Surgical Technique
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• No one particular anesthetic 
protocol recommended


• Anesthesia is not greatly altered
– Adjust to smaller body size


– Use what you are comfortable with


• Peri-operative pain medications still 
necessary


• Heart rates and respiratory rates are 
faster


• Recovery is faster!


SURGICAL TECHNIQUE:
Common Sense Anesthesia


• Avoid excess alcohol use


• Warm fluids


• Not a lot of hair to shave


• Prep over scrotum for male puppies


• Skin is thinner 
– Take special care not to nick skin when shaving


SURGICAL TECHNIQUE: Surgical Prep
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• Tattoo on the inner part of the 
leg or at the incision


• Ear-tipping (feral cats)


• Wire suture in the abdomen


SURGICAL TECHNIQUE:
Identifying Marker of Sterilization


Paws & Purrs of A.R.A.S. Flickr stream


SURGICAL TECHNIQUE:
Early-Age Spay/Neuter Video


• Available for viewing, download, and/or purchase at:
tinyurl.com/tinyurl.com/HAvideoHAvideo


• Techniques demonstrated are one example


• Useful techniques for sterilizing young male and 
female puppies and kittens


• Assumes that the viewer has a working knowledge 


Humane Alliance Instructional Video Series
Veterinary Seminars In Spay/Neuter Surgery:  
Pediatrics
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• Lots of free peritoneal fluid (this is normal)


• Be gentle with pedicles


• Use absorbable, smaller suture (4-0, 3-0, or 2-0)


• Subcutaneous and intradermal closures are best


Females
• Spay incision site is more caudal in puppies (like cats)


• Reflect bladder if not finding uterus in large breed dogs


Males
• Cut on scrotum in male puppies


• Check for 2 testicles – they may roll around
― If not found, simply wait until the animal is older and bigger!


SURGICAL TECHNIQUE: Surgery Tips


• Frequently cited reasons that veterinarians are 
reluctant to endorse and practice early-age 
sterilization 13:
– Increased risk of urethral obstruction in male cats


– Urinary incontinence in female dogs


– Increased incidence of obesity


– Adverse effect on the developing immune system


– Abnormal growth patterns


– Perivulvar dermititis/vaginitis


EARLY-AGE STERILIZATION:
Fears vs. Fact
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• No difference in urethral diameters or 
urethral obstruction in male cats14


• No increased FLUTD in cats14


• Slightly higher incidence of non-
chronic cystitis in dogs15


• Urinary incontinence in female dogs 
increased15


– Wait until about 12 weeks of age to 
spay puppies


EARLY-AGE STERILIZATION STUDIES:
Urinary System


• No difference!


• Neutering overall lowers the 
resting metabolic rates (feed 
less!)


EARLY-AGE STERILIZATION STUDIES:
Obesity
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• Increased risk of infectious 
disease?


• No long term differences in 
dogs16


• Lower rates of feline asthma 
and gingivitis in the early-age 
group14


EARLY-AGE STERILIZATION STUDIES:
Immune System


• Growth rates unaffected in dogs 15


― Does not cause stunted growth


― In fact, the opposite is true (to a small degree)


• No increase in fractures or arthritis long term in dogs 16


• Slight increase in number of dogs diagnosed with hip 
dysp lasia 16


― However, those from the traditional age group were 3x more likely to be 
euthanized due to the severity of their hip dysplasia


• Related concern – increased risk of osteosarcoma in large 
breed dogs
– Gonadal hormones may modify the risk for development of osteosarcoma in 


large dogs17 but risk also increases with size and height18


– More studies are needed


EARLY-AGE STERILIZATION STUDIES:
Skeletal Growth
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• Perivulvar dermatitis
– While related to poor hygiene and obesity, was not 


related to early-age sterilization15,16


• Size of the penis and prepuce are smaller in 
the early-age sterilized dogs
– No associated clinical significance or medical 


conditons15,16


EARLY-AGE STERILIZATION STUDIES:
Anatomy of Penis, Prepuce, and Vulva


• Prevent unwanted pregnancies


• Help curb pet overpopulation


• Behavioral benefits


• Benefits to the patient


• Benefits to the surgeon


• Benefits to animal rescue 
organizations


• Benefits to veterinary practices


• It is fiscally responsible


• Saves lives!


EARLY-AGE STERILIZATION:
Review of the Advantages
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Veterinary medical associations :


• Humane Society Veterinary Medical Association


• American Veterinary Medical Association


• California Veterinary Medical Association


• Nevada Veterinary Medical Association


• Massachusetts Veterinary Medical Association


• Rhode Island Veterinary Medical Association


• Wisconsin Veterinary Medical Association


• American Animal Hospital Association


• Canadian Veterinary Medical Association


• American Association of Feline Practitioners


EARLY-AGE STERILIZATION: 
Endorsements


Humane and other associations :
• Humane Society of the United States (HSUS)


• American Kennel Club (AKC)


• Cat Fanciers’ Association


• Humane Alliance


• American Society for the Prevention of Cruelty to Animals 
(ASPCA)


• Bests Friends Animal Society


• Numerous local humane organizations


EARLY-AGE STERILIZATION: 
Endorsements
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Student Programs: 
hsvma.org/student | Cristina Stoyle, cstoyle@hsvma.org


Membership:
mymembership.hsvma.org | membership@hsvma.org


Field Services:
ruralareavet.org | staff@ravsmail.org


www.hsvma.orgwww.hsvma.org


LEARN MORE ABOUT HSVMA


ANY QUESTIONS?
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Elective gonadectomy of dogs and cats, most com-
monly performed as an OHE of females and castra-


tion of males, is one of the most common veterinary 
procedures performed in the United States.1 Increasing-
ly, dog owners and members of the veterinary profes-
sion throughout the world have questioned the optimal 
age for performance of these surgeries or whether they 
should even be performed as elective surgeries. The ob-
jective for the information reported here was to provide 
a review of the scientific evidence, which could be used 
by veterinarians to counsel clients appropriately on this 
issue.


Traditional Age at Gonadectomy


Currently, most veterinarians in the United States 
recommend that elective gonadectomy be performed 
in dogs and cats at 6 to 9 months of age. However, 
there does not appear to be any scientific evidence 
to document that this is the optimal age. In fact, the 
age at which pets have traditionally been spayed and 
neutered has varied through the years and with geo-
graphic location. In the early 1900s, OHE was per-
formed at 3 to 6 months of age and castration as early 
as 4 weeks of age.2 Over time, the recommended age 
for elective gonadectomy of small animals increased 
to 6 to 9 months of age. It has been hypothesized 
that this was the result of an increasing popularity 
of dogs and cats as pets as American citizens found 
themselves with more disposable income, a subse-
quent desire by those pet owners for reproduction 
control in their animals, and the intent of veterinar-
ians to provide the safest possible anesthesia and sur-
gery for these new “family members.” Despite great 
advances in anesthetic and surgical techniques and 
multiple studies that provide evidence for the safety 
of anesthesia and surgery in dogs and cats of younger 
ages, veterinarians in the United States still cling to 
the recommendation to perform gonadectomy at 6 
to 9 months of age, with the added stipulation that 
bitches and queens should be spayed before their 
first estrus.


In some parts of the world, elective gonadectomy 
is considered unethical and is strongly discouraged or 
disallowed by professional veterinary associations.2 
Elective gonadectomy is illegal in at least 1 country.3 
In 1 article4 published in Europe, elective gonadectomy 


Determining the optimal age  
for gonadectomy of dogs and cats


From the Department of Veterinary Clinical Sciences, College of Vet-
erinary Medicine, University of Minnesota, Saint Paul, MN 55108.


is decried as “the tool of despots and tyrants through-
out history,” and the author of that article claims that 
gonadectomized dogs are “canine eunuchs, condemned 
to live their lives in a physical and mental twilight.” 
That author also questions how a profession that pub-
licly declares itself the guardian of animal welfare can, 
with impunity, perform elective surgery on animals for 
human convenience.4


Cultural and personal factors, including religious 
affiliation, ethnic background, intended working life of 
the animal, urban or rural location of the household, 
and literacy status, also may be associated with the like-
lihood that an owner will request gonadectomy for a 
pet.5-7 Species and sex also play a role; in retrospective 
surveys, cats are more likely to be spayed or castrated 
than dogs, and bitches and queens are more likely to 
have undergone elective gonadectomy than stud dogs 
or tomcats.6-9


Surgical and anesthetic techniques for elective go-
nadectomy in dogs and cats of various ages are provided 
in the veterinary literature.10-12 The reported incidence 
of postoperative complications in 1,016 dogs and 1,459 
cats after elective surgery was 6.1% and 2.6%, respec-
tively, with most of these considered minor problems, 
including inflammation at the incision site and gastro-
intestinal tract upset.13 Complications were more com-
mon in dogs that underwent surgery when they were  
> 2 years of age.13 In a study14 in which investigators 
evaluated complications in 142 dogs undergoing OHE 
performed by fourth-year veterinary students, incidence 
of intraoperative complications was 6.3% and incidence 
of postoperative complications was 14.2%. Again, most 
of these were minor, including self-resolving hemor-
rhage and inflammation at the incision site and gastro-
intestinal tract upset. In that study,14 the high incidence 
of postoperative complications was associated with an 
increase in surgery time, which was in turn positively 
correlated with increasing body weight of the animal. 
In studies15-17 in which incidence of intraoperative and 
postoperative complications for elective gonadectomies 
performed at various ages was compared, the only com-
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plication associated with age at time of surgery was an 
increased incidence of postoperative infectious disease 
in dogs undergoing elective gonadectomy when they 
were < 12 weeks old. This may have been an artifact 
of the source from which dogs were recruited for the 
study.17 


Societal Benefits of Elective Gonadectomy


The primary societal benefits of elective gonadec-
tomy in dogs and cats are fewer animals relinquished to 
humane organizations and the fact that a specific ani-
mal’s contribution to pet overpopulation is minimized. 
Multiple studies9,18-20 have revealed that sexually intact 
dogs and cats are more likely to be relinquished to hu-
mane organizations than are those that are gonadecto-
mized. In only 1 study21 was it reported that there was 
an increased percentage of gonadectomized animals 
among those relinquished to humane organizations; 
animals in that study were relinquished for behavioral 
reasons, and it was considered likely that they had been 
gonadectomized as a possible treatment for behavioral 
problems, but with no subsequent improvement after 
surgery.


Millions of dogs and cats are euthanized at humane 
organizations annually in the United States, with esti-
mates of 5.4 to 9.1 million dogs and 5.7 to 9.5 million 
cats euthanized in 1990.22,23 Crude estimates of annual 
death rates in dogs and cats are 7.9% and 8.3%, respec-
tively.24 Statistics from humane organizations hous-
ing at least 100 animals/y, combined with these death 
rates, suggest that < 400,000 dogs and cats should be 
euthanized at humane organizations annually.25 Not all 
animals euthanized at humane organizations are eutha-
nized because of  overpopulation26; however, the afore-
mentioned study25 indicates that > 2 million dogs and 
cats were euthanized at those shelters alone and sub-
stantiates the loss of animal life and stress to workers at 
humane organizations associated with overpopulation 
of dogs and cats in the United States.


Sexually intact animals adopted from humane or-
ganizations may be returned or may reproduce, both 
of which would repopulate those shelters. In 1 study,8 
36.4% of relinquished animals were from unwanted lit-
ters. In a survey24 of dog- and cat-owning households 
in the United States, 56% of 154 canine litters and 68% 
of 317 feline litters were unplanned. There is a lack of 
knowledge about reproduction among animal owners; 
the most common reason reported for the unplanned 
canine litters was that the owner did not know the bitch 
was in heat.24 Up to 57% of bitch owners were unaware 
that bitches may cycle twice each year, up to 83% of cat 
owners were unaware that queens are seasonally poly-
estrous, and up to 61% of dog and cat owners were not 
certain or truly believed that their pet would be better if 
it had a litter before OHE was performed.9,27,28 


Owners that adopt animals from humane or-
ganizations routinely sign a spay-neuter contract. 
However, compliance with such contracts is typically  
< 60%.8,29 Up to 90% of veterinarians support man-
datory gonadectomy of dogs and cats prior to adop-
tion.30 Few venues exist for educating veterinarians 
in early-age gonadectomy of dogs and cats, with most 
being self-taught.30,31 Enhanced training of veterinari-


ans in early-age gonadectomy and pediatric anesthetic 
techniques, mandatory gonadectomy of dogs and cats 
prior to adoption, and increased education of dog and 
cat owners about small animal reproductive physiol-
ogy can only be of benefit in addressing these societal 
issues.


Benefits and Detriments of Elective 
Gonadectomy for Behavioral Concerns


Sexually dimorphic behaviors are those most com-
monly displayed by 1 sex, with mounting and urine 
spraying as primary examples.32 Aggression may be a 
sexually dimorphic behavior. Most commonly, only 
those forms of aggression associated with the presence 
of females in estrus (aggression between females or be-
tween males housed with those females) are considered 
sexually dimorphic. Gonadectomy and the subsequent 
decrease in gonadal steroid hormones have been cor-
related with a decrease in sexually dimorphic behav-
iors.18,33-37 Likelihood that gonadectomy will impact 
sexually dimorphic behaviors is not correlated with du-
ration of the problem behavior and may or may not be 
associated with prior sexual experience of the affected 
animal.35,36,38-41 Trainability of working dogs is not al-
tered by gonadectomy and does not vary with age of the 
dog at the time of gonadectomy.a 


Sexual behavior of male cats makes them extremely 
undesirable, and often unsafe, household pets.42 A de-
crease in sexually dimorphic behaviors after castration 
of male cats is an extremely powerful benefit of elective 
gonadectomy. Sexual behaviors of queens, bitches, and 
stud dogs, although still possibly undesirable, are less 
commonly so severe as to make these animals unten-
able as household pets. 


Nonsexually dimorphic behaviors are not typi-
cally affected by gonadectomy. One large-scale study43 
of dogs revealed a possible increase in noise phobias 
and decrease in separation anxiety and submissive uri-
nation associated with gonadectomy performed before 
the dogs were 5 months old. 


An increase in reactivity toward humans with 
strange (unfamiliar) dogs and in aggression toward 
family members has been reported after OHE of bitches 
in several studies.44-46 The reason for this possible ten-
dency has not been defined but may be attributable to 
a decrease in estrogen and oxytocin concentrations, 
both of which may exert antianxiety effects in some 
species.47 This tendency also may be a breed-specific 
phenomenon.


Cognitive function may be altered by gonadectomy. 
Comparison of the progression of cognitive dysfunction 
in sexually intact and castrated male dogs revealed a 
slowing of progression in sexually intact males.48 Sam-
ple size was small in that study, with only 6 dogs in the 
sexually intact male group. Androgen deprivation has 
been associated with increased amyloid deposition in 
brains of humans and rodents and with decreased syn-
apses in brains of rodents and nonhuman primates.49 
However, in a study50 in which investigators directly 
examined brain tissue for DNA damage, a significantly 
greater percentage of neurons had extensive DNA dam-
age in sexually intact Beagles than in castrated Beagles 
between 9 and 10.5 years of age.
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Benefits and Detriments of Elective 
Gonadectomy for Various Conditions 


Several conditions in dogs and cats can be impact-
ed by elective gonadectomy, including neoplasia and 
orthopedic diseases. Knowledge of the benefits and det-
riments associated with elective gonadectomy enables 
veterinarians to provide the best counsel to clients and 
also to promote animal health.


Mammary gland neoplasms—Mammary gland 
neoplasms are the most common tumors of female 
dogs, with a reported incidence of 3.4%, and they are 
the third most common tumors of female cats, with a 
reported incidence of 2.5%.51-55 Mammary gland neo-
plasms are the most common types of malignant tumors 
in dogs.53 Mean percentage of mammary gland tumors 
in female dogs that are malignant is 50.9%.53,56-58 In fe-
male cats, > 90% of mammary gland tumors are malig-
nant.53,59,60 Metastases are reported in up to 77% of dogs 
with mammary gland carcinomas, with the lungs being 
the site of metastasis in 30.8% of affected dogs.61,62 In 
1 study,62 59.7% of dogs in which a mammary gland 
tumor was diagnosed were euthanized at the time of 
diagnosis.


Increasing age and breed are risk factors for devel-
opment of mammary gland neoplasms, with a mean 
age at diagnosis of approximately 10 years in dogs and 
cats.52,63,64 Breeds reported to be at increased risk for 
developing mammary gland tumors include the Boxer, 
Brittany, Cocker Spaniel, Dachshund, English Setter, 
English Springer Spaniel, German Shepherd Dog, Mal-
tese, Miniature Poodle, Pointer, Toy Poodle, and York-
shire Terrier. Cat breeds reported to be at increased risk 
of tumor development are the Japanese domestic breeds 
and Siamese (Table 1).52,64,65


Maintenance of sexually intact status is a major 
risk factor for development of mammary gland tumors 
in dogs and cats.60,66 Overall, sexually intact dogs and 
cats have 7 times the risk of developing mammary 
gland neoplasms when they get older, compared with 
the risk for spayed dogs and cats.67 Compared with the 
incidence in sexually intact dogs, dogs spayed before 
their first estrus have a 0.5% risk, dogs spayed after 1 
estrus have an 8.0% risk, and dogs spayed after 2 es-
trous cycles have a 26.0% risk of developing mammary 
gland neoplasms when they get older.68 However, per-


forming an OHE may even have a substantial sparing 
effect in older dogs, with a reduced but still evident re-
duction for mammary gland neoplasms in dogs spayed 
as late as 9 years of age.69 


An exact cause-and-effect relationship between 
sexually intact status and mammary gland neoplasia 
has not been defined. Estrogen and progesterone have 
direct and indirect stimulatory effects on mammary 
gland tissue, and receptors for both hormones have 
been identified in normal and neoplastic mammary 
gland tissues.69-71 In 1 report,69 it was suggested that 
mammary gland neoplasms may be more likely to de-
velop in bitches that had overt pseudopregnancy more 
than 3 times during their life, which would support the 
hypothesis that there is a hormonal effect or a direct ef-
fect of malignant transformation of metabolically active 
mammary gland tissue. 


Prostatic neoplasms—The reported incidence of 
prostatic tumors in dogs is 0.2% to 0.6%, and pros-
tatic neoplasms in dogs are almost always malignant 
adenocarcinomas.72-74 There is neoplastic differentia-
tion in tissues of ductal or urothelial origin, which 
are androgen-independent tissues.75 However, cas-
trated dogs are at an increased risk for development 
of prostatic neoplasms, with the increase in risk rang-
ing from 2.4 to 4.3 times that of sexually intact male 
dogs (Table 2).72,74-76 Mean age of dogs at diagnosis 
is approximately 10 years, with slightly younger dogs 
having prostatic adenocarcinoma with metastases to 
bones.74,77,78 An exact cause-and-effect relationship has 
not been defined, but it has been suggested75 that de-
privation of androgens does not act to initiate neopla-
sia; rather, androgen deprivation permits progression 
of disease.


Other types of tumors—Testicular tumors are the 
second most common tumor type in dogs, with a re-
ported incidence of 0.9%.b Mean age of dogs at diag-
nosis is approximately 10 years.63,64,79 Most tumors are 
readily diagnosed during physical inspection. Malig-
nancy is considered low for all types of testicular tu-
mors; therefore, castration is curative.80


Ovarian and uterine tumors are uncommon in 
dogs and cats. Although malignant tumors of both tis-
sues have been reported, metastasis is rare and OHE is 
curative in most situations.81-84


Table 1—Benefits and detriments of OHE for various conditions in female cats.


	 	 	 Substantial	 Specific
Condition	 Incidence	 morbidity?	 breeds	at	risk?


Benefits	 	 	
	 Mammary	gland	neoplasms	 2.5%	in	all	cats;	greatly		 Yes	 Yes*
								 		reduced	when	spayed	
	 				 		before	first	estrus	
					Ovarian	or	uterine	tumors	 Low	 No	 No
					Pyometra	 Increases	with	age		 No	 No
	 	 	
Detriments	 	 	
					Complications	of	surgery	 2.6%	 No	 No
					Obesity	 High	 No	 No
					FLUTD	 0.6%	 No	 No
					Diabetes	mellitus	 0.5%	 No	 Yes†


*Japanese	domestic	breeds	and	Siamese.	†Burmese.
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The most common tumor of the urinary tract of 
dogs is TCC of the bladder.85-88 Overall incidence of 
TCC in dogs is reported to be, at most, 1% of all ma-
lignant tumors.89 Breeds at increased risk for develop-
ment of a TCC include the Airedale Terrier, Beagle, 
Collie, Scottish Terrier, Shetland Sheepdog, West High-
land White Terrier, and Wire Fox Terrier (Table 3).90 


Gonadectomized animals have a risk for development 
of TCC approximately 2 to 4 times that of sexually in-
tact animals.85,86 An exact cause-and-effect relationship 
has not been defined. 


Osteosarcoma is a highly malignant tumor, with 
a reported incidence of 0.2%.64 Risk of development 
of osteosarcoma increases with age and may increase 
with increasing body weight.91,92 Breeds reported to be 
at increased risk for development of an osteosarcoma 
include the Doberman Pinscher, Great Dane, Irish Set-
ter, Irish Wolfhound, Rottweiler, and Saint Bernard.91,93 
In 1 study92 in which historical data that consisted of 
owners’ assessments of body condition score and body 
weight were used for analysis, incidence of osteosar-
coma was not correlated with body weight. However, 
owner assessment of body condition score is poorly 
correlated with veterinarian assessment of body condi-
tion score.94 


Gonadectomy can increase the risk of development 
of osteosarcoma by 1.3 to 2.0 times.91,95 In 1 study92 in 
which investigators evaluated 683 purebred Rottwei-
lers, there was a significant increase in the incidence 
of osteosarcoma in female and male dogs that had un-
dergone gonadectomy when < 1 year of age; however, 
the overall incidence of osteosarcoma in this popula-
tion of dogs was much higher than that in the general 
population, which suggested a hereditary component. 
Furthermore, life span of dogs did not differ (mean ± 
SD life span of sexually intact and castrated male dogs 
was 9.3 ± 2.5 years and 9.2 ± 2.5 years, respectively) 
or was noticeably increased (mean life span in sexu-


ally intact and spayed female dogs was 7.5 ± 2.4 years 
and 9.8 ± 2.4 years, respectively) in gonadectomized 
dogs.92 An exact cause-and-effect relationship has not 
been defined.


Hemangiosarcoma is the most common cardiac tu-
mor in dogs, with a reported incidence of 0.2%.96 Breeds 
at increased risk for development of hemangiosarcoma 
include the Boxer, English Setter, German Shepherd 
Dog, Golden Retriever, Great Dane, Labrador Retriever, 
Pointer, Poodle, and Siberian Husky, with large breeds 
(in general) at increased risk, compared with the risk for 
small breeds.97 For both cardiac and splenic hemangio-
sarcoma, relative risk is increased for gonadectomized 
animals, with spayed females reportedly having 2.2 times 
the risk of splenic hemangiosarcoma and 5 times the risk 
of cardiac hemangiosarcoma, compared with the risk for 
sexually intact females, and castrated males having 2.4 
times the risk, compared with the risk for sexually intact 
males.96,98 An exact cause-and-effect relationship has not 
been defined.


Orthopedic abnormalities—Postmenopausal wom- 
en or those who have undergone OHE have explicit con-
cerns about osteoporosis. However, there is no decrease in 
mineral density of bone in dogs after OHE.99-101


Timing of closure of the physes of long bones 
is controlled in part by gonadal hormones. In both 
dogs and cats, gonadectomy at any age prior to phy-
seal closure delays that closure and is associated with 
statistically significant, although not readily visible 
or clinically relevant, lengthening of associated long 
bones.34,102-106 However, no specific correlation has 
been found between age at gonadectomy and incidence 
of long-bone fractures, including physeal fractures.35 
In 1 study,107 there was an increase in the incidence 
of capital physeal fractures in the femurs of castrated 
male cats; however, the cats with fractures were also 
overweight.


Table 2—Benefits and detriments of gonadectomy for various conditions in male 
dogs.


   Substantial	 Specific
Condition	 Incidence	 morbidity?	 breeds	at	risk?


Benefits	 	 	
					Testicular	neoplasms	 0.9%	 No	 No
					BPH	or	prostatitis	 75%–80%	by	6	years	of	age	 No	 No
	 	 	
Detriments	 	 	
					Complications	of	surgery	 6.1%	 No	 No
					Prostatic	neoplasms	 0.2%–0.6%	 Yes	 No
					TCC																																																										1%	 No	 Yes*
					Osteosarcoma	 0.2%	 Yes	 Yes†
					Hemangiosarcoma	 0.2%	 Yes	 Yes‡


					CCL	rupture	 1.8%	 Yes	 Yes§
					Obesity	 2.8%	 No	 YesII
					Diabetes	mellitus	 0.5%	 No	 Yes¶


*Airedale	Terrier,	Beagle,	Collie,	Scottish	Terrier,	Shetland	Sheepdog,	West	Highland	
White	Terrier,	and	Wire	Fox	Terrier.	†Doberman	Pinscher,	Great	Dane,	 Irish	Setter,	 Irish	
Wolfhound,	Rottweiler,	and	Saint	Bernard.	‡Boxer,	English	Setter,	German	Shepherd	Dog,	
Golden	 Retriever,	 Great	 Dane,	 Labrador	 Retriever,	 Pointer,	 Poodle,	 and	 Siberian	 Husky.	
§Akita,	American	Staffordshire	Terrier,	Chesapeake	Bay	Retriever,	German	Shepherd	Dog,	
Golden	Retriever,	Labrador	Retriever,	Mastiff,	Neapolitan	Mastiff,	Newfoundland,	Poodle,	
and	Saint	Bernard.	IIBeagle,	Cairn	Terrier,	Cavalier	King	Charles	Spaniel,	Cocker	Spaniel,	
Dachshund,	Labrador	Retriever.	¶Airedale	Terrier,	Cocker	Spaniel,	Dachshund,	Doberman	
Pinscher,	Golden	Retriever,	Irish	Setter,	Miniature	Schnauzer,	Pomeranian,	and	Shetland	
Sheepdog.	
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Hip dysplasia is a hereditary condition in dogs that 
affects females and males with equal frequency and can 
be controlled (to some extent) by environmental fac-
tors, including diet.108-111 The reported incidence of hip 
dysplasia is 1.7%, with an increased incidence in large- 
and giant-breed dogs, most particularly in the Chesa-
peake Bay Retriever, English Setter, German Shepherd 
Dog, Golden Retriever, Labrador Retriever, Samoyed, 
and Saint Bernard breeds.112 In 1 large study43 of 1,842 
dogs, there was an increased incidence of hip dysplasia 
in dogs spayed or castrated prior to 5 months of age; 
however, it was not clear whether the diagnosis of hip 
dysplasia was confirmed by a veterinarian in all affected 
dogs.


Rupture of the CCL is more common in women 
than in men and may be more likely to occur during 
certain phases of the menstrual cycle, which suggests a 
hormonal effect on joint stability.113 Dog breeds report-
ed to be at increased risk of CCL rupture include the 
Akita, American Staffordshire Terrier, Chesapeake Bay 
Retriever, German Shepherd Dog, Golden Retriever, 
Labrador Retriever, Mastiff, Neapolitan Mastiff, New-
foundland, Poodle, Rottweiler, and Saint Bernard.114,115 
Reported incidence of CCL rupture is 1.8%, and it re-
portedly is more prevalent in gonadectomized female 
and male dogs than in sexually intact dogs.115-117 An ex-
act cause-and-effect relationship has not been defined, 
but heredity plays a role in the predisposition toward 
CCL injury, as might body weight and body condition 
score. To my knowledge, there have been no studies for 
which the results would implicate alterations in phy-


seal closure with subsequent asynchrony of long-bone 
growth and abnormalities in joint formation as a cause 
of CCL rupture in dogs.115,118


Obesity—Obesity is the most common nutritional 
disorder of dogs and cats, with a reported incidence of 
2.8% among the entire dog population.119 It is a multi-
factorial problem. Risk factors include breed, with an 
increased incidence of obesity in Beagles, Cairn Ter-
riers, Cavalier King Charles Spaniels, Cocker Span-
iels, Dachshunds, and Labrador Retrievers; housing; 
increasing age6; ownership by an overweight person 
or a person ≥ 40 years old; and, possibly, sex of the 
dog.94,119-122 


The most commonly reported risk factor for obe-
sity is gonadectomy, with spayed or castrated dogs and 
cats much more commonly designated by veterinar-
ians as being overweight or obese, compared with the 
weight designations for sexually intact animals.33,121-127 
In 1 study,128 34% of castrated male and 38% of spayed 
female dogs were considered overweight or obese. It is 
unclear whether age at the time of gonadectomy has 
an effect on subsequent obesity. Studies34,102,103 in dogs 
failed to detect differences in food intake, body weight, 
or depth of back fat when comparing dogs gonadecto-
mized at 7 or 8 weeks of age and dogs gonadectomized 
at 7 months of age. A retrospective study43 of 1,842 
dogs revealed a decrease in the incidence of obesity in 
dogs gonadectomized prior to 5 months of age when 
compared with those gonadectomized at > 5 months of 
age. Similarly, although cats are more likely than dogs 


Table 3—Benefits and detriments of OHE for various conditions in female dogs.


   Substantial	 Specific
Condition	 Incidence	 morbidity?	 breeds	at	risk?	


Benefits	
					Mammary	gland	neoplasms	 3.4%	in	all	dogs;	greatly	 Yes	 Yes*
									 		reduced	when	spayed	 	
	 	 		before	first	estrus	 	
					Ovarian	or	uterine	tumors	 Low	 No	 No
					Pyometra	 15.2%	by	4	years	of	age;	 Yes	 Yes†
	 		 		23%	to	24%	by	10	years	
	 	 		of	age	 	
Detriments	 	 	
					Complications	of	surgery	 6.1%	 No	 No
					Aggression	 Variable	 Potentially	 Yes‡
					TCC																																																										1%	 No	 Yes§
					Osteosarcoma	 0.2%	 Yes	 YesII


					Hemangiosarcoma	 0.2%	 Yes	 Yes¶
					CCL	rupture	 1.8%	 Yes	 Yes#
					Obesity	 2.8%	 No	 Yes**
					Diabetes	mellitus	 0.5%	 No	 Yes††
					Urinary	incontinence	 4.9%–20.0%;	increased	when		 No	 Yes‡‡
	 	 		spayed	at		3	months	
	 	 		of	age


*Boxer,	Brittany,	Cocker	Spaniel,	Dachshund,	English	Setter,	English	Springer	Spaniel,	
German	 Shepherd	 Dog,	 Maltese,	 Miniature	 Poodle,	 Pointer,	 Toy	 Poodle,	 and	 Yorkshire	
Terrier.	†Bernese	Mountain	Dog,	Cavalier	King	Charles	Spaniel,	Chow	Chow,	Collie,	English	
Cocker	Spaniel,	Golden	Retriever,	Rottweiler,	and	Saint	Bernard.	‡English	Springer	Spaniel.	
§Airedale	 Terrier,	 Beagle,	 Collie,	 Scottish	 Terrier,	 Shetland	 Sheepdog,	 West	 Highland	
White	Terrier,	and	Wire	Fox	Terrier.	 IIDoberman	Pinscher,	Great	Dane,	 Irish	Setter,	 Irish	
Wolfhound,	Rottweiler,	and	Saint	Bernard.	¶Boxer,	English	Setter,	German	Shepherd	Dog,	
Golden	 Retriever,	 Great	 Dane,	 Labrador	 Retriever,	 Pointer,	 Poodle,	 and	 Siberian	 Husky.	
#Akita,	American	Staffordshire	Terrier,	Chesapeake	Bay	Retriever,	German	Shepherd	Dog,	
Golden	Retriever,	Labrador	Retriever,	Mastiff,	Neapolitan	Mastiff,	Newfoundland,	Poodle,	
and	Saint	Bernard.	**Beagle,	Cairn	Terrier,	Cavalier	King	Charles	Spaniel,	Cocker	Spaniel,	
Dachshund,	 and	 Labrador	 Retriever.	 ††Airedale	 Terrier,	 Cocker	 Spaniel,	 Dachshund,	
Doberman	 Pinscher,	 Golden	 Retriever,	 Irish	 Setter,	 Miniature	 Schnauzer,	 Pomeranian,	
and	Shetland	Sheepdog.	‡‡Boxer,	Doberman	Pinscher,	Giant	Schnauzer,	Irish	Setter,	Old	
English	Sheepdog,	Rottweiler,	Springer	Spaniel,	and	Weimeraner.	
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to become obese after gonadectomy, no correlation has 
been found between age at gonadectomy and final body 
weight or amount of body fat.34 


Metabolic rate decreases after gonadectomy in 
cats.125,126 A cause-and-effect relationship between go-
nadectomy and obesity in dogs is less clearly defined. 
Spayed female dogs have an increase in food intake and 
increase in indiscriminate appetite after OHE, com-
pared with those of sham-operated or age-matched 
control dogs.44,129 Estrogen may act as a satiety factor, 
which would explain these changes.122 This does not 
address the correlation between obesity and castration 
in male dogs. In both dogs and cats, obesity is not a 
mandatory consequence of gonadectomy; instead, it is 
controllable with an appropriate diet, feeding regimen, 
and exercise regimen.130


Urinary tract disorders—Spayed female dogs re-
portedly have an increased risk of developing urinary 
tract infections.43,131 A cause-and-effect relationship has 
not been defined.


Female dogs spayed before onset of puberty may be 
more likely to maintain a juvenile or recessed vulva. In 
1 study,104 bitches spayed at 7 weeks of age had a vulva 
with a more immature appearance, compared with the 
vulva in bitches spayed at 7 months of age. It is the au-
thor’s experience that bitches spayed as adults will have 
vulvar atrophy, which achieves the same result. A juve-
nile vulva in an otherwise healthy dog is of no clinical 
relevance. Overweight bitches with a recessed vulva, 
especially those with concurrent urinary incontinence, 
are more likely to develop perivulvar dermatitis.


Male dogs castrated at 7 weeks of age had less pe-
nile development than did dogs castrated when they 
were older.102 Male cats castrated before onset of puberty 
may have a decreased ability to extrude the penis.132,133 
Clinical relevance of this phenomenon is not known.


Feline lower urinary tract disease is a syndrome 
consisting of hematuria, dysuria or pollakiuria, and pos-
sible urethral obstruction and is most commonly clas-
sified as idiopathic. The reported incidence of FLUTD 
is 0.6%.134 Despite numerous vehemently declared 
anecdotes of an increase in the incidence of urethral 
obstruction in male cats castrated when young, numer-
ous studies35,132,135 have failed to detect a correlation be-
tween gonadectomy of cats at any age and a decrease 
in diameter of the urethra or an increase in incidence 
of FLUTD, with or without urethral obstruction. In 1 
large study,136 investigators identified gonadectomy as 
a risk factor for development of FLUTD in both female 
and male cats and also identified an increased risk of 
development of FLUTD in overweight or obese cats. In 
that study, sexually intact female cats had a relatively 
reduced risk for development of FLUTD.


Urethral sphincter mechanism incompetence, 
formerly known as estrogen-responsive urinary in-
continence, is a common problem of spayed female 
dogs.137-139 The condition is evident with equal frequen-
cy in ovariohysterectomized or ovariectomized female 
dogs, with the reported incidence ranging from 4.9% 
to 20.0%.43,138-140 Studies17,141 have failed to detect a cor-
relation between age at time of OHE and likelihood of 
developing incontinence. In a study43 of 983 female 
dogs, bitches were significantly less likely to develop 


incontinence when spayed at > 3 months of age. Other 
risk factors include body weight, with dogs weighing  
≥ 20 kg (44 lb) at increased risk; breed, with Boxers,  
Doberman Pinschers, Giant Schnauzers, Irish Setters, 
Old English Sheepdogs, Rottweilers, Springer Span-
iels, and Weimeraners at increased risk and Labrador 
Retrievers at decreased risk in European studies; and 
urethral length or resting position of the urinary blad-
der.137,140,142-145 An exact cause-and-effect relationship has 
not been defined, with research currently focusing on 
altered gonadotropin secretion after gonadectomy.146-150 
Typically, urethral sphincter mechanism incompetence 
is easily controlled with medical treatments.


Adrenal gland disease—To the author’s knowl-
edge, there are no reports of an increase in the incidence 
of adrenal gland disease associated with sexually intact 
status in dogs and cats. In the United States, almost all 
ferrets are gonadectomized when extremely young; the 
incidence of adrenal gland disease in ferrets is higher 
in the United States than in European countries where 
ferrets are not routinely spayed or castrated.151,152 In 1 
study152 in Europe, a correlation was detected between 
age at gonadectomy and age at onset of adrenal gland 
disease, with ferrets gonadectomized at a younger age 
having clinical signs of adrenal gland disease earlier in 
life. Sexually intact ferrets also have adrenal gland dis-
ease.153 Possible causes for this include lack of down-
regulation of sex steroids or an increase in circulating 
concentrations of gonadotropins that causes adrenal 
gland hyperplasia and possibly contributes to neoplas-
tic transformation.154-156 


Pyometra—Incidence of pyometra in dogs and cats 
in the United States has not been reported, perhaps be-
cause of the prevalence of OHE in these species before 
they reach an age when they would be likely to develop 
pyometra. In other countries, 15.2% and 23% to 24% of 
bitches developed pyometra by 4 and 10 years of age, 
respectively.157,158 Pyometra is more common in nullipa-
rous  bitches than in bitches with a history of carrying 
a pregnancy successfully to term.158,159 There is a sig-
nificant likelihood that cats will have clinical evidence 
of uterine disease when queens reach 5 years of age.160 
Dog breeds reported to be at increased risk of develop-
ing pyometra include the Bernese Mountain Dog, Cava-
lier King Charles Spaniel, Chow Chow, Collie, English 
Cocker Spaniel, Golden Retriever, Rottweiler, and Saint 
Bernard.158,159 In animals with pyometra, OHE is cura-
tive, with reported mortality rates of 0% to 17% in dogs 
and 8% in cats.161,162


Nonneoplastic prostatic disease—Benign pros-
tatic hypertrophy-hyperplasia is a common disorder in 
sexually intact male dogs. In 1 study,163 investigators 
evaluated male dogs. Of 300 sexually intact male dogs, 
231 (63.4%) had BPH; all castrated male dogs in that 
study had profound prostatic atrophy. Development of 
BPH is positively correlated with age.164-166 By 2.4 years 
of age, half of all sexually intact dogs will have histo-
logic or clinical evidence of BPH, with the incidence 
increasing to 75% to 80% by 6 years of age and 95% to 
100% by 9 years of age.164,166,167 In addition, BPH predis-
poses dogs to prostatitis.168 Neither BPH nor prostatitis 
is commonly associated with substantial morbidity, and 
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castration is an integral part of the treatment of both 
conditions.169,170


Endocrine disorders—The reported incidence of 
diabetes mellitus in dogs is 0.5%.171 Risk factors include 
breed, with Miniature Poodles, Miniature Schnauzers, 
Pugs, Samoyeds, and Toy Poodles at increased risk; 
sex, with female dogs more commonly affected than 
male dogs; and increasing age.171,172 In 1 study,172 a pos-
sible increase in the risk of developing diabetes mel-
litus was detected in castrated male dogs; however, 
it was not defined whether this could have been as-
sociated with obesity in these animals. In cats, the re-
ported incidence of diabetes mellitus is 0.4% and risk 
factors include breed, with Burmese cats at increased 
risk; sex, with males at increased risk; and increasing 
age.173-175 Gonadectomized male and female cats have 
an increased risk, with gonadectomized cats having 8.7 
times greater odds of developing diabetes mellitus than 
for sexually intact cats.173,174


The incidence of hypothyroidism in dogs is 0.2% 
to 0.3%.176,177 A breed predisposition has been described 
for the Airedale Terrier, Cocker Spaniel, Dachshund, 
Doberman Pinscher, Golden Retriever, Irish Setter, 
Miniature Schnauzer, Pomeranian, and Shetland Sheep-
dog breeds.176,177 Those studies176,177 have revealed an 
increased risk of development of hypothyroidism for 
spayed female and castrated male dogs, compared with 
the risk for sexually intact dogs. A cause-and-effect re-
lationship has not been defined. Hypothyroidism typi-
cally is easily controlled with medical treatment.


Life span—Life expectancy at birth for women in the 
United States is 80.4 years, whereas that for men is 75.2 
years.178 Results for dogs vary,179-181 with females living 
longer than males in some studies and the reverse being 
found in other studies. Negative correlations have been 
detected between body weight and longevity and between 
height and longevity in dogs.182 Several studies179-181 have 
revealed an increase in longevity for gonadectomized ani-
mals when compared with that for sexually intact animals. 
In sockeye salmon, life span is significantly longer in fish 
castrated before gonadal development.183 Results of these 
studies argue against the  evolutionary theory, which holds 
that it is not prudent for a population to carry individuals 
that have aged past reproductive usefulness.50 In dogs and 
cats, this may be a reflection of enhanced care of animals 
by owners who have made the investment of surgery or a 
decrease in risk-associated behaviors (such as roaming) in 
gonadectomized animals.


Conclusions


How does a veterinarian reconcile all of these data 
to make the best possible recommendation regarding 
optimal age at which to neuter male and female dogs 
and cats? The author provides the following assertions:
• Animals housed at humane societies should be 


treated as a population. Societal benefit resulting 
from gonadectomy of unowned dogs and cats in 
the United States outweighs all other concerns. 
Male and female dogs and cats should be spayed 
or castrated before being offered for adoption by 
humane organizations.


• Pets should be considered individually, with the 
understanding that for these pets, population con-
trol is a less important concern than is health of 
each animal. Dogs and cats should be maintained 
as household pets. Responsible owners should en-
sure that their pets are provided appropriate and 
regularly scheduled veterinary care. 


•  The behavior of most sexually intact male cats 
makes them undesirable or dangerous as pets. Be-
cause castration substantially reduces these sexu-
ally dimorphic behaviors, it is recommended that 
all male cats not intended for breeding be castrated 
prior to puberty and that all breeding males be cas-
trated as soon as their use as a breeding male has 
ceased.


• For female cats and male and female dogs, veteri-
narians and owners must consider the benefits and 
detriments of gonadectomy for each animal (Tables 
1–3). Factors to be considered include incidence of 
various conditions associated with gonadectomy; 
degree of morbidity, with substantial morbidity de-
fined as a condition prevalent in > 1% of the popu-
lation, associated with > 50% of the malignancy or 
mortality rates, or not easily controlled by noninva-
sive treatments or good husbandry; breed; and in-
tended working or breeding life of each animal.


As an example, consider a discussion between a 
veterinarian and the owner of an 8-week-old female 
Labrador Retriever that is not intended for breeding. 
This dog would benefit greatly from OHE before her 
first estrus as a means of preventing mammary gland 
tumors, which are extremely common and cause sub-
stantial morbidity (Table 3). Because of her breed, det-
riments of OHE include an increased predisposition to 
CCL injury, hemangiosarcoma, and obesity. However, 
there is a low incidence of hemangiosarcoma, and obe-
sity can be readily controlled with good husbandry, 
which leaves CCL injury as the most important possi-
ble detriment. Because the incidence of CCL rupture is 
lower than that of mammary gland neoplasia, a veteri-
narian may choose to recommend OHE and educate the 
owner about maintenance of optimal body condition 
and other management techniques that will minimize 
potential for CCL injury. An OHE should be performed 
before the dog’s first estrus. To minimize the potential 
for development of urinary incontinence, the veterinar-
ian may choose to wait to perform the OHE until after 
the dog has reached 3 months of age.


The information provided here on the risks and det-
riments of gonadectomy is not intended to promote or 
to minimize the importance of gonadectomy as a means 
of controlling animal populations or possible impacts 
on animal health or behavior of a specific animal. The 
veterinary profession recognizes the need for individual 
assessment of risk and benefit when evaluating vaccina-
tion protocols for animals. Elucidation of the genome 
in various species may lead to individualized diagnostic 
and treatment plans for each animal in the future. It 
behooves us as veterinarians dedicated to the provision 
of the best possible care for animals to educate clients 
and evaluate each animal carefully when making rec-
ommendations regarding gonadectomy.
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Is the expense for the surgery really worth it?
Yes! This is a one-time expense that can dramatically improve your pet’s
quality of life and prevent some frustrations for you. If you are still uncertain
whether or not to proceed with the surgery, consider the expense to society of
collecting and caring for all the unwanted, abused, or abandoned animals
being housed in shelters.


Having your pet spayed or neutered
is a part of responsible pet ownership.


For more information about
animal health and veterinary medicine, visit,


American Veterinary Medical Association
www.avma.org







Is there a pet population problem?
Every year, millions of unwanted dogs and cats,
including puppies and kittens, are needlessly
euthanized. The good news is that every pet owner
can make a difference. By having your dog or cat
surgically sterilized, you will do your part to prevent
the birth of unwanted puppies and kittens and
enhance your pet’s health and quality of life.


What about pet behavior and pet reproduction?
Contrary to what some people believe, getting pregnant—even once—does not
improve the behavior of female dogs and cats. In fact, the mating instinct may
lead to undesirable behaviors and result in undue stress on both the owner and
the animal. Also, while some pet owners may have good intentions, few are
prepared for the work involved in monitoring their pet’s pregnancy, caring for
the puppies or kittens and locating good homes for them.


What is surgical sterilization?
During surgical sterilization, a veterinarian removes certain reproductive
organs. If your cat or dog is a female, the veterinarian will usually remove her
ovaries, fallopian tubes, and uterus. The medical name for this surgery is an
ovariohysterectomy, although it is commonly called “spaying.” If your pet is a
male, the testicles are removed and the operation is called an orchiectomy,
commonly referred to as castration or simply “neutering.”


While both spaying and neutering are major surgical procedures, they are
also the most common surgeries performed by veterinarians on cats and dogs.
Before the procedure, your pet is given a thorough physical examination to
ensure that it is in good health. General anesthesia is administered during the
surgery and medications are given to minimize pain. You will be asked to
keep your pet calm and quiet for a few days after surgery as the incision
begins to heal.


What are the benefits to society of spaying and neutering?
Both surgeries prevent unwanted litters and eliminate many of the behavioral
problems associated with the mating instinct.


What are the benefits to spaying my female pet?
Female dogs experience a “heat” cycle approximately every six months,
depending upon the breed. A female dog’s heat cycle can last as long as 21
days, during which your dog may leave blood stains in the house and may
become anxious, short-tempered and actively seek a mate. A female dog in
heat may be more likely to fight with other female dogs, including other
females in the same household.


Female cats can come into heat every two weeks during breeding season until
they become pregnant. During this time they may engage in behaviors such as
frequent yowling and urination in unacceptable places.


Spaying eliminates heat cycles and generally reduces the unwanted behaviors
that may lead to owner frustration and, ultimately, a decision to relinquish the
pet to a shelter. Most importantly, early spaying of female dogs and cats can
help protect them from some serious health problems later in life such as
uterine infections and breast cancer.


What are the benefits of neutering my male pet?
At maturity (on average, 6 to 9 months of age),
male dogs and cats are capable of breeding. Both
male dogs and cats are likely to begin
“marking” their territories by spraying strong-
smelling urine on your furniture, curtains, and
in other places in your house. Also, given the
slightest chance, intact males may attempt to
escape from home and roam in search of a
mate. Dogs and cats seeking a female in heat
can become aggressive and may injure
themselves, other animals or people by engaging
in fights. Roaming animals are also more likely to be hit by cars.


Neutering male dogs and cats reduces the breeding instinct and can have a
calming effect, making them less inclined to roam and more content to stay at
home. Neutering your male pet can also lessen its risk of developing prostate
disease and testicular cancer.


Are there risks associated with the surgery?
Like any surgical procedure, sterilization is associated with some anesthetic and
surgical risk, but the overall incidence of complications is very low. Because
changes in concentrations of reproductive hormones may affect your pet’s risk
of developing certain diseases and conditions in the future, your veterinarian
will advise you on both the benefits and risks of the sterilization procedure.


What is the best age to spay or neuter my pet?
Consult with your veterinarian about the most appropriate time to spay or
neuter your pet based upon its breed, age and physical condition. Keep in mind
that, contrary to popular belief, it is NOT best to wait until your female dog or
cat has gone through its first heat cycle.


Will the surgery affect my pet’s disposition or metabolism?
The procedure has no effect on a pet’s intelligence or ability to learn, play, work
or hunt. Most pets tend to be better behaved following the surgery, making
them more desirable companions.


Also, this surgery will not make your pet fat. Feeding your pet a balanced diet
and providing regular exercise will help keep your pet at a healthy weight and
prevent the health risks associated with obesity. Ask your veterinarian to advise
you on the best diet and exercise plan for each stage of your pet’s life.
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Post Office Box 3259 
Durham, NC  27715    
(919) 599-0508   
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COALITION TO UNCHAIN DOGS VOUCHER 
Spay-Neuter Assistance Program (SNAP-NC) 


www.snap-nc.com 
 
 
Make rabies tag out to:  
 
Owner of Animal: _________________________________Phone number:________________ 


Address:______________________________________________________________________ 
               (Street)    (City )    (State)  (Zip)                                                                        


Animal Name:___________________Sex:________Description:________________________ 
 


 
 
Instructions to Owner:  


1.    Bring this completed voucher to your appointment.     
2.    Remove food at 9pm the night before your animal is to have surgery. Leave water out. 
3. Rabies tag must be made out in Owner’s name (not the Coalition). 


 
 
 
CONSENT AND AUTHORIZATION TO TREAT: 
I am the owner, or agent for the owner, of the above named animal and have the authority to execute this consent. I do 
consent to and authorize the above listed procedure(s):I understand that during the planned procedure(s), unforeseen 
conditions may be revealed that necessitate an extension of the planned procedure(s) or additional or different 
procedure(s) to provide the best care to my pet. Therefore, I consent to and authorize such procedure(s) as are 
necessary or desirable in the professional judgment of the veterinarian. I also authorize the use of appropriate 
anesthetics and other medications. I understand the nature of the procedure(s) and that the procedure(s) and the 
administration of anesthesia involve risks. These risks include bleeding, infection and others which can result in injury 
to the animal up to and including death in rare cases.  If I am not transporting the above named animal(s) to the 
veterinarian myself, I authorize a representative of the Coalition to Unchain Dogs (Coalition) to transport the animal(s) 
to the veterinarian for me.  I understand the transport to and from the veterinarian involves risks including but not 
limited to automobile accidents resulting in injury or death, injury from aggressive or fearful behavior by the animal, 
the animal escaping from control of the representative transporting and other unforeseen circumstances.    
 
 
My signature indicates that I have read and understand this CONSENT AND AUTORIZATION TO TREAT clause. 
 
 
 
 
 
 
Owner Signature  Date  Coalition Volunteer Signature             Phone number           Date 
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Pets	  for	  Life	  –	  Standard	  Operating	  Procedures	  for	  Animal	  Transport	  	  
	  


• This	  document	  applies	  to	  all	  HSUS	  staff,	  consultants,	  volunteer	  and	  vendors.	  
• No	  one	  representing	  The	  HSUS’	  Pets	  for	  Life	  program	  should	  ever,	  under	  any	  circumstances	  be	  alone	  with	  a	  minor,	  


including	  the	  transportation	  of	  a	  minor.	  	  
• The	  HSUS’	  Pets	  for	  Life	  program	  provides	  transportation	  of	  some	  client’s	  animals	  for	  the	  purposes	  of	  spay/neuter	  


procedures	  or	  other	  veterinary	  or	  wellness	  care.	  Pets	  for	  Life	  program	  does	  not	  provide	  standard	  transportation	  for	  
the	  human	  counterparts	  of	  the	  pets	  we	  transport.	  If	  pet	  owners	  or	  other	  family	  members	  or	  friends	  wish	  to	  accompany	  
their	  pets	  they	  are	  expected	  to	  find	  their	  own	  transportation.	  


o In	  the	  exceptional	  situation	  where	  there	  is	  a	  compelling	  reason	  to	  provide	  transport	  to	  a	  human,	  advance	  
approval	  from	  city	  manager	  is	  required.	  If	  city	  manager	  is	  not	  available,	  advance	  approval	  from	  Amanda	  or	  
Kenny	  is	  required	  -‐	  24	  hours’	  notice	  should	  be	  provided	  as	  often	  as	  possible.	  	  


o Approval	  should	  be	  given	  only	  in	  situations	  where	  the	  lack	  of	  the	  person	  in	  question’s	  presence	  will	  present	  
serious	  physical	  risk	  to	  someone	  or	  to	  the	  animal	  being	  transported	  or	  when	  the	  animal	  is	  being	  transported	  
for	  euthanasia.	  	  


• Clients	  and	  volunteers	  may	  make	  arrangements	  between	  themselves	  to	  provide	  transportation	  to	  a	  client.	  We	  cannot	  
tell	  them	  they	  cannot	  do	  so.	  But	  we	  cannot	  request	  that	  transportation	  be	  provided	  by	  anyone	  who	  has	  not	  signed	  a	  
volunteer	  waiver,	  transport	  waiver	  and	  gone	  through	  a	  background	  driving	  check.	  	  


• All	  transports	  of	  an	  animal	  are	  done	  only	  with	  the	  approval	  of	  the	  city	  manager.	  
• All	  transporters	  must	  adhere	  to	  the	  following:	  


o Individual	  /personal	  liability	  insurance	  is	  mandatory,	  with	  current	  inspection	  and	  registration	  
o Vehicle	  must	  be	  in	  good	  working	  order	  including	  but	  not	  limited	  to	  all	  safety-‐related	  components	  of	  the	  vehicle	  


such	  as	  lights,	  brakes,	  windshield	  wipers,	  seat	  belts,	  etc.	  	  
o During	  all	  times	  that	  the	  vehicle	  is	  in	  motion:	  


v The	  operator	  and	  all	  passengers	  in	  the	  vehicle	  wear	  seatbelts.	  
v The	  operator	  does	  not	  use	  a	  mobile	  device	  except	  in	  an	  emergency.	  
v Animals	  are	  properly	  restrained	  using	  crates,	  leashes,	  and	  carriers.	  	  	  


o If	  multiple	  animals	  are	  being	  transported	  at	  once,	  all	  animals	  must	  be	  separated	  securely	  and	  safely.	  
o Vehicles	  should	  be	  properly	  cleaned	  to	  prevent	  animal	  disease	  transmission.	  	  	  
o Vehicles	  should	  be	  equipped	  with	  supplies	  for	  proper	  animal	  handling	  –	  leashes,	  muzzles,	  towels,	  crates,	  etc.	  
o All	  clients	  must	  sign	  the	  transport	  waiver	  in	  advance	  to	  release	  The	  HSUS	  from	  liability	  –	  NO	  exceptions.	  
o All	  volunteers	  providing	  transport	  must	  be	  approved	  by	  the	  National	  Volunteer	  Center	  and	  complete	  the	  NVC	  


process	  including	  the	  background	  check,	  understanding	  the	  volunteer	  requirements	  and	  signing	  the	  volunteer	  
waiver.	  


o Transporters	  will	  provide	  waivers	  signed	  by	  the	  clients	  to	  the	  city	  manager	  in	  a	  timely	  fashion.	  
o As	  necessary,	  transporters	  will	  provide	  signed	  waivers	  and	  documentation	  to	  the	  spay/neuter	  or	  veterinarian	  


service	  provider.	  
o Transporters	  will	  supply	  the	  pet	  owner/client	  with	  instructions	  of	  after	  care	  from	  the	  spay/neuter	  or	  


veterinarian	  service	  provider.	  	  
o Animals	  should	  never	  be	  left	  unattended	  in	  vehicle	  regardless	  of	  temperature.	  	  
o Transporters	  must	  arrive	  at	  the	  location	  to	  pick	  up	  the	  animal	  in	  enough	  time	  to	  get	  the	  animal	  to	  the	  


spay/neuter	  or	  veterinarian	  service	  provider	  by	  the	  designated	  drop	  off	  or	  appointment	  time.	  	  Transporters	  
must	  also	  arrive	  to	  the	  provider	  to	  pick	  the	  animal	  up	  for	  transport	  home	  at	  the	  designated	  time.	  	  Transporters	  
must	  contact	  the	  city	  manager	  if	  they	  are	  ever	  running	  late	  for	  one	  of	  the	  designated	  times.	  	  


o In	  the	  case	  of	  an	  emergency	  -‐	  including	  but	  not	  limited	  to	  an	  animal	  biting	  a	  human,	  one	  animal	  biting	  another	  
animal,	  an	  animal	  getting	  loose	  or	  injured	  -‐	  the	  transporter	  must	  contact	  the	  city	  manger	  immediately.	  	  


o If	  a	  transporter	  has	  concerns	  or	  questions	  about	  a	  situation,	  client	  or	  animal,	  the	  city	  manger	  must	  be	  
contacted	  to	  address	  the	  situation.	  	  The	  transporter	  is	  never	  allowed	  to	  address	  a	  situation	  directly	  with	  the	  
client.	  	  


	  





		home: 








	  
Mascotas	  de	  por	  Vida	  -‐	  Procedimientos	  Operativos	  Estándar	  para	  el	  Transporte	  de	  Animales	  	  


	  
• Este	  documento	  corresponde	  a	  todo	  el	  personal,	  consultores,	  voluntarios	  y	  proveedores	  de	  la	  Sociedad	  Humana	  de	  los	  


Estados	  Unidos	  (HSUS,	  por	  sus	  siglas	  en	  inglés).	  
• Ningún	  representante	  del	  programa	  Mascotas	  de	  por	  Vida	  de	  la	  Sociedad	  Humana	  de	  los	  Estados	  Unidos	  deberá	  estar,	  


bajo	  ninguna	  circunstancia,	  solo	  con	  un	  menor	  de	  edad,	  esto	  incluye	  el	  transporte	  de	  un	  menor.	  	  
• El	  programa	  Mascotas	  de	  por	  Vida	  de	  HSUS	  proporciona	  transporte	  de	  animales	  de	  algunos	  clientes	  para	  esterilizarlos	  


o	  para	  atención	  veterinaria	  o	  de	  bienestar.	  El	  programa	  Mascotas	  de	  por	  Vida	  no	  proporciona	  transporte	  estándar	  para	  
los	  acompañantes	  humanos	  de	  los	  animales	  que	  transporta.	  Si	  los	  dueños	  de	  mascotas	  u	  otros	  familiares	  o	  amigos	  
desean	  acompañar	  a	  sus	  mascotas,	  deben	  conseguir	  su	  propio	  medio	  de	  transporte.	  


o En	  la	  situación	  excepcional	  en	  que	  exista	  una	  razón	  apremiante	  para	  proporcionar	  transporte	  a	  una	  persona,	  
se	  exige	  la	  aprobación	  previa	  del	  alcalde.	  Si	  el	  alcalde	  no	  está	  disponible,	  se	  exige	  la	  aprobación	  previa	  de	  
Amanda	  o	  de	  Kenny.	  Se	  deberá	  proporcionar	  un	  aviso	  con	  24	  horas	  de	  antelación,	  siempre	  que	  sea	  posible.	  	  


o La	  aprobación	  se	  dará	  sólo	  en	  situaciones	  donde	  la	  ausencia	  de	  la	  persona	  en	  cuestión	  represente	  un	  riesgo	  
físico	  grave	  para	  una	  persona	  o	  para	  el	  animal	  que	  se	  transporta	  o	  cuando	  el	  animal	  sea	  transportado	  para	  
efectuar	  la	  eutanasia.	  	  


• Los	  clientes	  y	  los	  voluntarios	  pueden	  hacer	  arreglos	  entre	  sí	  para	  proporcionar	  transporte	  a	  un	  cliente.	  No	  podemos	  
decirles	  que	  no	  pueden	  hacerlo.	  Pero	  no	  podemos	  pedir	  que	  el	  transporte	  lo	  realice	  alguien	  que	  no	  hubiera	  firmado	  un	  
descargo	  de	  responsabilidad	  para	  voluntarios,	  descargo	  de	  responsabilidad	  de	  transporte	  y	  que	  no	  se	  hubiera	  
sometido	  al	  control	  de	  antecedentes	  de	  conducción.	  	  


• Todos	  los	  transportes	  de	  un	  animal	  se	  realizan	  sólo	  con	  la	  aprobación	  del	  alcalde.	  
• Todos	  los	  transportistas	  deben	  aceptar	  lo	  siguiente:	  


o El	  seguro	  de	  responsabilidad	  individual/personal	  es	  obligatorio,	  con	  inspección	  y	  registro	  al	  día	  
o El	  vehículo	  debe	  funcionar	  bien,	  esto	  incluye,	  entre	  otros,	  todos	  los	  componentes	  relacionados	  con	  la	  


seguridad	  del	  vehículo,	  tales	  como	  luces,	  frenos,	  limpiaparabrisas,	  cinturones	  de	  seguridad,	  etc.	  	  
o Durante	  todo	  el	  tiempo	  que	  el	  vehículo	  esté	  en	  movimiento:	  


v El	  operador	  y	  todos	  los	  pasajeros	  en	  el	  vehículo	  deben	  usar	  cinturones	  de	  seguridad.	  
v El	  operador	  no	  utilizará	  un	  dispositivo	  móvil,	  salvo	  en	  caso	  de	  emergencia.	  
v Los	  animales	  estarán	  debidamente	  sujetos	  con	  correas	  y	  jaulas	  para	  animales.	  	  	  


o Si	  se	  transportan	  varios	  animales	  a	  la	  vez,	  todos	  los	  animales	  deben	  estar	  separados	  de	  forma	  segura.	  
o Los	  vehículos	  deben	  estar	  limpios	  para	  evitar	  la	  transmisión	  de	  enfermedades	  a	  los	  animales.	  	  	  
o Los	  vehículos	  deben	  estar	  equipados	  con	  suministros	  para	  la	  correcta	  manipulación	  de	  los	  animales:	  correas,	  


bozales,	  toallas,	  jaulas,	  etc.	  
o Todos	  los	  clientes	  deben	  firmar	  el	  descargo	  de	  responsabilidad	  de	  transporte	  con	  anticipación	  para	  dispensar	  


de	  responsabilidad	  a	  la	  Sociedad	  Humana	  de	  los	  Estados	  Unidos	  -‐	  SIN	  excepción.	  
o Todos	  los	  voluntarios	  que	  proporcionan	  transporte	  deben	  ser	  aprobados	  por	  el	  National	  Volunteer	  Center	  


(NVC)	  [Centro	  Nacional	  de	  Voluntariado]	  y	  deben	  completar	  el	  proceso	  del	  NVC,	  esto	  incluye	  la	  verificación	  de	  
antecedentes,	  la	  comprensión	  de	  los	  requisitos	  del	  voluntario	  y	  la	  firma	  del	  descargo	  de	  responsabilidad	  para	  
los	  voluntarios.	  


o Los	  transportistas	  proporcionarán	  los	  descargos	  de	  responsabilidad	  firmados	  por	  los	  clientes	  al	  alcalde	  de	  
manera	  oportuna.	  


o Cuando	  sea	  necesario,	  los	  transportistas	  proporcionarán	  descargos	  de	  responsabilidad	  firmados	  y	  
documentación	  al	  veterinario	  encargado	  de	  la	  esterilización	  o	  de	  la	  atención.	  


o Los	  transportistas	  proporcionarán	  al	  dueño	  de	  la	  mascota/cliente	  las	  instrucciones	  de	  cuidado	  posterior	  
indicadas	  por	  el	  veterinario	  encargado	  de	  la	  esterilización	  o	  de	  la	  atención.	  	  


o Los	  animales	  nunca	  se	  deben	  dejar	  solos	  en	  el	  vehículo,	  independientemente	  de	  la	  temperatura.	  	  
o Los	  transportistas	  deben	  llegar	  al	  lugar	  para	  recoger	  el	  animal	  con	  el	  tiempo	  suficiente	  para	  llevarlo	  a	  


esterilizar	  o	  al	  veterinario,	  a	  la	  hora	  designada	  de	  la	  cita.	  	  Los	  transportistas	  también	  deben	  llegar	  al	  proveedor	  
de	  servicios	  para	  recoger	  el	  animal	  y	  llevarlo	  a	  su	  casa	  a	  la	  hora	  designada.	  	  Los	  transportistas	  deben	  
comunicarse	  con	  el	  alcalde	  si	  van	  a	  llegar	  tarde	  a	  una	  de	  las	  horas	  designadas.	  	  


o En	  caso	  de	  emergencia,	  esto	  incluye,	  por	  ejemplo,	  que	  un	  animal	  muerda	  a	  una	  persona,	  que	  un	  animal	  
muerda	  a	  otro	  animal	  o	  que	  un	  animal	  se	  suelte	  o	  se	  lesione,	  el	  transportista	  debe	  ponerse	  en	  contacto	  con	  el	  
alcalde	  de	  inmediato.	  	  







o Si	  un	  transportista	  tiene	  alguna	  inquietud	  o	  pregunta	  acerca	  de	  una	  situación,	  cliente	  o	  animal,	  debe	  ponerse	  
en	  contacto	  con	  el	  alcalde	  para	  resolver	  la	  situación.	  El	  transportista	  no	  tiene	  permiso	  para	  resolver	  una	  
situación	  directamente	  con	  el	  cliente.	  	  


	  
	  








	  


The	  HSUS	  National	  Volunteer	  Center	  	  700	  Professional	  Dr.	  	  Gaithersburg,	  MD	  	  20879	  	  volunteer@humanesociety.org	  	  301-‐258-‐1555	  
	   	   	   	   	   	   	   	   	   	   	   	   	  


	  


	   	   	   	   	   	   	   	   Volunteer	  Position	  Description	  
	  
	  
Pets	  for	  Life	  Transport	  Volunteer	  
	  


Nothing	  in	  this	  position	  description	  restricts	  management’s	  right	  to	  assign	  or	  reassign	  duties	  and	  responsibilities	  to	  this	  position	  at	  any	  time.	  
Work	  Location	   Atlanta,	  Chicago,	  Los	  Angeles	  and	  Philadelphia	  
Position	  Grade	   3;	  background	  check	  includes	  Criminal	  Background,	  Motor	  Vehicle	  Record,	  


Social	  Security	  Address	  Report,	  and	  National	  Sex	  Offender	  Registry	  
Purpose	  of	  the	  Position	   Volunteers	  provide	  support	  to	  clients	  and	  their	  pets	  to	  ensure	  they	  are	  able	  to	  


take	  advantage	  of	  the	  services	  offered	  by	  the	  program.	  
Volunteer	  Responsibilities	   • Use	  own	  method	  of	  transportation	  to	  deliver	  supplies	  to	  clients	  who	  do	  


not	  have	  easy	  access	  to	  transportation;	  load	  and	  unload	  supplies	  
• Transport	  animals	  confined	  in	  crates	  to	  and	  from	  veterinary	  appointments	  


via	  clients’	  homes	  
• Ensure	  completion	  of	  all	  required	  paperwork	  by	  pet	  owner	  and	  submit	  


completed	  forms	  to	  the	  Pets	  for	  Life	  coordinator	  or	  manager,	  as	  assigned	  
• Communicate	  with	  clients	  about	  their	  needs	  
• Requires	  hands-‐on	  interaction	  with	  companion	  animals	  


Level	  of	  Difficulty	  
1=easy/5=demanding	  
(physical,	  mental,	  emotional)	  


• Physical	  difficulty	  is	  level	  3;	  requires	  walking,	  standing,	  lifting,	  bending,	  
and	  handling	  companion	  animals	  


• Mental	  difficulty	  is	  level	  3;	  requires	  training	  in	  protocols	  and	  procedures	  
with	  the	  expectation	  that	  they’ll	  be	  followed;	  involves	  working	  with	  little	  
supervision,	  requires	  strong	  driving	  skills,	  and	  ability	  to	  use	  good	  
judgment	  


• Emotional	  difficulty	  is	  level	  3;	  the	  nature	  of	  the	  issues	  dealt	  with	  can	  be	  
emotionally	  distressing	  as	  volunteers	  will	  see	  less	  than	  ideal	  situations	  for	  
people	  and	  animals;	  any	  contact	  with	  the	  public	  can	  result	  in	  interactions	  
with	  people	  in	  a	  heightened	  emotional	  state	  because	  of	  their	  connection	  
with	  and	  commitment	  to	  animals	  


Expected	  Environmental	  
Conditions	  


Busy	  roads	  due	  to	  heavy	  traffic	  and	  pedestrians;	  could	  be	  driving	  in	  hazardous	  
road	  conditions	  depending	  upon	  weather.	  


How	  Often	  Volunteers	  Work	  
On-‐site	  


All	  work	  is	  performed	  in	  the	  community.	  


Orientation/Training	   Volunteers	  must	  attend	  a	  general	  orientation	  and	  will	  receive	  training	  specific	  
to	  the	  role.	  Information	  and	  materials	  about	  The	  HSUS	  and	  Pets	  for	  Life,	  
including	  the	  Pets	  for	  Life	  Community	  Outreach	  Toolkit,	  will	  be	  provided.	  


Learning	  Opportunities	   • Better	  understand	  the	  challenges	  faced	  by	  animal	  owners	  in	  underserved	  
communities	  and	  the	  challenges	  to	  access	  spay/neuter	  services	  


• Develop	  or	  strengthen	  safe	  animal	  handling	  skills	  
• Strengthen	  communication	  and	  customer	  service	  skills	  
• Learn	  the	  geography	  of	  your	  city	  


Position	  Start	  Date	   Ongoing	  
Initial	  Minimum	  Commitment	   Three	  month	  commitment	  
Scheduling	  Guidelines	   Standing	  appointment	  times	  vary	  by	  city,	  but	  generally	  work	  will	  be	  requested	  


between	  7:00	  a.m.-‐9:00	  a.m.	  and	  4:00	  p.m.-‐6:00	  p.m.	  Volunteers	  indicate	  
which	  days	  and	  times	  they	  are	  available	  to	  work,	  and	  will	  be	  contacted	  should	  







	  


The	  HSUS	  National	  Volunteer	  Center	  	  700	  Professional	  Dr.	  	  Gaithersburg,	  MD	  	  20879	  	  volunteer@humanesociety.org	  	  301-‐258-‐1555	  
	   	   	   	   	   	   	   	   	   	   	   	   	  


there	  be	  a	  need	  for	  transport	  during	  that	  time	  period.	  
Qualifications/Requirements	  
for	  Volunteer	  Applicants	  


• Able	  to	  meet	  the	  requirements	  outlined	  in	  the	  Essential	  Capabilities	  
document	  with	  or	  without	  reasonable	  accommodation	  	  


• Able	  to	  understand	  directions	  and	  maps	  and	  strong	  navigational	  skills	  in	  
unfamiliar	  areas	  


• General	  experience	  working	  with	  companion	  animals	  and	  a	  willingness	  to	  
learn	  more	  about	  their	  behavior	  


• Able	  to	  communicate	  with	  a	  variety	  of	  people	  effectively	  and	  without	  
judgment	  or	  making	  negative	  remarks	  	  


• Able	  to	  follow	  proper	  animal	  handling	  techniques	  
• Willingness	  to	  be	  flexible	  
• Able	  to	  work	  comfortably	  in	  underserved	  communities	  
• Able	  to	  understand	  The	  Humane	  Society	  of	  the	  United	  States’	  (HSUS)	  


policies	  and	  positions	  and	  the	  Pets	  for	  Life	  approach,	  and	  able	  and	  willing	  
to	  appropriately	  and	  accurately	  represent	  those	  policies	  when	  interacting	  
with	  the	  public	  or	  otherwise	  representing	  The	  HSUS	  or	  Pets	  for	  Life	  


• Able	  to	  learn	  and	  demonstrate	  a	  familiarity	  with	  HSUS’	  major	  campaigns	  
and	  mission	  	  


• Customer	  service	  experience/skills	  preferred	  
Restrictions	   • Must	  be	  at	  least	  18	  years	  old	  


• Must	  wear	  a	  Pets	  for	  Life	  t-‐shirt	  (provided	  at	  no	  cost)	  when	  representing	  
the	  program	  


• Must	  have	  own	  reliable	  vehicle,	  a	  driver’s	  license,	  automobile	  registration	  
and	  insurance	  


• Must	  have	  an	  clear	  driving	  record	  with	  no	  major	  moving	  violations	  and	  
the	  ability	  to	  travel	  safely	  


• Should	  have	  access	  to	  a	  computer	  and	  ability	  to	  login	  into	  an	  online	  
volunteer	  communication	  site	  to	  receive	  updates	  


• Must	  be	  able	  to	  learn	  and	  follow	  guidelines	  and	  policies	  of	  The	  HSUS	  and	  
Pets	  for	  Life,	  and	  follow	  directions	  


• Must	  submit	  the	  required	  paperwork	  and	  pass	  a	  background	  check	  before	  
being	  assigned	  


Tools/Equipment	  Provided	  
(including	  Personal	  Protective	  
Equipment)	  


Pets	  for	  Life	  will	  provide	  plastic	  crates	  for	  transport.	  


Optional	  Tools/Equipment	   Extra	  leashes,	  leads	  or	  collars	  are	  sometimes	  needed.	  
Supervisor(s)	   Atlanta:	  Rachel	  Thompson,	  Coordinator:	  404.335.8463;	  


rthompson@humanesociety.org	  
Chicago:	  TBD,	  Coordinator	  
Los	  Angeles:	  Monica	  Romero,	  Coordinator:	  323.807.0801;	  
mromero@humanesociety.org	  
Philadelphia:	  Janice	  Poleon,	  Coordinator:	  215.805.0906;	  
jpoleon@humanesociety.org	  


Number	  of	  Concurrent	  
Volunteer	  Openings	  


3-‐5	  individuals	  


Additional	  Information	   	  
Updated	   2.14.2013	  
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         Volunteer 
             Waiver and Release of Liability 
 
I, (PRINT NAME HERE), ___________________________________ HEREBY ACKNOWLEDGE that I have voluntarily applied 
to assist The Humane Society of the United States (hereinafter referred to as The HSUS) in its work. 
 
I ACKNOWLEDGE THAT I AM VOLUNTARILY PARTICIPATING IN THIS ACTIVITY WITH FULL KNOWLEDGE OF THE TASKS 
INVOLVED AND HEREBY AGREE TO ACCEPT ANY AND ALL RISKS ASSOCIATED WITH MY PARTICIPATION, INCLUDING BUT 
NOT LIMITED TO INJURY AND ILLNESS. 
 
 
 
 
AS LAWFUL CONSIDERATION for being permitted by The HSUS to participate in providing volunteer service at 
__________________________________ Animal Care Center, I hereby fully and forever release, discharge, acquit and 
exonerate The HSUS, its affiliates, and their employees, officers, directors, volunteers, interns, and all others acting on their 
behalf from any and all actions, causes of action, claims, or liabilities that I have or may have in the future, whether known 
or unknown, arising out of or related in any way to my volunteer duties.  
 
I understand there are certain risks and dangers associated with working with wild, feral and domesticated animals, 
including but not limited to, bites, scratches, zoonotic diseases (diseases transmitted from animals to humans), and allergic 
reactions. I know there may also be risks involved with exposure to certain chemical cleaning products while performing my 
volunteer duties. I fully understand these risks and dangers. 
 
I fully assume all the risks involved, acknowledge that they are acceptable to me, and agree to use my best judgment in 
undertaking these activities, and agree to follow the rules and safety instructions as given by HSUS employees and 
volunteers authorized to act in a supervisory capacity. I waive, and release The HSUS, its affiliates, and their employees, 
officers, directors, volunteers, interns, and all others acting on their behalf from, any claim for personal injury, property 
damage, or death that may arise from my participation in the volunteer program at The HSUS. 
 
I HAVE CAREFULLY READ THIS WAIVER AND RELEASE AND FULLY UNDERSTAND ITS CONTENTS. If I am under 18 years of age 
at the time of registration, my parent or legal guardian has completely reviewed this Waiver and Release, understands and 
consents to its terms, and authorizes my participation. I am aware that this is a RELEASE OF LIABILITY and a contract 
between me and The HSUS, its affiliates, and their employees, officers, directors, volunteers, interns, and all others acting 
on their behalf, and I accept it of my own free will. 
 
 
__________________________________   ___________________________________  ____________ 
Printed Name of Volunteer   Volunteer Signature    Date 
 
__________________________________  ___________________________________  ____________ 
Printed name of Parent/Guardian   Signature of Parent/Guardian   Date 
(required if volunteer is under 18 years of age) 
 
__________________________________  ___________________________________  ____________ 
Printed Name of Witness    Witness Signature    Date 


Please initial that you have read and understood the above ______ 


SAMPLE
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Data	  Collection:	  


• Disseminate	  forms	  on	  clipboards	  with	  pens	  to	  each	  pet	  owner	  
• Ensure	  pet	  owner	  completes	  a	  form	  for	  each	  pet	  
• Confirm	  pet	  owner	  completes	  each	  question	  on	  information	  form	  
• Some	  people	  may	  need	  help	  going	  through	  the	  forms	  *there	  may	  be	  some	  literacy	  issues	  so	  be	  patient*	  


Registration:	  


• Greet	  each	  person	  and	  collect	  the	  information	  form	  
• Confirm	  all	  information	  is	  complete	  on	  the	  form	  and	  assist	  the	  pet	  owner	  in	  completing	  if	  necessary	  
• Transfer	  information	  from	  the	  information	  form	  to	  the	  rabies	  certificate	  form	  
• Put	  completed	  information	  form	  in	  keep	  pile	  
• Give	  the	  top	  copy	  of	  the	  rabies	  certificate	  to	  the	  “Vet	  Bouncer”	  


	  
Vet	  Bouncer:	  


• Confirm	  pet	  owner	  has	  completed	  rabies	  certificate	  	  
• Obtain	  vet	  signature	  if	  not	  already	  complete	  
• Confirm	  the	  vet	  is	  ready	  for	  the	  next	  client	  and	  their	  pet(s)	  
• Escort	  pet	  owner	  to	  vaccination	  area	  	  
• Return	  to	  assist	  next	  pet	  owner	  in	  line	  


	  
Crowd	  Management:	  


• Establish	  and	  maintain	  single	  file	  line	  
• Assist	  people	  as	  they	  arrive	  to	  where	  the	  end	  of	  the	  line	  is	  
• Consistently	  monitor	  line	  for	  anxious	  or	  reactive	  pets	  
• Avoid	  dog	  on	  dog	  issues	  by	  establishing	  space	  between	  pet	  owners	  
• Approach	  pet	  owners	  who	  need	  help	  managing	  their	  pet	  and	  offer	  assistance	  –	  if	  necessary	  remove	  pet	  


owner	  and	  dog	  to	  safe	  area	  
• Confirm	  all	  pets	  are	  on	  a	  leash	  or	  in	  a	  carrier	  or	  secured	  in	  pet	  owners	  arms	  


	  
Vet	  Shadower:	  


• Assist	  in	  Vet	  Bouncer	  area	  while	  vet	  is	  in	  normal	  vet	  vaccination	  area	  
• When	  vet	  leaves	  post	  to	  help	  pets	  not	  in	  the	  normal	  line,	  follow	  him/her	  to	  the	  pet	  in	  question	  
• Ensure	  that	  the	  information	  form	  is	  complete,	  received	  and	  dropped	  off	  at	  registration	  table	  	  
• Ensure	  the	  pet	  owner	  receives	  completed	  rabies	  certificate	  form	  


	  
Volunteer	  Table/Photography	  Assistant:	  


• Ensure	  volunteers	  signs	  waiver	  and	  provide	  with	  a	  name	  tag	  
• When	  not	  manning	  the	  volunteer	  table,	  find	  photographer	  to	  assist	  with	  dissimination	  of	  photography	  


cards	  
	  
Misc/Runners:	  


• Ensure	  dog	  bowls	  have	  water	  
• Ensure	  poop	  is	  picked	  up	  
• Provide	  water	  and	  snacks	  to	  vets	  and	  volunteers	  at	  stations	  
• Check	  in	  with	  event	  coordinators	  to	  see	  where	  help	  is	  needed	  


	  
Treat/Give	  Away	  Table:	  


• Give	  one	  green	  bag	  per	  pet	  owner	  to	  each	  person	  who	  signs	  up	  for	  spay/neuter	  
• Use	  discretion	  in	  giving	  away	  food	  away	  
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JOB	  TITLE:	  	  Rabies	  Certificate	  Registration	  


SUPPLIES	  NEEDED:	  	  Rabies	  Certificates,	  Rabies	  Tags	  &	  Rings,	  Pens	  


JOB	  DESCRIPTION:	  	  	  Collect	  the	  Pet	  History	  Certificate	  from	  the	  client	  and	  use	  it	  to	  completely	  
fill	  out	  the	  Rabies	  Certificate	  for	  their	  pet.	  	  Give	  each	  client	  a	  rabies	  tag	  and	  ring.	  


DUTIES	  INCLUDE:	  	  As	  the	  clients	  come	  up	  to	  your	  table,	  ask	  them	  for	  their	  Pet	  History	  
Certificate.	  	  Use	  this	  to	  fill	  out	  the	  Rabies	  Certificate	  to	  the	  best	  of	  your	  knowledge	  (see	  
attached).	  	  If	  there	  are	  any	  questions	  you	  cannot	  answer	  using	  the	  Pet	  History	  Certificates	  ask	  
the	  client.	  	  It	  is	  important	  to	  make	  sure	  you	  completely	  fill	  out	  all	  the	  information	  on	  the	  Rabies	  
Certificate	  including	  whether	  or	  not	  the	  animal	  is	  sterilized	  and	  what	  breed	  the	  animal	  is.	  	  Once	  
this	  is	  completed,	  give	  the	  client	  the	  white	  copy	  of	  the	  rabies	  certificate	  and	  a	  ring	  for	  the	  rabies	  
tag.	  	  Put	  the	  yellow	  and	  pink	  carbon	  copies	  of	  the	  Rabies	  Certificates	  and	  the	  Pet	  History	  
Certificate	  (the	  pet	  owner	  does	  NOT	  get	  a	  copy	  of	  the	  Pet	  History	  Certificate)	  in	  the	  designated	  
boxes.	  	  	  


If	  you	  fill	  out	  a	  rabies	  certificate	  for	  an	  animal	  that	  one	  of	  the	  veterinarians	  determines	  is	  too	  
young	  or	  too	  sick	  to	  vaccinate	  make	  sure	  to	  rip	  up	  that	  certificate	  so	  we	  don’t	  count	  that	  animal	  
in	  our	  grand	  total	  of	  animals	  vaccinated	  at	  the	  event.	  	  	  


It	  is	  CRITICAL	  that	  you	  fill	  out	  the	  Rabies	  Certificates	  completely	  and	  clearly	  as	  they	  will	  be	  used	  
to	  help	  us	  determine	  how	  successful	  our	  Outreach	  Events	  are.	  	  	  


As	  you	  fill	  out	  the	  Rabies	  Certificates	  many	  people	  will	  come	  up	  to	  you	  and	  ask	  you	  questions	  or	  
ask	  if	  they	  can	  cut	  the	  line	  for	  various	  reasons.	  	  Be	  clear	  that	  they	  MUST	  stand	  in	  line,	  even	  if	  
they	  only	  want	  food,	  and	  refer	  them	  to	  Alana	  if	  you	  cannot	  answer	  their	  questions.	  	  	  
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JOB	  TITLE:	  	  Line	  Managers	  	  


SUPPLIES	  NEEDED:	  	  Spray	  Shield,	  slip	  leashes,	  cat	  carriers	  


JOB	  DESCRIPTION:	  	  The	  Line	  Mangers	  are	  critical	  members	  of	  the	  Outreach	  Event	  team	  because	  
they	  ensure	  the	  line	  is	  a	  safe	  and	  positive	  place	  for	  both	  human	  and	  pet	  attendees	  –	  keeping	  
spacing	  between	  pets,	  preventing	  issues	  between	  dogs	  and	  between	  people	  and	  generally	  
keeping	  control	  on	  the	  line	  and	  being	  decisive	  before	  issues	  occur.	  	  This	  position	  pulls	  out	  
reactive	  dogs,	  makes	  sure	  there	  is	  only	  1	  line	  at	  all	  times,	  and	  provide	  leashes	  and	  cat	  carriers	  
to	  pet	  owners	  that	  do	  not	  have	  one	  for	  their	  pet.	  	  	  	  	  	  	  


	  
1. PULLING	  OUT	  REACTIVE	  DOGS	  


Each	  person	  in	  the	  line	  management	  position	  is	  to	  walk	  up	  and	  down	  the	  line	  making	  sure	  
to	  PULL	  OUT	  OF	  LINE	  any	  reactive	  	  dogs	  or	  dogs	  that	  are	  disruptive	  to	  the	  rest	  of	  the	  line.	  	  
You	  should	  easily	  be	  able	  to	  spot	  these	  dogs	  because	  they	  will	  exhibit	  the	  following	  
behavior:	  	  	  


• Hackles	  up	  (hair	  on	  the	  back	  of	  their	  neck)	  
• Excessive	  barking	  
• Growling	  and	  lunging	  at	  other	  dogs/people	  	  
• Excited	  behavior	  


Some	  dogs	  are	  under	  socialized	  or	  just	  overly	  excited	  at	  all	  of	  the	  stimuli	  at	  the	  event	  and	  
being	  in	  line	  is	  not	  positive	  for	  the	  dog,	  the	  owner	  or	  the	  other	  dogs	  in	  the	  line.	  	  It	  is	  critical	  
that	  these	  dogs	  are	  removed	  from	  the	  line	  to	  prevent	  any	  dog	  fights	  from	  taking	  place.	  	  
Once	  a	  dog	  is	  identified,	  point	  the	  person	  in	  the	  direction	  of	  the	  pre-‐assigned	  area	  and	  the	  
volunteer	  assigned	  to	  that	  area,	  will	  then	  go	  get	  the	  runner	  vet	  team	  to	  administer	  the	  
vaccine	  to	  them.	  	  	  


2. MAKE	  SURE	  THERE	  IS	  ONLY	  1	  LINE	  


There	  is	  sometimes	  confusion	  on	  the	  line	  or	  people	  naturally	  gravitate	  towards	  the	  services	  
and	  more	  than	  one	  line	  can	  form.	  	  It	  is	  the	  job	  of	  the	  Line	  Managers	  to	  prevent	  this	  from	  
happening.	  	  	  It	  is	  critical	  that	  you	  are	  constantly	  walking	  the	  line	  with	  your	  team	  making	  sure	  
there	  is	  only	  1	  line	  at	  all	  times.	  	  People	  wait	  hours	  in	  this	  line	  to	  get	  free	  services	  for	  their	  
pet	  and	  the	  one	  thing	  that	  seems	  to	  really	  upset	  people	  is	  if	  they	  view	  someone	  else	  as	  	  
cutting	  the	  line.	  	  People	  may	  try	  to	  give	  you	  various	  	  reasons	  as	  to	  why	  they	  “can’t	  wait	  in	  
line”	  however	  you	  must	  explain	  to	  them	  in	  a	  polite	  manner	  that	  EVERYONE	  waits	  in	  one	  
line,	  it	  is	  the	  only	  way	  we	  can	  ensure	  safety	  and	  fair	  treatment.	  	  The	  only	  reason	  someone	  
leaves	  the	  line	  is	  to	  go	  to	  the	  reactive	  dog	  area.	  	  If	  someone	  is	  very	  elderly	  or	  disabled	  and	  
clearly	  is	  having	  a	  hard	  time	  waiting	  in	  the	  line	  due	  to	  health	  reasons,	  we	  offer	  them	  a	  chair	  
to	  sit	  in	  while	  in	  line	  or	  we	  talk	  to	  them	  about	  scheduling	  a	  s/n	  appointment	  for	  their	  pet	  
and	  getting	  services	  then.	  	  You	  must	  use	  good	  judgment	  when	  allowing	  someone	  to	  be	  
pulled	  out	  of	  the	  line.	  	  Even	  if	  they	  indicate	  they	  ONLY	  want	  the	  nail	  trimming	  or	  they	  ONLY	  







want	  the	  food,	  they	  still	  MUST	  WAIT	  IN	  THE	  LINE.	  	  We	  cannot	  have	  random	  clients	  going	  up	  
to	  various	  booths	  because	  it	  upsets	  the	  people	  who	  have	  been	  waiting	  patiently.	  	  	  


3. 	  PROVIDE	  CLIENTS	  WITH	  A	  SLIP	  LEASH	  OR	  A	  CAT	  CARRIER	  IF	  THEY	  DO	  NOT	  HAVE	  ONE	  


Many	  clients	  show	  up	  with	  a	  dog	  or	  cat	  and	  they	  do	  not	  have	  a	  leash	  or	  a	  cat	  carrier.	  	  It	  is	  
your	  responsibility	  to	  make	  sure	  they	  get	  one.	  	  There	  will	  be	  a	  plastic	  bin	  at	  the	  registration	  
table	  with	  the	  slip	  leashes	  and	  there	  will	  be	  a	  large	  cardboard	  box	  with	  cat	  carriers	  in	  them.	  	  
We	  often	  times	  see	  more	  dogs	  than	  cats	  so	  make	  sure	  that	  you	  have	  a	  handful	  of	  the	  slip	  
leashes	  around	  your	  neck	  or	  in	  your	  pocket	  to	  hand	  out	  to	  clients	  as	  they	  approach	  the	  line.	  	  
DO	  NOT	  give	  the	  slip	  leashes	  to	  everyone,	  only	  the	  clients	  that	  DO	  NOT	  have	  a	  leash.	  	  This	  is	  
an	  extremely	  important	  job	  and	  it	  helps	  to	  make	  sure	  the	  animals	  stay	  safe	  and	  do	  not	  get	  
loose.	  	  If	  you	  need	  a	  cat	  carrier,	  please	  let	  a	  runner	  know	  so	  you	  don’t	  have	  to	  leave	  the	  line	  
to	  go	  get	  one.	  Try	  your	  best	  to	  identify	  issues	  like	  this	  before	  the	  people	  and	  their	  pets	  enter	  
the	  line.	  	  


THINGS	  TO	  WATCH	  OUT	  FOR:	  


•	   Avoid	  Face	  Offs	  –	  face	  to	  face	  approaches	  and	  greetings	  are	  what	  people	  normally	  do	  so	  
pay	  a	  lot	  of	  attention	  to	  having	  the	  line	  situated	  where	  dogs	  are	  head	  to	  butt	  


•	   Create	  a	  Buffer	  Zone	  between	  Dogs	  –	  walk	  the	  line	  and	  push	  up	  and	  push	  back	  between	  
dogs	  


•	   If	  dogs	  are	  freaking	  out	  at	  little	  dogs	  being	  held,	  ask	  people	  to	  put	  them	  down	  on	  the	  
ground	  and	  make	  more	  space	  between	  those	  dogs	  (same	  thing	  with	  cats)	  


Remember	  you	  will	  be	  working	  in	  a	  team	  of	  6	  people.	  	  Be	  sure	  to	  communicate	  with	  each	  
other	  and	  work	  together.	  	  Finally,	  this	  rarely	  happens	  but	  if	  there	  are	  ever	  people	  that	  we	  
just	  basically	  have	  to	  tell	  them	  to	  knock	  it	  off	  then	  I	  am	  happy	  to	  do	  that!	  	  Above	  all	  else	  
trust	  your	  gut.	  	  	  
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JOB	  TITLE:	  	  Pet	  History	  Certificate	  Registration	  


SUPPLIES	  NEEDED:	  	  Clip	  Boards,	  Pens,	  Pet	  History	  Certificates	  


JOB	  DESCRIPTION:	  	  It	  is	  your	  responsibility	  to	  assist	  the	  clients	  in	  the	  line	  fill	  out	  the	  Pet	  History	  
Certificates.	  	  It	  is	  critical	  that	  these	  certificates	  are	  filled	  out	  completely	  and	  as	  accurately	  as	  
possible.	  	  	  


DUTIES	  INCLUDE:	  


Every	  client	  who	  attends	  an	  outreach	  event	  must	  fill	  out	  a	  pet	  history	  certificate	  for	  each	  pet.	  	  
(See	  Attached).	  	  At	  the	  rabies	  registration	  table	  there	  will	  be	  a	  box	  filled	  with	  clip	  boards,	  pens,	  
and	  the	  pet	  history	  certificates	  in	  English	  and	  Spanish.	  	  Take	  these	  items	  and	  start	  to	  hand	  them	  
out	  to	  the	  clients	  standing	  at	  the	  front	  of	  the	  line.	  	  As	  you	  hand	  them	  out	  make	  sure	  to	  let	  the	  
clients	  know	  that	  they	  must	  fill	  the	  form	  out	  COMPLETELY	  before	  they	  get	  their	  animal	  
vaccinated.	  	  	  


After	  you	  have	  handed	  out	  the	  Pet	  History	  Certificates,	  go	  through	  the	  line	  and	  ask	  clients	  if	  
they	  need	  assistance	  filling	  out	  the	  forms.	  	  Some	  attendees	  may	  have	  trouble	  understanding	  
the	  questions,	  they	  may	  not	  be	  able	  to	  read	  or	  they	  	  many	  need	  help	  holding	  their	  dog	  or	  cat	  
while	  the	  form	  is	  filled	  out	  –	  there	  are	  many	  reasons	  why	  you	  may	  need	  to	  help	  clients	  fill	  out	  
their	  forms,	  always	  be	  kind	  and	  considerate	  and	  never	  make	  anyone	  feel	  badly	  about	  needing	  
assistance.	  	  Remember	  it	  is	  your	  responsibility	  to	  make	  sure	  that	  all	  of	  the	  information	  is	  filled	  
out	  to	  the	  best	  of	  the	  client’s	  knowledge.	  	  If	  there	  is	  something	  the	  client	  does	  not	  know	  try	  and	  
have	  them	  estimate	  what	  the	  answer	  could	  be.	  	  For	  example	  if	  they	  don’t	  know	  the	  age	  of	  the	  
animal	  ask	  the	  pet	  owner	  how	  many	  years	  have	  they	  owned	  the	  animal	  and	  if	  the	  animal	  a	  
puppy	  or	  a	  kitten	  when	  they	  received	  it.	  	  If	  the	  client	  does	  not	  know	  the	  breed	  of	  the	  dog,	  and	  
you	  can	  clearly	  tell	  it	  is	  a	  Chihuahua	  mix,	  tell	  them	  to	  put	  down	  Chihuahua	  mix.	  	  If	  you	  are	  
completely	  unsure	  ask	  Robert	  Sotelo,	  our	  dog	  trainer	  to	  help	  identify	  the	  dog.	  	  Most	  of	  the	  Pet	  
History	  Certificate	  is	  simply	  checking	  boxes	  so	  please	  be	  sure	  to	  review	  each	  question	  to	  
guarantee	  one	  of	  the	  boxes	  is	  checked.	  	  	  


As	  attendees	  complete	  their	  forms,	  take	  their	  clip	  boards	  and	  pens	  and	  provide	  them	  to	  the	  
next	  clients	  in	  line.	  	  	  


You	  will	  be	  working	  in	  teams	  of	  4	  so	  make	  sure	  you	  have	  2	  of	  the	  team	  members	  at	  the	  very	  
front	  of	  the	  line	  checking	  EACH	  and	  EVERY	  Pet	  History	  Certificate	  to	  guarantee	  it	  is	  fully	  filled	  
out	  before	  they	  head	  to	  the	  Rabies	  Registration	  table.	  	  	  


The	  Pet	  History	  Certificates	  help	  us	  determine	  how	  many	  animals	  are	  unaltered,	  what	  breed	  is	  
most	  commonly	  seen	  at	  our	  outreach	  events,	  and	  it	  provides	  the	  contact	  information	  of	  the	  
clients.	  	  These	  are	  CRITICAL	  pieces	  of	  information	  that	  we	  need	  to	  continue	  our	  program.	  	  If	  you	  
are	  unsure	  of	  anything	  please	  ask	  another	  member	  of	  your	  team	  or	  ask	  Robert	  or	  Sonia	  to	  assist	  
you	  if	  you	  are	  having	  a	  hard	  time	  helping	  a	  client	  fill	  out	  the	  Pet	  History	  Certificate.	  	  	  
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Sample	  Community	  Outreach	  Event	  Checklist	  -	  300	  Dogs/Cats


Event	  Day	  People	  and	  Material	  Needs:
 Venue	  –	  within	  or	  close	  to	  target	  market	  neighborhoods	  
 Notify	  police	  department	  if	  necessary	  of	  possible	  trafGic	  issues	  and	  assistance	  
 Veterinarian	  (preferably	  2)	  –	  one	  vet	  can	  usually	  administer	  between	  50-100/


hour
 Vet	  techs	  (2)	  per	  veterinarian	  –	  assist	  with	  administering	  vaccines	  (one	  tech	  to	  


follow	  the	  vet	  doing	  the	  ‘running’,	  helping	  dogs	  and	  cats	  that	  can’t	  be	  in	  line)
 Staff/volunteers:


 Registration/paperwork	  	  (3)
 Data	  collection	  (3)
 Line/crowd	  management	  (6)
 Spay/neuter	  voucher	  issuers	  (2)
 Spay/neuter	  appointment	  table	  (2)
 Food/give-away	  table	  (2)
 Floaters	  –	  runners/misc.	  (3)
 Program	  information	  table	  (2)
 Photographer	  (1)


 Volunteer	  organization	  for	  grooming,	  dog	  training,	  etc.	  if	  possible
 Vaccine/Chips	  (syringes,	  license	  paperwork/tags)


 Rabies	  certiGicates	  (if	  providing	  rabies	  vaccine)
 Pet	  Owner	  Information	  Data	  Collection	  Forms
 Tent	  for	  covering	  vaccine	  area	  if	  outdoors	  and	  not	  under	  pavilion
 Tables	  (10-12,	  6	  or	  8	  foot	  tables)
 Chairs	  (10)
 Camera	  for	  picture	  documentation	  
 Clip	  boards	  –	  to	  aid	  registration	  of	  tags,	  spay/neuter	  appointments
 Pens	  
 Spay/neuter	  appointment	  book
 Spay/neuter	  drop	  off/surgery	  instructions	  and	  info	  on	  spay/neuter	  services
 Spay/neuter	  vouchers	  
 Sign	  to	  post	  alerting	  people	  that	  pictures	  taken	  of	  them	  and	  their	  pets	  at	  the	  event	  


may	  be	  used	  in	  advertisements	  or	  promotional	  materials	  (Note:	  images	  may	  not	  
be	  used	  in	  selling	  services	  –	  formal	  photo	  release	  necessary	  for	  this	  type	  of	  use.)


 Leashes/Leads
 Water	  bowls	  (10)
 Cat	  carriers	  (cardboard	  or	  extra	  crates)
 Materials	  for	  line	  creation	  and	  maintenance	  –	  tape,	  cones,	  etc.
 Water	  for	  volunteers
 Pooper	  Scooper
 Trash	  bags
 SprayShield	  (formerly	  Direct	  Stop)	  for	  possible	  dog	  Gights
 Sharps	  container
 Antibacterial	  wash


Promotions	  Plan:
 Press	  release
 Outreach	  to	  media	  partner	  for	  in-kind	  promotions
 Canvassing	  with	  Glyers	  (Animal	  Control,	  s/n	  clinic	  canvass	  target	  neighborhoods,	  


hang	  in	  laundromats,	  gas	  stations,	  check	  cashing	  facilities,	  drop	  off	  at	  churches	  
and	  schools,	  etc.)


 Viral	  (electronically	  –	  groups	  post	  on	  listservs,	  Facebook,	  etc.)	  
 Internet	  postings


Promotional	  Materials:
 Promotional	  Glyers	  for	  the	  event	  (pdf	  version	  for	  email	  and	  printable	  version)
 Guerilla	  marketing	  materials	  -	  stencils,	  banners,	  postcards	  (optional)
 Spay/neuter	  banner	  and/or	  tent	  for	  setting	  up	  appointment	  	  (optional)
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Pets	  for	  Life	  Outreach	  Event
Timeline


EVENT Pets	  for	  Life	  Community	  Outreach	  Event	  
EVENT	  DATE Saturday,	  October	  19,	  2103
EVENT	  TIME 10:00	  -‐	  2:00


EVENT	  LOCATION Pets	  for	  Life	  Center	  809	  Hollywood	  Road,	  Atlanta,	  GA	  30318
COMPLETED


TWO	  MONTHS	  BEFORE	  EVENT Select	  Venue	  -‐	  within	  or	  close	  to	  target	  market	  neighborhoods
Send	  a	  "Save	  the	  Date"	  notice	  to	  Volunteers
Schedule	  Volunteer	  Orientation
Create,	  approve	  and	  order	  event	  flyer	  for	  canvassing	  (order	  2,000)
Notify	  police	  department	  if	  necessary	  for	  possible	  traffic	  issues	  and	  assistance
Check	  tee	  shirt	  inventory	  for	  volunteers
Secure	  Veterinarians	  (4+)	  2	  for	  dogs,	  1	  for	  cats,	  1	  runner	  vet
Secure	  Vet	  Techs	  (2)	  per	  vet	  -‐	  assist	  with	  administering	  vaccinations	  (one	  tech	  to	  follow	  the	  runner	  vet)
Order	  Tables	  (10-‐12,	  6	  or	  8	  ft.	  tables)
Secure	  volunteer	  translator
Order	  24	  chairs
Secure	  Photographer	  for	  Event	  and	  complete	  necessary	  paperwork
Order	  Supplies	  (muzzles,	  slip	  leads,	  clip	  boards,	  pens,	  sharpies,	  duct	  tape,	  pooper	  scooper,	  trash	  cans,	  training	  treat	  bags),	  masking	  tape,	  poop	  
bags,	  water	  bowls,	  bleach,	  trash	  bags,	  cat	  towels,	  paper	  towels,	  hand	  sanitizer,	  orange	  cones,	  walkie	  talkies)
Order	  cardboard	  cat	  carriers


ONE	  MONTH	  BEFORE	  EVENT Order	  vaccinations
Order	  Pet	  Owner	  Information	  Forms	  (English	  and	  Spanish),	  500	  Eng,	  50	  Sp
Order	  Rabies	  Certificate
Order	  Spay/Neuter	  Vouchers
Order	  laminated	  signs	  for	  table	  ID	  (one	  time	  purchase)
Prepare	  Veterniary	  Crash	  Kit
Prepare	  Vet	  Stipend	  Paperwork	  (if	  necessary)
Meet	  with	  Vet	  Clinic	  Spay-‐Neuter	  Appointment	  Coordinators	  to	  discuss	  event	  (appointment	  schedules,	  confirmation	  to	  hand	  out	  at	  event)
Outreach	  to	  media	  partner	  for	  in	  -‐	  kind	  coverage	  of	  the	  event
Start	  flyering	  for	  the	  event


TWO	  WEEKS	  BEFORE	  EVENT Hold	  Volunteer	  Orientaion	  specific	  to	  the	  outreach	  event	  and	  do	  a	  walk	  through	  of	  mock	  event	  set	  up	  with	  volunteers	  and	  confirm	  all	  paperwork	  is	  on	  file
Create	  Volunteer	  Namebages	  (noting	  which	  volunteers	  speak	  Spanish)
Assign	  Volunteer	  Roles	  after	  Volunteer	  Orientation	  and	  meeting	  people,	  assigning	  them	  according	  to	  their	  strengths	  and	  interests
Have	  volunteers	  fill	  out	  as	  much	  as	  possible	  on	  rabies	  certificate,	  staple	  rabies	  tag	  to	  rabies	  certificate	  and	  put	  together	  cat	  carriers
Start	  heaving,	  concentrated	  and	  strategic	  flyering


ONE	  WEEK	  BEFORE	  EVENT Arrange	  for	  volunteer	  lunch	  to	  be	  delivered	  day	  of	  the	  event
Buy	  water	  and	  non-‐perishable	  volunteer	  snacks
Have	  vets	  sign	  rabies	  certificates


WEEK	  OF	  EVENT Pull	  vaccinations	  for	  event
Confirm	  volunteer	  attendance
Have	  tables	  and	  chairs	  delivered	  Friday	  before	  event
Big	  last	  push	  of	  flyering


DAY	  OF	  EVENT Pick	  up	  Vegan	  Breakfast	  &	  Coffee
Buy	  Ice	  for	  coolers
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DOG	  SAFETY	  TIPS	  


When	  holding	  free	  dog	  training	  classes	  or	  community	  outreach	  events	  that	  are	  open	  to	  the	  public,	  it	  is	  
important	  to	  be	  prepared	  for	  worst	  case	  scenarios	  but	  work	  hard	  to	  prevent	  and	  identify	  potentially	  
negative	  dog-‐human	  or	  dog-‐dog	  interactions.	  	  Dogs	  exhibit	  many	  behaviors	  that	  can	  be	  easily	  
misinterpreted	  or	  missed	  -‐	  barking,	  growling,	  posturing,	  and	  other	  forms	  of	  body	  language	  can	  mean	  
many	  things.	  	  These	  behaviors	  can	  be	  a	  pre-‐cursor	  to	  an	  incident	  but	  if	  handled	  appropriately	  fights	  and	  
bites	  can	  often	  be	  prevented.	  	  	  


PREVENTION:	  


• Create	  a	  safe	  environment.	  	  Dogs	  should	  never	  be	  cornered,	  and	  should	  always	  have	  the	  option	  
to	  avoid	  confrontation	  with	  other	  dogs.	  	  Leave	  ample	  space	  between	  dogs	  and	  in	  lines	  have	  dogs	  
head	  to	  tail	  and	  not	  face	  to	  face.	  	  	  


• Identify	  reactive	  dogs	  and	  have	  a	  safe	  area	  predetermined	  to	  separate	  them	  for	  services	  or	  
training	  being	  provided.	  


• Respect	  a	  fearful	  dog!	  	  When	  a	  dog	  appears	  uncomfortable	  he/she	  should	  not	  be	  approached	  by	  
other	  dogs	  or	  people	  except	  for	  experienced	  handlers	  who	  should	  consult	  with	  the	  dog’s	  owner	  
on	  how	  to	  best	  accommodate	  the	  dog	  in	  order	  to	  provide	  services.	  


• Have	  slip	  leads,	  collars,	  and	  muzzles	  available	  for	  use	  as	  needed.	  Keeping	  dogs	  secure	  and	  
properly	  restrained	  is	  very	  important.	  	  Have	  staff	  and/or	  volunteers	  assigned	  to	  identifying	  
owners	  that	  do	  not	  have	  control	  of	  or	  adequate	  equipment	  for	  his/her	  dog(s).	  	  


• Have	  large	  towels	  available	  to	  wrap	  smaller	  dogs	  in	  and	  to	  put	  around	  the	  head	  of	  larger	  dogs.	  	  
• Always	  have	  deterrent	  spray	  available	  (Spray	  Shield).	  	  


BREAKING	  UP	  A	  FIGHT	  


If	  a	  fight	  between	  dogs	  does	  occur	  there	  are	  a	  few	  things	  you	  can	  do	  to	  minimize	  the	  damage	  and	  end	  
the	  fight	  as	  quickly	  as	  possible.	  	  There	  are	  two	  types	  of	  fights	  –	  the	  first	  is	  where	  all	  dogs	  involved	  are	  
actively	  engaged	  in	  the	  fight	  and	  the	  second	  is	  where	  one	  dog	  is	  not	  actively	  engaged.	  	  Identifying	  the	  
type	  of	  fight	  is	  useful	  in	  how	  you	  will	  respond.	  	  Having	  two	  people	  working	  together	  to	  stop	  the	  fight	  is	  
ideal	  versus	  only	  one	  person	  or	  multiple	  people.	  	  


The	  first	  rule	  of	  breaking	  up	  a	  dog	  fight	  is	  to	  trust	  what	  you	  see	  not	  what	  you	  hear.	  	  When	  dogs	  are	  
fighting	  it	  often	  sounds	  significantly	  worse	  than	  it	  actually	  is.	  	  There	  is	  often	  a	  lot	  of	  loud	  growling,	  
barking	  and	  bearing	  of	  teeth	  before	  any	  damage	  is	  actually	  done	  to	  either	  dog	  involved.	  	  The	  second	  rule	  
of	  breaking	  up	  a	  dog	  fight	  is	  to	  STAY	  CALM!	  	  Then	  follow	  these	  steps:	  


• KEEP	  THE	  VOLUME	  DOWN.	  	  When	  dogs	  fight	  the	  situation	  is	  already	  volatile,	  screaming	  and	  
yelling	  will	  only	  intensify	  the	  environment	  for	  the	  dogs,	  the	  owners	  and	  for	  other	  people	  and	  
pets	  around	  the	  situation.	  	  	  


• Only	  the	  staff	  and/or	  volunteers	  pre-‐determined	  to	  break	  up	  a	  fight	  if	  one	  occurs,	  should	  
participate	  in	  breaking	  up	  the	  fight.	  	  Ideally	  there	  should	  be	  two	  people	  assigned	  this	  duty.	  	  	  If	  
there	  is	  a	  crowd,	  it	  is	  crucial	  to	  keep	  people	  calm	  and	  make	  sure	  people	  and	  other	  pets	  are	  kept	  







safe	  and	  away	  from	  the	  incident.	  	  There	  should	  be	  additional	  staff	  and/or	  volunteers	  assigned	  to	  
keeping	  other	  dogs	  and	  people	  from	  getting	  involved	  and	  with	  making	  sure	  all	  other	  people	  and	  
pets	  remain	  safe.	  	  	  


• Always	  try	  to	  avoid	  getting	  physically	  involved	  in	  the	  fight	  -‐	  first	  try	  deterrent	  spray	  
(SpraySheild/Direct	  Stop),	  a	  bucket	  of	  water,	  or	  an	  air	  horn	  (banging	  anything	  you	  have	  handy	  
that	  will	  startle	  the	  dogs	  can	  work).	  	  If	  only	  one	  dog	  is	  actively	  engaged	  in	  the	  fight,	  focus	  these	  
efforts	  on	  that	  dog.	  	  If	  the	  dogs	  separate,	  each	  person	  should	  immediately	  grab	  hold	  of	  a	  leash	  
or	  collar	  and	  move	  the	  dogs	  away	  from	  each	  other.	  	  If	  dogs	  are	  not	  wearing	  any	  equipment	  each	  
person	  should	  have	  a	  slip	  lead	  on	  them	  to	  immediately	  restrain	  the	  dogs	  when	  they	  separate.	  	  	  


• If	  one	  of	  these	  methods	  doesn’t	  work	  and	  the	  dogs	  are	  still	  engaged	  in	  the	  fight,	  you	  will	  have	  to	  
get	  physically	  involved.	  	  If	  both	  dogs	  are	  actively	  engaged	  in	  the	  fight,	  each	  person	  should	  follow	  
the	  steps	  below.	  	  If	  only	  one	  dog	  is	  actively	  engaged,	  one	  person	  should	  focus	  on	  that	  dog	  and	  
the	  other	  person	  stand	  ready	  to	  remove	  and	  secure	  the	  other	  dog.	  


o Grab	  that	  dog	  by	  the	  hind	  legs	  and	  lift	  off	  the	  ground	  as	  high	  as	  you	  can.	  
o Squeeze	  the	  dog	  as	  hard	  as	  you	  can	  in	  his/her	  groin	  area.	  
o DO	  NOT	  PULL	  EITHER	  DOG	  –THIS	  CAN	  CAUSE	  GREATER	  INJURYAND	  MAKE	  THE	  DOGS	  


HOLD	  ON	  EVEN	  TIGHTER.	  
o The	  second	  the	  dog(s)	  let	  go,	  secure	  a	  hold	  by	  attaching	  a	  leash	  to	  the	  dog’s	  collar	  or	  


with	  a	  slip	  lead.	  	  Immediately	  walk	  dogs	  in	  opposite	  directions.	  
• Whenever	  the	  fight	  has	  been	  stopped,	  do	  not	  examine	  the	  dogs	  right	  away	  unless	  there	  are	  


obvious	  life	  threatening	  injuries.	  	  Do	  not	  try	  to	  talk	  to,	  pet,	  or	  console	  the	  dogs	  right	  way.	  	  Focus	  
on	  getting	  the	  dogs	  away	  from	  the	  situation	  securely	  on	  a	  leash	  and	  give	  the	  dogs	  time	  to	  calm	  
down.	  	  	  	  	  


Every	  situation	  and	  dog	  is	  different	  and	  although	  the	  methods	  above	  will	  work	  for	  most,	  there	  is	  no	  
guarantee.	  	  The	  possibility	  always	  exist	  that	  a	  dog	  has	  to	  tire	  out	  before	  a	  fight	  will	  stop	  and	  if	  that	  
happens	  the	  best	  thing	  you	  can	  do	  is	  stay	  focused	  and	  keep	  the	  situation	  calm	  and	  controlled,	  
holding	  onto	  the	  dogs	  until	  one	  tires	  and	  be	  ready	  to	  pull	  them	  apart	  at	  the	  moment	  they	  let	  go.	  	  
Anytime	  you	  get	  physically	  involved	  in	  a	  fight	  there	  is	  also	  the	  chance	  that	  a	  dog	  will	  re-‐direct	  so	  
always	  be	  prepared	  and	  aware	  of	  the	  risk.	  	  	  Although	  not	  recommended,	  other	  equipment	  such	  as	  
break	  sticks,	  tasers,	  etc.	  are	  available.	  	  With	  this	  equipment	  there	  is	  an	  increased	  risk	  due	  to	  direct	  
and	  close	  contact	  with	  the	  dog.	  	  This	  type	  of	  equipment	  should	  always	  be	  a	  last	  resort,	  after	  other	  
options	  have	  been	  exhausted,	  and	  should	  only	  be	  used	  by	  experienced	  and	  knowledgeable	  
professionals.	  	  	  
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                                                                Pet History Certif icate                            Date: _____________ 
                
Your First and Last Name:____________________________________ Your Address:________________________________________  
 


City_______________   Zip_______   Phone: (h)________________(m)_____________ (w)____________Email___________________ 
 


Animal Name___________________  Pet Gender: ☐Male          Number litters of         ☐0      ☐1      ☐2        Were the puppies or    ☐Y              
                                                                            ☐Female       puppies or kittens?      ☐3      ☐4+    ☐?          the kittens planned?     ☐N                            
 


Spayed/Neutered (Fixed)?    ☐Y             Species:   ☐Dog          Micro-chipped?   ☐Y                Pet’s Age:_______________ 
                              ☐N                           ☐Cat                                     ☐N               Breed:__________________            
 


Where did you get your pet? ☐Pet Store          ☐Online/Newspaper             ☐Stray/found           ☐Pet’s litter  
                                            ☐Breeder           ☐Neighbor/family/friend       ☐Shelter/rescue        ☐Other_______________ 
 


Any known problems with your pet?                ☐Y  ☐N    What problem(s):___________________________________  
        


Has your pet ever been to a veterinarian?       ☐Y  ☐N     How come?:_______________________________________ 
 


Have you ever contacted Animal Control or the Animal Shelter?        ☐Y      ☐N 
How come?: ☐No need    ☐Strays   ☐Drop off    ☐Lost/Taken Pet      ☐Cruelty/Fighting   ☐Other_______________ 
 


How did you hear about this event? ☐TV/Radio  ☐Word of Mouth    ☐Flyer   ☐Internet   ☐Other_______________ 
  


Have you ever attended an event or class hosted by Pets for Life (PFL) or had another encounter with the program?    
☐ Community          ☐Dog Training        ☐PFL team member(s)       ☐Spay/Neuter           ☐Other_______________ 
    Event                   Class                       in neighborhood 
 


I am the legal owner/guardian of the above mentioned animal.  I realize that there are inherent risks to any vaccination or medical procedure.  I 
agree to indemnify HSUS, its volunteers and staff, any individual veterinarian, or other organizations participating in the outreach event and their 
volunteers and staff from any loss or liability. _________ 
 


I am aware that photographs or video captured at this event may be used in printed or online materials related to the Pets for Life program.  _______ 
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Certificado de historia clinica de la mascota Fecha:     
 


Nombre y apellido:  Dirección:   
 


Ciudad   Código 
postal   


Teléfono: (casa)  (celular)  (trabajo)_  Dirección de correo electrónico 
  


 


Nombre de la mascota   Sexo de la mascota: 
� Macho 
� Hembra 


¿Cantidad de 
camadas de 
cachorros o gatitos? 


�  0 
�  3 


� 1       � 2 
�  4+   � ? 


¿Fue la camada de 
  cachorros o  � S 
los gatitos planeada?  � N 


¿Esta tu mascota 


esterilizada/castrada?   


                                     �  S 


 


Especie:    


 �  Perro 


 


¿Tiene su mascota un 


microchip?    �  S 


  
Edad de la mascota:   


                                      �  N �  Gato  �  N  Raza:   


¿Dónde obtuvo su mascota? 


� Tienda de mascotas 
� Un criador 


�  Por el Internet/periódico 
�  Vecino/familiar/amigo 


�  Encontrado en la calle 
☐   En un refugio/Rescate de 
animals  


�  Es la cría de otra mascota 
�  Otro   


¿Tiene algún problema su mascota? � S  � N ¿Qué problema(s)?: ________________________________________ 


¿Su mascota ha ido alguna vez al veterinario?  � S � N  ¿Por qué?:   __________________________________ 


 ¿Alguna vez ha contactado al  control de animales o a un refugio de animales?  � S     � N 


¿Por qué?: � No ha sido necesario � Perro/gato callejero    � Animal abandonado   � Mascota perdida/robada � Crueldad/agresión     
� Otro                      contra un animal   


¿Cómo se enteró de este evento? � TV/Radio   � Atraves de otras personas    � Volantes//Cartel   � El Internet   � Otro    


¿Alguna vez ha atendido a un evento o una clase ofrecida por Pets for Life (PFL) o ha oido o participado en algún otro programa? 


� Un Evento en 
la comunidad 


� Clase de    
entrenamiento 


� Miembros del 
equipo de PFL  


 


�Esterilización/ 
castración de 
mascotas 


� Otro   


 para perros   
 


Yo soy el dueño legal / guardian de la mascota antes mencionada. Yo entiendo que hay riesgos relacionados con cualquier vacunación o procedimiento médico. Yo estoy 
de acuerdo en indemnizar a HSUS, sus voluntarios y personal, veterinarios individuales, u otras organizaciones, sus voluntarios y personal, que participan en el evento de 
cualquier pérdida o responsabilidad. _________ 


 Yo soy consciente de que las fotografías tomadas o videos filmados en este evento y relacionadas con el programa Pets for Life podrán ser 
utilizadas en materiales impresos o en el Internet.     
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•  Free	  rabies	  &	  basic	  vaccina-ons	  


•  A	  licensed	  veterinarian	  will	  
	  	  administer	  the	  vaccines.	  


•  Pet	  owners	  will	  receive	  a	  tag	  for	  
	  	  each	  pet	  vaccinated.	  	  


•  Pre-‐registra-on	  is	  not	  required.	  	  


•  Dog	  owners	  are	  asked	  to	  bring	  dogs	  on	  a	  leash	  	  	  	  
	  	  	  and	  cats	  must	  be	  safely	  contained	  	  in	  a	  carrier.	  	  


•  If	  you	  are	  concerned	  about	  your	  pet	  or	  do	  not	  have	  	  	  
	  	  a	  collar	  or	  carrier,	  please	  leave	  your	  pet	  in	  the	  car	  	  
	  	  and	  request	  assistance	  from	  the	  greeter.	  	  


HOSTED BY: 


Limited	  supply	  –first	  come,	  first	  serve	  
For	  more	  info:	  888.837.3193	  


Hollenbeck	  Park	  	  	  
415	  S.	  St.	  Louis	  Street	  	  Los	  Angeles,	  CA	  90037	  


(In	  parking	  lot	  next	  to	  the	  recrea-on	  center)	  


FREE RABIES AND  
BASIC VACCINATIONS 
FOR CATS AND DOGS	  
	  
Saturday,  
February 22, 2014  
10am – 2pm 


East Los Angeles
Dog & Cat Hospital
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•  Vacunas	  para	  rabia	  y	  microchip	  gra-s	  
(can-dades	  limitadas)	  


•  Un	  veterinario	  licenciado	  aplicará	  la	  vacuna	  
a	  su	  mascota	  


•  Los	  dueños	  de	  las	  mascotas	  recibirán	  una	  placa	  
de	  vacunación	  de	  rabia	  y	  de	  microchip	  


•  No	  se	  requiere	  registrar	  a	  su	  mascota	  antes	  
del	  evento	  


•  Se	  solicira	  a	  los	  dueños	  de	  los	  perros	  que	  traigan	  
a	  su	  mascota	  con	  una	  correa	  y	  los	  gatos	  en	  un	  
porta-‐mascotas	  


•  Si	  usted	  no	  -ene	  un	  collar	  para	  su	  perro	  o	  un	  
porta-‐mascotas	  para	  su	  gato,	  deje	  su	  mascota	  
en	  el	  auto	  y	  pida	  ayuda	  a	  un	  voluntario	  del	  ARL	  


AUSPICIADO POR: 


Para	  más	  información:	  888.837.3193	  


Hollenbeck	  Park	  	  	  
415	  S.	  St.	  Louis	  Street	  	  Los	  Angeles,	  CA	  90037	  


	  (En	  el	  estacionamiento	  de	  carros	  junto	  al	  centro	  de	  recreo)	  


VACUNAS GRATIS 
CONTRA LA RABIA Y 
MICROCHIP PARA 
GATOS Y PERROS	  
	  
Sábado,  
Febrero 22, 2014  
10am – 2pm 


East Los Angeles
Dog & Cat Hospital
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Spay/Neuter Follow-up Script


Following is a sample script. The real conversation will not be scripted but rather organic and based on the information 
garnered through the dialog.


Hello, my name is _______________ and I am calling to speak with Mr./Mrs._______________, about 
_________(pet’s name).


[IF PERSON WHO ANSWERS WANTS MORE DETAILS] 


I’m calling because Mr./Mrs. ___________attended an event this past weekend where ____________(pet’s 
name) received shots and we are calling to see how he/she is doing and to see if there are any questions. Mr./Mrs. 
________ provided this number at the event.


[IF PET OWNER IS NOT HOME]


Do you know when it would be a good time to call back and may I also leave a number where I can be reached?


[If it sounds like the number may not be the best number – listen for hesitation/confusion in the person’s voice- ask if 
there is another number that may be better. Try to make “friends” with everyone you speak to. Leave the call with as 
much information as possible to increase chances of reaching pet owner.]


[PET OWNER IS HOME]


I’m calling to see how _____________ (pet(s) name(s)) is doing since the event and to see if you have any 
questions that did not get answered at the event about spay or neuter [or] getting your dog/cat fixed [decide on 
language that works best].


[PET OWNER HAS APPT SET]


According to our records you have an appointment all set for ___________________ (pet(s) name(s)) to get 
spay/neuter [or] fixed. Do you have any questions about transportation or the appointment day instructions?


[IF PET OWNER FORGOT APPOINTMENT] 


We have that you are scheduled for _______________ (Insert date).


[IF PET OWNER IS ALL SET] 


We have ____________ (Insert date) as the date for the spay/neuter appointment. Is this what you have? 
[CONFIRM APPOINTMENT] Someone will be calling from the clinic to remind you of the appointment and 
provide instructions closer to that day.


[IF DATE IS DIFFERENT] 


Someone from the clinic will call to coordinate scheduling as soon as possible. I’m very sorry for the confusion.


[APPOINTMENT NOT SCHEDULED]







We have in our records that you received a free spay/neuter voucher and would like to schedule a spay/neuter 
appointment for _______________pet(s) name.


[or]


I see you did not get a chance to sign up for spay/neuter for ___________(pet(s) name(s)). Would you like someone 
to call you back to schedule an appointment and transportation if needed?


[IF YES]


Please tell me what days are usually best so I can let the clinic know. That way when someone calls they will be 
prepared with dates that work for you.


[or]


[IF YOU HAVE APPOINTMENT SLOTS YOU CAN FILL.] 


I have some open dates coming up and can schedule __________ (pet(s) name(s)) right now if that is convenient or 
I can call you back once you know your schedule. Just let me know when a good time to call back is or I can leave my 
number for you to call me.


[USE WHAT WORKS.]


[PET OWNER NOT READY TO SCHEDULE APPOINTMENT]


[Don’t know schedule right now.] Okay, when is it best for you to have someone call back to follow-up again?


[NOT SURE ABOUT SURGERY/CHANGED THEIR MIND]


 May I ask why you are unsure/changed your mind?


[LISTEN FOR RATIONALE FOR NOT WANTING SURGERY AND RESPOND WITH 
APPROPRIATE BENEFITS AND REASONS SPAY/NEUTER IS IMPORTANT.]
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[scoop]


When Stephen Owen thinks about his 


family’s dog, it stirs thoughts of his faith. 


“I truly believe pets are a gift from God. 


We recently bought a chocolate Lab, and just 


the smile it brings to my kids’ faces when they 


see him … It’s obvious to me that pets are spe-


cial to people, because God gave them to us, 


and it’s our duty to protect and to help what 


God gives us, to be good stewards,” he says. 


The connection he makes might come as 


a surprise to some, but Owen—associate pas-


tor of Shallow Well Church, a United Church 


of Christ congregation in Sanford, N.C.—


thinks it makes perfect sense. 


His experience of the human-animal 


bond as a relationship with sacred under-


pinnings captures the spirit of an event held 


last October in Lee County, N.C. Hundreds of 


people turned out for a free shot clinic and 


spay/neuter awareness effort jointly hosted by 


Shallow Well Church and Jonesboro Heights 


Baptist Church, also in Sanford. The event was 


coordinated by Kim Alboum, North Carolina 


state director for The Humane Society of the 


United States (HSUS); Amanda Arrington, 


manager of spay/neuter initiatives for The 


HSUS; and Christine Gutleben, director of the 


organization’s Faith Outreach program.


It ’s a model that Gutleben has used 


elsewhere in the country—New Orleans, for 


instance—with great success. The idea is to 


encourage pastors and their congregations 


to think about animals in the context of faith, 


to get them to think broadly about steward-


ship and our responsibility toward all of God’s 


creatures—including pets.


Many shelters might study the approach:  


If you want to reach people, go where they 


are rather than waiting for them to come to 


you. “Working with churches to address these 


issues is incredibly effective,” 


says Gutleben. “In many 


cases, they’re the center of 


their community, and they 


provide essential services, 


especially in underserved 


communi t ies .” He lp ing 


people care for their pets is 


a natural extension of those 


services, Gutleben adds.


It didn’t take much work 


to conv ince Owen, and 


the Rev. Mark Gaskins of 


Jonesboro Heights Baptist 


Church,  to  pa r t i c ipa te 


in the vaccine and spay /


neuter event. The idea fit 


right in with the type of 


ministry that Gaskins and 


his congregation are already 


doing. “The low-income population of Lee 


County is concentrated in a two-mile radius 


around our church. So what we have done 


is launched ‘Mission Jonesboro,’ and we’re 


trying to reach out and serve the community, 


and through serving the community to 


embody Chr i s t ’s  presence,  and bui ld 


relationships that will open doors to share the 


gospel with people,” Gaskins says.


After Gutleben called Owen to float the 


idea of an event targeting local pet owners, he 


suggested including Jonesboro Heights; the two 


congregations have partnered on projects in the 


past. Owen and Gaskins met, picked a date, 


picked a location (a grassy, vacant lot owned by 


Gaskins’ church), and went from there. 


“We’re all aware of the overpopulation 


of pets, plus, with the state of the economy 


right now, it’s obvious that people are in need 


of help … The [HSUS] has a good reputation, 


so it was a way to reach out to the commu-


nity with a strong organization, and really do 


some good,” Owen says. 


Once the churches signed on, Alboum 


reached out to Abbey Lindauer, a board mem-


ber of Carolina Animal Rescue and Adoption 


(CARA), a rescue group with its own shelter 


in Sanford. The group offered to contribute 


$500 to pay for low-cost spay/neuter vouchers 


to distribute at the event. The HSUS matched 


CARA’s contribution, so a total of $1,000 was 


used to purchase low-cost spay/neuter vouch-


ers from the Spay/Neuter Veterinary Clinic of 


the Sandhills, a nonprofit practice supported by 


the Companion Animal Clinic of the Sandhills 


Foundation, in nearby Vass, N.C. 


Alboum also contacted veterinarian Kelli 


Ferris, an assistant clinical professor at North 


Carolina State University’s College of Veterinary 


Medicine who also serves as director of the 


college’s community/campus partnership pro-


gram. She offered to contribute all the neces-


sary veterinary supplies and services, as well as 


the college’s mobile surgery hospital.


A week before the event, Owen used the 


children’s story hour—which takes place dur-


ing his church’s worship service—for dual pur-


poses: to publicize the free shot clinic and spay/


neuter effort; and to say a few words about 


the importance of taking care of companion 


animals. Fliers were handed out to the congre-


gation, and Owen encouraged people to give 


them to friends and neighbors who might need 


some help taking care of their pets.


The day of the event, none of the orga-


nizers knew quite what to expect. Had they 


done enough publicity? How many people 


would turn out? 


“Initially when we planned to do this, we 


had no idea what our participation was going 


to be like. It was just something that we were 


going to try because it was a community in 


need,” Alboum says. But they needn’t have 


worried: Hundreds of people showed up. 


Churches Go to the Dogs (And Cats)
Animal advocates partner with two congregations to provide veterinary care  
to a North Carolina community


BY JiM BAKER
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A dog gives kisses to Lori Resnick, a volunteer for Carolina 
Animal Rescue & Adoption, while veterinarian Kelli Ferris and 
the pet’s owner look on at a free shot clinic and spay/neuter 
awareness event. 
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“It was crazy,” says Lindauer. “It was 


amazing that people waited two and a half 


hours, with dogs on leashes and cats in carri-


ers, and everybody waited patiently, and was 


so kind. One woman came with her 12 small-


breed dogs in the back of her car.”


Two hundred and eighty three pets got 


rabies vaccines, and more than 200 animals 


received core vaccinations. (Dogs got shots 


for distemper, parvo, and canine adenovirus; 


cats got CVR vaccines to prevent against her-


pesvirus, calicivirus, and panleukopenia.) All 


$1,000 worth of low-cost and no-cost spay/


neuter vouchers were distributed, and the pet 


owners’ names were added to the waiting list 


for surgical procedures at the clinic in Vass. 


Many of them followed up soon afterward. 


“In fact, we heard from the spay/neuter clinic 


that they’ve already gotten tons of those ap-


pointments done,” says Arrington, who lives in 


Raleigh, N.C.


The support of the two Sanford congre-


gations was one key to the overall success. 


“The churches were fabulous,” Lindauer 


says. They provided activities for children 


who attended, water and snacks for people 


and pets alike, and bilingual translators to 


assist community members who primar-


ily speak Spanish (Lee County has a large 


Hispanic population). It worked out well for 


the churches, too. They gave away English- 


and Spanish-language Bibles, and directors 


of the children’s choirs and members of the 


mission groups were on hand to meet partici-


pants. “I think people made the connection 


of the two churches being there to serve the 


community,” Gaskins says.


Owen was amazed by how many peo-


ple expressed their appreciation. “There 


was one in particular—a lady, and she had 


her son with her. She came to me, and she 


said, ‘Thank you so much for doing this. We 


weren’t going to be able to afford to get 


them the shots they needed this year,’” he 


says. “But what meant the most to me was 


the child looked at me, and he said, ‘Thank 


you so much,’ and just smiled. That made it 


worth all the hard work.”  


     


“ Without the incredible shelter prices PetEdge offers,  
 we would never be able to save so many animals. ” –Shelli Skiados, Humane Society of South Mississippi


Call us today to find out more… 
(888) 230-1555 
visit PetEdgeDS.com/ps  
or email shelters@petedge.com


Call us today to find out more… 


Here’s a way to 
Make More Money  
for your Shelter
Profits for Shelters ( ) is a new retail program 
dedicated to helping animal shelters start a new retail 
section or boost the sales from their existing retail 
displays. You can make more money and put the profits 
back into saving pets! 
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How Do I Train My Cat to Use a Litter Box?


A litter box is a toilet for cats. When they “go to the bathroom,” cats like to dig around, do their business and cover it up. It’s not necessary to take your 
cat to the litter box and move his paws back and forth in the litter to show him what to do. That would probably scare him and make him afraid of the 
litter box. All you have to do is give your cat a litter box he likes. 


Where you put the litter box is really important. You may want to put it somewhere out of the way so you don’t smell it and litter isn’t spread around 
the house. But, if the litter box is in a basement down a flight of stairs or near a noisy appliance, such as a washing machine or furnace, your cat may 
not use it. The litter box should be kept in a quiet spot where your cat feels safe and that’s easy to get to. If you have a dog who likes to eat cat poop, 
you’ll need to put the litter box where your dog can’t get to it.


What type of litter you use is also important to your cat. Most cats like litter that is small and soft. Most cats don’t like litters with a scent. That’s more 
for us than them. They also don’t like the smell of air fresheners so it’s best not to put them near the litter box. Once you find a litter that your cat likes, 
stick with it. Cats don’t like sudden changes. Also, if you don’t clean the litter box at least once a day, your cat may think it’s too dirty and go to the 
bathroom somewhere else. If the litter box smells, you may need to clean it more often. 


If your cat has lived outdoors, he may think its okay to use your plants as a litter box. When you first bring him indoors, you can mix some potting soil 
with the litter. You can also put some rocks in the planter to make it uncomfortable for him to dig in the dirt.


You may need to have more than one litter box. For example, if you have more than one cat, none of them will ever need to “go” somewhere else 
because the box is being used by another cat. Even if you only have one cat, it’s a good idea to place litter boxes on each floor of your home. It’s also a 
good idea to place litter boxes in different spots in your home if you have more than one cat so that no cat can guard all the boxes and keep another 
cat from using one.


Unless your cat is shy, he will probably not want to use a covered litter box. There are several problems with a covered litter box. A large cat may not 
have enough room to turn around, dig and stand where he wants to do his business. It’s also easier for a bully cat to sneak up and attack another cat 
coming out of a litter box that’s covered. Also, because you can’t see what’s in the litter box, you may forget to clean it often enough. 
         
Poop and pee should be removed at least every day from the litter box. If you use clumping litter, a hard ball will form when your cat pees in the litter 
box. That makes it easy to remove with a litter scoop. Although clay litter may cost a little less, clumping litter makes it really easy to remove poop 
and pee from the litter box and keeps the smell down. Some people think that the more litter they put in the box the less often they will have to clean 
it, but that’s a mistake. Most cats won’t use litter that’s more than about two inches deep. In fact, some long-haired cats actually prefer less litter and a 
smooth, slick surface, such as the bottom of the litter box. 


If your cat begins to go to the bathroom in areas other than the litter box, your first call should always be to your veterinarian because many illnesses 
can cause your cat to stop using his litter box. If your veterinarian examines your cat and says he’s healthy, the problem may be something else – such 
as the litter box isn’t clean enough, you moved the litter box or you changed brands. Punishment or putting your cat outside is not the answer.  
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	   	   	   	   	   	   	   	   Volunteer	  Position	  Description	  
	  
	  
Pets	  for	  Life	  Community	  Trap-‐Neuter-‐Return	  (TNR)	  Volunteer	  
	  


Nothing	  in	  this	  position	  description	  restricts	  management’s	  right	  to	  assign	  or	  reassign	  duties	  and	  responsibilities	  to	  this	  position	  at	  any	  time.	  
Work	  Location	   Atlanta,	  Chicago,	  Los	  Angeles	  and	  Philadelphia	  
Position	  Grade	   3;	  background	  check	  includes	  Criminal	  Background,	  Motor	  Vehicle	  Record,	  


Social	  Security	  Number	  Verification,	  and	  National	  Sex	  Offender	  Registry	  
Purpose	  of	  the	  Position	   Volunteers	  support	  the	  Pets	  for	  Life	  (PFL)	  program	  by	  helping	  to	  facilitate	  spay	  


and	  neuter	  for	  as	  many	  cats	  as	  possible	  in	  targeted	  areas.	  
Volunteer	  Responsibilities	   Note:	  Work	  varies	  depending	  upon	  the	  city	  and	  is	  on	  a	  case-‐by-‐case	  basis.	  


• Work	  with	  our	  PFL	  team	  and	  community	  members	  to	  determine	  where	  
and	  when	  to	  set	  traps	  for	  feral	  and	  community	  cats	  


• Prepare	  and/or	  execute	  feeding	  schedule,	  perform	  feedings	  and	  
coordinate	  with	  community	  members	  to	  do	  feedings	  (note:	  applicable	  
only	  in	  some	  cities),	  assist	  with	  outreach	  to	  the	  community	  regarding	  the	  
“no	  feeding”	  policy	  


• Assist	  with	  set	  up	  of	  traps	  through	  phone	  and	  home	  visits	  with	  
community	  members	  


• Humanely	  trap	  targeted	  cats	  (note:	  volunteers	  are	  trained	  on	  trapping	  
procedures,	  which	  vary	  by	  city)	  


• Transport	  trapped	  cats	  to	  the	  veterinary	  clinic	  for	  spay/neuter	  surgery	  
appointments	  using	  their	  own	  personal	  vehicle;	  cats	  also	  receive	  
vaccinations	  and	  are	  ear-‐tipped	  (a	  procedure	  done	  to	  identify	  them	  as	  
having	  been	  spayed/neutered)	  


• Return	  cats	  appropriate	  for	  release	  to	  the	  exact	  location	  where	  they	  were	  
trapped	  


• Contact	  partner	  community	  caregivers	  to	  update	  them	  and	  let	  them	  know	  
cats	  are	  returned	  


• Complete	  and	  return	  data	  forms	  to	  Pets	  for	  Life	  Manager	  every	  month	  to	  
allow	  for	  program	  tracking	  and	  reports	  


Level	  of	  Difficulty	  
1=easy/5=demanding	  
(physical,	  mental,	  emotional)	  


• Physical	  difficulty	  is	  level	  3;	  involves	  lifting	  and	  bending,	  and	  handling	  
companion	  animals;	  these	  animals	  range	  in	  a	  variety	  of	  sizes	  and	  
conditions,	  so	  it	  is	  imperative	  to	  be	  careful	  when	  handling	  


• Mental	  difficulty	  is	  level	  3;	  requires	  strong	  interpersonal	  communication	  
skills,	  the	  ability	  to	  learn	  how	  to	  set	  traps	  and	  work	  without	  direct	  
supervision;	  requires	  strong	  driving	  skills,	  and	  ability	  to	  use	  good	  
judgment	  


• Emotional	  difficulty	  is	  level	  4;	  the	  nature	  of	  the	  issues	  dealt	  with	  can	  be	  
emotionally	  distressing	  as	  volunteers	  will	  see	  less	  than	  ideal	  situations	  
and	  conditions	  for	  people	  and	  cats	  


Expected	  Environmental	  
Conditions	  


Majority	  of	  the	  work	  occurs	  outside;	  volunteers	  should	  dress	  appropriately	  for	  
the	  weather.	  Busy	  roads	  due	  to	  heavy	  traffic	  and	  pedestrians;	  could	  be	  driving	  
in	  hazardous	  road	  conditions	  depending	  upon	  weather.	  


How	  Often	  Volunteers	  Work	  
On-‐site	  


All	  volunteer	  work	  is	  off-‐site	  in	  target	  communities.	  
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Orientation/Training	   • Volunteers	  must	  attend	  a	  general	  orientation	  and	  will	  receive	  training	  on	  
the	  program,	  approach	  and	  philosophy.	  Information	  and	  materials	  about	  
The	  HSUS	  and	  Pets	  for	  Life,	  including	  the	  Pets	  for	  Life	  Community	  
Outreach	  Toolkit,	  will	  be	  provided.	  	  


• Volunteers	  will	  also	  receive	  hands-‐on	  training	  in	  the	  community,	  specific	  
to	  the	  role	  and	  dependent	  upon	  the	  city.	  


• Volunteers	  will	  be	  introduced	  to	  neighborhood	  advocates	  and	  staff	  at	  the	  
spay/neuter	  clinics.	  


Learning	  Opportunities	   • Learn	  how	  to	  perform	  TNR	  effectively	  and	  safely	  	  
• Develop	  or	  strengthen	  community	  outreach,	  networking,	  and	  effective	  


communication	  skills	  
• Develop	  or	  strengthen	  safe	  animal	  handling	  skills	  
• Learn	  about	  the	  community	  and	  geography	  of	  your	  city	  


Position	  Start	  Date	   Ongoing	  
Initial	  Minimum	  Commitment	   Four	  to	  ten	  hours	  per	  week	  for	  three	  months,	  dependent	  upon	  city;	  those	  


who	  can	  perform	  TNR	  one	  day	  per	  month	  will	  also	  be	  considered.	  
Scheduling	  Guidelines	   Work	  will	  be	  requested	  between	  9:00AM-‐1:00	  PM	  (note:	  times	  may	  vary	  by	  


city).	  Spay/neuter	  appointments	  are	  scheduled	  for	  the	  late	  morning;	  
depending	  upon	  city,	  cats	  may	  need	  to	  be	  picked	  up	  the	  morning	  following	  
surgery.	  


Qualifications/Requirements	  
for	  Volunteer	  Applicants	  


• Able	  to	  meet	  the	  requirements	  outlined	  in	  the	  Essential	  Capabilities	  
document	  with	  or	  without	  reasonable	  accommodation	  


• Able	  to	  understand	  directions	  and	  maps	  and	  strong	  navigational	  skills	  in	  
unfamiliar	  areas	  


• Able	  to	  communicate	  with	  a	  variety	  of	  people	  effectively	  and	  without	  
judgment	  or	  making	  negative	  remarks	  


• Willingness	  to	  be	  flexible	  
• Able	  to	  work	  comfortably	  in	  underserved	  communities	  
• Able	  to	  tactfully	  deal	  with	  challenging	  questions	  or	  opposing	  viewpoints	  


from	  the	  public	  
• Ability	  to	  work	  well	  independently	  and	  as	  a	  team	  and	  use	  good	  judgment	  
• Able	  to	  understand	  The	  Humane	  Society	  of	  the	  United	  States’	  (HSUS)	  


policies	  and	  positions	  and	  the	  Pets	  for	  Life	  approach,	  and	  able	  and	  willing	  
to	  appropriately	  and	  accurately	  represent	  those	  policies	  when	  interacting	  
with	  the	  public	  or	  otherwise	  representing	  The	  HSUS	  or	  Pets	  for	  Life	  


• Able	  to	  learn	  and	  demonstrate	  a	  familiarity	  with	  HSUS’	  major	  campaigns	  
and	  mission	  


• TNR	  experience	  is	  strongly	  preferred	  
• Spanish	  speakers	  are	  strongly	  preferred	  for	  PFL	  LA	  but	  are	  not	  mandatory	  


Restrictions	   • Must	  be	  at	  least	  18	  years	  old	  
• Must	  wear	  a	  Pets	  for	  Life	  t-‐shirt	  (provided	  at	  no	  cost)	  when	  representing	  


the	  program	  
• Must	  have	  own	  reliable	  vehicle,	  a	  driver’s	  license,	  automobile	  registration	  


and	  insurance	  
• Must	  have	  an	  clear	  driving	  record	  with	  no	  major	  moving	  violations	  and	  


the	  ability	  to	  travel	  safely	  
• Should	  have	  access	  to	  a	  computer	  and	  ability	  to	  login	  into	  an	  online	  


volunteer	  communication	  site	  to	  receive	  updates	  
• Must	  be	  able	  to	  learn	  and	  follow	  all	  guidelines	  and	  policies	  of	  The	  HSUS	  
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and	  Pets	  for	  Life,	  and	  follow	  directions	  given	  by	  staff	  
• Must	  submit	  the	  required	  paperwork	  and	  pass	  a	  background	  check	  before	  


being	  assigned	  
Tools/Equipment	  Provided	  
(including	  Personal	  Protective	  
Equipment)	  


We	  will	  provide	  traps,	  disposable	  bowls,	  food	  for	  luring	  into	  traps,	  blankets,	  
towels,	  and	  data	  forms.	  


Optional	  Tools/Equipment	   Any	  specialty	  tools	  or	  personal	  equipment	  you	  prefer	  to	  work	  with.	  
Supervisor(s)	   Atlanta:	  Rachel	  Thompson,	  Manager:	  404.335.8463;	  


rthompson@humanesociety.org	  	  
Chicago:	  Laurie	  Maxwell,	  Manager:	  630.386.0233;	  
lmaxwell@humanesociety.org	  
Los	  Angeles:	  Alana	  Yanez,	  Manager:	  323.493.4068;	  	  
ayanez@humanesociety.org	  	  
Philadelphia:	  Ashley	  Mutch,	  Manager:	  215.518.5534;	  
amutch@humanesociety.org	  	  


Number	  of	  Concurrent	  
Volunteer	  Openings	  


4-‐5	  individuals	  per	  city	  
	  


Additional	  Information	   	  
Updated	   10.8.2013	  
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Looking at the Big Picture 
 


The Humane Society of the United States (HSUS) estimates that 3 to 4 million cats – feral, stray and 
owned - enter animal shelters every year and at least half of them are put down.  They may be put 
down for many reasons, including age, illness, injury, temperament, lack of space, scarcity of 
homes, and owner request.  
 
Feral and stray cats are the most significant source of cat overpopulation. They produce 
approximately eighty percent of the kittens born each year. Feral and stray cats are often confused, 
but there are significant differences between the two groups. Stray cats are tame pets who are lost 
or abandoned. They are accustomed to contact with people and may be reunited with their 
families or adopted into new homes. Feral cats are the offspring of lost or abandoned pet cats or 
other feral cats who are not spayed or neutered. They are not accustomed to contact with people 
and are typically too fearful and too wild to be handled. Feral cats who have spent their entire lives 
outdoors can sometimes adapt to indoor life, but attempts to tame adult feral cats can divert time 
and energy from the most important objective: reducing the feral cat population. 
 


Reducing the number of feral cats and managing their care is the goal of Trap-Neuter-Return (TNR). 
The basics of TNR involve trapping the cats in a feral colony, having them spayed or neutered, 
vaccinating them against rabies, identifying them with an ear tip, and returning them to their 
original territory where a caretaker provides regular food and shelter and monitors the colony for 
newcomers and any problems. Ear tipping is a procedure where a quarter inch off the tip of the left 
ear is removed in a straight line cut (usually performed while the cat is anesthetized during spay or 
neuter surgery). It is the only reliable method known for identifying a spayed or neutered feral cat.  


Life is especially hard for feral cats who are not managed through TNR. They are constantly 
searching for food in dumpsters and garbage cans and may be hunting birds and other wildlife with 
or without success. They may also be fed by kind-hearted people who don’t spay and neuter the 
cats. These people mean well, but they don’t realize that the cats should be spayed and neutered 
as soon as possible. Others who are interested in getting the cats sterilized can’t find veterinarians 
to work with feral cats, they can’t find low-cost options for spaying and neutering, or they can’t 
afford the cost to spay and neuter.  
 
Un-spayed feral cats can become pregnant as early as 5 months of age and typically only have one 
live litter per year with an average litter size of 3-4 kittens. Up to seventy-five percent of the kittens 
may die – from lack of nutrition, disease, parasites, or predation - before they reach adulthood. 
Those who survive will become feral without socialization to people at a young age. Un-neutered 
male cats will roam in search of food and will fight for mates. They may be hit by cars, killed by 
wildlife, poisoned, etc. Without spaying and neutering large numbers of feral cats, their numbers 
rapidly increase.  
 



http://www.humanesociety.org/issues/feral_cats/qa/feral_cat_FAQs.html

http://www.humanesociety.org/issues/feral_cats/qa/feral_cat_FAQs.html

http://www.humanesociety.org/assets/pdfs/pets/working_with_veterinarians_brenda_griffin.pdf

http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html
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Feral cats typically live in a colony—a group of related cats. The colony occupies a specific territory 
where food (a restaurant dumpster, a person who feeds them) and shelter (beneath a porch, in an 
abandoned building) are available. 
 


Understanding Problems Associated with Feral Cats 
  
Left unaddressed, feral cats can create significant challenges to the animal welfare system and to 
the community at large. Shelters usually put down feral cats because they are not adoptable as 
pets. If a shelter doesn’t have the resources to socialize feral kittens and has no community partner 
to do so, the kittens will likely be put down as well.  
 
The shelters in a community with a large, un-neutered feral cat population may experience: higher 
intake rates of cats due to the rescue of feral kittens and the capture of feral adults; higher 
euthanasia rates for all cats due to the non-adoption of feral adults; the necessity to euthanize 
adoptable animals because feral cats are occupying limited cage space; an increased financial strain 
associated with caring for and putting down feral cats; and a constant rate of nuisance complaints 
about feral cats. 
 
From a human quality of life standpoint, people are bothered by feral cats for many reasons, 
including: the loud noise from cats fighting and mating; the pungent odor of unneutered males 
spraying urine to mark their territory; the disturbing presence of sick and dying cats and kittens; 
predation on birds and other wildlife; the unwanted intrusion of the cats on private and public 
property; and concern about the role of cats in transmitting diseases to people and other animals. 


When feral cats are not managed and/or there is concern for their safety, people often want the 
cats to be taken away. In most cases, once the cats are spayed and neutered and the neighborhood 
is educated about TNR, hostile situations quickly calm down. In addition, feral cats are intimately 
tied to their own territory where they were born and have lived their entire lives. Relocating them, 
even if done properly, should only be considered as a last resort when there is no possibility of 
allowing them to stay.  


Some animal shelters and rescue groups adopt and relocate feral cats as barn cats.  Just the 
presence and odor of the cats in a barn or stable may be enough to discourage the presence of 
rodents and keep animal food supplies safe.   
 
In addition to relocating feral cats to barns and stables, the other reason to consider relocation 
would be if the cats are in imminent danger, for example, the empty building they are living in is 
scheduled for demolition. Relocation should be a last resort because even when it is done properly, 
many of the cats will disappear after they are released, in search of their old territory. 
 
At a minimum, relocation involves trapping, spaying and neutering, vaccinating against rabies, ear 
tipping, and confining the cats in the new territory, with adequate food and shelter for two to three 
weeks to get them used to their new territory and caretaker.  The new territory needs 1) a reliable 
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new caretaker who will strictly follow the 2-3 weeks confinement necessary for relocation and fully 
accept responsibility for the cats’ long-term care, (2) a structure of some sort (barn, shed, garage) 
that provides shelter and protection from the elements during the initial confinement and that also 
provides access to the new territory once the cats are released, and (3) an area safely away from 
construction or heavy traffic. New territories and caretakers are not easy to find. 


Resolving Issues with Neighbors 
 


Not everyone wants cats in their yards and gardens. Learn as much as you can about TNR so that 
you can knowledgably talk to neighbors about its advantages, including that noise, odor, and 
endless litters of kittens are ended by neutering. Your neighbor’s complaints may be solved by 
providing deterrents to discourage cats from their garden or simply by moving feeding bowls.  
 
If you suspect or know that your neighbor does not want cats on his/her property, work together to 
figure out solutions to keep the peace. Outdoor cats, especially if they aren’t spayed and neutered, 
can be a nuisance. As a rule of thumb, don’t plead for the kitties. Stick to the facts about what TNR 
is and how it reduces the number of feral cats. If the cats are walking on your neighbor’s car, offer 
to buy a car cover. In addition to the deterrents that you can offer your neighbor, you may be able 
to reduce the cats’ roaming by providing them with shelter and a bathroom area (not near where 
you feed them) on your property. One option is to fill a sand box with woodstove pellets. They’re 
inexpensive and you can see what needs to be removed: feces and sawdust (the pellets change to 
sawdust when mixed with urine).  Just make sure the pellets you get don't have any toxic additives. 
 
There are many ways to discourage cats from claiming others’ yards or gardens as their own 
through the use of deterrents. In addition, you may want to consider building or purchasing a "cat 
fence" or similar enclosure for your property. Make the enclosure escape-proof and make toxic 
plants, garden chemicals, and other dangerous objects inaccessible. 
 
It may not be possible to satisfy a neighbor. It may be legal for him to set out traps to catch cats on 
his own property. However, it is not legal to dump cats somewhere. That is considered 
abandonment. It is legal, and sometimes required, that people take a cat they’ve trapped to the 
shelter. If a cat who you’re caring for goes missing, contact your animal care and control agency 
right away to inquire if any ear tipped cats have been brought to the shelter. Some shelters hold 
ear tipped cats to give caretakers the chance to reclaim them. However, cats without ear tips may 
or may not be held. 
 
Sometimes it isn’t possible to return feral cats to their territory because they are in imminent 
danger, e.g. the vacant building they’ve been living in is being demolished, or they pose a risk to 
wildlife. However, it may be possible to gradually move their feeding location and shelter nearby 
without transporting them somewhere else. Relocating a large number of feral cats should be a last 
option because it’s not easy to find a suitable location, such as a barn or stable. It’s also important 
to understand what will happen in the old territory when the cats are removed. If there is still 
sufficient food and shelter, unsterilized cats will move in, have kittens, and before you know it, 
there will be lots of cats again. In addition, relocation is hard work and requires the cats to be 



http://www.neighborhoodcats.org/HOW_TO_KEEPING_CATS_OUT_OF_GARDENS_AND_YARDS

http://www.neighborhoodcats.org/HOW_TO_CAT_CONTAINMENT_SYSTEMS
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confined in their new territory for two to three weeks until they become familiar with their new 
caretaker and learn that their food source has changed. Without confinement, they’re likely to 
immediately run off in search of their old territory. Even with a two to three week confinement, 
some may still run away after their release. They may or may not come back.  
 
If there’s no experienced group, organization, or agency to help you and relocation is your only 
option, be sure you know how to do it. If the cats are being relocated to a barn or stable where 
they are welcome, the new caretaker will need cages for confinement and instructions on 
acclimating the cats to their new home. New caretakers must be willing to provide food, water, 
shelter, and medical care if the cats become ill. For an in-depth overview of TNR, including 
relocation, read "The Neighborhood Cats' TNR Handbook: A Guide to Trap-Neuter-Return for the Feral 
Cat Caretaker” listed in the Resources at a Glance section. 
  


Evaluating Solutions 
 
Trap and Remove 
 


There are many reasons why feral cat problems are rarely solved by efforts to trap and remove the 
cats. Feral cats live at a certain location because it offers food and shelter. It is highly unlikely that 
all food sources can be eliminated. Therefore, if a colony is removed, feral cats from surrounding 
colonies may move in to take advantage of the available food and shelter. The cycle of 
reproduction and nuisance behavior begins all over again.   
 
In addition, if most of the cats in a colony are not trapped, then the ones left behind will continue 
to have kittens, and more kittens will survive because there are fewer cats competing for the 
available food. The population will continue to increase until the level that can be supported by the 
available food and shelter is reached.  
 
Other reasons why trap and remove will only result in a temporary reduction in the numbers of 
feral cats in a given area include: the lack of cooperation of the cats' caretakers—the only people 
who really know the cats' numbers and patterns and who can control whether or not they're 
hungry enough to enter a baited trap; the unwillingness of volunteers to trap cats who face an 
uncertain fate upon capture; the lack of animal control resources available to trap feral cats; the 
difficulty of catching all the cats in a colony; and the ongoing abandonment of non-sterilized pet 
cats who can also repopulate a vacated territory. 
 
Animal shelters may attempt to humanely trap and remove feral cats in response to complaint calls 
or calls of concern from the public. However, animal shelters already care for and try to find homes 
for thousands of lost, injured, abandoned, and relinquished pet cats and many shelters do not have 
the resources to help feral cats. Feral cats trapped by citizens and brought to the shelter, and feral 
cats trapped by animal care and control in response to nuisance complaints, are likely to be put 
down right away or after a mandatory holding period, especially those who cannot be identified as 
members of a known managed colony. It is difficult to accurately identify a feral cat or a frightened 



http://www.animalsheltering.org/resource_library/magazine_articles/sep_oct_2008/taking_a_broader_view_of_cats.html

http://www.animalsheltering.org/resource_library/magazine_articles/nov_dec_2009/shelter_medicine_scaredy_cat_feral_cat.html
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pet cat without a holding period, and safely caring for a feral cat in a typical shelter cage is very 
stressful for a feral cat and shelter staff. In addition, if space is limited at the shelter, an adoptable 
cat may be put down to make room to hold a feral cat.     
 
Some shelters may provide low-cost spay/neuter, vaccination, and ear tipping for feral cats and 
socialize feral kittens in the shelter. Some shelters may provide information and loan traps to 
citizens interested in trapping feral cats for spaying and neutering. If there is a local group helping 
feral cats, the shelter may refer callers to that group.  
 
Sanctuaries are often suggested as places where feral cats can live out their lives. Properly 
designed and maintained sanctuaries can provide a high quality of care for feral cats and most 
seem to adapt. However, not everyone has the knowledge, facilities, time, and money to provide a 
high level of care. In addition, sanctuaries are quickly filled and overcrowding can lead to 
contagious disease problems. Moreover, poorly run and designed sanctuaries raise questions about 
the quality of life for cats residing there.  
 
Feeding Bans 
 


The logic behind feeding bans is that if no one feeds feral cats, the cats will go away. This rarely 
works because there may be more than one feeder, feeders will resist, enforcement is difficult and 
unpopular with caring citizens, and there are other sources of food, including dumpsters, garbage 
cans, and wildlife. 
 
Feral cats are territorial animals who can survive for weeks without food and will not easily or 
quickly leave their territory to search for new food sources. Instead, they tend to move closer to 
homes and businesses as they grow hungrier and more desperate.  In addition, the cats will 
continue to reproduce despite the effort to "starve them out," resulting in the visible deaths of 
many kittens.  
 
A second reason why feeding bans are rarely effective is that they are nearly impossible to enforce. 
Repeated experience has shown that people who care about the cats' welfare will go to great 
lengths, risking their homes, jobs and even their liberty, to feed starving animals. Someone 
determined to feed the cats will usually succeed without being detected, no matter the threatened 
penalties. As a result, feeding bans, if enforced, tend to make the situation much worse instead of 
better. 
  


Helping Feral Cats: Trap-Neuter-Return 
 
Many people who see a roaming cat put out food to help the poor animal. If you’re feeding cats, 
you will hopefully do more – and do it quickly. 
 
If the cat is tame, take steps to find his owner. Report the cat to the agency in your community that 
does animal care and control because a desperate owner may be searching for her cat, and it’s 



http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html

http://www.animalsheltering.org/resource_library/magazine_articles/nov_dec_2008/the_behavior_department_taming_feral_kittens.html
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likely that she’ll contact that agency. If the owner isn’t found or doesn’t want the cat back, you can 
keep the cat or take steps to find a permanent home for the cat.  
 
If the cat is feral, unapproachable and wary after several days of feeding, it is critical to get her/him 
spayed or neutered to stop reproduction and improve the quality of life for cats, birds and other 
wildlife, and people. Many organizations, agencies, and clinics offer low-cost and/or free 
spay/neuter for feral cats. Remember, cats can have two to three litters a year. Don’t wait until the 
two cats you’ve been feeding become so many mouths that you’re overwhelmed. Check for 
organizations and agencies in your area that advocate TNR. It’s possible that you will not be able to 
find help in which case you should read Neighborhood Cats’ TNR Handbook and/or take The HSUS’s 
self-paced online caretaker course before you trap cats. 
 
At a minimum, feral cats who are TNRed are spayed or neutered so they can no longer reproduce, 
vaccinated against rabies, surgically ear tipped on one ear (ear tipping is the universally recognized 
sign of a cat who has been TNRed), and returned to his or her territory, unless there is imminent 
danger (e.g., the building the cat lives in is being demolished). A dedicated caretaker, in addition to 
providing food, water and shelter, watches over the health of the cats and removes any new cats 
who appear for TNR (if feral) or adoption (if tame). 
 
TNR improves the quality of life for existing colonies, prevents the birth of more cats, reduces the 
number of cats over time, and reduces or eliminates nuisance behaviors associated with cats who 
aren’t sterilized. Additionally, many groups that provide resources for TNR have calculated that the 
costs associated with TNR are considerably less than those associated with removing, holding, and 
putting down feral cats in shelters.  
 
Many dedicated feral cat caretakers pay out of their own pockets to help improve the lives of feral 
cats and reduce their numbers. Without TNR and a dedicated caretaker, the population of the 
colony would continue to increase.  
 
Helping feral cats can be very rewarding. There are many ways for you to be involved, but it’s a 
good idea to start by learning as much as you can about feral cats and TNR.  
 
Common Questions: 
  
Can I get financial assistance to care for my feral cats? 


Check our list of organizations helping feral cats. Some indicate that they provide food. Even if an 
organization doesn’t indicate that it helps caretakers with food, it never hurts to ask. 


Your local humane society may have surplus food or know of other agencies in your community 
that provide food. Pet supply stores and supermarkets may be willing to donate dented cans and 
torn packages or out-of-date products. Work on a food drive with a local youth group or service 
organization or hold your own. Place an ad in your newspaper with the details of the drive. 



http://www.humanesociety.org/animals/resources/tips/finding_responsible_pet_home.html

http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html

http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html

http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html

http://www.humanesociety.org/assets/pdfs/pets/nc_tnr_handbook_04.pdf

http://www.humanesocietyuniversity.org/coursesandprograms/professionalstudies/courseinfo/coursepage.html?sectionID=248

http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html





7 
 


If you’re on your own, ask that friends, family, and co-workers celebrate your birthday or other 
holidays by giving you money or gift cards to pet supply stores instead of regular gifts. If you can 
put aside some money each month, it may help you if an unexpected expense occurs. And, find out 
if your veterinarian will set up a payment plan. 


Can feral cats be tamed and adopted? 


Although the number of cats put down has steadily declined since the 1970s, even socialized lap 
cats often face slim chances for adoption because there are just too many of them. Feral cats and 
their offspring who end up at shelters, add more lives to an already crowded lottery for too few 
homes. 
 
Because they have not had extensive contact with humans at an early age, feral cats can seldom be 
adopted as pets. They will almost always view contact with people as frightening, and will avoid it. 
Cats who have spent their entire lives outdoors can sometimes adapt to indoor life, but it is usually 
a very slow, stressful process. In addition, attempts to tame adult feral cats divert time and energy 
from the most important objective of TNR: sterilizing the feral cat population. 


How do I estimate the number of feral cats in my community? 


Based on studies of households that admit feeding cats they do not own (includes both friendly 
strays and pet cats) Dr. Julie Levy, feral cat expert, uses the following calculation to estimate the 
number of feral cats in a community: the human population divided by 6. This does not count cats 
who are not fed by someone. It also over counts cats who are fed by more than one person. 


Are there sanctuaries for feral cats? 


Properly designed and maintained sanctuaries can provide a high quality of care for feral cats and 
most seem to adapt. However, not everyone has the knowledge, facilities, time, and money to 
provide a high level of care and to prevent overcrowding and contagious disease problems. 
Moreover, sanctuaries are quickly filled and those that are poorly run and designed raise questions 
about the quality of life for the cats living there. 
 


Overcoming Common Obstacles 
 


Helping feral cats can be very challenging. In some municipalities, there are laws which hinder TNR, 
such as outdoor feeding bans or limits on the number of animals a resident can “own,” with 
“ownership” defined as feeding. Doing TNR on a wide scale in places where laws or lack of laws 
make it very difficult may require changing laws.  
 
You probably will be safe if you’re trapping on property you own. However, if the cats you’ve been 
feeding are not on your property, it makes sense to obtain the approval of the owner of any 



http://www.humanesociety.org/assets/pdfs/pets/lobbying_101_for_feral_cats_advocates.pdf
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property to which you’ll need access in order to care for the cats. It will be much easier than if you 
trespass and try not to be spotted. Feeding and care, too, is simpler and more reliable when you 
have the property owner’s support as opposed to hoping no one in authority cracks down on you 
or starts throwing away the food. Releasing cats back onto property where the residents know 
what you’re doing and approve of TNR is much safer for the cats than putting them back into an 
uncertain situation and hoping for the best. 
 
Colonies that are located on government-owned or managed property and areas where rare, 
threatened, and endangered wildlife live require special consideration. Collaborating with other 
interest groups to reach a common goal – protecting cats and protecting wildlife – will be more 
productive than continuing the “cats versus birds” debate. 
 
If you are fortunate and have a feral cat group or knowledgeable individual in your community, 
they may have traps that you can borrow. Animal shelters, humane societies, and rescue groups 
may also have traps that you can borrow. If all else fails, you may be able to purchase traps at feed 
or garden stores.  
 
Ideally you want to have more traps than cats so you can trap most cats in the colony in a few days. 
It's much easier to catch a couple of cats with ten traps strategically located, than with only two. 
NOTE: If there is no organization to help you, ONLY START TRAPPING once you’ve learned about 
safely trapping feral cats and have lined up a veterinarian who is willing to work with feral cats. It’s 
important to understand how to approach veterinarians because they may not know how to work 
with or may not want to work with feral cats. 
 
There are several reasons why veterinarians may not work with feral cats. Some vets haven’t been 
involved with TNR and don’t understand it or support it, while others may be limited by the 
practice at which they work. There are also veterinarians who aren’t familiar with spaying or 
neutering young kittens. And still, others may have had bad experiences with other feral cat 
caretakers. You can increase your chances of finding a veterinarian to work with you by 
appreciating their point of view. A well-written letter to veterinarians in your community may gain 
you a few allies. It’s critical that veterinarians learn how to work with feral cats before you bring 
them one. If you need to find a veterinarian, start with your own.   
 
Even if you’re not involved with your own feral cats, you can still help them. Volunteers are the life 
line of many groups, organizations, and agencies that help feral cats. You may consider hands-on 
help, including: trapping other caretakers’ cats; transporting cats to and from the veterinarian; 
providing a recovery space; assisting at a spay/neuter event; and fostering and socializing kittens. 
Expertise in marketing, fundraising, volunteer programs, website development, and writing are just 
some of the many other ways you can help. Check with the group, organization, or agency to see 
how your skills can make a difference. Monetary donations are always helpful and many 
organizations have a “wish list” that indicates what things they really need.  
 



http://www.animalsheltering.org/resource_library/magazine_articles/jul_aug_2009/creature_feature_prowling_the_divide.html

http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html

http://www.humanesociety.org/assets/pdfs/pets/working_with_veterinarians_brenda_griffin.pdf

http://www.humanesociety.org/assets/pdfs/pets/tri_county_IN_letter.pdf

http://www.hsus.org/web-files/PDF/Caring-for-Feral-Cats-in-the-Clinic.pdf

http://www.humanesociety.org/news/news/2010/07/fostering_ferals_080310.html
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Mobilizing Support 


If the colony you want to trap is a neighborhood colony and is not on your property, start by 
gathering information. Walk around and talk with anyone who might have knowledge of the cats. 
This is a method particularly suited to densely populated areas where people are easily 
encountered going about their day – anyone who might be acquainted with the cats. How do they 
feel about the cats? Do they know who feeds them? If so, when, where and how often? How many 
cats are there? How did the situation start? Has anyone done anything in terms of rescue or 
removal?” The more you learn, the better your plan of action will be. 


If you come across someone friendly, try to get their contact information or give them yours – you 
never know when you might need their help, even if it involves finding out whether they’ve seen a 
particular cat. Stay alert for volunteers who might help feed or trap, or others who will donate food 
or money. It’s always better if you have others to share the work of caretaking. That way you don’t 
become overburdened and the cats have a stronger support network. 


During this “get acquainted” phase, have literature on hand, such as a one page flyer that describes 
TNR’s benefits (“no more kittens, noise, odor; continued rodent control”) and your plan to organize 
a project, plus your contact info. Hand it out and post it throughout the area. Refer people to 
informative websites so they can learn more on their own. If you can, make up business cards. 
Dress neatly and businesslike – the more professional you appear, the better received your 
message will be. In many cities, there are neighborhood organizations such as community boards 
or block, town or village associations. They tend to meet regularly and be open to the public. Go to 
one of the meetings, calling up ahead of time to get the cats on the agenda. Then make a brief 
presentation, ask for help and bring a signup brochure for volunteers which lists possible tasks, 
such as trapping, providing holding space (like a garage), feeding, or providing information about 
the cats’ whereabouts.  


You can also hold your own “cat meeting.” Post flyers around the area announcing a meeting at a 
local coffee shop. Invite “everyone concerned about the stray cats in our neighborhood.” You want 
residents to come who might help you as well as residents who don’t like the cats. The chance to 
hear them out and educate them on TNR could result in an unexpected ally, or at least a more 
tolerant attitude. Have a sign-up sheet for people who would like to support your efforts. Leading 
community organizations such as churches or civic groups can be approached for support, as well 
as the offices of local government officials (assuming all is well with your local laws and policies). 


Try to make appointments with co-op boards, landlords, building and workplace managers – 
anyone whose permission you need or who has the ability to make your work easier or more 
difficult. Don’t plead for the kitties, just present the facts. Be especially prepared at these types of 
meetings to talk about how TNR will improve the current situation and why other methods won’t 
work. 



http://www.humanesociety.org/assets/pdfs/pets/helping-homeless-cats_english.pdf

http://www.humanesociety.org/assets/pdfs/pets/heart_texas_volunteer_brochure.pdf

http://www.humanesociety.org/assets/pdfs/pets/heart_texas_workshop_flyer.pdf

http://www.humanesociety.org/assets/pdfs/pets/heart_texas_recruit_form.pdf

http://www.humanesociety.org/assets/pdfs/pets/heart_texas_tnr_business.pdf
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One technique for mobilizing community support is to write a letter describing your TNR plan and 
get a copy to everyone in the neighborhood; you can either mail it or slip it under doors. CAUTION: 
do NOT place anything inside mailboxes as this is a federal violation!  
 
Undoubtedly, you will think of more ways to reach out and educate. Always remember that TNR is 
not only about working with the cats. Feral cats are a community issue and require a community 
solution.  
 


Trapping: Who and When 
 


Mother Cats  
 


If you’re thinking of trapping a mother cat and are fortunate to have local assistance, follow their 
protocols. If you’re on your own, you’ll have many things to consider, including the trapping of 
kittens. Cats with nursing kittens can be spayed by veterinarians familiar with working on them.  If 
the nursing mom is a regular in your small backyard colony and you’re certain she’ll be back and it 
won’t be too hard to re-capture her, then you might decide to let her go until the kittens are at 
least 6 weeks of age.  
 
If you trap a mother cat but didn’t know she was nursing and don’t know how old the kittens are, 
you could let her go knowing you may never catch her again and she may go on to have more 
litters. If you know that the kittens are more than a few weeks old, you could have the cat spayed 
as soon as possible and then release her the day after surgery if she appears alert and there are no 
signs of post-surgical complications. While this may be sooner than a cat would normally be 
released, the risk is justified by giving her kittens a better chance to survive. Contrary to popular 
belief, a spayed female can still nurse.  
 
If you know that a female cat is nursing young kittens, it’s best to delay trapping her until the 
kittens start showing up at the food bowl and the whole family can be trapped at the same time. Be 
sure to read about trapping kittens safely in the Neighborhood Cats TNR Handbook. However, if the 
nursing female goes into your trap, let her go if you know the kittens are alive and less than a few 
weeks old. Do this immediately so she does not develop too much fear of the trap.  
 
Winter Trapping 
 
People may be concerned about trapping during winter because the females have their stomachs 
shaved for surgery. However, winter trapping has its advantages. There are far fewer pregnancies 
and so difficulties with young kittens and nursing mothers can be largely avoided. Plus you can get 
a step ahead of the spring kitten season. Before any winter trapping is done, be sure that the cats 
will have adequate shelter when they are returned to their territory.  
 
Sterilizing feral cats before they have even one litter will reduce the number of animals and their 
offspring – currently and potentially – living on the streets, being cared for in shelters, and being 



http://www.neighborhoodcats.org/uploads/File/howto/community_appeal_letter.pdf

http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html

http://www.humanesociety.org/assets/pdfs/pets/nc_tnr_handbook_04.pdf
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put down by animal shelters and veterinarians. Pediatric spay and neuter has been performed in 
animal shelters for more than 25 years on kittens as young as 2 months of age or who weigh a 
minimum of 2 pounds. Studies of pediatric spay and neuter have shown that there are no 
behavioral differences, changes in growth, or any risk of future medical problems when compared 
to traditional spay and neuter at six to eight months of age. 
 
 
Common Questions:  


Is there a contraceptive for feral cats? 


The Alliance for Contraception in Cats and Dogs is a non-profit organization, supported by The 
HSUS and others, that is working hard to find non-surgical sterilants for cats and dogs.  Check 
ACCD’s website for the latest information. 


What if there is no feral cat caretaker or person to foster feral kittens? 


The HSUS believes that in an ideal world, TNRed colonies would have caretakers. Unfortunately, 
there are many colonies that do not have caretakers. Of the three to four million cats cared for 
yearly in animal shelters, approximately half of them are euthanized. Thus, putting down feral cats 
who can be TNRed because they don’t have a caretaker is not a life-saving strategy. Also in an ideal 
world, kittens young enough to be socialized (learn to like people) would be removed from the 
colony and evaluated for adoption However, it may not even be possible to find homes for 
socialized feral kittens when the resources of groups, organizations, and agencies are limited and 
millions of already-tame kittens need homes. In addition, the resources put into socialization and 
adoption may be better used by spaying and neutering as many feral cats as possible to prevent the 
birth of more kittens. 


 


Testing for FeLV and FIV 
 


The rate of FeLV (Feline Leukemia Virus) and FIV (Feline Immunodeficiency Virus) in feral cats is 
about the same as that of owned cats. Some private veterinarians only test for these viruses if the 
caretaker requests it while others insist on testing and putting down all cats who test positive, even 
if they are currently healthy. Some TNR programs test all cats, some only test sick cats, and others 
only test adoptable cats. Although cost is certainly important, other factors should be considered 
as well.  
 
There are several reasons why groups do not routinely test healthy colony cats. The first is logistics: 
an accurate diagnosis requires two tests at least one month apart to rule out false positives and 
false negatives. In addition, a cat who initially tests positive for feline leukemia has about a 30 
percent chance of later testing negative due to his immune response to the initial infection. 



http://www.acc-d.org/

http://www.animalsheltering.org/resource_library/magazine_articles/sep_oct_2008/keeping_feral_cats_healthy.html
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Moreover, what do you do with a feral cat awaiting his second test – cage him for a month or let 
him go and try to trap him again? Returning the cat to the colony makes sense since, given the 
close living situation of feral cats in colonies, most cats in the colony have probably already been 
exposed to diseases carried by the members.  
 
FeLV is shed in very high quantities in saliva and nasal secretions, but also in urine, feces, and milk 
from infected cats. Cat-to-cat transfer of the virus may occur from a bite wound, during mutual 
grooming, shared dishes, or from an infected mother cat to her kittens, either before they are born 
or while they are nursing. Spaying and neutering feral cats will eliminate reproduction and the 
spread of FeLV from moms to kittens. Spaying and neutering will also decrease aggression and the 
spread of FeLV through bite wounds. Even with FeLV most of cats are asymptomatic.  
 
If an infected cat exhibits symptoms of the disease such as poor coat, weakness, and weight loss, 
the caretaker should make every effort to trap again. In this situation an FeLV/FIV test would help 
distinguish whether the cat is suffering a bad upper respiratory infection that a week or two of 
antibiotics would treat, or end-stage feline leukemia. Depending on the illness and your ability, you 
may decide to treat. However, if the cat’s quality of life is poor, euthanasia should be considered. 
 
FIV is not very contagious and generally requires deep bites to be transmitted. Most transmission is 
associated with mating behaviors (males fighting with other males or males biting females while 
mating). Once the cats are spayed and neutered, transmission is much less likely. Most cats with 
FIV don’t have symptoms. If symptoms such as non-healing wounds and increased susceptibility to 
other diseases appear, the caretaker should try to trap again and take the cat to the veterinarian 
for a diagnosis, as discussed in the previous paragraph. 
 
 


Sheltering and Feeding 
 


Keeping feral cats healthy begins with TNR, but doesn’t stop there. Feral cats will surely appreciate 
a warm, dry shelter during cold or inclement weather. You may find inexpensive or free materials 
by asking building supply stores or contractors if they have scrap lumber.  A fun activity is to have a 
shelter building party. You can also ask friends, neighbors, and co-workers for used dog houses 
which can be modified and serve as good shelters. Contact local youth groups to find out if they 
would help build shelters as a service project. Lots of excellent information is included on 
Neighborhood Cats’ website, including ideas for making shelters and keeping water from freezing.  
 
If you’re trying to keep ants and other insects from getting into the cats’ food, you can create a 
little moat by putting the food bowl into a larger container. Then add about ½ inch of water in the 
larger bowl. The water surrounding the smaller bowl will prevent ants from reaching the food, but 
the cats can still lean over and eat. If you are feeding many cats, provide an adequate number of 
bowls to allow more than one cat to eat at one time. Providing several bowls may also help cats 
who might be last to the food bowl to get their share. 
 



http://www.animalsheltering.org/resource_library/magazine_articles/sep_oct_2008/keeping_feral_cats_healthy.html

http://www.humanesociety.org/news/magazines/2010/07-08/the_accidental_cat_lady.html

http://www.neighborhoodcats.org/

http://www.neighborhoodcats.org/HOW_TO_FERAL_CAT_WINTER_SHELTER

http://www.neighborhoodcats.org/HOW_TO_PREVENTING_WATER_FROM_FREEZING
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Since wildlife may also be interested in the food, keep the feeding area clean and free of trash. If 
another person is feeding, ask them to do so as well. Avoid feeding more than the cats can eat and 
remember to decrease the amount of food you provide as the colony size decreases so that the 
surplus food doesn’t attract wildlife. Because many of the wild animals who are attracted to cat 
food are nocturnal, feed during daylight and remove food by dark. Although there aren’t any 
repellents registered for use on coyotes, aversion agents used for dogs and cats have been used 
with some success. In addition, a technique used by ranchers to protect their cats is to provide a 
climbing pole that enables cats to escape when surprised in the open by a coyote. Feeding near an 
area with plenty of trees can offer escape routes and hiding places for cats. If you can provide an 
enclosure that keeps the cats out of harm’s way, you may want to consider doing so. You can 
search the Internet for “cat enclosures” to see what’s available or to get ideas about building your 
own. 
 
If you’re having a hard time affording cat food, check our list of organizations helping feral cats. 
Some indicate that they provide food. Even if an organization doesn’t indicate that it helps 
caretakers with food, it never hurts to ask. 
 
Your local humane society may have surplus food or know of other agencies in your community 
that provide food. Pet supply stores and supermarkets may be willing to donate dented cans and 
torn packages or out-of-date products. Work on a food drive with a local youth group or service 
organization or hold your own. Place an ad in your newspaper with the details. 
 
If you’re a non-profit organization, you probably know about fundraising and foundations that 
provide grants for feral cats. If you’re on your own, ask that friends, family, and co-workers 
celebrate your birthday or other holidays by giving you money, pet supply store gift cards, or cat 
food instead of gifts. 
 


Protecting Birds and Other Wildlife 
 


A common complaint about cats is that they kill birds and other wildlife. Although not all cats are 
skilled hunters, studies show that most of the animals killed by cats are small mammals (such as 
rodents) and approximately 25 percent are birds, including ground-nesting species that are 
vulnerable to cat attack. Cat predation certainly has a negative effect on the individual animal who 
suffers and/or dies. Even animals who appear to have escaped unscathed from a cat often die. 
Birds, for instance, may fly away, but may die later from infection caused by bacteria on the cat’s 
teeth or claws. Birds can also succumb to the stress of having been captured.  
 
However, the need to protect wildlife from cat predation and competition for food should not 
automatically result in trapping and killing feral cats. Feral cat and wildlife advocates should work 
together in order to protect both wildlife and cats. Non-lethal options that may be considered 
include relocation and on-site confinement of cats.  
 



http://www.humanesociety.org/issues/feral_cats/tips/feral_cat_organizations.html

http://www.animalsheltering.org/resource_library/search_results.html?librarytopic=fundraising

http://www.animalsheltering.org/resource_library/search_results.html?librarytopic=grants
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Because there is no one formula which will universally apply to all situations involving wildlife and 
feral cats, the need for dialogue, open-mindedness, and collaboration is critical. Once a dialogue is 
under way, the unique circumstances of each situation can be assessed. Although it can be difficult 
for groups with seemingly competing interests to work together and build trust, it can be done by 
keeping common goals in mind and searching for effective, non-lethal outcomes that protect cats 
and wildlife.  


 


Advocating for Feral Cats 
 


An animal's strongest advocate may be you. That's because you, as a citizen, have the power to 
influence your legislators – especially on a local level. You do not need any prior experience to help 
pass pro-animal legislation; all you need is the determination to communicate with those who 
represent you in your local, state, and federal governments. 
 
The number of caretakers and organizations devoted to helping feral cats is growing. As a result, 
some local governments now recognize that a comprehensive cat management strategy to combat 
cat overpopulation requires working with feral cat advocates.  
 
When advocating for feral cats, it’s important to have an idea of the number of cats in the 
community. Based on studies of households that admit feeding cats they do not own, including 
both friendly strays and pet cats, feral cat expert Dr. Julie Levy uses the following calculation to 
estimate the number of feral cats in a community: human population divided by 6. This does not 
count cats that are not fed by someone. It also over counts cats who are fed by more than one 
person. In addition, because officials and citizens are concerned about responsible fiscal 
management, a tool for estimating the cost of putting down feral cats versus doing TNR can be 
useful.   
 


Starting a Community TNR Program 
 


Now that you’ve gotten your feet wet with TNR, you may be interested in spreading the word 
about its benefits beyond your own colony. If you are lucky and there is a feral cat group in your 
community, you may want to volunteer for this group. If there isn’t a feral cat group in your 
community, you may be the one to start one! Remember the people you spoke to before you 
trapped your colony? They may be interested in being part of a larger effort to help feral cats. You 
may also look for other like-minded people in the community on websites such as Yahoo, 
Facebook, and Meetup. 
 
One of the first things you’ll need to do is research the local laws because the local Department of 
Health or animal care and control agency may have what amount to anti-TNR policies in place. For 
example, health officials may consider leaving out food for cats to be creating a public nuisance, 
whether or not the feeding site is kept clean. Or animal care and control may have a practice of 



http://www.humanesociety.org/assets/pdfs/pets/lobbying_101_for_feral_cats_advocates.pdf

http://www.humanesociety.org/assets/pdfs/pets/lobbying_101_for_feral_cats_advocates.pdf

http://www.guerrillaeconomics.biz/communitycats/

http://groups.yahoo.com/

http://www.facebook.com/srch.php

http://www.meetup.com/find/
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trying to trap and remove any feral cat spotted, neutered or not. The way to find out is call up the 
agency overseeing animal control and ask whether there is an official policy on feral cats and, if so, 
what it is. 


The reason you want to find out about local laws and policies is obvious – you don’t want to go 
through the trouble and expense of TNR’ing cat colonies, maintaining them for a time, and then be 
charged with some civic offense and have the cats taken away. If you are facing that possibility, 
then an effort to change the laws or policies should be attempted first, before anything else is 
done. In these instances, it is the town council, the mayor, the head of animal care and control or 
the Commissioner of Public Health who need to be educated. Once official approval has been 
gained, the strongest possible foundation for community-wide TNR has been built. 


If you need to go the route of changing laws first, then please consult with an organization with 
experience and success in pro-TNR lobbying. This is very important because it is not always 
apparent how to get the results you want. Organizations to consult may include a nearby feral cat 
group that got their town on board, a feral-friendly humane society or SPCA, or an organization 
such as The Humane Society of the United States and Neighborhood Cats which can provide advice 
and resources. 


A couple of tips for TNR advocates – focus on the population control aspect of TNR and its ability to 
reduce the number of cats. Don’t try to persuade public officials with arguments that TNR is 
humane and the cats have a right to their lives and territory. Public officials will care much more 
about the impact of the cats on the community. A second tip, if you are meeting resistance, is to 
propose a pilot project rather than demand a complete change in the law. Then, if they agree, 
make sure the pilot succeeds. For in-depth information, read The HSUS’s book, “Implementing a 
Community Trap-Neuter-Return Program.” Part 1, Part 2. 


If you are performing TNR in a legal vacuum – no laws or policies for or against - the day may come 
when municipal officials begin to take notice and show an interest in feral cat policies. Prepare for 
that day by documenting your work – including vet records and colony tracking sheets – to be able 
to prove the benefits of TNR.  


If you plan on working with feral cats and practicing TNR on a large scale, forming a non-profit 
corporation has great advantages, especially when it comes to fundraising.  When donations are 
given to non-profits approved by the IRS, they are tax-deductible which may provide an incentive 
to give.  Perhaps as important, an IRS-approved charity has credibility in the eyes of a potential 
donor as a viable organization worth supporting.  Most foundations will provide grants only to IRS-
approved charities.  Furthermore, in many jurisdictions, only incorporated nonprofits can conduct 
direct mail solicitations, raffles, and other fundraising efforts. 
 
Forming a nonprofit generally takes two steps - first, form a charitable corporation in your home 
state.  Second, seek approval from the IRS for your corporation to obtain what is called "section 
501(c)(3)" status.  Once you receive this status, donations made to your organization become tax-
deductible. 
 



http://www.humanesociety.org/assets/pdfs/pets/lobbying_101_for_feral_cats_advocates.pdf

http://humanesociety.org/feralcats

http://www.neighborhoodcats.org/

http://www.humanesociety.org/assets/pdfs/pets/implementing_community_tnr_pt1.pdf

http://www.humanesociety.org/assets/pdfs/pets/implementing_community_tnr_pt2.pdf
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If you are not already familiar with forming a charitable corporation and applying for 501(c)(3) 
status, it can be a difficult and time-consuming process - even for those with legal backgrounds.  
You may want to consider using an incorporation service that does almost all the paperwork and 
filing for you. 
 
While the cost of a service may seem like a lot of money when you're first starting out, it's a small 
price to pay compared to the time and effort involved in doing the whole thing yourself.  Even if 
you have an attorney willing to assist you at no charge, if he or she is inexperienced in this area, it 
can dramatically slow the process down.  No matter what you do, you'll have to pay the 
government filing fees (which total in the hundreds of dollars) and most private attorneys, if they 
do charge full price, will bill in the thousands of dollars for this same service.  


Being a Responsible Cat Owner 
 


Spaying and Neutering 
 
In addition to TNR for feral cats, spaying and neutering your cats is the most important thing you 
can do for your cat and the millions of cats who are put down every year. Afraid your cat will get 
fat, or his personality will change? Think it’s not necessary because your cat never goes outdoors? 
Or maybe you just haven’t gotten around to spaying your cat? Can’t afford it? Do you think your cat 
is too young to get pregnant? Find the answers to these questions and more before it’s too late. 
 
Keeping Cats Indoors 
 
If you think it’s cruel to keep your cat indoors, think again. Going outdoors is not a prerequisite for 
feline happiness. It’s simple to keep your cat happy indoors through playtime every day, cat trees 
for climbing, and cat grass for an occasional snack. Even cats who have lived outdoors can be 
transitioned to an indoor lifestyle.  
 


Pet cats should be kept indoors, but that doesn’t mean they can’t have some outdoor time in a safe 
enclosure or on a harness and leash. There are specially-constructed cat fences that are advertised 
as escape proof, but other animals can still enter a yard and harm your cat, so your cat should 
always be supervised when outdoors. If you allow your cat outdoors unsupervised for any part of 
the day or night, you’re risking your cat’s life as well. In addition, cats pose a risk to birds and other 
wildlife.  
 
 
 
It’s not necessary to put your cat outside or get rid of him because of a few minor issues. If he 
doesn’t use his litter box, it’s easy to find out why and to correct the situation. If you’re going 
through life changes such as allergies, you’re pregnant, or you’re moving, these issues can be 
challenging, but solutions are usually available. 
 
Providing a Collar and ID 



http://www.humanesociety.org/issues/pet_overpopulation/facts/spay_neuter_myths_facts.html

http://www.humanesociety.org/animals/cats/tips/bringing_outside_cat_indoors.html

http://www.neighborhoodcats.org/HOW_TO_CAT_CONTAINMENT_SYSTEMS

http://www.humanesociety.org/animals/resources/facts/wildlife_cats.html

http://www.humanesociety.org/animals/resources/facts/wildlife_cats.html

http://www.humanesociety.org/animals/cats/tips/solving_litter_box_problems.html

http://www.humanesociety.org/animals/resources/tips/allergies_pets.html

http://www.humanesociety.org/animals/resources/tips/toxoplasmosis.html

http://www.humanesociety.org/animals/resources/tips/renting_with_pets.html
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It’s tragic that only 2-5% of cats in shelters are reunited with their families. A collar and visible 
identification is your cat’s ticket home. Most pet owners think their cat will never get lost, but even 
strictly indoor cats need identification in case they escape during an emergency or through a torn 
screen. You may be afraid to put a collar on your cat or think that he won’t tolerate a collar. Learn 
how to change his attitude – and yours – about collars. 
  
Searching for Lost Pets 
 


Searching for a lost cat is quite different than searching for a lost dog. Cat owners are often told to 
post flyers and to drive to animal shelters to check the cages, like one would do for a dog. However, 
these actions will not help you find your cat if he or she is trapped in a neighbor's shed or is injured 
and hiding in fear under a neighbor's deck. First, look in every nook and cranny in your house, 
around your yard, and throughout your neighborhood. Many pets who are thought to be lost are 
merely hiding or sleeping somewhere on your property: in cabinets, boxes, closets; beneath 
blankets; on a pushed-in dining room chair; behind long curtains; in trees, garages, crawl spaces; on 
roofs; and under decks and porches. 
 
The primary method that you should use to find your lost cat is an aggressive search of your cat's 
territory (for an outdoor-access cat) or an aggressive humane trapping effort (for indoor-only cats 
who escape outdoors).  
 
When an indoor-only cat escapes outside or when cats are displaced into an unfamiliar area (such 
as escaping from their carrier on the way to the veterinarian), the cat is likely hiding in fear near the 
escape point. That is because cats are territorial and your cat's territory was inside of your home. 
Once a cat is transplanted into unfamiliar territory, he seeks shelter because he is afraid. Cats who 
are afraid (and cats who are injured) will often hide under a deck, under a house, under a porch, or 
in heavy brush, and they will not meow. Meowing would give up their location to a predator. Their 
behavior has nothing to do with whether the cat loves you, recognizes your voice, or can smell you 
– it has everything to do with the fact that a frightened cat will hide in silence. 
 
If your cat will never be allowed free access outdoors, train your cat that humane traps mean food 
and safety. Place a trap inside your house. Prop open the door so it won’t close when the cat steps 
on the trigger plate, and feed him inside the humane trap every day so that he enters and leaves 
without fear. If your cat should ever escape outdoors, you will increase your chances of recovering 
your cat by setting baited humane traps because your cat associates the traps with food and is not 
afraid of them.  
 
If your cat is allowed access outdoors, do not train him to enter a humane trap because pest 
control companies, apartment complex managers, and cat-hating neighbors routinely use humane 
traps to remove cats from their property. When an outdoor-access cat doesn’t come home at the 
usual time, it means that something has happened. Because sick, injured, and trapped cats are 
often found within their territory, it’s likely that your missing outdoor-access cat is somewhere 
within a 5-house radius of your home. Cats who have been chased may be several houses or a few 



http://www.humanesociety.org/assets/pdfs/pets/all_animals_cat_collaring.pdf
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blocks from home. Sometimes cats travel up to a mile (or more) from their territory and those who 
end up many miles away, whether they were intentionally or unintentionally transported out of 
their territory, are the most difficult to find.  
 
Time is of the essence in finding lost cats. You don’t want to stress out about what to do when 
you’re already stressed out by the absence of your cat, so prepare a recovery kit in advance to 
enable you to start your search immediately. At a minimum, your recovery kit should include a 
flashlight and log sheets and pen to record sightings that could be your cat.   
 
Routinely check with your local animal shelter and also with any local rescue groups in your area. 
Some groups list lost pets on their telephone messages and keep information about lost and found 
pets. While some cats will end up in shelters the same day they vanished, others might not end up 
there for weeks or even months! Sometimes found cats end up being placed in feline rescue groups 
that place them in temporary foster homes until they can be adopted to a new family. Your local 
shelter should have a listing of the organized feline groups in your area. Take your pet’s photograph 
to local veterinary offices and leave a copy of your “lost pet” flyer with them. 
 
Place a notice in the Lost Pets section of your local and/or community newspapers’ classified 
section, and check every day for notices in the Found Pets section. Many newspapers now have 
classifieds listed online. 
 
Alert your neighbors, as well as mail and newspaper carriers. You can even enlist the help of 
neighborhood children, who are often eager to help.  
 


Thank you for your efforts to help feral cats and good luck. 
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Resources at a Glance 
 
Check our website at humanesociety.org/feralcats for the latest information and resources. Take 
our self-paced online course for feral cat caretakers. Find the Kismet Account’s “feral cat manual” 
in Spanish (see the bottom right-hand side of the page). The HSUS’s handout about helping 
homeless cats, “Buena Ciudadana,” is also available in Spanish. 
  
An excellent website for all things feral is http://www.neighborhoodcats.org. You’ll find 
information on the basics of TNR, safely socializing kittens, cat containment systems, trapping 
equipment, and more. 
 
1.   Looking at the Big Picture 
Watch The HSUS’ 16-minute video, "Trap-Neuter-Return: Fixing Feral Cat Overpopulation,” and read 
our FAQs and Position on Trap-Neuter-Return.  Read an excellent article that reviews the common 
arguments opposing and supporting TNR . 
 
2.   Understanding Problems Associated with Feral Cats 
Read articles about how the animal sheltering community is helping cats, including “Taking a 
Broader View of Cats,” “The Way to Tame a Feral Kitten’s Heart,” and Scaredy Cat or Feral Cat?” 
 
3.   Evaluating Solutions: Trap and Remove, Feeding Bans 
Estimate the cost savings of TNR versus trap and remove 
Read about feeding bans and much more in "Implementing a Community Trap-Neuter-Return 
Program," Part 1, Part 2. 
 
4.   Helping Feral Cats: Trap-Neuter-Return 
For an in-depth overview of TNR, read "The Neighborhood Cats' TNR Handbook: A Guide to Trap-
Neuter-Return for the Feral Cat Caretaker.”  
Take a self-paced online caretaker course through Humane Society University.  
View a comprehensive list of local groups to help you. You may also find experienced individuals on 
Yahoo, Facebook, and Meetup. 
 
5.   Overcoming Common Obstacles 
Read a comprehensive book about implementing a community trap-neuter-return program [link to book] 
Read about working with veterinarians and how veterinarians can help care for feral cats in the 
clinic. 
Download a training video for veterinarians on performing pediatric spay and neuter. 
Revise this letter to and use these forms to recruit veterinarians in your community 
Visit the Alliance for Contraception in Cats and Dogs to learn about the latest research to find non-
surgical sterilants. 
 
6.   Trapping: Who and When 
Read in-depth information about performing a mass trapping. 
 



http://www.humanesociety.org/issues/feral_cats/

http://www.kismetaccount.org/

http://www.kismetaccount.org/

http://www.humanesociety.org/assets/pdfs/pets/helping-homeless-cats-spanish.pdf

http://www.neighborhoodcats.org/

http://www.humanesociety.org/news/multimedia/?fr_story=3f1855c92b1034a02479ea5625635dd88b65f6f9

http://www.humanesociety.org/issues/feral_cats/qa/feral_cat_FAQs.html

http://www.humanesociety.org/issues/feral_cats/facts/TNR_statement.html

file:///C:/Documents%20and%20Settings/agoldfarb/Local%20Settings/Temporary%20Internet%20Files/Content.Outlook/K19846MP/Study_Robertson_JourFelineMed&Surg_ReviewOfFeralCatControl_2008.pdf
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7.   Testing for FeLV and FIV 
Read how to keep feral cats healthy.  
 
8.   Sheltering and Feeding 
Read a caretaker's tale of providing shelters and learn how to build the ultimate shelter. 
 
9.   Resolving Issues with Neighbors 
Read more about peaceful co-existence and how to keep cats out of yards and gardens in "The 
Neighborhood Cats' TNR Handbook: A Guide to Trap-Neuter-Return for the Feral Cat Caretaker.” 
  
10. Protecting Birds, Other Wildlife and Cats 
Read more about the importance of collaborating and finding effective strategies for protecting 
birds, other wildlife, and cats. 
 
11. Advocating for Feral Cat   
Read a brief overview of lobbying on behalf of feral cats or download our in depth “Advocates Tool 
Kit.” 
 
12. Being a Responsible Cat Owner 
Educating cat owners is an important responsibility of the veterinary community, but there is lots 
of additional information out there to help you keep your cat. You can find pet-friendly rental 
housing, resolve behavior issues, protect your cat if she goes missing, and purchase cat products, 
including enclosures, to entertain your cat and keep her safe. Learn how to conduct an effective 
search in the unfortunate event that your cat becomes lost. 
 
 
 
 
 
 



http://www.animalsheltering.org/resource_library/magazine_articles/sep_oct_2008/keeping_feral_cats_healthy.html
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http://www.humanesociety.org/assets/pdfs/pets/educating_cat_owners.pdf

http://www.humanesociety.org/assets/pdfs/pets/cat_care_basics.pdf

http://www.humanesociety.org/animals/resources/tips/renting_with_pets.html

http://www.humanesociety.org/animals/resources/tips/renting_with_pets.html

http://www.humanesociety.org/animals/cats/tips/
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GREAT	  NEWS	  FOR	  OUR	  COMMUNITY	  CATS!	  


Pets	  for	  Life	  Atlanta	  has	  partnered	  with	  a	  local	  expert	  cat	  team	  in	  order	  
provide	  FREE	  spay/neuter/shots	  for	  our	  community	  cats	  to	  keep	  them	  


healthy	  and	  help	  reduce	  over-‐population.	  
	  


PLEASE	  DO	  NOT	  FEED	  CATS	  on	  XXXX	  (date)	  
	  	  


WE	  WILL	  PICK	  UP	  CATS	  on	  XXXX	  (date)	  AND	  	  
RETURN	  THE	  FOLLOWING	  DAY.	  


	  


Please	  call	  Rachel	  (404)	  335-‐8463	  or	  Tim	  (404)	  772-‐6846	  if	  you	  have	  any	  
questions	  or	  know	  of	  other	  cats	  waiting	  for	  our	  help!	  


	  


Thank	  you	  for	  helping	  take	  care	  of	  our	  Community	  Cats!	  
Tim	  and	  Rachel	  


	  
Pets	  for	  Life	  –	  Atlanta	  


809	  Hollywood	  Road	  Road	  (next	  to	  the	  Fire	  Station)	  
Atlanta,	  GA	  30318	  





		home: 








	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	   	  


 


Free Dog Training Classes 


9 weekly sessions of free professional dog training classes 
• HAVE	  YOUR	  DOG	  BECOME	  A	  CPP	  (CERTIFIED	  PET	  PARTNER)	  -‐	  AN	  OFFICIAL	  HSUS	  TITLED	  PAPER!	  
• OBEDIENCE	  	  
• AGILITY	  
• TRICKS/GAMES	  (WIN	  PRIZES)	  
• DOG	  SPORTS	  
• HAVE	  THE	  BEST	  DOG	  IN	  THE	  NEIGHBORHOOD!	  


	  


Please call 877-993-2111 for more information 
Location:  Training Room, 350 E. Erie Ave., Philadelphia PA 19134 
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Dogs commit a great deal of time and effort to figuring out how to get what they want. It is your job to show your dog 
that certain behaviors give him/her certain results. The best place to start is to make it very clear to your dog that 
NOTHING IN LIFE IS FREE. 


If you leave it up to your dog he/she will jump up to gain your affection, surf the countertops to obtain food, bark and 
whine to go outside and the list goes on and on. You can teach your dog the appropriate way to gain all of these exciting 
things. For example, every time you feed your dog you can simply ask him/her to sit and when the dog sits the food 
bowl appears. The lesson the dog learns is that “Sitting gets me food.” When you go to the front door, you ask the dog 
to sit and wait and the door opens to the fabulous outside world. The lesson learned is that “Sitting and being patient 
gets me outside.”  


Simply put, everything the dog wants, he/she must earn by performing a simple command that you give. If you give the 
command consistently, as you will learn in class, your dog will learn to act appropriately with your guidance!


Week 1
Nothing in Life is Free
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One of the first things you want to teach your dog is his/her name. It is surprising how many dogs do not recognize their 
name! To teach your dog his/her name, you just need to follow a few simple steps and repeat them over and over again 
often and reward your dog for learning. 


First, show your dog a treat. Then, toss the treat a short distance. Your dog will run to get it. Say his/her name right after 
he/she grabs it and when he/she turns to look at you, praise him/her and toss another treat in a different direction. 
When your dog runs in that direction and grabs the treat, say his/her name again. Repeat this a few times. This game 
will eventually teach your dog his/her name and allow you to get your dog’s attention when you call his/her name.


To further the game, at anytime if you catch your dog offering his/her attention to you without being asked, give him/
her a reward and praise for doing so.


Week 1
Teach Your Dog His/HerName - The Cookie Toss Game
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This homework is designed to teach your dog to love to sit and stay, and to allow you to keep control over your dog in 
everyday circumstances, not only when he or she is on a leash. So practice with a leash to begin with and graduate to 
without a leash when you and your dog are ready. 


Begin with your dog in a sit. Put a handful of food/treats in your left hand. Do not dangle the food in front of your dog, 
keep it hidden. Give the stay signal as you learned in training class and say, “Stay.” After the task is completed say, 
“Yes” and immediately give your dog the food reward. Repeat often. 


Amount of Time in “Stay”   Completed Number of times performed


Count one _____ __________
Count two _____ __________
Count three _____ __________
Count five _____ __________
Count seven _____ __________
Count ten _____ __________
Count fifteen _____ __________
Count twenty _____ __________


Now you are ready to do some dancing!!


One step to the left and return _____ __________
One step to the right and return _____ __________
One step back and return _____ __________
One step left and return _____ __________
Two steps left and return _____ __________
Two steps right and return _____ __________
Two steps back and return _____ __________
Three steps left and return _____ __________
Three steps right and return _____ __________
Three steps back and return _____ __________
Count ten _____ __________
Two steps to right, count ten _____ __________
Two steps to left, count ten _____ __________
Two steps back, count ten _____ __________
Five steps right and return _____ __________
Five steps left and return _____ __________


Week 2
Sit & Stay







Five steps back and return _____ __________
One step back, about face, return _____ __________
Two steps back, about face, return _____ __________
Three steps back, about face, return _____ __________
Count twenty _____ __________
Ten steps to left and return _____ __________
Ten steps back and return _____ __________
Count ten _____ __________
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“Down” means to lie down. Down is a good command to use when you want your dog to stay for any period of time. 
Many dogs will “down” easiest after they have mastered sit and stay. To work on down, put your dog in a sit and stay. 
Have a large treat in your right hand, kneel on your dog’s right side and gently put your left hand on your dog’s back. 
While you say “Down” pass the treat in an “L” motion down to the floor from your dog’s nose and then pull it out in 
front of him. Do not push down on your dog’s back, just gently deter him or her from getting up. When your dog lies 
down, mark the behavior with a “Yes” and give the treat.  


Once your dog learns down, then start working on down and stay. Ideally your dog should learn the “relaxed down” 
before the stay. A relaxed down is one where the dog shifts onto one hip to be more comfortable. Once the dog does 
that he or she will be more likely to stay. To get your dog to do a relaxed down, don’t give the treat right away after he or 
she goes down, take the treat and pass it from your dog’s nose in a semi-circle to your dog’s hip, as you say, “Relax.” 
When he or she shifts onto the hip, say, “Yes” and give the treat.  


Now you are ready to add the stay. While your dog is in the relaxed down position simply stand up and say, “Stay.” It 
will help to use a hand signal (straighten out your arm and with your hand, make a stop signal) at the same time as you 
say, “Stay.” Now step away from your dog. If you have a dog that is antsy, only stand up half way and make the stay a 
very short one. It is important for your dog to be successful as much as possible so keep the stay short at first and then 
gradually add time and distance as your dog improves.


Week 3
Down & Down-Stay
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Everyone has their own method of getting a dog to “off.” Have you heard, “Knee him in the chest,” “Step on his back 
paws,” “Squeeze his front paws,” etc.? The truth is, methods such as these will only teach your dog to fear you. When 
your dog jumps up, he or she is actually trying to show you affection and share his or her excitement with you. Your dog 
is giving you a supreme compliment and has no way of knowing that this might be irritating you. The more agitated 
you get, the more your dog will want to be deferential and loving to you and the jumping up will not stop. 


Rather than punish or trying to stop your dog from greeting and loving you, you should teach your dog to greet you in 
an appropriate manner. When your dog jumps on you, do not react!  Instead, turn to the side with your hands behind 
your back, allowing your body motion to gently displace your dog. As you do this, firmly, yet quietly say, “Off.” As soon 
as your dog’s feet are on the ground, tell your dog, “Sit.” If your dog sits, kneel down by him or her and give praise. 
This teaches your dog that he or she will get attention and praise when in a sit. If your dog does not sit when you tell 
him or her to, you need to focus attention back on mastering the sit. 


As you get better at using your body turn and motion to teach your dog off, you will be able to start anticipating before 
your dog jumps up and actually be able to step to the side to avoid the jump up all together. This motion alone should 
cause your dog to pause. If you believe your dog is about to jump, anticipate and ask for a sit instead. Always give 
praise when your dog does the desired action!


Week 4
Off
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“Leave it” is a fun and important behavior to teach your dog. To start, show your dog a treat. Put the treat in the palm of 
your hand and close your hand around it. Put your closed fist in front of your dog’s nose and let him or her sniff your 
hand. Your dog will begin to nose, lick, paw, or mouth at your hand.  In a quiet voice say, “Leave it.” The moment your 
dog looks away from your hand, mark the behavior and give your dog a treat (one from the hand you have not shown 
your dog) while saying, “Take it,” in a cheery voice. Repeat this several times. Your dog will quickly figure out the game.  
As you say, “Leave it,” your dog will begin to turn his or her head away and not even look at your hand.


The next step is to have the treat in your palm open handed. Follow the same steps as above. If your dog tries to take it, 
close your palm into a fist and say, “Leave it,” and follow the first process above.  


Once your dog has mastered leave it with an open hand, try putting the treat on the floor. Cover the treat with your 
foot. Put your weight on your heel and swivel your foot to the side to reveal the treat. If your dog attempts to take it, 
swing your foot back over the treat. Don’t bend down and try to grab the treat from your dog. Your dog is faster than 
you and by trying to grab the treat you will create a game of keep away that is fun to your dog. Work on this until you 
can step away from the treat with a leave it command and then release your dog with a take it command.


For extra fun once you have mastered the leave it, try putting the treats on both of your dog’s front paws while he or she 
is in a down and get him or her to leave it. You can also work up to putting the treat on your dog’s nose or forehead and 
have him or her leave it until you release. Extra points if your dog can flip the treat into his or her mouth!


Week 5
Leave It
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Association: Like all dogs, your dog can quickly make connections.  He associates what he receives (good or bad) with 
whatever he was doing in that exact moment. 
 
Consequences: Just like people, your dog learns through consequences. Consequences can be positive (which will 
increase the likelihood of a certain behavior happening again) or negative (which will decrease the likelihood of a 
certain behavior happening again).


Positive Reinforcer: When a desired behavior is positively reinforced immediately following said behavior, the 
behavior will increase in frequency.  A positive reinforcer is anything pleasing to your dog and can vary per dog.  Some 
dogs love treats, some a certain toy or activity and some just simply want attention and praise. You should determine 
what positive reinforcer works best for your dog. 


Once you have determined the best positive reinforcer for your dog, this can be used to strengthen your dog’s positive 
behaviors in many situations.  Basically, positive reinforcement works when your dog does something in a given 
situation that you like and you immediately follow that behavior with the positive reinforcer.  When you do this, your 
dog is more likely to do the same thing again the next time he is in that situation.


Example: You ask your dog to sit. He sits. You give him a treat. He is more likely to sit the next time you ask. 


Example: You leave a piece of steak on the counter and your dog jumps up and steals it. The dog is going to be more 
likely to jump on the counter the next time he has the opportunity. In this situation your dog positively reinforced 
himself!


Set your dog up for success by controlling the positive reinforcements he or she receives. 


Week 6
Learning Theory







Secondary reinforcer: In our training classes you will use a marker word such as “Yes” or a clicker as a secondary 
reinforcer. Your dog learns best when you are very clear with the message.  The sound of a secondary reinforcer 
establishes a very clear message of approval. 


Immediacy: For maximum effectiveness, a reinforcer should be given immediately after the desired response.  If your 
timing is not immediate, your dog could have performed three other behaviors by the time you reinforce him or her!  
The reinforcer strengthens the behavior that it immediately follows. Since immediate reinforcement is not always 
possible, you can use a secondary reinforcer to bridge the time between the behavior and the delivery of the reward. 


Continuous and Intermittent Schedules of Reinforcement: Continuous reinforcement is a schedule where EVERY 
time your dog performs a certain behavior, he gets a positive reinforcer.  You will use this schedule until your dog 
understands what you are asking and knows the verbal command and the hand signal in many different locations with 
various types of distractions.  Once your dog is consistently performing the behavior, you will go to a varied or 
intermittent schedule.


Intermittent reinforcement is a schedule where your dog is rewarded only occasionally – such as every other time or 
every third time a behavior is performed and eventually when the behavior is performed a couple times or multiple 
times in a row. 


Intermittent reinforcement helps a behavior stick.  When your dog has continuous reinforcement every time he 
performs a behavior, he will quickly notice if the reinforcement stops.  He may try the behavior a few times to illicit the 
positive reinforcer.  Just be aware that if you don’t produce the reinforcer, the behavior can become extinct.


If your dog never knows when a reinforcer is coming, he will continue to work, hoping the next time he will receive the 
pay off.  Ultimately, fewer treats makes him want the treats more.  Intermittently reinforced behaviors take longer to 
extinguish, because your dog gets used to sometimes working for no immediate reward.  This is why if you allow your 
dog to jump on you and you give attention every so often, but in between the attention you say, “No,” your dog will 
keep jumping.  If you ignore him every time he jumps and he doesn’t receive a reinforcement, he will stop jumping.


Natural Reinforcers: Once your dog understands a desired behavior and performs it consistently, you will wean him off 
the constant positive reinforcement and you will use an intermittent schedule instead.  Eventually your dog will 
perform the behavior for natural reinforcers as well as the ones you provide. 


Example: Your dog learns he has to sit and wait by the door before you will allow him to go out of the door for a walk.  
Eventually your dog sits and waits automatically by the door.  The natural reinforcer is that he will be rewarded for 
sitting by going outside where he will enjoy a walk or play time.


There are two techniques you can use to positively reinforce your dog’s behavior:
 
Luring: Luring is using food or an object to get your dog focused and following that food or object in order to get a 
particular position or behavior from your dog.  







Example: When you teach your dog to sit, you put a treat to your dog’s nose, lift the treat over his head and your dog’s 
bottom hits the ground. 


Shaping: Shaping is very useful in learning more complicated behaviors. You shape behaviors by breaking the behavior 
down into small, easy to learn pieces and marking and rewarding each behavior when it happens, building up to the 
main behavior. 


Example: You want your dog to pick up your keys and bring them to you. You start by marking and rewarding your dog 
for sniffing the keys. Once your dog is consistently sniffing the keys, wait for him to mouth at them and reward that 
behavior. Once your dog is mouthing the keys consistently only reward him when he picks them up and so on. 


When you use positive reinforcement to shape your dog’s behavior, not only does your dog learn what behaviors you want 
from him but you also get to have fun with your dog through creating a strong and loving bond. 
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Sample Program Budget
The following sample budget is for informational purposes only.


Organization Name:
Completed by:
Date completed:


Cells shaded in green have formulas.  DO NOT EDIT CELLS SHADED IN GREEN.  ONLY EDIT CELLS SHADED IN WHITE.  


Grant/donor income - spay neuter subsidies $30,000 Approx dogs in target area 0
Grant income - misc items $11,000 Approx cats in target area 0
Grant income - outreach events $7,500 Approx number of animals in target area 0
Grant income - travel for training $1,500
Fundraising $0 Goal of dogs to spay/neuter 300
Donations $0 Goal of cats to spay/neuter 100
Income - Misc. $0


$50,000 Average spay/neuter cost (dogs) $70.00
Average spay/neuter cost (cats) $50.00


Spay/neuter (dogs) $21,000 42.0%
Spay/neuter (cats) $5,000 10.0%
Rabies vaccines $2,000 4.0% Outreach Coordinator Salary $35,000
Other vaccines $2,000 4.0% Taxes (15%) $4,500
Transportation for s/n 0.0% Health Insurance $2,600
License/Tags 0.0% Total Outreach Coordinator Cost $42,100
Collars (dogs) 0.0%
Collars (cats) 0.0%
Leashes $1,000 2.0%
Food 0.0% TOTAL EXPENSES $50,000
Crates $1,000 2.0%
Flea/tick medication $5,000 10.0% NET INCOME (LOSS) $0
Dewormer $2,000 4.0%
Miscellaneous medication $1,000 2.0%
Miscellaneous supplies $1,000 2.0%


$41,000 82.0%


Vaccinations (or other service) $3,500 7.00%
Advertising/Printing $500 1.0%
Equipment (tables/tents/chairs) $1,000 2.0%
Venue rent/permit $500 1.0%
Staffing $1,000 2.0%
Miscellaneous medical $500 1.0%
Miscellaneous supplies $500 1.0%


$7,500 15.0%


Printing $0 0.0%
Travel for Training $1,500 3.0%
Designated phone line $0 0.0%
Miscellaneous $0 0.0%


$1,500 3.0%


Community Outreach Event Expenses


Total Operating Expenses


Total Operating Expenses


Revenue Animal Information


Total Revenue


Operating Expenses


Cost of Services


Staff Payroll


Total Cost of Services


THESE NUMBERS SHOULD MATCH 
THE NUMBERS FOUND IN YOUR 
COMMUNITY ASSESSMENT. 


A FULL TIME POSITION, COMPLETLY DEDICATED 
TO THIS PROGRAM IS IDEAL BUT NOT 
NECESSARY.  HOWEVER, BEING AWARE OF THE 
POTENTIAL COST IS HELPFUL.  
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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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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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•  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]
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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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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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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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The Humane Society Veterinary Medical Association


Recruiting Veterinary Volunteers


Susan Krebsbach, DVM
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HUMANE SOCIETY
VETERINARY MEDICAL ASSOCIATION


• National veterinary medical association, founded in 2008


• Focus: animal health & welfare• Focus: animal health & welfare


• Affiliate of The Humane Society of the United States


HUMANE SOCIETY
VETERINARY MEDICAL ASSOCIATION


ADVOCATE 
• Animal advocacy and public outreach• Animal advocacy and public outreach


EDUCATE
• Educate the public and veterinary profession about 


animal protection issues
• Presentations and wet labs for veterinary students
• CE for veterinary professionals


SERVE
• Field Services direct care opportunities


CE for veterinary professionals
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• Participate in spay/neuter clinics


RECRUITING VETERINARY 
VOLUNTEERS


Roles of Veterinary Volunteers


• Participate in vaccination clinics


• Act as a medical advisor


• Serve on the board of directors


• Be a medical spokesperson


• Author articles for organization’s 
newsletter and other media


• Local and/or state veterinary medical associations


RECRUITING VETERINARY 
VOLUNTEERS


Potential Sources


– Information on state VMAs:  avma.org/statevma


• Have organization volunteers ask 
their veterinarians


• Ask veterinary professionals to 
recruit their peers


• Approach veterinary professionals
who work with rescue groups and shelters


• Give a luncheon presentation at local veterinary clinics
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• Newspaper article with a plug for 


RECRUITING VETERINARY 
VOLUNTEERS


Publicize Locally


veterinary volunteers


• Letters to the editor or guest editorial 
in local newspapers


• Tabling at local veterinary 
professional events


• Television and/or radio interviews or 
talk show


• Bulletin board postings at local veterinary 


RECRUITING VETERINARY 
VOLUNTEERS


Advertise Locally


clinics and organizations


• Advertisement in local professional 
publications


• Mailing to local veterinary professionals• Mailing to local veterinary professionals
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• Highlight benefits in invitation to veterinary professionals


RECRUITING VETERINARY 
VOLUNTEERS


“Vetiquette” is important!


Highlight benefits in invitation to veterinary professionals


• Add a personal touch


• Be courteous and respectful of 
time and ability to participate


• Appropriate response to “No”Appropriate response to No


• Learn veterinary lingo


• Look professional


• Very powerful and persuasive 


RECRUITING VETERINARY 
VOLUNTEERS


The “Feel Good” Factor


motivator


• Worthwhile cause  Helping animals 
in need


• A sense of giving 
back to theback to the 
community
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• Make it fun!


RECRUITING VETERINARY 
VOLUNTEERS


The “Fun” Factor


• Make it fun!


• Creates positive and 
memorable experiences


• Participants are more p
likely to return


RECRUITING VETERINARY 
VOLUNTEERS


The “Fun” Factor
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• Solicit input


RECRUITING VETERINARY 
VOLUNTEERS


Vesting the Vets 


p


• Brain storm about ideas


• Involve with the process


• Offer clinic promotion in the community


RECRUITING VETERINARY 
VOLUNTEERS


Provide Lavish Recognition/Praise


• Offer clinic promotion in the community


• Advertise individual participation in 
newsletter and other media


• Certificate of appreciation


• Personal thank yous
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• Deliver recognition in an open and public way


RECRUITING VETERINARY 
VOLUNTEERS


Points to Remember about Recognition


g p p y
– Not a substitute for private, personal thank yous and respect


• Timing is crucial
– An immediate "thank you" or "great job" is much more important 


than a proclamation six months later


• Tailor your recognition to the unique needs of the people 
involved


• Deliver recognition in a personal and honest manner


Hiring a Shelter Veterinarian


Richard Bachman, DVM
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• Small animal private practice


HIRING A SHELTER 
VETERINARIAN


Richard Bachman, DVM, Presenter


• Small animal private practice 
owner for 18 years


• Owner/Medical Director of a 
shelter medicine consulting and 
management company for 19 
years


S 
M  
S


years


• Company has provided veterinary 
manpower needs for multiple 
shelters


SHELTER MEDICINE SUPPORT


• All shelters have medical services that need to be provided 


HIRING A SHELTER 
VETERINARIAN


Who’s Hiring in the Shelter Community?
p


but not every shelter has the resources to provide medical 
services in house . 


• A medical program’s size or required
veterinary hours is dependent on the
number of animals that shelter 
intakes and houses as well as 
required state mandates that are 
imposed


• Community expectations for higher level of medical care for 
shelter animals are also a factor
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• Formula for self sufficient medical program


HIRING A SHELTER 
VETERINARIAN


Who’s Hiring in the Shelter Community?


• Formula for self-sufficient medical program
1 veterinary hour/week for every 200-300 animals/year
1 nursing hour/week for every 100-200 animals/year


• Example: Shelter with 6,000 animals/year needs:
Veterinarian for 20-30 hours per week
N i t ff f 30 60 h kNursing staff for 30-60 hours per week


• More efficient and cost effective


HIRING A SHELTER 
VETERINARIAN


Benefits to In-House Veterinary Care


• Allows shelter to provide better care 
for the animals


• Improves image of the shelter in the 
community


• Needed to meet possible state 
mandates or veterinary practice act 
requirements (e.g. “depository” ruling 
in California)
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HIRING A SHELTER 
VETERINARIAN


Challenges


• Dispelling negative perceptions p g g p p
about working in a shelter


• Historically low pay scale 
(although that is changing)


• A non-veterinarian administrator 
hiring and managing a veterinarian and other professional 
medical staff


• Providing a sufficient nursing staff so that the veterinarian 
is doing vet duties and not nursing tasks


HIRING A SHELTER 
VETERINARIAN


Challenges


• Common notion that all the
shelter needs to do is hire a vet 
and not consider the entire 
program development


• Competition in availability for vets 
between shelters due to simple shortage in industry 
manpower needs


• Controlling the “burn out” factor – higher in shelter 
environment
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HIRING A SHELTER 
VETERINARIAN


Getting Started – Define Goals


• What is your goal in hiring a veterinarian?y g g
 Improve medical care for shelter 


animals
Spay/neuter for shelter animals
HQHVSN for public
Public medicine component


• What scope of services do you plan to offer
– Clinical, surgical, public medicine, vaccination clinic


• Difference between open vs. limited admission shelters


GOALS FOR IMPROVEMENT
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HIRING A SHELTER 
VETERINARIAN


Getting Started – Assess Resources


• Salary for veterinarian• Salary for veterinarian


• Sufficient support staff


• Physical space


• Equipment


HIRING A SHELTER 
VETERINARIAN


Getting Ready – Address Decision-Making
• Outline decision-making capability of the vet/medical 


program in overall shelter operations and management


• Will vet be part of the management team at the shelter


• Avoid utilizing the veterinarian as the 
“gatekeeper” – name “Dr. Death” often 
arisesarises


• How much authority will vet have to 
make decisions regarding herd
(population) health and euthanasia
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HIRING A SHELTER 
VETERINARIAN


Getting Ready – Job Description


• Decide whether veterinarian will be employee or• Decide whether veterinarian will be employee or 
independent contractor


• Write a thorough job
description


• Develop interview questionsDevelop interview questions


HIRING A SHELTER 
VETERINARIAN


Recruiting


• Post jobs on websites with shelter industry audience• Post  jobs on websites with shelter industry audience
Association of Shelter Veterinarians – sheltervet.org
Animal Sheltering website – animalsheltering.org


• Advertise in veterinary publications - JAVMA, DVM 
Magazine, Veterinary Practice News, newsletters of local 
and state veterinary medical associationsand state veterinary medical associations


• Recruit from within – veterinarians volunteering at shelter


• Veterinarians in local community
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HIRING A SHELTER 
VETERINARIAN


Finding Your Match
• Have a good interview team


• Philosophical agreement important  -
shelter environment, open vs. limited 
admission, mission statement


• Offer working interviews and pay for time


• Recruit from veterinary schools/shelter internships and 
externship programs to “mold” your own shelter vet


• If all else fails, “steal” - use a professional recruiter


HIRING A SHELTER 
VETERINARIAN


Keeping Vets on Board - Retention


• Provide competitive salaries and benefitsp


• Be flexible about schedule


• Provide good support staff


• Opportunities to do more than spay/neuter 
if desired (physical fatigue factor)


• Opportunities to attend CE and participate in local VMAs


• Feel good factor important
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HIRING A SHELTER VETERINARIAN


Resources for Hiring a Shelter Veterinarian


• Hiring a Shelter Veterinarian (Q&A on the Koret ShelterHiring a Shelter Veterinarian (Q&A on the Koret Shelter 
Medicine Program website)
tinyurl.com/hiringvets


• Vetting Your Vets, Animal Sheltering Magazine
tinyurl.com/vettingvets


St t i f R iti d R t i i S /N t• Strategies for Recruiting and Retaining Spay/Neuter 
Veterinarians
tinyurl.com/retainingvets


Veterinary Partnerships with the 
Shelter CommunityS e te Co u ty


Gary Block DVM, MS, DACVIM
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PRIVATE VETS + SHELTERS =
POWERFUL PARTNERSHIP FOR ANIMALS


• Potential to do great things together


• Potential for friction, miscommunication often 
hinders potential


BUSINESS REALITIES 


• Private practitioners are business owners


• In order to stay in business, we must make a 
profit. This allows us to pay bills, staff, overhead 
costs, etc.


• Veterinary medicine is not “recession-proof”


• Economic pressure on vets is 
increasing
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GENERAL PRACTITIONERS UNDER 
FINANCIAL STRESS


• Public less likely to pursue preventative care due to 
economic downturneconomic downturn


• Changing vaccine protocols=lost revenue


• Flea, tick and heartworm meds sold on-line, PetMeds 
and now OTC=lost revenue


• Large specialty hospitals increasing in number• Large specialty hospitals increasing in number


• Public demanding referral sooner and more often


• Shelters expanding veterinary services to public


SHEDDING MISCONCEPTIONS


• Vets and shelter community both guilty


• Too easy to assume and generalize


• Vets have tons of money and should 
be providing free or heavily discounted 
services to shelters


• Vets care more about their wallet than animals


• Vets think they understand the challenges of running a shelter y g g


• Vets see shelters as just breeding grounds for infectious 
diseases


• Who’s responsible for strays, turnovers and wildlife?
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MY 2¢


• Vets, veterinary staff and shelter workers are 
overworked underpaid and prone to burnout andoverworked, underpaid, and prone to burnout and 
compassion fatigue 


• Problems arise when vets perceive an indifference or 
dismissing of their very real and legitimate financial 
concerns by the shelter community


THE REAL DEAL


• With rare exceptions, both groups are passionately 
dedicated to doing the right thing for the animalsdedicated to doing the right thing for the animals


• Approaching vets with these facts in mind will set the 
stage for a constructive working environment
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CULTIVATING YOUR LOCAL GP


• Invite them over for a tour!


M k th f b h i l t ki l• Make them aware of any behavior classes taking place 
at the shelter


• If space is available, see if you can use the vet hospital 
for behavior classes, grief counseling session, “bully 
breed” classes, etc. 


• Provide CE for vets on early age 
sterilization


CULTIVATING YOUR LOCAL GP


• Try to have a single “point person” communicate with 
the local practitioner


• Ask GP if she wants you to provide any information to 
new pet adopters about her practice


• Buy them a book such as Infectious Disease 
Management in Animal Shelters


• Be cognizant of “hot button” issues affecting the 
profession and local vet community


• Avoid “mission creep” if possible


• Financial means testing for shelter services?
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CREATE “WIN-WIN” SITUATIONS


• Make new adopters aware of local GP for future 
veterinary care


• Ask local vet to be member of the shelter’s animal care 
committee


• See if local vet will provide a “coupon” for a post-
adoption exam


• Approach any hospitals with internspp y p


• Approach local vet school or vet tech school


• See if local practice has a new grad who 
needs surgery experience


OTHER IDEAS


• See if local vet practices have turnover meds, samples 
or supplies they can donate to the shelterpp y


• Check out “Shelter Medicine and Private Practice: 
Working Working Together for Shelter Pets,” free 
online at 
sheltermedicine.com/education/shelter-medicine-class-2011


Contact state VMA executive director to get list of• Contact state VMA executive director to get list of 
practices that offer reduced cost sterilization services 
avma.org/advocacy/state/vmas.asp
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MORE IDEAS


• Consider sponsoring legislation similar to NJ that allows 
vets to provide pro-bono services to shelters and rescue 
groups in exchange for reducing their CE requirements


• See if local vet hospitals will display photos and “bios” of 
animals available for adoption


• Be aware of every available funding source for veterinary 
care; Examples:


Maddie’s Fund
Allie Cat Allies
American Animal Hospital Association Helping Pets Fund
IMOM
PetSmart Charities
Breed rescue groups
State veterinary medical association programs


companionanimalfoundation.org
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THANK YOU


Any questions?
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Susan Krebsbach, DVM
HSVMA
Veterinary Consultant


Pam Runquist
HSVMA
Director of Veterinary Advocacy


Vicki Stevens
The HSUS
U.S. Spay Day™ Coordinator


 National veterinary medical association 
focused on animal welfare


 Affiliate organization of The Humane Society g y
of the United States (HSUS)


 Animal advocacy, public education and field 
service opportunities


 Learn more at hsvma.org


 Spay Day™ – why, what, messaging and photo contest


 The who, what, where, when and why of planning a Spay 
Day™


Spay Day™ committee roles Spay Day™ committee roles


 Maximizing veterinary partnerships


 Timeline


 Resources


 HSVMA benefits for veterinary                                              
participants


humanesociety.org/spayday
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 Touches the lives of more than 
100,000 animals each year.


 Raises hundreds of thousands
of dollars for spay/neuter.


G t th d f di Get thousands of media
mentions.


 Reaches at least tens of 
thousands of people around
the world with the spay/neuter 
message.


 Engages hundreds of
organizations in more than 35
countries.
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Nearly $500,000 to local organizations since 2008.


2010 alone, $313,773.80 disbursed:


225 U.S. organizations


61 international organizations


$240 - $32,000+!


Many $1,000 - $6,000


Other benefits as well.


 Based on extensive research of 
pet owner attitudes and behaviors


 Focuses on euthanasia


Presents the subject seriously Presents the subject seriously


 Uses the phrase “put down”


 Makes the message personal by 
referring to the offspring of the pet 
owner’s  unaltered pet


 Full report available at 
www.animalsheltering.org/spayneutercampaign
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The Many “Faces” of Spay Day™ The Many “Faces” of Spay Day™


 Who: The Players


 What: Type of Event


 Where: Veterinary clinic and/or shelter


 When: February 22, 2011 


(or sometime during the month                                                


of February)


 How: The Plan


 Core group


 Leader (chair) of the event


V t i f i l i i i Veterinary professional in organizing 
committee


 Involve local rescue groups and shelters


 Welcome ideas and participation!


 If this is your first year, start small!


 Assess community needs
 Dogs and/or cats, ferals


 If unable to host an event at a clinic
or shelter, consider:
 Voucher or coupon program


 Fundraising or educational event


 Lobby legislators


 Go to 
humanesociety.org/spaydayparticipate
 Review the Spay Day™ Event Planning 


Guide for more ideas


 One location or multi-site event?


 Animal shelters


 Private veterinary clinics


 Veterinary schools and veterinary 
technician schools 
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 On Tuesday, February 22, 2011 (Spay Day™)


 On a weekend day either before or after Spay Day™


 Every Saturday or Sunday during the month of February


 Anytime in February 2011 - whatever works best for the 


clinic, the veterinary staff and your volunteers!


 Form Spay Day™ Committee


 Assign committee tasks


 Develop timeline


 Create a plan


 Make it happen!


 Chair


 Veterinary Coordinator


 Fundraising


 Volunteer Coordinator


 Publicity


 Client Coordinator/Scheduling


“Vetiquette” is important!


Recruiting veterinary professionals


 Highlight benefits in invitation to veterinary 


professionals


 Add a personal touch


 Relationship building


Recruiting veterinary professionals


 Be courteous and respectful of time and ability 


t ti i tto participate


 Appropriate response to “No”


 Local and/or state veterinary medical associations


 For contact information on state VMAs go to 


avma.org/statevma


Recruiting veterinary professionals 


 Ask veterinary professionals to recruit 


th itheir peers


 Learn their lingo


 Solicit input


 Offer clinic promotion in the 


community
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Pre-Spay Day™


 Clinic volunteer needs


 Find out how many they need y y


 Manage clinic expectations/provide training


 Clinic input and decisions


 Let the clinic pick the number of animals they are 


willing to sterilize and the schedule


During and Post-Spay Day™


 Spay Day™ liaison


 Follow through on commitments


 Spay Day™ volunteers get hungry!


 Prompt reimbursement and 


thank you’s!


 Handling of pregnant animals


 Blood tests? 


 Microchipping – mandatory?


 Post-surgical care


 “Emergency fund” for any complications


 Solicit corporate sponsorships 


 Donations and/or discounts of medical supplies


 Local pet stores


 Local rescue organizations


 City and county funds


 The public The public


 Host a fundraiser


Recruiting and training volunteers


 Estimate the number of volunteers needed


 Utilize local rescue groups to recruit volunteers


 Use e-mail and other networking forums to keep 


volunteers up-to-date


 Training sessions


 Clear guidelines
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During and post Spay Day™


 Have all volunteers sign a waiver


 Provide “goodies” for the volunteersg


 Make sure volunteers know 


job duties


 Seek volunteer input


 Thank everyone for 


volunteering!


 Press advisory in advance


 Send out a press release on the day of the event


S l il bl i th S D ™ E t Pl i G id t Samples available in the Spay Day™ Event Planning Guide at 


humanesociety.org/spaydayparticipate


 Letter to the Editor


 Tips –


 Identify a spokesperson and take good photos for next year!


 Develop parameters for the clientele/animals
you are going to serve
 Possible criteria can include:


1. Income levels


2. Geographic region you will service


3. Number of animals allowed per family


4. Age and size of animals who can participate
 Advertising
 Prepare flyers and e-mail announcements advertising the 


opportunity for caregivers to have their pets sterilized during 
Spay Day™


 Working together


 Utilize volunteers to reach out to target 


community


 Designated contact information


 Have a designated phone line or email 


 Scheduling 


 Come up with a scheduling system that 


accommodates the clinic’s needs (e.g., drop 


off and pick up times)


 Reminders


 Make reminder phone calls to participating clients


 Guidelines for participating


 Remind clients of guidelines for participating


 Drop off and pickup times


 Make sure clients know drop off and pickup times!


 Paperwork 


 Make sure clients sign appropriate paperwork 


(waivers) and have after-care information


 3 months out: form Spay Day™ Committee, develop detailed 
timeline


 2 ½ months out: initiate fundraising, send invitations to veterinarians
 2 months out: confirm clinics, recruit volunteers, finalize 


sponsorshipssponsorships
 6 weeks out: advertise appointments, finalize in-kind donations, 


order t-shirts and other supplies
 4 weeks out: schedule appointments, train volunteers
 2 weeks out: hold final Spay Day™ committee meeting 


to discuss details, develop press releases, touch base 
with veterinary clinics


 1 week out: make reminder phone calls to clients
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 Official Spay Day™ Websites – humanesociety.org/spayday          
and hsi.org/spayday


 Register Your Spay Day™ Event (beginning Nov. 1st) –
humanesociety org/spaydayregisterhumanesociety.org/spaydayregister 


 Photo Contest Rules (updated Nov. 1st) –
humanesociety.org/spaydayeligible


 Flyers, Ads, Billboard Art (beginning Nov. 1st) –
humanesociety.org/spaydayaction


 Event Planning Guide – humanesociety.org/spaydayparticipate


 Messaging Spay/Neuter –
animalsheltering.org/spayneutercampaign
 Click on “Read the Report” to learn about the research behind the 


Spay Day materials
 Humane Society University humanesociety org/university Humane Society University – humanesociety.org/university
 Examples of online courses:  


▪ Volunteer recruitment and screening


▪ Essentials of fundraising


 Petsmart Charities – petsmartcharities.org
 Examples of recorded webinars:


▪ Starting a large-scale collaborative spay/neuter event in your community


▪ Creative funding for spay/neuter programs


 Free HSVMA membership for veterinary 
professionals who participate in Spay 
Day ™


 Special certificates of appreciation


 A chance to win a trip for two to HSUS’ 
Animal Care Expo 2011!
 Taking place at the Walt Disney World® 


Coronado Springs Resort in Orlando, Florida


 November 1 2010 Spay Day ™ 2011 Event Registration opens


To qualify for HSVMA perks, photo contest 


funding and other benefits, you must fulfill certain eligibility requirements. 


 November 1, 2010—Spay Day ™ 2011 Event Registration opens 


 Login to your record—or, if you’re brand new to Spay Day ™, create 
a new one—at humanesociety.org/spaydayregister


 Report your event results by March 14, 2011. 
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Organizations


Volunteers are the backbone of every successful shelter. Managing them effectively is the 
key. If you are just starting a volunteer program, this book can help you plan, write 


a training manual, and create job descriptions. If you already have a volunteer program,
McFarland can help you improve it, with words of wisdom for even the seasoned professional.
The bottom line is, if you need volunteers (and what shelter doesn’t?), you need this book!


—Julie Morris
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American Society for the 
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T his book is being used successfully as a textbook in our animal welfare certificate program. It is easy 
to read and geared specifically to the unique challenges posed by a shelter environment...a must for
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like to polish their program.
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solutions to handle obstacles and challenges inherent in the work. I can't wait to give this book to 
my local humane society.


—Betty B. Stallings
Author and Trainer, specializing in 
volunteer management and fund development
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The HSUS conducted an online survey of 289 animal-shelter-volunteer managers during 
November and December 2002. This is the first national volunteer management survey 
conducted for the sheltering field (see Appendix).


While the survey is not a representative sample, the results were interesting and confirmed 
what we’ve suspected all along: many shelters haven’t taken the time to plan properly and ensure
that the necessary management tools are in place to manage their volunteers successfully. 


Here is a summary of some of the findings:


■ Most of the organizations responding to the survey 
handle five thousand animals or fewer annually.


Table l 
Number of Animals Handled per Year


■ Most respondents—44 percent—work for a private
humane organization, 28 percent work for a municipal
animal control agency, and the remaining 28 percent work
with a private organization that has a contract to provide
housing or animal control services. These demographics
are consistent with previous HSUS surveys.


■ Results indicate that most shelters are not taking full 
advantage of management tools that would greatly help 
them improve their volunteer programs.


Table 2  
Management Tools


HSUS Volunteer Management 
Survey Results


Tool Percent of Respondents Using the Tool


Interviews or Orientations 73


Liability Waivers 69


Applications 66


Job Descriptions 50


Schedules 50


Formal Training 46


Volunteer Manuals 42


Contracts 22


Performance Reviews 7


Animals Handled per Year Number of Respondents Percent of Respondents


Less than 2,500 122 57


2,501–5,000 27 12.6


5,001–10,000 35 16.4


10,001+ 30 14
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■ Only 8 percent of respondents have a full-time paid 
volunteer coordinator. Shelters with dedicated full-time 
coordinators tend to handle larger numbers of animals 
(five thousand or more per year). 


■ Nearly 80 percent of respondents say that staff view
volunteers as very or somewhat helpful. Specifically,
volunteers are considered to be very helpful in 
shelters where they receive training. 


Table 3
Staff Perception of Volunteers


■ Of the 253 respondents who answered the question 
about boards of directors, only 42 percent feel their 
board members are either very helpful or at least
somewhat helpful in day-to-day activities. 


■ When it comes to recruiting volunteers, 63 percent
advertise for volunteers on their web sites, 54 percent
advertise in their newsletters, and 45 percent advertise 
in the community newspaper.


■ Some of the most common jobs volunteers perform 
for shelters include:


● Socialize/walk dogs (82 percent)
● Socialize cats (80 percent)


Staff Feels 
Volunteers Are:


Formal training
Run by Paid
Staff Using


Written
Materials


No Formal
Training—
Volunteers 


Shadow Staff


Current 
Volunteers 
Train New
Volunteers


No Formal 
Training 
Program


Very Helpful Number
Percent


37
51.4


30
44.1


29
70.7


19
38.8


Somewhat Helpful Number
Percent


31
43.1


28
41.2


7
17.1


14
28.6


No Opinion Number
Percent


1
1.4


4
9.8


6
12.2


Okay, but Not Number
That Helpful Percent


2
2.8


9
13.2


1
2.4


7
14.3


Disruptive to Number
Daily Work Percent


1
1.4


1
1.5


3
6.1


TOTAL Number
Percent


72
100


68
100


41
100


49
100







● Special events (78 percent)
● Foster care (70 percent)
● Kennel and cage cleaning (69 percent)
● Fund-raising (67 percent)


■ Relatively little formal training is available for shelter 
staff members to learn how to work with and manage
volunteers. The majority (44 percent) learn on the job,
while 23 percent are given in-house training. Few
respondents (only 4.8 percent) report sending staff 
to off-site training in volunteer management.


■ Sixty percent of respondents say they provide written 
standard operating procedures to staff.


■ Eighty-two percent say “Thank you” to their volunteers,
while only 66 percent report saying, “Thank you” to staff.
About half of respondents (49 percent) hold recognition
events for volunteers, but only 27 percent hold recognition 
events for staff.


■ Approximately 50 percent of volunteer applicants actually
become volunteers. (This suggests that follow-up after the
orientation or application process may be a problem.)


■ Forty-four and a half percent of respondents indicate 
they actively seek feedback from volunteers about 
their program.


Many organizations returned incomplete surveys, which may indicate a widespread 
lack of statistic gathering and record keeping in shelter volunteer programs.


Certainly, more research is needed. Animal shelters are in a wonderful position to take
advantage of what their volunteers have to offer. Most shelters are getting there, and with 
a little assistance, shelter volunteer programs can blossom.


Introduction
Books on general volunteer management fill the shelves at bookstores, but they are not specific 
to animal care organizations. The HSUS has created this specialized manual to fill that void. Its
information and advice are drawn from many sources in volunteer management and animal care
and control. It is designed to help you get the volunteer assistance you need—not only to provide
care for the six to eight million animals entering U.S. shelters each year, but also to become a
positive force for change in your community. What better way to help stem the tide of animal
homelessness than to involve your community in the process? That’s what volunteers are for!
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Aren’t They Supposed to Save Us Time?
Whether you manage an animal shelter, humane society, or animal control agency or oversee a
volunteer program in such an organization, you may have asked yourself: “Why all the bother with
management details? Volunteers are supposed to be helping us, not creating more work, right?” But
the details are what make a program successful. You just have to learn how to persuade volunteers
that it’s worth their while to donate time to your organization and maximize their productivity while
they are with you. Once a volunteer program is up and running, the benefits will outweigh your
initial investment.


Volunteers are people just like you. They’re busy with families, jobs, and personal commitments.
While they may care about your cause, they need to feel that the time they donate is well spent.
Remember, it’s relatively easy to recruit volunteers but much more difficult to keep them motivated
and productive. 


To attract and retain volunteers, your organization will need to do some legwork. Good
programs can’t be launched on a whim; effective volunteer management requires careful planning,
adequate monetary and human resources, and strong leadership.


The results of the landmark study Managing Volunteers: A Report from United Parcel Service (UPS
Foundation 1998) proved what many have suspected all along: if you want your volunteer program
to succeed, you first need to get your house in order. The national random telephone survey of
1,030 people and an additional 1,400 interviews in seven major metropolitan areas revealed some
interesting findings:


■ The number-one reason for leaving volunteer positions 
(cited by 65 percent of respondents) was that volunteers 
had more important demands on their time. 


■ Two-fifths of respondents (38 percent) said they would 
like to do more volunteer work, and three-fifths (58
percent) said they’d be more likely to volunteer if
organizations made good use of their time. 


■ Half of respondents (52 percent) said they would be likely 
to volunteer for an organization that “has a reputation for 
being well managed.” 


■ Two out of five volunteers (40 percent) stopped
volunteering for an organization at some point because 
of poor volunteer management practices—in particular,
because the organization itself was not well managed 
or did not make good use of volunteer time. 


■ One out of four (26 percent) stopped volunteer work
because the organization itself was not well managed, 
and 23 percent felt the organization did not make 
good use of their time. 


“The findings reflect that the American public sees the inefficient management of volunteer
time as a basic obstacle to increased volunteerism,” wrote the researchers (UPS Foundation 1998, 1).
“Time is the most limiting factor in volunteering, and volunteers expect the time they donate to be
well managed. The findings substantiate a crisis in volunteer management. Too many potential 
and active volunteers are turned off by what they regard as inefficient use of their time.”
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There is a large pool of willing volunteers. According to Giving and Volunteering in the United 
States (Independent Sector 2001), 44 percent of people over the age of twenty-one volunteered 
with a formal organization in 2000. That’s almost half of all adults in the United States. Even more
encouraging was that, of those volunteers, 69 percent reported they volunteered regularly—once 
a month or more often. 


To complete its 2002 survey, the First Side Partners consulting group asked nonprofit managers
to identify the main reason their volunteer programs were successful (Lindberg and Dooley 2002).
The majority said that their success was based on providing meaningful work—work that supported
the mission of the organization—to volunteers. In addition, they felt they had integrated volunteers
into the organization so completely that they did not think they could carry out their mission
without the volunteers’ help. 


“In a large number of instances, respondents said that the support and commitment of the
administration and leadership was essential to their success,” wrote the authors of the First Side
Partners report. “The other area that came up frequently was that it was important to have
dedicated, professional staff assigned to the volunteer program” (Lindberg and Dooley 2002, 18).


Table 4 
People Would Be More Likely to Volunteer If the Volunteer Organization...


How to Use This Manual
Remember that volunteer programs need to be developed in stages. You probably can’t tackle
everything in this manual right away. That’s fine: start with the basics and work your way through
over time. Consider reading this manual through once, then referring to the chapters you need 
as you build your volunteer program.


Another note: although this manual focuses primarily on those organizations that operate
animal shelters, the information presented here can help any animal care organization.


Introduction X


Providing a well-managed volunteer program that makes 
the best use of a volunteer’s time is crucial to attracting—and 
keeping—the volunteers you need. 


Source: UPS Foundation 1998.


Description Percent


Made good use of time 58


Had reputation of being well managed 52


Made better use of talents 50


Made tasks more clearly defined 41


Offered experience that helped career 39


Offered thanks 31
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Chapter 1 


Deciding if You’re 
Ready for Volunteers


Your organization may already be using volunteer help in some way. But chances are, if you’re reading this
manual, things aren’t perfect, and your volunteer program could use a boost. Whether you already have


volunteers involved or you’re just getting started, it’s important to determine how prepared your organization
is for volunteers who are ready to give their time and talents.


Volunteers can be wonderful assets to your organization. They can work within and beyond your shelter’s
walls—raising needed funds, providing administrative support, fostering animals, counseling adopters, and
socializing animals. They can also be a vital link between your organization and the community you serve. 
As ambassadors for your organization, they reach a lot of people in the community—their family, friends, 
co-workers, and others. However, volunteers are not simply free help; they require an investment of valuable
staff time. The success of your volunteer program relies on a strong foundation. You will need to establish
boundaries within which your volunteers can operate and develop a decision-making chain of command.
Thoughtful, strong leadership and a system that helps volunteers support the organization—not control 
it—are critical. Adding volunteers to a disorganized or problem-ridden sheltering operation will only serve 
to make things worse. You risk doing damage to your programs and your organization’s reputation if you 
bring in volunteers before you’re ready to work with them.


This prospect shouldn’t deter you from using volunteers, but it should serve as a reminder to proceed
thoughtfully and take a critical look at how your organization operates. Be sure to clean your house before 
you invite in the guests by conducting a self-evaluation to determine your organization’s stability. 


Conducting an Organizational 
“Self-Evaluation”
Use the following checklist to help you determine how ready your organization is for volunteers. 


■ Do you have good staff retention rates? If not, why are staff leaving?
Are staff members frustrated by a lack of support? Are internal
politics causing a rift?


■ Have you covered the basics? Do you have an efficient cage-cleaning
process and sound disease-control protocols or are you struggling
with basic sanitation issues and constant illness outbreaks in the
shelter? Unless basic operations are in order, adding volunteers 
is bound to make matters worse—volunteers will no doubt spread 
the word in the community that the shelter is not run well, thereby
damaging your reputation. Make sure you are operating efficiently
and effectively so that you can welcome volunteers and bring them
into the fold. 







■ Do you have written standard operating procedures 
(SOPs) that both staff and volunteers adhere to? (Even 
the smallest operation benefits from written SOPs. The
HSUS offers a free template of SOPs that can be 
modified to fit any sheltering operation.) 


■ Do you have a strategic plan that maps out your
organization’s future? You should have a written 
strategic plan that includes a needs assessment and your
organization’s mission, goals, objectives, and action items.
The plan should be measurable—with concrete steps 
for completion. If you already use volunteers, consider
including a few volunteer representatives in the strategic
planning process. Knowing your goals for the future 
will help you recruit worthy volunteers to your cause 
and help you determine which projects need the most
help from volunteers. 


■ Do you have written job descriptions for your staff?
They are a must—and an important first step before
creating job descriptions for your volunteers. 


■ Do you provide regular performance evaluations to 
your staff? Are staff members accountable for their 
work? To succeed, both staff members and volunteers 
need feedback, positive and negative. An up-and-running
performance evaluation program for staff will help you 
lay the groundwork for evaluating volunteers as well.


■ Do you conduct orientations for new staff? All staff 
should receive a thorough introduction to your
organization that includes its history and philosophy. 
Such orientations should also address the importance 
of volunteers to your organization and explain how 
staff can work well with them. For a volunteer program 
to be successful, staff must see how much the organization
benefits from donated time.


■ Do you have space allocated for volunteers? They need
room to work, a place to store their supplies, and a place
to take a break when needed, such as a shared staff-
volunteer lounge.


■ Does the public view your organization positively?
Consider inviting in a “mystery shopper”—perhaps a
friend or someone you know who has never visited your
shelter and doesn’t have any experience in animal care
and control. Ask the person to stop by unannounced 
and make mental notes of his or her impressions. Is the
building inviting? Are the cages clean? Are the animals
healthy? Is the staff friendly, or is the facility smelly,
dreary, and depressing? First impressions are lasting 
and can mean the difference between keeping or 
losing volunteers as well as community support.
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■ Are you communicating your decisions about animal
dispositions clearly and honestly to the public? Do you
explain the agency’s behavior evaluation program, its
holding procedures, and its method of euthanasia? Are
you open about your adoption process and other service
programs, or does the community feel your organization 
is secretive and closed-off? If your agency is already talking
openly about even the touchiest issues, it’s hard for anyone
to stir up controversy. Honest communication helps
shelters earn the trust of their communities.


■ Does your organization regularly receive positive media
attention? If not, and if the media have been critical 
of your operation, take a look at the reasons behind 
the accusations and work to repair the organization’s
reputation before recruiting volunteers. Negative media
attention will certainly make potential volunteers leery 
of donating time to your organization.


■ Are you using sodium pentobarbital injection by well-
trained staff members as your method of euthanasia?
How are euthanasia decisions made? In most cases,
volunteers should not be directly involved in the
euthanasia process, but you can count on their asking lots
of questions, including ones about your decision-making
process and euthanasia method. As long as both of these
are humane, you’ll be able to explain and defend what 
you do to anyone who asks. 


■ Have you analyzed your community’s most pressing
issues? How is your organization addressing them? Are
feral cats a great concern? Are low-cost spay/neuter services
lacking? Assessing local needs will help you develop a plan
for achieving your goal of resolving community animal
problems. Focusing on these issues will help your
organization appeal to local volunteers affected by 
these concerns.


■ Is your shelter located in a safe area? If not, you may 
need to take precautions to ensure staff and volunteers 
are not endangered coming and going for their shifts.
(Chapter 9 discusses risk management.) 


Resolve any existing problems with your current volunteer program before you expand
volunteer recruitment. The middle of a crisis is not a good time to bring volunteers on board. 
Your organization is likely to be attractive in the wrong way to the wrong type of person if you
recruit during a crisis. Such volunteers may think they need to take over and fix your problems
rather than help you achieve your mission.


If you need help with any of these issues before bringing volunteers on board, The HSUS 
is available to provide assistance. You can also take advantage of local resources: if you’re 
struggling with basic issues such as cleaning and disease control, for example, consider recruiting a
veterinarian from your community as your first volunteer. Perhaps you’ll find a veterinarian willing
to look at your cleaning and health care protocols and make recommendations for improvement. 


Remember that developing good programs is a process that takes time and should be done 
in stages. Take it slowly and work on one area at a time. The most successful shelters operate 
like businesses. Your organization, regardless of its size, should be no different. 
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Can an Organization Succeed 
Without Volunteers?
Volunteer programs may not be feasible for all agencies. Liability concerns and labor issues are
enough to make some animal care and control agencies shy away from placing volunteers in
positions of responsibility. Humane organizations that lack the resources necessary to oversee
volunteers may also decide against recruiting donated assistance. A shelter certainly can be
successful without volunteers, but if you decide not to incorporate volunteers into your operation,
know that you are missing out on an important opportunity. Volunteers not only can provide much
needed support to the staff but they also increase morale by validating the shelter’s work. Their
opinions of the organization will travel through word of mouth and may carry more weight because
of their affiliation with the organization. Because they are volunteers, the community may be even
more willing to listen to them than to paid staff since they don’t have a financial stake in presenting
the agency in a favorable light. The more involved the public is with your issues, the more likely 
it is that the public will support your cause.


A volunteer program can help you build relationships with other organizations as well. For
example, programs run by volunteers to assist the pets of domestic violence victims can help build
bridges with human services agencies. Such relationships can generate leads to grant-making
organizations or to local nonprofits that otherwise might not have considered you as a resource.


According to a 2001 Independent Sector report, volunteers are bigger donors than donors 
who do not volunteer. Its survey found that households in which the respondent also volunteered
gave substantially more than did households in which the respondent did not volunteer. For giving
households, the average contributions were $2,295 from volunteers and $1,009 from nonvolunteers. 


Free help and free money? To get the benefit of this double blessing, you must first allocate
some time and money of your own to get your volunteer program operating successfully.


Figure 1 Figure 2
Giving History of Volunteers and Non-Volunteers Types of Organizations to which Volunteers


Choose to Donate Their Time, in Percentages


Source: Independent Sector 2001.
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Nationally, very few volunteers are selecting animal
welfare or environmental organizations for their
volunteer work. If animal care organizations provide
strong management and structure to their volunteer
programs, they will see a steady increase in volunteer
participation and will reap the many benefits these
dedicated individuals have to offer.  


Source: U.S. Department of Labor, Bureau of Labor Statistics 2003.







Budgeting for a Volunteer Program
Volunteers are not “free help.” To provide necessary structure, training, and support, you will need
to create a budget for the volunteer program. If you believe volunteers will compensate for staffing
shortages, think again. Preexisting managerial and financial problems cannot be solved simply 
by adding volunteers. 


“Do you have money available that you did not have to spend because you utilized volunteers?
Hardly,” writes Susan Ellis (1996, 11). “Much more accurate is the recognition that volunteers allow
you to spend every dollar you have—and then do more. Volunteers extend the budget [emphasis in 


the original].” That’s the beautiful thing about volunteers: they allow you to expand your programs
and provide more services. 


While the costs involved certainly don’t have to break the bank, you will need to allocate 
some monetary resources to ensure the program has what it needs to thrive. First Side Partners
(Lindberg and Dooley 2002, 26–27) found that the presence of a budget for the volunteer program 


[I]s clearly one of the key indications of an
organization’s commitment to its volunteers, 
since budgeting for volunteer staffing, recognition,
support materials, and other expenses is critical to 
the organization’s ability to adequately support a 
solid volunteer program. And...it also sends a more
positive message to volunteers if the organization 
feels that volunteer work is important enough to
warrant dedicated funding. 


A line-item budget increases respect for the volunteer program. Volunteers are a valuable 
fund-raising source, since they can help you plan successful fund-raising events. A good 
volunteer program can often raise money to cover its own expenses.


What should you include in your budget for your volunteer program?


■ Insurance. Does your current organizational insurance
policy cover volunteers? If not, you will need to add
volunteer coverage to the policy, which may increase 
the program’s overall cost.


■ Staffing. Who will develop all the necessary tools for the
program? Who will supervise the volunteers and their
orientations? Even if you have a current staff member to
manage the volunteers, determine what percentage of his
or her time will be spent overseeing the program and
include that dollar equivalent in the volunteer program
budget. If a position needs to be created, look for funding
possibilities. Fort Wayne (Indiana) Animal Care and
Control was able to secure grant money to cover the 
cost of the full-time volunteer coordinator’s salary for
three years. 


■ Equipment. What tools will volunteers need? If they’ll 
be doing data entry, is there a workstation available? 
Do volunteers have a phone to use during their shift? Do
they have the appropriate supplies? If they will be walking
dogs, do you have enough leashes and plastic bags for
cleanup? Many of these items can be solicited from donors
if you think ahead and you prepare for volunteers before
they start flowing through your doors.
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■ Office Supplies. The volunteer coordinator will 
need supplies for running the program and printing
materials for recruitment, training, communication, and
recognition. E-mail has certainly provided an economical
way to keep in touch with volunteers and should be used
as much as possible, but be sure to budget for postage and
stationery for the handwritten thank-you notes that show
volunteers how much you appreciate them. 


■ Volunteer Identification. What will volunteers be required
to wear? Will they need name tags? What about volunteer
aprons or T-shirts? It’s important for volunteers to be
clearly identified. Some shelters have avoided this expense
by asking volunteers to purchase the “volunteer” T-shirt 
or apron as a one-time fee. However, you should always
budget for extras in case a volunteer can’t afford it—no
volunteer should be turned away because he or she 
doesn’t have money.


■ Volunteer Expense Reimbursements. If a volunteer uses
his or her own car to transport animals to off-site adoption
events, will the volunteer be reimbursed for mileage? Most
volunteer programs provide compensation for such tasks.
While many volunteers may decline the offer, money
should still be available to cover such expenses. 


Don’t think of these expenses as “money down the drain”; view them as an investment.
Volunteer involvement in a well-run program will provide a wonderful return, helping you 
help more animals in a better way.
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It is not enough to treat volunteers like staff; 
we must also treat staff like volunteers!


—I.H. Scheier (1993, 1)


It All Starts with Good Leadership


Before you can bring volunteers on board, it’s critical that staff and management be 100 percent supportive
of a volunteer program. If staff can’t—or won’t—work with volunteers, how can you expect volunteers 


to work for your organization?
The commitment to volunteer involvement has to come from the highest levels of the organization. The


board of directors and executive director in a nonprofit organization, or the municipal governing body in a
public agency, should require development of detailed policies and procedures to guide a volunteer program. 


The leadership role of the executive director or CEO in creating a supportive environment for a volunteer
program is essential, according to Lindberg and Dooley (2002, 20). “In the programs where the CEO was
solidly behind the involvement of volunteers, managers felt that this involvement was of tremendous benefit 
to their ability to recruit and retain good volunteers, and some felt it was the single most important factor 
in their success,” they concluded.


The top-level leadership of an organization can help set the tone and create a positive environment 
for a volunteer program if you:


■ Conduct a strategic planning process in which all 
staff determine where the organization is heading 
and discuss how volunteers can help meet goals. 


■ Dedicate a staff person—ideally a full-time director 
of volunteers—to oversee and manage the program. 


■ Require good structure and policies that will guide 
volunteer activities.


■ Use volunteer help yourself. For example, the executive 
director can have a volunteer assistant or use volunteers 
on special projects he or she is coordinating.


■ Interact with volunteers regularly by participating 
in orientations, attending recognition events, and 
being available for questions during volunteer hours.
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Relationships







■ Incorporate “working with volunteers” into 
staff job descriptions.


■ Make sure that staff needs are being met first. 
(See the earlier discussion of written job 
descriptions and staff recognition.) 


■ Train staff to supervise and work with volunteers.


■ Reward staff who work well with volunteers. 


■ Incorporate volunteers into the organizational chart. 


Staff Commitment to the Volunteer Program
Volunteers need to be woven into the fabric of the organization, but integration of volunteers
depends on a welcoming staff who see the benefits of volunteer help. It is crucial that staff and
volunteers have mutual respect and see themselves as part of a team working together for the
benefit of animals and the community. This is often easier said than done. 


You can’t force volunteers on the staff. If time isn’t devoted to structuring the program, the 
staff won’t perceive the volunteers as being necessary to their success. In fact, quite the opposite 
will occur. Staff will view volunteers as simply another “task” added to their already overburdened
workloads. Worse yet, the volunteers who are brought in will feel unwelcome, unvalued, and not
needed—and they’ll leave.


Consider the experience of an Ohio shelter volunteer who witnessed such alienation firsthand:


While the shelter says they want volunteers, the staff
regards most volunteers as “in the way.” There is very
little guidance and even less delegation of duties.
Perhaps due to insufficient training and unfriendly
staff, most volunteers do not stay around very long. 
If you would ask the staff to name—first name only—
more than five volunteers, they could not do it. I think
that’s a shame. (Personal communication)


This is not an uncommon scenario in shelters where the volunteer programs have been
developed without input and buy-in from the staff. “‘It’s easier to do it myself ’ is a death sentence
for the volunteer program, when pronounced by staff who sincerely believe it,” writes I.H. Scheier
(1993, 16). He acknowledges, however, that the urge to avoid delegating is understandable,
especially in the beginning stages of the program. Staff may put in an hour or two for each 
hour they receive in return from volunteers. 


“That’s to be expected,” he explains. 


But, when things settle down, you should normally
expect to get back at least 10–15 hours of work from
volunteers for every hour you invest in them. In some
programs, the payoff can get as high as 100 to 1 or
even 200 to 1. (16)


Volunteers may have misconceptions as well. They may think that because a staff member
receives a paycheck, he or she doesn’t care as much as the dedicated volunteer does. Education 
and mutual respect are key to understanding. Volunteers need to understand the work that goes 
on in the shelter, particularly the difficulties the staff face, and they need to be supportive and
respectful. It’s critical to avoid an “us against them” environment.


To help build a good relationship, make sure you provide balanced praise: rather than praise
only the work of volunteers, praise the combined team efforts of staff and volunteers. Not only will
that motivate staff and volunteers; it will also help strengthen the relationship between them. Keep
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track of what your volunteers do for you and how much money they donate and generate. Sharing
such information with the staff will help build acceptance and appreciation. (For more information
on tracking your volunteers, see chapter 7.)


Finding the right balance and developing positive staff-volunteer relationships is important.
“There may be no factor within your program that impacts retention more quickly and obviously
than relationships volunteers and paid staff have with each other,” says Sue Vineyard, contributor 
to Grapevine, a newsletter for volunteer managers (2000, 15). “People simply stay longer in situations
where they enjoy their co-workers and others they encounter.” Consider these two hypothetical 
(but all too common) scenarios:


Scenario #1 


“We’ve tried the volunteer route, and it’s never paid off. Volunteers just don’t know what they’re
doing, and my staff complains that, although these volunteers mean well, they just get in the way. 
My operations manager doesn’t have time to deal with them. Plus, they create problems by mixing
up the cage cards and giving visitors the wrong information. We always have too many volunteers 
on Saturday and not enough volunteers during the week. And they just don’t seem to stick around
very long. It just doesn’t seem like the time we’re spending on this program is worth it.”


—Executive Director, Troubled Waters Animal Shelter


Scenario #2 


“Our volunteers have been a blessing to our operation. They’ve been involved in almost every
aspect of what we do and have helped our paid staff tremendously. The staff seems to really enjoy
the volunteers’ company and assistance. The program our volunteer coordinator has set up is top-
notch, and the people she brings in seem to really enjoy their work. I think it gives them a strong
sense of accomplishment. Our volunteers have helped us expand our outreach program. I don’t
know what we’d do without them.” 


—Executive Director, Sunshine Animal Shelter


If you see yourself in Scenario #1, here are steps to developing strong staff-volunteer relations:


Step 1. Conduct a strategic planning process with the entire staff—and a few volunteer
representatives, if you have them. If you’ve never done strategic planning before, there are plenty 
of resources available to help you. Humane Society University (www.HumaneSocietyU.org) offers 
an online course in strategic planning. Visit www.boardsource.org (select “strategic planning” from 
the topic search drop-down menu for a host of helpful tools) or see Recommended Reading.


As part of the strategic planning process, have the staff help identify services that need
improvement. Determine what services or programs staff would love to offer but haven’t had time 
to implement. Don’t rush the process. Strategic planning is intensive and time-consuming, but 
your organization will benefit tremendously overall. And it will make the staff—and ultimately 
the volunteers you recruit—more effective. 


Step 2. Discuss how volunteers can improve existing services and make new ones possible. 
Proceed slowly and listen to staff ’s concerns about volunteer assistance. The staff ’s attitude 
toward volunteers—positive or negative—will come through loud and clear. Talking to staff 
about some of the benefits of working with volunteers may help. These benefits include: 


■ By supervising and working with volunteers, 
staff can gain valuable supervisory experience 
that will look great on a resume. 
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■ Staff will have a say in what volunteers do and 
in development of volunteer-related policies.


■ Volunteers can help free up staff time spent on daily 
tasks, allowing staff to focus on larger organizational goals. 


■ When volunteers, as members of the community, see
firsthand the challenges staff face at animal shelters, 
they may become more supportive. Such support may
help staff feel less isolated from the public and feel 
their work validated. 


If the potential for these benefits is still not enough to gain staff support for a volunteer
program, up the ante. The Dumb Friends League in Denver, Colorado, goes the extra mile and
actually offers an additional $.50 an hour as an incentive for staff members willing to work with 
and supervise volunteers. Such an approach is sure to be popular with staff in any community!


Step 3. Encourage staff to share their concerns. Talk specifically about the challenges 
staff face in working with volunteers. More than likely, you’ll hear at least some of the 
following common concerns:


■ Volunteers will make mistakes. 


■ Volunteers will be valued more than staff.


■ Volunteers will question staff decisions about 
difficult issues such as adoptions and euthanasia.


■ If volunteers do well, they may replace staff.


■ Volunteers will spy on staff and will be critical 
of their work.


■ Volunteers are untrained people who need 
to be assigned simple tasks.


Although many of these fears are misconceptions, some are valid. Volunteers will make mistakes
if they aren’t trained properly. They may question staff decisions if the reasons aren’t explained up
front. To help ease these concerns, explain how upper management will create the necessary
orientation and training program to prevent these problems.  


Step 4. Define policies that address concerns of both staff and volunteers. Key staff should 
be included in a policy-creating working group. If your shelter already has volunteers, be sure 
to include them, too. Giving staff and volunteers a voice in policy development helps them 
accept new rules and structure rather than resent new policies suddenly thrust on them. 


How can developing policies reduce staff concerns and prevent misunderstandings with
volunteers? Take this example: your staff resents constant questions from volunteers about the 
status of certain animals—why one was euthanized or another was excluded from colony housing.
Certainly, volunteers should be able to ask such questions, but it may work best if one staff
member—perhaps the volunteer coordinator—serves as the point person for them. With 
such a buffer, staff who are directly involved in euthanasia decisions and other difficult tasks 
are less likely to feel as though volunteers are confronting or seconding-guessing them. 
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Step 5. Provide staff with a “safety zone” away from volunteers. At the Humane Society at
Lollypop Farm, in Rochester, New York, staff were becoming frustrated by volunteers showing up
early in the morning, before the shelter opened. Staff wanted a chance to start their day and drink
their coffee without the volunteers asking them questions. Maggie Huff, the volunteer coordinator,
stepped in and required volunteers to adhere to the shelter’s hours for the public. Staff members
greatly appreciated the quiet time and were ready for volunteers when the shelter doors opened. 
Paying close attention to staff needs can go a long way toward keeping the peace. 


Can Volunteers Replace Paid Staff?
An organization’s decision to bring in volunteers may spark fears that volunteers could eventually
replace staff. After all, volunteers can do many of the same tasks staff do—and they aren’t paid 
a salary. Why couldn’t the organization simply look to the volunteers as an alternative to an
expensive payroll? 


In a well-run organization, staff have nothing to fear. Paying a salary provides the organization
with more stability by requiring staff to be there at certain times and perform specific, and
specialized, job functions. Volunteers, on the other hand, are afforded more flexibility in choosing
what positions they’ll fill and how many hours they’ll work. And most volunteers hold full-time jobs
elsewhere—they can’t fulfill the responsibilities of full-time staff when they can donate only a few
hours of their time. Ultimately, paid staff are essential to operating a full-scale shelter successfully. 


Typically, in a thriving organization, an expanding volunteer program leads to the creation of
new paid jobs as resources become available. In fact, many community animal welfare groups start
out as all-volunteer-based but eventually add paid staff positions as their services and programs
mature. Volunteers enable shelters to do more in the community, which increases donor support
and demand for the programs, which result in paid positions. In other words, an effective 
volunteer program usually leads to more paid staff, not fewer!
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Volunteers want and deserve meaningful jobs, not just busy work that staff doesn’t want to do. In 
fact, volunteers can do much of the same work as staff. First Side Partners found that organizations 


are much more effective in carrying out their missions with the help of volunteers when few tasks are
considered “staff only.” “Instead, volunteers are considered unpaid staff, recruited as valuable members 
of the team, and given meaningful and challenging work,” write the study’s authors (Lindberg and Dooley,
2002, 13). “The result is astounding: some organizations receive nearly half a million donated hours of work,
the equivalent of 250 full-time paid employees!”


Here are just a few areas in which volunteers can provide meaningful assistance: 


Adoption Counseling Humane Education
Clerical (data entry, filing, typing) Animal Care
Customer Service (receptionist) Veterinary Assistance
Foster Care Gift Shop Management
Socialization of Dogs/Dog Walking Fund-Raising
Socialization of Cats Special Events
Small-Mammal Companionship Community Outreach
Dog Training Animal-Assisted Therapy


What to Consider When Developing Volunteer Positions
If you are developing a new volunteer program, begin by offering just a couple of volunteer positions. 
As the program grows, slowly add new and more responsible positions. As you determine where your 
shelter’s gaps and opportunities exist, decide which tasks can be handled by beginning volunteers, which 
can go to longtime volunteers, and which should be done by paid staff only. Consider these tips when 
creating volunteer positions:


■ Volunteer positions should be needs-driven. Staff usually know 
best what needs to be done and will accept more readily volunteers
whose work helps staff directly. When working with staff to develop
volunteer opportunities, first consider the most pressing concerns of
the organization. Brainstorm with the staff about things they would
love to do but have never had the time to do themselves. Their ideas 
can be turned into volunteer positions. 
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■ Free up staff time for other projects. You can also ask
staff to identify the parts of their job they don’t like.
Volunteer positions may be created to cover those things
thereby freeing staff time to move onto other, more
satisfying projects. This approach will certainly help win
points with the staff and may help facilitate good staff-
volunteer relations. Do not, however, create a volunteer
position solely to do the mundane tasks staff doesn’t want
or you’ll likely lose a worthy volunteer.


■ Create entry-level positions. Start your volunteers out 
with entry-level positions such as dog walking and cat 
care. Then allow them to move up through the ranks 
into more complex positions such as adoption counseling
or veterinary assistance. Volunteers enjoy opportunities 
to grow and advance—and assigning them such
responsibilities gives you the opportunity to recognize
good volunteers with a promotion. 


■ Make the volunteer assignments meaningful. You need 
to create a job that volunteers will actually want to do.
They aren’t getting a paycheck, so the work needs to be
interesting and rewarding so volunteers continue doing 
it. Set high expectations for your volunteers and don’t 
be afraid to challenge them. Assign volunteers tasks 
and activities that are truly important—don’t assign 
work that is boring or too easy. 


That isn’t to say you can’t have your volunteers assist with menial tasks such as bulk mailings 
or data entry. But it must be clear to the volunteer why the task is important and how it benefits 
the organization. For example, if volunteers are asked to stuff envelopes for a bulk mailing, make
sure they understand that the mailing is an appeal to donors that will fund a new program to treat
injured animals. It needs to be clear that volunteer involvement in the project may result in raising
hundreds or thousands of dollars needed to help the animals. 


Prospective volunteers also need to understand that volunteering for the local animal welfare
organization does not necessarily mean playing with puppies and kittens all day. There is other
work to be done as well. The work needs to be rewarding to the volunteer, but it also must fill 
a specific need of the organization and the broader community. At the Dumb Friends League,
volunteers are required to help clean up after the animals. Dog walkers must also clean the kennels
to ensure that all the work gets done. Combining these tasks eliminates situations where volunteers
just play with the animals and avoid the harder but equally important work that must be done.


■ Make it fun. If you have an important job that is not
particularly fun, be creative! Several years ago, the
volunteer coordinator at the Peninsula Humane Society in
California was having a hard time recruiting volunteers for
the lost-and-found program. To reunite lost pets with their
owners as quickly as possible, the shelter needed help in
its daily checks of lost reports against the animals in the
kennels. But the job was a bit boring, and volunteers just
weren’t interested in it. 
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With a little creative brainstorming, the volunteer coordinator revamped the position and
developed the “Super Sleuth” contest. Each volunteer recruited to the program was given the 
job title of “pet detective” and the assignment was to match as many lost-pet reports to stray 
pets arriving at the shelter as possible. The volunteer who reunited the most pets with their 
owners at the end of the month was named “best detective.” 


The result:  Volunteers became quite competitive and turned an otherwise tedious volunteer 
job into a fun competition. 


■ Assign projects that can be completed in shorter time
periods. Keep in mind that individual volunteers typically
contribute fewer hours per week than even part-time staff.
According to UPS Foundation research (1998), 58 percent
of the volunteers surveyed indicated they volunteer
between one and five hours per month. Only 4 percent 
of the adult population reported volunteering more than
25 hours per month. Most volunteers are able to donate
only a few hours per month, which presents a challenge
for volunteer managers. 


According to Safrit and Merril (2002), recent data show that while more people volunteer, 
fewer volunteers contribute a constant number of hours. “Organizations must find ways to structure
volunteer work that will allow people greater flexibility to move in and out of volunteering as work
and family pressures affect their lives,” suggest the authors: 


Volunteer positions may need to be redesigned into
smaller work segments that can be shared by two or
more people. . . . More attention needs to be given to
personal and professional development opportunities
for volunteers that will increase individual effectiveness
while maintaining personal interest. Job sharing and
team volunteering would encourage longer-term
individual volunteer commitments with shared
responsibility. (14)


■ Be flexible to accommodate more volunteers. The more
variety you can offer potential volunteers, the better luck
you’ll have recruiting them. Consider how many volunteer
assignments can be completed beyond the shelter walls—
and outside normal business hours. Do you need
volunteers to make follow-up calls after adoption? Do you
need to have your quarterly newsletters folded and labeled
for mailing? These tasks may be completed easily from a
volunteer’s home during nonbusiness hours. Allowing such
flexibility can result in greater participation and skirt the
problem of trying to accomplish everything during the
hours your facility is open. 


■ Remember that not all positions need to be animal
related. There are many positions volunteers can fill that
have nothing to do with caring for animals. Data entry,
web site development, and publication design are all 
great opportunities to involve volunteers who may not 
be able to handle the emotional aspects of the hands-on
animal work in the shelter environment.
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■ Create resume-building positions that volunteers 
can use to find a paid job. Many volunteers try a 
new volunteer position to gain experience and build 
a resume—an especially popular goal in a downward
economy. Developing volunteer positions that include
resume builders such as newsletter editing or computer
data entry will help volunteers grow professionally as 
well as encourage greater participation in your program.


■ Pace your volunteers. Some come in raring to go and 
want to take on several positions, but they may end up
committing themselves to more than they can handle.
Channel that enthusiasm into one well-matched
assignment at a time to ensure success. 


Table 5.
A Snapshot of Volunteers in the United States, 2003


Now Put It in Writing
Once you’ve determined what your volunteers will do for you, develop written job descriptions for
each volunteer position you want to fill just as you would for paid staff. A volunteer should be given
an opportunity to read his or her job description and understand exactly what is expected. Keep in
mind that the job description needs to be measurable. This will be the basis for evaluating whether
your volunteers succeed in their commitment to your organization. 


As an objective tool, a written job description reduces the chance of discrimination and provides
a level of protection for the organization when problems arise with volunteer performance. It
provides volunteers with a clear idea of what’s expected and what needs to be done and gives staff


The typical volunteer contributed just 52 hours in 2003—one hour per week.
Organizations can best attract and keep volunteers by offering volunteer 
positions that can be performed in short shifts. 
Source: The Urban Institute 2004. 


Description Population Share


Number of people age sixteen 
and over who volunteered


63.8 million
(28.8 percent of
U.S. population)


Women volunteered more 
often than men


Women 32.2
percent;
Men 25.1
percent 


Median hours a volunteer spent volunteering
52 hours 
in 2003


Seniors donated the most median hours 
88 hours 
in 2003


25–34 year olds donated the fewest median hours
36 hours 
in 2003
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clear guidance regarding what volunteers can and cannot do. A written job description is extremely
helpful in situations where a volunteer isn’t doing what he or she should be doing. When the
performance is based on a written job description, there is little room for argument.


If you already have volunteers, but you aren’t using job descriptions, ask your volunteers to 
help write their own. Involving volunteers in the process of creating structure for the program 
will help reduce resistance from volunteers who have been allowed to do whatever they want 
without any guidelines. 


While you don’t have to conform to this outline, each written job description 
should include the following information:


■ Title


■ Purpose of the position and how it helps 
the organization


■ Supervisor


■ Qualifications 


■ Physical requirements (e.g., ability to lift fifty-pound 
bags of dog food)


■ Duties and responsibilities (be specific and write 
out the steps of the job involved)


■ Training requirements 


■ Location of the job (at the shelter, from home, 
at off-site adoption center, etc.)


■ Benefits to the volunteer


■ Time commitment required


■ Dress code required


When writing volunteer job descriptions, make sure that what’s written accurately reflects 
what needs to be done. Consider “testing” your written job descriptions. Perform the job 
yourself and see if it matches the description committed to paper. 


Be sure to use clear language and explain any unfamiliar terminology in the job description.
Volunteers may be new to the field and may not understand certain terms particular to animal 
care and control. Each piece of the job description should be backed up by a written SOP or 
written instructions. 


The following pages contain some sample job descriptions to help you develop your own. 
Once you’ve created the description, don’t just hand it to the volunteer and tell him or her to 
get to work. Volunteers need to be taught how to do the job. Without proper volunteer training, 
you risk damaging your reputation if they make mistakes. You must develop all of the pieces 
of the program to produce happy, well-trained volunteers. The next few chapters give the 
secrets you need for success.
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6317 Kyle Ave.,  P.O. Box 272450,  Ft. Collins  CO 80527
(970) 266-3647  Fax:  (970) 226-2968
www.larimerhumane.org


Adoption Counselor
Major Objective: Introduce potential adopters to animals 
that will complement the family’s lifestyle.


Duties
■ Socialize and exercise adoption animals.  


■ Maintain sanitary kennel environment by practicing good disease control protocol.


■ Professional approach to handling the animals and dealing with the public.


■ Escort families to a meeting area with an animal where you can discuss specific 
or general behavior issues.


■ Oversee meeting between the individual/s and the animal/s to make sure 
everyone seems to get along.


■ Answer questions about an individual animal that a client may have.


■ Escort clients through adoption areas pointing out specific animals 
that may be suitable for their lifestyle.


■ Positively represent the Society’s beliefs and philosophies. 


Training
■ Attend a Volunteer Information Session


■ Complete Volunteer Application


■ Interview with Volunteer Coordinator


■ Attend Kennel Assistant Training


■ Attend Adoption Counseling Training


Commitment: Adoption Counselor volunteers act as kennel assistants with advanced training 
and are asked to maintain their normal kennel assistant schedule of 1 two-hour shift per week.


Volunteer Profile: Engaging, outgoing self-starter. Individual must be willing to learn about 
animal behavior and enjoy working with people as much as animals. An individual who wishes 
to promote adoptions.


Volunteer Benefits


■ Chance to meet and interact with our invaluable adopters.


■ Extremely rewarding experience of sending an animal into a new home.


■ Direct contribution to increase in adoptions.


■ Learn information that will improve your relationship with your own companion animal.


Supervision: Direct supervision by Volunteer Coordinator; Indirect supervision 
by Animal Care supervisor.
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What Humane Society Volunteers Do 


Meet and Greet
The goal of the volunteer program in Meet and Greet is to represent the 
Humane Society, respond to inquiries and requests for help, and guide visitors.


Requirements: Ability and desire to represent the Humane Society.
Knowledge of H.S. programs and services.
Verbal communication skills.


Training: The required training includes:
Basic—safety, health and guidelines.
H.S. history and programs.
How to use the phone/intercom/paging system.
Sources of information at the front desk.


Tasks: Retrieve messages and route to staff.
Greet and direct visitors during shelter hours.
Relieve receptionist for daily inventory (a.m.)
Look up animal/person info on Chameleon.
Answer phone and provide info/referrals.
Take lost dog/cat reports.


Schedule: Any two hour block between 10 a.m. and 5 p.m. weekends.


Advanced volunteers: Train for behavior help line.


The Humane Society of Rochester 
& Monroe County at Lollypop Farm


99 Victor Road
Fairport, NY 14450


585-223-1330
www.lollypop.org
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VOLUNTEER ASSIGNMENT


TITLE 
Animal Behavior Head Start Assistant—AB-HDST


MAJOR OBJECTIVE  
To assist the Head Start Instructors in teaching basic obedience commands to shelter dogs. 
The Head Start Program’s objective is to make the League’s bouncy, adolescent dogs more
manageable, more adoptable, and more likely to stay in their new homes.


RESPONSIBILITIES 


1. Following established procedures, work with Shelter dogs to teach them basic obedience
commands. After training, Volunteer Head Start Assistants may begin work with the dogs 
of their own choosing, or may continue work with the dogs already in the program.  


2. Keep detailed records (manually and through Chameleon database) of the progress 
of dogs worked with in the Head Start Program.


QUALIFICATIONS


1. Computer entry skills (Chameleon).


2. Comfort in working with dogs.


3. Some experience with basic obedience work preferred but not necessary.


TRAINING


1. Attend a 2-1/2 hour orientation program.


2. Interview with the Volunteer Services Manager or designee.


3. Attend an all-day training session covering the League’s philosophies, 
policies and procedures.


4. Complete the 4-hour Head Start Class.


5. Complete an additional 3-hour training with Head Start Instructor, 
to include documentation procedures and commands not covered 
in the Head Start Class.


6. Suggested Reading: Karen Pryor’s Don’t Shoot the Dog.
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continued…


TIME AND PLACE
Volunteer Head Start Assistants may work with dogs at either the Quebec location 
or the Extended Care Center.  Hours may be chosen from hours of operation.


COMMITMENT
One 3-hour shift per week for a minimum of six months.


SUPERVISION
Responsible to staff Animal Behavior Supervisor.  Indirect supervision 
by Volunteer Services Manager.


BENEFITS


1. Opportunity to represent the League.


2. Help make challenging and exuberant shelter dogs more adoptable 
and more likely to stay in their new homes.


3. Working directly with animals.


4. Continuing education programs.


5. Recognition events.


6. Excess insurance. 


7. Two newsletters.


8. Reduced prices in our Pet Supply Area.


9. Personal satisfaction.


10. Licks and tail wags.
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Volunteer Job Description


Cat Socializer


Job Summary: Socialize, train and groom cats


Time Commitment: 3 hours per week, 6-month minimum commitment


Supervisor: Animal Behavior Program Coordinator


Qualifications: Must be 18 years of age or older. Must have completed 
6 months of volunteer service as a cat house caretaker.


Duties


1. Cat socializers will work with specific cats selected by the staff. Handle and groom 
the cat to make him/her more comfortable with being handled and being around people.  
For example, handle each paw and extend claws to prepare cat for having nails clipped.  


2. Train and familiarize cat with a cat harness as time permits.


3. Train cats to perform simple tricks for treats, if time permits.


4. If a cat has special needs, ensure that visitors handle the cat properly to help 
both the visitor and cat have a safe and pleasant experience.


5. Fill out training and socialization log form for each cat handled during your shift.


6. Provide mentoring support to new cat house volunteers.


7. Make follow-up calls to adopters of cats in the socialization program.
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Montgomery Humane Society’s
Volunteer Job Description


Title:  Office Assistant


Major Objective:  To assist staff with administrative duties.


Responsibilities
1. General office duties: filing, typing, mail, answering telephone, etc.
2. Greet customers, answer telephone, provide accurate referral information.
3. Computer data entry.
4. Assist with additional projects when necessary.


Qualifications
1. Positive and friendly attitude.
2. Excellent telephone courtesy habits to include good listening and speaking skills.
3. Excellent appearance and common courtesy habits when dealing with customers.
4. Excellent handwriting—must be legible and concise.
5. Good office organization and accurate record-keeping skills.
6. Ability to perform many tasks at one time.
7. Minimum of 18 years of age.
8. Dedication to MHS philosophies.


Training
1. Attend orientation program.
2. Interview with the Volunteer Coordinator and other shelter directors.
3. Supervised on-the-job training with Office Manager or Volunteer Coordinator.


Time and Place
1. Scheduled shifts during hours of operation at the MHS facility, 1150 John Overton
Drive.


Commitment
1. Minimum of one four-hour shift per month.
2. Three-month minimum.


Supervision
1. Direct supervision by the Montgomery Humane Society staff or appointed volunteer.


Benefits
1. Personal satisfaction and education.
2. Volunteer recognition awards and events.
3. Subscription to quarterly newsletter, Pet Pause.
4. Licks, purrs, and tail wags.
5. Improvement in communication, animal handling, and listening skills.
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This manual covers recruitment here for sequential order, but your shelter must develop 
its entire program before bringing in new volunteers. Don’t advertise for help until 


you can handle it.
Not sure if you’re ready to begin recruiting? The following checklist adapted from 


McCurley and Lynch (1996) can help. 


■ Do all staff understand and accept the volunteers’ roles? 


■ Have you consulted with staff who will supervise or work 
with volunteers?


■ Is a complete and accurate job description written for 
each volunteer position?


■ Do the position descriptions clearly identify the qualifications for 
the jobs and outline the purpose and nature of the work to be done?


■ Have you identified a good working environment for 
the volunteers, in terms of workspace, equipment, etc.?


■ Do you have a recruitment plan for seeking qualified 
applicants for the positions?


■ Do you have a screening and interviewing process to distinguish
qualified applicants from those who are unqualified? 


■ Do you know how you will handle unqualified applicants? 


■ Do you have a plan for orienting volunteers?


■ Do you have a training program for volunteers?


■ Do you have a plan for reviewing and promoting volunteers 
in the program?


■ Have you addressed legal and insurance issues to protect 
volunteers and your shelter?


Chapter 4 


Recruiting Volunteers
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If you answered no to any of the previous questions, you still have work to do before
starting recruitment. Rushing into recruitment before you are prepared will create a revolving 
door of volunteers because the program isn’t well managed. 


How do you find volunteers to do the jobs you’ve created? The key to recruitment is to find 
the right people for the right job. Don’t be afraid to ask your community for help. According 
to Independent Sector, individuals who were asked to volunteer were much more likely to do 
so (71 percent) than were those who had not been asked (29 percent). Don’t wait around for
volunteers to find you. You need to be out in the community seeking the volunteers you need. 


Competition for volunteer assistance is stiff, with the vast majority of volunteers 
donating their time to religious (43.4 percent), health care (18 percent), or educational 
(17.3 percent) organizations. The Independent Sector survey indicated that only 4.8 
percent of people who volunteered during 2000 chose to donate their time to environmental 
or animal welfare organizations. 


If interested volunteers aren’t knocking down your doors, don’t worry. There 
are lots of ways to recruit the volunteers you need. Here are just a few suggestions:


■ Ask current volunteers to spread the word about your
program and/or invite a friend or family member to 
your next new volunteer orientation. Word of mouth 
can be a great advertising method. Once the word gets 
out that your organization is a great place to volunteer,
you may find your recruitment efforts getting easier. 
Be sure to reward volunteers who recruit new 
volunteers to the organization!


■ Blanket the community with a general call for volunteers.
Design a flier that includes basic information on the
volunteer positions available, position requirements,
minimum time commitments, contact names and numbers,
and orientation schedules. (See the sample flier on page 
27.) You can distribute the fliers in popular community
locations or place similar ads in the newspaper. Ask a
representative of your organization to speak to community
groups, such as clubs and churches, about your organization.
This can lead to lots of new volunteer recruits.


■ Request the help of the media. Contact local newspapers
and television stations to see if they would be interested 
in doing a story on your volunteer program. If your 
local television station does a “pet of the week” segment,
mention your volunteer needs during the spot or have a
volunteer conduct the interview with his or her volunteer
T-shirt clearly visible. Such coverage may help you find 
a batch of willing new volunteers. 
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■ Network, network, network! Building relationships 
with other organizations in the community can provide 
big payoffs for your volunteer program. Learn your
community’s demographics and contact your local
chamber of commerce. Visit with other nonprofits to 
see how you can help each other. You may be surprised 
by the resources you’ll find in your own backyard!


■ Harness the power of the Internet by advertising your
volunteer positions on your organization’s web site. 
The following web sites invite organizations to post
available volunteer positions, which are then easily
searchable by zip code:


• www.PETS911.org
• www.VolunteerMatch.org
• www.SERVEnet.org
• www.usafreedomcorps.gov
• www.IdeaList.org
• www.UnitedWay.org


■ Seek out the right volunteer for the job. If you need dog
walkers, post fliers advertising your dog-walking position
at the local dog park or community gyms. In Lubbock,
Texas, the animal services department and health
education team jointly created “Walk-a-Hound, Lose-a-
Pound,” a volunteer dog-walking program that provides
couch potato humans and stir-crazy pooches with some
much needed exercise. 


If you’re looking for someone to teach humane education 
at elementary schools, contact the local Toastmaster’s 
Club or individuals whose jobs require public speaking.
Although time-consuming, these specialized searches are
often more productive because the people targeted are
most likely to enjoy and excel at the specific job.


■ Register with the local volunteer center. Many
communities have volunteer centers that can 
match interested volunteers to specific positions 
within local nonprofits. For more information 
on volunteer centers, see page 30.


■ Recruit groups of volunteers. Many large companies
promote volunteerism among their employees. They may
even designate a day on which all interested employees
can volunteer together on a project. Do your grounds
need some upkeep? Consider working with a large
corporation in your community to have a gardening day
where volunteers from one company groom the lawn,
plant flowers, and even paint the building’s exterior. 


Even other nonprofits can generate volunteers for your
shelter. Community organizations such as churches may
already have a large group of service-oriented people. 
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In fact, Independent Sector (2001) found that people 
who regularly attended religious services volunteered 
at a much higher rate (54 percent) than those who 
did not attend services (32 percent). 


Consider recruiting families as groups. Recent research 
by First Side Partners shows that people who volunteer
alongside family members donate their time more
regularly (45 percent) than those who do not volunteer
with family members (33 percent). They also volunteer 
an average of 4.3 hours per week, compared to 2.8 
hours for people who volunteer on their own. 


Don’t forget about the single folks in your community.
Single people are often looking for ways to meet people—
and volunteering is a great way to do just that. Single
Volunteers, Inc., is devoted to promoting volunteerism
among single people. You can find information about 
local chapters at www.SingleVolunteers.org.


■ Target people who love animals. Post brochures in
veterinary offices, zoos, aquariums, pet supply stores, 
and dog-training facilities and be sure to put a call 
for volunteers in your organizational newsletter and 
fund-raising letters.


■ Reach beyond the territory of animal lovers. Don’t
assume that all do-gooders who walk through your doors
are there because they love animals. They may have other
motivations: perhaps they’re lonely or new to the area and
want to make friends. Michigan’s Capital Area Humane
Society provides realtors with welcome packets, including
information about the humane society, with a list of
volunteer opportunities and orientation dates, for
community newcomers. Other potential volunteers 
may want to build skills in “animal-free” fields, such 
as newsletter production, or building maintenance. 


■ Consider volunteers with special needs. Organizations
that provide care for people with developmental
disabilities often seek activities for their charges. 
Consider working with such groups to help your 
shelter with basic tasks. 


■ Recruit for diversity. Try to involve all segments of 
your community in your volunteer program. Reach 
out to ethnic groups in your area and invite them 
to participate in your program. 


■ Appeal to responsible kids. Involving children in your
volunteer program requires special planning, but it can
provide many benefits. For more information on children
as volunteers, see chapter 8.


■ Involve senior citizens. People approaching retirement
indicate that they plan to volunteer once they do retire. 
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A survey of older Americans (aged 50–75) by Peter D. 
Hart Research Associates (2002) found that more than 
half (56 percent) of seniors say that civic engagement 
will be at least a fairly important part of retirement: 


Three in five (59 percent) older Americans...say that,
from their point of view, retirement is “a time to be
active and involved, to start new activities, and to set
new goals.” Just a quarter (24 percent) of all older
adults and 16 percent of older adult volunteers say 
that retirement is a time to enjoy leisure activities 
and take a much-deserved rest. (4)


A web site is dedicated to helping seniors find volunteer
work in their community. Check out www.seniorcorps.org
for more information.


Figure 3
Volunteers by Age, by Percentage 


The Role of a Community Volunteer Center
If you are lucky enough to have a volunteer center in your community, take advantage of its services.
It can help you find the perfect volunteer for the position you need filled, including specialized 
or skilled positions such as photographers or artists. It can also redirect volunteers you don’t need
to positions within other organizations. Beyond assisting with recruitment, such a center often can
provide guidance on developing your volunteer program and may even offer training to help you
and your staff work better with volunteers. Volunteer centers generally just make your job easier!


The Points of Light Foundation and Volunteer Center National Network offer an online
searchable database of volunteer centers across the country. To search for the volunteer center
nearest you, visit www.pointsoflight.org/centers/find_center.cfm. 


Staff as Volunteers
What do you do if staff members also want to volunteer for the organization? For example, 
an administrative staff member who handles the front reception area decides she wants to 
foster a litter of puppies as a volunteer. How should this be handled?


To avoid any potential employment-related labor disputes down the road, you should 
consult your attorney or municipal human resources department. The volunteer work should 
be different from that in the employee’s paid position, and the work should be done outside 
of normal working hours. Treat staff volunteers as you treat other volunteers: staff volunteers 


35–44 year olds were the most likely to
volunteer; followed closely by 45–54 year
olds. Be sure to target these age groups 
in your volunteer recruitment efforts.


Source: United States Department 
of Labor, Bureau of Labor Statistics 2003.
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should complete applications, attend volunteer orientation, receive training, and track their
volunteer hours. Document the relationship in case a question or dispute arises about the
individual’s employment status.


Should a staff member’s relative be allowed to volunteer? Yes, but assign staff and close 
family or friends different tasks in different areas of the facility. This policy will help you 
avoid the appearance of conflict of interest or favoritism. 


Figure 4
How Volunteers Became Involved with their Volunteer Organization


Board Members as Volunteers
Members of the board of directors of newly formed or all-volunteer humane organizations are often
involved in just about everything from cleaning kennels and providing direct animal care to writing
brochures and counseling the public about responsible pet ownership. As the organization matures
and recruits an executive director, employees, and nonboard volunteers, the board of directors
should begin to back out of the organization’s day-to-day operations. 


In a well-established and healthy organization, the board’s role should be to govern, not
manage. Too many humane society boards spend too much of their time on operational issues such
as determining cage-cleaning schedules or interfering with staffing decisions. With the exception of
organizations that are new, very small, or run completely by volunteers (where board members are
the staff), humane societies should discourage their boards from discussing such administrative
details. Those concerns should be left in the hands of the staff hired by the board. The board’s
responsibility is to focus on the big-picture issues such as organizational mission and policy.
Although the board is accountable for the means, its primary focus must be on the ends.


While the role of board members is much different from that of other volunteers, they are 
still volunteers. They need to understand their role and know what is expected of them. These
expectations should be laid out clearly in writing as part of a board manual and updated regularly.
Board members should have written job descriptions outlining their role on the board of directors,
just as other volunteers do at the shelter. Board orientations should be developed so that newly
appointed board members understand how they fit into the overall picture.


It is not uncommon for board members to be involved with special events or fund-raising
efforts, since a big part of their role is maintaining the financial health of the organization.
However, proceed carefully if a board member wants to be actively involved in adoptions, dog
training, cat socializing, or other day-to-day activities. Without adequate structure, the fragile
relationship between staff and board can easily become confused or damaged when board members
work in operations and are supervised by staff. It is hard for both staff members and board


The most common way volunteers became 
involved with their volunteer organization 
was by being approached directly by that 
organization. By directly asking people to 
volunteer for your organization, you are 
greatly increasing the likelihood that they 
will participate rather than waiting for 
them to decide to seek out your cause 
on their own.


Source: U.S. Department of Labor, Bureau 
of Labor Statistics 2003.







32 Volunteer Management for Animal Care Organizations


members to remember that one board member has no individual authority—authority comes 
from the board of directors as a whole.  


Some organizations do encourage board members to come to the shelter and help out with 
hands-on activities. They feel such exposure to staff experiences helps the board to be sympathetic
to the problems and challenges staff members face. Without such involvement, the thinking goes,
the board of directors sometimes comes up with some very unrealistic ideas about how things 
should be done.


If your organization decides to allow board members to volunteer for other jobs, establish 
clear ground rules. A board member who wants to volunteer at the shelter—grooming dogs, for
example—should first be required to temporarily replace his or her “board hat” with a “volunteer
hat.” The individual must act—and expect to be treated—as any other volunteer supervised by staff
rather than as a member of the board who governs the organization. Board members also must 
go through the same orientation and training process as do all other shelter volunteers. 


If this arrangement creates tension among staff or interferes with operations overseen by the
executive director—for example, if a board member volunteering in the adoption ward bypasses
channels to challenge an adoption or euthanasia decision—your organization should reconsider 
its policy of allowing board members to volunteer in the shelter alongside staff. A board member
who prefers nonboard volunteer activities, such as socializing cats or helping adopters, should 
resign his or her board position. This decision prevents conflict of interest and enables the
individual to focus on the jobs he or she truly enjoys.


For assistance with general board development, see the volunteer-management-related 
web sites listed on page 107.


Special Issues for Government Agencies 
Using volunteers can be a sensitive topic for government agencies that have employee unions.
However, active volunteer programs expand citizen understanding of, involvement in, and support
for animal services programs. They often inspire creativity and improve staff morale. The concerns
of organized labor over potential loss of paid staff positions to volunteer labor have been addressed
successfully in public animal care organizations throughout the United States—including at the
Seattle (Washington) Animal Shelter and Fort Wayne (Indiana) Animal Care and Control. In these
organizations, volunteers work in tandem with paid employees, taking on tasks that supplement 
but fall outside of staff responsibilities, thus making staff jobs easier and/or more rewarding.


Generally speaking, in union situations, volunteers can’t do everything the staff is paid to do. 
If staff members are paid to clean the shelter, for example, volunteers cannot come in just to clean.
That may not mean, however, that volunteers can’t periodically scoop animal waste throughout the
day as needed. As long as you don’t allow volunteers to take over critical tasks, the program should
run smoothly. Just be sure that you adhere to the union contract and that the union understands
that volunteers will supplement, not substitute for, staff jobs.


Many municipal agencies have helped create separate “Friends of the Animal Shelter” groups.
The groups are nonprofit organizations formed solely to support the local municipal shelter. The
arrangement requires a big commitment on the part of the volunteers, who have to go through the
intensive process of incorporating as a nonprofit. However, such arrangements allow government
agencies to benefit from volunteer help and fund raising while avoiding the hassles of incorporating
volunteers into a public agency. This kind of setup is not unique to animal care and control. In fact,
most communities have volunteer groups such as the “Friends of the Public Library” or the “Friends
of the Park.” 


Developing an agreement with the labor union or establishing a “friends of ” group can be 
a great way for a municipal agency to take advantage of volunteer assistance. Just make sure the
program is carefully structured to avoid a situation where volunteers feel they can run the show. 
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Should You Accept Court-Ordered 
Community Service Volunteers?
Court-ordered volunteers are required to perform their volunteer service because they have 
broken the law. That doesn’t mean these individuals won’t make good volunteers. Just know 
that such a program requires special consideration and should not be accepted lightly. Before
bringing in court-ordered volunteers, take time to think through the following issues:


■ Who will oversee the program? Will it be the volunteer
coordinator, or should a staff manager handle court-
ordered volunteers because they require extra supervision?


■ Which offenders will be permitted? Most animal shelters
will not accept animal abusers, violent criminals, or drug
violators. Your organization will have to tell the courts
what the shelter is comfortable accepting.


■ Will the court-ordered program be integrated into 
the general volunteer program? If so, how will this 
be handled? Court-ordered volunteers should not be
offered the same benefits as other volunteers are and, 
in most cases, will need well-defined tasks that do 
not involve animal handling.


■ How will you deal with the additional liability 
operating such a program entails? For example, how 
will you ensure proper supervision to ensure safety 
for the staff, volunteers, and animals the offender 
may come into contact with?


Don’t participate in a court-ordered program until your regular volunteer program is running
smoothly, but don’t rule out the idea indefinitely. Although court-ordered programs require careful
planning, they can also provide a good opportunity to have your chain-link fence in the kennels
repaired or fresh paint applied to the walls of your education room.  


Conducting a Volunteer Orientation
As part of the recruitment process, you’ll want to invite potential volunteers to an orientation, 
which provides an opportunity for volunteers to see who you are and what you do before they
decide whether your organization is right for them. Be open about what you’re proud of and 
what you hope to improve. And be clear and positive throughout: remember, even those who 
decide not to volunteer can spread the word about your work. If they like what they see, 
you’ll like what they say.  


Here are some tips to help you create a winning orientation:


■ Survey current staff and volunteers, if you have them, 
to learn what they wish they’d known when they started 
working for your organization. Provide a written questionnaire
or just sit down with some of your volunteers and ask them:
What do you wish someone had told you about volunteering
here before you started? What was confusing for you? 
What advice would you give a new volunteer? Find out 
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who’s been the best guide and source of information 
for volunteers since they arrived at your organization. 
Getting feedback from current volunteers will help 
you create a comprehensive and helpful orientation, 
and it will give your volunteers the satisfaction of 
knowing you’re interested in what they have to say.


■ Write a script. Create a written outline of what you 
will cover during the orientation and have the staff 
review it and offer comments. Having a written plan 
will also allow others to fill in for you if you cannot 
make it to an orientation. 


■ Include a variety of speakers. It’s important that the
audience hear an array of voices, not just the volunteer
coordinator’s. Invite key staff and volunteers to give brief
overviews of their jobs. Try to include the people with
whom volunteers will have the most interaction, such 
as your adoption counselor, kennel worker, euthanasia
technician, and veterinarian. Ask a seasoned volunteer 
to speak to the group about his or her experience at the
organization. Potential volunteers are more likely to join
you if your representatives show enthusiasm about their
jobs and the shelter. You can even bring in outside voices:
Power of Compassion is a good introductory video about 
the world of shelter work; available to shelters at a
discount through Pyramid Media (www.pyramidmedia.com),
it can help give your audience a glimpse of how your
organization fits into the bigger picture.


■ Make visitors comfortable. When potential volunteers
arrive, have them congregate in a cheerful, relatively 
quiet area away from the hustle and bustle of staff 
and visitors. Consider providing light refreshments.


■ Explain who you are. Provide a good introduction to 
what your organization does, how you got started, and
what programs have gotten you where you are today.
Explain the services you provide and how volunteers 
are critical in making them possible; also explain your
goals for the future and how volunteers can help you 
reach them.


■ Discuss sensitive topics. For example, explain how
euthanasia is performed and how euthanasia decisions 
are made. Also discuss stressful situations volunteers may
face when working in the shelter—distraught owners
looking for their lost pets, abused animals, and angry or
disappointed potential adopters who have been rejected.
Help volunteers understand how decisions are made 
and who makes them. Invite them to direct questions 
to designated staff but emphasize that volunteers are
expected to support the staff, not challenge existing policy.
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■ Talk about the benefits of volunteering. You can 
energize potential volunteers by talking about the 
happy side of working in the shelter: helping create
lifelong relationships and caring for homeless animals 
are experiences you can’t get anywhere else. 


■ Give a tour of the shelter. Explain the functions of all
areas of the facility and relate them to your organization’s
larger goals and mission. Show them where volunteers
store their belongings during their shifts, where they sign
in, where supplies are stored, and other logistical details.
Point out areas that may be off-limits to volunteers, such 
as the euthanasia room and quarantine areas, and 
explain why those areas are for staff only.


■ Send them home wanting more. After the tour, allow 
time for questions, then thank attendees for their time.
Distribute written information for them to take home 
and review. Request any paperwork you might need 
from them, too—this is a great time to invite interested
attendees to complete an application to get the ball
rolling. Make sure potential volunteers understand the
next steps: do they need to call you for a phone interview
or should they set up an in-person appointment? Have
your schedule handy so you can book times for interviews
or training sessions for those who are ready to commit. 


For best results, try to vary your orientation times. If you want to promote diversity and involve
a variety of volunteers, you’ll need to be flexible. Consider alternating evenings and weekends 
for orientations to accommodate as many potentially interested volunteers as possible. Review the
times you’re actually going to need volunteers to work and hold orientations during those shifts. 


If you plan things well, you’ll probably get a great new crew of helpers. Even if you don’t, 
a volunteer orientation is not only an opportunity to recruit volunteers but also an educational
experience for those who attend. Some of the people who attend may never come back, but they
should come away empowered to help animals in other ways—whether through adopting their next
pet or sterilizing the animals already in their households. A good orientation will give attendees 
a greater understanding and appreciation of the role of your organization in the community.
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Welcome to the Erie County SPCA


Thank you for showing an interest 
in volunteering here at the shelter.


SPCA Volunteer Orientation Instructions & Agenda


Upon arrival: Please help yourself to refreshments and be seated. You will have a chance 
to take program literature and fill out forms later. While seated please read over the “SPCA
volunteer programs packet.” Please pay close attention to the experience required and the 
days and times we need your help.


1) Intro: SPCA background & services—Kim Zolnowski (Volunteer Coordinator)


2) Video: The Power of Compassion—How animal shelters evolved, 
what we do as an SPCA, etc.


3) Tour of the Shelter: (SPCA volunteers & Volunteer Coordinator)


4) Review: the volunteer opportunities that you are interested in.


5) Completion of application: ***Application Procedures***
a. Please be sure to fill out in order of preference what volunteer 


jobs you would be interested in and also days and times available.
b. It is especially important to list any physical or mental conditions you 


have in case we need to modify a job program to meet your health needs.
c. List all your program choices in order of preference, even if there are 


not any openings in that department at this time. You will be called 
as soon as an opening occurs for the days and times you are available.


d. You will only be required to work one specific day and time per week 
for high-commitment-level programs, unless otherwise stated. I need 
to know all the possible days and times you could work in each 
department. If one shift fills up quickly, we have others to choose from.


PLEASE NOTE: Job description packets are limited.  
Please take only those that you are seriously considering.


After the Orientation


After reviewing all applications, I will be contacting volunteers by department for 
an interview based on your choices, availability and related job experience. It may take 
up to 3 months before I have completed contacting and training some applicants.
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Volunteer Applications


The purpose of a volunteer application is to help you establish the applicant’s skills and interests so 
you can determine whether the individual will be a good fit for the organization. Think carefully about


what information you need from the person applying. You will need to match prospective volunteers with
appropriate positions within your organization, so ask them to list not only general contact information but
also occupations, special skills and hobbies, availability, previous volunteer experiences, and experience with
animals. The more you know about an applicant, the better match you can make. However, don’t inundate
applicants with questions; sometimes the simpler you keep the application the better.


Consider requesting the following information when creating your shelter’s application:


■ Name, address, home and work phone numbers
■ E-mail address 
■ Date of birth 
■ Driver’s license number 
■ Emergency contact information 
■ Occupation 
■ Special skills and hobbies (such as fluency in a foreign language)
■ Previous volunteer experience 
■ Experience with animals
■ Education level 
■ Times and days available to volunteer 
■ Here is a list of volunteer positions...Please indicate areas of interest. 
■ Are there any duties you would prefer not to do? 
■ Personal or work references 
■ Any allergies, physical disabilities, or other limitations that may require 


accommodation or may restrict volunteer experience
■ How did you hear about our volunteer program?
■ Are you a member of our organization? 
■ Do you have pets at home? What kind? Are they spayed or neutered?
■ Why do you want to volunteer for our organization?


The following pages contain a few sample volunteer applications that will help you 
in developing or improving your own.


Chapter 5 


Screening 
Volunteers
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Iowa City/Coralville Animal Care 
and Adoption Center


Volunteer Application
Last Name __________________________ First Name __________ Nickname ______________


Address ______________________________________________________________________________


Day Phone ____________________________ Evening Phone ________________________________


E-mail ________________________________ Date of Birth __________________________________


EMERGENCY Contact & Relationship ______________________ Phone ________________


Why are you interested in becoming a volunteer at our Center? ______________________________


Describe any previous experience working with animals: ____________________________________
______________________________________________________________________________________


List present and previous volunteer jobs: __________________________________________________
______________________________________________________________________________________


Occupation and Employer: ______________________________________________________________
______________________________________________________________________________________


May we call you at work?________________ If yes, phone # ________________________________


Educational experience (if currently in school, include name of school, grade and course of study):
______________________________________________________________________________________


List additional information that may be useful (i.e., special skills, training, interests, hobbies):____
______________________________________________________________________________________


Please check days and times you prefer:


I give my permission to the Iowa City/Coralville Animal Care and Adoption Center to verify the
above information. I understand that this application does not guarantee acceptance to the
ICCACAC volunteer program.


Volunteer Signature and Date Parent/Guardian Signature/Date (if volunteer is under 18)


Shift Times Monday Tuesday Wednesday Thursday Friday Saturday Sunday


6:30–9:00 a.m.


9:00 a.m.–12:00 p.m.


12:00–3:00 p.m.


3:00–6:00 p.m.







Screening Volunteers 39


continued…


Areas of Volunteer Interest
Please let us know what your current and future interests are.


Dog and Cat training not required for the following areas. 
Special training will be provided.


❏ Clerical


❏ Community Events


❏ Greeter


❏ Facility Building and Grounds


❏ Featured Pet Poster Preparation


❏ Kong Preparation


After completing Green Level Cat or Dog Training:


❏ Cat Volunteer


❏ Communications Folder Maintenance


❏ Dog Volunteer


❏ Foster Care (some animals may require Yellow or Red Dog training)


❏ Humane Education Volunteer


❏ Kennel Assistant


❏ Lost and Found Folder Maintenance


❏ Rescue Transport (some animals may require Yellow or Red Dog training)


After completing Red Level Cat or Dog Training:


❏ Adoption Counselor


❏ Dog Trainer (Red Dog only)


❏ Instructor for Volunteer Training 


❏ Mentor
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VOLUNTEER APPLICATION
Please provide your personal information:
(Personal information is for CCHS use only)


Name_____________________________________________ Age ________________________


Address___________________________________________  Apt ________________________


City, State, Zip __________________________________________________________________


Home Phone____________________________________________________________________


E-mail address __________________________________________________________________


Please choose your area(s) of interest from the following list:
Mark the areas you are most interested in with numbered ranking.


___  Dog walking ___  Ph.D. (training) ___  Petsmart 
___  Cat socializing ___  Fostering ___  Grooming
___  Cage cleaning   ___  Events ___  Other (please specify)
___  Medical assistant 


Please provide a contact person in case of emergency:


Emergency contact ______________________________________________________________


Relationship ____________________________________________________________________


Home phone____________________________________________________________________


Alternate phone ________________________________________________________________


Please list the days and times that you are most likely to volunteer:
______________________________________________________________________________
______________________________________________________________________________


List any volunteer groups you are involved with (RSVP, VIP, etc.):
______________________________________________________________________________
______________________________________________________________________________


Please provide any additional skills you may have that will assist us 
in finding specialized positions for you in our volunteer program:


______________________________________________________________________________
______________________________________________________________________________


Have you volunteered with our organization in the past? If so, when?
______________________________________________________________________________


Date Submitted ____________


Champaign County Humane Society 
1911 E. Main Street 
Urbana, IL 61802
Phone: 217-344-9314
Fax 217-344-7299
www.cuhumane.org
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THANK YOU for your interest in volunteering with Wayside Waifs! Tails are wagging and cats are
meowing in excitement over your participation! Volunteers play a vital role within our organization.
Without your support, we would not be able to assist nearly the number of animals who need help 
in our community. 


Please complete the Adult Volunteer Application below (you must be over 18 years of age to
participate in the adult volunteer program). Select the volunteer activities that most interest you.
Upon receipt of your application, I will notify you of the dates for our next Volunteer Orientation.
Specifics about each volunteer activity will be discussed further in the orientation meeting.
Depending on the activities you choose, additional training may be required. Please print your
responses clearly. Thank you again for your interest in Wayside Waifs!


Date __________


Last Name __________________________ First Name __________________ MI __________________


Address ______________________________________________________________________________


City ________________________________ State_________________ Zip ________________________


Home Phone________________________ Work Phone ______________________________________


Alt. Phone __________________________ E-mail Address ______________ Date of Birth ________


Emergency Contact ______________________________________________ Relation ____________


Contact Phone ______________________ Alt. Phone ________________________________________


Education:
Are you currently enrolled in high school or college?  ❏ no  ❏ yes
If yes, what is the name of your school? __________________________________________________


(Circle last year completed)
High School        1  2  3  4 College        1  2  3  4 Graduate        1  2  3  4


How did you hear about the volunteer program at Wayside Waifs? ____________________________
______________________________________________________________________________________
______________________________________________________________________________________


Do you have experience working with animals?  ❏ no  ❏ yes – please describe:________________
______________________________________________________________________________________
______________________________________________________________________________________


Describe any present or previous volunteer work you have done: ____________________________
______________________________________________________________________________________
______________________________________________________________________________________
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continued…


Do you have pets?   ❏ no  ❏ yes Are they spayed or neutered?   ❏ no  ❏ yes
If no, have you or do you plan to breed them?  ❏ no  ❏ yes
Are you presently employed?   ❏ no  ❏ yes — may we contact you at work   ❏ no  ❏ yes


Employer:
______________________________________________________________________________________


Describe the type of work you do: ________________________________________________________
______________________________________________________________________________________


List any special skills, training, or hobbies: ________________________________________________
______________________________________________________________________________________
______________________________________________________________________________________


Please check the volunteer opportunities 
you would like to participate in:


❏ Groomer ❏ WAGS Trainer ❏ Humane Educator
❏ Receptionist ❏ Yard Work ❏ Behavior Helpline
❏ Kennel Guide   ❏ Photography ❏ PR/Special Events
❏ Cat Socializer  ❏ Mobile Adoptions ❏ Adoption Counselor
❏ Dog Socializer ❏ Computer Wizard ❏ Foster Parent
❏ WeeWAGS Trainer ❏ Speakers Bureau  ❏ Fundraising 


Please check the animals you are comfortable 
handling and working with:


❏ Small/Med Dogs ❏ Med/Large Dogs ❏ Puppies ❏ Cats ❏ Kittens
❏ Rabbits, Guinea Pigs, or other small animals 
List any other areas of interest not listed above: ____________________________________________
______________________________________________________________________________________


Please indicate the time(s) you are available to volunteer:


Monday __________________ Tuesday __________________ Wednesday ____________________
Thursday__________________ Friday ____________________ Saturday ______________________
Sunday __________________ Anytime __________________


Many times we need help transporting animals to and from special events, mobile adoption 
fairs, etc. Please answer the following questions, keeping in mind your responses will be held 
in the strictest confidence by Wayside Waifs Humane Society.


• Do you have a valid Missouri driver’s license?   ❏ no   ❏ yes
• Do you have a valid Kansas driver’s license?     ❏ no    ❏ yes
• Do you have your own transportation?   ❏ no    ❏ yes  
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continued…


Would you be willing to transport animals as part of your volunteer work?   ❏ no    ❏ yes
• If yes, is the car you would be driving covered by liability insurance?   ❏ no    ❏ yes
•  Name of Insurance Company__________________________________________________________
•  Have you ever pled guilty to a traffic violation?   ❏ no    ❏ yes
•  Excluding traffic violations, have you ever been convicted of any criminal offense?   


❏ no    ❏ yes  please explain: ________________________________________________________
Did a current volunteer recommend you volunteer at Wayside?  ❏ no    ❏ yes
If yes, please list their name so we may thank them ________________________________________
Is there anyone you could suggest we call about volunteering at Wayside Waifs? ________________
______________________________________________________________________________________


We would be very interested in any further information, comments, or questions you may have 
______________________________________________________________________________________


I give permission to Wayside Waifs Humane Society to verify any information given above. 


Volunteer Signature Date


Please return this application to: 
Wayside Waifs Humane Society
Attn: Volunteer Coordinator
PO Box 9791
Kansas City, MO 64134-0791
Phone: (816) 761-8151 
Fax: (816) 765-6888


“From what we get, we can make a living; 
what we give, however, makes a life.”


— Arthur Ashe







44 Volunteer Management for Animal Care Organizations


VOLUNTEER APPLICATION


The Dumb Friends League encourages the participation of volunteers who support 
the following mission: “to provide shelter and care for animals; to provide programs 
and services which enhance the bond between animals and people; to be advocates 
for animals…speaking for those who cannot speak for themselves.”


All potential volunteers must receive an interview prior to placement. We also require that 
all volunteers participate in our training program as part of their work experience. If you 
agree with our mission and are willing to be interviewed and trained, we encourage you 
to complete this application.  The information on this form will help us to find the most 
satisfying and appropriate job for you. Please print your responses. 


DATE: ____________________


NAME ________________________________________________________________________________
Title First Middle Last                  Nickname


MY BIRTH DATE IS____________________________________________________________________
(Month) (Day) (Year)


ADDRESS ____________________________________________________________________________
City Zip


HOME PHONE# ________________ WORK PHONE# ________________ CELL # ______________


EMERGENCY# __________________ NAME ________________________ RELATIONSHIP ______


E-MAIL ______________________________________________________________________________


EDUCATION: (Circle last year completed) HIGH SCHOOL 1    2    3    4
COLLEGE 1    2    3    4    GRADUATE 1    2    3    4


NAME OF SCHOOL/COLLEGE __________________________________________________________


ARE YOU PRESENTLY EMPLOYED? YES________________   NO__________________


IF YES, STATE YOUR WORK SCHEDULE ________________________________________________


EMPLOYER’S NAME AND ADDRESS __________________________________________________


______________________________________________________________________________________


INDUSTRY______________POSITION_____________________PROFESSION___________________


-over-
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continued…


PREVIOUS WORK EXPERIENCE ________________________________________________________


______________________________________________________________________________________


SPECIAL SKILLS, TRAINING, INTERESTS, OR HOBBIES__________________________________


______________________________________________________________________________________


WHAT KIND OF VOLUNTEER JOB ARE YOU CURRENTLY INTERESTED IN? ______________


______________________________________________________________________________________


ARE YOU AVAILABLE REGULARLY EACH WEEK? YES_____________   NO ______________


PLEASE INDICATE THE TIME WHICH YOU WOULD BE AVAILABLE FOR WORK:


MONDAY____________________________________ FRIDAY________________________________


TUESDAY ____________________________________ SATURDAY ____________________________


WEDNESDAY ________________________________ SUNDAY ______________________________


THURSDAY __________________________________ ALMOST ANY TIME____________________


As a benefit, the League provides, through a special policy, excess auto and accident insurance 
to all our volunteers during the course of their volunteer duties.  In this regard, please answer 
the following questions keeping in mind that your responses will be held in the strictest 
confidence by the DFL.


DO YOU HAVE A VALID COLORADO DRIVER’S LICENSE? YES_________   NO __________


DO YOU HAVE A CAR AND WOULD YOU BE WILLING TO DRIVE IT TO TRANSPORT


ANIMALS AS PART OF YOUR VOLUNTEER WORK? YES_________   NO __________


IF YES, IS THE CAR YOU WOULD BE DRIVING COVERED BY LIABILITY INSURANCE?
YES_________   NO__________


HAVE YOU EVER PLED GUILTY TO A TRAFFIC VIOLATION? YES_________   NO__________


IF YES, PLEASE EXPLAIN______________________________________________________________


______________________________________________________________________________________


______________________________________________________________________________________


EXCLUDING A TRAFFIC VIOLATION, HAVE YOU EVER BEEN CONVICTED OF ANY


CRIMINAL OFFENSE? YES________ NO________  IF YES, PLEASE EXPLAIN ______________
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continued…


HOW DID YOU HEAR ABOUT THE DFL VOLUNTEER PROGRAM?________________________


______________________________________________________________________________________


WHY ARE YOU INTERESTED IN BECOMING A DFL VOLUNTEER? ______________________


_____________________________________________________________________________________


DESCRIBE ANY PREVIOUS EXPERIENCE WORKING WITH ANIMALS ____________________


______________________________________________________________________________________


DESCRIBE PRESENT AND PREVIOUS VOLUNTEER JOBS ________________________________


______________________________________________________________________________________


WE WOULD BE INTERESTED IN ANY FURTHER INFORMATION YOU MIGHT 


WISH TO OFFER ______________________________________________________________________


PLEASE LIST TWO (2) REFERENCES, WHO ARE NOT FAMILY MEMBERS:


NAME RELATIONSHIP PHONE NUMBER


NAME RELATIONSHIP PHONE NUMBER


I give my permission to the DFL to verify any of the information given.


(Volunteer Signature)


DEPARTMENT USE:  NEW VOLUNTEER INFORMATION


Specific Dept. Trng.


VOLUNTEER’S NAME __________


Interview Date __________________ Placement_________________  DATE ____________________


Training Date __________________ Shift______________________  TIME ____________________


Interviewer ____________________ Start Date_________________  TRAINER ________________
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Interviewing Potential Volunteers
It makes perfect sense to interview job applicants, but why interview volunteers? Interviewing 
prospective volunteers can help you prevent a bad match, saving you time and frustration in the 
end. Conducting interviews with volunteers shows them that you take your program seriously 
and want to give them a job that’s right for them. 


Since time is always a limiting factor, you may choose not to conduct a one-on-one interview for 
every volunteer position. Many organizations base this decision on the position level. For example, 
an entry-level position for dog walking may not call for an interview. However, it’s best to interview 
volunteers who will be doing adoption counseling to ensure they have the necessary skills to 
handle such a sensitive position.


Here’s some advice to help you make the most of your interviews:


■ Hold the interview in a quiet place free from interruptions. 
Take the interview seriously—don’t answer the phone or perform
other tasks while conducting an interview. Such interruptions 
prevent you from getting to know the volunteer and may make 
the individual uncomfortable. Although the interview doesn’t 
have to be long, allow enough time to explore an applicant’s
interests, experience, and needs so you can best match 
prospective volunteers with the right positions. 


■ Create a list of questions to ask during the interview. Having 
a written list will help keep you on track and make sure you treat 
all potential volunteers equally. Open-ended questions work well 
and can be very revealing. Ask a prospective volunteer what he 
or she would do if an upset citizen confronted him or her about
being denied an adoption. You can also ask the individual to share
his or her views on neutering and euthanasia. Tailor your questions
to the positions. For example, if you are recruiting dog walkers, 
ask them to describe how they would handle a shy or scared dog. 


■ Pay attention to the applicant’s skills. Is the individual 
a good speaker? Does the individual have fund-raising 
experience? Is the individual fluent in Spanish? Consider 
how these skills can help your organization achieve its mission 
and enable volunteers to put their talents to good use. 


■ Clarify both the organization’s and the applicant’s expectations.
Review the job description with the prospective volunteer and 
talk about the various aspects of what’s expected and what is or 
is not permitted. Ask the applicant if he or she is comfortable
performing the tasks listed in the job description. 
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■ Allow time for questions and concerns. Tell applicants 
up front about any unappealing aspects of the job. 
If these are explained well, volunteers will usually be
agreeable. If you’re not honest with them, however, 
they may grow disillusioned and leave. Be prepared 
to answer questions about your organization’s 
position on difficult issues.


At the end of the interview, make sure the applicant knows what will happen next. 
Should the individual wait to hear from you about whether he or she has been accepted? 
If you’ve accepted the individual on the spot, when should he or she start? How will 
training be scheduled? The Dumb Friends League created the friendly “New Volunteer 
Reminder” form on the next page to help fresh volunteers wade through the process.
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New Volunteer Reminder
Thank you for choosing the Dumb Friends 


League to volunteer!  
We welcome you to our organization!


Below are the dates and times you need to mark your calendar:


Training Date: ________________________________________________________
Training Time:  9:00 a.m. – 3:00 p.m. 
in the Education Center on the south side of the Quebec Street shelter.


Specific Department Training Date: ______________________________________
Specific Department Training Time: ______________________________________
Trainer’s Name: ________________________________________________________
Please meet your trainer ________________________________________________


First Shift Date: ____________________________
First Shift Time: ____________________________


❏ Report directly to your supervisor in __________________________________
Supervisor’s Name: ________________________________________________


❏ Please come to the general offices upstairs and we will get you started.


______________________________________________________________________


______________________________________________________________________


If you have any questions or problems, please call 303-696-4941 
ext. 7246 for Jodi Schulz or ext. 7247 for Mary Dechant.  


Thank you!


The staff and the animals will be glad to see you!
p/volunteer/volreminder 11/04/04







To Check or Not to Check?
Whether you conduct reference or background checks—and to what extent—will vary, depending 
on the volunteer positions you offer and your agency’s policies. Calling organizations the person 
has volunteered for, contacting his or her current employer, or checking driving or criminal records 
can be helpful. But it can also be time-consuming, so choose carefully what you decide to check. 


Formal criminal background checks can be expensive and are usually not necessary for most animal 
shelter volunteer programs. The laws related to background checks vary from state to state, so if your
organization is considering such a procedure, be sure to find out what your state’s requirements and limitations
are before proceeding. Also keep in mind that background checks are usually done only in the state in which
the person currently lives; they may not give you historical information from previous states of residence. 


Before implementing any background check system, be sure parameters are set in a written policy
statement explaining how the information obtained will be used. What level of offense would preclude a
prospective volunteer from joining your organization? If someone was charged with trespassing at the age 
of eighteen, would you ban that individual from your program? What if a background check revealed assault
and burglary charges? Which offenses are acceptable and which ones raise a red flag? Creating clear guidelines
now will ensure that all prospective volunteers are treated equally and without discrimination. 


Conducting background or reference checks brings with it greater responsibility for the volunteer manager.
It is crucial that the information obtained in the background check be kept confidential. This information
should not be shared with other staff and volunteers. It should be placed inside a locked filing cabinet and
given the same care accorded to staff personnel files. Electronic files should be password-protected, and only
key management staff should have access to them.


If you do perform reference or background checks, you should first get written permission from the
prospective volunteer. If you check driving records, need proof of insurance, or run background checks 
of criminal records through the police department, you’ll want to create a simple permission form that
prospective volunteers sign. Your best bet is to check work references or references from previous volunteer
jobs, then practice good risk management (see chapter 9). If you do that, you may be able to skip the formal
criminal background check altogether. Discuss your options with your organization’s attorney and have him 
or her review any forms you ask volunteers to sign.


Saying, “No Thanks!”
During the recruitment process, the organization should look for energetic individuals with specific goals 
and talents. Because of people’s overwhelming interest in animals, some animal care organizations and their
volunteer coordinators come to believe that the shelter is there for the volunteers rather than the other way
around. Be careful not to make that mistake. Only accept those volunteers who can meet your needs and 
whose needs you can meet in return. Always remember that it’s better to have just a few good volunteers 
than a number of mediocre ones. Your shelter is not obligated to find opportunities for every willing 
volunteer, but it does need to find a willing and suitable volunteer for every job you need done. 


If you’re not comfortable saying no in the face-to-face interview, you can always follow up with 
a letter or e-mail. Take a look at this sample letter used by the Dumb Friends League:
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Jane Doe
123 Main Street
Denver, CO  80231


Re:  Volunteer Opportunities


Dear Jane,               


Thank you very much for submitting a volunteer application. We appreciate your
considering volunteering at the Dumb Friends League.


Unfortunately at this time, we don’t have a position available for you. We will, however,
keep your application on file for 60 days and will contact you if we are able to place you
within that time.


Again, thank you for your interest in the Dumb Friends League’s volunteer program.


Sincerely,


Jodi Schulz


Jodi L. Schulz
Volunteer Services Manager
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The Volunteer Agreement
Many shelters use a volunteer agreement that sets forth the responsibilities of volunteers and your
organization. It confirms with the volunteer what is expected and can be a helpful tool for letting
volunteers go, when necessary. It can be part of the application, but it may be more effective 
as a stand-alone document that is signed once the person is accepted as a volunteer. 


Keep the agreement simple and clear. Include a statement asserting that volunteers understand
and agree to support the organization’s mission and policies. A copy of the signed agreement
should be given to the volunteer, and the original should be filed in the volunteer’s file. 


The following volunteer agreements can help you develop your own. Of course, be sure 
to have your organization’s attorney review any documents you develop that you will ask 
volunteers to sign.
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City of Seattle
Department of Executive Administration  
Seattle Animal Shelter


SERVICE AGREEMENT FOR REGISTERED VOLUNTEERS


The City of Seattle, acting by and through its Department of Executive Administration (called the “Department”
herein), and _____________________________________ (called the “Volunteer” herein), 
agree as follows:


1.  The Department shall:
a.  Provide the Volunteer with such training, supervision, staff support, work space, uniforms 


and materials as the Department deems necessary to enable the Volunteer to perform 
his/her donated support services;


b.  Provide the Volunteer insurance for an on-the-job injury and personal injury and property damage
liability insurance coverage (limit of $1,000,000 per occurrence, $25,000 per occurrence for medical)
at no cost to the Volunteer for any claims arising out of the Volunteer’s service as a registered
Volunteer. This coverage shall not apply to the Volunteer’s use of automobiles;


c.  Provide Volunteer with authorization to drive a City vehicle when required to do so in performing
official City business at the request of Department and provide liability insurance coverage in the
amount of $500,000 per occurrence, in excess of the Volunteer’s personal auto liability insurance
coverage, which shall be in force only during such times that the Volunteer is acting in a bona fide
capacity, subject to proof of a valid Washington State Driver’s License and proof of personal auto
liability insurance coverage. In the event a claim or legal action arises out of an accident involving
Volunteer’s authorized use of a City vehicle, the Department will request such action be defended 
by the City’s Corporation Counsel, in accordance with provision of Seattle Municipal Code 4.68.030.


2.  The Volunteer shall:
a.  Provide a minimum of eight (8) hours per month for six (6) months performing volunteer service;
b.  Abide by and conform to Department and City policies relative to appearance, discipline,


attendance, caliber of work, and written and oral directives;
c.  Be personally responsible for prompt and accurate recording of his/her hours of actual work 


on forms provided by the Department;
d.  Notify the Department when circumstances dictate termination of his/her volunteer service 


if prior to the date agreed upon in Section 3;
e.  Indemnify and hold the City of Seattle free and harmless from all liability arising out of any and 


all claims, demands, losses, damages, action, judgment of every kind and description which may
occur to or be suffered by the Volunteer by reason of activities arising out of this agreement;


f.  Provide a copy of a current Washington State Driver’s License and a copy of the personal auto 
liability insurance coverage prior to driving a City vehicle.


3. This agreement will be terminated upon ten (10) days’ written or oral notice by either 
party to the other.


DATED THIS ______________________________ DAY OF __________________________ 20 __________


VOLUNTEER NAME (print)____________________________________________________________________


VOLUNTEER SIGNATURE ____________________________________________________________________


ADDRESS ____________________________________________________________________________________


HOME PHONE ______________________________________________________________________________


VOLUNTEER PROJECT (if any) ______________________________________________________________


LOCATION __________________________________________________________________________________


VOLUNTEER PROGRAMS COORDINATOR ____________________________________________________
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As a Volunteer with The Arizona Humane Society (AHS), I agree to:


■ Never strike an animal, or handle or treat an animal in such a way that it would be construed 
as rough or abusive. I will always exercise compassion and care with the animals.


■ Hold absolutely confidential all information that I may obtain, directly or indirectly, concerning
clients, animals and staff. I agree not to seek to obtain confidential information from a client. 
I understand that an intentional or unintentional violation of confidentiality may result in
disciplinary action, including termination by The Arizona Humane Society and/or possible 
legal action by others (i.e., clients, customers).


■ Be available to volunteer for a minimum of 6 months and 50 hours.
■ Become familiar with AHS policies and procedures, and uphold their philosophy and 


standards. I will seek clarification from a Volunteer Services representative, the Lead 
Docent or staff when required.


■ Donate my services to The AHS without contemplation of compensation or future employment.
■ Adhere to AHS policy of not taking pictures on AHS property, and not interfacing 


with members of the media unless otherwise instructed by AHS V.P. level personnel.
■ Be punctual and conscientious, conduct myself with dignity, courtesy, and 


consideration for others, and strive to make my work professional in quality.
■ Purchase and maintain appropriate Volunteer attire and maintain a well-groomed 


appearance for all Volunteer assignments.
■ Attend supplemental and advanced training whenever possible.
■ Carry out my assignments in accordance with AHS training, and seek assistance from 


a Volunteer Services representative, Lead Docent or AHS staff whenever necessary.
■ Limit my activity to my assigned work area unless otherwise directed by a Volunteer 


Services representative, Lead Docent or AHS staff member.
■ Communicate any job-related problems, concerns, differences of opinion, conflicts, 


or suggestions only to the Volunteer Services Manager or Lead Docent.
■ Adhere to sign-in and scheduling procedures.
■ Notify the Volunteer Services Department when I am unable to work as scheduled.
■ Notify the Volunteer Services Department if I choose to discontinue my volunteer 


service with AHS.


I understand that The Arizona Humane Society reserves the right to terminate 
my Volunteer status as a result of any of the following:


• Any abuse or mistreatment of an animal.
• Failure to comply with organizational policies, rules, and other regulations.
• Unsatisfactory attitude, work, or appearance.
• Any other circumstances which, in the judgment of the Volunteer Services Manager 


and/or Volunteer Services Director, would make my continued service as a Volunteer 
contrary to the best interest of The Arizona Humane Society.


I have read and understand each of the above conditions. My signature below indicates 
that I agree to comply with them.


Printed Name Signature Date
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VOLUNTEER AGREEMENT


My name is ______________________ and I hereby agree to accept a position in a voluntary capacity
as a volunteer for The Humane Society of the United States Spay-Neuter and Animal Wellness Center
(hereinafter referred to as The HSUS). I understand that the term voluntary means the way in which
actions or services are rendered to The HSUS. Such actions and services are rendered to The HSUS
with generous and charitable motives. No liability whatsoever will be incurred by The HSUS to
anyone who performs voluntary services. I understand that volunteer means a person who freely
chooses to render services to The HSUS in a voluntary capacity.


Terms and Conditions


Please initial:


______ I fully understand that my services are provided strictly in a voluntary capacity and I agree 
to provide my services to The HSUS strictly as a volunteer. I understand that I will receive 
no compensation, salary, employee benefits or payment of any kind for the services I render.


______ I fully understand The HSUS clinic handles large numbers of animals on a daily basis. 
The temperament of these animals is often unknown to the HSUS clinic staff. I agree 
to hold The HSUS harmless for any injury(s) which I might sustain from handling 
animals during the course of my volunteer duties.


______ I fully understand and agree to assume all risks involved in any and all duties that 
I perform for The HSUS in my volunteer capacity. Such duties might include, but 
are not limited to, animal handling, custodial work, kennel staff assistance and 
other volunteer duties.


______ I agree to familiarize myself with HSUS policies and procedures and will fully comply 
with both the letter and spirit of these policies and procedures.


______ I fully understand that The HSUS expects high standards of moral and ethical treatment 
of animals under its care. I agree to adhere strictly to these standards in my voluntary 
capacity at The HSUS.


______ I agree not to represent The HSUS outside my immediate volunteer capacity. 
The HSUS employs designated spokesperson(s) to handle the concerns of 
animal welfare issues within and outside the Center.


______ I fully understand and agree that either failure to comply with any and all of 
the obligations outlined in this Volunteer Agreement or for any reason whatsoever, 
while performing my volunteer services to The HSUS in a voluntary capacity, 
The HSUS, at its sole discretion, may immediately terminate my services.


Dallas Spay-Neuter and 
Animal Wellness Center
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VOLUNTEER AGREEMENT


By signing below, I hereby accept a position as a Volunteer for the Dumb Friends League 
(the “League”), upon the following terms, conditions and understandings:


Terms and Conditions


1. My services to the League are provided strictly in a voluntary capacity as a Volunteer, and without
any express or implied promise of salary, compensation or other payment of any kind whatsoever.


2. My services are furnished without any employment-type benefits, including employment 
insurance programs, worker’s compensation accrual in any form, vacations or sick time.


3. I will familiarize myself and comply with the League’s policies and procedures applicable to
Volunteers.  In particular, I fully understand that the League expects high standards of moral
and ethical treatment of the animals under its care. I will adhere strictly to these standards 
in my capacity as a Volunteer.


4. I understand that the League, without notice or hearing, may terminate my services 
as a Volunteer at any time, with or without reason.


Release


1. I understand that the handling of animals and other Volunteer activities on behalf of the League
may place me in a hazardous situation and could result in injury to me or my personal property.
On behalf of myself, and my heirs, personal representatives and assigns, I hereby release,
discharge, indemnify and hold harmless the League and its directors, officers, employees and
agents from any and all claims, causes of action and demands of any nature, whether known or
unknown, arising out of or in connection with my Volunteer activities on behalf of the League.


2. Understanding that public relations is an important part of a Volunteer’s activities on behalf 
of the League, I hereby authorize the League to use any photographs of me in its possession 
for public relations purposes. I ask that the League use reasonable efforts to give me advance 
notice of any such use, but such notification is not a condition to release photographs for public
relations purposes.


Date Signature of Volunteer Signature of Dumb Friends League
Representative


If you are under 18, we must have your parent or legal guardian’s signature below.


PARENT OR LEGAL GUARDIAN
(OF VOLUNTEERS 17 AND YOUNGER)


As a parent or legal guardian of the above-named Volunteer, I hereby give consent for my child or 
ward, as the case may be, to become a Volunteer for the Dumb Friends League as described in the 
above Volunteer Agreement and, by the signature below, join in and agree to be bound by the 
terms and conditions of the Release on the preceding page.


Date Parent or Legal Guardian
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Volunteers are the lifeblood of our organization. Whether your knack is stuffing envelopes,
cuddling with the cats, grooming dogs, working on special projects, or walking the dogs, you 
are making a positive contribution and difference in the lives of the animals at the shelter.


As a volunteer representing Wayside, your conduct and interaction with staff, other volunteers and 
the public is expected to always be professional and courteous. In volunteering, you are making a
commitment to staff and the animals to carry out, to the best of your abilities, the tasks you have 
pledged to perform. 


The Volunteer Code of Ethics clarifies the expectations and principles for Wayside volunteers.
Should a volunteer display unprofessional, dishonest or disrespectful behavior or exhibit a lack 
of self discipline, the volunteer will be asked to leave the premises. Such behavior could be grounds
for termination of volunteer status. 


Volunteer Code of Ethics
As a Wayside volunteer, I pledge to


Respect


■ Respect others even though I may not agree with them
■ Display courtesy, sensitivity, consideration and compassion for people and animals
■ Use good judgment in recognizing the scope of authority of staff members


Safety


■ Keep safety at the forefront of all volunteer activities
■ Follow the rules presented to me in training
■ Respect and use equipment and supplies as they are intended
■ Report all injuries immediately to a staff person


Quality


■ Perform all tasks to the best of my ability
■ Ask for help when needed
■ Recognize training is essential to maintain safe shelter practices


Self Discipline


■ Recognize my limitations and those of others
■ Set boundaries for myself—know my limits with the animals and other activities
■ Hold myself accountable for the commitments I undertake
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continued…


Communication


■ Recognize I communicate both verbally and non-verbally
■ Listen to the needs of others
■ Advise shelter personnel of relevant information regarding 


the animals and my involvement at the shelter


Commitment


■ Recognize true commitment comes from within
■ Respect that people and animals count on me to honor my commitments
■ Work together with staff and other volunteers to meet Wayside’s goals


Welfare


■ Value my role in the maintenance and growth of the organization
■ Strive to promote a positive environment
■ Respect and support all people and animals


______________________________________________________________________________________
Volunteer Signature Date


You have never really lived until you’ve done something
for someone who can never repay you.


—Unknown


No act of kindness, however small, is ever wasted.
—Aesop
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After they’ve been screened and accepted into the volunteer program, all volunteers should receive 
training before starting work. The goal of any good training program is to help volunteers perform 


their jobs well, confidently, and independently, without having to constantly interrupt the staff to ask questions.
Make sure you provide volunteers with the knowledge and the tools required to complete tasks on their own. 


The level of training provided will likely depend on the complexity of the positions. The more
responsibility a volunteer has, the more training and supervision the individual requires. Untrained 
volunteers are less productive, demand more staff assistance, and make more mistakes, costing you 
much more time in the long run. You’ve taken the time to properly screen and orient volunteers, 
so don’t drop the ball now! 


Investing in a training program provides benefits over and above productive volunteers: some
organizations say that their well-trained volunteers have more experience than do newly hired staff and 
can serve as mentors to them. And the training you develop for volunteers can be “recycled” for new 
staff, too. Consider having all new staff members attend your volunteer orientation and training sessions. 


Creating a Comprehensive 
Volunteer Training Program
Most shelters find it helpful to provide a general animal-handling course for all volunteers. Chances are 
good that even volunteers who are only doing data-entry work will interact with animals in some way while 
at the shelter. Volunteers will need to have some basic knowledge of animal behavior and handling to assist
and keep themselves, the public, and the animals safe. 


In the general training session, volunteers should be told basic rules and expectations. Volunteers 
should know the “boundaries” of their work in the shelter and understand the consequences of not 
respecting those rules (see below). Be sure to talk as well about all of the benefits they receive as 
volunteers. Allow plenty of time for questions and discussion.


Keep these tips in mind when developing your volunteer training programs:


■ Tailor the training to the job and be specific. Even tasks that seem
easy, such as dog walking, require thorough training. Volunteers who
are new to the shelter environment may not know how to read animal
behavior or control the spread of disease. Volunteers with pets at
home may come in thinking they “know cats and dogs” and don’t
need comprehensive training; however, they may never have
interacted with large, stressed, unsocialized, and unpredictable


Chapter 6 


Training 
Volunteers
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animals who don’t behave as do their own pets. No 
matter what the volunteer’s stated experience, require 
all volunteers to attend general training and special
training for their respective jobs. 


■ Teach volunteers all the basics. Volunteers need to know
how critical disease control is to every shelter. Be sure 
to teach them to wash their hands before handling each
animal and how important it is to keep animals separated.
Also teach basic tasks, including how to remove animals
from their kennels safely to avoid injury (to the volunteer
or animal). 


■ Write it down. The more written, posted procedures 
you can offer volunteers, the better your program will 
be. Volunteers usually work one day a week at the most, so
it will take longer for them to remember basic protocols.
Step-by-step instructions help, even for some of the
simplest tasks. Written protocols allow volunteers to take
initiative (and not interrupt the staff every five minutes
with a question about how a task should be completed).
One great training tool is How to Do Almost Anything in 
the Shelter (Humane Society of the United States 2002). 


■ Set clear boundaries. Explicitly teach and show volunteers
which animals they can work with and which they cannot.
Volunteers should not handle animals being held for
rabies quarantine, unadoptable animals, animals with
severe medical or behavior problems (such as aggression),
or animals scheduled for euthanasia. Help volunteers
understand why these limitations exist and how decisions
are made about animals. The staff and management 
of the organization, not the volunteers, should decide 
the disposition of animals at the shelter. Volunteers 
should be expected to support such decisions and 
keep the decisions confidential.


■ Be creative. Adults learn in a variety of ways, so try to 
use different training techniques. These can include 
visual aids, role-play, and learning by doing. Animal 
Care Training Programs (www.4act.com: click on 
Additional Resources) offers a helpful series of 
training tapes for animal shelter staff and volunteers. 


■ Take charge. It is crucial that volunteers understand 
the hierarchy of leadership: who is in charge and who has
the final say. Don’t walk on eggshells with your volunteers.
While volunteer integration is important to make the
program work, volunteers need to understand through
training that their role is one of support, not goal setting,
policy making, or program direction.  


■ Teach tools of the trade. To be successful, volunteers 
need to have appropriate tools (for example, grooming
supplies) and know how to use them. Find an accessible
area where items can be stored for easy access by volunteers.
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■ Cross-train your volunteers. Cross-training helps
volunteers fill in other jobs as needed. It also broadens
their understanding of the organization and can 
increase your organization’s scheduling flexibility. 


■ Test their knowledge. If volunteers know they will 
be tested, they may be more likely to pay attention, 
and an occasional “pop quiz” gives you the added 
benefit of peace of mind, once you know your 
volunteers understand what to do. 


■ Keep records of who has been trained in which areas.
You’ll want to make sure each volunteer has completed 
his or her full training requirements before being let 
loose in the shelter. This information should be 
indicated in each volunteer’s personnel file. 


■ Remember your full-timers. Make sure your staff 
receives at least the same level of training as do 
your volunteers (see chapter 10).


■ Designate a “trial period.” For a smooth volunteer
transition into the organization, consider designating 
a trial period in which all new volunteers are considered 
to be “in training.” This gives staff a chance to observe
new volunteers and to feel free to provide guidance
without worrying about offending them. Volunteers 
“in training” can wear a special badge to allow others 
to identify them and help them feel welcome. Consider
having a review meeting with volunteers when they
complete their “in training” period to see how the 
job is working out for them. 


■ Consider color-coding volunteers. The Humane Society 
of Austin and Travis County (Texas) color-codes the dogs
at the shelter based on behavior issues and codes its
volunteers to match! To ensure consistency of handling, 
all new volunteers, regardless of their experience, start 
out being coded “green,” with access only to the most
tractable dogs. Volunteers must achieve milestones (such 
as a certain number of hours volunteered) and attend
training classes to be permitted to handle more
challenging dogs, who have been assigned to the 
next color-coded level, and so on. 


■ Use volunteer trainers. Once the program is up and
running, consider using well-trained volunteers to 
teach new volunteers the ropes. Continuing education 
is as important for volunteers as it is for staff. Keep 
in mind that the more you increase a volunteer’s
responsibilities, the more time staff members must 
spend training the volunteer. Experienced, well-trained
volunteer mentors can make this training easier. At 
the Seattle Animal Shelter, the volunteer program 
is implemented by a large group of volunteer team 
leaders. The volunteer manager helps coordinate 
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the team leaders, but the leaders are in charge of their 
own programs and recruit, train, and supervise the
volunteers beneath them. This setup has proven to 
be very successful for the shelter and helps take some 
of the coordinating burden off the volunteer manager. 


Developing the Volunteer Manual
One of the first training tools you will need to develop is your volunteer manual, which should
include policies and procedures to help you manage the program and give volunteers a head 
start in learning about the organization. The manual provides a great training tool and serves 
as a good reference for volunteers. It should include information to help volunteers feel “in 
the know” and enable them to assist visitors; the content should also empower volunteers 
to function independently within the guidelines of the organization. 


The volunteer manual should be friendly, welcoming, and warm while still conveying the
importance of the organization’s policies. You don’t want to overburden volunteers with too many
rules and policies but creating some structure is necessary. A good place to start is your employee
manuals and your written standard operating procedures. (If you don’t have such tools for staff,
then reread chapter 1.) Sample volunteer manuals are available on the HSUS web site for shelters 
at www.AnimalSheltering.org; these may serve as models for your own manual. 


When creating your manual, consider including the following:


■ A welcome letter from the executive director or governing
leadership of the organization. A simple welcome letter
thanking volunteers for dedicating their time to your
organization sets a friendly tone for the manual.


■ The organization’s mission statement. Volunteers who
choose to spend their time helping your cause should 
have a clear understanding of the organization’s mission
and goals. If you develop a separate mission statement 
for the volunteer program, include that as well. It should
be clear to all volunteers where your organization is
heading and what it is striving to accomplish. After all, 
the volunteers are there to help you meet those goals!


■ A brief history of your organization and its
achievements. No doubt your shelter is proud 
of its many accomplishments. Tell volunteers about 
them! Not only will the history lesson give volunteers 
a sense of pride, but it also will help them see just 
what can be accomplished by dedicating the proper 
time and resources. 


■ A list of services your shelter provides. Do you offer pet-
loss support groups? Do you have a low-cost spay/neuter
program? Do you provide animal control services to the
community? Volunteers may not be familiar with all your
organization has to offer the community. Briefly describe
each of your programs and services. 
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■ Description of shelter policies. Provide an overview 
of some of your main operating policies and procedures.
Explaining the requirements of your adoption process 
and the length of your holding period will help volunteers
understand the “hows” and “whys” of what you do and 
will help prevent misunderstandings. Make it clear that
volunteers are expected to adhere to the organization’s
position and serve as its representatives.


■ Organizational philosophy on sensitive issues.
Volunteers need to know the organization’s philosophical
stance on complex issues that face the animal-sheltering
community. Euthanasia is a prime example. It’s essential
for volunteers to understand generally how euthanasia
decisions are made and what method is used. Even if 
your shelter is limited admission (or, in more common 
but less accurate terms, “no-kill”), animals may still need
to be euthanized if they become ill or aggressive. Some
shelters have found it helpful to draw up one statement
clearly outlining why euthanasia decisions shouldn’t 
be questioned and another “compassion” statement
explaining why it is hard for staff to be questioned 
about these decisions.


■ Hours of operation. Are the adoption hours different
from the general operating hours? On which holidays 
is the shelter closed to the public? List all hours and days
of operation so volunteers not only know when to show up
but also can educate the public. If off-hours volunteering
is permitted, specify the hours that volunteers can work 
at the shelter when it’s closed to the public.


■ A list of important phone numbers and other contact
information. Provide a list of all staff work extensions,
particularly those for staff who supervise or work with
volunteers. Be sure to include your organization’s 
address and web site as well. Do you use e-mail? If so,
provide appropriate e-mail addresses that volunteers 
can use to reach key personnel—particularly the 
director of volunteers.


■ Organizational chart. Including an organizational 
chart provides a great visual picture of how the shelter is
structured and who reports to whom. Are your volunteers
included on your organizational chart? They should be!
Also clearly explain how the organization is structured 
and funded. Are you a nonprofit with a board of directors,
or are you a department of the local government funded
by tax dollars?


■ A map of the building. Help volunteers get the lay of 
the land. Include a copy of the building floor plan in the
manual and indicate areas that are off-limits to volunteers,
such as the rabies-quarantine areas and euthanasia room.
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■ Statistics. Consider providing animal intake, adoption,
and euthanasia statistics for the past year. It may be
helpful to include statistics about the number of calls the
shelter receives or the number of requests for assistance
animal control responds to each month. Any statistics 
that provide a broader picture of the organization and 
how many services you offer are helpful to volunteers 
and will make them better advocates for your cause.


■ Volunteer position descriptions. Include a list 
of positions available to volunteers and the duties 
and skills required for each one.


■ Volunteer rights, responsibilities, and privileges.
Clearly spell out what’s expected of your volunteers 
as well as what they can expect—respect and
appreciation—in return. 


■ Scheduling and sign-in procedures. Make sure 
volunteers know how to schedule their volunteer time 
and that they’re expected to show up for their shift.
Provide instructions for signing in and out to ensure
accurate tracking of donated time. Is there a minimum
overall time commitment? Do you want volunteers 
to commit to a minimum of ten hours per month for 
six months? If so, indicate this clearly. Who should 
a volunteer notify if he or she is sick or otherwise 
cannot make it to an assigned shift?


■ Training requirements and the “in training” period.
If all new volunteers must complete an “in training”
period, explain that in your manual. Include a 
description of what training is offered and required. 
As a benefit of volunteering, will volunteers be permitted
to attend training sessions provided to the staff? If so, 
state in the manual that such benefits are available.


■ General animal handling and behavior information.
Consider providing a list of dos and don’ts when working
with animals at the shelter. You can also include a glossary
of common terms volunteers may hear in the shelter, such
as the names of various diseases. Such written information
should be provided in conjunction with a comprehensive
training program. 


■ Reimbursements to volunteers. If volunteers transport
animals to off-site adoption centers or wildlife
rehabilitators as part of their duties, they should be
offered reimbursement for their mileage. Reimbursement
qualifications should be detailed in the manual.


■ Confidentiality policy. If they work in the shelter,
volunteers may have access to computer records and 
other information that may be confidential. Clearly 
state that volunteers are not permitted to share such
information with others.
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■ Evaluation procedures. Will volunteers be reviewed
annually? Is there an initial review after the specified 
“in training” period? Explain your evaluation 
procedures so volunteers know what to expect. 


■ Policy on work attire. Is there a dress code for volunteers?
Do you expect your volunteers to wear a special smock, 
T-shirt, or name tag during their shifts that identifies 
them as volunteers? Explain reasons for dress codes: 
for example, long pants (not shorts) protect skin from
animal scratches and nonskid, rubber-soled shoes 
protect against falls on slippery kennel floors. 


■ Policy on personal belongings. Tell volunteers that 
the shelter provides a place for volunteers to store their
coats and other personal belongings. Recommend that
volunteers keep valuables with them or locked in their
vehicles. Include a notice that the organization is not
responsible for personal items left in the shelter.


■ Policy on visitors and personal guests. Your manual
should explain that unless the friend is also a volunteer
with your organization, volunteers cannot bring friends
along on their shifts to “help out.” Also explain that
volunteers should not bring their children to the shelter.
Clearly outline what’s acceptable so you don’t end up 
with any surprise guests tagging along with volunteers
during their shifts.


■ Sexual harassment policy and antidiscrimination policy.
The policies in place for staff hold true for volunteers 
with regard to sexual harassment and discrimination. 
Be sure to include a copy of such policies for volunteers.


■ Parking policy. Are there designated areas where
volunteers should park? Are parking permits 
required in any areas?


■ Alcohol and drug policy. Clearly state that any 
volunteer under the influence of alcohol or drugs 
will not be permitted on the property. 


■ Description of designated eating and smoking areas.
How often are breaks allowed? Can volunteers take 
breaks in the staff break room? If not, be sure to 
tell them where they can go to unwind.


■ Safety information. State which vaccinations are
recommended or required for volunteers who have 
direct contact with animals in the shelter. Include 
general information on disease control and recognition.
Also include fire alarm and evacuation procedures. 
(For more on safety issues, see chapter 9.)
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■ What to do if bitten or scratched. State clearly that 
any volunteer who has been bitten or scratched must
report the incident immediately to a staff member. 
Since many volunteers are afraid to report scratches 
or bites to protect an animal from being euthanized 
for rabies testing, stress the seriousness of rabies and 
other animal-related health and safety concerns. 
Explain the quarantine process. Stress that for the 
safety of the volunteer and all others, failure to report 
such incidents will result in the volunteer’s termination. 


■ Grievance policy. Outline the chain of command 
so volunteers can report concerns to the appropriate 
staff member. Detail the steps they can take to make
complaints and let the volunteers know that you 
take their problems seriously. 


■ Tax deductions. Volunteers may be eligible to claim
deductions on their tax returns for travel time to and 
from volunteer assignments. You may want to mention 
this in your manual and encourage volunteers to check
with their tax advisor.


■ Media information. Tell volunteers how to respond 
to media. For example, if a reporter approaches or
contacts a volunteer, what should the volunteer do? 
Is he or she permitted to speak on behalf of the
organization? Or should the volunteer refer the 
reporter to a designated spokesperson? 


■ A “FAQ” (frequently asked questions) page.
Providing volunteers with a page or two of frequently
asked questions and answers is a great reference. 
Including the answers to the most common questions 
will keep you from having to repeat them.


■ Termination policy. Explain that volunteers should tell
the volunteer coordinator or other designated staff if they
intend to stop volunteering for any reason. Encourage
departing volunteers to provide feedback, which can help
you improve your program. State how much you value
their work and remind volunteers to discuss any concerns
or grievances with the volunteer manager. Providing
volunteers with these instructions will help you make 
the volunteer’s resignation smoother—and may even 
cause him or her to reconsider leaving!


Remember that you will need to monitor, review, and update policies frequently 
for both staff and volunteers. Things change, so flexibility and frequent updates are 
important to ensure the accuracy of your policies.
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Why Do You Need a Schedule?


Part of managing volunteers is mastering the art of juggling schedules. Without a schedule, a host of 
problems can develop. Staff may not know when to expect volunteers (it’s difficult to complete a project 


if no one shows up). Too many volunteers may decide to come in at once and end up overwhelming the 
staff, or volunteers with identical jobs may show up at the same time. They may even think you don’t 
need them and stop coming altogether. 


Creating a schedule helps you avoid these situations and see who is (and is not) coming in; 
a schedule also helps you evaluate where help is lacking.


How Strict Should the Schedule Be?
Some positions may not require scheduling at all. For example, some organizations permit volunteers 
who socialize cats to come and go as they please rather than adhering to a specific schedule. Other positions
may need a schedule—adoption counseling or front desk volunteer—so you are sure to have enough 
help when you need it. Your schedule should be tailored to the needs of your organization as well as 
the volunteers’ availability. 


In a 2001 study of executive volunteers at the March of Dimes (Farmer and Fedor 2001), researchers 
found that when an organization’s demands on a volunteer interfered with family life and paid work activities,
volunteer commitment decreased: volunteers worked fewer hours per month and donated less money. “Being
sensitive to scheduling difficulties, and (especially) to the way in which the demands placed upon volunteers
can negatively spillover into their work and home roles, should be a priority for volunteer organizations’ paid
staff,” suggests the researchers (Farmer and Fedor 2001, 14).


Volunteer time needs to be spent wisely and respectfully. Never waste it. You need to preplan assignments
before volunteers arrive to ensure there will be meaningful work waiting for them during their shifts. And if
there isn’t any work for a volunteer to do, call him or her before the shift. Work with each volunteer to develop
a schedule that works for that individual. That way, volunteers are more likely to arrive when they promise, 
and they can fit their duties into a schedule that doesn’t interfere with other obligations. The more you can
accommodate volunteers’ busy lives, the more likely they are to give you what you need. Volunteers will
appreciate your efforts, thereby helping to bolster dedication to your program.  


How to Create a Schedule
When developing a schedule, work with staff first to determine when and how many volunteers are needed 
for each position. Then recruit for each time slot you need filled. 


Chapter 7 


Scheduling and 
Record Keeping
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If you already have volunteers coming in at will, without a schedule, work with them to
implement one. Explain that you want to maximize their time and that you need them to help 
you identify and plan which shifts they will work. Allow them to choose the times that work 
best for them and meet your needs as well. Volunteers are more likely to cooperate with new
procedures if they feel they’ve had a say in how those procedures are developed.


At the Capital Area Humane Society, the volunteer coordinator doesn’t create a schedule.
Instead, she maintains a white board in her office where staff can list projects needing volunteer
help. Volunteers know to check the board, pick a task, and seek the staff member who listed it. 
This method provides a great opportunity for staff to seek volunteer help and for volunteers 
to choose what jobs they want to do. 


Sign-in Procedures and Time Sheets
All volunteers should sign in at the beginning of their shifts and sign out at the end on a sheet 
that’s accessible to all of them. Not only will this help you to keep track of who is coming in as
scheduled and who is missing assignments but it also will be invaluable for personnel safety. 
(You want to know who is in the building in case of a fire or other emergency.)


Consider placing a volunteer sign-in bulletin board in a well-traveled area, preferably away 
from public view. Such a volunteer sign-in area can also serve as an information and communication
center for posted notices about pertinent policy changes or events and volunteer recognition.
However, it only works if the information on the board is kept current! If you stop updating it,
volunteers may stop checking it and forget to sign in.


In addition to a sign-in sheet, consider having each volunteer submit a time sheet regularly to
help you track individual contributions to the organization. Time sheets are particularly important
for off-site volunteers, including those who maintain your web site from home or who conduct
humane education programs at local schools. Since these volunteers cannot sign in and out 
on your master log at the shelter, you need a way to include their hours in your records. 


It can be difficult to track hours for some positions, such as foster care. You may need to
develop some simple formulas for crediting such volunteer positions. For example, the Capital 
Area Humane Society credits fosterers with two hours of volunteer work per day while fostering 
an animal to compensate for care, feeding, and socialization. 
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Capital Area Humane Society
DAILY VOLUNTEER LOG SHEET


DATE:


VOLUNTEER NAME 
(PRINT CLEARLY)


WHAT YOU DID TODAY TIME IN TIME OUT TOTAL


1


2


3


4


5


6


7


8


9


10


11


12


13


14


15


16


17


18


19


20


21


22


23


24


25


26
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MONADNOCK HUMANE SOCIETY
VOLUNTEER DEPARTMENT


VOLUNTEER LOG 


NAME OF VOLUNTEER: ______________________________________________________________
(LAST) (FIRST)


PHONE: ______________________________________________________________________________
(AREA CODE) – (NUMBER)


EMERGENCY CONTACT: __________________________PHONE: ____________________________


[insert volunteer’s 
last name here]


DATE TIME IN TIME OUT JOB CODE


1/18/03 10:00 am 12:00 pm GO


DATE TIME IN TIME OUT JOB CODE
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Tracking Individual Volunteer Records
It’s important to keep a file for every volunteer; consider including the following in each file:


■ The volunteer’s basic contact information, 
including emergency contact and physician


■ Any relevant personal information, including 
birthday, spouse’s name, and pets’ names


■ A copy of the completed volunteer application 


■ A signed permission form to conduct reference 
or background checks (if your organization 
uses such checks)


■ A copy of the job description 


■ Signed volunteer agreement


■ Signed liability waiver (see chapter 9)


■ The assigned schedule and any information 
detailing general availability


■ Summary of hours worked and time sheets


■ A list of completed training 


■ Any performance reviews, documents detailing 
problems, discussions, and achievement recognition. 
(Like staff performance, volunteer performance 
should be evaluated.) 


Such files should be kept for all active volunteers. Ellis and Noyes (1990) suggest keeping 
such files for five years after the volunteer has left the organization. That should be sufficient
documentation in case of an IRS audit or insurance question. It’s a good idea to keep inactive
volunteers on your general organizational mailing list so they continue to receive your newsletter
and fund-raising mailings! (Of course, share your list of active volunteers with your fund-raising
staff, too.)


Overall Program Data to Track
To determine what kind of data to track, decide first what you want to know about your program.
Do you want to know the number of on-site or off-site hours volunteers have contributed? Do you
want to track volunteer retention and turnover rates for the year? Do you want to know how much
money volunteers have raised? Do you want to know how many adoptions volunteers facilitated 
and the number of follow-up calls they made after adoption? Once you’ve determined what you
want to know, it’s easier to develop a tracking system.


So often, when asked how successful an organization’s volunteer program is, the director
responds proudly by saying something like, “We have fifty volunteers who contributed over five
hundred hours last year.” Does the director know what was actually accomplished during those
hours? Rather than simply adding up the hours volunteers contributed, try to quantify their 
efforts. What you really want to know is how your volunteers helped your cause. 
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Tracking such data doesn’t require an advanced degree, just a little advance planning and
organization. In fact, the simpler your tracking system, the more consistent volunteers will be 
in tracking their activities. The benefits of having program data are enormous. Recording the
accomplishments of your volunteers can help you obtain funding from foundations, individual
donors, and the local government. A review of accomplishments also motivates volunteers and
encourages involvement of staff, who can see direct evidence of volunteer participation. Consider
using the data as part of your annual report to highlight your volunteer program.


Need some ideas to get you started? Consider measuring:


■ Number of volunteers involved during the past year
(with a good tracking program, these data can be broken
down by gender, ethnicity, age, etc., as needed).


■ Number of total volunteer hours contributed. (It may
also be helpful to determine the total monetary value 
of your volunteers’ time. According to the Independent
Sector [IndependentSector.org], the dollar value of volunteer
time was $17.19 per hour for 2003.)


■ Number of animals and people volunteers helped 
and in what ways. (For example, if you have a foster 
care program, how many animals did volunteers foster
who were later adopted into new homes?)


■ Monetary donations from volunteers. Consider 
in-kind donations of equipment and supplies from
volunteers as well as out-of-pocket expenses for which
volunteers decline reimbursement.


■ Volunteer activities and successes. Stories 
of volunteers helping animals can be used for 
fund-raising and recognition events.


Volunteer Management Software
A wide range of software programs can help you track this information and other data for 
your volunteer program. Many shelters who use Volunteer Works by Red Ridge report great 
success. The cost of the software is close to $1,000, but the time and effort it saves may be 
well worth the price tag. For details about the program’s features, check out www.redridge.com
(click on “Volunteer Works”).


The Raiser’s Edge fund-raising software by Black Baud also has a volunteer 
component that some shelters have found helpful. For more information on the software, 
visit www.blackbaud.com/solutions/raisersedge.asp. Samaritan Technologies (www.samaritan.com)
offers customizable volunteer management software free for nonprofits with fewer than one 
hundred volunteers. Volunteer Software (www.volsoft.com) offers its Volunteer Reporter software 
for approximately $700. The E-Volunteerism web site contains an article on the various volunteer
management software programs available; visit http://e-volunteerism.com/quarterly/02win/web2b.php.
(To obtain the complete article, you must either be a member of the e-volunteerism journal 
or purchase a copy online for $3.) 
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This chapter is based on materials and publications developed by The National Association 
of Humane and Environmental Education (NAHEE), the youth education division of 
The Humane Society of the United States. For more information on service learning 
and humane education programs, visit NAHEE online at www.nahee.org.


Do You Want to Involve Kids 
in Your Volunteer Program?


Incorporating kids into a volunteer program can prove to be challenging. On the one hand, a youth
volunteer program provides a unique opportunity to help young citizens grow into better educated,


compassionate adults; responsible pet caregivers; and supporters of animal protection. On the other 
hand, inviting kids to work in the shelter requires a much greater level of supervision and more tightly
structured activities and involves more liability. 


It may be tempting for shelters to simply require that all volunteers be at least eighteen years old to
participate, but compelling evidence demonstrates why you should seriously consider involving younger 
people in your volunteer programs. Consider the following statistics from Independent Sector (2001):


■ Forty-four percent of adults volunteer, and two-thirds of these
volunteers began volunteering their time when they were young.


■ Adults who began volunteering as young people are twice as likely 
to volunteer as those who did not volunteer when they were younger.


■ In every income and age group, those who volunteered as 
young people give and volunteer more than those who did not.


■ Those who volunteered as young people, and whose parents
volunteered, became the most generous adults in giving time.


These statistics certainly provide a strong argument for youth involvement. And youth are already involved
in volunteer service to a large extent. In fact, a recent Independent Sector study (2001) revealed that more
than half of all teens (59.3 percent) volunteer somewhere; their charitable activities cover everything from
health and human services to education and protecting the environment. In 1995 13.3 million teenagers 
gave 2.4 billion hours of volunteer time: sorting and handing out food for the homeless; painting over 
graffiti; tutoring and coaching; restoring wildlife habitats; and organizing pet-food drives. Forty-one 
percent of teens each contributed an average of $82 of their own money to charitable organizations.


Chapter 8 


Working with 
Young Volunteers
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These findings have important implications for grassroots organizations, because they can
benefit in so many ways from young people’s enthusiasm for delivering needed services to the
community. This is particularly important for animal care and control agencies because so much
interest and ethical concern among teenagers focuses on animal protection. 


What Are the Roadblocks 
to Involving Youth?
The potential pitfalls of managing a youth program—scheduling problems, dropout rates, and 
staff-volunteer conflicts—mirror those encountered in any volunteer program. Running a successful
program requires significant investment of time and resources in planning, organizing, training,
supervising, and evaluating. Working with teens raises additional issues as well. Do local laws 
limit the number of hours a minor may volunteer? Does your insurance cover minors? Do special
provisions cover teens working off-site, such as at your annual dog walk? What about riding in 
your shelter’s vehicle? 


Opinions vary widely regarding whether to welcome teen volunteers and what kinds of tasks
they should be given. Animal care and control organizations sometimes avoid young volunteers
because of the associated risks and liability issues or because they feel teens can be unreliable,
difficult to supervise, difficult to schedule, or unable (or unwilling) to make a long-term
commitment. 


Some agencies require a parent or guardian to accompany youngsters during their volunteer
shift, an arrangement requiring extra supervision for that extra individual. Other agencies restrict
youth involvement to a well-structured humane education program or “camp” where the goal is
education rather than hands-on assistance. 


Research your options. Weigh the costs and benefits to determine if starting a youth program 
is a good move for your organization. If the answer is no, don’t let that stop you from collaborating
with young people. There are many worthwhile ways of involving teens in your work with minimal
risk and only a small investment of time. For example, instead of developing a formal, full-blown
youth program and involving young people in direct care of animals, concentrate on enlisting teens’
help with individual projects, such as an advocacy campaign, fund-raising drive, or public awareness
initiative. Check with local schools about “service-learning” programs, an excellent way of reaping
the benefits of working with young people while at the same time avoiding some of the pitfalls—
risk and liability issues, drop-out rates, and problems associated with reliability, punctuality, 
and supervision.


What Is Service Learning?
Service learning is an educational model—a way of learning that lets students engage in meaningful
community service as long as it relates to what they are learning in a particular class. Ideally, what
kids are learning in the classroom should help them complete the service component of the
program, and the service component should add to students’ knowledge of the academic subject.
So, in the process of serving their communities, students gain practical knowledge of the subjects
they’re studying: foreign culture, history, environmental protection, computer science, social
studies—whatever the subject may be. By connecting students to their communities, service 
learning produces better, more active learners and more involved citizens.


Due largely to federal initiatives aimed at increasing youth service (including the National and
Community Service Act of 1990, which provides schools with grants), schools in all fifty states now
have service-learning programs. According to the National Center for Education Statistics (U.S.
Department of Education 1999), during the 1998–99 academic year, 83 percent of U.S. high schools
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had students participating in some form of community service; 71 percent arranged 
community-service opportunities for students; and 46 percent had students participating 
in service-learning programs.


Many of the projects students might undertake for your organization lend themselves to the
service-learning concept because the tasks are so easy to integrate with academic work. Students 
in computer and media labs and art and photography clubs, for example, often have access to 
state-of-the-art equipment and know how to use it. These students can help develop or update 
your web site and newsletter; help with graphic design; create school bulletin boards with photos
and descriptions of animals up for adoption; and script and produce public service announcements
to air on public-access television. With help from its school’s video production class, a club of twenty
high school students from Tacoma, Washington, produced a four-minute educational video, Protect
Your Pet! Spay or Neuter, that was distributed to schools and television stations. The club’s mentor 
and education director at Mt. Tacoma Humane Society (where much of the footage was shot) 
uses the video in his humane-education presentations.


Young people can represent your shelter effectively at adoption sites and special events;
organize collections of pet food and supplies in their communities; set up information tables 
in school cafeterias; and staff booths at conferences and exhibits. 


There are five key benefits of a service-learning program:


1. It helps you fill a real need in the community, 
by increasing pet adoptions, for example, or 
promoting responsible pet care.


2. It provides a variety of assignments. Students are
expected to gain practical knowledge of the subjects 
they are studying, such as computer science, social 
studies, physical education, or language arts. Your 
shelter can recruit teens for many different tasks, 
not simply for animal care.


3. It attracts kids inclined to practice good citizenship.
Young people who demonstrate initiative, concern,
responsibility, teamwork, and involvement in public 
life are an asset to you and your community.


4. It is generally long term. Students must commit a
certain number of hours to your organization, often 
over the course of a semester or a school year. That helps
minimize problems such as poor attendance, tardiness,
and dropping out. Because teachers, not your staff, are
primarily responsible for ensuring that students meet
their obligations, you do not have to act as an “enforcer.”


5. It helps you gain energetic advocates for your cause.
Students think, write, and talk about their experiences,
using journals, articles, reports, photos, videos, group
discussions, speeches, and presentations. As they reflect 
on what they have learned from and contributed to 
your organization, they also share their knowledge 
and experience with schoolmates, family, and others 
in the community.
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It’s easy to see how working with a service-learning program can help you avoid some of the
problems normally associated with youth volunteers in the shelter. Just remember to make sure 
the tasks students perform for your shelter meet not just your needs but the students’ needs, too.


How to Start a Service-Learning Program
Determining your shelter’s needs and identifying duties suitable for young people will help you
develop a clear strategy. As with your main volunteer program, clear job descriptions and defined
roles are crucial to successful relationships with these students.


Next, consider your training and support needs. Perhaps you should visit other shelters that
take advantage of service-learning programs. Learn as much as you can about what other shelters
do, what works and what doesn’t. In your planning process, involve people from your community,
including teachers, school administrators, and teens themselves. 


The Independent Sector’s study on youth volunteerism (2001) revealed that teen volunteers
initially get involved through school (50 percent) and/or a religious institution (53 percent). 
Browse through schools’ web sites to glean preliminary information about their clubs, youth 
service activities, and courses with a service-learning component; these pages often include the
names of faculty advisors you can contact. Many schools maintain a list of possible community
service sites; ask to have your shelter represented in such lists. 


Another way of finding out about your local service-learning programs is to get in 
touch with the State Education Agency (SEA), which distributes funds to local school districts 
in most of the fifty states, Washington, D.C., and Puerto Rico. You can find them online 
at www.learnandserve.org/about/sea.html. 


Once you’ve recruited a few students to fulfill their service-learning requirements with your
organization, they can help you find more students. Teens are four times more likely to volunteer 
if they are asked than if they are not: 93 percent of teens who are asked to volunteer end up doing
so; of those who are not asked, only 24 percent volunteer. You are the “headhunter” in this scenario,
appealing to students with the message, “We need your ideas. Would you and a couple of your
friends be willing to help us get started?” 


Tips for Successfully Working 
With Young Volunteers
Screen kids and teens just as you would adults. Require a commitment and give them clear job
descriptions. Young people like working as a team and need opportunities to develop friendships.
For this reason, you might ask your young volunteers to stuff envelopes or collate adoption send-
home kits in a conference room with a pizza and a movie. This kind of work does not involve direct
contact with animals, so you may have the added benefit of fewer liability concerns. Try to make
service time fun, but don’t lose control and let it become the social hour. Important work still 
needs to be accomplished. 


Keep in mind, too, that the work must be meaningful. Involve young people in decision
making; give them plenty of interesting, challenging, and satisfying assignments; and make clear
how their work fulfills your shelter’s mission. According to Independent Sector (2001), teens have 
a higher volunteer rate if they believe they have a moral duty to help—and if they believe they 
can help to overcome social problems through their volunteer efforts.


Teaming up with young people, especially those who are dedicated to helping animals, can
revive your passion for animal protection and bring new spirit to your cause. Whether you’ve
established a youth program, are in the early planning stages of such a program, or are simply
seeking young people’s input and involvement from time to time, trade ideas and information 
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with other animal care and control organizations. Share materials and discuss common setbacks and
practical solutions. Working with young people presents unique possibilities, and networking with
other animal protection groups can go a long way toward making the most of those opportunities.


Here are some additional tips to help you succeed with young volunteers: 


■ Make a match. Does the project fit a young person’s
particular skills? A simple way to determine students’
interests is to engage youth volunteers in an informal
interview or quick questionnaire. Some animal care and
control agencies post volunteer interest forms online. 
You can also do a quick scan of other shelters’ web sites for
ideas on how to write your own questionnaire. 


■ Make it meaningful. Young people, like all volunteers,
need to feel a sense of accomplishment and know they 
are respected. Seek input from young volunteers 
and get them involved in problem solving and project
development. It is important to allow them some
autonomy and decision-making power.


■ Provide feedback. Evaluate students’ performance, 
give constructive feedback, and provide ongoing 
training and supervision. 


■ Keep them informed. Student volunteers should 
know what’s going on in your organization, so keep 
them updated through newsletters, memos, e-mails, 
and office discussions. Explain budget issues so teens 
don’t assume your budget is limitless! 


■ Keep in touch. Keeping in touch with parents 
and teachers (through phone calls, e-mails, fliers,
permission slips, handwritten notes, and so on) helps
them understand how their children are contributing to
your organization, thereby making them more supportive. 


■ Keep records. Maintaining accurate records can 
be especially important in service-learning programs,
where proof of hours and assignments is often required. 


For More Information


■ Youth Activism Project (www.youthactivism.com).
Mega-Planner Toolkit is a comprehensive resource 
that includes Maximum Youth Involvement: The Complete
Gameplan for Community Action, a 170-page manual 
that answers nearly one hundred questions on how 
adults and organizations can support young people 
as effective advocates. The Toolkit also includes a 
130-page handbook, Youth! The 26% Solution, that offers 
step-by-step strategies for students and adult allies on
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everything from organizing a small meeting to wording 
a petition, capturing media coverage, and interacting  
with public officials. The Toolkit costs $35.00. 


■ Pitch In (www.pitchin.org) is an e-zine dedicated 
to discussing volunteerism by youth.


■ Open up opportunities for service learning at your
shelter by signing up at SERVEnet (www.servenet.org), 
a program of Youth Service America. Fill out the
organizational profile to become a member of the
network, which enables you to post notices and 
recruit volunteers. Youth Corps for Animals
(www.youthforanimals.org) also hosts a site where 
animal protection groups can advertise their 
volunteering needs. Both services are free. 


■ Do you know of a teen activist who deserves special
recognition? Have you piloted a youth program you’re
proud of? Share your good news with HumaneTeen
(www.humaneteen.org). The first animal-protection site
designed exclusively for teenagers, HumaneTeen features
true stories of young activists and student clubs from
around the country. The site welcomes information from
animal care and control agencies about youth who have
made a difference for animals in their communities.
HumaneTeen includes interactive features, such as a
survey that lets teens sound off on animal-protection issues
and see how others voted. (Survey topics change regularly.)
“Speak Up!” gives young people a chance to express 
their opinions and publish original poetry on animal 
and environmental topics. HumaneTeen also offers
downloadable resources, such as “Student Action Guide,” 
a step-by-step manual for teens who want to form animal-
protection clubs, and resource books for high-school
students on topics ranging from factory farming to animal
cruelty and research. These publications are available in
print form as well and may be ordered through the HSUS
Youth Education Division, 67 Norwich Essex Turnpike,
East Haddam, CT 06423, 860-434-8666.
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Chapter 9 


Keeping  
Volunteers Safe


Your organization needs to take responsibility for keeping staff and volunteers safe at all times. That’s  
where risk management comes into play. “Risk management” may seem like a daunting term, but 


it’s really just common sense and involves keeping staff and volunteers out of harm’s way through sound
policies, procedures, and training. 


Chances are good that you’re already practicing it to some degree—or, if you’re following the advice put
forth in this manual, you’ve at least made a good start. Good risk-management strategies include many of 
the things discussed in previous chapters: developing clear job descriptions that carefully outline volunteers’
duties; recruiting volunteers who are capable of performing the needed tasks; and volunteer training that
includes a review of the rules and safety protocols of the organization. 


“Contrary to common belief, risk management isn’t just about buying insurance. It isn’t just about 
avoiding lawsuits,” write Herman and Jackson (2001),


It is about protecting and conserving your organization’s resources
and providing goods and services sensibly. Risk management 
frees your organization to pursue its mission by allowing your
organization to take more—not less—risk. The difference is 
that your approach to risk can be structured and calculated 
rather than haphazard. (3)


The more you manage the potential risks, the safer your organization is likely to be. Practicing good 
risk management is important for another reason as well: it can improve the public’s perceptions of your
organization. If you’re looking out for your volunteers, you’ll be seen as a good organization to donate 
time to; volunteers will feel valued enough to keep coming back. 


How to Prevent Trouble
In case you haven’t sat down to think about it for a while, here are a few of the many environmental 
risks animal shelter staff and volunteers face:


■ Scared, aggressive, feral, or fractious animals


■ Rabies-suspect animals


■ Physical exertion (heavy lifting of dog food and animals)


■ Animal bites and scratches


■ Zoonotic diseases


■ Slippery floors


■ Medical supplies, including needles and vaccines
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■ Exposure to chemical cleaning supplies


■ Potential access to controlled substances


■ Loud noise (due to barking dogs)


■ Blood-borne pathogens


How can you reduce the chance that volunteers and staff will get hurt? 


■ Look for risks. What could happen to volunteers
performing the jobs you’ve developed for them, and 
what can you do to help prevent unwanted surprises 
from occurring? Also, what if something goes wrong? 
Do staff and volunteers know how to handle the situation?
If a volunteer is badly bitten during his or her shift, are
the volunteer and his or her co-workers trained in how to
secure the animal and provide first aid? 


Many risks can be reduced by simply being aware of 
them. During cleaning, are the floors slippery? If so,
purchase squeegees to keep the floors dry and safe—and
inexpensive “Caution: Wet Floor” cones to serve as friendly
warnings that extra caution is in order. 


■ Develop good policies and procedures. State your safety
procedures clearly and make sure volunteers understand
the risks associated with their jobs. Alleviate as many risks
as possible through policies and guidelines. Make sure
volunteers know what they can and cannot do; for
example, they should know they cannot visit animals 
in quarantine for rabies observation. 


■ Avoid putting volunteers in positions they can’t handle.
Make sure a volunteer is appropriate for the position you
are giving him or her. For example, if you have an elderly
volunteer with a bad back trying to walk large, hyperactive
dogs, you may be setting up the volunteer for injury.
Determine the physical demands for each position and
place people accordingly. 


■ Maintain your “Material Safety Data Sheets” as required 
by law. In compliance with Occupational Safety and
Health Administration (OSHA) regulations, manufacturers
or distributors of hazardous chemicals must create
Material Safety Data Sheets (MSDSs). These sheets are
designed to ensure that chemicals are evaluated and that
employees and volunteers are aware of the potential
dangers and methods of protection. MSDSs detail proper
procedures for working with chemicals and substances by
describing physical properties, toxicology, health effects,
first aid, storage requirements, necessary protective
equipment, and spill/leak protocols.







Keeping Volunteers Safe 81


■ Provide a first aid station and safety equipment. Be
prepared to treat accidents or injuries. Here’s a checklist 
of some equipment that should be available to staff and
volunteers working at an animal shelter:


• Basic first aid kit that includes bandages, ointments,
and medicines for treating routine injuries


• Eyewash stations 


• Fire extinguishers 


• Gloves (various types, including rubber, latex, 
and animal-handling)


• Proper animal-handling equipment such as control
poles, muzzles, cat shields, and nets (be sure all staff
and volunteers are trained in how to use them)


• Evacuation plans in case of fire or other emergencies


• Eye protection for mixing chemicals such as 
cleaning solutions


• Ear protection (OSHA regulations state that when
employees are exposed to 85 decibels or higher 
over an eight-hour period, ear protection must 
be available—and many dog kennels easily exceed
this limit)


• Face masks


■ Train your staff and volunteers well. Are staff and
volunteers bitten frequently by cats? Perhaps they’re 
not handling the animals properly and it’s time for 
more training. Take steps to minimize risk to your whole
staff, paid or volunteer. Training on how to read animal
behavior and how to handle animals at the shelter 
should be required for all staff and volunteers.  


■ Clearly identify staff and volunteers. All volunteers
should be clearly identified as volunteers. Make sure they
dress appropriately and consider providing special aprons
or T-shirts that identify them as volunteers. Identification
badges are a must.


■ Provide vaccination recommendations to volunteers 
and staff. It’s a good idea to ensure that all staff and
volunteers are up-to-date on basic vaccinations such 
as tetanus. Some agencies offer rabies pre-exposure
vaccinations to staff—and sometimes even to volunteers.
Unfortunately, such preventives are often prohibitively
expensive and not covered by insurance. If you work in 
the animal care and control field, however, the benefits 
of receiving the pre-exposure series far outweigh the costs.
If you’ve potentially had contact with rabies, the therapy
will be minimal if you’ve already been vaccinated. (If you
would like to arrange pre-exposure vaccinations for your
staff and volunteers, contact your physician or local health
department to learn what the procedures are in your area.) 
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■ Protect staff and volunteers’ own pets. Encourage 
staff and volunteers to get their own pets examined 
and vaccinated to protect them from any illness or disease
that may inadvertently be carried home from the shelter.


■ Consider risks to volunteers working off-site. For
example, if volunteers are taking dogs for walks on
nearby trails, make sure the trails are well maintained
to avoid trips and falls. 


■ Involve everyone in managing risk. Since staff and
volunteers are performing the tasks, they often know 
best what risks they take and what can be done to 
reduce them. All staff and volunteers should watch 
for potential problems and be required to report 
any concerns to the appropriate supervisor.


Liability Waivers
Create a document that explains the risks that volunteers are likely to face in your shelter, especially
when working with animals. If you bring volunteers under age eighteen on board, you need the
signature of the parent or legal guardian. A signed liability waiver won’t protect you completely, 
but it’s good risk management. Such a waiver demonstrates that your organization is making a
good-faith effort to reduce potential problems by ensuring that volunteers have been educated
about the risks involved with their work. 


Warn volunteers, but don’t scare them. Tell volunteers about the policies you have in place 
to protect them; make it clear that volunteers must follow those policies for their own safety 
as well as the safety of the public, other volunteers, staff, and, of course, animals. 


If you decide to use a liability waiver as a risk-management tool, consider including 
the following:


■ The volunteer’s name and contact information


■ The name of the person the volunteer reports to


■ A statement that the volunteer has received, read,
and agreed to comply with your organization’s
purposes, policies, and rules, including your
organization’s volunteer manual 


■ A dated signature of the executive director 
or volunteer coordinator


■ A dated signature of the volunteer


Be sure to have any signed documents reviewed by your organization’s attorney 
before integrating them into your program.


Liability Insurance
Insurance coverage and legal obligations vary from shelter to shelter, so contact your agent 
and your local labor department to make sure your volunteer program is adequately protected.
Generally, the Nonprofit Risk Management Center (Herman and Jackson 2001) recommends 
that your organization be covered for the following scenarios:
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■ A volunteer is injured on the job, and your organization
needs to cover the cost of medical treatment. If the
volunteer has health insurance, that should serve 
as his or her primary coverage, but make sure your 
insurance will cover your volunteers if necessary.


■ A volunteer sues your organization because of injuries,
claiming that your organization was negligent. 


■ A volunteer does something that causes your 
organization to be sued by a third party.


■ A volunteer is involved in an auto accident while
performing a volunteer job. In most cases, a volunteer’s
personal auto insurance covers accidents that occur while
the individual is driving his or her own car to perform
tasks for the organization. However, when a volunteer is
driving an organization’s vehicle, the organization’s policy
may provide coverage. As always, it’s best to contact your
insurance agent. Before permitting any volunteer to drive
your organization’s vehicle, make sure that your policy
permits it and that the volunteer has a valid driver’s
license, auto insurance, and a good driving record.


Insurance can be expensive, but it is well worth the investment. If you find the extra insurance
for volunteers to be more than you can afford, consider what it would cost if a volunteer were 
to sue you and you didn’t have it. 


Volunteers and staff alike need to have faith that the organization is looking out for them. 
Safety of the people working for you should be the number-one priority. Without them, how 
can you help the animals in your community? Without such risk management, you can damage 
your organization’s reputation and even set yourself up for possible lawsuits.


For More Information on 
Staff and Volunteer Safety


■ MSDS Online: www.msdsonline.com
■ Cornell University:


http://msds.pdc.cornell.edu/msdssrch.asp
■ Vermont Safety Information Resources, Inc.:


http://hazard.com
■ National Institute for Occupational Safety 


and Health: www.cdc.gov/niosh
■ Occupational Safety & Health Administration:


www.osha.gov
■ Nonprofit Risk Management Center:


www.nonprofitrisk.org
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VOLUNTEER WAIVER  


(Please Print)


Last Name First Name


I, _________________________________  (Please print your name), hereby acknowledge 
that I have voluntarily agreed to participate in the Volunteer/Community Service Program at
Monadnock Humane Society.  I am aware that this program will involve exposure to animals 
kept at the Monadnock Humane Society kennels and cat wards, and hereby release the 
Monadnock Humane Society from and against any and all liability arising out of or 
connected in any way with my participation in the program.


_____________________________________________ ___________________
MHS Volunteer Signature Date


_____________________________________________ ___________________
Parent/Guardian Signature if under 18 years old Date


Monadnock Humane Society
Volunteer Service Orientation Form
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I acknowledge that I have read and fully understand the terms and conditions of the foregoing 
Volunteer Agreement and agree to comply with the same.


_____ I agree to release, discharge, indemnify and hold The HSUS harmless for any 
and all damage to my personal property while performing my volunteer services 
to The HSUS in a voluntary capacity.


_____ I recognize that in handling animals at The HSUS clinic there exists a risk of 
injury including personal, physical harm. On behalf of myself, my heirs, personal
representatives and executors, I hereby release, discharge, indemnify and hold
harmless The HSUS, its agents, servants and employees from any and all claims,
causes of actions or demands, of any nature or cause connected with my Volunteer
Agreement. This might include costs, attorney’s fees and court costs incurred by
The HSUS in connection with my volunteer services based on damages or injuries
which may be incurred or sustained by me in any way. Such damages or injuries
might include, but are not limited to, animal bites, accidents, injuries and personal
property damage.


_____ I understand that public relations is an important part of volunteering at The
HSUS. I, therefore, agree on behalf of myself, my heirs, personal representatives,
and executors to allow The HSUS to use any photographs taken of me for use 
in public relations efforts. The HSUS will use reasonable efforts to notify me, but 
such notification is not a condition of the photograph’s release for public relations
purposes.


I acknowledge that I have read and fully understand the terms and conditions of the foregoing 
Volunteer Agreement and agree to comply with the same.


Date Signature of Volunteer Signature of HSUS Representative


Dallas Spay-Neuter and 
Animal Wellness Center
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Volunteers, just like staff, need and deserve ongoing guidance and supervision. Always try 
to remember  that supervision really is—and should be—support. 


The Role of the Volunteer Coordinator
A volunteer coordinator should serve as the human resources department of a volunteer program. Larger
shelters may have paid coordinators, but smaller shelters usually give the job to a paid staff person who often
wears other hats, such as a humane education coordinator or shelter manager. Still other organizations rely 
on a volunteer to serve as coordinator; however, these organizations must be committed to continuing the
program should the volunteer leave the organization. Lack of continuity in overseeing volunteers can lead 
to major disruptions in the program.


Ideally, a full-time, salaried staff person should oversee the volunteer program because the time required
to perform the job correctly is more than most volunteers can commit to. Most volunteers need to earn a 
living and cannot donate their talents on a full-time basis. Paying a salary allows the organization to set 
a predetermined number of hours per week during which the coordinator will be available, providing for 
more stability. A paid coordinator may have more credibility with the staff, so he or she may be more effective
in expanding volunteer involvement. 


The volunteer coordinator should work with the staff to create volunteer job descriptions, set goals,
implement training programs, and provide ongoing program evaluation. The day-to-day management and
training of individual volunteers falls primarily on the shoulders of the managers and staff members working
side-by-side with volunteers. While the volunteer coordinator can lay the foundation for a successful program,
he or she cannot be expected to individually manage, train, and evaluate every volunteer in the program.
That’s why frontline managers and staff must be committed to managing and working with volunteers.


“The major role of the modern Volunteer Program Manager is thus not working directly with volunteers
save those she or he recruits to help in these processes,” explain McCurley and Lynch (1996, 8–9). “Rather,
effective Volunteer Program Managers focus their attentions on paid staff, securing top management support
for volunteer efforts and helping individual staff do a good job of managing and retaining their volunteer
helpers.”


The volunteer coordinator also provides an important bridge between staff and volunteers within the
organization, contributing structure, training, and recruitment skills. A volunteer coordinator serves as a
mediator and problem solver when staff members have problems with volunteers or volunteers have concerns
about staff. It’s important to have a coordinator available to keep the program running smoothly and minimize
misunderstandings. Ideally, the volunteer coordinator’s office should be accessible to both staff and volunteers
and his or her work schedule (and availability) known to all. 


Chapter 10 


Supervising 
Volunteers
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The volunteer coordinator should keep detailed records of the volunteer program to ensure
continuity should he or she be unavailable or leave the position (see chapter 7 for more information
on ensuring your program’s stability).


A well-organized individual with experience managing a number of people and personalities
should be chosen for the position. While this person will be responsible for running the program,
he or she cannot be expected to ensure that volunteers are accepted by staff. As discussed in chapter
2, it is top-level management’s role to set the tone for volunteer involvement and the policies to
implement the program. The following pages contain sample job descriptions for full-time animal
shelter volunteer coordinators.


Table 5
Staff Time Devoted to Managing Volunteers


Full-time paid volunteer coordinators are few and far between. Most organizations 
rely on a volunteer or paid staff person with other responsibilities to squeeze in
volunteer management as part of his or her responsibilities. This poses challenges 
for organizations wanting to maximize volunteer involvement. 


Source: The Urban Institute 2004.


Charities with a paid staff volunteer manager who devotes 
100 percent of his or her time to volunteer management


1 in 8 
(or 12.5 percent)


Charities with a paid staff person whose responsibility 
includes management of volunteers 62 percent


The median amount of time the paid staff volunteer
coordinator in charities spends on volunteer management 30 percent
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Potter League for Animals
Volunteer Release Form


I, _______________________________________________, hereby agree to accept a position as a
volunteer worker for The Robert Potter League for Animals, Inc. (hereinafter referred to as “The
Potter League”), and in so doing, I agree to comply with all of the policies, rules, and regulations
which may be established from time to time by The Potter League. I understand that failure 
to do so many result in my immediate termination as a volunteer.


I acknowledge that my services are provided strictly on a volunteer basis, without any pay 
or compensation of any kind, and without any liability of any nature on behalf of The 
Potter League, all services to be performed by me at my own risk.


I recognize that in handling animals and performing other volunteer tasks, there exists a risk 
of injury including physical harm caused by the animals. On behalf of myself, my heirs, personal
representatives, and executors, I hereby release, discharge, indemnify, and hold harmless The
Potter League, its agents, servants, and employees from any and all claims, causes of action, or
demands, of any nature or cause, including costs and attorney’s fees incurred by The Potter League
in connection with the same, based on damages or injuries which may be incurred, or sustained 
by me in any way connected with my services for The Potter League, including, but not limited 
to, animal bites, accidents, or injuries.


Date                                   Signature of Volunteer (Parent/Guardian, if for minor child)


Witness


I, __________________________________________, understand that public relations is an important
part of volunteering at The Potter League. On behalf of myself, my heirs, personal representatives,
and executors, allow The Potter League to use any photographs, films, videotapes, or other visual
representations taken of me in volunteer service for use in public relations efforts.


Date                                   Signature of Volunteer (Parent/Guardian, if for minor child)


Witness
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CAPITAL AREA HUMANE SOCIETY


JOB DESCRIPTION


TITLE: VICE PRESIDENT OF VOLUNTEERS AND CUSTOMER SERVICE


RESPONSIBLE TO: PRESIDENT


GENERAL SUMMARY: Responsible for all facets of the volunteer programs, customer 
service, all employee training and computer support.


TYPICAL DUTIES AND RESPONSIBILITIES:


■ CUSTOMER SERVICE
• Supervise and support the Adoption Counselor Coordinator and Adoption Counseling staff.
• Manage customer service interactions at all levels.
• Coordinate rewards/discipline with department supervisors.
• Reinforce and model S.A.V.E.S. initiative.
• Provide emotional and conflict resolution support for supervisors, managers and frontline 


employees as needed.


■ TRAINING
• Creation, purchase, coordination and implementation of all CAHS customer service, 


volunteer, computer and employee training.
• Maintain a uniform training system for all employees and volunteers.
• Training the trainers for all levels of shelter operations.


■ VOLUNTEERS
• Execute volunteer orientations on a monthly basis.
• Responsible for maintaining records of volunteer hours donated.
• Golden Paw Awards Dinner once a year for volunteer recognition: 


Coordinate with Special Events coordinator.
• Provide certificates and awards, other duties as required.
• Mentoring, supervising and supporting coordinators and volunteers.


■ COMPUTER SYSTEMS
• Supervise and support the Information Technology Coordinator.
• Provide guidance and direction for purchases, repairs and system changes.


■ GENERAL
• Provide budget forecast for IT, Adoption Counseling and Volunteer departments.
• Support strategic plan and departmental initiatives as needed. 


General description of duties: 
• Maintain volunteer files.
• Provide volunteers as needed for shelter support.
• Manage employee and volunteer recognition and appreciation.
• Supervise and problem solve volunteer issues.
• Supervise and problem solve customer service issues at all levels.
• Supervise the maintenance of CAHS computer systems, and support IT Coordinator.
• Supervise the maintenance of the web site.
• Other duties and tasks as assigned.


Responsible for maintaining good customer service at all levels of shelter contacts. The above statements 
are intended to describe the general nature and level of the work being performed by people assigned this
classification. They are not to be construed as an exhaustive list of all job duties performed by the personnel 
so classified. This position is in FLSA category “Exempt.” The Society has the right to revise this Position
Description at any time. The Position Description is not a contract for employment and either the employee 
or the Society may terminate employment any time for any reason.
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Fort Wayne Animal Care and Control


VOLUNTEER COORDINATOR
ANIMAL CARE & CONTROL


Working under the direction of the Director of Animal Care & Control, incumbent is responsible
for the recruitment, programming, coordination, supervision, and training of volunteers for the
shelter and community outreach programming.


DUTIES/ESSENTIAL FUNCTIONS:


■ Recruit, supervise, and evaluate volunteers;


■ Work with supervisors of the department to coordinate use of volunteers in appropriate 
areas of the agency and in outreach programming;


■ Establish and maintain volunteer programming;


■ Organize and conduct volunteer orientations;


■ Responsible for volunteer training and oversight of volunteer training by staff members;


■ Facilitate interaction between volunteers and full-time staff;


■ Organize and conduct monthly “brown bag dinner” training opportunities for volunteers;


■ Responsible for staffing volunteers to various tasks including but not limited to: on-site adoption
programming, off-site adoption programming, animal rescue work, dog walkers and socializers,
information and clerical desk work, cat room monitors and socializers, humane education
programming, fund-raisers, special events, and the lost and found program;


■ Establish ongoing liaisons within the community to facilitate the recruitment of volunteers;


■ Responsible for recognizing, and when necessary, terminating the volunteer relationship 
of an individual who may not be appropriate for the program;


■ Design, implement, and keep current volunteer applications, the screening process, 
and a volunteer handbook;


■ Maintain database of volunteers inclusive of personal and contact information, 
skills, hours of desired volunteering, and hours donated;


■ Design, research, and implement ongoing recognition, appreciation, 
and motivational programming for volunteers;


■ Attend events as needed when volunteers are involved in order to ensure smooth operation;


■ Create an annual or biannual newsletter for volunteers;


■ Maintain valid Indiana driver’s license.


MARGINAL FUNCTIONS:


■ Perform various other duties as assigned.
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continued…


MINIMUM REQUIREMENTS:


■ Associate degree in a social science or liberal arts area with two years in volunteer supervisory
capacity or five years experience in a volunteer coordinator’s or similar position;


■ Strong organizational skills with the ability to attract, maintain, train, supervise, encourage, 
and reward volunteers;


■ The ability to learn and convey the concepts of governmental animal control, pet 
overpopulation, responsible pet ownership, animal care and handling, and euthanasia;


■ Must have excellent written and verbal communication skills and be self-motivating.


DIFFICULTY OF WORK:


Incumbent works with generally accepted methods of operation but must use judgement 
in selecting pertinent guidelines and in adapting standard methods to ensure motivational,
positive, safe, and rewarding experiences for volunteers. Incumbent must deal with intricate
personnel/volunteer interactions as well as with volunteer relationships with the animals and 
the public. Incumbent works in the shelter and out in the community in hands-on activities 
with both animals and volunteers as well as in public speaking environments.


RESPONSIBILITY:


Incumbent is responsible for the activities of the volunteers and their interactions with the public,
with staff, with the animals, and with one another. Incumbent is expected to make substantial
contributions to structure, design, and maintenance of the entire volunteer program. Unusual
problems or deviations from departmental guidelines may be discussed with the supervisor at 
the discretion of the incumbent.


PERSONAL WORK RELATIONSHIPS:


Incumbent has frequent daily contact with staff, volunteers, the general public, and social shelter
animals to provide service, carry out tasks, and maintain coordination within the department.


SUPERVISION:


Incumbent supervises and trains volunteers at various times of work day and weekend.


LICENSE NEEDED: Valid Indiana driver’s license


IMMEDIATE SUPERVISOR: Director of Animal Care & Control


HOURS: 9:00am to 6pm, will vary depending on need and hours of programming.
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Involving Staff in Volunteer Management
In Training Busy Staff to Succeed with Volunteers, Betty Stallings points out that, in the past, 
too many organizations expected the volunteer coordinator to handle all aspects of interviewing,
training, and supervising of volunteers. “It has now become obvious that successful volunteer
programs involve both the commitment and competence of all staff within an organization,” writes
Stallings (1998, 13). To be effective, volunteer coordinators (with support from the executive
leadership) must spend as much, if not more, time working with the staff who will be working with
the volunteers. Coordinators need to train staff in how to manage volunteers. The program can’t
succeed without staff and the staff can’t succeed without training. 


You should first determine what staff members already know and what they need to learn 
to be comfortable working with volunteers. Once you identify what they need, you can develop
appropriate training. To be receptive to training, staff must perceive it as valuable. Stallings (1998,
43) suggests, “Rather than inviting them to a workshop on interviewing volunteers, invite them 
to learn the skills in designing interview questions that will screen in the right volunteers.” 


Other than providing a simple overview about how the volunteer program works, many
organizations give staff too little support for and training in working with volunteers. “The
volunteer program can be meticulously structured and may pride itself on recruiting wonderful
volunteers,” says Stallings (1998, 37), “but if these volunteers work with staff who are neither
committed nor competent in utilizing volunteers, the volunteer revolving door syndrome may occur.
This often results in staff comments such as, ‘See, volunteers are not reliable’—the death [knell] 
to a volunteer program.”


Need help to train staff to work effectively with volunteers? See Resources for suggestions. 
Don’t forget to check with your local community volunteer center to see if it offers training 
for staff in working with volunteers.


Tips for Supervising Volunteers
Shelter staff must do more than just work well with volunteers; many employees must supervise
them well, too. The volunteer coordinator can’t do everything alone. It’s critical that volunteers 
are supervised properly to ensure consistent work and volunteer satisfaction. Volunteers need to
receive appropriate and consistent feedback, including periodic evaluations of their performance.
On the next page are some tips for supervising volunteers. 


Table 6
Volunteers Stop Volunteering for an Organization Because:


A successful volunteer program
requires strong management by the
organization. Volunteers aren’t going
to continue coming back if they feel
their time is being wasted or the
organization isn’t well-structured.


Source: UPS Foundation 1998.


Of demands on time 65 percent


No longer involved 32 percent


Of poor volunteer management practices:


Not well managed 26 percent


Not good use of time 23 percent


Not good use of talents 18 percent


Tasks not clearly defined 16 percent


Not thanked 9 percent
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■ Treat volunteers as the professionals they are. Never
treat volunteers as second-class help. If you mistreat 
them, they will leave. They don’t receive a paycheck 
as an incentive to stay as staff do. 


■ Expect a certain level of socializing with volunteers. 
A little socializing among volunteers is fine as long as it
doesn’t disrupt their work or the staff. In fact, if volunteers
make friends within the organization and feel connected,
they’ll probably stick around longer.


■ Empower your volunteers to think for themselves and 
to be autonomous. Offer guidance and support but try 
not to dictate how everything should be done. Volunteers
can be very creative and may bring a new perspective that
you haven’t considered. Although volunteers should not 
be allowed to change procedures dramatically on their
own, be open to their suggestions. As you become more
comfortable with a volunteer, you can gradually give him
or her more authority. Monitor the volunteer’s progress
and provide feedback, not only to ensure that everything 
is all right but also to make him or her feel like a valuable
part of the team. 


■ Evaluate volunteers regularly. Assess volunteers’
performance based on their job descriptions. Tell
volunteers how they’re doing and get their feedback 
on their jobs and the overall volunteer program, too.
Review the job description and make changes as 
necessary. Do not wait until the performance review 
to address a problem: talk to the volunteer immediately
whenever a problem arises. In the evaluation, be sure 
to talk about more than just progress and problems:
discuss long-range goals and offer praise for good work. 


■ Praise volunteers immediately for a job well done.
“Catch” volunteers doing the right thing and praise 
them for it. If they did a great job counseling an adopter,
tell them so. Reinforce good behavior by noticing and
acknowledging it. Doing so will build volunteer confidence
and commitment to the program.


■ Address problems with volunteers immediately. It 
is uncomfortable to confront a volunteer about poor
performance. You don’t want to sound ungrateful for 
the volunteer’s help, but letting problems slide helps 
the problem grow, not go away. Give honest feedback 
from the beginning. All new volunteers are “in training,”
which provides a good opportunity for open dialogue
about performance. Correct the problem, not the
volunteer. If you see someone making a mistake, pull 
the volunteer aside and talk to him or her about what
went wrong. All volunteers need guidance. 
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What to Do When Problems Arise
From time to time, problems with volunteers are bound to occur. However, if you have taken the
time to create a solid program, you will have fewer and easier problems to solve. Be sure to deal
with volunteer problems right away. Here’s how:


1. Investigate. Be sure to find out all you can about 
a problem before addressing it. Listen to the 
volunteer’s side of the story and, if appropriate, 
talk to others who were directly involved. 


2. If the volunteer is at fault, talk to him or her directly.
Keep the discussion focused on the written job description
and the shelter’s policies and procedures. These provide
an objective basis for talking to a volunteer about
problems. If the volunteer is acting outside of his or 
her job responsibility or is not following the policies 
in place, you have grounds to confront the individual. 


3. Ask the volunteer to suggest a solution to the problem.
For example, if the individual consistently shows up late
for his or her shift, ask the volunteer what he or she needs
to arrive on time. Does the volunteer need to revise his 
or her schedule? Should the volunteer just leave home 
a little earlier? Let the individual know that it’s important
that volunteers show up when they’re scheduled. Be clear
that you count on the volunteer and that he or she needs
to be reliable.


4. Consider reassigning the volunteer. It may turn out 
that a volunteer just isn’t suited for the job he or she 
has been given. If the individual is a good volunteer,
consider moving him or her to a different volunteer
position. Be sure to train the volunteer for the new job. 


5. Document the problem, discussion, and proposed
remedy. For serious or repeat problems, consider 
having the volunteer sign the document and put 
a copy in his or her file. 


6. Allow a “problem volunteer” to leave gracefully.
Sometimes, when problems are addressed, a volunteer
may choose simply to leave the position. This can be 
a blessing and save you the hassle of repeat problems. 


Can You Dismiss a Volunteer?
As uncomfortable as it may be, dismissing a volunteer is sometimes appropriate—and may be
absolutely critical to maintain a successful program. If you don’t dismiss a volunteer when necessary,
you undermine your program for both staff and other volunteers. However, if you have followed 
the advice provided in this manual, you will likely avoid having to dismiss many volunteers. 


Whenever a volunteer is dismissed, think about what went wrong and what could have been
done to prevent the situation. If the volunteer was a poor fit, maybe there’s a flaw in the screening
process. If the volunteer overstepped boundaries, perhaps he or she was not given a clear position
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description. Were training and supervision lacking? After dismissing a volunteer, carefully 
analyze whether some adjustments to the program need to be made.


It’s not always easy to predict problem behavior, so it’s important to have a clear dismissal 
policy in place before problems arise. Management should develop a clear dismissal policy 
when it develops its volunteer program—before a dismissal is necessary. Include a statement 
in the volunteer manual about termination so volunteers know that you reserve the right 
to remove a volunteer from his or her position at any time for any reason. 


Sometimes dismissal doesn’t solve the problem. A disgruntled volunteer may contact the 
media, local officials, or board of directors to air grievances. Devise a plan now to address this
situation. The more structured your program, the more likely you will be to rebuff or rebut an 
attack by a former volunteer. Addressing each situation promptly and dismissing a problem
volunteer will most likely save your program, not damage it. The other volunteers and staff
members will appreciate it.


Here are the steps to take when dismissing a volunteer:


Step 1: Be sure you have all the facts. Investigate what
happened and give the volunteer a chance to
explain. Don’t base your decision on hearsay.


Step 2: Consider all your options before dismissing 
the volunteer. Can this person be reassigned? 


Step 3: Keep all discussions focused on the volunteer’s
actions and performance.


Step 4: Inform the volunteer privately and consider 
having a third person present as a witness. 
Explain clearly the reason for termination. 


Step 5: Once the decision has been made, don’t debate,
counsel, or argue. You can allow the volunteer to
speak or vent concerns, but be careful not to let the
individual go on too long. If you have addressed
the concerns with the volunteer’s performance
along the way (and documented everything for
your files), he or she should not be surprised 
by being dismissed. 


Step 6: Keep a written record for your files. 


Step 7: Inform relevant staff and volunteers, including 
the volunteer’s co-workers. Be careful about what
information is shared. Provide only the basic facts
and avoid gossip.
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In a First Side Partners study of nonprofit managers (Lindberg and Dooley 2002), respondents 
were asked to indicate the reasons why their volunteers gave their time and talents. In almost 


every instance, respondents listed the following reasons: 


• Volunteers were motivated by the mission of the 
organization or those being helped by the organization. 


• They wanted to give back to the community. 


• They had been personally touched by the organization.


• They felt they were needed and made a difference.


As the researchers point out, 


It is interesting to note that almost no one indicated that
volunteers came because of a need to be recognized or because 
of the cachet attached to a particular institution. A couple of
institutions said that people came because they had a beautiful
place in which to work or because they thought a particular
institution would be fun. However, it was clear from further
questioning of the managers at these institutions that, unless
people had other motivations besides those, retention would 
be an issue long-term. (21)


The UPS Foundation’s study (1998) found that only 31 percent of respondents indicated they would 
be very likely to volunteer for an organization that thanks them and recognizes their efforts. Recognition 
is very important, but it’s not what motivates most people to volunteer. A strong volunteer program—one 
that integrates volunteers into the operation, provides clear volunteer roles, and creates meaningful work—
motivates volunteers and encourages retention.


Tips for Motivating Volunteers


■ Communicate, communicate, communicate! If there 
is open communication with volunteers in the organization, 
the program will run much more smoothly and volunteers 
will truly feel a part of the team.


■ Keep volunteers informed. Your volunteers need to be kept 
abreast of relevant changes in your organization—just like 
staff. Communicate through a volunteer newsletter, e-mail 
list, or periodic volunteer meetings.


Chapter 11 
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■ Address volunteers by name. This may seem difficult 
if your shelter has a lot of volunteers, but it’s important.
Require name tags if you need the reminder, but always
call volunteers by their names.


■ Learn a little bit about them. Try to stay connected with
volunteers as much as possible. Send a birthday card,
remember pets’ names. Such personal touches go a long
way toward helping volunteers feel included. Promote
what volunteers are doing or what’s happening in their
lives. Did a volunteer adopt a dog? Put a notice (and
picture) in your organization’s newsletter. Did one of 
your volunteers recently get married? Announce it 
on the volunteer bulletin board to let others know. 
Create a community.


■ Help volunteers make friends. A large component 
of volunteering is social. The more connected volunteers
are to others in your organization, the longer they’ll 
stay. Developing teams to work together on projects 
and providing a cheerful lounge or meeting room 
can enhance this social component.


■ Help them see the difference they make. At the
Champaign County (Illinois) Humane Society, the
volunteer coordinator calls or e-mails a volunteer 
when an animal the volunteer is attached to is adopted. 
It provides the volunteer with one more chance to visit
with the animal and say goodbye. The response has 
been great, and the volunteers feel more connected to 
the shelter and can see the great end result of their work. 


■ Know what motivates them. Why do people volunteer 
with your shelter? Every volunteer has different needs 
and motivations. Understanding what makes people
passionate about their volunteer work can help you
identify the proper way to thank them for their efforts.


■ Set high expectations. Volunteers usually leave their
assignments because they are underused, not because 
they are overworked. Help build their self-esteem by
giving them meaningful and challenging assignments. 


■ Invite volunteers to training events and workshops 
offered to paid staff. You can handpick some of your best
volunteers for advanced educational opportunities. Not 
only will the shelter gain better-trained volunteers, but 
the volunteers will feel honored by the opportunity as 
well. Post a calendar of upcoming training opportunities
where volunteers can see it and sign up.


■ Involve volunteers in the decision-making process.
Considering developing a new program? Brainstorming
ideas to improve community outreach? Ask a few volunteer
representatives to attend your meetings. They are your
ambassadors and may have some great ideas to contribute.
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■ Offer volunteer promotions. Once volunteers are 
doing well in their position and you’re comfortable 
with their work, you can help them grow by offering 
new opportunities and more responsibility. Be sure 
to put your requirements for volunteer advancement 
in writing to ensure equal treatment and avoid
discrimination. Keep in mind, however, that not 
every volunteer will want to take on more obligations. 
A volunteer may be happy serving as an office assistant 
for years and may not want a promotion. So make sure
you know what your individual volunteers want and 
need to be happy.


■ Let them lead. Volunteer leaders can help train new
volunteers, oversee teams of volunteers, and develop 
new programs. This provides a rewarding experience 
for volunteer leaders and can free up staff time.


■ Offer advanced volunteer positions. At the Humane
Society at Lollypop Farm, volunteers are handpicked 
for the docent program, which trains volunteers to be 
tour guides for the shelter. Trained in all aspects of the
operation, these high-level volunteers can answer any
questions that arise during public tours of the facility. 


■ Provide a few perks. At Fort Wayne Animal Care 
and Control, the volunteer coordinator keeps 
a small refrigerator and snacks in her office. She 
finds out what the volunteers like to drink and makes 
sure she has their favorites on hand during their shift.
When volunteers come by to get their snack, she can 
check in with them and see how things are going.


Recognizing the Work of Volunteers


■ Say thank you often and mean it! Sometimes 
the simplest forms of recognition mean the most.  


■ When recognizing a volunteer, be specific. Recognize 
the volunteer for a particular job he or she did and 
specify how it helped the organization. Don’t give 
empty praise. It needs to be tangible to be meaningful. 


■ If your volunteers have done something exceptional,
consider getting publicity for their work in the local
media. Public recognition can be a great motivator 
for your volunteers and provides positive coverage 
for your organization. 


■ Feature the work of volunteers in your newsletter. 
The Auckland (New Zealand) SPCA published a 
wonderful collage of photographs of volunteers 
working at the shelter.
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■ Consider selecting a “Volunteer of the Month” 
and highlight the accomplishments of a different
volunteer each month.


■ Hold an annual banquet. While a sincere thank you 
means more to many than any fancy award, volunteer
picnics, informal recognition dinners, and simple awards
can all become integral parts of a volunteer recognition
effort. Some volunteers may not want a lavish appreciation
event, believing that it’s important for the organization’s
money to be spent on the animals, but you may be able
to find local businesses to sponsor it. Local restaurants
may be willing to donate gift certificates or cater food 
at your recognition ceremony. 


■ Hold a staff-volunteer pizza party. Inviting both staff 
and volunteers can serve as a great team builder.


■ Invite junior volunteers or foster families 
to an ice cream social.


■ If you have a small store connected to your shelter, 
offer discounts or gift certificates to deserving 
volunteers. Better yet, provide a discount as an 
ongoing benefit of simply being a volunteer!


■ Send anniversary cards and pins commemorating 
the number of years of volunteer service.


■ Create a certificate of appreciation and specify 
the goals volunteers have helped the shelter 
accomplish over the last year.


■ Hold your recognition events during national weeks
devoted to volunteerism (see page 110 for a list).


Ask Volunteers for Feedback
Volunteers want to be involved! Asking for their input can be very motivating. Design 
a questionnaire that invites feedback from volunteers about the strengths and weaknesses 
of your program so you can make improvements. Consider scheduling time to meet with
representative volunteers individually and in small groups as a “think tank.” This doubles 
as meaningful volunteer recognition while demonstrating the value of volunteer participation. 


You can also provide a suggestion box for volunteers—and staff—to solicit anonymous 
feedback about what can be done to improve the volunteer program. To encourage participation,
consider posting an open-ended question such as, Why do you really like volunteering here? 
or What do you wish we had to help you do your job here better? 


Don’t ask for feedback and then ignore it. Make a concerted effort to improve the program
based on volunteer suggestions. Inform volunteers of these changes by posting them on the
volunteer bulletin board or sending an e-mail thank you for the idea.
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Name: ______________________________________________________


Primary Duties: ____________________________________________


____________________________________________


Date of Separation: ________________________________________


1. What is your primary reason for leaving MHS?


❏ Volunteer experiences not what expected ❏ Better volunteer experience
❏ Personality conflict ❏ Home responsibilities
❏ Time constraints ❏ Health
❏ Working conditions ❏ Other


Please explain: __________________________________________________________
________________________________________________________________________
________________________________________________________________________


2. What did you think of:                              Poor      Fair    Average  Good  Excellent
Your co-volunteers ❏ ❏ ❏ ❏ ❏


MHS staff ❏ ❏ ❏ ❏ ❏


Your supervisor ❏ ❏ ❏ ❏ ❏


Your hours of service ❏ ❏ ❏ ❏ ❏


Your training ❏ ❏ ❏ ❏ ❏


Your volunteer experience ❏ ❏ ❏ ❏ ❏


3. What do you think about the facility’s policies and how they are administered? 
______________________________________________________
______________________________________________________


4.  Do you feel that the work you did at MHS was important, and that you were a 
valuable part of this facility?  Please explain your answer. __________________


________________________________________________________________________
________________________________________________________________________


5.  If you could change anything about MHS, what would it be and why would 
you change it? ________________________________________________________


________________________________________________________________________
______________________________________________________
______________________________________________________


Monadnock Humane Society
Confidential Exit Interview—Volunteer
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6.  What do you think about the volunteer opportunities offered at the facility?  
Any suggestions for new opportunities or improvements? ________________


______________________________________________________________________
______________________________________________________________________


7.  How do you feel concerning your overall volunteer experience at 
the Monadnock Humane Society? ____________________________________


______________________________________________________________________
______________________________________________________________________
______________________________________________________________________


8. Additional Comments:


Would you like any further information concerning alternative volunteer opportunities?  
❏ Yes ❏ No


Would you like to be called for future events? 
❏ Yes ❏ No
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Conclusion
The UPS Foundation created the following chart so grant seekers can identify the strengths and
weaknesses of the infrastructure supporting their organization’s volunteer efforts. This is a great 
tool to help you chart your progress as you develop your volunteer program. So, go forth, plan 
well, have fun—AND MAKE A DIFFERENCE IN THE LIVES OF ANIMALS!


Elements of Volunteer
Resources Management


Currently
in place 
to some
degree


Currently
in place 


to a large
degree


Not
currently


being 
done


Not
applicable


or not
relevant


Written statement of philosophy related 
to volunteer involvement
Orientation for new paid staff about why and how 
volunteers are involved in the organization’s work
Designated manager/leader for overseeing 
management of volunteers agency-wide
Periodic needs assessment to determine how volunteers 
should be involved to address the mission


Written position descriptions for volunteer roles


Written policies and procedures for volunteer
involvement
Organizational budget reflects expenses related 
to volunteer involvement
Periodic risk management assessment related 
to volunteer roles 


Liability insurance coverage for volunteers


Specific strategies for ongoing volunteer recruitment 


Standardized screening and matching procedures for
determining appropriate placement of volunteers


Consistent general orientation for new volunteers 


Consistent training for new volunteers regarding 
specific duties and responsibilities


Designated supervisors for all volunteer roles 


Periodic assessments of volunteer performance 


Periodic assessments of staff support for volunteers


Consistent activities for recognizing 
volunteer contributions
Consistent activities for recognizing staff support 
for volunteers
Regular collection of information (numerical 
and anecdotal) regarding volunteer involvement 
Information related to volunteer involvement is shared with
board members and other stakeholders at least twice annually
Volunteer resources manager and fund development
manager work closely together
Volunteer resources manager is included 
in top-level planning 
Volunteer involvement is linked to organizational 
or program outcomes


Chart reprinted from A Guide to Investing in Volunteer Resources Management: Improve Your 


Philanthropic Portfolio with permission from the UPS Foundation, www.community.ups.com.
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Animal Sheltering Online
www.AnimalSheltering.org
Web site for Animal Sheltering magazine and 
other resources from The HSUS


BoardSource
www.boardsource.org
Web site devoted to nonprofit board development


Charity Village
www.charityvillage.com
Canada’s supersite for the nonprofit 
sector; includes volunteer program 
survey and assessment tools


CyberVPM
www.avaintl.org/network/cybervpm.html
Listserv for professional managers 
of volunteer programs


e-Volunteerism
http://e-volunteerism.com
Online journal about volunteerism


Humane Society University
www.HumaneSocietyU.org
Training and professional development 
for the field of animal care and control 


The Independent Sector
www.independentsector.org
Contains a wealth of research and 
resources on nonprofit management


Internet Nonprofit Center
www.nonprofits.org
Frequently asked questions about nonprofits 
and bibliography of books on volunteerism


Management Assistance Program 
for Nonprofits
www.mapfornonprofits.org
Provides links to information about 
managing volunteer programs


Nonprofit Genie
www.genie.org
Resources for the nonprofit community


Points of Light
www.pointsoflight.org/centers/find_center.cfm
Provides a list of volunteer centers nationwide


Shelter Volunteer Management 
Discussion Group
www.AnimalSheltering.org/volunteermanagement
E-mail group for managers of volunteers who 
work with animal shelters, breed placement
groups, and other animal care organizations


USA Freedom Corps 
www.usafreedomcorps.gov
A network of resources on volunteerism


Volunteer Today
www.volunteertoday.com
Electronic gazette for volunteerism
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Animal Sheltering magazine
(bimonthly)
$12 one year subscription,
$18 two years subscription
The Humane Society of the United States
2100 L Street, NW
Washington, DC 20037-1598
202-452-1100; Fax: 301-258-3081
www.AnimalSheltering.org


Charity Channel’s Volunteer
Management Review
(e-mail newsletter)
Sign up for free online at
http://charitychannel.com/enewsletters/
vmr/index.asp


Energize Update
(e-mail newsletter)
Sign up for free online at 
www.energizeinc.com


Grapevine
(Volunteer Management Newsletter)
$25 annual subscription (bimonthly)
Volunteer Marketplace 
Points of Light Foundation
800-272-8306
PDF file downloadable at
www.energizeinc.com


Volunteer Management Report
$119 annual subscription
Stevenson, Inc.
P.O. Box 4528
Sioux City, IA  51104
712-239-3010; Fax: 712-239-2166
www.stevensoninc.com
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American Society for Directors 
of Volunteer Services
One North Franklin
27th Floor
Chicago, IL 60606
312-422-3939; Fax: 312-422-4575
www.asdvs.org


Association for Research 
on Nonprofit Organizations 
and Voluntary Action
550 West North Street 
Suite 301
Indianapolis, IN 46202
317-684-2120; Fax: 317-684-2128
www.arnova.org


Association for Volunteer 
Administration
P.O. Box 32092
Richmond, VA 23294
804-672-3353; Fax: 804-672-3368
www.avaintl.org


BoardSource
1828 L Street, NW 
Suite 900
Washington, DC 20036-5114
202-452-6262 or 800-883-6262; 
Fax 202-452-6299
www.boardsource.org


Energize, Inc.
5450 Wissahickon Avenue
Philadelphia, PA 19144
215-438-8342; Fax: 215-438-0434
www.energizeinc.com


Nonprofit Risk Management Center
1130 Seventeenth Street, NW
Suite 210
Washington, DC 20036
202-785-3891; Fax: 202-296-0349
www.nonprofitrisk.org


The Points of Light Foundation
1400 I Street, NW 
Suite 800
Washington, DC 20005
202-729-8000; Fax: 202-729-8100
www.pointsoflight.org
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Special Days 
and Weeks Devoted 
to Volunteerism


These are opportunities for your organization to recognize 
the work of current volunteers or to recruit new ones. 


Random Acts of Kindness Week
February 14–20, 2005
February 13–19, 2006
February 12–18, 2007
Sponsor: Random Acts of Kindness Foundation
1801 Broadway Street, Suite 250 
Denver, CO 80202
800-660-2811; www.actsofkindness.org


National Volunteer Week
April 17–24, 2005
April 23–29, 2006
April 15–21, 2007
Sponsor: Points of Light Foundation
1400 I Street, NW, Suite 800 
Washington, DC 20005 
800-VOLUNTEER; www.pointsoflight.org/NVW


National Youth Service Day
April 15–17, 2005
Sponsor: Youth Service America
1101 Fifteenth Street, NW, Suite 200 
Washington, DC 20005
202-296-2992; www.ysa.org/nysd


Join Hands Day 
May 7, 2005
May 6, 2006
May 5, 2007
Sponsor: National Fraternal 
Congress of America
1240 Iroquois Avenue, Suite 301
Naperville, IL 60563
877-OUR-1DAY; www.joinhandsday.org


Make A Difference Day
(held the fourth Saturday every October)
October 22, 2005
October 28, 2006
October 27, 2007
Sponsor: USA Weekend Magazine
and Points of Light Foundation
diffday@usaweekend.com
www.makeadifferenceday.com


National Animal Shelter 
Appreciation Week
(held the first full week of November 
each year, beginning on Sunday)
November 6–12, 2005
November 5–11, 2006
November 4–10, 2007
Sponsor: The Humane Society 
of the United States
2100 L Street, NW 
Washington, DC 20037 
202-452-1100; www.AnimalSheltering.org


National Family Volunteer Day
November 19, 2005
Sponsor: Points of Light Foundation and 
the Alliance for Children and Families
1400 I Street, NW, Suite 800 
Washington, DC 20005
1-800-VOLUNTEER; www.pointsoflight.org
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Harrison Promotions, Inc.
7926 Queen Street
Wyndmoor, PA 19038
800-929-2271 
www.harrisonpromotions.com


Philanthropic GIFT
12501 Old Columbia Pike
Silver Spring, MD 20904
800-622-1662
www.philanthropicgift.com


The Thanks Company
114 Cone Street 
P.O. Box 220
Cherryville NC 28021-0220
888-875-0903
www.thankscompany.com


VolunteerGifts.com
1700 N. Dixie Highway 
Suite 103
Boca Raton, FL 33432
800-293-0032
www.VolunteerGifts.com
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VOLUNTEER SURVEY


Please complete the form below, 
print it out by clicking the
Print Now button, and mail it to:
Humane Society University
700 Professional Drive
Gaithersburg, MD 20879


GENERAL INFORMATION ABOUT YOUR ORGANIZATION ______________________


Your Name __________________________________________________________________________________


Your Title __________________________________________________________________________________


Organization ________________________________________________________________________________


Address (Line 1)______________________________________________________________________________


Address (Line 2)______________________________________________________________________________


City ________________________________________ State ________________ Zip/Postal Code ________


Phone Number ______________________________ Your E-mail Address ____________________________


How many animals does your organization handle each year? ________


Our organization is a . . . (select one)


❏ Municipal animal control agency


❏ Private humane organization


❏ Private humane organization with contract 
to provide animal control services


❏ Private humane organization with housing 
contract for an animal control agency


Appendix 1 


HSUS Volunteer 
Management Survey
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What kind of insurance coverage do you have for volunteers?
❏ Volunteers are covered under 


our organization’s insurance


❏ We require volunteers to have their own insurance


❏ Other (please indicate): ____________________


❏ I don’t know


Which of the following tools do you use in your volunteer program?
(Please indicate all that apply.)


❏ Job Descriptions


❏ Orientations/Interviews


❏ Formal Training


❏ Applications


❏ Liability Waiver


❏ Volunteer Performance Reviews


❏ Recognition Events


❏ Volunteer Manual


❏ Volunteer Contract


❏ Volunteer Schedule


❏ Other (please indicate): ____________________


STAFF INVOLVEMENT ________________________________________________


How much staff time is currently devoted to specifically 
managing volunteers?


❏ We have a full-time position dedicated 
only to managing volunteers


❏ We have a full-time position that manages 
volunteers as well as many other things


❏ We have a part-time position 
that manages volunteers


❏ Other (please indicate): ____________________


What is the job title of the person who manages the volunteer program? ________


______________________________________________________________________________________


Staff feels volunteers are . . .
❏ Very helpful


❏ Somewhat helpful


❏ No opinion


❏ OK, but not that helpful


❏ Disruptive to daily work
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TYPES OF VOLUNTEERS AND HOURS WORKED ______________________
How many volunteers do you currently have?


______ Active (volunteers on a regular basis 
of at least 5 hours per month)


______ Inactive (volunteers infrequently)


If possible, please break down your ACTIVE volunteers
(an active volunteer contributes at least 5 hours per month) according to the following
* (Please include only those board members who volunteer hands-on with day-to-day activities—not official board activities)


What length of time do you ask volunteers to commit to volunteering 
for your organization (for example, a minimum commitment of 3 months)?________________


Approximately how many hours per week do volunteers work 
during the following time periods?


KIDS AND TEEN VOLUNTEERS________________________________________


Please explain the volunteer activities kids may perform in your 
organization, noting age restrictions (Please check all that apply):


❏ We do not accept kids under the age of ______ 
as volunteers in the organization


❏ Kids under the age of ______ are not permitted 
to have hands-on interaction with animals


❏ Parents must supervise their kids during their kids’
volunteer time if the kids are under the age of  _____ 


❏ Other (please indicate):____________________


Weekdays Weekends


Morning (7 a.m. to Noon)


Afternoon (Noon to 5 p.m.)


Evening (5 p.m. or later)


Number Who 
Actively Volunteer


Total Combined Hours 
Volunteered per Month


Board Members* 


Retired Community Members


Adult Community Members


Teens 16–18


Kids under 16
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How does your organization feel about kids as volunteers?
❏ Works great; the kids are helpful 


and we like having them


❏ Somewhat helpful


❏ No opinion


❏ OK, but not that helpful


❏ The kids are too much work 
and not worth the hassle


❏ Other (please indicate): ____________________


BOARD MEMBER VOLUNTEERS ______________________________________


How well does the board member hands-on involvement 
in day-to-day activities work for the organization
(if any of your board members participate this way)?


❏ Works great; the board members are helpful and we
like having them involved in day-to-day activities


❏ Somewhat helpful


❏ No opinion


❏ OK, but not that helpful


❏ The board members cause problems 
by interfering in day-to-day activities


❏ Board members are not permitted to 
be involved in day-to-day activities


❏ Other (please indicate): ____________________


VOLUNTEER RECRUITMENT __________________________________________
How do you advertise for volunteers?
(Please indicate all that apply.)


❏ Newsletter


❏ web site


❏ Ads in community newspapers, 
on bulletin boards, etc.


❏ We don’t advertise our volunteer program


❏ Other (please indicate): ____________________


What times of day is volunteer help lacking?
❏ Weekdays during the day


❏ Weekday evenings


❏ Weekends


❏ Other (please indicate): ____________________
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VOLUNTEER ASSIGNMENTS __________________________________________
Please check the jobs your volunteers currently do for you.
(Please indicate all that apply.)


❏ Adoption Counseling


❏ Clerical (Data Entry, Filing, Typing)


❏ Customer Service (Receptionist)


❏ Foster Care


❏ Socialize/Walk Dogs


❏ Socialize Cats


❏ Small Mammal Companionship


❏ Dog Training


❏ Humane Education


❏ Kennel and Cage Cleaning


❏ Veterinary Assistance


❏ Gift Shop Management


❏ Fund Raising


❏ Special Events


❏ Animal Assisted Therapy


❏ Grooming


❏ Other (please indicate):


In which volunteer assignments did you have the most turnover 
in the last year and why? ___________________________________________________________
______________________________________________________________________________________


Which volunteer assignments are the most popular with 
volunteers and why? ________________________________________________________________
______________________________________________________________________________________


Please list three areas of your overall operation that require 
the most help:


1. ______________________________________________


2. ______________________________________________


3. ______________________________________________


Have you tried using volunteers in those areas?
❏ Yes


❏ No


Did it work well? Why or why not?__________________________________________________
______________________________________________________________________________________


Can you identify what you were able to do more of in the past 
year than last because of the extra help from volunteers? __________________________
______________________________________________________________________________________
______________________________________________________________________________________
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VOLUNTEER TRAINING ______________________________________________
How do you train your volunteers?
Please choose the method below that most applies.


❏ We have a formal volunteer training program 
run by paid staff using written training materials
such as a manual


❏ We do not have a formal volunteer training
program, but volunteers shadow the staff 
and learn the ropes that way


❏ We do not have a formal staff-run volunteer training
program, but current volunteers train new volunteers


❏ We don’t have a formal volunteer training program


❏ Other (please indicate): ____________________


Please indicate which methods of training you provide to your 
STAFF on how to manage volunteers:


❏ In-house training sessions


❏ We send them to training off-site


❏ They learn on the job


❏ We do not provide training


❏ Other (please indicate): ____________________


Please indicate what written procedures you provide for your 
STAFF on day-to-day activities:


❏ We have written standard operating 
procedures available for all staff


❏ We have signs posted throughout the facility 
with instructions on how to perform tasks


❏ We do not have any written procedures


❏ Other (please indicate): ____________________


VOLUNTEER RECOGNITION __________________________________________
Please indicate the ways you recognize the work of your VOLUNTEERS:


❏ We say Thank You


❏ We hold a special recognition event


❏ We currently don’t recognize our volunteers


❏ Other (please indicate): ____________________


Please indicate the ways you recognize the work of your STAFF:
❏ Raises and promotions


❏ We say Thank You


❏ We hold a special recognition event


❏ Other (please indicate): ____________________
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VOLUNTEER RETENTION______________________________________________
Approximately what percentage of the people who apply to be 
a volunteer or attend an orientation actually come back and 
volunteer with your organization? __________________ percent


How long does a volunteer typically stay with your organization?
❏ Less than 1 month


❏ 1–3 months


❏ 3–6 months


❏ 6 months–1 year


❏ More than 1 year


❏ I don’t know


What are the three major reasons that volunteers give for 
stopping their volunteering?


1. ______________________________________________


2. ______________________________________________


3. ______________________________________________


❏ I don’t know. We don’t gather such information.


Which group of volunteers stays on as volunteers the longest?
❏ Board members


❏ Retirees


❏ Adults


❏ Teens 16–18


❏ Kids under 16


Which group of volunteers has the most turnover?
❏ Board members


❏ Retirees


❏ Adults


❏ Teens 16–18


❏ Kids under 16


If you survey your volunteers, what are the reasons they give for staying? _______
______________________________________________________________________________________


If you do NOT survey your volunteers, why do you think they stay? ________________
______________________________________________________________________________________
______________________________________________________________________________________


Do you actively seek feedback from volunteers about their 
volunteer experience with your organization?


❏ Yes


❏ No
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Have you fired a volunteer?
❏ Yes


❏ No


Why or why not? If yes, please explain the circumstances of one example. ________
______________________________________________________________________________________
______________________________________________________________________________________


CONCLUSION ________________________________________________________


What is currently working the best with your current volunteer program? ________
______________________________________________________________________________________
______________________________________________________________________________________


Where are you having the greatest difficulty with volunteers? ____________________
______________________________________________________________________________________
______________________________________________________________________________________
______________________________________________________________________________________


Do you keep any other statistics on your volunteer program 
that you would be willing to share with us at a later time?


❏ Yes


❏ No


Do you have any other thoughts or comments you would like to share?
If so, please use the space provided below. Also, feel free to suggest additional 
questions that we might ask in future questionnaires.
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         Volunteer 
             Waiver and Release of Liability 
 
I, (PRINT NAME HERE), ___________________________________ HEREBY ACKNOWLEDGE that I have voluntarily applied 
to assist The Humane Society of the United States (hereinafter referred to as The HSUS) in its work. 
 
I ACKNOWLEDGE THAT I AM VOLUNTARILY PARTICIPATING IN THIS ACTIVITY WITH FULL KNOWLEDGE OF THE TASKS 
INVOLVED AND HEREBY AGREE TO ACCEPT ANY AND ALL RISKS ASSOCIATED WITH MY PARTICIPATION, INCLUDING BUT 
NOT LIMITED TO INJURY AND ILLNESS. 
 
 
 
 
AS LAWFUL CONSIDERATION for being permitted by The HSUS to participate in providing volunteer service at 
__________________________________ Animal Care Center, I hereby fully and forever release, discharge, acquit and 
exonerate The HSUS, its affiliates, and their employees, officers, directors, volunteers, interns, and all others acting on their 
behalf from any and all actions, causes of action, claims, or liabilities that I have or may have in the future, whether known 
or unknown, arising out of or related in any way to my volunteer duties.  
 
I understand there are certain risks and dangers associated with working with wild, feral and domesticated animals, 
including but not limited to, bites, scratches, zoonotic diseases (diseases transmitted from animals to humans), and allergic 
reactions. I know there may also be risks involved with exposure to certain chemical cleaning products while performing my 
volunteer duties. I fully understand these risks and dangers. 
 
I fully assume all the risks involved, acknowledge that they are acceptable to me, and agree to use my best judgment in 
undertaking these activities, and agree to follow the rules and safety instructions as given by HSUS employees and 
volunteers authorized to act in a supervisory capacity. I waive, and release The HSUS, its affiliates, and their employees, 
officers, directors, volunteers, interns, and all others acting on their behalf from, any claim for personal injury, property 
damage, or death that may arise from my participation in the volunteer program at The HSUS. 
 
I HAVE CAREFULLY READ THIS WAIVER AND RELEASE AND FULLY UNDERSTAND ITS CONTENTS. If I am under 18 years of age 
at the time of registration, my parent or legal guardian has completely reviewed this Waiver and Release, understands and 
consents to its terms, and authorizes my participation. I am aware that this is a RELEASE OF LIABILITY and a contract 
between me and The HSUS, its affiliates, and their employees, officers, directors, volunteers, interns, and all others acting 
on their behalf, and I accept it of my own free will. 
 
 
__________________________________   ___________________________________  ____________ 
Printed Name of Volunteer   Volunteer Signature    Date 
 
__________________________________  ___________________________________  ____________ 
Printed name of Parent/Guardian   Signature of Parent/Guardian   Date 
(required if volunteer is under 18 years of age) 
 
__________________________________  ___________________________________  ____________ 
Printed Name of Witness    Witness Signature    Date 


Please initial that you have read and understood the above ______ 


SAMPLE
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	   	   	   	   	   	   	   	   Volunteer	  Position	  Description	  
	  
	  
Pets	  for	  Life	  Administrative	  Support	  Volunteer	  
	  


Nothing	  in	  this	  position	  description	  restricts	  management’s	  right	  to	  assign	  or	  reassign	  duties	  and	  responsibilities	  to	  this	  position	  at	  any	  time.	  
Work	  Location	   Atlanta,	  Chicago,	  Los	  Angeles	  and	  Philadelphia	  
Position	  Grade	   3;	  background	  check	  includes	  Criminal	  Background,	  Motor	  Vehicle	  Record,	  


Social	  Security	  Address	  Report,	  and	  National	  Sex	  Offender	  Registry	  
Purpose	  of	  the	  Position	   Increase	  Pets	  for	  Life’s	  (PFL)	  capacity	  by	  providing	  administrative	  support.	  
Volunteer	  Responsibilities	   Responsibilities	  may	  vary	  by	  city,	  based	  on	  current	  needs.	  


Examples	  of	  tasks	  include:	  
• Provide	  general	  administrative	  support	  including	  data	  entry,	  handling	  


mailings,	  photocopying,	  and	  updating	  spreadsheets	  
• Return	  voicemail	  messages	  and	  make	  phone	  calls	  to	  support	  PFL	  clients	  


including	  reminder	  and	  follow	  up	  calls	  to	  spay/neuter	  appointments,	  dog	  
training	  class	  follow	  up	  calls,	  upcoming	  outreach	  event	  invitation	  calls,	  
etc.	  


Level	  of	  Difficulty	  
1=easy/5=demanding	  
(physical,	  mental,	  emotional)	  


• Physical	  difficulty	  is	  level	  1;	  the	  work	  occurs	  in	  an	  office/home	  office	  
setting	  


• Mental	  difficulty	  is	  level	  2;	  requires	  strong	  communication	  skills	  and	  the	  
ability	  to	  work	  independently	  and	  use	  good	  judgment	  


• Emotional	  difficulty	  is	  level	  2;	  volunteers	  may	  be	  exposed	  to	  some	  
emotionally-‐distressing	  issues	  at	  a	  minimal	  level	  


Expected	  Environmental	  
Conditions	  


Workspace	  is	  a	  home	  office	  environment.	  


How	  Often	  Volunteers	  Work	  
On-‐site	  


Volunteers	  must	  meet	  with	  PFL	  coordinator	  on-‐site	  (i.e.	  neutral	  meeting	  place	  
such	  as	  office	  of	  PFL	  spay/neuter	  partner)	  to	  receive	  initial	  training.	  Most	  of	  
the	  work	  can	  be	  done	  virtually	  from	  one’s	  home	  or	  office.	  


Orientation/Training	   Volunteers	  must	  attend	  a	  general	  orientation	  and	  will	  receive	  training	  specific	  
to	  the	  role.	  Information	  and	  materials	  about	  The	  Humane	  Society	  of	  the	  
United	  States	  (HSUS)	  and	  PFL,	  including	  the	  Pets	  for	  Life	  Community	  Outreach	  
Toolkit,	  will	  be	  provided.	  


Learning	  Opportunities	   • Better	  understand	  the	  challenges	  faced	  by	  animal	  owners	  in	  underserved	  
communities	  


• Develop	  or	  strengthen	  office,	  customer	  service,	  organizational,	  and	  time	  
management	  skills	  


Position	  Start	  Date	   Ongoing	  
Initial	  Minimum	  Commitment	   On	  an	  as-‐needed	  basis;	  volunteers	  commit	  to	  a	  minimum	  of	  three	  months	  
Scheduling	  Guidelines	   Flexible;	  volunteers	  will	  work	  out	  a	  schedule	  with	  PFL	  Coordinator	  
Qualifications/Requirements	  
for	  Volunteer	  Applicants	  


• Able	  to	  meet	  the	  requirements	  outlined	  in	  the	  Essential	  Capabilities	  
document	  with	  or	  without	  reasonable	  accommodation	  


• Commitment	  to	  accuracy	  and	  excellent	  attention	  to	  detail	  
• Able	  to	  learn	  how	  to	  use	  new	  database	  system	  software	  (FileMaker	  Pro);	  


experience	  with	  FileMaker	  Pro	  is	  preferred	  but	  not	  required	  
• Strong	  interpersonal	  skills;	  able	  to	  communicate	  effectively	  with	  staff	  and	  


the	  public	  	  
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• Basic	  internet	  and	  computer	  proficiency;	  experience	  with	  Microsoft	  Office	  
Excel	  


• Able	  to	  work	  independently	  and	  use	  good	  judgment	  
• Demonstrate	  flexibility	  and	  take	  initiative	  on	  a	  variety	  of	  tasks	  
• Able	  to	  communicate	  with	  a	  variety	  of	  people	  effectively	  and	  without	  


judgment	  or	  making	  negative	  remarks	  
• Able	  to	  understand	  The	  HSUS’	  policies	  and	  positions	  and	  able	  and	  willing	  


to	  appropriately	  and	  accurately	  represent	  those	  policies	  when	  interacting	  
with	  the	  public	  or	  otherwise	  representing	  The	  HSUS	  


• Able	  to	  learn	  and	  demonstrate	  a	  familiarity	  with	  HSUS’	  major	  campaigns	  
and	  mission	  


• Office	  or	  customer	  service	  experience	  helpful	  
Restrictions	   • Must	  be	  at	  least	  18	  years	  old	  


• Must	  have	  access	  to	  a	  telephone	  line	  with	  voicemail	  and	  call	  waiting	  
capabilities;	  must	  be	  willing	  to	  not	  have	  a	  blocked	  phone	  number	  


• Must	  have	  access	  to	  a	  computer	  and	  ability	  to	  login	  into	  an	  online	  
volunteer	  communication	  site	  to	  receive	  updates	  


• Volunteer	  may	  need	  access	  to	  Microsoft	  Office	  programs	  such	  as	  Excel;	  
needs	  vary	  by	  city	  


• Must	  be	  able	  to	  learn	  and	  follow	  guidelines	  and	  policies	  of	  The	  HSUS	  and	  
Pets	  for	  Life,	  and	  follow	  directions	  


• Must	  submit	  the	  required	  paperwork	  and	  pass	  a	  background	  check	  before	  
being	  assigned	  


Tools/Equipment	  Provided	  
(including	  Personal	  Protective	  
Equipment)	  


n/a	  


Optional	  Tools/Equipment	   n/a	  
Supervisor(s)	   Atlanta:	  Rachel	  Thompson,	  Coordinator:	  404.335.8463;	  


rthompson@humanesociety.org	  
Chicago:	  TBD,	  Coordinator	  
Los	  Angeles:	  Monica	  Romero,	  Coordinator:	  323.807.0801;	  
mromero@humanesociety.org	  
Philadelphia:	  Janice	  Poleon,	  Coordinator:	  215.805.0906;	  
jpoleon@humanesociety.org	  


Number	  of	  Concurrent	  
Volunteer	  Openings	  


1-‐2	  individuals	  


Additional	  Information	   Volunteers	  receive	  a	  Pets	  for	  Life	  t-‐shirt	  provided	  at	  no	  cost.	  
Updated	   2.14.2013	  
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	   	   	   	   	   	   	   	   Volunteer	  Position	  Description	  
	  
	  
Pets	  for	  Life	  Community	  Trap-‐Neuter-‐Return	  (TNR)	  Volunteer	  
	  


Nothing	  in	  this	  position	  description	  restricts	  management’s	  right	  to	  assign	  or	  reassign	  duties	  and	  responsibilities	  to	  this	  position	  at	  any	  time.	  
Work	  Location	   Atlanta,	  Chicago,	  Los	  Angeles	  and	  Philadelphia	  
Position	  Grade	   3;	  background	  check	  includes	  Criminal	  Background,	  Motor	  Vehicle	  Record,	  


Social	  Security	  Number	  Verification,	  and	  National	  Sex	  Offender	  Registry	  
Purpose	  of	  the	  Position	   Volunteers	  support	  the	  Pets	  for	  Life	  (PFL)	  program	  by	  helping	  to	  facilitate	  spay	  


and	  neuter	  for	  as	  many	  cats	  as	  possible	  in	  targeted	  areas.	  
Volunteer	  Responsibilities	   Note:	  Work	  varies	  depending	  upon	  the	  city	  and	  is	  on	  a	  case-‐by-‐case	  basis.	  


• Work	  with	  our	  PFL	  team	  and	  community	  members	  to	  determine	  where	  
and	  when	  to	  set	  traps	  for	  feral	  and	  community	  cats	  


• Prepare	  and/or	  execute	  feeding	  schedule,	  perform	  feedings	  and	  
coordinate	  with	  community	  members	  to	  do	  feedings	  (note:	  applicable	  
only	  in	  some	  cities),	  assist	  with	  outreach	  to	  the	  community	  regarding	  the	  
“no	  feeding”	  policy	  


• Assist	  with	  set	  up	  of	  traps	  through	  phone	  and	  home	  visits	  with	  
community	  members	  


• Humanely	  trap	  targeted	  cats	  (note:	  volunteers	  are	  trained	  on	  trapping	  
procedures,	  which	  vary	  by	  city)	  


• Transport	  trapped	  cats	  to	  the	  veterinary	  clinic	  for	  spay/neuter	  surgery	  
appointments	  using	  their	  own	  personal	  vehicle;	  cats	  also	  receive	  
vaccinations	  and	  are	  ear-‐tipped	  (a	  procedure	  done	  to	  identify	  them	  as	  
having	  been	  spayed/neutered)	  


• Return	  cats	  appropriate	  for	  release	  to	  the	  exact	  location	  where	  they	  were	  
trapped	  


• Contact	  partner	  community	  caregivers	  to	  update	  them	  and	  let	  them	  know	  
cats	  are	  returned	  


• Complete	  and	  return	  data	  forms	  to	  Pets	  for	  Life	  Manager	  every	  month	  to	  
allow	  for	  program	  tracking	  and	  reports	  


Level	  of	  Difficulty	  
1=easy/5=demanding	  
(physical,	  mental,	  emotional)	  


• Physical	  difficulty	  is	  level	  3;	  involves	  lifting	  and	  bending,	  and	  handling	  
companion	  animals;	  these	  animals	  range	  in	  a	  variety	  of	  sizes	  and	  
conditions,	  so	  it	  is	  imperative	  to	  be	  careful	  when	  handling	  


• Mental	  difficulty	  is	  level	  3;	  requires	  strong	  interpersonal	  communication	  
skills,	  the	  ability	  to	  learn	  how	  to	  set	  traps	  and	  work	  without	  direct	  
supervision;	  requires	  strong	  driving	  skills,	  and	  ability	  to	  use	  good	  
judgment	  


• Emotional	  difficulty	  is	  level	  4;	  the	  nature	  of	  the	  issues	  dealt	  with	  can	  be	  
emotionally	  distressing	  as	  volunteers	  will	  see	  less	  than	  ideal	  situations	  
and	  conditions	  for	  people	  and	  cats	  


Expected	  Environmental	  
Conditions	  


Majority	  of	  the	  work	  occurs	  outside;	  volunteers	  should	  dress	  appropriately	  for	  
the	  weather.	  Busy	  roads	  due	  to	  heavy	  traffic	  and	  pedestrians;	  could	  be	  driving	  
in	  hazardous	  road	  conditions	  depending	  upon	  weather.	  


How	  Often	  Volunteers	  Work	  
On-‐site	  


All	  volunteer	  work	  is	  off-‐site	  in	  target	  communities.	  
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Orientation/Training	   • Volunteers	  must	  attend	  a	  general	  orientation	  and	  will	  receive	  training	  on	  
the	  program,	  approach	  and	  philosophy.	  Information	  and	  materials	  about	  
The	  HSUS	  and	  Pets	  for	  Life,	  including	  the	  Pets	  for	  Life	  Community	  
Outreach	  Toolkit,	  will	  be	  provided.	  	  


• Volunteers	  will	  also	  receive	  hands-‐on	  training	  in	  the	  community,	  specific	  
to	  the	  role	  and	  dependent	  upon	  the	  city.	  


• Volunteers	  will	  be	  introduced	  to	  neighborhood	  advocates	  and	  staff	  at	  the	  
spay/neuter	  clinics.	  


Learning	  Opportunities	   • Learn	  how	  to	  perform	  TNR	  effectively	  and	  safely	  	  
• Develop	  or	  strengthen	  community	  outreach,	  networking,	  and	  effective	  


communication	  skills	  
• Develop	  or	  strengthen	  safe	  animal	  handling	  skills	  
• Learn	  about	  the	  community	  and	  geography	  of	  your	  city	  


Position	  Start	  Date	   Ongoing	  
Initial	  Minimum	  Commitment	   Four	  to	  ten	  hours	  per	  week	  for	  three	  months,	  dependent	  upon	  city;	  those	  


who	  can	  perform	  TNR	  one	  day	  per	  month	  will	  also	  be	  considered.	  
Scheduling	  Guidelines	   Work	  will	  be	  requested	  between	  9:00AM-‐1:00	  PM	  (note:	  times	  may	  vary	  by	  


city).	  Spay/neuter	  appointments	  are	  scheduled	  for	  the	  late	  morning;	  
depending	  upon	  city,	  cats	  may	  need	  to	  be	  picked	  up	  the	  morning	  following	  
surgery.	  


Qualifications/Requirements	  
for	  Volunteer	  Applicants	  


• Able	  to	  meet	  the	  requirements	  outlined	  in	  the	  Essential	  Capabilities	  
document	  with	  or	  without	  reasonable	  accommodation	  


• Able	  to	  understand	  directions	  and	  maps	  and	  strong	  navigational	  skills	  in	  
unfamiliar	  areas	  


• Able	  to	  communicate	  with	  a	  variety	  of	  people	  effectively	  and	  without	  
judgment	  or	  making	  negative	  remarks	  


• Willingness	  to	  be	  flexible	  
• Able	  to	  work	  comfortably	  in	  underserved	  communities	  
• Able	  to	  tactfully	  deal	  with	  challenging	  questions	  or	  opposing	  viewpoints	  


from	  the	  public	  
• Ability	  to	  work	  well	  independently	  and	  as	  a	  team	  and	  use	  good	  judgment	  
• Able	  to	  understand	  The	  Humane	  Society	  of	  the	  United	  States’	  (HSUS)	  


policies	  and	  positions	  and	  the	  Pets	  for	  Life	  approach,	  and	  able	  and	  willing	  
to	  appropriately	  and	  accurately	  represent	  those	  policies	  when	  interacting	  
with	  the	  public	  or	  otherwise	  representing	  The	  HSUS	  or	  Pets	  for	  Life	  


• Able	  to	  learn	  and	  demonstrate	  a	  familiarity	  with	  HSUS’	  major	  campaigns	  
and	  mission	  


• TNR	  experience	  is	  strongly	  preferred	  
• Spanish	  speakers	  are	  strongly	  preferred	  for	  PFL	  LA	  but	  are	  not	  mandatory	  


Restrictions	   • Must	  be	  at	  least	  18	  years	  old	  
• Must	  wear	  a	  Pets	  for	  Life	  t-‐shirt	  (provided	  at	  no	  cost)	  when	  representing	  


the	  program	  
• Must	  have	  own	  reliable	  vehicle,	  a	  driver’s	  license,	  automobile	  registration	  


and	  insurance	  
• Must	  have	  an	  clear	  driving	  record	  with	  no	  major	  moving	  violations	  and	  


the	  ability	  to	  travel	  safely	  
• Should	  have	  access	  to	  a	  computer	  and	  ability	  to	  login	  into	  an	  online	  


volunteer	  communication	  site	  to	  receive	  updates	  
• Must	  be	  able	  to	  learn	  and	  follow	  all	  guidelines	  and	  policies	  of	  The	  HSUS	  
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and	  Pets	  for	  Life,	  and	  follow	  directions	  given	  by	  staff	  
• Must	  submit	  the	  required	  paperwork	  and	  pass	  a	  background	  check	  before	  


being	  assigned	  
Tools/Equipment	  Provided	  
(including	  Personal	  Protective	  
Equipment)	  


We	  will	  provide	  traps,	  disposable	  bowls,	  food	  for	  luring	  into	  traps,	  blankets,	  
towels,	  and	  data	  forms.	  


Optional	  Tools/Equipment	   Any	  specialty	  tools	  or	  personal	  equipment	  you	  prefer	  to	  work	  with.	  
Supervisor(s)	   Atlanta:	  Rachel	  Thompson,	  Manager:	  404.335.8463;	  


rthompson@humanesociety.org	  	  
Chicago:	  Laurie	  Maxwell,	  Manager:	  630.386.0233;	  
lmaxwell@humanesociety.org	  
Los	  Angeles:	  Alana	  Yanez,	  Manager:	  323.493.4068;	  	  
ayanez@humanesociety.org	  	  
Philadelphia:	  Ashley	  Mutch,	  Manager:	  215.518.5534;	  
amutch@humanesociety.org	  	  


Number	  of	  Concurrent	  
Volunteer	  Openings	  


4-‐5	  individuals	  per	  city	  
	  


Additional	  Information	   	  
Updated	   10.8.2013	  


	  
	  	  
	  





		home: 








Data	  Collection:	  


• Disseminate	  forms	  on	  clipboards	  with	  pens	  to	  each	  pet	  owner	  
• Ensure	  pet	  owner	  completes	  a	  form	  for	  each	  pet	  
• Confirm	  pet	  owner	  completes	  each	  question	  on	  information	  form	  
• Some	  people	  may	  need	  help	  going	  through	  the	  forms	  *there	  may	  be	  some	  literacy	  issues	  so	  be	  patient*	  


Registration:	  


• Greet	  each	  person	  and	  collect	  the	  information	  form	  
• Confirm	  all	  information	  is	  complete	  on	  the	  form	  and	  assist	  the	  pet	  owner	  in	  completing	  if	  necessary	  
• Transfer	  information	  from	  the	  information	  form	  to	  the	  rabies	  certificate	  form	  
• Put	  completed	  information	  form	  in	  keep	  pile	  
• Give	  the	  top	  copy	  of	  the	  rabies	  certificate	  to	  the	  “Vet	  Bouncer”	  


	  
Vet	  Bouncer:	  


• Confirm	  pet	  owner	  has	  completed	  rabies	  certificate	  	  
• Obtain	  vet	  signature	  if	  not	  already	  complete	  
• Confirm	  the	  vet	  is	  ready	  for	  the	  next	  client	  and	  their	  pet(s)	  
• Escort	  pet	  owner	  to	  vaccination	  area	  	  
• Return	  to	  assist	  next	  pet	  owner	  in	  line	  


	  
Crowd	  Management:	  


• Establish	  and	  maintain	  single	  file	  line	  
• Assist	  people	  as	  they	  arrive	  to	  where	  the	  end	  of	  the	  line	  is	  
• Consistently	  monitor	  line	  for	  anxious	  or	  reactive	  pets	  
• Avoid	  dog	  on	  dog	  issues	  by	  establishing	  space	  between	  pet	  owners	  
• Approach	  pet	  owners	  who	  need	  help	  managing	  their	  pet	  and	  offer	  assistance	  –	  if	  necessary	  remove	  pet	  


owner	  and	  dog	  to	  safe	  area	  
• Confirm	  all	  pets	  are	  on	  a	  leash	  or	  in	  a	  carrier	  or	  secured	  in	  pet	  owners	  arms	  


	  
Vet	  Shadower:	  


• Assist	  in	  Vet	  Bouncer	  area	  while	  vet	  is	  in	  normal	  vet	  vaccination	  area	  
• When	  vet	  leaves	  post	  to	  help	  pets	  not	  in	  the	  normal	  line,	  follow	  him/her	  to	  the	  pet	  in	  question	  
• Ensure	  that	  the	  information	  form	  is	  complete,	  received	  and	  dropped	  off	  at	  registration	  table	  	  
• Ensure	  the	  pet	  owner	  receives	  completed	  rabies	  certificate	  form	  


	  
Volunteer	  Table/Photography	  Assistant:	  


• Ensure	  volunteers	  signs	  waiver	  and	  provide	  with	  a	  name	  tag	  
• When	  not	  manning	  the	  volunteer	  table,	  find	  photographer	  to	  assist	  with	  dissemination	  of	  photography	  


cards	  
	  
Misc/Runners:	  


• Ensure	  dog	  bowls	  have	  water	  
• Ensure	  poop	  is	  picked	  up	  
• Provide	  water	  and	  snacks	  to	  vets	  and	  volunteers	  at	  stations	  
• Check	  in	  with	  event	  coordinators	  to	  see	  where	  help	  is	  needed	  


	  
Treat/Give	  Away	  Table:	  


• Give	  one	  green	  bag	  per	  pet	  owner	  to	  each	  person	  who	  signs	  up	  for	  spay/neuter	  
• Use	  discretion	  in	  giving	  away	  food	  away	  





		home: 
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	   	   	   	   	   	   	   	   Volunteer	  Position	  Description	  
	  
	  
Pets	  for	  Life	  Street	  Team/Canvassing	  Volunteer	  
	  


Nothing	  in	  this	  position	  description	  restricts	  management’s	  right	  to	  assign	  or	  reassign	  duties	  and	  responsibilities	  to	  this	  position	  at	  any	  time.	  
Work	  Location	   Atlanta,	  Chicago,	  Los	  Angeles	  and	  Philadelphia	  
Position	  Grade	   3;	  background	  check	  includes	  Criminal	  Background,	  Motor	  Vehicle	  Record,	  


Social	  Security	  Address	  Report,	  and	  National	  Sex	  Offender	  Registry	  
Purpose	  of	  the	  Position	   Volunteers	  work	  with	  coordinators	  in	  target	  communities	  to	  spread	  the	  


message	  and	  mission	  of	  the	  Pets	  for	  Life	  program,	  as	  well	  as	  the	  message	  of	  
spay	  and	  neuter,	  promoting	  vaccinations	  and	  providing	  information	  on	  
wellness	  care.	  


Volunteer	  Responsibilities	   • Working	  with	  a	  team	  of	  volunteers	  and/or	  paid	  staff,	  initiate	  discussions	  
with	  individuals	  in	  the	  community,	  share	  materials	  and	  information,	  and	  
field	  questions	  in	  targeted	  areas	  as	  directed	  by	  staff	  


• Promote	  upcoming	  Pets	  for	  Life	  events	  programs	  and	  training	  classes	  
Level	  of	  Difficulty	  
1=easy/5=demanding	  
(physical,	  mental,	  emotional)	  


• Physical	  difficulty	  is	  level	  3;	  involves	  standing	  and	  walking	  for	  long	  periods	  
of	  time;	  volunteer	  will	  be	  out	  in	  the	  field	  


• Mental	  difficulty	  is	  level	  3;	  requires	  strong	  verbal	  communication	  skills,	  
the	  ability	  to	  work	  without	  direct	  supervision	  and	  use	  good	  judgment	  


• Emotional	  difficulty	  is	  level	  3;	  	  the	  nature	  of	  the	  issues	  dealt	  with	  can	  be	  
emotionally	  distressing	  as	  volunteers	  will	  see	  less-‐than-‐ideal	  situations	  for	  
people	  and	  animals	  


Expected	  Environmental	  
Conditions	  


Most	  of	  the	  work	  occurs	  outside;	  volunteers	  should	  dress	  appropriately	  for	  
the	  weather.	  


How	  Often	  Volunteers	  Work	  
On-‐site	  


All	  volunteer	  work	  is	  off-‐site	  in	  target	  communities.	  


Orientation/Training	   Volunteers	  must	  attend	  a	  general	  orientation	  and	  will	  receive	  training	  specific	  
to	  the	  role.	  Information	  and	  materials	  about	  The	  HSUS	  and	  Pets	  for	  Life,	  
including	  the	  Pets	  for	  Life	  Community	  Outreach	  Toolkit,	  will	  be	  provided.	  


Learning	  Opportunities	   • Better	  understand	  the	  challenges	  faced	  by	  animal	  owners	  in	  underserved	  
communities	  


• Develop	  or	  strengthen	  community	  outreach	  and	  effective	  communication	  
skills	  


Position	  Start	  Date	   Ongoing	  
Initial	  Minimum	  Commitment	   Three	  month	  commitment	  
Scheduling	  Guidelines	   Flexible;	  Help	  is	  most	  needed	  on	  the	  weekend	  
Qualifications/Requirements	  
for	  Volunteer	  Applicants	  


• Able	  to	  meet	  the	  requirements	  outlined	  in	  the	  Essential	  Capabilities	  
document	  with	  or	  without	  reasonable	  accommodation	  


• Able	  to	  communicate	  with	  a	  variety	  of	  people	  effectively	  and	  without	  
judgment	  or	  making	  negative	  remarks	  


• Able	  to	  work	  effectively	  on	  a	  team	  as	  well	  as	  independently	  
• Able	  to	  work	  comfortably	  in	  underserved	  communities	  
• Able	  to	  tactfully	  deal	  with	  challenging	  questions	  or	  opposing	  viewpoints	  


from	  the	  public	  
• Able	  to	  understand	  The	  Humane	  Society	  of	  the	  United	  States’	  (HSUS)	  
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policies	  and	  positions	  and	  the	  Pets	  for	  Life	  approach,	  and	  able	  and	  willing	  
to	  appropriately	  and	  accurately	  represent	  those	  policies	  when	  interacting	  
with	  the	  public	  or	  otherwise	  representing	  The	  HSUS	  or	  Pets	  for	  Life	  


• Able	  to	  learn	  and	  demonstrate	  a	  familiarity	  with	  HSUS’	  major	  campaigns	  
and	  mission	  


Restrictions	   • Must	  be	  at	  least	  18	  years	  old	  to	  work	  independently	  	  
• Volunteers	  14-‐18	  years	  old	  can	  participate	  while	  working	  with	  a	  team	  of	  


made	  up	  of	  one	  staff	  person	  and	  at	  least	  one	  other	  adult	  volunteer	  
• Must	  wear	  a	  Pets	  for	  Life	  t-‐shirt	  (provided	  at	  no	  cost)	  when	  representing	  


the	  program	  
• Should	  have	  access	  to	  a	  computer	  and	  ability	  to	  login	  into	  an	  online	  


volunteer	  communication	  site	  to	  receive	  updates	  
• Must	  have	  reliable	  transportation	  and	  arrive	  on	  time	  when	  scheduled	  
• Must	  be	  able	  to	  learn	  and	  follow	  guidelines	  and	  policies	  of	  The	  HSUS	  and	  


Pets	  for	  Life,	  and	  follow	  directions	  
• Must	  submit	  the	  required	  paperwork	  and	  pass	  a	  background	  check	  before	  


being	  assigned	  
Tools/Equipment	  Provided	  
(including	  Personal	  Protective	  
Equipment)	  


n/a	  


Optional	  Tools/Equipment	   n/a	  
Supervisor(s)	   Atlanta:	  Rachel	  Thompson,	  Coordinator:	  404.335.8463;	  


rthompson@humanesociety.org	  
Chicago:	  Roldan	  Solis,	  Coordinator:	  773.751.9120;	  rsolis@humanesociety.org	  
Los	  Angeles:	  Monica	  Romero,	  Coordinator:	  323.807.0801;	  
mromero@humanesociety.org	  
Philadelphia:	  Janice	  Poleon,	  Coordinator:	  215.805.0906;	  
jpoleon@humanesociety.org	  


Number	  of	  Concurrent	  
Volunteer	  Openings	  


30	  individuals	  


Additional	  Information	   	  
Updated	   9/13/2012	  


	  
	  	  
	  





		home: 
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	   	   	   	   	   	   	   	   Volunteer	  Position	  Description	  
	  
	  
Pets	  for	  Life	  Transport	  Volunteer	  
	  


Nothing	  in	  this	  position	  description	  restricts	  management’s	  right	  to	  assign	  or	  reassign	  duties	  and	  responsibilities	  to	  this	  position	  at	  any	  time.	  
Work	  Location	   Atlanta,	  Chicago,	  Los	  Angeles	  and	  Philadelphia	  
Position	  Grade	   3;	  background	  check	  includes	  Criminal	  Background,	  Motor	  Vehicle	  Record,	  


Social	  Security	  Address	  Report,	  and	  National	  Sex	  Offender	  Registry	  
Purpose	  of	  the	  Position	   Volunteers	  provide	  support	  to	  clients	  and	  their	  pets	  to	  ensure	  they	  are	  able	  to	  


take	  advantage	  of	  the	  services	  offered	  by	  the	  program.	  
Volunteer	  Responsibilities	   • Use	  own	  method	  of	  transportation	  to	  deliver	  supplies	  to	  clients	  who	  do	  


not	  have	  easy	  access	  to	  transportation;	  load	  and	  unload	  supplies	  
• Transport	  animals	  confined	  in	  crates	  to	  and	  from	  veterinary	  appointments	  


via	  clients’	  homes	  
• Ensure	  completion	  of	  all	  required	  paperwork	  by	  pet	  owner	  and	  submit	  


completed	  forms	  to	  the	  Pets	  for	  Life	  coordinator	  or	  manager,	  as	  assigned	  
• Communicate	  with	  clients	  about	  their	  needs	  
• Requires	  hands-‐on	  interaction	  with	  companion	  animals	  


Level	  of	  Difficulty	  
1=easy/5=demanding	  
(physical,	  mental,	  emotional)	  


• Physical	  difficulty	  is	  level	  3;	  requires	  walking,	  standing,	  lifting,	  bending,	  
and	  handling	  companion	  animals	  


• Mental	  difficulty	  is	  level	  3;	  requires	  training	  in	  protocols	  and	  procedures	  
with	  the	  expectation	  that	  they’ll	  be	  followed;	  involves	  working	  with	  little	  
supervision,	  requires	  strong	  driving	  skills,	  and	  ability	  to	  use	  good	  
judgment	  


• Emotional	  difficulty	  is	  level	  3;	  the	  nature	  of	  the	  issues	  dealt	  with	  can	  be	  
emotionally	  distressing	  as	  volunteers	  will	  see	  less	  than	  ideal	  situations	  for	  
people	  and	  animals;	  any	  contact	  with	  the	  public	  can	  result	  in	  interactions	  
with	  people	  in	  a	  heightened	  emotional	  state	  because	  of	  their	  connection	  
with	  and	  commitment	  to	  animals	  


Expected	  Environmental	  
Conditions	  


Busy	  roads	  due	  to	  heavy	  traffic	  and	  pedestrians;	  could	  be	  driving	  in	  hazardous	  
road	  conditions	  depending	  upon	  weather.	  


How	  Often	  Volunteers	  Work	  
On-‐site	  


All	  work	  is	  performed	  in	  the	  community.	  


Orientation/Training	   Volunteers	  must	  attend	  a	  general	  orientation	  and	  will	  receive	  training	  specific	  
to	  the	  role.	  Information	  and	  materials	  about	  The	  HSUS	  and	  Pets	  for	  Life,	  
including	  the	  Pets	  for	  Life	  Community	  Outreach	  Toolkit,	  will	  be	  provided.	  


Learning	  Opportunities	   • Better	  understand	  the	  challenges	  faced	  by	  animal	  owners	  in	  underserved	  
communities	  and	  the	  challenges	  to	  access	  spay/neuter	  services	  


• Develop	  or	  strengthen	  safe	  animal	  handling	  skills	  
• Strengthen	  communication	  and	  customer	  service	  skills	  
• Learn	  the	  geography	  of	  your	  city	  


Position	  Start	  Date	   Ongoing	  
Initial	  Minimum	  Commitment	   Three	  month	  commitment	  
Scheduling	  Guidelines	   Standing	  appointment	  times	  vary	  by	  city,	  but	  generally	  work	  will	  be	  requested	  


between	  7:00	  a.m.-‐9:00	  a.m.	  and	  4:00	  p.m.-‐6:00	  p.m.	  Volunteers	  indicate	  
which	  days	  and	  times	  they	  are	  available	  to	  work,	  and	  will	  be	  contacted	  should	  
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there	  be	  a	  need	  for	  transport	  during	  that	  time	  period.	  
Qualifications/Requirements	  
for	  Volunteer	  Applicants	  


• Able	  to	  meet	  the	  requirements	  outlined	  in	  the	  Essential	  Capabilities	  
document	  with	  or	  without	  reasonable	  accommodation	  	  


• Able	  to	  understand	  directions	  and	  maps	  and	  strong	  navigational	  skills	  in	  
unfamiliar	  areas	  


• General	  experience	  working	  with	  companion	  animals	  and	  a	  willingness	  to	  
learn	  more	  about	  their	  behavior	  


• Able	  to	  communicate	  with	  a	  variety	  of	  people	  effectively	  and	  without	  
judgment	  or	  making	  negative	  remarks	  	  


• Able	  to	  follow	  proper	  animal	  handling	  techniques	  
• Willingness	  to	  be	  flexible	  
• Able	  to	  work	  comfortably	  in	  underserved	  communities	  
• Able	  to	  understand	  The	  Humane	  Society	  of	  the	  United	  States’	  (HSUS)	  


policies	  and	  positions	  and	  the	  Pets	  for	  Life	  approach,	  and	  able	  and	  willing	  
to	  appropriately	  and	  accurately	  represent	  those	  policies	  when	  interacting	  
with	  the	  public	  or	  otherwise	  representing	  The	  HSUS	  or	  Pets	  for	  Life	  


• Able	  to	  learn	  and	  demonstrate	  a	  familiarity	  with	  HSUS’	  major	  campaigns	  
and	  mission	  	  


• Customer	  service	  experience/skills	  preferred	  
Restrictions	   • Must	  be	  at	  least	  18	  years	  old	  


• Must	  wear	  a	  Pets	  for	  Life	  t-‐shirt	  (provided	  at	  no	  cost)	  when	  representing	  
the	  program	  


• Must	  have	  own	  reliable	  vehicle,	  a	  driver’s	  license,	  automobile	  registration	  
and	  insurance	  


• Must	  have	  an	  clear	  driving	  record	  with	  no	  major	  moving	  violations	  and	  
the	  ability	  to	  travel	  safely	  


• Should	  have	  access	  to	  a	  computer	  and	  ability	  to	  login	  into	  an	  online	  
volunteer	  communication	  site	  to	  receive	  updates	  


• Must	  be	  able	  to	  learn	  and	  follow	  guidelines	  and	  policies	  of	  The	  HSUS	  and	  
Pets	  for	  Life,	  and	  follow	  directions	  


• Must	  submit	  the	  required	  paperwork	  and	  pass	  a	  background	  check	  before	  
being	  assigned	  


Tools/Equipment	  Provided	  
(including	  Personal	  Protective	  
Equipment)	  


Pets	  for	  Life	  will	  provide	  plastic	  crates	  for	  transport.	  


Optional	  Tools/Equipment	   Extra	  leashes,	  leads	  or	  collars	  are	  sometimes	  needed.	  
Supervisor(s)	   Atlanta:	  Rachel	  Thompson,	  Coordinator:	  404.335.8463;	  


rthompson@humanesociety.org	  
Chicago:	  TBD,	  Coordinator	  
Los	  Angeles:	  Monica	  Romero,	  Coordinator:	  323.807.0801;	  
mromero@humanesociety.org	  
Philadelphia:	  Janice	  Poleon,	  Coordinator:	  215.805.0906;	  
jpoleon@humanesociety.org	  


Number	  of	  Concurrent	  
Volunteer	  Openings	  


3-‐5	  individuals	  


Additional	  Information	   	  
Updated	   2.14.2013	  


	  





		home: 
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	   	   	   	   	   	  	  	  	  	  	  	  	  	  	  	   Essential	  Capabilities	  of	  Volunteers	  
	  
	  
Pets	  for	  Life	  
	  
There	  are	  several	  volunteer	  opportunities	  within	  Pets	  for	  Life	  that	  are	  typically	  fulfilled	  by	  volunteers	  who	  work	  with	  
companion	  animals	  and	  program	  participants.	  To	  safely	  and	  effectively	  serve	  as	  a	  volunteer	  with	  Pets	  for	  Life,	  volunteers	  
need	  to	  possess	  the	  following	  physical,	  mental,	  and	  emotional	  capacities.	  Your	  signature	  on	  this	  form	  indicates	  you	  
believe	  you	  possess	  these	  basic	  capabilities,	  with	  your	  written	  acknowledgement	  of	  any	  limitations.	  Please	  note:	  some	  
accommodations	  can	  be	  made	  and	  will	  be	  taken	  into	  consideration	  relative	  to	  role	  placement.	  


	  
Essential	  Physical	  Capabilities	  
• Quick	  reflexes	  and	  ability	  to	  use	  both	  hands	  simultaneously	  (example:	  open	  a	  door	  while	  handling	  animal).	  
• High	  level	  of	  manual	  dexterity	  to	  leash/harness	  animals.	  
• Ability	  to	  walk	  unaided	  on	  unpaved,	  uneven,	  rugged	  and	  sometimes	  muddy	  and	  slippery	  terrain.	  
• Ability	  to	  bend	  and	  squat	  in	  order	  to	  leash/harness	  and	  pick	  up	  an	  animal.	  
• Ability	  to	  stand	  for	  significant	  periods	  of	  time.	  
• Average	  vision	  (with	  or	  without	  correction)	  to	  move	  safely	  in	  a	  variety	  of	  environments,	  to	  be	  able	  to	  observe	  animal	  


body	  language	  without	  difficulty,	  and	  to	  be	  able	  to	  read	  paperwork	  and	  instructions.	  	  
• Average	  sense	  of	  smell	  and	  touch	  in	  order	  to	  assess	  body	  condition	  of	  animals,	  and	  to	  note	  signs	  of	  illness	  or	  injury.	  
• Ability	  to	  hear	  if	  animal	  is	  growling	  or	  making	  sounds	  indicating	  fear	  or	  pain.	  
• Ability	  to	  speak	  and	  effectively	  communicate	  in	  English	  verbally	  as	  well	  as	  in	  written	  form.	  
• Ability	  to	  maneuver	  well	  in	  tight	  spaces	  and	  react	  and	  move	  quickly	  in	  order	  to	  prevent	  dogs	  from	  escaping	  


(example:	  ability	  to	  quickly	  pursue	  and	  retrieve	  any	  dogs	  who	  have	  escaped	  from	  your	  control).	  
• Ability	  to	  handle	  and	  restrain	  animals	  of	  small	  to	  large	  size	  (up	  to	  110	  pounds)	  with	  extreme	  caution	  and	  care.	  This	  


requires	  average	  vision,	  hearing,	  steadiness	  of	  hands	  and	  body,	  quick	  reflexes,	  physical	  strength,	  and	  mental	  
alertness.	  


• Ability	  to	  capture	  loose	  and	  escaped	  animals	  with	  quick	  and	  quiet	  movements,	  and	  ability	  to	  use	  hands	  
simultaneously	  with	  a	  blanket	  or	  leash	  for	  capture.	  


• Must	  not	  have	  strong	  allergies	  to	  animals	  and	  chemicals	  used	  in	  cleaning	  that	  can’t	  be	  managed	  by	  medication.	  	  
• Ability	  to	  deal	  with	  strong	  and	  unpleasant	  odors,	  fleas,	  feces	  and	  possible	  wounds	  or	  injuries	  to	  animals	  with	  whom	  


we	  come	  into	  contact.	  
• Ability	  to	  cope	  with	  a	  loud	  environment	  due	  to	  animal	  noises.	  
• Ability	  to	  judge	  an	  animal’s	  reaction	  and	  to	  change	  voice	  to	  a	  soft	  or	  strong,	  authoritative	  tone	  in	  order	  to	  calm	  a	  


dog’s	  response	  or	  to	  give	  commands.	  
• No	  known	  concerns	  about	  tolerating	  exposure	  to	  zoonotic	  diseases	  such	  as	  ringworm	  and	  mange.	  


	  
Essential	  Mental	  Capabilities	  
• Ability	  to	  understand,	  remember	  and	  follow	  instructions	  and	  procedures.	  
• High	  level	  reading,	  writing,	  spelling	  and	  communication	  skills,	  and	  a	  mastery	  of	  the	  English	  language	  or	  the	  language	  


spoken	  by	  clients	  in	  our	  area	  of	  focus.	   	  
• Possess	  problem-‐solving	  capability.	  
• Ability	  to	  be	  aware	  of	  potentially	  dangerous	  situations	  when	  working	  with	  the	  animals;	  ability	  to	  remain	  calm	  with	  


animals	  who	  are	  upset,	  behave	  sensitively	  and	  confidently,	  show	  good	  judgment	  and	  act	  appropriately	  in	  these	  
situations.	  
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• Once	  trained,	  must	  be	  able	  to	  work	  with	  minimal	  supervision,	  yet	  must	  recognize	  limitations	  in	  knowledge	  and	  
abilities,	  and	  ask	  for	  help	  when	  needed.	  


• Ability	  to	  work	  independently	  for	  periods	  of	  time,	  as	  well	  as	  work	  within	  a	  team	  atmosphere	  with	  other	  volunteers	  
or	  staff.	  
	  


Essential	  Emotional	  Capabilities	  
• Ability	  to	  cope	  with	  unexpected	  animal	  behavior	  without	  assistance.	  
• Ability	  to	  cope	  with	  a	  highly	  emotionally-‐charged	  environment	  with	  some	  animals	  who	  appear	  to	  be	  cared	  for	  


differently	  than	  we	  might	  care	  for	  them	  ourselves,	  as	  well	  as	  the	  reality	  that	  some	  people	  may	  not	  follow	  our	  
suggestions.	  


• Ability	  to	  understand	  The	  Humane	  Society	  of	  the	  United	  States’	  (HSUS)	  policies	  and	  positions	  and	  the	  Pets	  for	  Life	  
approach,	  and	  an	  ability	  and	  willingness	  to	  appropriately	  and	  accurately	  represent	  those	  policies	  when	  interacting	  
with	  the	  public	  or	  otherwise	  representing	  The	  HSUS	  or	  Pets	  for	  Life.	  


• Ability	  to	  communicate	  with	  a	  variety	  of	  people	  effectively	  and	  without	  judgment	  or	  making	  negative	  remarks.	  
• Must	  be	  flexible	  and	  willing/able	  to	  change	  plans	  and	  directions	  in	  the	  moment.	  
• Must	  be	  capable	  of	  seeing	  less-‐than-‐ideal	  situations	  for	  people	  and	  animals	  and	  not	  get	  emotional	  in	  the	  moment.	  


	  
	  
Please	  indicate	  any	  reasonable	  accommodation(s)	  you	  may	  need	  in	  order	  to	  meet	  the	  essential	  capabilities	  of	  your	  
volunteer	  position	  at	  The	  HSUS:	  
_____________________________________________________________________________________________	  
_____________________________________________________________________________________________	  
_____________________________________________________________________________________________	  
_____________________________________________________________________________________________	  
	  
_____________________________________________________________________________________________	  
Printed	  Name	  of	  Applicant	  
	  
_____________________________________________________________________________________________	  
Signature	  of	  Applicant	   	   	   	   	   	   	   	   Date	  
	  
_____________________________________________________________________________________________	  
Printed	  Name	  of	  □	  Parent	  or	  □	  Guardian	  (if	  under	  18)	  
	  
_____________________________________________________________________________________________	  
Signature	  of	  Parent	  or	  Guardian	  (if	  under	  18)	   	   	   	   	   Date	  
	  





		home: 








The	  HSUS	  National	  Volunteer	  Center	  	  700	  Professional	  Dr.	  	  Gaithersburg,	  MD	  	  20879	  	  volunteer@humanesociety.org	  	  301-‐258-‐1555	  
Rev	  9.10.2012	  


	  


	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  


Volunteer	  
Waiver	  and	  Release	  of	  Liability	  


	  
	  
This	  is	  a	  legal	  document	  –	  please	  read	  carefully	  and	  be	  sure	  you	  understand	  it	  before	  signing.	  
	  
I,	  (PRINT	  NAME	  HERE)	  _______________________________,	  have	  voluntarily	  applied	  to	  assist	  The	  Humane	  
Society	  of	  the	  United	  States	  and/or	  its	  affiliates	  (hereinafter	  referred	  to	  as	  The	  HSUS)	  with	  the	  work	  referenced	  
in	  the	  Position	  Description(s)	  for	  my	  volunteer	  role(s),	  and	  as	  specified	  in	  the	  Volunteer	  Agreement	  I	  signed.	  
	  
By	  applying	  for	  and	  performing	  this	  volunteer	  work,	  I	  agree	  as	  follows	  and	  have	  initialed	  each	  item	  to	  indicate	  
that	  agreement:	  
	  
___	  I	  am	  aware	  that	  this	  is	  a	  contract	  between	  me	  and	  The	  HSUS	  and	  that	  it	  waives	  legal	  rights	  that	  I	  may	  have	  
now	  or	  in	  the	  future	  and	  releases	  The	  HSUS	  and	  others	  from	  claims	  for	  damages.	  


___	  I	  AM	  VOLUNTARILY	  PARTICIPATING	  IN	  THIS	  ACTIVITY	  WITH	  FULL	  KNOWLEDGE	  OF	  THE	  TASKS	  INVOLVED.	  I	  
AGREE	  TO	  ACCEPT	  ANY	  AND	  ALL	  RISKS	  ASSOCIATED	  WITH	  MY	  PARTICIPATION,	  INCLUDING	  BUT	  NOT	  LIMITED	  
TO	  INJURY	  AND	  ILLNESS.	  
	  
___	  I	  understand	  there	  are	  risks	  and	  dangers	  associated	  with	  working	  with	  wild,	  feral	  and	  domesticated	  animals,	  
including	  but	  not	  limited	  to,	  bites,	  scratches,	  zoonotic	  diseases	  (diseases	  transmitted	  from	  animals	  to	  humans),	  
and	  allergic	  reactions.	  I	  also	  understand	  there	  may	  be	  risks	  involved	  with	  exposure	  to	  certain	  chemical	  cleaning	  
products	  while	  performing	  my	  volunteer	  duties.	  I	  fully	  understand	  and	  accept	  those	  risks	  and	  dangers.	  
	  
___	  I	  fully	  assume	  all	  the	  risks	  involved	  with	  my	  volunteer	  activities,	  and	  acknowledge	  that	  they	  are	  acceptable	  
to	  me.	  I	  agree	  to	  use	  my	  best	  judgment	  in	  undertaking	  these	  activities.	  I	  also	  agree	  to	  follow	  the	  rules	  and	  safety	  
instructions	  as	  given	  by	  HSUS	  employees	  and	  volunteers	  authorized	  to	  act	  in	  a	  supervisory	  capacity.	  	  
	  
___	  I	  agree	  that	  I	  will	  not	  sue,	  prosecute,	  or	  in	  any	  way	  make	  a	  claim	  against	  The	  HSUS	  for	  injury	  to	  me	  or	  
damage	  to	  my	  property	  resulting	  from	  the	  negligence	  or	  other	  acts,	  howsoever	  caused,	  by	  any	  employee,	  agent,	  
volunteer	  or	  contractor	  of	  The	  HSUS	  or	  other	  people	  as	  a	  result	  of	  my	  volunteer	  duties.	  	  
	  
___	  I	  fully	  and	  forever	  release	  and	  discharge	  The	  HSUS	  from	  any	  and	  all	  actions,	  causes	  of	  action,	  claims,	  
liabilities,	  or	  demands	  I	  have	  or	  may	  have	  in	  the	  future,	  whether	  known	  or	  unknown,	  for	  injury,	  illness,	  death	  or	  
damage	  arising	  out	  of	  or	  related	  in	  any	  way	  to	  my	  volunteer	  duties.	  
	  
___	  I	  agree	  that	  The	  HSUS	  may	  use	  my	  name,	  and	  pictures,	  photographs,	  or	  video	  and/or	  sound	  recordings	  of	  
me	  on	  television,	  on	  radio,	  on	  the	  Internet,	  in	  emails,	  and	  in	  stories,	  news	  articles,	  advertisements,	  or	  other	  
written	  or	  digital	  materials.	  I	  agree	  that	  such	  uses	  may	  include	  education,	  advocacy,	  and	  fundraising.	  	  I	  consent	  
to	  and	  authorize,	  in	  advance,	  such	  use	  and	  agree	  that	  The	  HSUS	  does	  not	  have	  to	  notify	  me	  of	  such	  use	  or	  
provide	  me	  with	  other	  consideration	  for	  such	  use.	  I	  waive	  any	  rights	  of	  privacy	  and/or	  publicity	  I	  may	  have	  in	  
connection	  with	  these	  uses.	  
	  
___	  I	  agree	  that	  the	  rights	  I	  am	  giving	  up	  and	  agreements	  I	  am	  making	  apply	  equally	  to	  me	  and	  to	  my	  heirs,	  
successors,	  assigns,	  guardians	  and	  legal	  representatives.	  I	  agree	  that	  none	  of	  those	  individuals	  may	  make	  any	  
claim	  or	  take	  any	  action	  that	  I	  could	  not	  make	  or	  take	  myself.	  
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___	  I	  agree	  that	  this	  Waiver	  and	  Release	  of	  Liability	  protects	  and	  is	  for	  the	  benefit	  of	  The	  Humane	  Society	  of	  the	  
United	  States,	  and	  also	  for	  its	  affiliates,	  and	  their	  respective	  employees,	  officers,	  directors,	  consultants,	  interns,	  
volunteers,	  licensees,	  and	  all	  others	  acting	  on	  their	  behalf.	  I	  also	  agree	  that	  I	  may	  not	  make	  any	  claim	  or	  take	  any	  
action	  against	  any	  of	  those	  affiliates	  or	  individuals	  that	  I	  could	  not	  make	  or	  take	  against	  The	  HSUS	  itself.	  
	  
___	  I	  intend	  to	  fully	  and	  voluntarily	  waive	  any	  rights	  I	  have	  as	  described	  in	  this	  Waiver	  and	  Release	  of	  Liability.	  To	  
the	  extent	  that	  legal	  consideration	  is	  required	  for	  this	  Waiver	  and	  Release	  of	  Liability	  to	  be	  effective,	  I	  agree	  that	  
I	  have	  received	  good,	  valuable	  and	  sufficient	  consideration	  by	  being	  permitted	  by	  The	  HSUS	  to	  provide	  volunteer	  
service	  and	  to	  receive	  training	  and	  instruction.	  
	  
I	  HAVE	  CAREFULLY	  READ	  THIS	  WAIVER	  AND	  RELEASE	  AND	  FULLY	  UNDERSTAND	  ITS	  CONTENTS	  AND	  ACCEPT	  AND	  
SIGN	  IT	  OF	  MY	  OWN	  FREE	  WILL.	  If	  I	  am	  under	  18	  years	  of	  age	  at	  the	  time	  of	  registration,	  my	  parent	  or	  legal	  
guardian	  has	  completely	  reviewed	  this	  Waiver	  and	  Release	  of	  Liability,	  understands	  and	  consents	  to	  its	  terms,	  
and	  authorizes	  my	  participation.	  
	  
	  
___________________________________________________________________________________________	  
Printed	  Name	  of	  Volunteer	  
	  
___________________________________________________________________________________________	  
Signature	  of	  Volunteer	   	   	   	   	   	   	   	   Date	  
	  
___________________________________________________________________________________________	  
Printed	  Name	  of	  □	  Parent	  or	  □	  Guardian	  (if	  under	  18)	  
	  
___________________________________________________________________________________________	  
Signature	  of	  Parent	  or	  Guardian	  (if	  under	  18)	   	   	   	   	   Date	  
	  


___________________________________________________________________________________________	  
Printed	  Name	  of	  HSUS	  Representative	  
	  
___________________________________________________________________________________________	  
Signature	  of	  HSUS	  Representative	   	   	   	   	   	   Date	  
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HOUSEBREAKING YOUR DOG


PUPPIES


The great thing about puppies is that they haven’t yet developed bad habits.  Housebreaking your new family member will be fairly simple if you 
create and stick to a strict schedule.  Housebreaking will happen as slow or fast as your commitment to following a few simple rules.


· A good rule of thumb for a puppy pee schedule is approximately one hour for each month old they are – they are unable to hold their 
bladder for much longer than that and will have accidents.


· A good rule of thumb for a puppy poop schedule is 30-40 minutes after each meal (three meals a day for puppies under six months and two 
meals a day for over six months).  


· Do not punish for accidents in the house.  If you catch your puppy in the act of going, startle him/her with a hand clap or a high pitched ‘hey’ 
to get his/her attention and immediately take him/her outside to finish going to the bathroom.  If you find the accident after it has occurred, 
the teachable moment has passed so clean it up and wait for the next time. 


· Always praise and reward for going to the bathroom outside.


· Take your puppy to the same bathroom spot every time.


· When possible take your puppy out to the bathroom on leash so they cannot play or explore but are instead focused on the task of going 
potty.  Play time outside should be separate from bathroom time while the puppy is learning that the outside world means going to the 
bathroom. As the puppy masters housetraining, the reward can be play and fun time while outside after using the bathroom.  


· Give your puppy enough time to empty his/her bladder and bowels (he/she may start and stop multiple times) and when finished take him/
her right back inside.


· When not supervised, puppies should be in a crate or gated small area.


· Never let them out of your site and make it fun!


ADULT DOGS


Dogs are creatures of habit, they love a routine.  It is important for you to create a schedule that works for you and your dog will happily adapt.  
Sticking to a schedule and creating predictability is the key to success! If your dog knows that every time the leash goes on, he/she goes 
outside to the same patch of grass to go to the bathroom, he/she will learn and repeat the behavior.  Since dogs learn by making associations, your goal 
is to create an association between going outside and using the bathroom.  To your dog, going outside can mean many things - going for a walk, 
playing with a ball and dog friends or taking a ride in the car.  Your job is to show your dog that before he/she can participate in any of these exciting 
activities, he/she must first go to the bathroom.  When your dog makes the connection that outside means going to the bathroom, it will not take long 
for your dog to learn that being inside means not going to the bathroom. A dog does not want to go to the bathroom where it eats, sleeps and lives so 
with a specific schedule and system, a dog with naturally learn.  Start by taking your dog out every couple of hours and 30-40 minutes after meals and 
as he/she has success begin to stretch the time between bathroom breaks.  Just as with a puppy, reward and praise every time your dog goes to the 
bathroom outside and never punish accidents in the house.  If you stick to your schedule and make it fun, your dog will be housebroken in no time.
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LEASH WALKING


Taking a leash walk with your dog should be fun.  Unfortunately for many people it can be frustrating.  Dogs are not born with a collar and leash 
connected to them so it is up to us to show them how to use these tools.  A leash and collar should be used as a tool to enhance the quality of your 
dog’s life, not to restrict or punish him/her for being naturally curious or excited. If you have a positive attitude and use the proper equipment, leash 
walking will be an enjoyable experience for you and your dog.


RECOMMENDED EQUIPMENT
· Flat buckle collar - should fit snuggly where two fingers fit under the collar. 


· Martingale or No Slip nylon collar - should be used only for walking or training, not for extended wear.  This type of collar allows for 
slightly more control than a flat collar and dogs can’t slip out of it. 


· Easy Walk or Sensation harness - should be used only for walking.  This piece of equipment needs to be fit properly.  Instructions are 
typically included but if not consult a local pet supply store or trainer if possible. 


· Leash in 4’ or 6’ lengths - provides enough freedom for your dog to explore or go to the bathroom while still keeping him/her close 
enough to you for safety.


NON-RECOMMENDED EQUIPMENT
· Prong collars and choke chains - these are aversive (negative) training tools that can damage the relationship between you and your dog 


if not used under the guidance of an experienced dog training professional.  


· Retractable leashes - these leashes offer minimal control for you, break easily and are easily dropped. 


Leash walking is a team endeavor and for it to be successful and fun it is important to remember your dog is not trying to annoy you when he/she 
doesn’t walk perfectly.  He/she is just excited to see, hear and sniff all the exciting things in the outside world.  Start with a positive attitude and have a 
plan.  Below are some tips to make leash walking fun and effective for you and your dog:


· Choose equipment that fits properly and that you and your dog are comfortable with.


· Start with short walks and increase the distance as you perfect techniques.


· Be consistent - when possible walk your dog on the same side of your body, use the same equipment and follow the same route.


· Bring treats so you can praise and reward your dog for appropriate leash manners.  This will make it more likely for your dog to repeat the 
positive behaviors.


· The golden rule in teaching your dog to leash walk - loose leash means go and tight leash means stop.


· Do not create stress and tension – your dog will take on the energy you present.  If you are calm and having fun then your dog will do the 
same, while if you are yelling at your dog or yanking him/her around, your dog will perform poorly. 


· Have reasonable expectations - squirrels, other dogs, cars, etc. are very stimulating.  Practice commands, use treats and praise your dog 
when he/she walks properly in the presence of distraction.


· ALWAYS MAKE IT FUN, BE PATIENT AND REMEMBER YOU AND YOUR DOG ARE A TEAM!
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BRINGING AN OUTSIDE DOG INTO THE HOUSE	  


A dog that has lived outside will likely have many habits not conducive to indoor living.  Dogs are fast learners and adapt quickly to their 
environment, though, so if you follow a few simple steps the transition will go smoothly.  


Start gradually to set your dog up for success. It is not realistic for a dog that has been living outside to move into the house in one day and be perfect.  
Start by introducing him/her to small areas in the house – if you are sitting in your living room, have the dog there with you and don’t let him/her roam 
around the house. When you leave the dog alone, make sure he/she is sequestered to one area only. Then as your dog gets more comfortable inside, 
gradually give him/her access to more space. For example, when he/she has spent a week with access to just the kitchen with no accidents or 
destructive behavior, it is time to graduate and expand to another room.  Below are some additional tips:


 Start by bringing your dog into the house for dinner and to sleep at night.


 Designate a place for your dog to eat and sleep. A crate or gated area is a good way to start. 


 Make the dog’s area comfortable by using blankets, towels or a dog bed.


 Take your dog out to go to the bathroom before bedtime (see housebreaking tip sheet).


 Create a balance - your dog needs to spend time with you and other socialization 


 activities but alone time to nap or enjoy a delicious chew is important as well. 


Be extremely patient with your dog. Remember this is a major lifestyle change for him/her and he/she will be very excited about becoming a part of your 
routine. Making a strict schedule is crucial to you and your dog’s success - the more you stick to one and remove opportunities for mistakes (like putting 
away shoes, clothes, children’s toys, etc.) the less likely your dog will be to make them.  Dogs are creatures of habit, they live for predictability. If you create 
and stick to a schedule, your dog will fall in line with a smile and a tail wag. Make a schedule that works for you and your family - you do not have to 
change your entire routine to accommodate your dog. The more “normal” you keep your lifestyle the easier it will be to maintain. Most importantly 
have fun with your dog!


Sample Schedule


5:00 pm:  Bring your dog inside for dinner.  He/She should eat in the same spot, at the same time every meal 
(Be sure to feed your dog twice a day).
5:30 pm:  Take your dog outside on leash to go to the bathroom (see housebreaking tip sheet).
6:00-7:00 pm:  Family time - allow your dog to be part of what you are doing (watching TV, working on computer, cleaning the house, etc.).  Reward 
and praise good behavior.
7:00-8:00 pm:  Alone time for your dog (let him/her enjoy a nice chew, Kong or bone in the crate or gated in a separate room without people, but still 
in your sight). 
8:00-8:30 pm:  Interact with and stimulate your dog - do some training, play with a tug, play hide and seek, etc.  HAVE FUN TOGETHER!
8:30-9:30 pm:  Share some quiet time with your dog. 
9:30 pm:  Take your dog out on leash for a bathroom break (see housebreaking tip sheet).
10:00 pm: Get ready for bed. Make your dog’s bedtime area is comfortable and quiet, leave a few treats for him/her and turn out the lights.
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