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PetSmart opens luv-a-pet centers

How it all began

1994

In 1994, the founders of PetSmart® 
took a stand to help end pet 
homelessness by making a bold 
decision to never sell dogs and 
cats in their stores. Instead, they 
created PetSmart Charities® a 
501(c)(3) nonprofit animal welfare 
organization — separate from 
PetSmart, Inc.



pets saved 
through adoption

Over $394M

granted to charitable 
organizations

Over 9M Over 360,000

pets helped through 
emergency relief 

*2018 Data

The Leading Funder of 
Animal Welfare in North 

America. 



Overview

§ Size of your social audience is not as important as 
the engagement 
ü Defining your KPIs

§ Identifying appropriate channels for your audience

§ One size does not fit all
ü Creating channel specific content
ü Leveraging your resources



The Beginning

§ We knew who we were as a “brand” 

§ Internal “buzz”  was around size of audience

§ Social was treated as a catch all for everything

§ Trying to make everyone happy led to over posting 
and irrelevant posts

§ Confusion/competition with PetSmart

§ We had not been “listening”



OUR APPROACH
started with research & 
defining a strategy



Process

RESEARCH

•Review

• Listen

•Evaluate

STRATEGY

•Approach

•Measurement

•Plan

ENGAGEMENT

•Grow

• Listen

• Lead

•Respond

MEASUREMENT

•Analysis

•Optimize

#1 #2 #3 #4



Social Landscape

§ Over 95 million photos are uploaded to Instagram each 
day

§ There are 500 million Tweets sent each day – that’s 
6,000 Tweets per second!

§ There are 60 million active business pages on Facebook 
and 5 million active advertisers on the platform



Bigger is NOT always better



Creating a two-way conversation



SOCIAL LISTENING
those who listen
gain insight



Understanding your audience

Our goal: support our overall 
marketing efforts with a 
social strategy that targeted 
the communities, partners 
and stories that aligned with 
our brand (non-profit)

PetSmart 
Charities

Audiences

B2C Audience

PetSmart 
Charities 
Donors

B2B Audience

Animal 
Welfare 
Partners

Grantees Thought 
Leaders



G O A L A P P R O A C H

Increase the PetSmart Charities brand awareness on the largest 
social network

Share stories about human-pet bond, grants, adoptions, pet 
features, events & emergency relief using video, live video, 

and photos with a “video first” approach to drive engagement

Develop a visually appealing feed that focuses on the human-pet 
bond Curate a visual album illustrating the impact have to humans

Organize video for greatest discovery Upload existing video content and add to playlists

Establish and engaging presence to connect with AWO’s partners, 
associates and stores

Follow, engage and share community posts to stir-up 
conversations about real-time moments of impact

In form and  lead  the  An imal  Wel fare  industry  in  the  
B2B Space

Share branded thought leadership content at least once a 
week

Strategy scorecard



CONTENT CREATION
customization by channel



Content strategy



G O A L C O N T E N T A U D I E N C E T H E M E S

Increase  brand  awareness  in  
ta i lored  content  segments .

Rea l -t ime shares ,  photo/v ideo,  
and  Facebook L ives B2B/B2C Al l

Foster  our  communi ty  
o f  advocates  through  storyte l l ing .  

Share  # IAdopted & #P icMe
stor ies  to  increase  communi ty  

engagement
B2C

Journey Home
Uncondi t iona l  Love

Trend ing  Ta les

Be  a  hub  for  branded v ideos . Segment  out  p lay l i s ts  based  on  
B2B & B2C aud iences B2B/B2C Al l

E levate  B2B aud ience  and  connect  
wi th  AWOs,  assoc iates ,  and  stores .

V ideos ,  quotes  and  assets  
featur ing  leadersh ip B2B

Community  Impact
Branded

Uncondi t iona l  Love

Inform and  lead  the  An imal  Wel fare  
industry  in  the  

B2B Space .

Videos ,  quotes  and  assets  
featur ing  leadersh ip B2B

Community  Impact
Branded

Uncondi t iona l  Love

Strategy scorecard



#PicMe adoption strategy



National Adoption Weekend



National Adoption Weekend



Audience engagement



INFLUENCERS 
& BOOSTING
optimizing spend



Influencers are highly-trusted individual within the social space - combining their 
authenticity with Facebook Live has proven to increase video views during highly 
promotional periods

Influencers



Social boosting



Social boosting



Social boosting



COLLABORATION
connect with your partners 



§ Reached ~62% more people 
with INC cross posts

§ Charities had ~70% more
engagement

§ Charities had ~46% more video 
views

§ Crossposting allows both 
channels to build on the 
momentum the video has 
gained, helping elevate the 
video to the top of our 
followers News Feeds and 
combat the algorithm

Benefits of Crossposting 
(PetSmart example on Facebook)



Social listening 

Tip: don’t ignore others who share similar interests



Partner collaboration 

Tip: collaborate with partners 
to make an impact on a 
common goal

ü over 60% of our content 
comes from Partner 
submissions &  social 
listening

ü Communities want to hear 
from humans, not brands 

ü utilize incentive programs to 
help tell the stories you want 
to tell



Partner Facebook page

Tip: identify the gaps in your strategy

With Facebook being one of the 
most prominent channels for 
nonprofits we saw an opportunity to 
create a group page just for our 
partners

ü 1100+ members joined within 24 
hours of getting their invitation




