
Challenge 

Second Chance Fund for Animal Welfare (SCFAW) has 5-6 quick fix clinics in and around Worcester 

County that run on a consistent basis.  These clinics are located in Worcester, Gardner, Clinton, East 

Brookfield and Athol, MA.  There are anywhere from 2-5 of these quick clinics per month, with each 

clinic having multiple days of availability. 

By collaborating with local veterinarians, SCFAW is able to provide its customers with low cost 

spaying/neutering programs – if the customers meet the program’s requirements.  In order to be eligible 

to receive the services, the individual or family must be 250 per cent or more below the federal poverty 

line (see attached guidelines). 

SCFAW is able to provide a full spay or neuter for as little as $10 for eligible customers.  Unfortunately, 

the public does not have enough information about SCFAW.  As a result, customers who call or e-mail to 

find out more information are often under the assumption that the services are completely free.  The 

group has a website (http://www.secondchancefund.org), but the site gives surprisingly little 

information about the actual services that they provide.  Instead, they focus on the company’s history 

and the importance of getting your animal spayed or neutered as early as possible. 

In addition, because of their small budget, they are unsure about taking out ads in more expensive 

places, such as the Worcester Telegram & Gazette or Worcester Magazine.  They are willing to spend 

the money, but they want to be as sure as possible that the right people will see the messages. 

The owner of SCFAW, Jan Beckwith, and Adrienne Linnel, the director of marketing and publicity, are 

aware that they need to purchase larger advertisements and spread more information about their 

company, but they are unsure how to further their goals.  



Situation Analysis 

Founded in 2000 in Jan Beckwith’s basement, Second Chance Fund for Animal Welfare was originally a 

cat adoption agency.  A friend had showed her the feral cats behind a local pizza place, and Jan was 

disappointed in their owners for not getting them fixed.  They began setting traps to capture the cats, 

had them spayed/neutered, and then brought them to places like PETCO to have them adopted once 

they were healthy again. 

From there, the program took off on its own and quickly became what it is today: a low-cost 

spay/neuter program with multiple locations throughout Worcester County.  Participants must be 250 

per cent or more below the federal poverty line, and often, the service costs customers as little as $10 

for a complete spay or neuter on their pet. 

According to research done by the MSPCA, 11 per cent of all pet cats are not spayed or neutered – this 

number translates into 80,000 cats in Massachusetts.  Though this seems like a relatively small number, 

cats multiply quickly: once lost or abandoned, this turns into 300,000-500,000 cats that breed for several 

years before dying if they remain homeless.   

As a result, SCFAW’s focus is on fixing pet cats as a way to prevent the homelessness before it starts. 

Since 2001, SCFAW has fixed over 4,500 cats, many of them feral or owned by people who could 

otherwise not afford the service.  The company’s Quick Fix Clinics have fixed 2,500 of these cats. 

While Second Chance Fund for Animal Welfare has been successful thus far, there are ways for them to 

improve so that they can continue to grow. 

 



Objective 

To circulate more, accurate information about Second Chance Fund for Animal Welfare. 

Focus Areas 

Our plan will focus on the following areas: 

MEDIA 

This will consist of local media advertising, including ways to improve SCFAW’s current advertisement.  

Additionally, this section will also contain information pertaining to the creation of a media kit. 

ORGANIZATION 

This will consist of promotional material controlled by SCFAW, including flyers/posters and their 

website, as well as follow-up practices. 

Organization 

Website 

The website for Second Chance Fund for Animal Welfare is http://www.secondchancefund.org.  Overall, 

it is too hard to find the information you need when you are navigating the website.  The company’s 

history is contained within the “About Us” section, but there is little information about how the 

company actually got started.  Instead, it says that the company was founded in 2001 – but has nothing 

about how the company started by getting homeless cats adopted, then decided to focus solely on low-

cost spaying and neutering.  It is important that they include how they began to find their niche:  low-

cost spaying and neutering services available in many areas in and around Worcester County.  Stating 

this clearly will help set them apart from local animal clinics and the MSPCA, which also offer low-cost 

services. 



Additionally, the website should either have the federal poverty guidelines posted or explicitly say that 

they are using the federal poverty guidelines from 2006 (or whatever the applicable year is).  Having 

information readily available to the customer will help them decide whether they would like to call the 

hotline to find out more information or to set up an appointment.  It will also help reduce the possibility 

of people thinking the service is free – one of SCFAW’s biggest problems.  

Finally, SCFAW should completely redesign the website to include more references to the following 

keywords: low income, low cost, spay, neuter, spay/neuter, Worcester County, Athol, Clinton, Gardner, 

East Brookfield and Worcester. 

Currently, a Google search for the terms, “spay neuter” and any one of the above cities places SCFAW 

within the top five hits.  A search for “low cost spay neuter”, however, does not have SCFAW appearing 

on the first page of results.  In fact, the company’s website does not appear within the first five pages, 

and it is safe to say that it probably does not come up on any of the pages, either.  Adding the term 

“Worcester” to “low cost spay neuter” puts SCFAW  on the second page of results, but most people are 

probably going to go with the first thing they find that applies. 

Revamping the website will also help hold viewer’s attention once they have already started browsing 

through the contents.  Because the ultimate goal is to have the viewer call the hotline and set up an 

appointment, it is imperative that they find as much information as possible in one place so that they 

can make their decision. 

  All of these website suggestions combined will create a professional looking webpage with enough 

information to help customers make a decision.  It will also be free advertising, because the website will 

appear in the search results without the user having to explicitly search for “SCFAW”. 



Flyers 

Presently, all of SCFAW’s flyers and handouts have an image of Scratch, a whimsical, multi-colored cat 

who serves as the company’s mascot/logo.  This is good because it gives customers something to 

identify the company with; just as Nike has the “swoosh,” SCFAW has Scratch. 

The flyers and handouts are also seasonal; that is, a new one comes out every few months with 

appropriate colors and designs (i.e., colorful leaves for fall) with upcoming dates and events.  This is also 

good because it helps SCFAW stay organized and helps catch the eye of the customer. 

Despite how well designed they are, the flyers passed out by SCFAW do not contain enough information.  

SCFAW’s current flyers have the upcoming dates and locations of Quick Fix Clinics, along with the hotline 

to call and set up an appointment.  The handout also lists the prices, though from discussions with Jan 

Beckwith and Adrienne Linnel, it seems as though this part of the handout is misleading.  Actual prices 

range from $55-$10 for a female spay, plus vaccinations.  In small print, the handout says, “Lower rates 

available for those in greatest financial need”, but does not list what “greatest financial need” is, nor 

does it say where to go to find out. 

One of the reasons for this missing information is probably a lack of space.  To overcome this obstacle, 

SCFAW should consider removing the logo that states, “Funding is provided by the Mass. Animal 

Coalition Spay/Neuter License Plate Proceeds.”  Removing this would add approximately two inches to 

the amount of available space on the handout.  SCFAW could then utilize this space by increasing the 

size of “Lower rates available…” and add information about the financial requirements.    

Posters 

At this time, the company does not have any posters in use.  We would like to suggest adding them to 

the advertising mix, as they are a cheap, convenient way of advertising without making people feel like 



they cannot get away from the information (like television and radio commercials).  Unlike radio or 

television commercials, SCFAW can remove or redesign the posters at any time. 

The key to the success of the posters is to make sure that they are in visible, well-trafficked areas with 

enough information to attract viewers.  The posters should definitely contain Scratch, who has become 

the organization’s mascot/logo, but should also have more information about the costs and financial 

requirements. 

To help keep the cost down, SCFAW might consider having a few posters made up per year, with the 

dates and locations of Quick Fix Clinics for the next six months.  This way, potential customers will have 

a good idea of the clinic’s time and location, as well as knowing that it is not a “limited time” offer or 

event.  We will discuss posters in greater depth later on in this plan. 

Having a greater number of dates advertised will also add to the organization’s credibility – if customers 

know that the organization is planning to have the clinics in December and it is only August at the time, 

it shows that they are planning and know what they are doing.  It is also a great way to show customers 

that they do not have to call right now.  Even if they meet the financial requirements, they may not have 

the money.  Knowing that they can still call and make an appointment a month from now – for the same 

price – they are likely to make the phone call and keep the appointment. 

Follow-Up Strategy 

The most useful information SCFAW can get comes from past customers who have used the service.  

Knowing this, they currently have a mandatory survey for customers to fill out.  The focus of this short 

questionnaire is to find out how customers heard about the program and where they came from.  What 

SCFAW has learned is that people are willing to come from Rhode Island to have their animal fixed, and 

that most people hear about them through word of mouth; that is, from friends, family or co-workers 

who have used the program. 



However, these surveys do not have space for the customer to write what – if anything – was bad about 

the service.  Because of this, SCFAW does not have an objective view about the way the service 

operates.  On their end, they see no room for improvement, but they are not serving themselves, they 

are serving the customer. 

To combat this problem, we have redesigned the questionnaire for customers to fill out.  Our survey still 

asks where they came from and how they heard about SCFAW, but it also asks how they would rate 

their experience and what they would improve.  There is also space provided to find out how the 

experience could be improved, as well as whether the customer would recommend SCFAW to another 

pet owner (see appendix). 

This is important information to track for two reasons: (1) SCFAW will find out right away what they can 

do to make things better, and (2), it provides a constant evaluation of the program’s success.  For 

instance, if someone says that the experience was good, but that he/she would not recommend it to 

another pet owner, it is clear that there is a problem, and the questionnaire can help pinpoint exactly 

what went wrong. 

Advertising 

In order for SCFAW to have a prosperous spay/neuter business in Worcester County, they need to 

ensure that the area’s residents know who they are.  Without increased efforts towards a successful 

advertising campaign, SCFAW will not draw the participants they would like to reach. 

We recommend four advertising tactic areas for the campaign.  They are interpersonal communications, 

organizational media, news media and advertising.  Within each of these areas, we will focus on what 

actions to take in order to get the best results from the appropriate publics. 



Interpersonal Communications 

This tactic primarily focuses on gatherings in which people can come to view the product/service that 

SCFAW is offering.  These gathering include open houses, fundraisers, product fairs and employee 

meetings.  All of these allow potential customers the opportunity to have one-on-one interactions with 

those involved with the company and to find out more information, including costs and requirements. 

This type of advertising targets volunteers and donors who are willing to help SCFAW.  Here, the 

objective is not to force the company’s beliefs and ideas, but rather to show how SCFAW wants to help 

the community and how participants’ assistance would not be time wasted. 

To set up a gathering like an open house, the expenses will primarily come from refreshments, 

handouts/pamphlets and other, season-specific decorations as appropriate.  The estimated cost for this 

type of event would be $100-$300, though buying and printing the handouts in bulk would significantly 

reduce the cost.  Additionally, the price would also increase depending on how upscale SCFAW wants 

the gathering to be. 

Organizational Media 

This tactic uses posters, newsletters, and websites: “readable” material to spread the word about the 

organization.   

We have already discussed basic changes to the website, but it would also be possible to create a link 

for visitors to click that would sign them up for a monthly or weekly e-mail newsletter.  This will not be 

difficult to maintain, as most maintenance and updates for website cost about $200.  As we have 

already mentioned, changing the keywords used to find SCFAW on the internet will also lead to more 

website hits, resulting in more people who are interested in the program. 



Since the main idea of this tactic is to get as much information out for the lowest possible price, posters 

are another good resource to use.  They are relatively inexpensive, and can be produced at home, local 

schools or ordered through an online service.  Some websites have 42”x36” posters for $55.99, plus 

shipping and handling.  SCFAW would receive these orders within two weeks, so ordering ahead of time 

for future events would either yield a bulk discount through the website, or just be more cost-effective 

in the end.  The combined cost for both the website fixes and the posters would total about $500. 

Because this tactic and the ones to follow target participants rather than donors and volunteers, it is 

imperative to include information about cost, availability and clinic locations.  Spreading this vital 

information will result in a better turnout and more informed customers. 

News Media 

This tactic covers printed materials produced for a minimal cost at home or at a printing store.  It differs 

from organizational media in that SCFAW places these advertisements in more locations and in places 

where students and younger children can view them, as well as adults.  Because many different people 

will see these, it is important to include SCFAW’s logo, Scratch.  While children may not understand 

what “spay/neuter” means, they will see Scratch and show it to their parents for further inquiry. 

One cheap and professional online printing service is Kinkos, which has locations nationwide.  Kinkos 

allows the user to upload pamphlets and handouts to their webpage, save it, and then order prints 

online at any time.  These can printed and picked up at any location, so the user does not necessarily 

have to go to the Kinkos nearest to their home or office if they are running late. 

The cost per color copy from this branch is 49 cents, with additional costs applying for “fancier” options.  

An approximate cost for using this tactic is $100-$200, depending on the options and the number of 

copies. 



In addition to these suggestions, we also urge SCFAW to consider the creation and implementation of a 

media kit.  Containing news articles, photographs, biographies, thank you letters, the history of the 

company and anything else that “makes the company look good,” media kits are an alternate way of 

communicating with the media.  Media kits are more productive than press releases because with press 

releases, there is no guarantee that the newspaper will print it.  If it does get printed, there is no way of 

knowing how accurate or timely the information will be, since the final decision regarding posting lies in 

the hands of the newspaper editors. 

On the other hand, media kits allow the company to present the media with information, and then the 

media determines if it is important or not.  This allows the company – in this case, SCFAW – to ensure 

that articles and stories written about them are always timely and accurate. 

Advertising 

This tactic focuses on the best methods of advertising to reduce the amount of money spent but still 

reach the target publics.  Obviously, television and radio advertisements are too expensive and 

unreliable, since there is no guarantee that the targeted publics will watch or listen to the shows 

featuring the advertisements.  Advertising on the internet is too expensive as well, although creating a 

MySpace or Facebook webpage is FREE and is a sure way to spread the information and garner a lot of 

attention. 

Because of this, the only real option is to advertise in the local newspaper, the Worcester Telegram & 

Gazette. 

The open rates for advertising Monday through Friday in the Worcester, Wachusett, North, West and 

South zones of the T&G would cost approximately $81.60 per day.  To reduce the cost of weekly 

advertising, it is possible to run the ad only in a zone where there is an upcoming quick-fix clinic or 

gathering occurring.  For instance, if something is happening in Gardner, it may not be necessary to 



advertise in Worcester.  This will provide immediate results, as the turnout and response to the ad will 

let SCFAW know whether they should take a more widespread approach next time. 

The total cost for this tactic is an estimated $2,000-$2,500. This number is subject to change, as the T&G 

offers discounts for non-profit organizations as well as for repeating the same advertisement within a 

certain number of days. 

In the end, the budget of $2,000 will probably not be enough to start a campaign that wuld cover all of 

the aforementioned issues.  We are suggesting that SCFAW double the budget to $4,000 for a more 

effective and thorough campaign that will increase awareness about the company. 

Advertising Improvements 

When looking at SCFAW’s current newspaper advertisement, it is possible to increase awareness and 

appeal with a few changes.  We will analyze both colored and black and white ads for their strengths 

and weaknesses. 

Black and White 

Since these are the cheapest to produce, black and white advertisements are the best choice to improve 

and have printed on short notice.  Excluding the price list, the current ad’s layout is acceptable.  The 

prices get viewer’s attention and capture their interest, but the consumer might feel like it was a case of 

false advertising if it turns out that they do not qualify for the program.  By adding a disclaimer at the 

bottom or end of the list stating that these are the prices, if you meet the financial requirements, 

SCFAW would help reduce customer’s confusion before they call the hotline. 

Additionally, it would also help if the advertisement stated that the company is always looking for new 

volunteers and donors.  Letting these people know that they can call the same hotline number even if 



they do not wish to set up an appointment is likely to increase the number of interested volunteers who 

call to find out more information. 

Color 

For colored advertisements, the previous improvements should be implemented, as well as the coloring 

of Scratch and, if possible, the background. 

Scratch’s tail would look best with warm colors, like red, orange, yellow and blends of these colors.  This 

also applies for the paws and other parts of the cat. 

Since the color quality will not be as accurate with an ad this size (1/8 page), a background color will 

help convey what the viewer feels when looking at the advertisement.  A soft blue color, more along the 

lines of sky blue than a deeper hue, will suggest relaxation, calm, comfortable feelings, making the 

viewer feel unthreatened and un-intimidated by what the ad states.  In addition, the bright coloring of 

Scratch will show that the company is energetic, vibrant and fun, while at the same time pioneering new 

ideas. 

Considering a minimum ¼ page colored advertisement will help further these feelings, as the color 

quality increases with the size of the advertisement.  The larger sized ad will also help catch the viewer’s 

eye, and, as long as the colors are more subdued than flashy, they will stay interested and read the ad 

instead of just glancing over it. 

Evaluation 

The primary way of evaluating the success of this plan will be through constant, ongoing monitoring of 

the situation.  By using a questionnaire to be filled out by pet owners coming to pick up their animal, 

SCFAW will always know how their service rates compared to others.  Asking questions like “what city 



did you come from today” will key in to possible areas where a new clinic could be opened. Finding out 

whether or not someone would recommend the program to others, as well as ways to improve the 

service, will provide constant, objective insight into how things are really working.  Finally, providing a 

space for additional comments and suggestions will ensure that even those who have had a “bad” or 

“poor” experience will feel like their opinions matters. 

The other form of evaluation is through taking baseline measurements before and after the 

implementation of this plan.  Before putting the plan into action, SCFAW will know how many volunteers 

they currently have on staff, the amount of donations they have received over the past year, and the 

number of pets they have fixed. 

After implementing the plan, success will be determined by comparing the pre- and post-

implementation numbers.  If the numbers of any or all of these have increased, the plan has been 

successful.  If they have remained the same or decreased, SCFAW will be able to take a step back and 

see what went wrong.  Keeping this plan handy allows them the opportunity to go back and see what 

they did wrong, or to go back and re-work some of the suggestions we have made. 

    


