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Executive Summary

The Tompkins County SPCA seeks a way to reach community members in order to motivate them to volunteer to do non-traditional jobs at the SPCA. These jobs are referred to as non-traditional because the shelter needs volunteers to do jobs other than the usual walking dogs and feeding cats. Maintenance, data entry and Web design are just some of the services the shelter needs. While our main goal is to increase the number of non-traditional volunteers, we realize the first step in doing this is educating the public and making Tompkins County residents aware of the SPCA’s need for volunteers. In order to achieve our objective, we have defined college students as a primary target and professionals in the workplace as a secondary target. 
After the plan is implemented and awareness of the SPCA is on the rise, an increase in non-traditional volunteers at the shelter is expected. An increase in community involvement and visibility through events, contests and publicity will lead to this increase. This plan is to be carried out in such a way as to reduce the cost as much as possible to the SPCA. Out of pocket expenses will be incurred through printing promotional materials. After the plan is put into action there are a series of checks to be made to make sure the plan is on track and working efficiently. Monitoring of press coverage, attendance at events, volunteer sign-ups and amount of donations are just some of the ways to evaluate the success of the plan. 
We appreciate the opportunity to work with you on this plan and look forward to a successful campaign. 
Situation Analysis

The Tompkins County SPCA is an animal shelter located in the Finger Lakes region of upstate New York just outside of downtown Ithaca. The shelter houses over 2,000 animals a year and is unique in that it is one of very few no-kill shelters in the nation. Tompkins County was the second in the nation to adopt the no-kill strategy, admitting every animal and never killing for space. What also makes this organization unique is the fact that it is the only animal shelter in the nation to be housed in a green building, built to energy efficient standards with sustainable design and certified by the U.S. Green Building Council. 
The TC SPCA is a strong organization, but faces challenges in attracting and retaining regular volunteers. The shelter has recently become more open to having college students volunteer at the shelter, but recognizes the issue of students not being in Ithaca for a whole year, let alone a lifetime. Besides needing the usual help feeding, walking and cleaning up after animals, the shelter needs volunteers to do “less-popular” activities, such as assisting with office work, maintaining its Web site, helping with fundraising and event support, providing foster homes for animals, and even writing its newsletter and other promotional materials. The Tompkins County SPCA needs a way to attract and retain this kind of volunteer. In addition, since the departure of Director Nathan Winograd, presence in the media has declined. The director had a strong relationship with the media and community and the SPCA needs to renew its connections with Tompkins County to re-establish its authority and visibility.
The SPCA has a presence on the Web not merely through its Web site, but through coverage of its unique no-kill policy, green buildings and the popularity of its former director. The SPCA is known across the country for its commitment to the no-kill ethic and received national coverage when it was under the direction of the well-known president of No-Kill Solutions, Nathan Winograd. The organization is also covered intermittently in print publications discussing its green building and no-kill ethic. But most coverage found on the internet is now outdated and the most recent articles and Web 
Situation Analysis
sites merely mention the shelter in passing. One constant source of publicity is the Pet Project in which an adoptable animal from the shelter is featured in the Ithaca Journal and on the newspaper’s Web Site. 
Competitors of the SPCA are not just other animal shelters and rescue groups in the area, but any other organization that a person could choose to spend time volunteering at. The number of such organizations is too overwhelming to list. For purposes of seeing what kind of media coverage and Web presence other animal organizations have, we focused on organizations similar to the SPCA. A review of the external environment produced the following information. 
Many of the Web sites for other shelters share the common existence of accepting donations online, happy stories about adopted animals, tips to raise pets and wish lists of things the shelters could use. 
· The Northeast Animal Shelter features a pet owner of the month and a tell-a-friend e-mailing system so site visitors can forward pages of the site to friends.

· The Kanawha/Charleston Humane Association Web site has a message board for users to communicate with each other. 
· Fundraising events sponsored by these shelters include a golf tournament, dinner and auction, art walk, pictures with Santa, a garage sale, a carwash and a “Hogs for Dogs” event in which motorcyclists ride to raise money for a shelter. 
· The Cayuga Dog Rescue in Ithaca recently hosted a successful “Paws are the Cause” event to benefit its dogs. The night included food, art and music and over 350 attendees. 
· Shelters in nearby Binghamton are featured weekly in the area newspaper, the Press and Sun Bulletin. These listings include pictures of adoptable animals, shelter wish lists, upcoming fundraisers and foster care opportunities. 
· Shelters such as the Animal Care Council also use garage sales and cat shows as well as a summer barbeque to raise funds. 
Situation Analysis
A search of news about animal shelters on the internet gives local stories about new shelters, adoptable animals and the fight against animal cruelty. Many shelters receive minimal press coverage and have less sophisticated Web sites than the Tompkins County SPCA. 
Why aren’t more people volunteering at the SPCA?
Our research showed that time constraints are the main reason why people don’t volunteer. Of those that do volunteer or feel they may be able to donate some time to volunteering, most felt they could give 1-4 hours a week. No respondent felt he or she could give more than 8 hours to volunteering in a week. This shows us that we need to stress the fact that the SPCA only requires that volunteers donate a minimum of 3 hours a week, 10 hours per month for one year (one school year for students). For the non-traditional volunteer positions there is even more flexibility, working on an as-needed basis or doing work from home. This point is further discussed later in the activities/tactics section.
Other reasons given for not volunteering included having no transportation to the volunteer site and having no interest in volunteering. A large majority of those surveyed responded that they had never visited the Tompkins County SPCA, let alone volunteered at the shelter. For those that do volunteer, a large number do so at local schools, churches and Longview and other residential living communities. Other popular volunteer locations include the Women’s Opportunity Center, Ithaca Youth Bureau and various places through college volunteer programs. Three respondents said they volunteered at the SPCA.
We also asked respondents if they had seen the SPCA at local events such as the Chili Fest and the Farmer’s Market. Over half said they never had. This shows that although the SPCA is making efforts to be present at such events, they are not being seen and/or those we are hoping to reach aren’t present at such events. 

Situation Analysis
We also explored the idea that maybe people didn’t know the SPCA needed more volunteers to do non-traditional jobs. When presented with these facts, most respondents indicated that they were just as likely to volunteer at the SPCA now as they were before knowing the shelter needed volunteers to do more than just interact with animals. 
The following charts further illustrate the important facts found through a survey of primarily college students in Tompkins County. 
Please refer to the supplement section for details on the complete survey findings. 
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SWOT Analysis

The following is an assessment of the internal strengths and weaknesses and the external opportunities and threats to the SPCA. This analysis will allow us to see where the SPCA is strong and where it could use improvement. It also allows us to explore opportunities in the community the SPCA could take advantage of while dealing with factors out of our control that put our success at risk. 

Opportunities: 

· The Tompkins County area has a large population of college students–as many as 30,000 in a given year–as well as a general population of highly educated citizens with specific skill-sets. 
· Every week a pet from the SPCA is featured in the Ithaca Journal and a video of this pet is featured on the newspaper’s website (called The Pet Project)–further advantage could be taken of this exposure to encourage volunteers. 
Strengths:

· The TC SPCA is one of few no-kill shelters in the nation. 

· It’s the nation’s first animal shelter certified by the U.S. Green Building Council.

· The organization makes an effort to be at most, if not all, of the area’s events such as the Ithaca Farmer’s Market and Ithaca Chili Fest.

· The SPCA sends out newsletters to keep the community informed and appears in local publications.
· It is the only shelter of its kind in the area and provides a unique service that no other shelter in Tompkins County does.   
Weaknesses: 

· Lack of knowledge among community members about volunteer opportunities at the SPCA.
· The programs it offers or implements (dog training classes) are not well-known to its community members. 

· It’s hard for the SPCA to keep volunteers long-term.

· Web site holds too much information without much excitement.  
· Located out of the way of downtown Ithaca.
Threats: 

· Overpopulation of homeless animals makes it difficult for the TC SPCA to house all of them. 
· Many non-profit organizations in the area competing for limited time of volunteers. 

· The college student population is large and transient. 
Public Relations Plan

Goal: Increase number of volunteers by 10 % (15 people), focusing to attract “non-traditional” volunteers (those not working directly with animals). 
Target:

Who
Primary- College students at Ithaca College, Cornell University, TC3

Secondary- Professionals in the workforce in the following areas:

· Accounting/ bookkeeping

· Data entry

· Computer science/Web design

· PR/marketing

· Events/fundraising

· Reception/clerical

· Maintenance/carpentry

· Counsel adopters/greet guests

The Tompkins County SPCA seeks to reach college students in the area because they make up the largest proportion of the Tompkins County population. Also, college-aged young adults are known for their commitment to volunteering and giving back to the community, making them a prime target for the SPCA. With college students being concentrated in two campuses in the community, they are a captive audience for the marketing communication messages we want to direct at them. Because we are seeking volunteers with special interests and skills, area colleges provide us with people of varied majors, interests, skills and strengths. 

Our secondary target is professionals in the workforce in the Ithaca area. These are people who have already established themselves in their career as well as those starting out fresh. They devote most of their time to work but want to give back to a community they are proud to be a part of. They want to do something useful while at the same time not have to donate much precious time. Each individual, whether he be a carpenter or a Web designer, has a special skill set the SPCA needs. These professionals are what make our community thrive. They shop in local supermarkets, eat at Ithaca restaurants and entertain themselves at the lake and on The Commons at community events. 
Public Relations Plan
Media
Of the mostly college students we surveyed, it was found that most of their news was obtained through the school newspaper, the internet and word of mouth. Based on these findings, we will target the Ithacan at Ithaca College, the Cornell Daily Sun at Cornell as well as both papers’ Web sites. We are sure to reach large audiences by targeting these publications since the Ithacan has a circulation of over 5,000 and the Cornell Daily Sun has a circulation of over 16,000.  Press releases will be sent to these and all local papers including the Ithaca Journal, Ithaca Times and Tompkins Weekly. Local radio and television are also on our target list. Below are some specific stations we will target. 
Radio

WICB- College, Ithaca
VIC- College, Ithaca 
WVBR- Rock, Ithaca
WYXL- Lite FM, Binghamton
WLVY- Top 40, Rock, Elmira

Television


WBNG-Binghamton

ICTV- Ithaca 
WSYR- Syracuse

WETM- Elmira

Since the internet is a popular medium for getting information, we will not only target the Web sites of the above newspapers, but we will reach other sites such as blogs and community bulletin boards through press releases and media coverage of our events. 
Public Relations Plan
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Public Relations Plan

Objectives: 

1. To educate the media and the public on the volunteer needs of the Tompkins County SPCA
2. To stimulate interest in volunteering at the Tompkins County SPCA among community members (in order to increase the number of volunteers)
3. To provide complete information to area journalists so they are able to write up-to-date articles based on the current situation of the shelter, which would effectively communicate to the public the volunteer needs of the TC SPCA

4. To increase involvement of the community in SPCA-related events and activities to foster a deeper relationship between the shelter and citizens
5. To develop a relationship between the current director and the community/media as has been done in the past in order to foster a feeling of trust and belief in the SPCA
Strategy: 
Objective #1 will be accomplished through development of SPCA promotional materials and increased presence in the local media. 

Objective #2 will be accomplished through increasing the SPCA’s presence in local media, at events and around town along with providing community members reasons why they are good candidates for volunteering. 
Objective #3 will be accomplished through activities meant to build partnerships with local media. The media will be interested in the goings-on at the shelter and help to publicize activities. 
Objective #4 will be accomplished through increasing SPCA involvement in community events and developing additional events, contests and activities to engage the community. This is to be accomplished through press releases, tours of the facilities and desk side briefings with the new director. 
Objective #5 will be accomplished through having the director visible at and involved in events, the media and through positioning said director as a leader in advancing the SPCA aim. 
Public Relations Plan

Activities/Tactics:

In order to reach the primary target, college students, the SPCA must engage in activities and events that students are involved with in order to first garner awareness. The majority of survey respondents were college students who indicated that almost 59% had never seen the SPCA’s presence at local events such as the Chili Fest and the Farmer’s Market. The SPCA should increase its presence at events while at the same time strengthening its existing presence and promotion of these events. The director of the SPCA should be present at all events and should be the one making announcements and releasing news to the media. The following tactics are split into categories according to type of action.  
Interactive/Web
This is an integral part of the plan as the primary target, college students, is particularly technology savvy and uses the internet to get news, entertainment, purchase goods and do research. By having a strong Web site with up to date information and an electronic newsletter, costs for printing promotional materials will be lowered as community members will be receiving the messages for free via the internet

· Send an e-mail version of the quarterly newsletter to volunteers and donors who have opted in. This will give the SPCA another touch point with the community. This also allows for updates to be added, which isn’t allowed with a printed version. 
· Revamp existing Web site with more interactive opportunities. This will include e-cards featuring success stories to send to friends and a volunteer sign-up section where users can see available positions and electronically submit applications. Potential volunteers will be much more likely to submit an application if it is easily accessible and the opportunities are clearly communicated. Designate specific positions to attract more people– not just “we need volunteers” but “we have an opening for a marketing/PR volunteer position, a web designer, an adoption counselor.”
· Host a fundraiser and/or educational seminar on the Ithaca College Island on Second life. There is already an active community of Ithaca residents on this virtual community. A virtual SPCA shelter will be set up to offer classes as well as take volunteers and monetary donations. This will not only serve as a fundraiser, but as a 
Public Relations Plan

reminder that the real SPCA exists in Ithaca and needs real–world volunteers. 
· Have the current director make an appearance on local radio stations or self-produced Podcasts dealing with homeless animals, the Tompkins County SPCA, no-kill policy and a number of other applicable topics. During each appearance the director can directly tell the audience there is a need for non-traditional volunteers at the shelter and direct listeners to the Web site to fill out an application. 
Events
· Increased participation at local events– Chili Fest, Apple Fest, Ithaca Festival, Farmer’s Market and expansion into events in other parts of the county. Presence at such events will include an SPCA branded booth, a few adoptable pets, brochures and other promotional materials, merchandise, applications for volunteering and a sign-up sheet to receive SPCA newsletters and e-mails. 
· Continued presence at National Homeless Animals Day on the Ithaca Commons with emphasis on how community members can directly help the homeless pet population of the area by donating time to the SPCA. 
· Continued presence at the Pyramid mall to encourage adoptions during the holiday season with increased emphasis on signing up volunteers. 
· Throw an “It’s great to be alive” anniversary party to celebrate seven years being a no-kill shelter. Invitations would be sent out to volunteers and donors via e-mail or post as well as advertised around the community via posters. The party would take place at the shelter with guests bringing gifts and money to benefit the animals. The party will include food donated by an area restaurant or grocery store. Volunteer applications will be given to every attendee along with a brief presentation on how just a little time donated to the shelter helps it function and maintain its no-kill policy. 
· Organize a 3K dog walk. Walkers are sponsored through donations by family, friends and community businesses and organizations with all profits going to benefit animals at the SPCA. 
· Host a Fur Ball– a black-tie event with dinner and a silent auction. Proceeds will go to SPCA, made possible from donations by stores and restaurants in Ithaca. A volunteer table will be set up with information on requirements and time commitments, applications and upcoming orientation dates. 
· Arrange a Pet parade– Halloween costume contest in which contestants will parade around downtown Ithaca in their costumes. Rewards include treats, toys and gift certificates donated by local businesses. 
Public Relations Plan
· Hold a Dog Days adoption event to take place during the summer with ice cream, barbeque, games and swimming at a location such as Cass Park or Buttermilk Falls. Adoptable dogs will be on hand to play and there will be information and applications for volunteers. Food can be provided by Purity Ice Cream or Wegmans. 
· Develop an ongoing fundraising partnership with an area business such as Wegmans or PetSmart with money from the sale of a certain pet product (food, toys) donated to the SPCA and the store also can carry SPCA branded merchandise. Not only will this raise money for the shelter, it will raise awareness of the SPCA and its needs among our target who shop at such stores. 
· Promote National Volunteer Week and National Family Volunteer Day. The Tompkins County SPCA can encourage families and the community in general to spend their time volunteering at the SPCA. The SPCA can appear in media around these dates and give interviews promoting volunteering in general and suggesting in celebration of these designated days citizens choose the SPCA as their location to volunteer.  To get exposure at local colleges, the SPCA will work with volunteer clubs on campuses, such as the Peer Volunteer Corps at Ithaca College. A volunteer week can be organized on campus in which volunteering is encouraged and information from various non-profits is available. The SPCA could be the main sponsor and have prominent exposure.  
Contests
· Organize a photo contest with categories such as pet that looks most like owner, best smile, best impersonation. Prizes will be donated by local businesses such as PetSmart. Photos can be uploaded and submitted online as well as through the mail and will be displayed on the Web site. Visitors to the site can vote and there will also be paper ballots at the shelter. 
· Have a video contest in which participants enter short films of pets and animals with categories like comedy, drama and action. This also could be targeted to TV-R majors at IC. Prizes donated from local stores and restaurants.
Logo Enhancement

· The SPCA’s current logo is whimsical and fitting for the organization, however we have a suggestion to make it even more effective. We suggest incorporating the name of the organization, Tompkins County SPCA, into the logo at all times. This way when the logo is printed, the name and picture are always together. This reinforces what the logo represents and lets no mistake be made about who the logo is for. 

Public Relations Plan
Collateral/promotional materials
This part of the campaign is especially important in not only raising the public’s awareness of the SPCA, but in informing them of why the shelter is the right place to spend their volunteer time. The fact that volunteering at the SPCA means saving the lives of thousands of animals is a strong selling point. Volunteering at other organizations, while meaningful and fulfilling, does not always result in lives be saved. 
The fact that there are unique volunteer opportunities at the SPCA should also be stressed. The volunteers needed won’t just be doing a job that anyone could do, they will be using their special skills to benefit the animals. 
Brochures, posters, media appearances and the Web site should also focus on upcoming events the shelter will be at and contests and activities planned by the shelter. These events will create awareness but there needs to be something to create awareness of the events in the first place. All promotional materials should have a strong call to the SPCA Web site. If community members check the site frequently they will not only be more informed but more involved. 
· Strengthen media relations– work with local media to produce feature/human interest stories. Special attention should be paid to developing a relationship with school newspapers such as the Ithacan in order to reach students and campus communities. A volunteer from both Ithaca and Cornell that also work on the school newspaper would provide the perfect opportunity to get in depth and frequent coverage among local college students. 
· Produce public service announcements to air on local television and radio. 

· Develop brochures, posters and free advertising to appeal more to target on college campuses and the community. Flyers, posters, postcards and table tents can be displayed at local restaurants, businesses and community centers in order to reach a large audience. These materials will not only advertise the SPCA’s need for volunteers, but upcoming participation in local events and goings-on at the shelter. 
· Make a special effort to educate the public, through promotional materials, that only 
Public Relations Plan
10 hours a month, 3 hours a week of their time is required. In attracting volunteers it is important to emphasize that only a small amount of their time is needed to make a big difference. Furthermore, the SPCA may consider lowering the minimum time commitment required in order to attract more volunteers. Someone who could not commit to 3 hours a week could still be useful if he or she came in for 4 hours on a weekend once a month to help. 
· Put up a display at airport and bus terminal to influence recent-arrivers (college freshman, new professors and business people). This could include an eye-catching cardboard display with brochures and information about the shelter. 
· Include promotional material in welcome packages given to freshman by colleges. Ask students to start their college careers off right by volunteering in their new community. Include information about time requirements and an application. Also include a sticker or magnet that could be used by students while also serving as a reminder. 
Measurement and Evaluation


· Monitoring of press coverage for upcoming events, contests, developments
· Web site traffic, calls received, volunteer applications received
· Increase in donations
· Attendance at events, entries to contests

· Survey of volunteers– ask them where they heard about the opportunity
Timetable

· Year-long campaign, with planning starting in June and implementation beginning in late August (coincides with college students)
· Executed on a quarterly basis (3 months=1 quarter)
Fall
· Airport display (Late August)

· Trumansburg Fair (August)

· College welcome package (Late August)
· National Homeless Animals Day (August) 

· Second Life development (September)

· Apple Fest (October)

· Halloween parade (October)

· National Family Volunteer Day (November)
· Heavy media appearances, posters (entire quarter)
Winter
· Video contest (January/February)
· Photo contest (January/February)
· Chili Fest (February)

· Fur Ball (February)

Spring

· Farmer’s Market (Spring/Summer)
· Anniversary Party (March)

· Dog Walk (March or April)

· National Volunteer Week (April)
Summer

· Ithaca Fest (Late May/early June)

· Dog days (July)
Budget
Events and activities planned for the SPCA will be free to the shelter. We will depend on donations of food, services, gift certificates and other prizes from area businesses in order to have prizes for contests and items to auction at the Fur Ball. That is why it is especially important to develop a strong relationship with the community and its retailers and businesses so they are willing to help the SPCA and recognize the benefit they will receive by supporting the shelter.  We will depend on free media coverage for publicity for our events, contests and activities. Working close with the media is important in seeing this campaign succeed. Out-of-pocket expenses will be incurred for printing updated promotional materials such as posters and brochures as well as printing such materials to advertise upcoming events. These costs will likely be incurred through printer paper and ink cartridges if the jobs are done in house. While we recommend some additional money and effort is put into printing these materials, we don’t suggest using professional printing services because they are much more expensive. 
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ASHLEY WILLIAMSON

ITHACA COLLEGE

CLASS OF 2007

Ashley Williamson, a senior at Ithaca College's Roy H. Park School of Communications, is an integrated marketing communications major. With a cumulative grade point average of 3.6, Ashley has earned a place on the Dean's List. Ashley is the recipient of numerous awards including the Howard and Helen Cogan Advertising Scholarship and the Advertising Women of New York Scholarship. Last summer, she was part of Ithaca College's program in London, England, and interned at River Communications, a small London-based independent company specializing in public relations and event management for the travel industry. After graduation, Ashley plans on joining a public relations agency in upstate New York. 

As a member and former secretary of the Ithaca College Chapter's American Advertising Federation, Ashley has served on committees to organize fundraisers and to develop advertising campaigns for school organizations and local businesses. In addition, she is a member of Ithaca College's student chapter of the Public Relations Student Society of America.
Over the past year, Ashley has held a part-time position as a mail clerk with the college's Mailing Services Department during the school year. She works in the College’s post office processing, handing out and delivering packages. Ashley transferred to Ithaca College after receiving her Associate Degree in 2005 from Broome Community College in Binghamton, New York. During the summer of her sophomore year, Ashley interned in the communications department at United Way of Broome County, a non-profit organization. Since she was a freshman she has held a position at CVS Pharmacy in Binghamton, New York.  
Born and raised in Whitney Point, New York, Ashley attended Whitney Point High School where she graduated in the top 20 of her class, served as class treasurer and was even prom queen. In her free time, she enjoys making jewelry, spending time with family and pets and reading. While spending last summer in London, Ashley traveled to Paris, fulfilling a dream she had had since she was 12 years old. 
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So Hyeon Park

HANYANG UNIVERSITY, SEOUL

CLASS OF 2008

(Ithaca College Exchange Student, 2006-2007)

So Hyeon Park, a senior at Hanyang University’s department of Social Sciences, is a journalism and mass communication major. With a cumulative grade point average of 3.77 and adequate English skill, So Hyeon was chosen as an exchange student at Ithaca College from August 2006 to May 2007. Next semester, she will be going back to Korea to finish her B.S.S. degree. After graduation, So Hyeon plans on joining an independent public relations agency in Seoul, Korea.
As a member of the Documentary Photographers’ Association at Hanyang University, So Hyeon has displayed her works in annual documentary photography exhibitions throughout 2002 and 2003. Furthermore, from 2003 to 2004, she served as vice president of the club, organizing various activities for its members, and she was responsible for leading the club.

So Hyeon has volunteered for Jaaewon, a social welfare organization in Jungeup, Korea, in order to help physically and mentally disabled people. In addition, she belonged to the Ithaca College Badminton Club and played the sport from time to time.

Raised in Daejeon, Korea, from her childhood, So Hyeon attended Seodaejeon Women’s High School where she participated in many activities. As a member of the photography club of the school, she played an active role in organizing a student photo exhibition. She participated in an earth science competition promoted by the school and won the second prize for her high school. She enjoys traveling to new places with her friends during vacations and has traveled to many cities within her country and the United States.
Supplements


Survey
To get an understanding of our primary target, we decided to conduct a survey to learn about their volunteer habits, thoughts about the SPCA and their media use. In early April we conducted a survey through surveymonkey.com. The survey was distributed via e-mail throughout the Park School at Ithaca College. In all we received 182 responses, 169 or 92.9% being from students. We chose to distribute the survey primarily to Ithaca College students because we are primarily targeting college students. 

Attached is a copy of the survey and the responses we received. 

Articles/media coverage of the SPCA  

Please find the following examples attached:
Best Friends article about Nathan Winograd

EERE Buildings Database (green facilities) 

Maddiesfund.org

Coverage of what other organizations are doing 

Please find the following examples attached:
Northeast Animal Shelter
Washington Animal Rescue League
Kanawha/Charleston Humane Association
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