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              Organization
The Greenhill Humane Society is an animal shelter that was founded 
in the year 1944. They have two Eugene addresses that provide shel-
ter for stray and abused animals. According to Greenhill, they have 
cared for over 3,000 animals each year and shelter dogs, cats, rabbits, 
guinea pigs, rats and hamsters in particular. Also according to 
Greenhill, they have released around 98 percent of dogs and around 
90 percent of cats. (Greenhill Humane Society).
The services that they provide are adoption, schooling, aid with do-
mestic violence, senior aid, spay and neuter, volunteer events, foster 
care, and dog discipline. (Greenhill Humane Society).

Big Picture
The broader social issue that Greenhill is working towards is 
better treatment of animals and giving people information 
on how to take care of animals. According to Greenhill, their 
ultimate goals are to provide a safe place for animals that were 
abused and abandoned, attempt to stop an overpopulation of 
animals from happening, and to inform the community about 
how to properly care for animals and how to treat them with 
respect.  There are people in Eugene, and everywhere, who own 
pets that do not properly know how to take care of them. They 
may be uninformed or simply lazy and don’t know how much 
of a responsibility that taking care of a pet can require. Because 
of this, Greenhill Humane Society is committed to working to-
wards this social issue and providing people with information 
and providing animals with a safe environment. 

Greenhill uses many ways to reach out to the community-
where they can inform others of things they are doing and 
of updates. They have a Facebook, Instagram, and Twitter. 
The First Avenue Facebook consists of mostly pictures 
with updates on rescued animals. They show pictures of 
animals that are waiting to be adopted and also pictures 
of awards they have received.  The other Facebook ac-
count is for Greenhill. This consists of updates on fund-
raisers and on reminders how to take care of all animals.  
The Instagram consists of videos and simple pictures of 
the animals in their shelter.  The Twitter account is linked 
to their Facebook accounts and once you click on the link 
it leads straight to there.
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Social Media Audit



Positioning Map
Each organization’s placement within the map was determined 
by their Facebook presence (measured by activity and number 
of page likes) and the amount of services they offer. Though 
each organization has a very active page, Green- hill’s main 
shelter page alone has over twice as many likes as the next orga-
nization, and the large range of services they provide their cli-
ents made them a leader in both positioning categories.

     Facebook Presence

Types Of Services

1 GREENHILL HUMANE 
SOCIETY

4 3

HEARTLAND HU-
MANE SOCIETY

       SAVING GRACE
     ANIMAL RESCUE

         LUVABLE DOG 
               RESCUE

Observations and Insights
Interactions between staff and individuals visiting the shel-
ter were kind and informative -- staff was open
to answer any questions that people had about their ani-
mals, shelter and adoption policies. One insight was that 
many who visited did not have serious intent to adopt or 
donate and came to interact with pets. Does Greenhill 
have a platform or system that allows them to follow up 
with visitors to gauge their interest in volunteering, adopt-
ing, or donating?

Problem Statement 
Greenhill would like to raise awareness about their shelter 
through a set of social media videos and promote the adop-
tion of older dogs.
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S
• The strong full-time staff and large volunteer base are 

passionate about what they do.
• They have the resources to provide in-house care, in-

cluding any routine medical help needed. If more seri-
ous medical attention is required, they have a network 
for out sourcing veterinary help.

• Their large facility is able to house a majority of animals, 
comfortably mak- ing them a “no-kill” shelter. Green-
hill has the space to expand to care for different types of 
animals in the future.

W
• Greenhill lacks a visual campaign (style-book, branding). A 

unified look would make them more recognizable.
• Overlapping positions within staff weaken their social me-

dia presence. Employees may have too much on their plate 
during high stress times as a result their social media takes 
the backseat.

• Not reaching out to the young adult demographic for small 
donations leads to a missed opportunity. There is more po-
tential for college students to donate than what they realize 
- they’re an untapped market.

O
• Being in the second largest city in Oregon, there is a 

constant stream of pet shoppers.
• Animal transfers from California bring small dogs 

which have a fast adoption rate in Eugene, Oregon.
• Millennials are starting families later, and more young 

couples are excited to adopt pets to practice caring for 
another.

T
• The shelter has to operate on a fluctuating income 

through the amount and extent of donations.
• A few social media groups publicly try to shame 

Greenhill Humane Society for claiming to be a “no-
kill” shelter.

• Craigslist & breeders take away from potential 
adoptions.

• Many people consider shelter animals to be “bro-
ken” which puts a damper on their image.

   Value
Proposition 

Greenhill Humane Society is a no-kill shelter that brings the community together with 
different fundraising and awareness events. These events provide a platform for pet 
owners and lovers to connect for a common cause while allowing them to push their 
fundraising message. Also, since Greenhill Humane Society offers two locations this 
makes the resources that they offer more accessible to the community. 



Our first audience is people out of college 
who are starting to establish themselves 
and developing a consistent routine. Young 
adults between the ages of 23 to 30 both 
male and female. Self sufficient with a sav-
ings account for the emergencies. Green-
hill needs their audience to adopt because 
there is an endless flow of adoptable ani-
mals coming into the shelters. They should 
adopt from Greenhill Humane Society 
for many reasons such as: it is affordable, 
the animals are taken care of medically, 
their history is known, they allow you to 
meet the animals before hand, and there 
is a return policy. Our second audience is 
adults over the age of 50, both male and 
female. Ideally retired or in good financial 
standing. With this audience, we are seek-
ing donation potential as well as adoption 
potential. This group of people ideally has 
both time and money to offer and also 
could have the need for a companion. For 
those who are 60 and over, Greenhill offers 
a senior assistance program which offers a 
discount with the adoption of animals that 
are three years of age and over.

Audiences Customer Personas
Name: Sally-Joe
Demographics: Female, 25 years old, 
$45,000 yearly salary.
Background information: Graduated 
from Brown University three years ago, 
in her third year at Asbury Design, has a 
boyfriend of two years named Benjamin, 
considering marriage and family in the 
future but wants pet first.
Psychographics: Loves the outdoors, 
driven, addicted to coffee, pastimes 
include reading, hiking, painting and 
drawing, active lifestyle including morn-
ing runs and cross fit, fun loving, adven-
turous attitude.
Goals: Wants to move up in her career 
while living a well rounded life, wants to 
start a family by the age of 30, wants to 
buy her first house soon, and wants to 
positively contribute to her community 
by adopting from local shelter.
Challenges: Busy with her job, nervous 
but hopeful for her future with Ben.
How the client helps? This is the type 
of client that Greenhill Hu- mane So-
ciety wants to reach out to in order to 
promote the adoption of a pet. Sally-Joe 
can spread the word to her fellow young 
adult friends, and possibly start a blog 
about her adoption journey.

Name: Lauren
Demographics: Female, 73 years old, 
fixed income
along with savings.
Background information: Likes to go one 
walks and admire pets and children play-
ing, spends time indoors craft- ing and 
knitting, attends galas and other formal 
fundraising events.
Goals: To give back to the community, to 
remain busy, and to leave a legacy be-
hind.
Challenges: Has to be selective on where 
she donates her money, cannot volunteer, 
and cannot support a second pet.
How the client helps? Greenhill Hu-
mane Society val- ues its donors highly 
and makes it clear where their money is 
going, so a donor may be more willing 
to fund them. Lau- rén may feel more 
inclined to tell her friends to donate after 
having a positive experience.
Message: When donating to Greenhill 
Humane Society, you become a part of 
the community and involved in a fam- 
ily. We make you feel like you are family 
and that your contribution is making a 
difference.
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