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Buy a Bag, Give a Meal

• All bags of dry dog or cat food that was bought at a 

PetSmart store, PetSmart Charities of Canada would 

donate a meal to a pet in need. 

• The campaign ran from March 1st, 2017 to December 31, 

2017 



RACE Formula 

• Research 

• PetSmarts unconventional ideas build a stronger and more loyal 
relationship with their customers 

• Customers care about their pets and the pets in need in their 

community 

• The top way for a Canadian company to build trust is to address 
an issue or crisis with a program that positively impacts their 
communities 

• 400,000 pets could be living in homes that are facing food 

insecurity 



RACE Formula 

• Analysis

• PetSmart Charities has a strong relationship with animal 

welfare organizations across the country 

• PetSmart is the leading retailer with the ability to to build 

a large scale of new pet food donation programs 



SWOT Analysis 
• Strengths

• Leading pet food retailer 

• Strong name and brand recognition in the public and in 

the media 

• Strong relationships with influencers and journalists who 

are animal welfare advocates 



SWOT Analysis 

• Weaknesses

• There was no pre-existing awareness due to it being a 

new program 

• A one tiered communication strategy wouldn’t be 
effective in letting people know where they can access 

food in their community 



SWOT Analysis

• Opportunities

• Build loyalty and pride by bringing awareness to the 

program to customers 

• Establish PetSmart as a pet retailer who helps pets in 

need 

• Build relationships with food banks and social services 



SWOT Analysis 
• Threats 

• Public stigma that if people can’t afford their pets they 
should have them 

• 66% of Canadians said losing their pet would be worse 

then losing their job 

• Public perception where PetSmart should donate a bag 

for every bag bought 



Timeline
Phase #1 
March 1st, 2017 was launch day 

March to August was program awareness
• Goal: Introduce program to Canadians and build awareness 

• Metric 1: Secure 10 national and 10 local stores 

• Metric 2: Secure 95% brand mentions for PetSmart or PetSmart 
Charities of Canada 

• Tactics: Press release, target media lists, build brand messaging, 
key messages, social media posts 



Timeline Cont.
Phase #2 & Phase #3
September was donation round 1  
November was donation round 2
• Goal 1: Let shoppers know where their food was being 

donated 
• Goal 2: Let community members know which organizations 

would receive food 
• Metric 1: Three stories in each donation market (21 total) 



Timeline Cont.
• Metric 2: 95% coverage or mention for PetSmart or PetSmart 

Charities of Canada 
• Metric 3: 95% of coverage to mention receiving organizations 
• Challenges: Arrival of pet food, branding, the role of PetSmart 

and PetSmart Charities of Canada
• Tactics: Press release, localized media alerts in both markets, 

events in Toronto and across Canada, Facebook Live 



Evaluation 

Phase 2 & 3  - Media Stories 



Evaluation Cont. 

Social Media Engagement and Facebook Live 




