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 For our PR Campaign, we planned
and executed a benefit concert in
honor of the San Marcos Animal
Shelter. Doing this event gave us
the opportunity to apply everything
we’ve learned throughout our
schooling within the School of
Journalism and Mass
Communication. Woofstock 2025
was put together with hopes to aid
in specific areas of need for the
Animal Shelter as well as providing
an atmosphere that was enjoyable
and memorable for all attendees.
Our goals included obtaining
monetary and supply donations,
promoting adoption, and turning
the community's attention to the
shelter. Our efforts were brought
to life thanks to the passion and
commitment shown by our team,
our partners, and the San Marcos
locals. 

Executive 
        Summary 
Executive 

        Summary 
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 The shelter's operations rely
heavily on volunteers and
donations, as they are constantly
facing overcrowding, underfunding,
and are in constant need for
community support. We felt that an
event like Woofstock would not
only be a great benefit to our
group's mission, but also in
garnering supplies needed for the
shelter and raising awareness for
the issues that were pressing to
them.

IntroductionIntroduction

 The main issue we wanted to highlight
by choosing the San Marcos Regional
Animal Shelter is that it is the only
open-intake shelter for the seven cities
in the surrounding Hays County area
and has a serious overcrowding
epidemic. At the animal shelter there
are currently over 115 dogs available
for adoption with the shelter being
typically 50 to 60 kennels over their
actual capacity, and although the
shelter is publicly funded, its budget,
kennels, fosters, and other resources
are at max capacity and are insufficient
in operating the shelter adequately. 

THE
ISSUE

RESEARCH
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 Strengths
Animals and people in need naturally cultivate empathy 
The shelter is very transparent about their needs and their numbers 
They have various opportunities for volunteer work 

 Weaknesses 
San Marcos is a college town, meaning many residents have housing or
financial restrictions that prevent them from fostering or adopting 

Opportunities  
There were 5 adoptable dogs brought to Woofstock

 Threats
Competing against different events happening on a Saturday, we hoped
people would prioritize our event over others. 
With San Marcos being a “college town”, some people could not adopt at the
event due to their housing or financial situation.

STATISTICS

SWOT ANALYSIS
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Our ideal dates during the brainstorming process were between March 20-23 or
27-29th. The first week of April to plan a few “back up” days in case weather
conditions were not ideal.  We set a time frame of 5:30- 9 p.m. for the event.
We secured the animal shelter as our beneficiary, and quickly began the
process of forming our brand. ‘Woof’stock - is a play on the iconic music festival,
Woodstock. We aimed to keep our brand approachable and broadly appealing -
allowing us to attract different groups such as college students, families, young
children, and older long-term residents of San Marcos. 
 Group members Fallon and Avery volunteered their respective contacts with
local musicians who each created a setlist for the event, allowing us to go over
them and make sure the songs aligned with our brand of Woofstock. 
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 Securing the venue became a challenge. Unable to coordinate with Zelicks,

sthe first choice, for weeks. The San Marcos Regional Animal Shelter had
mentioned partnering with Industry in the past, so we moved on. Staying in
contact with Industry, allowed us to meet with the general manager Daniella.
These visits allowed organization of the event, making sure there was space to
host everything, including areas for the adoptable animals, seating, and a place
for the musicians to play. During these visits Daniella agreed to profit share 15%
of the proceeds of the night, which brought us closer to completing one of our
objectives. 

In the month of March we worked on securing traditional media to promote
our event to not just the students of Texas State University, but the city of San
Marcos as a whole. We also worked closely with Industry, our event space, to
finalize our event details via in-person meetings. We also used this month to
work on handing out flyers as well as hanging them up throughout campus
and San Marcos businesses. To further push our event we also hosted mini
events to get our name out there and help fundraise to meet our end
monetary goal. And in the final weeks leading up to the event, we secured our
raffle items from local businesses who wanted to help support our cause. 
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PromotionPromotion

    To create proper promotional materials for
Woofstock we aimed to use our brand palette
and create content and events that would
remain within our branding whilst also
highlighting what messaging we wanted to
promote within the cause. We utilized
accounts on both Facebook and Instagram to
promote our event through a variety of
carefully curated content and to connect with
groups and people of our target demographic.
    Although lots of our advertising was done on
our own platforms in order to control our
brand, we also reached out to different news
outlets in order to gain more traction for the
event. This required us to generate press
releases, media scripts, and strong networking
skills with various news outlets.
    Much of our promotion was also done on the
ground, such as putting up our printed posters
around places like the Texas State campus in
early March, advertising in businesses around
San Marcos, creating mini-events such as face
painting at Sewell and advertising around
campus in order to create hype, or even just
talking to friends and family about attending
and creating excitement with them. All of these
different approaches helped us to garner a lot
of excitement from those we spoke to and
created a lot of buzz for the event. CASE STUDY 4 7
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 Our first micro-event was the face painting
day at Sewell, where we raised awareness
and followers about our event. One of our
main sources of profit ended up being from
our micro-event collaboration with Canes
orchestrated by group member Mia. Due to
her efforts, Canes agreed to share 15% of
their proceeds from the night of March 24th
with the San Marcos animal shelter if anyone
mentioned Woofstock at checkout. This
effort raised a total of $115 towards our
monetary goal and also created some
intrigue for the event itself. 

Our traditional media efforts included
group members Fallon and Avery
promoting Woofstock live on the KZSM
radio station on March 20th, as well as
group member Avery creating a press
release that would eventually
successfully be published in the San
Marcos Daily Record, the Community
Impact, and the University Star (See
Appendix 2). 

Through our social media accounts, we distributed
informational infographics,  instagram reels such
as doggie interviews and puppy videos, and
promotional fliers for our micro-events and our
main event. to promote different activities at the
event, Much of this was orchestrated by group
member Kylie who handled our social media
presence with input from group members Mia and
Will. Group members Fallon and Avery produced
all the graphic designed material. By the time of
the official Woofstock event - the created
Instagram had 20,800 views, and 122 followers.

MICRO-EVENTS

SOCIAL MEDIA

TRADITIONAL MEDIA
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Secure financial support for the San Marcos Animal Shelter  to help
cover the costs of daily operations at the animal shelter.
Strengthen public awareness and engagement with shelter-related
issues.
Promote adoption and long-term involvement with the shelter.

Strategy: Our campaign took place digitally and in person to obtain donations before,
during, and after the event itself.

1.Tactics: We created an online centralized GoFundMe link to pool the donations we
received. We kept the link to donate on our Instagram profile, posted it several times
prior to the event, and had “at risk” animal posters with QR codes present during
Woofstock for attendees to donate. 

2.Tactics: Industry agreed to share 15% of profits, and created a signature cocktail
menu themed to celebrate dogs and the shelter. 

3.Tactics: Collaborating with Raising Cane’s for a micro event. They agreed to share a
portion of their proceeds towards the shelter on Monday, March 24th, this helped to
raise over $115 thus helping our overall goal of raising $1000.

4.Tactics: Our raffle would grant attendees one ticket in exchange for a $10 donation. 

Objective One: raising $1000 in funds. 

CASE STUDY 4

Objectives Objectives 

GOALS

Objective Two: Raise community awareness, engagement and support for the
shelter. 

Strategy: We discussed critical issues facing the shelter including the aforementioned
overcrowding, limited funding, and challenges of being an open-intake facility—which can
often lead to euthanization of animals due to lack of resources. 

1.Tactics: inspire those interested to volunteer at the shelter through word of mouth
and social media 

2.Tactics: we utilized social media marketing, creating a series of posts that
emphasized the shelter's needs, and highlighted at-risk animals as a big part of us
spreading our messaging over our largest online platforms.

3.Tactics: In our press release and correspondence to news outlets, we explained the
challenges the shelter faces in hopes of calling attention to them 

4.Tactics: We also created materials for the event itself that highlighted the at-risk
animals specifically. This included posters talking about some of the specific dogs on
the euthanasia list at the shelter, as well as a slideshow on their television. 9



Raised a total of $1,200 dollars for the animal shelter,
exceeding our goal by 20%
Raised awareness about the adoption process and benefits .
The shelter observed an increase adoption rates  by 90% from
the week prior vs the week after the event.
Increased visibility of adoptable animals through personal
interaction, boosting chances for adoption.
Encouraged long-term community support for shelter efforts.

Strategy: The strategies we utilized to achieve this objective were once again a
marketing campaign about the information we wanted to share as well as
activities at Woofstock itself that helped to promote adoption.

1.Tactics: To increase awareness of the benefits of adoptions and how to
contribute to the shelter through adoption, fostering, donating, or
volunteering we created social media posts that highlighted the information
we wanted to share. These posts talked about the advantages of adoption as
well as how people could contribute to helping the shelter. 

2.Tactics: During the Woofstock event itself we had arranged with the San
Marcos animal shelter to bring in adoptable dogs at the event. Our hope with
this was to peak people's interest and put a face to the cause that they could
tangibly see in front of them. We also hoped that by bringing the animals to
the event that they would be more likely to be adopted as different
attendees got to know them more.

Objective Three:encourage adoption from the shelter, as well as
fostering, donating, or volunteering. 
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SATURDAY 04/29: WOOFSTOCK EVENT

Execution Execution 

 With the event officially underway, our
musical artists began to perform as well as
live painter Rene Perez. Woofstock crew
spent the majority of the event promoting the
shelter and educating people about the
issues they were facing. Many different
attendees proved to be curious about how to
help the shelter and if the event would be
recurring. Our raffle also proved to be a large
attraction. In total we had at least 67 raffle
entries at $10 per entry as well as 8 various
donated supplies for the shelter. In total we
earned more than $677 dollars from raffle
donations alone. 

CASE STUDY 6

 Overall the event proved to be a
success, with the Woofstock team
receiving $400 from Industry in profit
share and our Go-Fund Me campaign
reaching nearly $800 by the end of the
night. By the end of Woofstock we
surpassed our funding goal and also
received offers from Industry to perhaps
collaborate on the event annually. As an
end result we’re happy with the
recognition and execution of our event. 
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ExecutionExecution

 WOOFSTOCK EVENT LINEUP
4:30 P.M.: Team arrival & set up 
5:30 P.M.: Official start of event & introduction
speeches
6:00 P.M.: First musical artist (Mia)
6:30 P.M.:Various speeches: information about
adoptable dogs, at risk animals, education on
what at risk means
7:00 P.M.:Second musical artist (Jordan) 
7:30 P.M.:Various speeches: sponsor shout
outs, reminder about raffle and adoption
information
8:00 P.M.: Third musical artist (Stevie) 
8:45 P.M.: Wrap-up speech
9:00 P.M.: Announcement of raffle winners  

EVENT STATISTICS 

Other Hours
58.5%
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41.5%
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   From very early on, the Woofstock team
knew that this campaign for the animal
shelter would become a project of
passion as well as a one from class. All
dedicated to the cause, we sought out to
create an event that would not only be a
fun time for all those involved and foster
an environment for people to enjoy
themselves, but also one that brought
light to serious issues and helped out a
struggling benefit that desperately needs
more support behind the scenes. 
   This project taught all those involved
many different things about the Public
Relations world that we’re excited to take
further into our journey as PR
professionals, and that we’re excited to
put to good use in future endeavours.
Overall we’re very proud with how we
executed the Woofstock campaign and
we hope that it inspires others to shed
light on issues that need to be talked
about and to lend a hand to the
community around them.

ConclusionConclusion
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