Notes from phone conversation between Mr. Ryan Huling, Manager of College Campaigns & Outreach at peta2, PETA US, and Simon Knutsson. Feb. 2, 2012. By Simon Knutsson.
Not exact transcript, but correct meaning.
Mr. Huling has confirmed that these notes are accurate.
Simon: What is your role at PETA?

Ryan: Manager of College Campaigns & Outreach at PETA United States. I work mostly with peta 2 (PETA's youth organization). 
Simon: For how long have you worked at PETA?

Ryan: Around five years full-time, and I also interned for PETA when I was in college.
Simon: It seems to me that PETA's knowledge could be useful to other animal organization. Say another animal organization wanted to learn from PETA about the effects of various ways to promote animal welfare. How could they learn from PETA?

Ryan: One of the things we are proud of is that we are an open organization. We try to be as transparent as possible, and publicize as much as possible. People can usually get a good picture of what methods we believe are effective by looking at our web site. For example, at peta2, we created an online video game that has been very successful. The game is called Super Chick Sisters and it targets McDonald's. It's fun and engaging, and it has been played more than 18 million times. We hope that other organizations will take after this successful strategy.
Simon: Besides the amount of times the game has been played, and the number of visitors to your web site it has generated, what are the complete list of factors that you look at to assess whether the game has been a success?
Ryan: We also check how long people are playing the game. We have found that people play more than 20 minutes per game, so we know that they are seeing the information. We generally create benchmarks for such projects so that we can see how successful they are.
Simon: Let's take another example. Say PETA had a campaign to make a company buy cage-free eggs, how does PETA learn from the campaign about what works?
Ryan: When we target a company, we first consider who the audience is, and how we can turn that demographic against the target. The companies aren't concerned about animal activists disliking their products, but they care about their core customers. For example, Wet Seal sells clothing to teenage girls. It started selling animal fur, so we sent out cute stickers to teenage girls, and we told the girls what happens in the fur industry. 
Simon: I don't know if you are familiar with it, but there is a web site called The Hidden Face of Food that shows a video of the animal food industry. The Humane League did a survey of some viewers and asked if they have changed their food consumption after watching it. Does PETA try to assess whether it succeeds in causing behavioral changes? 
Ryan: I'm not familiar with that site, but I'm interested in checking it out. We do a lot of outreach, for example, we gather signatures for petitions, and when people sign our petitions they can also sign up for getting our e-mails. We then segment those people so that they get suitable e-mails. We have done follow-up surveys where we later e-mailed people and asked if they are vegetarian or not. For example, in a petition against KFC, the first e-mail to those that signed up included the video Meet Your Meat. In our follow-up survey, 24% said that they had reduced their consumption as a result of being added to the e-mail list. How much they reduced their consumption is hard to quantify.
Simon: How can I get a comprehensive view of the impact information that PETA has? 
Ryan: We are generally open with our information and share it if someone asks. Since we are a large organization (we have more than 300 staff), we don't have a list of our information on impact, the information is spread out. So it is better the more specific you are about the information you ask for, so that we can contact the right department. For example, whether it is information from advertising on TV and billboards or in social media that you are looking for. (The best information that is available online is probably our annual review.) Since we are talking, the easiest next step for you to take to get the information you need is probably to e-mail me the specific type of information you want, and then I can get you in contact with the right people.
Simon: Have you ever cooperated or considered cooperating with researchers to assess the impact of your work? 
Ryan:  Our market department does extensive research, but as far as i know, we only cooperated with researchers when someone makes a direct contact, like you are doing now. 

Simon: How does PETA choose which specific issues to work on, and what tactic to use? 
Ryan: The first step is to check if the campaign is winnable. We don't want to target companies that are very unlikely to change, it would take too much of our resources. Second, we ask what the impact would be if we would succeed. For example, we choose to focus on McDonald's, which is the world's largest purchaser of chicken. It would not be as good use of our resources to focus on a smaller regional chain, since McDonald's is so large that what it does changes the industry standard. 

Simon: Do you hire or let any independent third-party that is not affiliated with PETA assess your work?
Ryan: I am not aware of us hiring for that, but we give away info if asked by, for example, those doing charity rankings. Those tend to be isolated requests.

Simon: Which other organizations do you think reduce the most animal suffering per dollar donated to them? 
Ryan: PETA promotes the organization Mercy For Animals, which is a good indication of what PETA believes is effective. Mercy For Animals runs on a tight budget, but its undercover investigations have resulted in convictions, and has made companies change where they get their supply. If I would give to another organization, which I do, it would be Mercy for Animals. 
