Notes from phone conversation between Mr. Harald Ullmann, Vice President PETA Germany, and Simon Knutsson, Dec. 20, 2011. By Simon Knutsson.
Not exact transcript, but correct meaning.
Mr. Ullmann has confirmed that these notes are accurate.

Simon: What is your role at PETA [People for the Ethical Treatment of Animals]?

Harald: I am the Vice President of PETA Germany. I have worked for PETA for 26 years, and I was at PETA US for 8 years.
Simon: [Explanation of my background.] Many charities have success stories on their web site, but from what I have seen this far, PETA stands out as describing in more detail your results. Also, on your website, you say "everything we do is tracked and analyzed to ensure that we're as effective as we can possibly be." How does PETA assess what tactics works?
Harald: It is hard to assess, we don't have sales figures since PETA is selling the product compassion. One way we judge our results is how many clicks, mails, donations, and newsletter subscribers we get: these are the tangible things. And we always look at how long visitors stay on our website and what pages visitors look at. We also check how many requests and how many interviews we get. 

Simon: What kind of information does PETA have on impact? For example, say PETA had a campaign to make Wendy's buy cage-free eggs, how does PETA learn from the campaign about what works?
Harald: Before we do a campaign, we do campaign analysis. We discuss what results we want and what steps we need to take. We need to make sure that we have ways to intensify the campaign, i.e. if this doesn't make the company change their behavior, what do we do next? Running a campaign is time, labor and money consuming, so we try to solve the problem in a different way first. We first contact the company and say "here is the problem, we think you should change this, how can we go about this so that we and you are happy?" One example is Unilever. We were ready to launch a campaign against their Lipton tea because of their animal research. We sat down and explained what we were planning to go public with. We explained what our website would look like, and we said that we want to solve this without having to go public, but if you continue with your animal experiments. we will go live in two weeks. They came back and said they will stop. This was a successful and fast action.

Simon: If another animal organization wanted to learn from PETA about the effects of various strategies to promote animal welfare/rights. How could they learn from PETA?

Harald: We don't have a manual or campaign strategy paper to give out, but we talk to others when they call and ask how they can accomplish a certain goal. It is a bit complicated though, one wouldn't necessarily be able to copy the strategy from the US to e.g. Sweden, because the difference in culture matters a lot for how the program may work.

Simon: When giving such advice on strategy, what information would you use? 

Harald: The PETA person would give recommendations based on experience, but we also have very competent people within PETA that we can ask for advice. We have over 300 staff in the US that can give advice.
Simon: Is there anything written down that this PETA employee that gives advice could go to?

Harald: Much of the information is confidential since we don't want to show our opponents what we are doing, but there are some tips on how to get active on our website. There are a lot of interesting things on the website, e.g. on how to approach and on how to write letters. We encourage people to use our website.
Simon: It seems to me that PETA's internal documents could be a valuable source of knowledge for other animal organizations, could PETA share documents that no longer need to be confidential, e.g. because the campaign they refer to is finished?

Harald: I would need to double check with the US, the strategies are often masterminded in the US. We often sit down and discuss what might work, and we might not write it down. We are not an organization that always spends weeks or days on planning. Sometimes we make extensive plans, but sometimes the matter is urgent and we need to jump on it.
Simon: Just to be clear, I mean that I think raw documents could probably be valuable, they need not be written up as manuals or so.
Harald: I understand. I don't know if it is saved. I need to think about who I can talk to about that. I'll contact you with a name that you can contact for more information.
Simon: How do you pick strategy and decide what specific issue to work on?

Harald: First, we need information, e.g. pictures or videos that show a big problem. We need to discuss what we can do, what the public can do, and what the target can do. For example, if you were to ask Mercedes-Benz to stop selling cars, that would be unreasonable. We consider many factors to determine what a reasonable request is.
Simon: Do you hire or let any independent third-party that is not affiliated with PETA assess your work?
Harald:  There is no third-party evaluation of PETA in Germany, but maybe in the US.
Simon: Which non-profit organizations that work for animal welfare or animal rights would you say are the most effective in accomplishing results?
Harald: In Germany: Deutscher Tierschutzbund (HSUS equivalent), they have local shelters. Four paws, which does much international work. IFAW. WWF. Globally: HSUS, IFAW, WWF, Four Paws, and BUAV (British Union for the Abolition of Vivisection), which is very effective. Greenpeace also does some work.
