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Progress the American Kennel 
Club is making. 

As I am sure you will recall, 
before Ronald Reagan became 
President of the United States, he 
had a very successful career as a 
television and film star and as the 
head of the Screen Actors Guild. 
What you might not remember 
was his long-running role as GE 
spokesman. Starting in 1954 Rea-
gan appeared as the host of the 
General Electric Theater every 
Sunday night. The GE slogan 
then was “progress is our most 
important product.” And every 
Sunday night Reagan explained 
the progress GE was making.

Today, I will take my cue from 
President Reagan and talk about 
the progress the American Kennel 
Club is making.

Our progress is usually report-
ed to you in year-over-year com-
parisons. Certainly that is good 
business practice. But I believe 
progress can be best understood 
when viewed over time. It’s like 
watching the puppy at home grow 
over time versus seeing the litter-
mate six months later at a show. 
The change is surprising even 
though your puppy has grown 
just as much.

A good place to start is a look 

at financial performance. Like 
your clubs, a strong financial 
performance means you can do 
more in the future. For the AKC, 
our ability to deliver our mission is 
made possible by the health of our 
finances. In 2010, our health wasn’t 
as good as we would have liked. 
That year we had an operating loss 
of over $400,000. Staff and your 
Board worked together to address 
the business challenges with good 
results. For 2014, operating profit 
was almost $6 million. During 
that same five-year period from 
2010 to 2014, AKC’s total assets 
increased by one-third to almost 
$140 million.

Some of that growth has come 
from new programs like Canine 
Partners, which grew 600% to 
$900,000 in AKC revenue (and 
also delivered over $1.5 million 
in entry fees to clubs); CGC/Star 
Puppy which grew 54% to almost 
$1,000,000; GoodDog Helpline 
which ended its first year with 
revenues of almost $900,000; 
Global Services, which grew 145% 
to almost $300,000, and a brand 
new product – ReggieBox – which 
delivered almost $250,000 in its 
first year.

Our financial success allows 
us to deliver on our mission – and 
to keep expanding our programs.

Certainly, a crucial part of our 
mission is our events. Participa-
tion in our events grew from about 
3 million entries in 2010 to about 
3.2 million entries in 2014. Just 
to be clear, events do not make 
money. They never have. Our goal 
is to have them break even, but we 

have a long way to go. For now, 
we invest in our events and will 
continue to do so.

Our healthy financial picture 
enables our commitments of sup-
port for the AKC Canine Health 
Foundation, with cash and in-kind 
contributions totaling $800,000 last 
year; provides financial aid for 
veterinary students; provides the 
management of the AKC PAC, as 
allowed by Federal law; provides 
responsible breeding and dog 
ownership education; provides 
our government relations team 
headed by Sheila Goffe to help 
grassroots efforts for laws that 
truly benefit dogs; and provides 
a robust public relations program 
to engage the public with the 
AKC, build greater awareness of 
responsible breeders, and further 
the understanding and desirability 
of purebred dogs. None of that 
would be possible without a fi-
nancial performance like last year.

For the first time in a decade, 
last year’s total number of dogs 
registered was higher than the to-
tal of the prior year. Mark Dunn’s 
leadership with the support of 
marketing, operations, and field 
staff all contributed to that prog-
ress through various initiatives, 
including: our Good Works cam-
paign that directly links registra-
tion of a puppy to fund activities 
that protect and support all dogs, 
and the people who love them; our 
Breeder of Merit program which 
to date has directly resulted in the 
registration of more than 200,000 
dogs; our Unregistered Dog Pro-
gram that partners with breeders 
to help owners complete the reg-
istration of their new dog; and our 
newest initiative, Breeder EZ Reg, 
that allows breeders to complete a 
full litter registration online.

AKC’s public outreach has 

enjoyed significant progress, also. 
Our PR program delivered 33% 
more clips in 2014 than 2010. And 
those clips had more views than 
ever before – from 4 billion in 2010 
to a total audience of almost 26 bil-
lion in 2014 – and that was without 
Meet the Breeds in 2014.

In the past couple of years we 
have taken on many challenges 
that some people thought were not 
believable. Through our commit-
ment to relentless positive action, 
we are on the path to making the 
unbelievable, achievable. While 
we continue to face challenges in 
registrations, event participation, 
club sustainability, and legislation, 
I am excited about how we are 
preparing for the future.

At the crux of our future plans 
is an understanding of some cru-
cial facts. Our core constituency 
of clubs, exhibitors, judges, and 
breeders represents about 105,000 
households. However, today in 
America about 57 million house-
holds have at least one dog. What 
causes that gap? Our research re-
vealed the vast majority of people 
with dogs in their lives have great 
respect for the AKC. They just do 
not find us relevant to them. In 
fact many do not even think they 
are welcome.

The first step in changing that 
perception has been our social me-
dia efforts. For years our Facebook 
outreach languished in the tens of 
thousands – which makes sense if 
the prevailing thinking is we are 
not relevant to most dog owners. 
Two years ago we began chang-
ing that perception. Today, AKC’s 
social media reaches almost three 
million people. Engagement, or 
people talking about us, peaked 
at an incredible 148%, a colossal 
number compared to benchmark 
and competitor engagement of less 

than 3%. In fact, the total reach of 
our entire social media audience 
was 35.6 million people last year.

There are numerous examples 
of how our social media and PR 
efforts are getting people to not 
accept perception as reality, but 
instead see our reality as their per-
ception. The Los Angeles Times, 
which in the past accepted PETA’s 
view, noted the following after 
visiting Meet the Breeds in New 
York last month:

This may or may not be news 
to PETA, but even if you’re made 
a little queasy by the way humans 
have shaped the dog gene pool, 
and even if you’d never dream of 
not adopting from a shelter, you’d 
still be hard pressed to find among 
the Meet the Breed gang anything 
but animals that are deeply loved 
and responsibly bred.

“Responsibly bred.” We are 
now seeing social media leading 
news media to the understanding 
that there are differences between 
breeders - and the AKC represents 
the responsible breeders. I believe 
we are at the tipping point of 
bringing the distinction of respon-
sible breeders to the forefront of 
the conversation about purebred 
dogs. It is a conversation we will 
fuel through our current efforts 
and some new ones this year.

We recently released two 
breeder myth videos that speak 
to the positive qualities of pure-
bred dogs and responsible breed-
ers – and they reached more than 
1.5 million people with the truth 
about responsible breeding.

The redesign of AKC.org will 
fast become the hub for everything 
about dogs, for everyone who 
loves dogs. Chris Walker and his 
team are creating a platform that 
will be the pathway to the 57 mil-

lion dog households in America. 
As with any new digital release, 
there are bound to be corrections 
and improvements along the 
way – just like the apps on your 
phone get upgraded to improve 
the experience. The first phase 
of improvements to AKC.org are 
mostly executed now. Probably 
the best measurement of its suc-
cess is growth in users – now over 
four million – with 58% being new 
visitors. In addition, the number of 
daily sign-ups to create a personal 
login went from 150 per day prior 
to the new website to 3000 per day 
after the launch – a 20X increase 
driven solely by the redesign!

We know new visitors come to 
AKC.org primarily to learn about 
breeds and find a responsible 
breeder. The ability for owners 
to upload photos of their dogs 
is a breakthrough concept that is 
singularly driving engagement to 
new heights. People who thought 
we would not welcome them or 
their dogs are amazed that we 
encourage them to share the pho-
tos of their purebred dogs on our 
website. Suddenly for them, AKC 
goes from not accepting of them 
and their dogs, to giving them a 
warm embrace. We are working 
with Parent Clubs to further en-
hance the new breed profile pages 
and improve the experience for 
the public.

Soon, we will launch a new 
breeder listing section with im-
proved breeder profiles, including 
custom breeder websites. The new 
listing will include both breed-
ers’ dogs and rescue dogs from 
our Parent Club approved rescue 
network.

The website will also become 
the hub for our new health micro-
site – an education resource for 
breeders and owners. This will 
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