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News Flash 
 
January 2001 
CVMA Makes Honor Roll  
 
The California Veterinary 
Medical Association's Feral Cat 
Altering Program (FCAP) was 
recently selected for the American 
Society of Association Executives 
"2001 Associations Advance 
America Honor Roll." The 
prestigious award was made in 
recognition of the Program's 
"significant benefit to American 
society." The CVMA was cited as 
an example of how associations 
play a vital role in helping the 
nation adapt to complex and 
changing times. 
 
 
October – December 2000 
Lodi Progress Report 
 
In its first three months of 
operation, the Lodi Pet Saving 
Connection increased dog and cat 
adoptions by 41%, increased 
spay/neuter surgeries by 96% and 
reduced shelter deaths by 24% 
over the same time period last 
year.  The group is led by the no-
kill rescue organization, Animal 
Friends Connection (AFC), and 
includes Lodi Animal Services, 
seven of Lodi's eight private 
veterinary hospitals and four 
surrounding veterinary clinics. 
 
 
 
 
 

News Flash 
 
February 2, 2001 
UC Davis Maddie's Shelter Medicine Program 
Update 
 
Dr. Janet Foley has been twirling like a whirling 
dervish to ready all components for launch of the new 
UC Davis Maddie's Shelter Medicine Program. She's 
in the final stage of reviewing applications to select the 
Program's four core animal shelters (these will include 
two no-kill shelters, one traditional shelter and one 
animal control), recruiting the Program's second 
resident and getting coursework finalized. In the 
meantime, a number of undergraduate veterinary 
students have taken it upon themselves to meet once a 
week to start learning about Shelter Medicine issues. 
For more about this program, click here. 
 
 
January 18, 2001 
Alabama Looking to Get in on the Action 
 
The Alabama Humane Federation is a coalition of 
fifteen animal control agencies, sixteen traditional 
shelters, nine no-kill organizations plus 198 veterinary 
clinics. The group's primary goal is to end pet 
overpopulation statewide through aggressive 
spay/neuter programs—and explore the possibility of a 
Maddie's Fund grant. Maddie's Fund recently met with 
the Federation via teleconference. Teleconference calls 
are available to any group who has completed the 
Maddie's Fund's Preliminary Application. 
 
 

 
 

http://www.maddiesfund.org/projects/afc.html
http://www.maddiesfund.org/projects/afc.html
http://www.maddiesfund.org/projects/ucdavis.html
http://www.maddiesfund.org/aboutus/about_pdfs/telereq.pdf


 3

Newsletter Home News Flash Milestones Features Making a Difference Happy Endings Fun & Games Contact Us 

Milestones: CVMA 
 
The California Veterinary 
Medical Association's (CVMA) 
Feral Cat Altering Program 
(FCAP) and Low-Income Cat 
Altering Program (LCAP) 
have surpassed our wildest 
expectations—and then some. 
 
FCAP Update 
 
With a year and a half to go, 
FCAP has already met its three-
year long-range goal of 60,000 
surgeries.  As of the beginning of 
this month, its numbers were as 
follows: 
 
Participating Vets:       947 
Surgeries:  63,337 
 
LCAP Update 
 
Started in August 2000, LCAP is 
also producing impressive results.  
The program's goal is to 
spay/neuter 10,000 cats within 
twelve months.  As of this month, 
it was right on track and building 
momentum: 
 
Participating Vets:      701 
Surgeries:    5,504 
 
 

 
 

Milestones: NMHPU's Home for the Holidays 
 
On November 17th, No More Homeless Pets in Utah 
kicked off a holiday adoption campaign to find homes 
for shelter animals throughout Utah. By January 7th, 
they had placed 2,200 animals! According to 
Program Director Gregory Castle, "our goal was to 
place 1,800 animals. That would have been 500 more 
than were adopted during the holidays last year. The 
fact that we placed 2,200 cats and dogs is nothing short 
of a holiday miracle." 
 
Each weekend before Christmas, Santa (and a four-
legged companion of his choice) was cloistered in a 
doghouse at a different shelter. He wasn't released until 
the adoption goals were reached for that day.  In one 
weekend, all twenty-two animals from Riverdale 
Animal Control were brought to a supermarket parking 
lot. The animals were due to be killed the following 
Monday. Due to promotional tie-ins with local radio 
stations and several no-kill rescue groups, most of the 
animals found homes and a few were rescued and 
fostered by local rescue groups. The remaining three 
shelter animals were spared euthanasia due to 
newfound space at the shelter. 
 
The next weekend, Santa and company helped 
eighteen animals from the Davis County Animal 
Shelter find new homes. According to the shelter's 
special events coordinator, "shelter workers were 
skeptical and worried that most of the animals would 
be returned. But not one was returned, and we're really 
happy that we participated in the campaign." 
 
Even when Santa wasn't at a shelter, adoptions 
skyrocketed. The Humane Society of Utah reached 
record adoptions with thirty-three placements on 
December 21, twenty-two on December 22, and thirty-
nine placements on December 23rd. The Orem City 
shelter went for two weeks without having to euthanize 
an adoptable animal. Furburbia, the offsite adoption 
center for Salt Lake's no-kill rescue groups, found 
forty-two homes for cats and dogs in the week before 
Christmas.

http://www.utahpets.org/


 4

Newsletter Home News Flash Milestones Features Making a Difference Happy Endings Fun & Games Contact Us 

 
 
Features 
 

The Role of PR in Accomplishing Humane Goals 
 

By Temma Martin 
Media/Public Relations Specialist,  
Salt Lake County Animal Services and No More Homeless Pets in Utah 
 
1. The Importance of Public Relations 
2. The Role of Public Relations 
3. 14 Tips for a Proactive Media Plan 
▪ Develop good relationships 
▪ Be a resource 
▪ Phone vs. press release 
▪ Look for tie-ins 
▪ Take advantage of holiday/seasonal messages 
▪ Think visually 
▪ Take control of interviews 
▪ Train your staff 
▪ Work on your image 
▪ Clear up jurisdictional issues 
▪ Respect other animal groups 
▪ Don’t overlook easy stuff 
▪ Watch for kickers 

 
 
1. The Importance of a Public Relations Program 
 
A proactive public relations program can be one of the most important elements of any 
humane organization. While many organizations perceive time and money spent on PR as 
a luxury, it is actually an essential investment in a resource that has the power to make or 
break an animal welfare agency. Establishing a regular, positive presence in the local 
media lets people know about all the good things we do every day, and creates a 
favorable image of our organizations with the public, which will prevail if something 
unfortunate ever happens. Promoting your group also increases name recognition, which 
results in more adoptions, donations and community support.  In addition, it represents an 
opportunity to educate animal guardians and promote responsible care, which will always 
make our jobs easier. Finally, building relationships with local reporters is a safety net in 
case an unfavorable story ever does arise, so that they will go easier on you, because they 
know and trust you. An effective public relations program is just as important to no-kill 
sanctuaries and rescue groups as it is for animal control agencies and other traditional 
shelters, because ideally, all animal groups are working to accomplish the same humane 
goals. However, shelters that euthanize generally have to focus more on their PR efforts 
because of the controversial nature of dealing with the reality of unwanted pets in the 
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community. Good PR becomes especially important in this case because traditional 
shelters often have to work harder to overcome the “bad guy” image, which is vital if 
they are going to get potential adopters to visit their shelter. It is also valuable in 
maintaining a positive image in the face of the inevitable life and death mistakes that can 
occasionally occur when euthanasia is sadly a part of daily operations. 
 
Every animal group in the nation places a different amount of importance upon their 
public relations program. Some organizations have one or more full time PR specialists 
who work exclusively to find opportunities to promote their cause, and others have 
directors or animal control officers who will tolerate media interviews only when 
something happens and it becomes necessary. No matter what amount of staff time is 
dedicated to public relations efforts, PR is a valuable resource which can be utilized at no 
additional cost to help spread humane messages. 
 
2.  The Role of Public Relations 
 
No More Homeless Pets in Utah (NMHPU) is a statewide coalition of animal groups who 
are working to end euthanasia in Utah with the support a Maddie’s Fund grant. The 
public relations portion of this effort accounts for only about 5 percent of the budget, but 
it is still one of the most important elements of the program. It is difficult to measure the 
value of public relations in terms of dollars spent, because aside from the salary of the PR 
specialist, all of the publicity itself is free. NMHPU has come up with creative methods 
of attracting media attention for the launch events of each of the program elements, 
including the kick-off of the program itself, the grand opening of a mall adoption center, 
and the introduction of a mobile spay/neuter unit. By making each of these events 
exciting and visual, and by focusing on the animals, the newspapers, radio and television 
stations run with the opportunity to spread our message. The media know that their 
readers, viewers and listeners love animal stories, so with ratings in mind, they are happy 
to report on animal activities. Now that we have launched all of the key elements for the 
NMHPU program, our PR efforts will focus on annual events, such as Super Adoptions 
and Spay/Neuter promotions, and on feature stories which will help spread the message 
to our community and help us achieve our goals. By watching for potential news story 
opportunities on subjects like purebreds in shelters, spring overpopulation, and adoption 
success stories, the group’s identity and goals remain in the public eye. 
 
The PR efforts of NMHPU since its launch in July have been very successful in terms of 
the amount of media coverage. Each of the kick-off events has been well covered by both 
print and electronic media and has received a great deal of airtime. Unfortunately, it’s 
difficult at this point to measure exactly what effect our PR program is having on 
achieving our goals of increasing adoptions and sterilizations and decreasing euthanasia. 
Although statewide adoption and sterilization numbers have increased, this is due not 
only to the public relations campaign, but also to a massive paid advertising effort which 
accounts for nearly a third of the NMHPU annual budget. Both paid advertising and 
public relations campaigns are important in changing the attitude in the community and 
getting people to help us achieve our goal of ending the need for euthanasia. 
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I use exactly the same public relations strategies in my full-time role at Salt Lake County 
Animal Services as I do in my contract position with NMHPU. In many ways it is very 
beneficial for me to work in a shelter because I have the advantages of offering a view 
from “front lines” and of having the shelter animals to help tell the story. There do not 
appear to be many government animal control agencies across the country that dedicate 
funds to a full-time PR specialist, so in this way I feel that our agency is extremely 
progressive. The position was created over ten years ago, so the value of positive media 
attention and the number of animals adopted through “pet of the week” spots have 
convinced the county commissioners that it's worth keeping the position in the budget.  
 
3.  Fourteen Tips for a Proactive Media Plan 
 
The following are some tips to help you build a proactive media relations plan, and to 
take advantage of the publicity that is free and always available to you: 
 
Develop good relationships with the radio, print, and television reporters in your area. 
Find out who does the “animal beat” or who has a strong personal interest in animal 
issues. Try to maintain contact with your reporters, so you can begin “training” them to 
come to you. Ask your reporters to call you as a source whenever they’re doing an animal 
related story. Have some “canned” stories ready for them at all times, in case they call on 
a slow news day. Try to do as much as you can on your end to offer them “pre-packaged” 
stories, with ideas for visuals and people to interview. Communicate openly and honestly 
with them, even when something bad happens. Your goal is to have them calling you 
when they need story ideas. 
 
Be a resource! Establish yourself as the resident animal “expert” (but be careful not to 
get in over your head). If a reporter calls, offer the info they’re looking for, even if you 
don’t end up being part of the story.  Make them feel like whenever they call your 
agency, you either have the info or know where to get it. Use the internet to quickly get 
enough info to intelligently discuss almost any subject. If an actual “expert” is needed, 
point the reporter in the right direction, or hook them up with someone. The more people 
and visuals you have as part of your story, the bigger the story will be on the news. Try to 
convince pet owners that sharing their experiences through the media can help educate 
others. 
 
Decide if the story you’re selling should be handled with a phone call or a press 
release. Phone calls work well for cute or simple stories or when you want to give a 
station an “exclusive.” Press releases are appropriate for bigger, more serious news, or 
when you want all the facts on paper. Check with your reporters to make sure they are 
comfortable with phone calls for smaller tips. 
 
Look for story opportunities in every case and every animal that you handle. Have your 
whole staff watch for unusual cases that could illustrate a point or send a message. 
Consider that even sad stories can be valuable if they educate people and prevent future 
incidents. Make sure that you always have a moral to your stories, and present them 
clearly to the reporter.  
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Look for animal tie-ins with timely issues that are being discussed in the media. For 
example, the school shootings in the past two years represent a good opportunity to 
discuss the link between animal abuse and human violence. 
 
Take advantage of every holiday, event, or season to get animal issues into the media. 
Offer stories about animal safety issues related to the 4th of July, Christmas, Valentine’s 
Day, etc. Promote wise decisions related to impulse purchases of pets around Christmas, 
Easter and Halloween. Consider seasonal messages to educate pet owners about safety 
during the hot, cold and wet months. Participate in national events sponsored by other 
agencies. Much of the work is already done for you, since they often send out press 
releases and public service announcements that you can customize for your organization.  
 
Think visually!  If your story is for television or print, give them something to look at. 
Think through your story idea and make sure you can see all the important pieces. Don’t 
hesitate to buy props or decorate your shelter if it will help sell the story. Orchestrate 
scenes if necessary, to give a TV camera a chance to catch an interesting activity. If you 
want to promote an event that happens the next day, come up with a “we’re preparing 
for...” story. Make sure your images reinforce your words, not send the opposite message. 
 
Take some control of the interview to ensure that you get your most important points 
across. Realize that you know more about the subject than the reporter. Make sure that 
you communicate your important information even if they don’t ask the right questions. 
Decide in advance what you want to say, and plan to express your points in a few short 
sentences. Don’t be afraid to start with your important point, even if it’s not what the 
reporter asked initially. Say, “Well, first I’d like to begin by saying...” and then go on to 
answer the original question. Don’t hesitate to restate your main point at the end of the 
interview. Expect to have one or two quotes used out of the whole interview. Know that 
the rest of the info you offer in an interview is what the reporter uses to build the story.  
 
Train your staff  to work cooperatively with the media. Remember that reporters have a 
job to do, and they are nicer to us if we treat them with respect. Remember that it is 
usually inappropriate to joke or be sarcastic with reporters that you don’t know well. Be 
aware that our attitude and behavior can influence the angle of the story, and how we are 
portrayed. If reporters are interfering with a case or investigation, politely let them 
know... “I’m still handling this case at the moment, but I will be happy to help you when 
I’m done.” “That case is still under investigation, so I can’t release that information at 
this time.” 
 
Spend the time and energy to clean up your image if you make a mistake or are 
portrayed negatively. Try to get accurate information out if the negative story was based 
on misinformation. Don’t try to deny blame if your agency does make a mistake. Express 
regret and explain how it occurred. Use mistakes as a chance to examine the incident, and 
explain how this will be avoided in the future. 
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Try to clear up any jurisdictional issues you might have in your area. Send a list of all 
the local animal groups to your reporters so they can contact the proper agency. Try to 
avoid speaking directly about specific events that happen clearly outside your 
jurisdiction. Don’t hesitate to talk about a general issue, even if the incident was not 
handled by your agency. 
 
Be sure to show respect for the other animal groups in your area when dealing with 
the media. This is especially important if you are working to build a coalition in your area 
and applying for a Maddie’s Fund grant. Avoid bad-mouthing other groups not only 
because it’s against the Maddie’s Fund rules, but also because it hurts everyone’s 
credibility. Be careful of language that will alienate animal control agencies and 
traditional shelters. Phrases like “kill,” “death row,” and “pound” may get people to 
support the non-euthanizing groups, but if the public turns against the shelters it only 
results in more euthanasia.  
 
Don’t overlook the easy stuff! Start pet of the week programs on tv and radio stations, 
and in the newspaper. Use pet of the week spots to slip in timely educational messages or 
announce upcoming events. Find out which radio stations will allow you to prerecord 
public service announcements. Host fun special events to attract people to your shelter. 
Send simple announcements of your events to tv, radio and newspaper “community 
calendars.” 
 
Pay attention to cute, odd or funny stories. Watch for stories that would make good 
“kickers”  (those funny last stories on tv news broadcasts). Be aware of when it’s 
appropriate to sell a funny or bizarre angle to a story. A python that emerged from a toilet 
in Salt Lake City ended up as the kicker on all four of our tv stations, and it was funny to 
see the anchors squirm as they discussed the story. 
 
Most importantly, have fun, be honest, and know that you are using your dedication 
and passion to spread the word and make things better for the animals! 
 
About the author:  Temma Martin has been the Public Relations/Media Specialist for Salt 
Lake County Animal Services since 1997. She also contracts to do public relations for No 
More Homeless Pets In Utah. Prior to working in PR, Temma was the Education Director 
for the Humane Society of Utah. Temma can be reached at (801) 269-7413 or at 
Tmartin@co.slc.ut.us. 

 

mailto:Tmartin@co.slc.ut.us
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Features 
 

Reprinted from Council Companion: The Newsletter of the National Council on Pet 
Population Study & Policy 
 

National Council Recommends Shelters Keep Statistics 

The National Council argues that the benefits of good statistics outweigh the hassle of 
keeping records. 
 
Why should you keep track of the number of animals that your organization handles each 
year? We've heard the complaints. "That's a lot of paperwork and requires a time 
investment. Besides, it can be confusing." However, the National Council believes you 
should make an effort because the benefits of good statistics far outweigh the hassle of 
keeping records. 
 
The concept that "the work is not done until the paperwork is completed" has an impact 
on animal shelters just as in any other business. And, animal sheltering is a business 
whether it is nonprofit or governmental. 
 
'What' you do is important, and it need not be overshadowed by 'how much' you do. 
Quality is more important than quantity. Therefore, you can and should use numbers to 
improve the quality of your work. 
 
Both large and small organizations benefit from keeping accurate statistics on every 
aspect of their work. Numbers tell people who you are and what you are up against. The 
National Council believes that keeping statistics helps in the following ways: 
 
Accountability . Numbers will justify your existence to a Board of Directors, government 
entities, and the general public. You know you are productive, but they must know that as 
well. 
 
Liability . Proper record keeping will show that you kept each animal the legally required 
time. 
 
Public Image. Numbers will increase public awareness of the magnitude of your 
mission. Numbers also help you convey the results of your efforts. 
 
Budgeting/Fundraising. A good budgeting process requires statistics to identify needs. 
Numbers also assist in planning for the future and paint pictures that open pocketbooks 
for donations. 
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Program Evaluation and Planning. Statistics uncover both strengths and weaknesses in 
programs, procedures, and strategies. Plus, statistical analysis assists in the design of 
future programs, and comparison of statistics helps define animal population trends 
(local, regional, and national). 
 
The National Council recommends that at minimum shelters track these statistics: 
 
Number of animals, according to entry: 
 
A. Species  
 
-Dogs 
-Cats 
-Other 
 
B. Method of Entry (Where did they come from?)  
 
-Owner surrendered 
-Running-at-large/stray 
-Transfers 
-Owner-requested euthanasia 
-Other 
 
Number of animals, according to disposition: 
 
C. Method of Disposition (What happened to them?)  
 
-Returned to owner 
-Placed/adopted 
-Euthanized 
-Transferred (animals transferred to other shelters, organizations, institutions) 
-Released to wild (applicable to wildlife only) 
-Other 
 
To receive basic statistics tracking forms to copy and use in your shelter, send a self-
addressed, stamped business-sized envelope, along with your request, to NCPPSP, PO 
Box 341, New London, MN 56273, ATTN: Stats Forms. 
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Making a Difference 

Little Bear: The Unlikely Teacher 
 

 
 

"I have done something a little different than what is detailed in "The Nine Step Program 
to Save Lives." I have developed and maintain a community website at 
http://www.HelpValleyPets.com. The purpose of HelpValleyPets.com is to help save 
companion animals' lives by promoting pet adoption in my community and by providing 
educational material to help people be more understanding and empathetic to their 
animals and therefore be less likely to abandon their cat or dog. 
 

The inspiration for the website came primarily from a fateful day when I learned a very 
important lesson about the tragedy that befalls thousands upon thousands of cats and dogs 
everyday. I had gone to the pound to rescue a purebred Newfoundland puppy named Bear 
for breed rescue. Having a Newfoundland myself, I knew immediately that this skinny, 
little wiggly, waggly fella' was a Newfoundland mix, not a purebred. I knew then that this 
particular breed rescue group would not be able to take him. I also knew that Bear was 
scheduled to be euthanized that day, if not that very morning. Without skipping a beat, I 
got Bear and walked to the reception desk to adopt my new dog. On the way, I looked 
around me and saw so many friendly, healthy dogs that I knew wouldn't leave there alive. 
Bear was so lucky that he had been mislabeled as a purebred Newfoundland, but what 
about the rest? 
 

I knew the answer, and it was more than unfair. It was unfathomable that these dogs 
whose only crime was being homeless would die years before their time. I remember 
thinking that day that this must stop, that I would do all I could in my lifetime to stop this 
tragedy that befalls homeless cats and dogs everywhere, everyday in the United States. 
 

Epilogue:  A year and a half later, Bear is the apple of my eye and a joy to all he meets. 
Although it is too late for those cats and dogs who have already died untimely deaths at 
area shelters, it is NOT too late to help stop the killing of homeless animals. These 
animals deserve so much better than we have given them. I thank Bear for being there to 
teach me the lesson that feeling sorry for homeless animals is wonderful, but if you don't 
do SOMETHING to help save their lives, you are doing NOTHING. Thank you Bear—
you are a beautiful boy and a true inspiration." 
 

—Margaret Williams, Fresno, CA 
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Happy Endings 

 
Pampered Pooches Plead Their Case to Lawyer 

 

 
 
 
Picture this: two seven year-old, overweight, cat-hating, German short-hairs spoiled to 
the point that they're accustomed to being served steak and shrimp dinners every night.  
Needless to say, Spot and Clover were going to be hard placements.  In fact, it took the 
Golden Spike Humane Society, a no-kill in Brigham City, Utah (and a member of No 
More Homeless Pets in Utah), a year and a half to find these sisters a good home. 
 
While several people expressed interest in adopting Spot and Clover as hunting dogs, 
Phylene Anderson, Golden Spike's President, held out for something better.  With that in 
mind, she took them to No More Homeless Pets' Super Adoption Event in Salt Lake City 
this past September.  It was there that they met Rosalie, their would-be caregiver, for the 
first time.  Rosalie inquired about the two, thinking that they would make good 
companions for Mary, her current dog, and would benefit from a new home that included 
some acreage on which to run and play (and hopefully work off those extra pounds). As 
she put it, "I adored them when I first saw them.  I could just picture them lounging 
around my house, snuggling up with Mary and each other in front of the fireplace on 
comfy dog beds (or, more likely, the sofa)."  Now they're doing just that. 
 
In the end, Spot and Clover did have to exchange their steak and shrimp feasts for some 
good old fashioned dog food, but you won't hear any complaints out of them—after all, 
those dinners were nothing compared to the pleasures of a loving caregiver, a spacious 
home, and a new playmate. 
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Fun & Games 
 
Know any four-legged comedians? 
 
This month we thought you could use a 
bit of amusement to carry you through 
those cold winter days.  With that in 
mind, we're asking you to share your 
funniest pet pictures. 
 
Please e-mail your submissions to 
info@maddies.org, attaching the pictures 
as gif or jpeg files, or send copies of 
your photos (we'll try to return them, 
but, just in case something happens, 
we'd prefer copies) to Maddie's Fund at 
2223 Santa Clara Ave. #B, Alameda, CA 
94501.  We'll include the submissions 
throughout the March newsletter, as well 
as in the "Fun & Games" section, so 
prepare yourselves for a good laugh!  
Also, we'll give t-shirts to those who 
provide the five funniest entries. 
 
 
 
 
 
 
 

Answers to last month's contests 
 

Top five countries: 
1.  Canada 
2.  South Africa 
3.  The United Kingdom 
4.  Australia 
5.  Japan 

 
Country with no log-ons: 
Denmark 

 
 

 

 

 
 

Be the first in your pack to sport a 
Maddie's Fund t-shirt! 

 

 
All the top dogs are wearing them! 

 

    
 

mailto:info@maddies.org
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For More Information 
 
 
For more information about Maddie’s Fund and what we’re trying to accomplish, please 
check out our website at www.maddiesfund.org.  We’ve posted a great deal of 
information about our funding strategy and how different organizations are working to 
save animal lives in their communities. 
 
Also, please feel free to contact us—we’d love to hear from you.  Here are five ways to 
get in touch: 
 
Maddie's Fund 
Address:          2223 Santa Clara Avenue, Suite B 
                        Alameda, CA  94501-4416 
Telephone:      (510) 337-8989 
Fax:                 (510) 337-8988 
Web Site:        www.maddiesfund.org 
E-mail:            info@maddies.org 
 
 

http://www.maddiesfund.org/
http://www.maddiesfund.org/
mailto:info@maddies.org
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