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Who we are



PART I. No-Kill Communications



Seven guidelines 



1. Do the right thing always

The Green 
Valley Case 
Study



The story …



And then this one …



And then this one …



1a. When it doesn’t work



2. Embrace transparency



The rules of transparency

• Take the public “behind 
the scenes” 

• Tell the hard animal 
stories

• Share your challenges
• Don’t shy away from 

talking about life and 
death

• Show the community 
problems at the root of 
shelter problems



3. Tell the story 



Things you can tell stories about
• Disease issues
• Being at or beyond capacity
• Pets at risk of euthanasia
• Community efforts
• Foster outings
• Reunifications of lost pets
• Organizational changes and 

programs
• Long-stay pets
• Staff and volunteer 

experiences
• Pets you’ve lost or who are 

dying
• Hoarding cases



4. Inspire action through emotion



5. Ask for help



6. Keep your history alive



7. Wear your heart on your sleeve



The practical part

• Monthly reports
• Annual reports
• Pitches and pilots
• Social media communications
• Talk to the media every single week
• Volunteers, fosters and rescues
• Have a communications plan



If you only remember one thing:



PART 2. What Is Public Relations?

The public relations function helps an organization 
cultivate a positive reputation with the public 
through various unpaid or earned communications, 
including traditional media, social media, and 
in-person engagements. 

It also helps to defend their 
reputation during a crisis that 
threatens their credibility.



What’s the difference between 
advertising and public relations?

Then there’s the old saying, “Advertising is 
what you pay for; publicity is what you pray for.”



Having a strong PR presence is 
vital to spreading your message

Build and maintain solid relationships 
with your local media.
• Be a resource
• Be proactive
• Be responsive, cooperative
• Be friendly
• Be creative and visual



How do you become a resource?
Provide story ideas, content and subject experts. 

• Offer solid assets, packages:
• Pitches with pertinent info
• Press releases, media alerts
• Good quality photos 
• Video (when possible)

• Communicate in journalists’
preferred method: email, 
social media, phone

• Coordinate interviews





Developing your message
What are you asking people to do to help? 
(Call to action)
• Adopt pets from a shelter or rescue group 
• Spay or neuter pets 
• Sign up to volunteer or to foster a shelter pet
• Spread the word  
• Make a donation to support the effort
• Visit bestfriends.org to learn about more ways to 

get involved



Call to action





Creating media advisories, news releases

Media advisory
• Alerts the media to an upcoming event
• Answers only the important questions: who, what, 

when, where, why and contact info
News release
• Reads like an article, with quotes and facts
• Generates interest in interviews
• Creates an image and story that can be 

used alone or as background



Sometimes, it’s best to call

• To gauge interest before sending a release
• To offer a “breaking news” tip
• To pitch a simple story
• To follow up





Selecting a spokesperson
Choose a spokesperson who is:
• Knowledgeable about your cause
• Comfortable talking to journalists
• Credible in delivering your message 



Preparing your spokesperson

• Develop talking points 
• Review interview skills
• Practice a mock interview
• Discuss appropriate dress



Managing the interview

You are the expert!
• Find out if the interview is live or recorded.
• Look at the interviewer, not the camera.
• Take control and make your important points.
• Restate main points at the end.
• Nothing is ever “off the record.”



Getting the media’s attention 
through staging events

Look for opportunities to spread the word.
• Launch events, for new programs and 

campaigns
• Adoption events 
• Fundraisers
• Announcements of progress
• Heartwarming stories
• Volunteer activities





Use language that doesn’t 
alienate shelter partners

Be sensitive with the words you choose.
• Best Friends does use “kill” when it doesn’t mean 

“euthanize”
• “Working to end the killing of 

pets in America’s shelters”
• “Open-admission shelters” vs. 

“kill shelters”
• Saying animals are killed 

“needlessly” or “senselessly” 
places unfair blame on shelters 



Communicating in a PR crisis 
• Be honest and cooperative.
• Accept responsibility if someone makes a mistake.
• Use mistakes as a chance to examine what happened.
• Suggest how a similar situation can be avoided next time.
• Explain how it occurred. 
• Express regret if appropriate.
• Encourage a follow-up story.



Questions?




