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How-to Publicity Guide  
Tips and Tools for Generating Public Awareness of Your Agency’s Meet Your Match® 
Canine-ality™ Adoption Program 


How-to Guide: Generating Public Awareness of your agency’s use of the Meet Your Match® (MYM®) Canine-ality™ Adoption Program, a program of the ASPCA®.
Congratulations on beginning a wonderful new chapter in your agency’s history! If the dogs in your agency could talk, they’d almost certainly be barking “THANK YOU” right now. By bringing the Canine-ality Adoption Program to your agency, you’re increasing the likelihood they will find a loving forever home. 
Nationwide, the number of agencies using Meet Your Match continues to grow. We’ve created this guide to help you quickly and easily spread the word to the public about your agency’s implementation of the Canine-ality program. 
You’ve either attended an ASPCA Meet Your Match training or you’ve purchased the Program Guide and implemented the program at your agency. This guide is designed to supplement your efforts by giving you tools to effectively reach out to the media and tell your story. We’ve prepared a variety of recommended tactics, fill-in-the-blank documents, a step-by-step checklist, and a flexible timeline to make your life a little easier.  
Working with the reporters, editors, and broadcast producers in your area can have a powerful impact on your efforts. By developing a relationship with them, you’ll be able to reach more people less expensively than many other outreach efforts. While the immediate call to action will focus on people thinking about adopting a pet, you’ll also have the opportunity to educate the general public about your agency and services.  

How does Public Relations work? 
Public Relations is a little different than other forms of marketing you may have used in the past, and while it consists of more than simply “pitching stories” or “media relations,” this is one of the most widely-used tactics in the field. With media relations, you don’t pay for the time or space, as you do with advertising; you “earn” it by convincing an editor or write that you are providing information of value to the newspaper’s or Web site’s readers, the radio station’s listeners, or the television station’s viewers. That is why you will often hear public relations-related outcomes referred to as “earned media,” whereas forms of advertising are considered “paid media.”
You can’t dictate how, when, or even if a reporter will use your news, but through careful planning and an appreciation for the reporter’s objectives, you can deliver a message that’s more credible than the message you control in advertising. Thus, public relations is highly cost-effective, and your biggest investment will be your time. 

Please don’t sweat the small stuff 
We know your resources are stretched tight. Don’t worry if you are unable to send out materials exactly the way we’ve outlined in the following timetable and throughout the how-to guide. Do the best you can. If you put the PR machine into motion, you will see results … and those wonderful dogs will find the homes they need! 

What if I have questions? 
While this guide is designed to give you everything you need to get started, you may run into a unique situation or need additional assistance when an opportunity comes up. Please call us for help and advice. Your primary contacts at the ASPCA are: 

	Name: Alison Zaccone 
	Name: Kelly Cunningham 

	Title: Manager, Media & Communications
	Title: Director, Meet Your Match Network

	Phone: 212-876-7700 x 4568
	Phone: 267-687-7858 

	E-mail: alisonz@aspca.org 
	E-mail: kellyc@aspca.org 


Table of Contents and Checklist 
	√ 
	Item 
	Timing 
	Page 

	 
	How- to Guide explanation 
	Review now 
	2 

	 
	Finding the right media contacts 
	Review now 
	4 

	 
	Media list worksheet 
	Begin completing now 
	6 

	 
	Fill-in-the-blank release 
	Distribute when you launch your program 
	9 

	 
	Fill-in-the-blank pitch letter 
	Include with release when you launch your program 
	11 

	 
	Fill-in-the-blank media alert 
	Review now ... send out about four weeks in advance of an open house or other event 
	12 

	 
	Fill-in-the-blank community  

calendar listing 
	Review now … send out about eight weeks in advance of an open house or other event 
	13 

	 
	Fill-in-the-blank e-mail pitch 
	Distribute to contacts along with release to contacts that prefer e-mail over regular mail. Note: embed the release into your e-mail message … do not send as a separate attachment unless the media contact has previously requested it. 
	14 

	 
	Taking full advantage of your media opportunities 
	Review now 
	15 

	 
	Message points 
	Review now and before an interview 
	17 

	 
	Preparing for an interview 
	Review now and before an interview 
	18 

	 
	Tips for interviewing 
	Review now and before an interview 
	19 


Securing media coverage 
The launch of MYM Canine-ality at your agency is a great “feel good” story that can raise awareness and bring potential adopters to the agency. The media appreciate stories with a strong local angle, especially when it involves pets. Working with the media can generate great results when you follow the guidelines described below. 

Finding the right media contacts 
To start spreading the word about Canine-ality and any related special events, you’ll need to build a media list. Plan on starting this process as soon as you receive this guide. If you have personal contacts in the media, find out ahead of time if they’re interested in this kind of story. If your contacts tell you they aren’t the right reporter or editor, they’ll usually be kind enough to refer you to the right person. 

1. Build and enhance your media list the same way you build your own professional network. 
Make calls to outlets you’ve identified by researching phone books and through personal contacts you have in communities across the state. Focus on TV stations, radio stations, Web sites, newsletters and newspapers in your region. Ask for the correct person to approach regarding a timely pet-related story. Make it a point to get the correct name, address, e-mail, fax and phone number. (Please also note contacts will have different titles, depending on which media outlet they work for.)  
• TV: News assignment editor, the producers of the stations’ morning, midday and/or talk shows, and the community calendar editor. Also, keep an eye out for meteorologists or other on-air personalities with a passion for pets. 

• Radio: News director, producer of the stations’ morning show, and/or talk show producers. Be cautious not to approach “shock jock” stations that may not handle your news in a tasteful manner.  

• Print: Magazine editors, newspaper lifestyle section editors and/or feature reporters, photo desk editors, community calendar editors and webmasters. Large daily newspapers may have reporters that specifically cover pets. At smaller newspapers, ask for the managing editor. 

People in the media, especially print reporters and editors, are very particular about whether their names are spelled correctly. We’ve included a special worksheet you can copy and use to keep accurate records regarding your contacts.  

Then get creative and think about other relationships you might be able to leverage or create. Be sure to query your Board of Directors and volunteers for any media contacts they may have. Also, perhaps you can work with chambers of commerce to identify newsletters and other local periodicals that may not be listed in the phone book. You’ll want to confirm contact information for these people as well. 

When you find the right contacts, if possible, take the time to get to know the reporters’ work before contacting them. If you can reference a recent story during your follow-up, it will give you a good starting point for your outreach. 

 

2. Know when to distribute information to the people on your list. 
• Magazines usually prefer at least 12 to 16 weeks’ notice prior to the desired publication date. Since most city and regional magazines set their own print deadlines, it’s best to simply call and ask how much advance notice they require on a story.  

• Daily and weekly newspapers, radio stations, Web sites, and television talk shows usually require about two weeks’ notice prior to any event or topic that isn’t related to breaking news. 

• Local television news assignment editors prefer a week’s notice or less. 

The following page contains a worksheet you can use to begin compiling your media list. 

MEET YOUR MATCH® MEDIA LIST WORKSHEET
(Photocopy as needed)

Who to include:

Magazines/Parenting Publications: Managing editor or feature story editor

Television News: Assignment editor and morning and/or noon show producers,
Newspapers: General features, lifestyle, pet reporter or editor


pet passionate on-air talent
Radio News: News directors, morning show producer, talk show producer(s)

Community Calendar Editors: Newspapers, radio, broadcast TV, and cable
	Name 
	Title 
	Media Outlet 
	Address/Phone/Fax/E-mail Mobile # 
	Notes 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 


Creating media interest 
Once you’ve created your media list, it’s time to mail localized information and  follow up over the phone with your contacts to encourage coverage of your agency’s launch of Meet Your Match Canine-ality.  

A step-by-step checklist 
1. Fill in the blanks and customize the materials included on the following pages. Each document, coupled with follow-up calls and e-mails, has been designed to break through the clutter of mail reporters and editors receive on a daily basis.  Each item is clearly marked for customization. Retype the letters on letterhead or plain paper as indicated. Please be sure to fill in every blank with your localized information.   Group and distribute the documents according to the following checklist. Once you’ve mailed information to a particular contact, wait three to five business days and then begin to make follow-up phone calls to him or her (for specific tips on making follow-up calls, refer back to this packet). 

2. Once you’ve implemented the Canine-ality program, give yourself two to three weeks to make sure everything is running smoothly. Then, send a customized pitch letter (or e-mail pitch) and news release to your entire media list announcing your agency is participating in Meet Your Match®. If you have a particularly strong media contact, you may consider offering an “exclusive” in advance of the official announcement. REMEMBER: If you offer a media contact/outlet or exclusive, you MUST ensure they are able to “break” the story and are not scooped by another outlet, otherwise you may lose their trust.
3. If you plan an event (such as an open house) to debut Canine-ality, send the community calendar listing, a copy of the news release, and an accompanying cover letter every Monday starting at least eight weeks prior to the event to the person in charge of the community calendar at newspapers, radio stations, Web sites, TV stations and cable companies. Please note: This entry applies to community calendar contacts only … all other contacts should receive only one event announcement mailing. 

4. If you plan an event, e-mail or fax the media alert to other media four weeks prior to the event. Resend the media alert one week prior and again on the day prior to the event. 

5. Make follow-up calls to each of your contacts starting three to five business days after mailing the appropriate information to them. If you receive a “no thank you” from the media, do not contact them with additional calls unless you have some “new news” to offer them. 

6. If the media respond, be sure you and any spokesperson(s) are ready, and be as helpful as possible. Before any interviews, review the message points with the spokesperson and any other VIPs who might be interviewed. Also, share our tips and techniques for interviewing in this packet.  A word of caution: Never share message points with the media. These points are specifically meant to help you focus and get the most of each interview. They aren’t intended to be a handout for the press. 

7. Be sure to meet deadlines. While your media contacts should already have the news release or media alert, they may require additional information or want to use you as a resource in a related story. Always return phone calls and requests for information in a timely manner (within 24 hours). Most publications have specific issue dates and deadlines that cannot be extended. Make sure to provide an after-hours/emergency contact for the media, so that they can get a hold of you.
8. Always think about what the media really want when showcasing your story to them. For example, television news programs (unlike morning and noon-hour talk shows) are unlikely to carry a story about a bunch of people standing around talking, but they will respond to visual scenes, such as families interacting with your animals. Radio stations will respond best to one-on-one interviews (remember, if TV is visual, then radio is all about sound). Print and Web site contacts usually ask for the most detail (after all, they have more time with their audience).  When you’re program is up-and-running, consider offering a Canine-ality adoption success story as part of your outreach. A well-crafted example of why this program works is a strong addition to any story, regardless of what kind of media you’re working with.  

NEWS RELEASE (PRINT ON YOUR LETTERHEAD OR STATIONERY)  

CONTACT: 
Your Name 



FOR IMMEDIATE RELEASE 
  

Your Organization 

  

Your Phone Number 

  

Your e-mail address
Agency Launches Meet Your Match® Canine-ality™
Adoption Program Helps Orphaned Dogs Find Homes 
— Pilot program has see results of up to 40 percent increase in adoptions; up to 46 percent decrease in euthanasia of pets at beta-test facilities — 
NAME OF CITY, State. (Date of Release) — Imagine the heart-warming sight of an adult agency dog going home with a family that perfectly matches his adventurous personality … a gentle, loving adult dog being hand-picked by a retired couple looking for companionship … or an energetic and playful puppy going home with the newlywed couple who will provide a lifelong home. 

Increasing the likelihood that adopted agency dogs will be a good match with their new families is the underlying goal of the Meet Your Match Canine-ality Adoption Program, a program of the ASPCA®.
Agency announced today it is implementing the Canine-ality program, further increasing the potential for successful, permanent placements for the agency’s adopted dogs. The program — which includes a Canine-ality behavior assessment of each dog and a brief survey of each adopter — results in a color-coded matchmaking system that brings compatible companions together. The result is a reduction in the number of adopted dogs returned to agency because they aren’t a good fit. 

“The goal of every adoption is to find a loving home for our dogs,” says agency spokesperson, title. “The Canine-ality program helps us do that. It helps our counselors match the expectations and lifestyles of the adopters with the behaviors and canine-alities of the dogs.”

Just like Feline-ality™ does for cats, Canine-ality identifies distinct “canine-alities” for dogs, and matches them with potential adopters whose personality and lifestyle fit them best. “The key to developing successful adoptions lies in making good matches between adopters and pets, thus creating lasting bonds,” said Dr. Emily Weiss, the ASPCA’s senior director of agency behavior programs, and developer of the Meet Your Match programs. “Canine-ality is a tool that does precisely this; and everyone—adopters, agency staff, and most of all, the dogs—benefits from the program.”
Canine-ality uses detailed research-based surveys and behavior assessments, both for dogs and potential adopters, to make the best matches possible between the two. The dog assessment reliably predicts, based on its Canine-ality, how an individual dog is likely to behave in its new home. An adopter’s survey identifies the characteristics of the adopter’s preferences and lifestyle that correlate with specific canine-alities. Adopters can then look for the dogs with the specific canine-alities they feel would be a good fit for their household and identify them by colors and sub-categories. 

For example, a dog with a green color-coded description would be a “Life of the Party”, “Go-Getter” or “Free Spirit.” Green dogs love to be both physically and mentally engaged. A dog with an orange classification is more “middle of the road,” enjoying regular activity and interaction, and would be called a “Wallflower,” “Busy Bee” or “Goofball.” A dog with a purple classification is one that has a laidback attitude and enjoys an easygoing lifestyle. It could be called a “Couch Potato,” “Constant Companion” or “Teacher’s Pet.”

Prospective pet parents can visit agency list days/hours you’re open. Agency is located at location and can be reached by calling (XXX) XXX-XXX, or visit agency URL.  

# # # 

PITCH LETTER (print on your letterhead or stationery) 

Insert Date 

«First_Name» «Last_Name» 

«Title» 

«Organization» 

«Address1» 

«City», «State» «Zip» 

Dear «First_Name»: 

Are you a “purple,” “orange,” or “green”? Come “meet your match” at agency and find out what color suits you best! 

Did you know that every year, between 8 million to 12 million companion animals enter animal welfare agencies across the nation? The most common reasons owners relinquish pets are behavior-related. Agency is implementing a new program to increase the likelihood our adopted dogs will become permanent members of their new families.  

We are excited to implement the Meet Your Match® Canine-ality™ Adoption Program, a multi faceted approach that places agency on the cutting edge of agencies nationwide.  

The unique program, which is owned and distributed by the ASPCA®, uses a science-based, color-coded system to bring compatible pets and adopters together, increasing the potential for a successful, permanent placement. 
Anything you can do to spread the word would be greatly appreciated. I’ve enclosed some additional materials with more information about the program. 

Spokespeople from agency are available for interviews or to further explain how the Meet Your Match program works. We even have families who can talk with you about their experience and their new family member. 

If you have any questions or would like help customizing a story for «Organization», please contact me at your phone number or your e-mail address. 

Sincerely, 

Your name 

Agency 

MEDIA ALERT (FOR SPECIAL EVENT ONLY) 
«First» «Last», «Title», «Organization», «Fax» 

MEDIA ALERT 
Timely and Relevant Local News Opportunity 
Agency Launches Meet Your Match® Canine-ality™ 

Open House Celebrates New Adoption Program 
Designed to Find Dogs Forever Homes
WHAT: 
In honor of our new Canine-ality Adoption Program, agency is hosting an event-filled Open House for our friends and potential adopters. 

[Provide details on planned activities.] 

Meet Your Match Canine-ality, a program of the ASPCA®,  increases the potential for successful, permanent placements for adopted dogs. The program —which includes a Canine-ality behavior assessment of each dog and a brief survey of each adopter’s expectations — results in a color-coded match making system that brings compatible companions together, reducing the number of adopted dogs returned to the agency because they aren’t a good fit. 

WHERE: [Location] 

 [Directions]. Media parking available [describe where media should park]. 

WHEN: [Time, day of week, date] 

WHO: *[VIPs and others who will be speaking] 

VISUALS: * Puppies, kittens, dogs and cats galore! 

 * [Other visuals] 


NOTE: This format can be followed to pitch media attendance at any special event. Instead of this “open house” copy, briefly describe the event/timing and submit it to your media list about four weeks in advance.
COMMUNITY CALENDAR LISTING (FOR SPECIAL EVENT ONLY) 
COMMUNITY CALENDAR LISTING 
Agency Launches Meet Your Match® Canine-ality™ Adoption Program Open House, Date: Come meet our adoptable pets and learn more about the program that matches a dog’s “canine-ality” with your expectations and lifestyle, creating a friend for life. Insert any additional details of the Open House. Date, time. Address. Call number for directions or more information. 

NOTE: This simple format can be followed to pitch a calendar listing for any special event. Instead of this “open house” copy, briefly describe the event-timing and submit it to the calendar editors on your media list about eight weeks in advance. 

E-MAIL PITCH 
Subject line:  

STORY IDEA: Agency Launches Meet Your Match® Canine-ality™ Adoption Program and Helps Orphaned Dogs Find Loving Homes 

Dear contact name, 

Did you know that every year; between 8 million to 12 million companion animals enter animal welfare agencies across the nation? The most common reasons that owners relinquish pets are behavior-related. Agency is implementing a new program to increase the likelihood our adopted dogs will become permanent members of their new families.  

We are excited to implement the Meet Your Match Canine-ality, a program of the ASPCA®, which is a multifaceted approach that places agency on the cutting edge of agencies nationwide.  

This program uses a color-coded system to bring compatible pets and adopters together, increasing the potential for a successful, permanent placement. 
If you have any questions or would like help customizing a story for «Organization», please contact me at your phone number or your e-mail address. 

Sincerely, 

Your name 

Agency 

NOTE: Embed your news release here. Do not attach the document … include it in the body of your e-mail. 

Taking full advantage of all your media opportunities 
Think about creative, fun ways to bring attention to your agency’s new Canine-ality™ program. Here are a few ideas: 

· Hold a dog “bandana ball” … and have the dogs wear bandanas that match their canine-ality colors and ask all the attendees to wear bandanas as well
· Bring dogs whose canine-alities have been assessed and color coded to your local mall. Invite the community to fill out adopter surveys to learn who they’re most compatible with.
· Invite media contacts to your agency and have them fill out adopter surveys to find out which dog would be their perfect match. 

In addition to traditional media outlets, such as television and newspaper, don’t forget to share your story with other, less traditional media. You want to spread the word about Meet Your Match far and wide! Here are some additional opportunities to look for (but remember, some of these fall into the “paid media” category):  
· Newsletters 
· E-mail updates to your agency’s supporters 
· Bulletin boards 
· Web sites 
· Church and school bulletins/programs 
· Public service announcements for print and broadcast 
· Bumper stickers 
· Bus panels (often paid advertising) 
· Taxi cabs (often paid advertising) 
· Your agency’s “on-hold” telephone message 
· Your e-mail “signature” 
· Business cards 
· T-shirts 
· Public speaking opportunities (local groups as well as larger conferences and seminars) 
· Billboards (often paid advertising) 
· Blogs 
· Chat rooms 
· On-line forums 

Anywhere there’s an audience, you have the chance to publicize your agency and the Canine-ality program. 

Following up with the media 
When working with the media, one of the most important — and often overlooked — steps is the follow-up phone call. Once you’ve delivered your news on time and in an interesting way, the next step is to pick up the phone. Here are some tips to help you make a positive impact when calling your media contacts:  

1. Call your media contacts. This is an opportunity to explain more about your launch of the Meet Your Match Canine-ality Adoption Program at your agency. When making calls to your contacts, remember four things: 

· Reporters, editors and producers are almost always working against deadlines, so keep the conversations brief and to the point. The best time to reach print reporters is usually in the morning. Television reporters and assignment editors are usually available to discuss story ideas between 11 a.m. and 2 p.m. However, deadlines vary, depending on when they have to file their stories, so make sure to ask if this is a good time to speak with them, before launching into your pitch.
· Don’t ask, “Did you receive the materials I sent?” Reporters hate this question. Instead, try asking, “I sent you information a few days ago about the new Meet Your Match adoption program we’re launching at agency. I was hoping you could share that information with your (readers/viewers/listeners). I’d be happy to tell you more about our plans and how you might be able to help.” 

· Be ready to fax an additional copy of your information or send a brief e-mail outlining the contest and any other related information you have. Journalists receive huge amounts of mail. It’s possible your contact did receive the mailing, but doesn’t remember it or hasn’t opened it yet. Don’t argue about whether someone did or did not already receive something — just send another copy. 

· Emphasize what is fresh and newsworthy about Canine-ality: A new program to match the “canine-ality” of dogs with their new homes;  brings compatible pets; and adopters together and increases the likelihood of a successful, permanent placement. 
2. If the media do respond, be sure you are ready. Read and review “Preparing for an Interview” in this packet. Relax, have fun, and let people know what makes your agency and this program so great! 

3. Remember, media relations is a lot like sales. You may have to talk to many people to close just one deal. If you mail releases, follow up with 20 reporters and get two or three stories as a result, your efforts are a great success! One local story gives thousands of people an opportunity to learn more about your agency and opens the eyes of many potential adopters. 

MESSAGE POINTS: GETTING YOUR POINT ACROSS 
You’ve successfully convinced reporters to interview you and perhaps a spokesperson. Now what? Look to our message points on the next page for the answers. Message points are the main ideas you want the media to convey about a topic or event. They help you stay focused when pitching and delivering a story. 

Your message points are designed to act as a guide. You don’t need to memorize them word for word. Just become familiar with them and make sure you always come back to them when answering any questions.  

The three numbered statements (identified as 1, 2 and 3) are your primary message points. If you forget everything else, remember them. The supporting comments beneath each primary message can provide additional details, particularly for radio and print interviews. If your interview is only two to three minutes, as is likely to happen in television, then rely heavily on the three main communications strategies.  

Please note: DO NOT PROVIDE THESE NOTES TO THE REPORTER, but do share them with anyone else on your team who may speak with the media regarding this event. You also may consider taking them with you to radio interviews so you can refer to them (since no one listening will be able to see you’re referring to a piece of paper). 

Message Points 
1. Bringing a dog into your home is a big decision. You want to know your new pet will be compatible with your lifestyle.  
a. Previously, you might have selected a dog because of a cute pair of eyes, a specific color, or the breed of dog– rather than how the dog’s needs and personality match your own. 

b. It’s very disappointing when the pet you bring home from the agency is not a good match for who you are and what your life is like. 

c. Unfortunately, this is a common reason dogs (and cats) are brought to agencies. 

2. That’s why agency is launching the Meet Your Match Canine-ality. This program tests each dog’s personality and matches it to the expectations and lifestyle of potential adopters. 
a. The program includes a “Canine-ality” behavior assessment of each dog and a brief survey of each adopter’s expectations. 

b. The result is a color-coded matchmaking system that brings compatible parties together, reducing the number of adopted dogs returned to the agency because they aren’t a good fit. 

3. If you’re considering adopting a dog, take advantage of this personalized matching system and come Meet Your Match at agency. Visit us at address or call us at number. You can also visit us on the Web at agency URL. 
Preparing for an Interview 
If someone from the media is interested in a story about Meet Your Match, he or she may want to do an interview in person or over the phone. Interviews are always a great chance to share your messages with the public and call them to action, so make sure you are prepared. Here are a few tips for interviews. If someone else will be interviewed as well, be their coach and review the following points with them: 

1. Know what you want to communicate; know your message points. 

2. Prepare for possible interviews by rehearsing with a friend or co-worker. This may sound silly, but it helps you develop clear, concise messages that will benefit your agency. 

3. Pace yourself. If the interview is for a television or radio station, ask if the interview will be live or taped. Live interviews normally last only two or three minutes, and when you are live, there is no opportunity for editing. A taped interview might last five to 10 minutes, because the reporter will have time to edit the story to a shorter length before it airs. 

4. Remember, the media love feel-good, interactive stories. If appropriate, ask if you can bring an adoptable dog with you … or even a recent adopter along with the recently placed dog.  

An extra idea for television  
Producers like to use on-screen graphics. You might provide the following text to use: 
For more information about the Meet Your Match® Adoption Program and dogs currently looking for new homes, call agency at number or visit Web site.  

NOTE: You also can try providing television stations a series of tips that can be summarized in one or more on-screen graphics. Just remember to keep them short and simple.  
TIPS FOR INTERVIEWING 
1. Know what you want to communicate and don’t be afraid to repeat yourself. Live by your message points. 

2. Short answers are better than long ones. Stop talking when you’re done making your point. 

3. This is not a confrontational interview. Why not smile while you’re talking? You’ll sound more enthusiastic.  

4. Don’t overlap the interviewer’s question. Begin your answer when he or she is finished. 

5. Speak in complete sentences. 

6. Avoid jargon and acronyms. Speak as simply as possible. 

7. Don’t repeat a negative. For example: If asked, “Aren’t you an alien?” Don’t reply with, “I’m not an alien.” You might say, “Actually, I’m from Cleveland.” 

8. Keep your hands free, open and animated. Gesture as you normally would. 

9. Plan what you’d like to say if asked, “Is there anything else you’d like to say?” You should recap each of your message points as a response. 

10. Always assume the camera is on. 

11. Resist the urge to lean into the microphone. 

12. Television is an intimate medium. Speak in personal, anecdotal terms. Use analogies to illustrate your point. Don’t be afraid to tell “your story.” 

13. Body language is important for television. Practice by talking into a mirror. People will remember how they felt about you more than they’ll remember what you said.  

14. Mention your contact information and your agency’s Web site. 

15. Remember, there is no such thing as “off the record.” 

Note: Never contact an advertising department with a story idea. 





To request an interview with a spokesperson regarding Meet Your Match or agency, or to receive additional details, please contact  


your name, your organization, at your phone number or your e-mail address. 
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