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Foreword
On behalf of the USTA, I would like to thank you for being an advocate for the wonderful sport of tennis. The USTA is 
committed to growing our sport and ensuring that the face of tennis more closely resembles the face of our country, 
and your important work in advocating for our sport is helping to make that goal a reality. 

This Advocacy Handbook, along with The Big Serve website (usta.com/thebigserve), are designed to be practical 
and useful aids in guiding and enhancing your advocacy efforts. We hope you will find both to be valuable 
resources in successfully channeling your energy, enthusiasm and talent toward advocating for our sport in your 
community.

All of us who have been involved in tennis for a good part of our lives know well the bounty of benefits that go 
hand in hand with an association with the sport. You have taken it upon yourselves to make more people aware of 
those benefits, and that is a most important thing, because when we work collectively as advocates to grow tennis, 
we in fact help to change individual lives and enhance countless communities. Your work goes a long way toward 
making tennis more accessible, affordable and enjoyable for more people. When that happens, not only does our 
sport benefit, but your community benefits as well. 

We know that the continued growth of tennis at the grassroots level requires coordinated and persistent 
engagement with our public and private sector decision-makers. In these pages, you’ll find success stories, tips and 
practical advice on how to demonstrate to those decision-makers exactly how tennis and the USTA’s vast array of 
programs for people of all ages, backgrounds and ability levels can benefit your community. 

You are this association’s most important—and effective—conduits to those decision-makers, and you continue to 
be powerful catalysts for growth by spreading the good word about tennis. We thank you and applaud you for your 
work, because you have taken your enthusiasm for tennis and desire to make a difference in your local communities 
to a wonderful new level. You’ve made your voices heard and you’ve helped our sport grow.

Again, thank you—and we encourage you to keep up the great work.

David A. Haggerty 
USTA Chairman, CEO and President

http://usta.com/thebigserve
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Establishing a Successful Advocacy Program

Getting Started



Getting Started 
If you’re reading this handbook, you already have the greatest asset of an advocate—a desire to make a 
difference. An advocate is someone who takes action to make a positive change in his or her community, which 
in this case involves using tennis as the ultimate unifier. 

This handbook is a simple guide intended to evoke thought and to help you formulate ideas on how advocacy 
can help you achieve your goals for the growth of tennis in your community. You will be able to see examples of 
advocacy performed in other communities and customize a plan for your organization to implement. This is one of 
a range of advocacy resources the USTA is providing the tennis community.

The USTA’s advocacy initiative is led by the Public Affairs & Advocacy Department at the USTA’s National Office. 
The department, working with the Public Affairs & Advocacy Committee, is charged with implementing the USTA’s 
advocacy plan, which has three primary objectives: (1) the building and renovation of public tennis facilities, (2) 
the growth of tennis programming in the after-school setting and (3) the support of local efforts to build public 
sector support for the sport of tennis. The way in which the USTA has chosen to achieve these aims is to support 
the development and growth of a grassroots network of tennis advocates, who are organized by regional and 
local tennis organizations, are passionate about the game and are equipped to change the public policies in their 
communities that affect the growth of tennis facilities and programming.

If you have not done so already, please register on The Big Serve website, www.usta.com/thebigserve, to 
receive updates from the USTA about tennis advocacy, and like our Facebook page.
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What Is Advocacy As It Applies to the USTA?
Advocacy in the USTA context involves taking our passion for, and knowledge of, tennis and connecting  
it to the needs of communities, schools, colleges and local governments. Advocacy is the ability to demonstrate 
to decision-makers how our array of programs can benefit their community. This handbook is one of several tools 
the USTA provides to help you succeed, including an advocacy curriculum, an advocacy website (www.usta.com/
thebigserve) and a cadre of trained consultants to support local organizing efforts. 

The USTA has committed itself to becoming an advocacy organization. This means it has invested time, money 
and talent into the notion that the growth and health of tennis requires coordinated and persistent engagement 
with public and private sector decision-makers. This engagement is needed to harness the public support and 
resources needed to expand the availability and quality of tennis facilities and programming in communities just 
like yours. 

The USTA’s advocacy agenda is motivated by the conviction that the sport of tennis can be an important part of 
improving communities, schools and the quality of life for all. As members of the USTA Family, we know how 
tennis can make a difference. Our charge as advocates is to convince decision-makers in the public, private and 
non-profit sectors of this to gain their support. Across the country, there are millions of players and thousands 
of tennis organizations that are passionate about tennis. You are our most underused resource, but our most 
valuable asset.
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What Is This Handbook? 
This handbook is a resource for anyone who has a passion for tennis, is committed to its growth and is interested 
in helping convince community leaders that tennis programming and facilities are important to healthy 
communities and schools. It will help you plan and organize effective grassroots advocacy efforts by providing 
you with worksheets, sample materials and case studies.

Once you have read the handbook, experience our online interactive courseware. Interactive Advocacy 101 will 
guide you through scenarios to help give you the confidence you need to conceive and garner support for  
your tennis project. 

How to Become an Advocate for Tennis
Taking up the cause for tennis is not a small commitment. Having tennis courts constructed in your local public 
park, for instance, can involve wading through levels of bureaucracy and take years from start-up to completion. 
The rewards, however, are immense. If you believe in tennis and all the benefits it brings to your community, 
then your efforts will be richly rewarded.

You will also be part of a new group of forward-thinking tennis supporters. The Advocacy Initiative is vital to 
Community Tennis Associations (CTAs) and National Junior Tennis and Learning network chapters (NJTLs). 
It represents the ability of tennis-minded individuals and groups to create positive change. By becoming an 
advocate, you can translate your passion for tennis into a project that will have a lasting, meaningful result for 
your entire community. It is a special responsibility, and we’re glad you’re up to the challenge.

The work of becoming an advocate falls into two distinct categories: (1) conceiving your project, and (2) carrying  
it out to completion. Along the way, there are many tasks to tackle and many people to contact. But remember, 
you are not alone. There is strength in numbers, and chances are there are plenty of people in your community 
who share your goals and interests. Don’t be afraid to ask for help; having friends and allies will pay off in the 
long run.
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Developing Your Project



Conceiving Your Project
To ease your transition into advocacy, below is a step-by-step process you can use to see your project through 
from conception to completion, with helpful hints and tips to follow along the way.

Step 1: Identify an issue or project that resonates with the local community

Having an idea is powerful, but it is unlikely to proceed very far without the support of your community. So take 
the time to canvas your local area—talk to neighbors, explore the region and see what is missing or lacking—and 
make a full assessment of tennis and related issues. 

Things to consider:

• What does your community need most?

• Is there a need for youth activities?

• Do the public schools need support?

• Are there local health issues in your area?

• Is there a lack of access to public courts, or do old courts need to be refurbished?

• What do local decision-makers care about?

Tip: It is important to keep in mind who will be aided by your project, be it children, families and/or individuals. 
Putting children first is a good bet to grab the attention of decision-makers.

Step 2: Develop a clear idea

It is very important to stay focused during this process. A big part of that is having a very clear, concise idea of what 
you want to accomplish. If you know exactly where you’re going, it’s easier to stay on track. In developing a clear, 
concise idea, remember the following:

• What do you want and why do you want it?

• Know how you will define success. What is your desired outcome?

• How does your idea/plan address the concerns of local decision-makers?

• How does your plan positively affect the local community?

• Make sure your mission is specific and targeted.

Tip: You should be able to explain your idea/project in a single sentence. If you cannot, the idea is not as clear 
as it needs to be.
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Step 3: Do your research

Making sure you’ve covered every angle is critical to the success of your project, so be sure to research the local 
policy priorities and be prepared to show how tennis-focused programming can benefit your community as a 
whole. Explore the website of your local city or county government, focusing on the following: 

1. City

• Government structure

• Past minutes of city council meetings

• City council and board meeting schedules and timelines

• Five-year school construction plans

2. Parks 

• Park master plans

• Current program offerings

• Board contact information

• Staff contact information

• Park budget information

• Proposed local bond referendums

Also consider what actions the decision-maker can take to move your proposal forward. Consider whether the 
decision-maker or decision-making body has influence over:

• Capital plans and funding

• Funding for operating expenses

• Local legislation

• Zoning regulations

Tip: The more you can blend your desire for the project with the needs of the local community and the goals 
of your targeted decision-maker, the greater the chance for success.

Step 4: Identify potential obstacles 

One of the best things you can do in the early stages is to see where your project may run into problems and then 
find ways to work around those problems. Being able to anticipate and solve issues in advance will make carrying 
out your project easier down the road. Some things to consider are:

• Who will oppose your mission and goals, and why?

• What are potential obstacles to getting the response you want?

• What do opponents want?

Tip: Try placing yourself in the shoes of your potential opponents and understand their perspectives.
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Carrying Out Your Project

Step 5: Build a strong, broad-based coalition

A coalition is a group of organizations or individuals who work together for a common purpose. By joining with 
others who have similar priorities, you create a sense that tennis has wide community support. Also, building 
a coalition increases your appeal and can create networking and partnership opportunities between you, your 
organization and your partner organization. Other benefits of a coalition are:

• Coalitions can provide cost effectiveness; you now can share duties and resources.

• Coalitions have greater potential to attract media attention.

• Coalitions offer greater access to expertise by calling on a range of organizations and individuals.

Remember also to seek participation from all sectors of your community. The coalition is an opportunity to build 
bridges and form new alliances. Potential allies and supporters for a coalition include:

• Local tennis groups, such as CTAs and NJTLs, Tennis Service Reps and wheelchair tennis players

• Educational organizations, such as local public schools and colleges, as well as tennis coaches, teachers, 

school boards and parent-teacher organizations

• Local park authorities, such as park boards,  

parks and recreational departments or the  

park commission

• Local business leaders, politicians and influential 

community leaders

• Healthcare agencies

• Law enforcement groups

• Youth serving non-profits (e.g., Boys & Girls Clubs, 

YMCA/YWCA)

• Media outlets

Tip: Having people who support you and your mission will make the process of securing your project that much 
easier—and that much more fun. Remember, it is always more rewarding to share your success with others.

11



Step 6: Seek out external allies 

One way to combat any potential problems is to cultivate allies outside tennis, your immediate organization and your 
coalition. Identifying local decision-makers and gaining their early support will be a huge boost to your project down 
the road. Here are a few examples of local decision-makers who may be important to your mission:

• Chamber of commerce members

• City council members

• College presidents and trustees

• County commissioners

• Mayor or local executive

• Planning and zoning commission members

• Park and recreation board members

• State legislators

• School board or committee members

• Doctors

Of course, to gain one of these decision-makers as an ally, you need to first meet and engage him or her. To meet and 
familiarize yourself with the decision-makers in your community, try the following:

• Attend chamber of commerce events in which public officials will be in attendance.

• Find out if any public officials or their family members play tennis.

• As an individual, participate in local election campaigns so you can get to know the issues.

• Find out how tennis can help address the policy priorities of local decision-makers.

Tip: Never rule anyone or anything out. You may be surprised by who wants to help you.

Step 7: Meeting with decision-makers

You have a focused plan and a network of allies and supporters, so it’s time to present your project to the local 
decision-maker to gain approval and turn your dream into reality. How you contact a decision-maker differs greatly 
depending on what type of project you wish to pitch, but here are two ways to gain an audience with the decision-
maker of your choice:

• Attend a city council/school board/park board meeting. 
 › The times and locations of these meetings is a matter of public record and is public information, so it is 

available (often on the city websites). 
 › Most meetings have a space of time that allows the public to speak, but make sure you sign up  

in advance.
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• Contact a decision-maker directly. 
 › The contact numbers for all public officials are public information, so call and/or e-mail the 

decision-maker’s office and try to schedule a meeting.
 › Allow some time for the decision-maker to respond to you. If you don’t hear back in two to three 

weeks, try again.
 › Do not get discouraged if you do not gain an immediate audience with your decision-maker. You 

may get a member of the decision-maker’s staff or have to meet with a lower-level group at the 
outset. Use this opportunity to gain allies and to hone your presentation for your target audience. 

Tip: For more on how to deliver an effective presentation, see the “Communicating Effectively with 
Decision-Makers” section.

Step 8: Executing your advocacy plan

Now that you’ve delivered your plan and hopefully have had it accepted, you need to keep working to make sure 
your vision comes to fruition. Here are a few tips to see your project through to the end:

• Set intermediate benchmarks for success.

• Focus on achieving a series of short-term 

wins on the way to a long-term victory.

• Remain focused and vigilant, upbeat  

and positive.

• Make priorities clear to all.

• Be prepared to answer questions about 

opposing views in a positive fashion.

• Be polite at all times.

• Stay in consistent communication with:
a) All coalition partners and volunteers
b) Local decision-makers
c) The media

 
 
Tip: Don’t underestimate the power of the media to aid your project. Having a story on the local news or in the 
local newspaper about your project will help keep pressure on the decision-makers to make sure your project is 
completed. Blogs and websites can also be effective ways of keeping the public notified of the project’s progress. 
Read the “Working with the Media” section for more information.
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The Case for Tennis
An important part of any presentation will be to convince the decision-maker to invest in tennis. Cities and 
schools are presented with any number of athletic and non-athletic options in which to invest, from youth soccer 
to recreation centers for basketball and volleyball, theaters and auditoriums, etc., so you need to be able to 
convince them that tennis plays a role of equal—if not greater—importance than those others.

Essentially, you need to answer this question for them: Why tennis? Do not focus soley on tennis. Instead, address 
the concerns of the public officials or public agencies and how tennis facilities and programs help solve public 
problems. For example, the sport of tennis can improve:

• Schools

• Community

• Opportunities for youth

• Quality of life for all

For any tennis advocacy campaign, the general and wide-ranging benefits of the sport will be a core part of 
achieving your success. Here are a few ideas to stress in any presentation:

Community Development and Public Safety

• Engagement of youth

• Safety of seniors

• Security and opportunity

Education and Youth Development

• After School Programs

• Physical Education

Health

• Supporting the Health of Kids

• Fighting Chronic Illness

Economic Development

• Large-scale tournaments

15
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One of the Healthiest Sports to Play

1. Few sports have the range of benefits and life-long enjoyment as tennis. 

• Participation in tennis is multicultural, multigenerational and involves people from all walks of life. 

• The Cleveland Clinic, the nation’s top-rated heart-care facility, has called tennis “an ideal sport for a 

healthy heart.” 

• Jack Groppel, Ph.D., of LGE Performance Systems, says, “Tennis combines the fat-burning benefits of 

aerobic exercise with the health- and strength-building benefits of interval exercise. The demands of 

tennis mirror the stresses of life in a dynamic way.”

2. Tennis fights obesity by getting families active.

• The rate of obesity has more than tripled from 1990 to 2012, and this has a long-term negative impact 

on a child’s health and well-being.

• Research indicates that overweight and physically inactive children have lower IQs than children who 

are physically fit and that they do not perform as well academically.

• Unfortunately, the majority of children do not get enough exercise, and physical education 

opportunities have been increasingly eliminated from grade school curriculums.

• Tennis can help kids by keeping both mind and body healthy, and it is a great anaerobic and  

aerobic exercise.

• Tennis can become the model of youth sport in which the safety and well-being of all children  

is paramount.

Ideal Sport for Education and Youth Development

1. Tennis and education after-school programs support the core mission of schools by increasing kids’ attachment to 
school, improving attendance and thereby helping improve academic performance.

2. Along with its obvious physical benefits, tennis also builds discipline, confidence and independent thinking. Tennis 
teaches responsibility, respect and a strong work ethic. Tennis requires alertness and tactical thinking. It’s also a 
great sport to improve hand-eye coordination and agility.

Character Development/ 
Life Skills

Academic  
Support

Physical 
Development

The  
Whole  
Child
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A Growing Sport That Stimulates the Local Economy

Tennis is one of the few only traditional sports that increased participation from 2000 to 2011 (see graph below).  
As participation rises, so does the demand and need for new facilities and increased programming.

Positive impact of tennis facilities:

• Boosts commerce and culture

• Rebuilds communities

• Brings communities together

• Creates jobs

• Attracts state/regional/national tournaments that impact city hotels/food/retail establishments (i.e., 

serves as a boon to the local economy)

• Large tennis tournament increases national exposure of city as a tourist destination

Traditional Sports 
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-‐42%	  

-‐22%	  

-‐19%	  

-‐14%	  

-‐12%	  

-‐11%	  

-‐11%	  

-‐5%	  

-‐4%	  

-‐3%	  

-‐1%	  

37%	  

TENNIS	  
Gymnas'cs	  
Racquetball	  
Soccer	  (any)	  
Basketball	  
Golf	  (9/18	  hole	  course)	  
Fishing	  (freshwater	  /Other)	  
Ice	  Hockey	  
Baseball	  
Badminton	  
Football	  (Tackle)	  
SoGball	  (slow	  pitch)	  

Source:	  	  2012	  Physical	  Ac'vity	  Council	  (SGMA,	  SIA,	  IHRSA,	  NGF,	  OF)	  
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How to Use The Big Serve Advocacy Media Toolkit

As grassroots advocates, you are working to develop effective change in your community. Your goal is to create 
and heighten awareness of the positive impact tennis can have on your community, and one of your most useful 
tools in doing so is your local media affiliates. Media outreach can play an effective roll in showcasing tennis as a 
lifetime sport for everyone, and more importantly how tennis will be a positive force in your local area.

The tips and materials in this toolkit are starting points to help guide you through the process of your local media 
outreach and help you develop the proper skills in building awareness of the issues facing your community. 

Items include:

• How to pitch to your local media

• How to write a press release/media advisory

• How to pitch to your local public officials

• How to give an effective interview

How to Pitch to Your Local Media

Before sending an e-mail or making the first call to your local media, it is important to understand the media. The 
goal is to sell your story and build awareness of the tennis advocacy initiatives in your community. This all begins 
with your pitch. Pitching discusses the significance of your story or event and communicates why it would be 
worthy of news coverage.

The key is to go in with a story, not an idea. Think about how you want to develop your story and what you hope 
to accomplish before reaching out the media. 

To better refine your story, ask yourself the following questions:

•  Is the story/event newsworthy? 

•  What are the key messaging points? Possibilities include:
 › Tennis facilities can serve as a safe haven for kids after school.
 › The sport of tennis can offer opportunities for youth, provide a better quality of life for all and help 

to improve schools and communities.
 › How tennis can contribute to community and economic revitalization 

• Why would building tennis courts and facilities, enhancing tennis programs and showcasing tennis as a 

lifetime sport be any more important than the other activities and facilities in your community?

• Are you looking to grow tennis in your community, or publicize already-existing programs and/or a 

new facility?

• Are you providing ideas to encourage the community to get involved in tennis?

• Do you need volunteers to help with a particular event or program?
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General guidelines on who and when to pitch:

• It is best to make a note of the names of editors and reporters when you’re reading your newspaper, 

watching your local television news or listening to the radio. Keep a list of the names of those who 

cover sports, health/fitness and community affairs. If there is a specific reporter who has covered one 

of these issues in the past, he or she should be your first point of contact.

• Search through the websites of your local newspaper and TV stations to find the names of journalists. 

Keep in mind whether the story will appeal to their audience or not. If you are unable to find the 

right contact person, try to find a journalist who has written or reported on similar stories or has a 

connection to tennis (example: weekend broadcaster likes to play tennis as a hobby). You can also 

speak with an editorial assistant (print) or planning/desk assignment editors (TV) who can connect you 

to the proper person who might be interested in your story.

• E-mail is usually the preferred method of contact for every member of the media. Find out what  

your contact’s preferred method is beforehand to avoid the risk of them overlooking or not getting  

your e-mail. When reaching out to the media via phone, begin the conversation with a brief 

introduction and ask them if it is a convenient time to talk or if they are on deadline. If it is not a good 

time, ask when it would be a better time to call back and follow-up. Always call or e-mail when you 

say you will.

• Explain what you are calling about and that you would like for them to consider covering/writing a 

story on it.

• Remember, the first 30 seconds are important in capturing their attention. Be engaging and 

enthusiastic.
 › “Hi (reporter’s name), this is (your name), is this a good time to talk?”

 › “I know you might be on deadline so I don’t want to take up too much of your time.” 

 › If a press release has been sent: “I would like to follow up with you regarding a press release I sent 
discussing (an event/ground-breaking of tennis courts), and how this will have a profound impact 
on the community.”

 › If no press release has been sent: “I would like to talk to you about (an event/ground-breaking of 
tennis courts), and how this will have a profound impact on the community.” 

 › “Would this be something you might be interested in covering?”

 › If they are not interested: “Would you know of another writer who might be interested in  
covering this?”

 › If they are interested: “Great. I will forward the press release and follow up with you. When would 
be the best day and time to call back?”

• Your pitch can stand out greatly among others if you communicate why the story, issue or event is 

important and relevant today.
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• Include human interest stories. The reporters are interested in hearing about how tennis has  

made an impact on a particular person’s life, and now they are looking to give back to the  

community by offering tennis lessons. You can also give statistics on how tennis has changed  

the community economically.

• Have press materials ready to be e-mailed directly after the conversation. It is best to understand your 

subject to avoid giving misinformation. Be prepared to answer questions by the reporter. However, it is 

okay if you do not have the answer. Tell them you will get back to them as soon as you do.

• Offer to send additional materials, such as press releases or fact sheets, and ask what would be the best 

method to send them: e-mail or regular mail.

• Don’t forget to give your contact information in case they wish to call you with additional questions, 

and thank them for their time.

• Always keep a log of your calls.
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When pitching to the following media, consider these tips:

Print

• Sending a press release and following up with print reporters is ideal in getting your story out there. 

• Newspaper reporters and editors have demanding schedules and deadlines. It is best to reach out to 

newspaper reporters and editors in the morning, as stories are generally written from mid- to late 

afternoon. For weekly newspapers, deadlines are usually on Wednesdays or Thursdays, so it is best to 

reach out to them any other business day of the week.

Online

• Getting a story online can provide additional ways to communicate your story. Most likely, if the story 

is printed in the newspaper, it will also be posted online on the publication’s website. Of course, many 

journalists serve as online reporters as well. However, if a story runs online, that does not necessarily 

mean it will run in a print version. Keep in mind: Your story, event or call to action may provide your 

local media with the option of posting additional online content such as video clips and recorded 

audio. Take advantage of these options. 

• Some journalists, such as bloggers, focus on specific news. It is best to keep this in mind when 

giving your pitch. In the case of tennis advocacy, the best bloggers to contact are those who focus 

on community affairs, public policy or physical fitness. Still, the same rules apply as noted in the 

information above when pitching to print media, sending a press release and following up with online 

reporters. In terms of reaching out to online reporters, most will post their e-mail addresses at the end 

of their stories or blogs.

Editorial Staff or Board

• As a tennis advocate, you can pitch to the executive editor/editor-in-chief at your local newspaper.  

This angle is helpful if there is an overwhelming concern affecting the community. 

• The use of after-school activities, health issues and concerns regarding job placement affecting the 

community can serve as your platform. Discuss the opening of a new tennis facility, ribbon-cutting 

ceremony for the unveiling or refurbishing of tennis courts, and/or city official or celebrity involvement 

as your hook. This is what makes your story unique and interesting to the reporters. It also identifies 

what is significant.

• Small local papers will normally have one person as the primary editor, while larger daily papers will 

have an editorial board. After hearing your viewpoint, they will decide if the paper wants to support 

your cause or event.

• Before scheduling a meeting with an editorial board or writer, it is best to be as prepared as  

possible to explain why they should consider supporting the notion of tennis positively serving 

the community and/or your event. Consider highlighting various concerns that best support your 

community’s problems.
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Opinion Editorial (Op Ed)

• If the publication chooses not to cover your story, you can consider submitting an “Op Ed.” An opinion 

editorial, unlike a straight news piece, will allow you to post your opinions regarding the benefits of 

producing quality tennis programs and facilities, and how the community can grow and prosper. 

Television

• Incorporating visual elements are key to your pitch. Keep in mind that the more visually appealing the 

story, the more you will attract the attention of the assignment editor. Simply sending a press release 

will not increase your chances of gaining coverage on the news. Instead, invite them to shoot the 

location where people are active, such as children playing tennis, adults playing active roles in making 

a difference in their communities and the unveiling of new tennis courts/facilities.

• Scheduling and deadlines are also demanding with television. It is best to call in the morning when 

they are not facing deadlines. Find out in advance when is the best time to call since many local news 

stations have morning and noon broadcasts.

How to Write a Press Release/Media Advisory

Drafting a Press Release

A press release provides the media with the Who, What, When, Where, and Why of an issue, event, program, etc. 
It offers journalists important and accurate information they need. Always keep in mind that the press release is 
to give factual information, not opinions.

Because journalists receive numerous press releases daily, it is key to start off with an attention-grabbing 
headline. Think of what makes your release stand out among the rest. The overall structure should always  
embody the standard use of most releases and an easy-to-read format. Starting with the five basic questions in 
your lead, or opening paragraph; this paragraph is meant to grab the attention of the reader. It communicates  
the most important information and main idea, while the remaining paragraphs should discuss the details.  
When using a quote, it’s best to place it in the body of the release. The quote should come from someone who is 
directly involved with the event or project. Be sure to get their approval to be quoted first, and include their title 
and affiliation.

If you are referencing the USTA, please contact your Section’s public relations staff.

See Samples of:  [Press Release Project That Is Underway] – see page 26

   [Post-Event Press Release] – see page 28

Drafting a Media Advisory

A media advisory serves as a one-page, brief overview that explains the event/program. The media advisory 
outlines (lists) the What, When, Where, Who and How. If there are photo and interview opportunities or an actual 
press conference set to take place, those should also be noted. An advisory can also be press conference-specific.

[See Sample Media Advisory] – see page 29
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How to Give an Effective Interview

Giving an effective interview is your chance to make your voice heard and communicate what you’re most 
knowledgeable about—the growth of tennis having a lasting, positive effect on your community. To prepare, 
trying jotting down two or three message points you want to communicate. Make sure you keep things simple, 
and continue communicating your original story/message points; you do not want to lose your interviewer. If you 
find yourself repeating some of the same information, don’t worry; repetition is fine because it expresses what 
is important to the story/issue. Also, remember, you are in control. So it is fine to shift the focus to what is more 
important and to communicate the proper message points.

Helpful Tips:

• How you act in front of a reporter and how you treat a reporter is the image you will portray.

• A reporter may not know a lot about tennis or tennis advocacy, so be patient and answer what you 

may think are obvious or awkward questions.

• Make eye contact and stay engaged with people.

• During a conversation, try to remember the other person’s name and use it in the conversation—or, 

at the least, remember it the next time you see him or her. Thank the reporter when you are finished 

with the interview.

• Few reporters can write as fast as you speak. Speak slowly and clearly so you won’t be misquoted.

• Nothing is “off the record.” Never say anything to or around a reporter that you don’t want to see in 

print or on television. 

• Avoid using profanity.

• If you state something incorrectly, stop and restate your response. 

• If you are not the proper person to answer a particular question, let them know who is the right 

person to address the issue.

Post-Coverage Tips to Consider:

• It is courteous to drop a thank you note to journalists or reporters who believe and understand your story  

and decide to cover it. The next time you contact them, they may be interested in covering your story or  

event again.

• If inaccurate information happens to be included once a story has been placed, do not overreact. Contact the 

media person you were working with, calmly acknowledge the mistake and ask for a correction run. This 

approach is best, as he or she may be the same person you work with in the future, and you would not want 

them to ignore you.

• Explore the internet to educate yourself about other methods of contacting and pitching to your local media.

Definitions:

• Pitch – Discusses the significance of your story or event and communicates why it would be worthy of  

news coverage.

• Hook – This is what makes your story unique and interesting to the reporters. It also shows what is significant.

• Lead – Answers the five important questions to grab the attention of the reader. It communicates the most 

important information and main idea.
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PROJECT UNDERWAY - PRESS RELEASE Sample

CITY CENTER INSTALLING FIFTEEN PERMANENT YOUTH TENNIS COURTS THANKS TO GRANT 
AWARDED BY THE UNITED STATES TENNIS ASSOCIATION

USTA Awarded City with a $50,000 Grant

Courts Are Part of City’s End-of-the-Year Goal to Revitalize the Community  

City, State, Month Date, Year – City Mayor and director of Parks and Recreations 
announced today that the city center construction is well underway with the installation 
of 15 new Youth Tennis courts. As part of their goal to revitalize various areas of the 
community, the USTA supported the construction of the tennis courts in the center and 
awarded the city with a $50,000 grant. The groundbreaking, hosted by the city parks 
and recreations foundation, took place last month, while the construction is set finish 
by next summer.

The city center, housed under the jurisdiction of the parks and recreation department, 
has always focused on providing a broad array of programming for people of all ages, 
abilities and backgrounds, while remaining financially sustainable. The courts are 
designed for children 8 and under and 10 and under, and will provide an additional 
after-school element on the city’s list of out-of-school-time activities. 

“The courts are well underway at the city center,” said City Mayor. “We are delighted 
to have the USTA’s support in not only revitalizing our community as a whole, but also 
establishing an impact on the lives of the many children in this community. Tennis will 
thrive in this city after the project is complete.”

In addition, the city center was awarded with a marble wall plaque and an all-weather 
sign, which can be mounted at the facility. Apart from the USTA, funding for the Youth 
Tennis Courts came from the Saving Parks Foundation and the Park and Rec Foundation. 
The project is set to be completed by next summer in partnership with the city’s Youth 
Center foundation.

#  #  #

The USTA is the national governing body for the sport of tennis in the United States and 
the leader in promoting and developing the growth of tennis at every level, from local 
communities to the highest level of the professional game.  A not-for-profit organization 
with more than 770,000 members, it invests 100 percent of its proceeds in growing the 
game. It owns and operates the US Open, the highest-attended annual sporting event 
in the world, and launched the Emirates Airline US Open Series, linking nine summer 

Attention-grabbing 
headline in all CAPS

Lead paragraph 
answers the five 

important questions 
and communicates 
the most important 
information and the 

main idea

Quote. Simple and  
to the point. Usually, 
the quote that leads 

is the one that  
gets used.

The boilder plate 
provides a brief 

description of the 
organization

Providing more 
background 

information can 
enhance the  

media’s coverage

Sub-header in 
smaller font and 
using Title Case

Background 
information

Three # signs indicate 
the end of the release
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tournaments to the US Open. In addition, it owns approximately 90 Pro Circuit events 
throughout the U.S. and selects the teams for the Davis Cup, Fed Cup, Olympic and 
Paralympic Games. The USTA’s national charitable foundation, USTA Serves, provides 
grants and scholarships and helps underserved youth and people with disabilities. For 
more information on the USTA, log on to usta.com, “like” the official Facebook page, 
facebook.com/usta, or follow @usta on Twitter.

For more information contact: 

John Smith, Communications Director, USTA, xxx-xxx-xxxx, Email address Contact information 
including name, title, 

affiliation, phone, 
and email



28

 POST-EVENT - PRESS RELEASE Sample

USTA AND NEWARK MAYOR CORY BOOKER OPEN RENOVATED 

JESSE ALLEN PARK FEATURING PERMANENT YOUTH COURTS

Becomes First Public Facility in the Country to Permanently House 

Three Sizes — 36-, 60- and 78- foot Tennis Courts 

WHITE PLAINS, N.Y., September 15, 2009 – The USTA and Newark Mayor Corey 
Booker announced two weeks ago the reopening of a renovated Jesse Allen Park. The 
renovated park features tennis courts of three sizes, including full size courts 78-foot, 
and permanent 36- and 60-foot Youth Tennis courts. Jesse Allen Park becomes the first 
public park in the country to house permanent tennis courts of all three sizes, and the 
first park in New Jersey to utilize the Youth Tennis courts.

The USTA supported the construction of the tennis courts in the park, the second-largest 
city-owned park in Newark, and the USTA Eastern Section will be an ongoing resource 
for training tennis instructors and assisting tennis programs in obtaining equipment.

“The USTA is proud to have played a part in the reconstruction of Jesse Allen Park,” 
said Barry Ford, Director, USTA Outreach & Advocacy. “Our contributions of $25,000 and 
design and technical advice are part of our longstanding effort to support the growth 
of tennis programming through the development of quality public tennis facilities. We 
commend the mayor, parks department and the city’s civic leadership for the vision to 
make the redevelopment of Jesse Allen Park a reality.”

“The USTA is thrilled to be part of this project,” said Virgil Christian, Director, Community 
Tennis Development, USTA. “This is just the beginning of tennis becoming more 
accessible and fun for children. We are interested in partnering with more cities such 
as Newark to further our goal of growing tennis among this country’s youth.” 

In addition to the USTA and the city of Newark, funding for the park’s renovation came 
from the Geraldine R. Dodge Foundation and the Kresge Foundation. The project was 
completed in partnership with the Boys & Girls Clubs of Newark, Friends of Jesse Allen 
Park and the Springfield/Belmont Super Neighborhood Council.

#  #  #

A second quote can 
be from someone 

who is also involved 
in the event or 

project
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 MEDIA ADVISORY Sample
MEDIA ADVISORY

CITY TO PARTICIPATE IN RIBBON-CUTTING CEREMONY TO RE-OPEN 

COMMUNITY STATE PARK

City Mayor, city community residents and other dignitaries will join the county 
community center in attending a ribbon-cutting ceremony to celebrate the reopening 
of community state park and the addition of its new tennis courts, including Youth  
Tennis courts.

Name, City Mayor

Name, City Councilman 

Name, Director of County Community Center

Day, Month, Date, Year

Time: a.m. – p.m. 

Address

City, State, Zip

The ceremony will celebrate the reopening and renovation of community state park. 
The renovated park features tennis courts of three sizes, including full size courts 78-
foot, and permanent 36- and 60-foot Youth Tennis courts. Community state park will 
be the first public park in the county to house permanent tennis courts of all three 
sizes, and the first park in the city to utilize the Youth Tennis courts.

Funding for the park’s renovation came from the Saving Parks Foundation and the 
Park and Rec Foundation. The project was completed in partnership with the County 
Community Center and the City/State Super Neighborhood Council.

All the listed principles will be available for interviews and photo opportunities 
following the event.

John Smith, Communications Director, USTA, xxx-xxx-xxxx, Email address

# # #

WHAT:

WHO:

WHEN:

WHERE:

INFO:

CONTACT:

Tip: Be sure to involve your local elected officials in your events!
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Gaining Support for
Your Project



Gaining Support for Your Project
In many ways, how you make your presentation is as important as the project you hope to accomplish. 
Communicating your goals clearly, concisely, and effectively will go a long way toward securing support  
for your project. Below are a few pointers on developing and delivering your presentation to your  
desired decision-makers.

Preparing a Successful Presentation

When you are ready to approach decision-makers, formulate a presentation remembering the following:

How to Pitch to Your Local Public Officials

When it comes to presenting to your local public officials, it is important to focus on their concerns and how 
tennis facilities and programs help to solve some of the problems facing the community (i.e., their constituents). 
As with the media, the goal is to sell your story, but more importantly to highlight the key messaging points that 
contribute to building a better community. Think about communicating the overall big picture.

Questions to ask yourself:

With all the numerous activities and facilities currently in your community, why would building tennis courts and 
facilities, enhancing tennis programs and showcasing tennis as a lifetime sport be any more important than other 
issues facing the community?

• Key Messaging Points to Consider
 › Tennis facilities can serve as a safe haven for kids during after-school time.
 › The sport of tennis can offer opportunities for youth, provide a better quality of life for all and can 

help to improve schools and communities.
• Tennis can address the following issues affecting the community:

 › Health
 » Obesity
 » Chronic illness

 › Community Development and Public Safety
 » Engagement of youth
 » Safety of seniors
 » Security and opportunity 

 › Education and Youth Development
 » After-school and Physical Education

 › Economic Development
 » Large-scale Tournaments
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Tips on Preparing a Successful Presentation

When you are ready to approach decision-makers, formulate a presentation remembering the following:

Develop Your Message

• Develop a specific target. (Is it new courts? New programs? Keeping courts from being demolished?)

• Know the cost.

• Know your weight (be able to quote the number of people/voters in your organization).

Know Your Audience

• Get the names of the officials you want to influence.

• Find out what roles officials play.

• See if someone in your group or an allied group who might have standing with the Board/Council 

knows any of the board/council members and can make introductions.

• Review the board, council, department or agency’s strategic plan and budget and determine its goals.

• Understand the local pressures and pressure points.

• Learn the budget cycle.

• Get the calendar and schedule for meetings, planning sessions and public hearings.

• Learn about each officials’ interests that relate to your message. (Are they interested in economic 

development? Children? Crime prevention?)

Learn How to Count

• In most cases, you only need a majority.

• Determine someone who will act as your “sponsor” on the board/council to introduce motions.

• Meet separately with each of the board/council members, pitching your message toward his or her 

areas of interest. (Most decisions are not made at public hearings. Public forums are for posturing; 

never walk into a public hearing without knowing where you stand and who is going to support you.)

• Assign someone to act as your spokesperson.

• Show support with a large, visible turnout (all wear the same color T-shirt or some such method of 

identification). If your project involves children, bring them.

• Have all supporters register to speak, but restrict the number of speakers to a few. Speakers can 

withdraw as means to show respect for the board’s time and so as not to repeat the message.

Put Your Money Where Your Mouth Is

• Be prepared to increase fees in order to pay for some of the service.

• Offer to apply for grants or help local officials apply for grants to pay for some of the cost of  

your project.

• Raise money locally to offset public funds; it shows the level of interest and support for the program 

and makes the decision easier. A private fund is always viewed favorably by decision-makers.
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Identify Your Allies and Supporters

• Cultivate staff, and know that you can rarely come between the decision-makers and their staff. Never 

publicly argue or disagree with the staff.

• Find other organizations that share or have similar interests or are part of your interest (parent groups, 

health groups, etc.). There is power in numbers.

Communicating Effectively with Decision-Makers

When presenting your case, it is important to be knowledgeable, direct, and succinct. Do your research in advance 
so you are prepared to handle all eventualities, and follow these tips/notes for a more effective presentation.

Tips Before Contacting a Decision-maker:

• Contact the decision-maker’s key local constituents/allies first.

• If you are sending to a local legislator, identify key supporting constituents and any other connections 

(family, friend, business, etc.).

• Have a goal for a meeting time and date, with alternatives.
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Effective written and oral communications:

• Make communication stand out by being personal, thoughtful and passionate.

• Ask for a response.

• Confine each communication to one focused topic.

• Include the most relevant basic facts.

• Have all key information in place. Don’t assume they know the facts.

• It’s okay if you don’t know certain information. Let them know you will call or e-mail back with 

the information.

• Don’t be intimidated and stay positive.

Follow-up:

• Lock in meeting date and time.

• If no response, progress on meeting: Wait two weeks and check back.

• Report to appropriate committee/task force on progress.

• Send a thank you note after any meeting.

• Keep a record of all communication with each decision-maker.

General message:

• Develop a consistent communication plan: letters, phone calls and meetings.

• Always remember to say “Please” and “Thank You.”

• Do not let emotions sabotage your efforts.

Keep momentum alive:

• Keep your supporters and stakeholders informed about the ongoing advocacy efforts, so they will feel 

a sense of involvement. Small successes along the way will hold your group together and encourage 

future efforts.
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Funding Your Project

Estimating the cost of your project will be one of the first hurdles you need to confront. Leaders and decision-
makers you approach will want to know if you have a grasp on monetary ramifications and estimates. Your main 
focus will be to interest decision-makers in your project and eventually get their official approval. During this 
process, they will want to know what ideas you can bring to the table about raising needed funds. 

Below is a list of funding options you and your organization can explore in depth as your project moves along. 
One or all of the funding sources can be used to complete your project. Most local governments will be more likely 
to allocate funds for your project if they know that they are not the only funder.

• City budget

• Corporate donations, grants, and sponsorships

• County budget

• Foundation grants

• Fundraising projects and tournaments

• Individual gifts

• In-kind donations

• Local business donations

• Local and community grants

• Membership fees

• National recreation and park association grants

• School district budget

• Targeted local taxes

• USTA district, section and national grants (Visit the “Resources” section on The Big Serve website)

36
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Part 2:

Public Facilities & Parks



PUBLIC FACILITIES AND PARKS

It Starts in the Parks

Nearly 70 percent of all tennis is played on public park courts. Park and recreation agencies are vital to the health 
and growth of tennis. Legends such as Billie Jean King and Arthur Ashe grew up playing on public park courts, as 
did Serena and Venus Williams and many current U.S. standouts. For over ten years, the National Recreation and 
Park Association has partnered with the USTA to bring parks and recreation agencies Tennis in the Parks (TIP). TIP 
is a strategic initiative designed to help improve and expand opportunities for the public to learn and play this 
lifelong sport.

Advocacy for Public Park Tennis

There are both indirect and direct ways for the tennis community to advance public park tennis. First, 
understanding the broad issues of a park and recreation system provides necessary insight into how the tennis 
advocate can effectively partner with park and recreation to achieve the common goal of increased participation. 
Second, you can directly impact the growth and development of tennis through public park and recreation by 
understanding how the system works.

The issues addressed by park and recreation agencies are diverse and reflect the expressed needs and interests of 
the community. The operative term here is expressed. Because there are so many issues related to the work of this 
field and because public policy and funding are involved, it is often the most well-organized advocacy effort that 
benefits most directly.

One of the most important things you can do for your cause and your organization is to visit your local Park and 
Recreation Department. Ask to be walked through your city’s or county’s “Park Master Plan.” This plan shows 
where parks are located, where parks are planned and which facilities are being given priority. You can identify 
where tennis courts are planned and see where space exists to build more. If you are not satisfied with the 
number of courts planned in your community, you can help change this with a grassroots advocacy plan. 

Don’t be shy, and ask questions!

Click here to read the case studies, or visit bigservestories.usta.com.
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AFTER-SCHOOL PROGRAMS

Why Are Quality After-School Programs Important?

After-school programs are a key part of developing future tennis players and fans, and also serve as an important 
resource for kids. After-school programs keep kids safe, providing a positive alternative to the streets or hanging 
out at home alone without parental supervision. Several studies—including those produced by Fight Crime: Invest 
in Kids, a national advocacy organization composed of police chiefs, sheriffs, prosecutors, law enforcement 
leaders, and crime victims1—show that after-school programs reduce crime and victimization of young people 
during the prime time for youth crime, 3:00 to 6:00 p.m.

After-school programs also have academic benefits, engaging children by offering a range of creative, hands-
on learning opportunities with art and sports enrichment activities. Moreover, a recent study by Policy Studies 
Associates, Inc., shows that high-quality, after-school programs reduce high school drop-out rates, improve 
attendance, and boost academic achievements.2

What is tennis’s role in after-school programs?

Tennis is an ideal sport to introduce and play in after-school programs. Successful programs use tennis as a hook 
to introduce young people not only to tennis but also to effective life skills, critical thinking habits, and the 
positive virtues of determination, hard work, and sportsmanship. 

Click here to read the case studies, or visit bigservestories.usta.com.

1 Sanford A. Newman, James Alan Fox, Edward A. Flynn and William Christeson, “America’s After-School Choice: The Prime Time for Juvenile Crime, 
or Youth Enrichment and Achievement.” A Report from Fight Crime: Invest in Kids (2000): 10—16.

2 Elizabeth Reisner, Deborah Lowe Vandell, Ellen M. Pechman, Kim M. Pierce, B. Bradford Brown and Daniel Bolt, “Charting the Benefits of High 
Quality After-School Program Experiences: Evidence From New Research on Improving After-School Opportunities for Disadvantaged Youth.” Policy 
Studies Associates, Inc. (March 2007).
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Emerging Typology of After-School Funding

 

• There are several different types of funding that support after-school programs. No one funding  

source can do it alone. This chart shows the many different pathways through which funding can reach 

a program.

• In some cases, a program will want to apply for single-purpose funding (i.e., funding to support 

snacks, mentoring, or extended learning).

• In other cases, multipurpose funds are appropriate because they tend to be more flexible and can 

support a range of activities.

Source: Afterschool Alliance
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UNIVERSITY AND COLLEGES, COMMUNITY OUTREACH AND VARSITY PROGRAMS

Plan Your Strategy:

More than 300 varsity tennis programs have been dropped in the last decade. Usually, by the time the varsity 
tennis coach, team members and the tennis community learn a program is in jeopardy it is too late to implement 
strategies to save it. Programs continue to be dropped for a variety of reason.

Popular examples include:

• Financial Hardship – insufficient funds or lack of fundraising

• NCAA Sport Quotas – dropping a sports program to meet the NCAA minimums

• Relevancy – lack of positive impact to the college or university

• Lack of Performance – winning titles, record, etc.

Strategies to increase the tennis program’s relevance to the college or university should be developed with college 
coaches and communities before programs are jeopardized. Our charge is to advocate, educate and encourage 
coaches, athletic directors and college presidents to develop long-term, meaningful community outreach programs 
on their campuses. By linking the campus and the community together, we can build a constituency that helps 
protect and grow college tennis.

Click here to read the case studies, or visit bigservestories.usta.com.
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Saving Varsity Programs

The threats to varsity tennis programs are a localized issue, unique to each campus. If your college or university 
program is threatened with cancellation, however, you have nationwide resources available to you to help bring 
the situation to a positive resolution.

What should you do if you hear that a program is in jeopardy?

• Inform the Intercollegiate Tennis Association (ITA) of your situation as soon as possible.

• Contact your USTA Section’s collegiate coordinator.

• Communicate with your tennis and general alumni.

• Form a core group to serve as the brain trust to direct the campaign. It is likely that this core group will 

do the majority of the leg work.

• Communicate with your current team members and their parents.

• Reach out to influential members of your community.

• Reach out to your booster club members.

• Conduct research about the financial situation of your athletic department. Know the relationship of 

your team budget to the overall athletic department budget.

• Ask for and try to schedule meetings with your university administration (President, Board of Trustees/

Regents, Athletic Department, etc.).

• Find contact information (name, mailing address, phone number, e-mail address) for all  

decision-makers with relation to this issue and provide this to the ITA, your boosters, members  

of the community.

• Seek media coverage about the issue.

What the Intercollegiate Tennis Association (ITA) can do

• The ITA will write a letter of support to the President, Board of Trustees/Regents and/or  

Athletic Department).

• The ITA will inform the College Tennis Advocacy Network—tennis advocates who are supporters of  

college tennis.

• The ITA will provide a representative(s) to attend key meetings, whenever possible.

• The ITA will help to identify influential people who might be able to help.

• The ITA will help to bring media attention to the situation.

What the USTA can do

• The USTA will write a letter of support to the President, Board of Trustees/Regents and/or  

Athletic Department.

• The USTA Section will assist with your local campaign.

• The USTA may provide a representative(s) to attend key meetings, whenever possible.

• The USTA will help to identify influential people who might be able to help.

• The USTA may be able to provide some stop-gap, emergency funding.
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The USTA in conjunction with the ITA produced videos targeted to college presidents and coaches in order to 
promote the value and importance of tennis on college campuses. 

Featuring Billie Jean King, the videos raise several key points:

• Every program is at risk.

• Be engaged in your community. Civic engagement and community activism are important.

• Develop creative ways to raise money. Become self-sufficient. Endow scholarships.

• Both men’s and women’s teams are being cut so Title IX is not the problem. Budget pressures and space 

constraints are the more likely issues.

• Budgets are tight so spend wisely.

The Value:

• Attracts New Students

• Showcases Top Student Athletes

• Enriches Student Life

• Builds Relationships

• Generates Revenue

Click here to view the USTA/ITA College Presidents Video, “Winning with Varsity Tennis On and Off the Court”

Click here to view USTA/ITA College Coaches Video, “Empower Yourself and Your Program”

Show your support for campus tennis by registering with the College Tennis Advocacy Network.  
Please click here for more details, or visit www.itatennis.com/AboutITA/Advocacy.htm.
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Part 3:

Military Outreach



USTA Military Outreach
The USTA proudly extends its programs and services to military personnel, veterans and their families, wherever 
they may live, in support of the White House’s Joining Forces initiative. USTA Military Outreach, impacts service 
members, veterans and their families, through a variety of tennis initiatives providing fitness, family togetherness, 
stress reduction, local access and programming in the lifetime sport of tennis. With a network of section offices, 
Community Tennis Associations, National Junior Tennis & Learning chapters, tennis organizations and volunteers 
USTA Military Outreach creates opportunities for tennis in nearly every community in America, to help with the 
rehabilitation and reintegration of our service men and women. Partnerships with other organizations like the 
National Recreation Foundation, USO, Freedom Alliance, Blue Star Mothers, National Military Family Association 
and more expands our ability to communicate services and opportunities to military and veteran’s family member 
networks to help our effort continue to grow as our support strengthens. The USTA is honored to be serving the US 
Military through efforts like Adopt-A-Unit, facility improvements, complimentary USTA memberships for children 10 
and Under, professional tournament engagement, and Wounded Warrior tennis therapy programs at Military medical 
hospitals and Warrior Transition Units across the country.
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Adopt-A-Unit

Adopt-A-Unit mobilizes tennis communities across the country to support military service members overseas. 
Tennis volunteers and organizations adopt deployed military units and send care packages of necessities and 
recreational tennis equipment to them. In turn, USTA Serves, the National Charitable Foundation of the USTA, 
provides recreational options for deployed personnel and for many, introduces a new stress reducing fitness 
activity. Outreach continues when personnel return home through opportunities for ongoing tennis play near 
their home, reintegration with families, and receiving the added support from neighbors in the local tennis 
community. The professional tournament series, the USTA Pro Circuit, has also embraced Adopt-A-Unit with 
events around the country joining the effort. Since its inception in 2011, over 300 units have received portable 
tennis equipment and over 100 units have been adopted.

Boys & Girls Clubs of America Military Services Collaboration

In collaboration with the Boys & Girls Clubs of America Military Services, the USTA is bringing tennis to our 
service members and families on US Military Bases home and abroad. The relationship benefits children, youth, 
teens, and families while supporting and strengthening the missions of both organizations. Pilot programs are 
designed to enable participants to engage in tennis through supervised play, interactive activities, and informal 
intra-site competitions that enhance the development of young people on and off the court. Military site staff 
receive USTA support to deliver turn-key programming.

The USTA is providing pilot programs with free training, equipment starter packages, guides and curriculum and 
on-site support.

Wounded Warrior Tennis Therapy Programs

The USTA works closely with military medical hospitals, VA medical centers and Warrior Transition Units (WTUs) 
to provide the opportunity for tennis clinics to serve as a form of rehabilitation for wounded service members. 
These clinics provide a stress free recreational activity for injured service members, and an activity they can 
take home with them. They also offer a way to strengthen bonds between injured service members, their 
families and the community to help ease the transition home.

Military Tennis Facilities

The USTA Facilities team works to help military installations with any number of on or off base facility solutions. 
They provide concepts for new courts, grant funding as well as guidance on developing, renovating and 
expanding tennis facilities associated with the military so they are attractive and accessible to active military, 
veterans, wounded warriors and their families. In 2011 the USTA donated over $100,000 in facility improvements 
to VA and military tennis facilities.

Emirates Airline US Open Series

Professional tennis events across the country are proud to show their support for our military, veterans and 
their families. Along with hosting Military Appreciation Days, many tournaments celebrate those who serve 
and their families through videos and on-site activation that celebrate service. Tournaments include: the BB&T 
Atlanta Open, Atlanta, GA; the Citi Open, Washington, D.C.; the Mercury Insurance Open, Carlsbad, CA;  
the Winston-Salem Open, Winston-Salem, NC; and others.
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Quotes

“I admire your dedication and efforts to continue to bring the sport of tennis to us. Consistent little 
reminders of what we have at home make each deployment a little bit easier to deal with. It also 
reminds us of what we are fighting for and have at home, our culture, freedoms and our way of life.  
I am proud to know that people like yourself are there backing us up while we are away.”

 — LT Greg

“It really means a lot to know that we have such supportive Americans behind us as we accomplish our 
mission. It is because of folks like you at the USTA that we never feel alone.”

— HMCM(SW/FMF) Keith

“Tennis is a great activity for our wounded service members. After all, who doesn’t have a tennis court 
and programming within three miles of their home?“

— Steve Cowels, USOC Military Paralympics
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USTA PARTNERS WITH USO TO SUPPORT TROOPS
Tuesday, January 4, 2011

Cary, NC - The North Carolina Tennis Association and USO North Carolina are starting a partnership to care for the 
soldiers, marines, airmen and sailors that hail from North Carolina. As part of larger efforts being spearheaded 
by the United States Tennis Association , the two North Carolina representatives are coming together to support 
the 250,000 military families and service members that call North Carolina home. As part of these efforts, on 
Wednesday, January 5th, the Western Wake Tennis Association will host a ‘packing party’ to help ready boxes of 
supplies for a unit deployed to Afghanistan from Ft. Bragg. The USO will help provide the names and addresses 
of service members passing through its service centers at RDU International and Charlotte Douglas International 
Airports that would like to be adopted by a tennis organization.

The Western Wake Tennis Association last year piloted the USTA’s Adopt A Unit program right here in the Triangle. 
Now, the USTA is challenging its 1100 Community Tennis Associations across the country to follow suit and support 
our military families and deployed service members. In turn, the USTA will be sending portable tennis equipment to 
every unit adopted by a tennis community. It is widely accepted that recreation reduces stress and improves one’s 
mental outlook. Tennis is a perfect recreational vehicle for players of all ages and abilities. It’s therapeutic, social, 
physically challenging, and inexpensive to play. There is a tennis program in nearly every city in the United States 
wherever the service member or his or her family may be.

The holidays may be over, but the need of our deployed military goes on. A letter from a stranger who looks 
forward to welcoming a soldier home, can do wonders for morale. Care items that cannot be purchased out in the 
field (like baby wipes and hand sanitizer) are considered gold. Small items we take for granted every day that cost 
less than a cup of coffee can make life more bearable to our fighting men and women in the field.

For families left at home to cope, it’s nice to know you’re being supported by the community as you wait for 
your loved one to return. Just ask Danielle Stanfield, who’s husband’s unit of 100 soldiers from Ft. Bragg is being 
‘adopted’ by the Western Wake Tennis Association. Her husband Mike deployed in July, and she awaits his safe 
return. “It’s very hard on Military families as you wait and wonder every day. Many times you feel so isolated, like 
everyone else’s life is moving forward, while there’s always fear and anxiety in the back of your own mind. It’s 
so comforting to have the community embrace Mike and his unit; they are embracing me and my family as well, 
although they may not even know it.”

In addition to the Adopt a Unit program, the USTA is forging partnerships with other National organizations like the 
USO, Freedom Alliance, Adopt a Soldier Platoon, West Point Parents and Alumni, as well as the White House, and the 
individual branches of the military to help combat the everyday stress military families and service members face.

For more information on the USTA’s Adopt A Unit program, visit www.usta.com/adoptaunit

To locate a community tennis association near you, visit www.usta.com/cta

For information on USO North Carolina, visit www.uso-nc.org
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Press Release Sample

Raleigh Tennis Association “Loves” North Carolina Troops

March 18, 2011 - Raleigh, NC - The Raleigh Tennis Association–in coordination with the USO of North Carolina and 
Blue Star Mothers of North Carolina—invites all North Carolinians to the United States Tennis Association “Adopt A 
Unit” packing party for North Carolina military units deployed to Afghanistan. The event will take place on Sunday, 
March 20th at 1:00pm rain or shine at North Hills Club, 4824 Yadkin Drive, Raleigh.

The Adopt A Unit effort is just one of those efforts embraced by the USTA and its partners, highlighted by recent 
commitments by the Obama White House reaffirming national commitment to military family members.

The USTA regularly provides tennis carnivals for children of service members preparing to deploy. This year, the USTA’s 
1,100 Community Tennis Associations will provide direct services to nearly 100,000 service members and their families 
through outreach efforts that include veterans, active duty military and national guard members and reservists and 
their families living in civilian communities nationwide.

Unit family members will be honored at the event, and a luncheon is being served for members of the NC Blue 
Star Mothers prior to the event. The USO of North Carolina mobile unit, Miss North Carolina International, Hallmark, 
“Notes for the Troops” and an appearance by The Red Robin and its Strawberry Lemonade Team are all part of the 
event plans. This event will feature hotdogs, refreshments, tennis games for kids and music entertainment for adults 
provided by DJ Major Dave. The first 100 participants will receive a free T-shirt compliments of the Raleigh Tennis 
Association and North Carolina Tennis Association.

The goal of the packing party is to prepare over 300 care kits for the deployed troops. The USTA will include sending 
portable tennis equipment to Afghanistan to help combat stress and improve morale.

USO North Carolina serves over 320,000 service members and their families each year who call North Carolina 
home; representing nearly one quarter of the US military. For 70 years, the USO of North Carolina has led the way 
in enriching the lives of America’s military in the Carolinas. The mission of the USO of North Carolina is to serve and 
support Carolina troops and families.

NC Blue Star Mothers are mothers who now have, or have had, children honorably serving in the military. They are a 
non-profit (501[c]3) service organization supporting each other and their children while promoting patriotism.

The Raleigh Tennis Association (RTA) is a non-profit 501(c)3 organization established in 2004 and supported 
by volunteers within the Raleigh community. The RTA operates under the umbrella of the United States Tennis 
Association (USTA) and in conjunction with the North Carolina Tennis Association. Their mission is to promote the 
game of tennis in the city of Raleigh and raise funds for junior programs and local charity organizations.

For more information contact: 
John Smith, Communications, phone number, Email address, website
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Advocacy in Motion Worksheet

1. State your goal in one sentence.

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________

2. Who can give you what you want?

    __________________________________________________________________________________________ 
 

3. What is the message that will get you what you want?

    __________________________________________________________________________________________

4. Who will spearhead and/or co-spearhead your efforts?  ______________________________________________

 Can this person effectively lead discussions and set agendas? __________________________________________

 Does this person have the time to devote to this cause? If not, select a co-chair to help.

    __________________________________________________________________________________________

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 

5. Who will be your core leaders? (Select 4-6 dedicated individuals from varying organizations if possible)

 What key positions will they hold? (Some or all may apply depending upon your unique project)

    __________________________________________________________________________________________

 a. City/Town Relations:  _____________________________________________________________________________

  Is there an advocate for your cause who already serves on a town/city/school/college board who can 

  keep the group updated on important meetings to attend?  _______________________________________

  What key municipal contacts will this person make?

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________

  What techniques will this person use to make contact?

    __________________________________________________________________________________________

    __________________________________________________________________________________________

 b. Communications:  _______________________________________________________________________________________

  What communications tools will you use to communicate with your group and the public? (E-mail, 

  newsletters, phone, etc.) _________________________________________________________________________
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  What will the frequency of updates be?  ___________________________________________________________

  Who will information be sent to on a regular basis?  _______________________________________________

  Will you develop a website?  ______________________________________________________________________

 c. Media Relations:  ________________________________________________________________________________

What vehicles will you use to get the media’s attention? (Press releases, Letters to the Editor, television stories)

Is there a member of the local media who is a tennis player who can serve as an ally?  ______________________

 d. School Relations: ________________________________________________________________________________

Is there someone who already sits on a school board or PTA board that is the parent of a junior tennis player?

    __________________________________________________________________________________________

 e. Fundraising Coordinator  _________________________________________________________________________

  What methods will you use to raise funds for this effort?

    __________________________________________________________________________________________

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 

Does this person have experience writing grants, or will you need a Grant Coordinator as well?

 f. Treasurer  _______________________________________________________________________________________

If this project is not associated with a CTA, you will need someone to keep your books.

Is there an accountant or CPA in your community who plays tennis?  ________________________________________

If this project is not associated with a CTA or other nonprofit group, will you apply for nonprofit and/or 501(c)(3) 
status in order to accept donations and raise funds?  ______________________________________________________

 g. Tennis Specialist  ________________________________________________________________________________

Is there someone familiar with the USTA organization that can help you obtain information and keep contact 
with your state or section office?  ________________________________________________________________________

Do they feel comfortable working with municipal staff? 

    __________________________________________________________________________________________

6. Who will be your “lieutenants”? Think in terms of group leaders who can motivate the “troops” when 
called to action (for petitions, city council meetings, letter writing campaigns, etc.)

(Suggestions: USTA team captains, Lead Teachers, coaches, PTA liaisons, high school or college club players)

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________
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7. Who will be your allied groups? That is, groups who will have an interest in seeing your goal completed? 

 How can you convince others to help your efforts? 

 What will your completed goal offer them? 

 Who will engage them?

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 

8. Do you have opposition for any reason? 

 What can be done to win over your opponent’s support? 

 Can you develop a win/win strategy?

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________

Draft a timeline for your group to get you through the next year. Cite short-term goals that will move you 
toward your long-term goal. Start with your first organizational meeting and include other important 
meetings and/or presentations with decision-makers and supporters that will help move you forward.

    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________ 
    __________________________________________________________________________________________

CONGRATULATIONS!!
You’ve just taken the first steps toward accomplishing your advocacy goal!
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ADVOCACY GLOSSARY
Grassroots Advocacy – The effort to organize families, children and individuals within a community to 
speak and act with a common purpose to push for changes that improve the quality of life locally.

Annual Funding – Assets, funds or property donated to an institution, individual or group as a source of 
income. Recurring funds to support ongoing operations.

Bond Referendum – A ballot measure or referendum voted on by members of a community to approve or 
reject a bond issued by a public agency (such as a town, city, county or public authority) authorized to build, 
acquire or improve property to be used for a public purpose. 

Capital Funding – Money used to finance the purchase or renovation of property with at least a five-year 
life, such as real estate, land, building or durable equipment.

Case Study – A careful study of efforts used to determine what factors led to a project’s success. 

City Council – A municipal body possessing legislative powers, such as passing ordinances, approving budgets, 
establishing zoning and appropriating funds. The legislative body of a city or town.

Coalition – A group of organizations and individuals working together for a common cause.

College Tennis Advocacy Network – The USTA and ITA joined forces to build an advocacy network to 
support varsity collegiate tennis. The network was established as a response to varsity tennis programs being 
dropped on college campuses across the country. The network is comprised of tennis “advocates” who want to 
insure tennis programs continue to thrive on college campuses.

County Commissioner – Member of a county board overseeing the collection and disbursement of funds 
and other affairs of that county.

Earned Income – Income from fees, registrations, memberships or the like, accruing from services performed 
by the earner.

Endowment – Funds or property donated to an institution or an organization that is invested so that  
the core funds are preserved and the income from those core funds can be used to support the operations or  
the organization.

ITA – The Intercollegiate Tennis Association, based in Skillman, N.J., is the governing body of collegiate tennis, 
promoting both the athletic and academic achievements of the varsity collegiate tennis community since 1956. 

Municipality – A city, town or village, incorporated for local self-government.

NRPA – National Recreational and Park Association

NJTL – National Junior Tennis League is a network of community-based organizations that offer tennis and 
education programming with an emphasis on youth development.

Out-of-School Time – This phrase refers to those times when school-aged children are not in school. This 
includes before school, after school, weekends, summer vacation, term-time vacation and holidays. It is a term 
that is becoming more popular in its usage as non-profits and local governments attempt to design programming 
to serve the needs of working families.
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Park Board – Committee usually appointed by a city council to advise the council on recommendations for 
quality leisure opportunities, personal and community enrichment. In some communities, the Park Board is an 
independently elected board with administrative authority over parks in that jurisdiction.

Park Master Plan – Provides the public a way to help determine the best uses for a specific site and 
optimizes management of the site’s resources. Public input combined with analyses of current trends and future 
needs help craft a long-range blueprint for use of a park site.

Private Funding – Donations from any non-governmental source, such as individuals, corporations  
or foundations.

TSR – Tennis Service Representatives focus on identifying solutions to customer needs and opportunities in an 
effort to grow tennis participation.

Reference List

Identifying Your Federal Legislator

U.S. House of Representatives: www.house.gov 
U.S. Senate: www.senate.gov

Additional Resources

After-School/Out-of-School

• Afterschool Alliance: 
www.afterschoolalliance.org/

• Afterschool in America National, State and Local Landscape 2011: 
assets.usta.com/assets/1/15/Afterschool%20in%20America%20National%20State%20and%20Local%20Landscape%20
2011.pdf

• Expanded Learning & Afterschool: Opportunities for Student Success: 
www.expandinglearning.org/

• National Afterschool Association: 
www.naaweb.org/

• National Network of Statewide Afterschool Networks: 
www.statewideafterschoolnetworks.net/

Education

• California Project Lean: Joint Use of School Facilities: 
www.californiaprojectlean.org/doc.asp?id=224

• National Association for Sports and Physical Education (NASPE): 
www.aahperd.org/naspe

• Opening School Grounds to the Community After Hours: 
A Toolkit for Increasing Physical Activity Through Joint Use Agreements: 
www.changelabsolutions.org/publications/CA-JUA-toolkit

• National Summer Learning Association: 
www.summerlearning.org/

• Varsity Collegiate Tennis Advocacy Network: 
www.itatennis.com/AboutITA/Advocacy.htm

Additional Resources

After-School/Out-of-School

• Afterschool Alliance: 
 www.afterschoolalliance.org/

• Afterschool Resources: 
 www.afterschoolresources.org/

• Afterschool in America National, State and Local Landscape 2011: 
 assets.usta.com/assets/1/15/Afterschool in America National State and Local Landscape 2011.pdf

• Expanded Learning & Afterschool: 
 Opportunities for Student Success: 
 www.expandinglearning.org/

• National Afterschool Association: 
 www.naaweb.org/

• National Network of Statewide Afterschool Networks: 
 www.statewideafterschoolnetworks.net/

Education

• California Project Lean: Joint Use of School Facilities: 
 www.californiaprojectlean.org/doc.asp?id=224

• National Association for Sports and Physical Education (NASPE): 

www.house.gov
www.senate.gov
www.afterschoolalliance.org
http://assets.usta.com/assets/1/15/Afterschool%20in%20America%20National%20State%20and%20Local%20Landscape%202011.pdf
http://assets.usta.com/assets/1/15/Afterschool%20in%20America%20National%20State%20and%20Local%20Landscape%202011.pdf
www.expandinglearning.org
www.naaweb.org
www.statewideafterschoolnetworks.net
www.californiaprojectlean.org/doc.asp
www.aahperd.org/naspe
http://changelabsolutions.org/publications/CA-JUA-toolkit
www.summerlearning.org
www.itatennis.com/AboutITA/Advocacy.htm
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Health

• Active Living Research: 
www.activelivingresearch.org/

• Campaign to End Obesity: 
www.obesitycampaign.org/

• Support The Carol M. White Physical Education Program (PEP): 
assets.usta.com/assets/1/15/PEP%20-%20Carol%20M.%20White%20Physical%20Education%20Program%202012.pdf

• National Coalition for Promoting Physical Activity: 
www.ncppa.org/

• National Physical Activity Plan: 
www.physicalactivityplan.org/

• National Plan Button on NCPPA Website: 
www.ncppa.org/npap/npap/

• Partnership for a Healthier America: 
www.ahealthieramerica.org/

• Personal Health Investment Today Act - (PHIT): 
assets.usta.com/assets/1/15/PHIT - Personal Health Investment Today Act 2012.pdf

• The U.S. Department of Health and Human Services’ Healthy People 2010: 
www.healthypeople.gov/

• Tennis For The Health Of It!: 
www.tennis-health.com/

Parks

• America’s Backyard: Make Parks Yours: 
www.americasbackyard.org/

• National Recreation and Park Association: 
www.nrpa.org/

• Pack Your Tennis Courts with Players and Programs: 
www.parksandrecreation.org/2012/October/Pack-Your-Tennis-Courts-with-Players-and-Programs/

Miscellaneous

• Billie Jean King Greenslam Environmental Initiative: 
www.billiejeanking.com/greenslam

• Collaborative Communications: 
www.collaborativecommunications.com/

• 2011 Community Tennis Development Workshop (CTDW) Presentations: 
ustauniversityonline.learn.com/ctdw

• Harvard Family Research Project: 
www.hfrp.org/out-of-school-time

• National League of Cities: 
www.nlc.org/

• Sporting Goods Manufacturers Association: 
www.sgma.com/

• Tennis Industry Association (TIA): 
www.tennisindustry.org/

www.activelivingresearch.org
www.obesitycampaign.org
http://assets.usta.com/assets/1/15/PEP%20-%20Carol%20M.%20White%20Physical%20Education%20Program%202012.pdf
www.ncppa.org
www.physicalactivityplan.org
www.ncppa.org/npap/npap
www.ahealthieramerica.org
http://assets.usta.com/assets/1/15/PHIT - Personal Health Investment Today Act 2012.pdf
www.healthypeople.gov
http://www.tennis-health.com
www.americasbackyard.org
www.nrpa.org
http://www.parksandrecreation.org/2012/October/Pack-Your-Tennis-Courts-with-Players-and-Programs/
www.billiejeanking.com/greenslam
www.collaborativecommunications.com
ustauniversityonline.learn.com/ctdw
www.hfrp.org/out
www.nlc.org
www.sgma.com
www.tennisindustry.org
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• United States Professional Tennis Association (USPTA): 
www.uspta.org/

• USTA Guide for Community Tennis Associations: 
www.usta.com/Play-Tennis/Getting-Started/2669_CTA_Guide/

• USTA Military Outreach : 
www.usta.com/military

• Wallace Foundation: 
www.wallacefoundation.org/

Grants and Funding Sources

• 2013 USTA 10 and Under Tennis Playground Lines Grant: 
assets.usta.com/assets/1/15/2013_USTA_10_and_Under_Tennis_Playground_Lines_Grant.pdf

• 2013 USTA 10 and Under Collegiate Line Grant: 
assets.usta.com/assets/1/15/2013_USTA_10_and_Under_COLLEGIATE_Line_Grant.pdf

• 2013 USTA 36’ and 60’ Line Conversion Grant: 
assets.usta.com/assets/1/15/2013_USTA_36_and_60_Line__Conversion_Grant.pdf

• 2013 USTA Facility Assistance Program Guide: 
assets.usta.com/assets/1/15/2013_Facility_Assistance_Guide1.PDF

• The Boettcher Foundation: 
www.qualistar.org/professionals/resources.php

• California - Statewide Park Development and Community Revitalization Program: 
www.parks.ca.gov/

• The Carol M. White Physical Education Program (PEP): 
assets.usta.com/assets/1/15/PEP%20-%20Carol%20M.%20White%20Physical%20Education%20Program%202012.pdf

• CDC Community Transformation : 
www.cdc.gov/communitytransformation/funds/index.htm

• The Foundation Center: 
www.foundationcenter.org/

• Grants.gov: 
www.grants.gov/

• The Kaiser Family Foundation: 
www.kff.org/

• National Recreation & Parks Association Fundraising Resources: 
www.nrpa.org/fundraising-resources/?utm_source=informz&utm_medium=email&utm_
campaign=eml%5Fnrpa%5Fgeneric

• Pepsi Refresh Project: 
www.refresheverything.com/index

• Robert Wood Foundation: 
www.rwjf.org/

• Sports Philanthropy Project: 
www.sportsphilanthropyproject.com/

• Teammates for Kids: 
www.t4kids.com/

• USTA Grants: 
www.usta.com/grants

www.uspta.org
http://www.usta.com/Play-Tennis/Getting-Started/2669_CTA_Guide/
www.usta.com/military
www.wallacefoundation.org
assets.usta.com/assets/1/15/2013_USTA_10_and_Under_Tennis_Playground_Lines_Grant.pdf
assets.usta.com/assets/1/15/2013_USTA_10_and_Under_COLLEGIATE_Line_Grant.pdf
assets.usta.com/assets/1/15/2013_USTA_36_and_60_Line__Conversion_Grant.pdf
assets.usta.com/assets/1/15/2013_Facility_Assistance_Guide1.PDF
www.qualistar.org/professionals/resources.php
www.parks.ca.gov
http://assets.usta.com/assets/1/15/PEP%20-%20Carol%20M.%20White%20Physical%20Education%20Program%202012.pdf
www.cdc.gov/communitytransformation/funds/index.htm
www.foundationcenter.org
Grants.gov
www.grants.gov
www.kff.org
http://www.nrpa.org/fundraising-resources/?utm_source=informz&utm_medium=email&utm_campaign=eml%5Fnrpa%5Fgeneric
http://www.nrpa.org/fundraising-resources/?utm_source=informz&utm_medium=email&utm_campaign=eml%5Fnrpa%5Fgeneric
www.refresheverything.com/index
www.rwjf.org/
www.sportsphilanthropyproject.com
www.t4kids.com
www.usta.com/grants
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• USTA Eastern Grants/Scholarships: 
www.eastern.usta.com/

• USTA Florida Grants/Scholarships: 
www.ustaflorida.com/

• USTA Intermountain Grants/Scholarships: 
www.intermountain.usta.com/

• USTA Mid-Atlantic Grants/Scholarships: 
www.midatlantic.usta.com/Grants/Mid-Atlantic-Section/?intloc=headernavsub

• USTA Middle States Grants/Scholarships: 
www.middlestates.usta.com/middle_states_services/middle_states_program_grant/?intloc=headernavsub

• USTA Midwest Grants/Scholarships: 
www.midwest.usta.com/Individual-Grants-and-Scholarshipsenn/

• USTA Missouri Valley Grants/Scholarships: 
www.missourivalley.usta.com/grants_and_resources/home/?intloc=headernav

• USTA Northern Grants/Scholarships: 
www.northern.usta.com/

• USTA Pacific Northwest Grants/Scholarships: 
www.pnw.usta.com/

• USTA Southern Grants/Scholarships: 
www.southern.usta.com/community_tennis/grants_and_scholarships/?intloc=headernavsub

• USTA Southwest Grants/Scholarships: 
www.southwest.usta.com/

• Wallace Foundation: 
www.wallacefoundation.org/

• The Weinberg Foundation: 
www.hjweinbergfoundation.org/

• The W.K. Kellogg Foundation: 
www.wkkf.org/

• Women’s Sports Foundation: 
www.womenssportsfoundation.org/

For additional information on the USTA Advocacy Initiative, please e-mail advocacy@usta.com.
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mailto:advocacy@usta.com


United States Tennis Association 
70 West Red Oak Lane, White Plains, NY 10604-3602 
USTA.com/thebigserve
© 2013 USTA. All rights reserved.

USTA Section Advocacy Contacts
• CARIBBEAN (www.caribbean.usta.com) 

Rosa Martinez, martinez@cta.usta.com 

• EASTERN (www.eastern.usta.com)  

Rhonda Schonfeld, Volunteer (Consultant), rhondas@bestweb.net 

• FLORIDA (www.ustaflorida.com)  

Linda Curtis, Director of Community Tennis, curtisl@florida.usta.com 

• HAWAII-PACIFIC (www.hawaii.usta.com)  

Madeleine Dreith, dreith@hawaii.usta.com 

• INTERMOUNTAIN (www.intermountain.usta.com)  

Kristy Harris, Director of Community Development, kristy@coloradotennis.com • CO 

Matthew Warren, Executive Director, mwarren@idtennis.com • ID 

Ryan Wolfington, Executive Director, ryanw@nvtennis.com • NV 

Jean Greenwood, Volunteer, greenies4@msn.com • UT 

Dave Boon, Executive Director, dave@ustawyoming.com • WY

• MID-ATLANTIC (www.midatlantic.usta.com)  

Ronnie Goodall, Goodall@mas.usta.com 

• MIDDLE STATES (www.middlestates.usta.com)  

Ellen Williams, Volunteer, ellen.williams47@verizon.net 

• MIDWEST (www.midwest.usta.com)  

Jeff Giles, jeff@midwest.usta.com 

• MISSOURI VALLEY (www.missourivalley.usta.com)  

John Terpkosh, jterpkosh@movalley.usta.com 

• NEW ENGLAND (www.ustanewengland.com)  

Marcy Rubinstein, Volunteer, mtatennis@charter.net  

Jeff Waters, waters@newengland.usta.com 

• NORTHERN CALIFORNIA (www.norcal.usta.com)  

Lita Anderson, anderson@norcal.usta.com 

• NORTHERN (www.northern.usta.com)  

Becky Cantellano, Director of Tennis Programs & Services, cantellano@northern.usta.com 

• PACIFIC NORTHWEST (www.pnw.usta.com)  

Jack Olson, Consultant, pdxolson@verizon.net 

• SOUTHERN CALIFORNIA (www.scta.usta.com) 

Melanie Bischoff, bischoff@scta.usta.com

• SOUTHERN (www.southern.usta.com) 

Yasmine Osborn, osborn@sta.usta.com 

• SOUTHWEST (www.southwest.usta.com)  

Darlene Demory, Demory@southwest.usta.com

• TEXAS (www.texas.usta.com)  

Laura Gilbert, lgilbert@texas.usta.com
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