PUBLICIZING SAFETY

hety and public relations Never ex- must not 1ssue matenal just to be 1ssu-
aggerate Underplay instead of over- ing it
play, if you have to make a choice 9 Wnte not for your boss, but for your
2 Deliver what you promise If you say reader or lstener Do not load your
in your news release that something 1s releases with propaganda for the com-
gomng to happen, make certain 1t hap- pany There 15 no surer way to lall
pens—and as you sad 1t would your relations with the media
3 1If for any reason there 1s a change ;n 10 Make your releases just as profession-
plans from what you have announced m al in style, appearance, and general
your releases, notify the papers and ra- quality as you possibly can (in the
dio and TV stations af once event you have no pubhaty department
4 Be scrupulously accurate 1 your names, and have to offer the matenal your-
places, and other facts There 15 no self)
such thing as being too careful w this 13 Ty, of the papers or radio and TV
respect Get a reputation for sloppy, stations to anything you run across that
maccurate reporting of your facts, and might make an item or program for
you are through them, even though it has no relation to
5 Cover up nothing if the news 15 bad you or your company They will appre-
Prove to press representatives and the cate 1t and remember you for it

public that you can roll with the 15 Apoye all, do things that make news
punches

6 Be reasonable n your requests for Remember—your public relations pro-
space and ime : gram 15 the trademark and symbol of your

7 Be the same with the amount of ma- character, your personahty, your principles,
tenal you send out You can wear out your way of Lving, and your manner of
your welcome thinking Build and maintamn it with care,

8 Do not put out anything unless you and guard st welll Favorable pubhicity can
have real news or features to offer You help you do the job
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