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I. INTRODUCTION » X c

' / ’
:The Natlonal Centgr on Child, Abuse and Neglect (NCCAN) = | -

'is located in Wasthgton, D.C., and is an organlzatlonal part
of the Children's Bureau of the O0ffice of Child Development,
Office of Human Development, in the U.S. Department of Health,
Education- and Welfare.

. The activities of the Natlonal Cefter are directed toward
the twin goals of: (1) increasing knowledge about child abuse
and neglect; and (2) applying that knowledge to 1mprove and
expand prevention and treatment efforts. ‘

. Unless the general public is -aware” of the dimensions and
seriousness of child abuse and neglect, it will not support
efforts to deal with the problem. And ynless parents are aware -
that help is available for them to mee heir child care responsi-
bilities, they will not seek it. TherePore, one of the priorities
of’ The National Center is to increase public and parental aware-
ness. :

«

As a part of this effort, NCCAN conducted a nationwide | .
study of lexisting public awareness activities. Public and private
agen01es£ as well as- individuals’, were surveyed to find out what

+ they believed is needed to conduct successful public awareness
campaigns. In all, over 70 agencies were contacted. ‘ InterV1ews
ranged firom lengthy/teTephone calls to two-day visits.

Existing materials, including TV and radio public serwvice
announcements, newspaper advertisements and posters, were cata- .,
loged d evaluated.  Our intent was to fill gaps in these mater—
ials, rot to duplicate existing materlals, .

This manual . 1s one result of the natlonW1de study It is

child /abuse and neglect prevention and treatment. In tontent

and writing style, it is designed to assist those responsible

" for eating publlc understanding of the problem of child abuse.

and eglect, whether they have a great deal or only minimal ex-
‘ perl nce 1n public relations. . . S . -

o The ideas and suggestlons presented in this manual are based
on fthe successful. experiences of others. They are offered as
gu'dellnes for the development. of a public awareness campaign

th t 1s respon51ve to local needs and the spe01f1c objectives of

. , )-}:/”‘J
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How this manual will be sed depends upon the reader s
knowledge of public relatlonsT Those inexperienced in the
field may find it worthwhile to real the manual cover to cover;
those more experienced, on the other hand may wish t

refer-to _

speC1f1c sections as the need arises.

For this purpose, the

~manual has been carefully 1ndexed.

s
?

L2

L3

Special "attention shouhd,also be drawn to the resource .
section near the end of the manual, consisting of a catalog of
existing public awareness materials and 1nformatlon on where
they may be obtained. .

T

In the months and yearé ahead, we hope you wili find this
manual a practical worklng tool 1n your own public education
efforts.

B M ‘

Douglas J. Besharov?®
Dirxector )
. National- Center on Chiid
g ' SRR . ' Abuse and Neglect

: - - Washington,%D.C.

el " 4,

4
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II. VALUE OF A PUBLICHREngIONS'PROGRAM

. - - - ¢

. - s R . . >

Public ‘Relations. DO you recoil from the term? Some- -~
what? -It is understandable. Through misuse, it has come to
have unfavorable connotations. " For millions of perséons, it .
smacks of manlpulatlon,-sllckness, evep downrlght dishonesty.
o . . - [

Con51der another view. Fortune%maga21ne once defined ' -,
good. public relations as "go d@ performance understood and
‘apprecjated by tHe public." Thke key words are "good perform—
ance." Everything dependg an this.” Without.it, .no organlza—
tion's public relations program n succeed for long.

e Unfortunately, organlzatlons 1mes hse "P.R."{to try
_to create the 1mpress1on tﬁgt J'good performance" exists when.
it does not. This is known as "1mage—bu;1d1ng. The implica=-
tion is that an _image need not be -developed over a period of
time. (A§ a "reputation" must.) It can be’created--for an
organization-or a person--such as a polltlcal figure.

o

.
e
Ly

/

The unscrupulouSvTand uﬁsound——practitioner of public‘
relations says, in effect: "Tell me what imppression you want
the community to have -of you or your company, and we will .
create ,it. Don't,worry about substance. Phe image is what
matters."” ) . . .

Is your organlzatlon poorly staffed? the 1mage -builder _
asks. Is it badly managed?- Fear not! We shall create the-
impression that you are a model of eff1c1ency“——TmHQETEs a

. Substitute for reallty'

~ Y
4

This approach may appear to work for a t1me, but it is
.doomed in the not-spo- long<¢un., Tt works. even less weil today
Instant communication is one reason; greater openness in the
/\\soc1ety is anothér. People are more awdre; evénts 1n .the
, past few years haVe made them increasingly susp1clous.

. \

Remember, too, thatgregardless of what you do, or. do not-
-do in public relatlons, xg‘_have an 1mage now. -

.
-

AT Y

H

A4
* What kind? It may be that of an- eff1c1ent compassion-
~ate group. (The two quailtles are not necessarlly 1ncompat1-
ble:) . ¢ . :

s ¢
v . - .

. x
) =

! /
v It may be that of a service. agency entangled in red tape

!~-or s@- concerned with "process"” that it loses, sight of 1ts N

pucpose and the children and parents it serves. =

.
k [ ‘%w?éb . . -

-
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The image could,be that. of a group that cares ‘but is so -
badly understaffed that it can't accompllsh much. ‘o

If your publlc image is unfavorable and ne longer de-. |
. served, you tan chahge it. .This assumes that the deflbxentxc
in' your ' performange" havye been corrected. N

No agehcy, large or small, can afford to ignore publlﬁ
opinien and,: thexefore, - public relations. An agency can’
gréatly enhancé its effectiveness if it has public understand-
ing and suppott. This is what good public relations is all
‘about. Without it, proper fundlng is difficult to obtadin.
Meanlngful 1eglslat10n is not passed. Cboperation of other

¥ agenciés is half-hearted. Volunteers are hard to recruit.’
A Y
. Bmployees work better for an organization with a reputa- -«
tion for excellence. They enjoy their work more, too. Such
. an agency is more likely to attract competent men and women
who tackie thelr"jobs w1th enthua}asm anq pride.

Al .

’ Your public image is the sum of everything you are /an
do and say. The public's impression of you is formed from
hundreds of impressions gained in various ways: from contacts
with your people starting with.your teléphone operator; -trom.
the appeararice*of your offices or building; from what people
see and, hear and read about you. 2 o
i

o . T, Think for a moment about other ‘agencies 1in your comfjunt -
ty. What 1mpre551on instantly comes to.mind? Favarable [or -
unfavorable--or unclear? Take the ged Cross, forexampld. ’
The Salvation Army.- The ldcal welfare department. The State
Department of, Social Serv1ces. The Office of the Mavar., The

- Urban League. A
N N [

If the publlc is to apprecxate the work of YOur argan:-
. zatlon, you must undertake a planned con51stent e fort ¢
U brlng this about. The next step 1s plannan

N .
© ., - -
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III. 'PLANNING AND BUDGETING A PUBLIC RELATIONS PROGRAM ,

.
P

.
, . L]
.
’ ¢ . ' ¢ )

S 0

o A public 1nformatlon program can increase public aware-
ness of the seriousness of the problem of child abuse and
neglect.t[$$g§hould also result in publlc understanding. and
appreciat/ion of -the role of your agency. In plann1ng your

program . . . .
Q . ~

l: Think reallstlcally about the capabllltles

of your. organlzatlon, - -
2. Carefully thlnk through tke objectives of .
‘ your public relatieons program; . %5
— 3. CcCarefully def1ne the aud}ence you want to ) ’ e
reach; - , .
3 4. Decide bn the best way’toAréach‘itp. & .

5. Think long and well about the, impact . '
: of the program on your organization. .

v

R A
ot M . “
N .

Here is how one organization went about this process;

it- is & pr;vate social service agency which has .contract
responsibilities with the State Protective Service Unit.: It
accepts referrals from the state, and handles self-referrals.

[

o It operates in the ma]or‘c1ty ‘of a small midwestern
. state. It has a staff of six tra1ned caseworkers and one
T superv1sor. ‘ ‘ o .
. The agency has its own daytlm» CrlSlS line, prov;dlng'
immediate oounsellng to parents. - . LY . .

— .° There are 12 volunteer homemakers, all tra1ned.by the
- supervisor; they put, in long hours with the most seriously ) i
d1stressed ‘families ih a Zyrrent case load'of 72 famllles. .,

.- tion campalgn, with the follow1ng objectlves° . - . S

] -

"_ - Suppose this  agency. ecides to undertake a publlc educa-

.
L4 1
¢ - . . 4 . -
R TR X } . Y T o

‘ i . +«to’ recruit volunteer homemakers (audience: ~
- T likely prospects for homemaker service)

° R

Y . P
. « T, -
) . to educate the publlc on. the seriousness
Q ' of Chlld abuse and neglect in ‘the commun- .

- ) K ’() ‘e . .
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3 2 . . ) "- - . 6. -
! ity and thé aggscy's role as a source of help)
(audience: _ggfieral public) - o
2 PP »
. . to increase sXlf-referrals (audience: abusing ° <

)

parents).

P -

Before starting,the campaign, the agency must he able to
answer ques+#1lons. like.these: °

4 What other agencies, if any, provide sthe same
\,kinds of services? ot -

\ - S - . M Ll

. How effectivé is our present service delivery .
to families? Can’we handle more self-refer- =
rals? S to. ‘., ]

'y How well does the agency perform\ité function? .

v

. Is our homemaker service really effective?i
. ’What major problems does the agency.presently -
“have?——*" ’ ¢ . . .

. What,cooperation can be expected from the
referring agengy, and from other é%encies?

. How will the public education campaign affect

. 4
the demands$s on the six caseworkers? .

. Should the crisis line be in operation on a
24-hour basis? . . '

€

’ 8 6
- If sg, can additional workers be hired?
~~.:_ - Can-the sole supervigor train new staff? . :

. Can (s)he train and manage new, volunteers?
) - - . , ¢ .
The~agency determines that it ¢an do the things its pub-~
lic education objectives call for--recruit hohemakers, who? -
will be trained and managed by the supervisor and one senior .,
case worker, ‘educate tH¢ public¢, and handle an -increase in
selfrreferrals through a more effective use of homemgkerS'_
with some families. It then carefully assesses its strengths
and weaknesses, and decides it is performing efficiently,
with minimum organizational problems.

"Plans are made for distribution of #n increased case load.
The crisis line will be operated on a 24-hour basis by the new-
I ]

-ly: hired workers. . . - . .

s

.- . B . . . 'ed
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- . To thange ettitudes tmward abusing parfnts——

The agency s d1rector then dlscusses with the staff the
shape the campaign should take. -They “gree to run radio’ .
spots, print and distribute posters, and- schedule-appeafances |
on local TV and radio talk shows. The decisions on just what.
form ‘the public education program will take are 1mportant,

- but- they most follow the describéd careful planning in antici-
patlon of the new*demands made on the agency.

-
‘ ' &

Follow1ng the above agency in .thinking through 1ts objec-
tives, capaﬁfiltles, ‘and methods of reachlng its audience, yoP'
will get an idea of the process involved in planning a publlc
awaréness program. If you have given thought to your agency's
capabllltles, you are ready to select objectives for a cam- ’
paign. ’ > «

4 . . . . :

-Selecting Objectives L . S

‘The objectlve(s) of the campaign must be clear and as
‘narrowly defined as p0551ble. Following .are some specific .ot
campaig bjectlves, w1th examples of themes and target
audlencgs\

~ .
1 -~ . .
3 - <

. 'To provide ‘familieg under stress ‘with a '
* resource to which they can turn--

"Many parents need someone to ¢ ¢ | - > "
0 turn to. We' re here to help.™ . { '

. s
‘ ‘ L4

. To make the public aware of the serious-. R
ness and scope of the problem-- '
"Last year children dled_of )
abuse and neglect in (name of .-
~ ®cown or area) ," or’ "Child A
N abuse and neglect ‘are found in o '
// " every type of family.' N/ .

e

.o "Child abuse and neglect has’'two .
. 4 wvictims:i the child ,and the par— .

4 1YY

ent. Both need help." : . ) ‘ bey

. . To edueate" profe551onals concernlng thelf e

mandated role in reporting—— , - o
v.;&‘_ . "What s happenlng to a lot of ' . )
FUES Y .
. ' . |
' - ' .
ic o I o




. . -'kids* in this country is a crime.
’ . "' Are you contributing?" |
-

. To strengthen legislation in your state.,

. To recrult*volunteer workers or foster care

” ' famllles-- i , :
4 3 ) -~ . .
_ N . "Lend a hand; hel family." o ,
- .' . To encourage abusing parepts to seek Help-—,
6 . N .

. 3
, ' "When you get angry, do you strlke
. out at the nearest thing to you?
R '’ Your child perhaps? Let us Help -
LR . you." i )

. To focus on pareriting techniques-- . @*

"Have you hugged your kid* today?"
= . To show that chiild abuse and neglect perpetu—
) ates itself-- ‘e

. "Chlld abuse and neglect is contag-
" . ious. \If you caught it from your
' parents, you may give it to your .
kids.*" '
. .To educate on the ﬂlfference between abuse ' ’
" and discipline-- ‘ . ¢

. . : . ;

. "BEvery ‘'parent should berclear on , 7
. s, . the différence between discipline
’ ' and abuse. Test yourself w1th ; .
these 10 questions." . T '
. -1 ' v o )

‘ 7 'To educate the bublic on the long-term effects

e of neglect on” a'child-- . |

. ° .

A "SOmetlmes -neglect leaves scars e
- you can t see." . :

. .
- . &
. * . -~
. ‘

.
' . ¥

*Many Chlld development experts object tp the use of the

more colloquial and, therefore, communlcates better W1th the

general, publlc. S . . o

.
. .
1 ) - J . .

i, ‘.
Iy

- t , .

* work "kid" as a substitute for "child. You may wish to keep.
this in mind. "-"Kid" was used in these examples becduse it is ~




A
-~

. Remember: don't try to do too much., You can't educate
the public on every aspect of the - problem. .

s
. ) . . ¢

‘Budgeting ' . < .

v Regardlesé.of‘how limited your public information ac-
tivities may be, they cest money--and time. Both are limited.
To stay within your "budget" for each, -you must first set pri-
‘orities. : . - | ¢ ‘

,Then, give careful thought to what the activity will cost
and how much time it’will take. There should be no surprises
here . . . anywhere .along the line ... especially not at the
'énd. To avoid.them, think out each step in the process and

- put a price/time tag on it. : ' . "
/

For example: *'it may sdundlike "a good suggestion when

someone says, "Let's,get out a letter to ‘physicianst®" Fine.
Start by 'thinking out thk steps involved: ' -

. -—
~ €

1. Who will handle this? , ' o N

i

] .

2. ’Wil} there be an enclosure? 1f so, what?

LS - -~

. 3. Where will the mailing list come from? .If

you have to buy it, what will it cost? .
.“" i ’ '3 . i ' ® "\;E
’ 4 . Then ’ N o » ‘ ) ' y < : "
P -’ the letter must be written and
s cleared.. .- £ . .

- -how will it be addressed? Qear . ;
Physitian or pérsonalized? .. -

« - how will it be fgbroduced? In
- the office? Or outside? And, o
. L AN ’
- how\wiil it be signed?"Persona;fy? N N
$imu1§ted personal signature? :
“ . — - Ly

5. Additional steps include: | h
) A . 4

. - collating.and stapling if q - ) :
e there is more than one page, - . ‘ .

- folding, -

addressing envelopes,



- “inserting %?t? r, -
~ putting o ostawe;

- - ma¥fling. . b

. . . . +
Every step in a prdject takes time and/or money. - e
- - - ‘
Suppose. you are go&ng to prepare a booklet——quest;ons,
. 7 1like these must be answered.
oN St :
» -+ . who is the intended “audence?

- . who will write the booklet?

Also, cost/time\decisions must be made on:-
iyt . size, 7 ‘.
. . . E i N
. color and quality of paper stoc
. spe€cial, -heavier stock be regu
the covers?), . .

-

- . > .
) ' . type of bindin (staple, saddle stitch?), , o

« [ 2z -
L . number.of colers ¥black and white, two'.
- : colors' or ‘more?),

c . illustrations (will 'ny be used? If so, '. -~
what kind? Line drawings which are R <
- cheaper?’ Half tones? Photographs?), .
e -~ . e
. 3 . ' .
. . . number.of copies, .
' t ;'. en\elépes (necessary or not’) -
L "If the booklet is to be mailed, be sure that it Wil fit ‘ ’
" .- into a standard size envelope. 0dd-size envelopes cost more ‘
because they havé to be specially made. Y

Welght of paper stock is important not just for aesthet-:
ic® reasons and cost, but for postage. A fraction of an ounce -
more welght can_push you up irto the next h;ghestvunlt of ,post- |
age. In. estimating melgh£+a%ne§u8€“fﬁé ‘envelope and any ST

\\foverlng letter“Along with the booklet. o C

x I;\Blannlﬁg even a simple slide EresentaEion} consider .
P uestions like these: ’ . °
/{/ q * e
: . " Who will do the research and gather the .
-t . facts? . .
» ' N } — ;:‘*@ . -, I e 2 i :

- . P - - s R T mama X e I -
’ N s i tad - 7 « - - -
L. ~— - + ¢ - -
* T - - o7 <




- »

. Who will write the presentation? E . 11; ot
” & e - . . i

W

L e jﬁow long shquld it be? E ‘ : ;o

- a—

- . Wlll photographs or art work be needed° : .
. Will any retouchlng be requ1red° (It's, , .
. ‘expensive.) u
- ) A . -

. If charts or graphs are to be qsed, who

P will prepare them? - .
4 ) ' X
. . o Do you want the slides glass or paper- S
S mountéed? . .
" . How many sets of slides will- you need, -7

including a file copy for you?

x ¢ * The prlnted materials must be typed pro- T ’ L
) ' fessionally. Who.will do th1s° How ) . . )
long will it take? | - | , ’ -
' . Will you need addltlonel pro;ectors° J (
. ' Would it be best to buy or rent?
- . . Thebe threeé examples 1llustrate the need for careful '

\ .cost/time plapnlng

\ P
N

. Don' t f rget additional items such as the possible need
for travel, long distance telephone calls, messenger service,

duplicating, reprints.,6 They all add up. . . Ve
[ . . . .
; . “Remember--no surprises! - n ‘ :
, ) .
P -~ L% . « 7
. S .
. ' . AR
» .
s b ' Co
N »:- P ‘
“ °
N . : .
‘ J{‘( A N
< J ‘,
W .
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IV. CARRYING OUT THE- PROGRAM

e
i

*

Reaching Your Audience

You have carefully defined your objectives and your tar-
get audience(s). Now you want to Teach them . .. effectively
.and economically. How? -Available means can be divided into .
two. groups: ' .

N

-

‘.  General or mass media

. . * . Specialized media-

”, . ’

Mass media 1ncluq§ telev1s1on, radio, newspapers,
"general circulation migazines, bus and car cards and posters.
The latter includes the large highway blllboards, teechnically
known as "24 sheets."‘

S

+

Spe01allzedomed1a include direct mail, special interest -
magaz;nes, professional journals, company house organs, labor
union publications, and.club and assﬁolatlon bulletins.

N
- -
. k3 v .

N\
A speakers' bureau can also be“considered - specialized

medium.
L '. Organlzatlonal and 1nst1tutlonal°bullet1n boards should
at least be cons1dered - )
Since all medla could be useful to you/’§ou must avoid
*y the pitfall of trying tgsuse too many. Remembér your time,
staff and money 11m1tat§$ns. Wwhich medium you select depends.
on the’audience you want to reach. ° o .~ “
» ~ 0

I B . «
,

. ,Publicity as a Public Information Tool ~ T

Pubﬂ901ty, as the Handbook of Publlc Relations (see’ page
puts it, is "news about events that are plannéd." . It also
concerns events*that have already taken place. .

L

PubllClty uses writteh and spoken words plus photographs
to create understanding and good will. It can be a service
, to your agency and, strangely enough, to the news media.
\ . . - g
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. ‘There is so much activity today that the media can't

cover everything by. themselves. Publidity prov1des a- back- . ° -

stdp; it brlngs to the edltors stories they-would otherwise
miss.

4 - w

To make the most of this tool, compile a list of news-:

papers, wire services, maqagines, television and radio )
stations and determine the person who would normally cover - -
child abuse and neglect.
\ . N ‘,! 3
Then make personal visits to each‘where possible. Be ‘s
prepared to explain your agency's purpose, 1ts role in the .

community and other relevant facts. S

Take no more than a few minutes of each edltor s time, t
but try to-discover the editor's:.interests and the ways

.{s)he prefers .to operate. -Jot down the information on a

file card with the editor's name and the medlum (the repre— -

sénts. . .. . : 1
After ‘the introductory calls, your news releases can be

mailed or hand delivered. But make sure your ‘name, agency.

address and telephone number are on ea”h one.

- If you have' something unusually newsworthy, alert your »

contacts¢by telephone or brief personal' visits.- - Most of

your storiés will not be earth-shaking; nevertheless, they

should be of 1nterest to the community and 1mportant to your

organization. ~ . . >

. t
. ~

It is just good sense to be familiar with the newspapers,

'maga21nes, television and radio stations you rely on for pub-

licity. Read and study the dailies, weeklies and other publi-
cations. Look for openings for your news.' Listen to and . -
watch the newgcasts and "talk. shows" of TV and radio stations.

, .. ;

. . Ty T . ’
There are, opportunities on the TV and radio "talk shows" N

and 1nterVr§w programs. If you have a gpod speaker or a well-
known visitor, he or she can be booked on a program. . \
- X .

One secret of consistent success in publicity‘lies in -
recognizing material that can be turned into a good story and
placed in appropriate media. Your visits to editors and news-

‘A casters--plus continuing research, will help youwselect the

stories with the best chance of appearing in print and on the
air.: X ) . .

‘.
-

Do's.and. Don't's in Dealing With the News Media y .
: oo \ . o .
1. Be honest and straightforward. They'll* forgive o =

. ¢ -many mistakes, if they trust you.

LA <y, . } it \,' . . -
. + [N -2 . ~
} . % { . - n/")‘ .
Ak, s N '
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If you do hot know, say so, and make-every effort

to get the information. If it is information you .
cannot reveal, say so. Don't tty dodging and bob- |
bing and weaving. ’ . L

. 3} .
‘Remember that the editor's job 1s to publlsh mate—
rial of 1nterest to his readers.” If he forgets
this, he won't"be editor long. CL

-

Before you write your story, therefore, be sure ydu
feel it will be of interest to the general public. |

¢
’

o »

Don't call or visit yeur press contact any more than
you need to. Editors and newscasters are usuall l
fighting deadlines. Ordinarily, tHey do not have’ . ‘
+time for unnecessary conversation. Build a reputa- s
tion as a peyson who, dalls,only,when {s)he has some-
thing ‘worthw ile to say- (from .the ed1tor s point Qf

view) . , ] . .

13

o

Don't be discouraged °if your~stoﬁy doesn’t appear.?
Sy

" You got'gi

LY

Suppose you have worked hard,on the story
it in on time. But it never appeared

N il A i1

Or .it ran on page 28 when youahad hoped for page two
or three. :

RN
. .
?

Or ht was cut to a four llne shred whlch you hardly
recognlzed P

> ' -, -

The head of your agency 1is keenly disappointed., .. You
feel it reflects on you. What are you to do? “

“'ﬁ

Right off, don't be. upses. It happens\freauently,
and it is probably nov réfection on'you.. In the
editor's opinion, .it 'did pdk rate very high. Or
(s)he thought it was a gooll story, but it got
crowded .out by -more important news‘
an unusual amount bf advertlszng that day. ‘But do

not call up the editor or your contact and complain. A
It will -only 1rr1tate the ed1tor, and it will do no .
good. L ~
Doywnn:best to explaln the situation to your boss.
And move on from there.

Orfthere was C . -

L N
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Remember--your number one objective is to communicate.

This is true whHether you are writing a news releasée, a leaf-

" let or a business letter. Therefore, write as simply and as

clearly as you can. Avoid difficult words, jargon and pom-
pous phrases like,"at this point in time." The word is "now." .

If you use technical terms, explain them. Keep sentences

shorty. .

What readér is going to 'struggle through much of this
(taken from a recent speech quoted in The Wall Street Journal) ?

"In the field of concentration or structure of )

industry, short of the problem of monopolization P
/' or monopolozing to foreclose entry, there still ////'

must be some concern for that kind of felt o6r —~

believed domination, or for that lack of inven-

tiveness or creativity in industry which gives

§§&% rise to, an overwhelming doubt as.to whether the

\ s

A

ant#rust laws can perform their functlon.-

-

« JLlontrast that with a typical sentence from tHe Annual

Report of the town of Townshend, Vermont: . '{

“For future 1mprovement we are hoplng to do
some landscaping for the Bicentennial, bring °
. hot water to the upstairs sink and complete .

JUNE'Y S, e~ e o —————

the stair treads into the basement: . .
S ey
‘ Not elegant but it tells the taxpa)er what (s)he wants
to know quickly, clearly and concisely.

¢ ‘v

Writing the Fact Sheet Qj

. * N
y e

ke sure that every. press, broadcast or publlcatlon per-
son w1th whom you expect tog deal has a-fact sheet. Think of
it ag ‘a Fresuﬁ for your,organlzatlon . .. a concise, handy

2

-

" reference that your publicity cébntacts can use to look up

basic facts about your organlzatlon. Here is the type of in-

,formatlon 1t should -inelude: - . e
‘. Name . . Co
%&*.’ ' ’ ! L ¢
#. + Address. <
- . Telephone number’ (including any night numbers)- .« '

oo . . ‘ N )
- i ' ! =
. 2. Ay TR
R . -~ 7. -
o ‘ ¢ N A -
g

¢ B

... Purpose of organization

r
7

- -
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. Thls should be a brief (one or two paragraphs) statement
of what your . organlzatlon is‘all about\ Why are you in exis-
- tencé?’, What is’it that you do’

. ;Date founded

]

- . -. Field of service « ,. - % - Co

: \
— < . < \
— - . . X -

. Number of people served last year

a

o Pr1n01pal source of funding

.

- -

. Names of offlcers

v P

. » Name and.telephone :umbers of pelson
responsiBle for media contact. (Bék’
sure to Include your hefme telephone,
.Give the “same.information on a bacy:
Up person to be called if you can't ¥

, be reached. .

Y

.

. . (/' " , i,‘"‘v
Remarks: Here ydu might  briefly mention outst leE

accomplishments of your agency--or anything else of a note-=

worthy nature whiech you would like the media to bg aware of.

. Important: Up—date the Fact Sheet whenever any&phanges
ocgur. Be sure the word "REVISED" appears promlnently Use
of a different color paper is worth considering. Sendlng a,
new Fact Sheet from time to time will bring you to the atten—
tion of the media again.

Speakers and staff members will also find your Fact Sheet
useful. - . -

> -

Writing the News Release }

.

Anyone who can write a letter can learn, with'a little
practice, to write a news release. . ) .
Suppese you have.some news gou are eager to tell a frieénd.
Your "news story" shduhd'normalfg start with journalism's "~~~
tradltlona%"s W's"--Who, 'What, When, Where and Why. Later 1n
-~ ° your letter you will elaborate upon the event, brlnglng out’
the less 1mportaht details.

.

. 'A news release is written in much the same way. ‘Try to
put your "5 W's" in your first, or "lead" paragraph.v‘ Y

* / i . 3
- f). ) »

[

ha)

[
3




P , Follow your lead with the next most important details:
leave the least impdrtant item for last.’ Editors cut stories

- from the bottom up. Eliminate verhiage; keep it short, fac- v o
tual, saccurate. >

The " fOllOWlng exXample of a news story may be carrying the- b
principle of conciseness a bit far. It is comprte, however.
and it illustrates the use of the 5-W's: o
1 N ; * e . a . v -

o "John Alexander stuck his head, up the ‘ Ce

glevator shaft at the Dodson Hotel yesterday o . ’

ro- about 10215 a.m. to see if the elevator was -
., on its way.down. It was. He was 42 years -

ohk"“ C. ) : .
''Here are a few other ba51c rules to follow~1n wrltlng news —
* eleases: — _\‘
. . . ) . N e . ' ) N - i
) 1. Be accurate. Make sure that full names are T '
given and properly spelled. If you enclose )
. ’ a photo, identify the people, left to right. .
. by Type the'words "with photo" under the;ieLease ' e
date on the release. . . X ‘
/ \' - ‘. . -~
-t o207 AVOld adjectives and adverbs, Let nouns - e
o and active verbs té¥h yout story. L ‘
% . ~ -~ ,Ao N . .. ,*'o
_ 3. Cover oﬂly one subject 1h—a release. AN
x ,,).
\ ’ flake” your lead paragraph 1nterest1ng .Other- £ -

“wise the reader may stop rlght there.~ - 3 =t
: . 5. Be sure to-send the release ine tlme for thef
) issué for -which, it is dated. ~Refer ¢t dead-+ —
"y line 1nformatlon on:your medla flle cardw I
before mailing. ’

L P
.

6. Fold the release 'like a'letter, ‘with the worg
release" outslde. ’ N -

"

7.“Try to ayold Saturday editions. They,are n

. - smaller and.carry more advertising: There- : ’
- fore; they‘have less ‘space for‘news. - C
.- r - \ - . .
ﬁ 8. Don't hesitate ‘to ask a wr1ter or news editor ~ -
s » .for advice on how to write a story. Most will -~ . ; M
. be glad to.help; they will respect the fact’ R
. - that you want to do the' job right. = - . )

|
iy

‘9, Use a good quote, when- approprlate. It can- oo .
+» add.interest to the story. : ,—




’
1.

hd
.-

. .t N . R o
10. Write a-headline for your né;s story,-if time

. permits. . The neéwspaper may.not use it’, but .

. lmmedlately télls the editor what the artic :
. s about. It also gives him the main point of

- , the story, from your point of V;ew.‘

N . . y S “ "1

- N 3 -

b.‘

P

: If you have never done much wrltrng, you can't expect
to g;come @ professional overnight. "At flrst, your news
releases Meill probably take a.lgng “time to write. You will -
overlook some good opportunlties for developing pub11c1t

If you are doing your best, don't bhe.toc hard on yourse ¥
Everyone has to learn. Expertise w1ll come with pract ce.i-:

.
- \ -~

Here are three examples of news releases: I
¢ 1

x e

e

p , Chlllerotectlve Agency ~/’May 2, 1976

, 2 Maple Street Contact: . Jane Brown
Falls Clty, Iowa Business: - 000-0000
* . ot . Home: . 000-0000

_ -
. R . r~

FOR IMMEDIATE'RELEASE:. . ‘ .

. { P Growlng Serlqﬁsness of Child Abuse L
‘. =% ; and Neglect To Be Discussed’, ' °

N A
. : . '

/ .o r" -

our/state?" "
This topic will be discussed by St/ate irector |
John Gray of. Child-Protectivé Sertices on May '
3th -at Town,Hall at 8:00 p.m. . PR
2 i Mrs. Mae Jackson, Dlrector of child Pro-
) tective Services, Falls City DlVlSlon, will A
modérate the question and answer perlod that- ) .
., ‘will-follow. ? : LT e Fie gy
N Child Protective Services is a non-profit . . = -« -3
.+ ' agency whigh conducts. programs-to help’ abusive N
parents understand themselvés and their chil-  , .-~ |
dren. Child abuse and neglect is one of.the - = °
* major causes of death ‘&mong children in the’ g .
* United States. .. . ’ >




’
.

. ‘ 5 et
Children's Hospital , May 12, 1976
156 South State Street Contact: Hal Peters
North Bend, Indiana - Business: 000~-0000
‘ Home: 000-0000
FOR IMMEDIATE RELEASE: _ -
C o, : ‘ ‘ >

Child Abuse Crisis Center Opens

>

B s

The ctommunity's first emergency'receiving
center for victims of ¢hild abuse and neglect

opens its doors today through the joint effort
of Children's Hospital® and the Family Help Cen-

ter, Dr. James Fox, Director of Ped1atr1cs at X .
‘Children's Hospital, announced today :

Eight beds in the emergency ward of the oo,
hospital wjll be'.reserved for«cpll&ren suffer- =
ing .from severe pﬂy51cal abuse and neglect. A
broad range of services to help parents will be. _
prov1ded by both profe551onal staff and volun-
teers. . . *

"This -Center will bring together the best

‘ medical care available for these children,

‘Sgermanently dlsabled

along/%ith a skilled staff to work with-the re-
habllltatlon of the parents--+the other victims
of the’child abuse and neglect syndrome," Dr.
Fox said. . . .

<’ Every year 2,000 children natlonw1de dle
from the -effects’ of cHild abuse and maltreat-
ment., and many more are serlously injured and -

The Child Abuse Crisis Center will provide:
the community with one of the most advanced

treatment fac111t1es in the country to combat *
the effects of child abuse and neglect B

The Famlly Help Center:, a Communfty Fund~
orgarfizati®n, provides a range of ‘setvices to ., *
help families in distress. These include a ‘
Day Care Center, Family Counseling and Home-

- maker Services, provided by profe551onals and

carefully trained volunteers

2

~¢
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v Office of Youth anﬂ__a}zj April 7, 1976
.. FamiIy\Serwicd Contact: Sarah Mooney
. 1 Federal Plaza « _ Business: 000-00006 .
, -, Haute %utte, North Dakota - Home: 000-0000
4 ¢ - K] - s ' -
) FOR RELEASE MONDAY, APRIL 1l4: . o~ )
) ‘ . . .
! ’ . ‘Statewide Child Abuse .
: < Hotline'in Service . o T

L ‘ . A’ state—wide toll- free teléphone number '
. X “for reporting cases of suSpected chil® abuse
’ and neglect goes -into "service tomorrow, Tues-
' day, April 15, Jonathan €lark, Director of .
“Youth and Famlly.Services, bnnounced today.
. "This is a vital step forward in our
effort to prOV1de help in child abuse and
negleqt cases in this state," Mr. Clark said.
. "There were 1,637 incidents of child abuse
¢t and neglect reported and investigated in the
. state last yedr. rWe expect the number of
cases reported to increase substantially: this,
* year with the installation &f the toll-free
. telephone hotline."

- e
)

- v

. Anyone suspectlng a case of a thil
) being_ physically abused or neglected sho
- call: 800~ -255-5000.

:. "It _shoulq be remerbeted," Mr. Clark
pointed Jdut, "that din child abuse and neglect,
both the parents and the &hild are V1ct1ms,

andf?z?ﬁ”ﬁéed to be’ helped "o . .

- »
Feature' Stories ) ' ’ -

\ | « e;> | ’

’ t

- News storles report news events. Fe res interpret,

.+ instruct, or entertain. The tone 6f a feature article is’
friendly and informal. It presents facts in a detailed and
interesting manner. > It can express a point_of view.

. Good ideas for feature stories are accompliéhmehts by

. your organization,_such as a story concerning an individual

.. or family you haye helped.

: : : L
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If yod'have a good idea for a feature story, an editor .
might send.a reporter to write it. ‘Telephone the edttor whom ~
: you, thlﬁk WOuld publlsh ‘the story: ask for an opport n1ty to
- discuss it with him. . .
;'. Featuré‘axtlcies should not be dated. Less concerned
~ with day~toid¢y ‘timeliness, they are ideal projects for volun-
teer wrlters ﬁho do not work omr~a regular bas1s.
tuﬁ:
Suﬂ&h&»lssues are g particularly good bet for feature
stor1es,4because ed1to;s have more s$pace.

-~

~

< I L4 i 0
v oo . ' N I
Photographs. : . , ‘ -
- ] ‘ ‘ '\ ) . \
)" s -,
Nafies make news. People like to see the faces. that qo ,
with the names. ° Good photographs add interest to a story.

' Feature\storles generally need pictures. ‘Find someone on .
your staff who can také pictures that are 1nterest1ng as well ) |
as technically acceptable. {You?) , - . -

" There are some bas1c rules to follow in taking and submit- |
t1ng photographs"' e . ] R ) ‘
“..1.. Include in your basic equipment a goodfguality 35mm
cameras, fast black-and-white film, and a small elec-
H . tronic flash unit. )
. - <. N
h ' 2.+ Send your exposed film to a- professronal processor
who can develop an 8 x 10..glossy-print. This size
* . . and type are preferred by most newspapers. f

’ . - .

.'ﬂ- , 3. Always provide a captlon with . your photograph

- Type the information on a separate sheet of paper {

b with a wide margin at the tops Paste- the top of . ;>
the paper to the.back of the photograph so that Lt |
the caption gan. be read as yoﬁ look at the plcturep : |

’ 4. The. information on-the captron should include thé )

Ve ) . date and place of the plcture, and the full names/

. 5 apd titles of the people in the pictures, inithe

£ . rleft-to-right order. Be sure your 1nformatlon, . ' 1

‘ spelllng and initials are accurate. , . . .

’ 5. Send photos 'in a large envelop . 4Enclose within |

. ' "two pieces of- cardboard to keép them from bending. |

) . Do not staple or paper-clXip photographs together. , |
6. Your photograph should dramgtize the sxtuatlon you ¢

.o refer to in your story. Use natura} settings.




An A ? ed Note on Photographs

. larly come into  cOntact with young children.

Have the people in the picture doing something
interesting, not just standing~there hOldlng
glasses or tea cups. -
An editor may prefer to send & staff photographer
"to take the picture. Have everything ready, so
- - the photographer cag work quickly.

‘ N (' - ‘ .
.It is standard practice to ask the subjects of
- ) the photograph to sign a photograph release. The ,
purpbse is to prevent law suits for- unauthorlzed
use of an individual's picture. Publlshers usually,
insist on it.s If you wait until later to get it;
you may not be able to find the pedple you photo—
graphed.

-
> ~

S
ho 3 \ .

Keep an organlzed file ofrphotographs. . The press .
fhay ask for them later--or you may want them for %
pamphlets and booklets or slides:

.9 . B
‘ . - N N .

~ . +

There is w1despread agreement among profe551onal? and
consultants in the field that photographs of battered’o .
starveg children should’be used wit®the utmost cautlon.‘

Often they have the ‘effect of shockfng and repelling tﬁe very
people whose understanding and support you seek.. They usual-

ly arouse feellngs of anger toward parents 1nstead of creatlng .
sympathy and a“desire to help. They can also have a frlgﬁteb—
ing effect on childxen who are likely to see then. Most or-
ganlzatlons have found them counter-productive when used in
posters, television spots, newspaper ads and articles. ';,A’

Some organizations have chosen to use slides'of'badly
abused children at the beginning of a slide presentation in

order to shock their,audience:into a fecognition qf the 'seri-
ous nature of t problem of child abuse and neglect, but they
then have sufficient time to explain the scope of thd subject

and put the photographs in.a large cgntext.’ f

%" ,‘ N N ‘ . )
Photoyraphs of particular types of injqries which are "7 ~°

commonly associated- with child abuse¥can'be useful in pre-

sentation totprofessional gf¥oups, such as teachers, wha regu-

The bruis
pattern left by electrical .cords is a good example These
photographs can be descrlptlve of the type of, 1njury to look
for 1f-ch11d abuse is syspected. Let your best judgment be
your' guide. * . , ) A .

o
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Letters to the Editor

o . . . - 4
~ N -* .

From time to time you may find an opportunlty td place a
"letter to the editor."

. ‘Letters can be written in response to an editorial or to
a letter whlch has prev1ously appeared. ’
?ou can: arso initiate 'letters. They can be signed by an
offlcer of your organization, or by a board member.

Letters to the editor should be:

1. No longerothan they need to6 be’. Don"t ramble.

2. Positive in tone. This is pg#ficularly true if you
, are answering criticism. Anger . . . defensiveness
. . . hurt feelings must be avoided. A reply that ,
is calm and objective,.but carries conviction, is :
. ! most impressive.

-
- [

3. Sent within one week, if 1n response to a nei
. _story, editorial.or another letter.

News Conferences ] .

- P ‘l' - M B W,

-

A news conference should be called only if the issue is

so ‘complex that it requires asquestion-and+~answer period--or

if the subject or the persons are of genulne interest to the

communlty

. I °
: Be sure you are justlfled in holdlng one. Few things L
*, are sadder than a press conference's belng delayed with the

hope that a few more reporters will arrive . .. or-seeing- v o

them start to leave halfway through it. Newspersons become

justly -irritated if it turns out, that your “information could

have been given to them in’a 1ess time-consuming way. . ‘“\\

If the featured gpeaker is a well-known person, a -
stralghtforward press release w1ll be enough to insure a good s
turnout from'the préss. Without "name recognltleﬁyﬁ you'll
have to provide enough background information on the speaker
.to can1nce the press that it is- worth their while to‘attend.

B - '
-
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- Don't Forget Ethnlc Med'** ) )

& ' ¢

Guidelines for Setting Up and ,
Conducting a News Conference S

1. Locate your news conference in a central area,
‘ convenient to as many reporters as possible-
2. Notify reporters and wire services by means, of .
- a short press release. Folipw it up with tele-
: phone calls. L

' .
v >
-~

3. Hold the conference at 10:00 a.m. or 11:00 a.m.

. to get television coverage the same day, and no

later than 1:00 p.m. for newspaper coverage on

. .the same nlght or the fOllOWlng day. ‘

A. Avoid Friday press conferences.
- papers are read least.

[ '

5. Newspersons are more often available qn mid-week
mernlngs than on Monday.

Saturday news-

~

6. Begin your press conferenqe'with a short state-=
.. ment of purpose. Follow with. your main speaker
" or presentation: Allow time for Questions.

7. Distributé-a general release summarlzlng the news
. announced at your conference. -Provide copies of
speeches at the eonference- also-. - .
5 . D .

Smaller Newspapers

>
.
] ] '

. In thinking about newspapers, don't limit yourself to the
large daily journals. Country weeklies are often influential

.and well read. Free circulation newspapers (shopplng guides,
for example) should not be ignored either. -

'Q

B
o

¢

o™~
pes

13
.

Are there black or forelgn language newspapers or radio
stations in your area? Do your local\EV stations include
black or forelgn language programming segments? Be sure to
add these ‘media to your list. If you do not, you are cléarly
saylng that they and the people they serve are not 1mportant
to you. '

D ’ N . -~ .

.. Ideally, yéur materialﬂshould'be transltated hefore }ou
send it. , ‘ : - )

a~ o e 4y .




“
3

<
a
. <

« liook Unde;groﬁnd, Too

¥
- ' Don' t overlook the ‘underground -press. ngh school and
" college students will know of any local underground publica-
¢ tlons, if you ‘don't.
. .- # : R - e
B Ihe underground press 1s in touch with people——mostly
young--who have little faith in "the system" and less in mass
. media. If they are patrt of the populatloﬂ you serve, they
. are worth trying to reach. -

-

2 . . v . P ) P.
c
- .The Broadcast Media
NN - ‘ ) #
. - . %ﬁ' ) ) .
Four ways of getting air time are:
! . - ~e
1. Provide a good news story. (The same news release
o you -send to the press can be used.) )
2. Participate in, or influence.the content of, pro- »

grams such as "talk" shows eor panel discussions.

: 3. SuEmlt public, service announcements.

& ”, -

4. Béy advertising time.

TV - Radio Publicity Possibilities - - .
X .

Statlon program dlrectors look for good program ideas.

This is particularly true in the .Public Affdirs sector. If

o

you have an idea for a program, talk to them about it. Per-

hapﬁﬁit is something as simple .as  "Is qg}ld abuse and neglect

a ggowing problem in T e 2" .
. {name of town - )

c’ o
In suggesting the idea, you explain why it is a timely

and interesting subjectn Support this with available facté/ -
figures. Suggest a p0551b1e format such .as opening’'with a’

- fllm, like "Children in Perll," followed by a panel dlscu5510n.
_ -\ A - ) . '
Tell them about the:film. Suggest participants for the
_ panel; explaln why they“are good choices. (Unless they are

¢

~ knowleddeable in the field and artlculate, 1nterest1ng speak-
. ers, they are not good ch01ces ), .

e .




©
.

. their audience. . L ’

3

Every station is required by law to devote a reasonable
amount of time to "public servige" programming and spot
announcements. If a station fdils in its public serwvice obli-
gation, the Federal Communications Commission can fail to re-
new its license to operate when it comes up for renewal. The
- reasonlng is that the public owns the air waves, not the, broad-
", caster.

-
- . * -

“This heans that the broadcast media will be responsive
to ideas for public affdirs programming that will interest '

»

Prlme time is-difficult to get for such programs, but

_““””"aon't let this worry you. If they offer you a half hour or

fifteen minutes early Sunday morning or ‘late at night, grab
it. It's-an opportunity. Even at those hqurs, you may -be
reaching a few thousand listeners (or even a few hundred).
How many other opportunities do you have for telling your
.story to that many people?

L4 -~ *

Spot Announcements :

e ——te—

Before attempting to write public service spots, talk
with the stations. On occasion, they need more local service
spots. Usually, “however, they have too many. This means

that you will have to compete with other non-profit Qrganlza-

tions.for public serV1ce time, -

Remember, you must look at the problem from the: station's
point .of view. Broadcasters need to make a proflt to stay 'in
business. To do this, :most,_ of the1r time must be filled with
paid commercials. They ean’t run largely public service spots..
So they strike a balance. (They tend to select material that,
will not only interest more listeners but is more profession-
ally- done, They also avoid material they feel will offend
their audience.) L - X

If you.use radlb you will probably want to use either
30-second or 60-second spots, and you cannot run longer! De- °

‘C1de on your objectlve with care. Say what you want to say

clearly and 51mply-—the shorterOthe sentences the better‘
Time your spots carefully, at a normal speaking rate.

¢

R Here are three examples of texts for radio spots:

" )
. - 4 .
£ - -

.

Ten eecqnds: You can help end chlld abuse ang neglect in -
"~ " - & San Diego. Call_the’ Famlly Stress Center at
425~ 5322. .That'?umber agaln., 425-5322.




L)
-

a . neglect. their own children? The FAMILY
STRESS CENTER realizes that anyone can.
. .Abused and neglected children are a grow-
- ) . ing problem in San Diego. For information
: and help, call the FAMILY.xSTRESS CENTER
’ anytime at 425-5322. Thatanumber again®
- 425-5322. .

¢ . . N
- ) Y

Thirty seconds: Child abuse is dramat1cally°1ncrea51ﬁg in
' _ New Jgrsey, with almost 6,000 reports in
' ‘ 1973. New Jersey's Division of.Youth and

Family Services.maintains an around-the-,
-clock Child Abuse hotline for immedilate

) ,~_§report1ng of child abuse situations. If
. you observe a child being abused or

. neglected, call 800-792-8610, that's
' ' . 800-792-8610. Remember: you are- required
to report by law, but you can remain ahony-
mous . .. And ... you may save a life.

e

more difficult to produce. Segments of film
, if it is genuinely_ interesting and of excellent
it Unusual still shots also have their place

~

are desirab
. _technical qu

for use in
. o

Even- if you have theseg elements, you still ﬁave to com-
bine them into an integrated commercial,” with narratioh to
present your -messade. } ) -7

-~ o

Narratlon runnlng with silent film is called "volce over
- A film in whlch.fhe Gharacters actually talk (most commerC1als
‘are done this way) -is called "lip-synch." Voice-over commer-
cr?ls are much simpler and cheaper to produce. - _
How do you get~even a simple commerc1al produced? You
_may be able to get help from’ the .station; but don't count on
this. They have enough to do. Perhaps you can turn to a
local advertising agency or film producer for' help. It may
" be that for the time being you can't find anyone to help you.
. Don't be discouraged. Put it aside, but don't glve up. You
will find a way to do it. S
/
\ Leaflets . - %
~— } - -
s A ba51c ieaflet or folder Yiving essential facts about
your organization &nd brlefly desoribing your services will
\i have one-hundrgd-and-one uses. ’

wt
.

£t~
z
\ « -

> | 3

Twehty seconds: Who would hurt a Hﬁd? Who would abuse or .

. s . < . 1
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. Use it as a qive'a%ay (it can be a slightly',
expanded vers1on;o§ the Fact Sheet described
earlier).

. -Design it to\flt«a #10 standard business
envelope.

. Dbon't waste cop%es, but send it out whenever .
- you think it will do some- good -

. . "}l%
. Use it as a hagdout at meetlngs.
B ¢ 3 Ld .
. See that appropriate agenc1es (a day-care
center, for example) have a. supply.

‘. Put it up on suitable bulletin\boards.

. Use, it W1th;a ietter to solicit funds or to
recruit volunteers.

. And--keep ;g up-to-date. - ) ' ‘ C

o 2V

The problem of producihg such a leaflet--or indeed any

printed piece for your agenc .=is not unlike that faced by,

the clergyman's wife!” If she is poorly and dowdlly dressed,

the folks in (the parish criticize her poor appearance. If

she is. well dressed, they begin .tofwonder if her husband's: .
sdlary isn t too high, You must strike a balance. ]

/
-

Think carefull about what you want to ‘include. Say it

as br1efly as pgssible. Keep the design’ simple. Restrain .
your printer from uS1ng too many different kinds of’ type. Be -
sure that the text is nét just readable but 1nv1t1ng to read.

Thi® means that thé& type must be large enough. 0Of equal im-
portance--some would say ‘greater*-is proper "leading" (pro-
nounced "1edd1ng") This means the amount of space between

llnes. . g
. ° - ' B \

Color is nice but adds to_the cost!  You can get tywo-

color effect by u51ng a colored paper stock, say pale blue . '
with. a dark blue Ink Your printer or the advert1S1ng,person T
on your adVstry commlttee.can ‘help here. .

-

bon't sacrifice readability to aesthetics. You do, for
example, when:the paper stock is too dark for the color ink
that's belng used. .The reader may be impressed by the beauty :
‘of the plece, but 1f it is hard to read, (s)he won t read it.:

Photo s and art work? .. They add to the attractlve-

ness of the p1ece, but they also add to the co&t and produc-

tion time. Ergo, you are less likely to update it and reprlnt

~it when .you should. Also, remember the. clergyman's W1fe' »

33 . ) R 3
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- 9 ‘T
Note: Don't proceed to printing without gettlng written
cost estimates first. This is standard practlce. .

3 ) .

-The Brochure

The chances are that a brochure will not fit into your
glans-—primarily because it won't fit into your hudget or time
-limitations. A brochure--it is often a booklet-ris more elab-
orate .and more detailed than'a folder. It takes longér to
plan, write- and produce. Changes in organzzatlon, staff and
even location can quickly put it out of date. :

If you decide to produce one--to celebrate a significant
.annlversaxy, for example--get some professional kelp, prefer-
ably from an advertising or public .relations profe551onal

.
“

. e

<

Posters : )
If someone says (including you}, "We ought to haye a
poster," be ready with-two questions:

l. Where will we use tﬁmm?

' 2. who will see that they get put up?
*Think carefully about ggth points. If you can answer
them»reallstlcally, you may want to. proceed.

.

A

~

o Where they can be used will determine how mady'you need--
or indeed if you want to proceed at all. It will also influ-
ence size and shape. If a poster ls too big) stores are less’

_likely to use it;- organ1zatlons won't post 1t on thelr bulle-
tin board. . . :

When you decide where it.will be used, -study the'posters
they are usxng now-—-and the extent to which they are using
them.

- -

<7 If you decide to produce one, det help. Exceptions
there are, but it usually takes a profe551onal “to do a poster
of profe5510nal quallty ) ; .
- R ty s .
The number one rule is to keep it simple. Too many kinds
" of type, too many elements, too much.copy result in clutter--
better not to produce one at all. A cluttered poster .is not
only unproductive--it can glve a negative impression of your
agency.

L]
1
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Direct Mail

; B . 4 A

Many--if not nearly all—-soC1al service organizations

- use direct mail to raise funds or gain support.

»~  Like appeals in the press, your mailing piece must at-
act the reader's attentlon, be  interesting and conclSe and
endhwith a call for some kind of action. (Send a cheCk*—vo}-———A

unteer\\etc )

Dirsect mall is expensive (but can be efflclent), so

select youx mailing list with>care.

1f you complle it your-

self, be sure your sources are current.

City directories :

and te&eghone’bodks are-most useful. Lo -
-

). [ “

You can also‘Puy or rent lists from d;rect\ﬁall houses.

Explore the .possibility of hav1ng some other organiza-
-tion address your envelopes td their list. They may be
willing to do‘this free. R d

If you send a direct mail gppeal to a limited humber of
people whose support you value highly, you will want to\have N

your lettets typed or send them out to be processed on an - .
automatic typewriter which will' "personalize" them with name,
address and salutation. . . . )

. . e & \;

Typing is preferable if the quantity is small enough for
the staff to handle, or if enough volunteer typists can be
found. . - .

‘-

a

Extra typewriters can be rented reasonably.

-

If you are short of staff and volunteexs,

can do all the work for you,

N~

if you can affordlit.

Y

a mailing house

Advergising

Publicity, is free, bt you have little direct control” K

“over it., Your story may not appear;

if it does,

it may be

changed and/or s
however.

rtened. -
" You can\say exactly what you wish.

You can control your advertising,
You can be

‘sure THat it will/rumn. But,

advertising costs money:

Stlll, e

there is no cheaper, faster way to be sure of reachlng large
: numbers of people.

!
L

Most organizations in the social service field do hot
use advertlslng, but there are always exceptlons. f you are
thinking of using it for some spécial purpose, discuss it
"with your advisory cemmittee. ‘ .




If\you use an advertising agency on a regular basls,;o
write and des1gn an .advertisement, the service will cost yocu
. nothing. This is, because agencies are paid by the medium; ]
wiusually they. rece1ve 15 percent of the.cost of. the space or"
e fige. JIf you do *not use ‘an agency and instead, place adver- .
) tlslng d1rect with the newspap 'or broadcast stat;on, you
/Wlll not pay any less. - .

”
. - K3

hd %

1 “An advertlse
gost’'s the same whether\rt i placed through an agency .or . -~
' ... direct- by you. "If the a ﬂéy plages 1t, the medium pays )
them 15¢% or '$15.00. If yownplace-lit, no ,agency fee is in- -
volved but\you stlll,pay $l . 00 ' AN .
s A - - -
Whether an agency does: the vertisement for you or not,
. you must pay productlon costs sich™as typesetting -and engrav-
*ing if the newspaper\ls printed "let rpress," or mechanlcals",
. if the- prlntlng method. is "offset." < ' . .

.
[

- Free Space and .Services -
3 s ~ -
A EE——

We have mentioned free public service annOunceme ts on,
radio and televisian. Similar possibilities for print ex1st,
3 to a_degree. o L s . _ ’
' 2 s hd

' Newspapers, magazines, company house organs or associa-.
tion bulletins may , also give advert1s1ng space (or pub11c1ty)

v

nt “for wh1ch you pay $lOO for example, .

on occasion. \ ¢ » . o . , \- A

- , N . - . - . t,.,_\_ s \

' Slmllarly, outdoor advért1s1ng companles may have uﬁas..__.

) }gned billboard space for short periods during the«year -

<o (usually in wintet).. .Like publlshers, they. feel it is poor :
: practice to leaVe space empty. - ALthough ybu may not be Jabte

-toget -free space;, the ingtant you want 1it, these\ifreebees

can DPe_worth. waltlng for--if you have the money to produce a

i, poster. . e, . -

b3

. . Local adveptising clubs spmetimes prov1de profess:onal
assistance to communrty causes. v . .o !
. oA I — - . . — !

T . Students at yoﬁr local -art school or television film
- workshop may not be proﬁe551onals yet but some -are thhly

.+~ 'talenteéd. ¥ , s . S s

Y ~ T PR -

4 . .
. 2 .

f s ' Large companles will somatlmes lend a hand It is good
‘. - pub®ig reélations for them to do ‘so’ ‘the publlc affairs dlrec-
~ tor may be willing tq place your material in the company's -
i house‘organ ! The company's advertl ing manager might make
~' | "available some professional design or wrifiny help. -t8)he
mlght even involve their- advertlslngﬂagency

hd -

A . 4; = \‘ »\h 7 N .
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- - *Commercial art studios, ggotographers and printers.may - -
ee or at a disc¢ount. - Offer to . '

v help on-‘occasion--éither for
. give them a cred1t line or some other appropr1ate form of .rec-
ognition. Mdst will not take you up on this. _ (They are ‘

afraid_of too many s1m11ar-requests ) -
: Research fers may help you design a 51mple¢£elephone CTs
e Survey d provide instruction on how to carry ‘it out. g -
Y »
'Firms which send regular mall;ggs to their customers-=- ]
ﬁtlllty companies, publlshers,‘department stores-—-may be ST .
,; ~persuaded to enclose a leaflet or spec1al event letter. The )
ehclosure must be small enough not to increase postage CQ?t*

T .
s . . . »

'~ The Speakers' Buredu ( . . ‘ L
[) R

3

v 1 .. ot
It canf%e‘a highly effective means of disseminating ; .
» P lic information about your agency's work. Here are three 4
//z /suggestlons to keep in mind in establ;shlng one:

N tx
»
- s .

:

- & -
L e 1."” The speakers must be effective. Too often
f_ ' they are chosen for their avallablimty or . !
: ~ ~"prominence. A poor speaker may represent <
. . you b&dly- and do more harm than good. (Es- fon
) " pecially in a question and answer session.) AN "

R 2.. Their material must -be factual, interesting
S . and consistent with the objectives and prac- *
= tices of your organlzatlon. , - . . .
This will .help to insure that they speak g
with a common voice. Yourcan't have varl— :‘ :
> ous well-meanlng .persons out thexe saying r //f7
. ’ different th1ngs about you to. dlfferent o
.- © groups. , .-
3. One person must be responsible for sched=-
.. . uling ahd arrangements. Other se, con-,
‘fus1on and. 111 will can resflt.

-

Y

-

LY

.

WSpeaklng engageménts can be ‘an excess1ve demand on an
already .heavily burdened staff Prof€ssionals involved .in-

-

-+ *the’ field of child abuse and neglect will ugually do the .
best job 1nrfulfmlllng spegking engagements. Volunteers
}'can help, too. - - - .

. G

. y : - “« o~ ’
. \ . . Vs v ~r . a,
W .
o
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Careful selection and training of the volunteers to use

N in the'speakers"bureau is a must. Be sure they understand’ o |

. each as51gnment .and are well versed in the topic. Guidelines o
for answering questions spould ‘be clearly set forth, and you .

M shouId prov1de answers to a number of the most frequently
asked questlonaf' Even experlenced lunteexr speakers should
be discouraged from "edltorlallzlng“gand shou@d not attempt,
td reply to questions whigh they are not fully prepared to

“—. answer. They can always refer the person to the. organiza-
tlon for explanatlon. . : .

. n

. i Volunteers must haveaathorouqh understanding of ghe work
- of your organization. But-ghat s not enough--they must also
—Re enthusiastic about it. # -~ . .

tion. Use of a e Ypresentation or a film will lessen the
burden on a voZunteer, by shortening the time (s)he has to
. . address the group. The materials, if properly selected, can
T spark a livély discussion. ‘ : ' , . ’ .

.

Slides are recommended because of their flexibility. T
S You can .easily rearramge, eliminate and substitute if neces—
. . sary. A slide presentation (of the work of your organiza-
— tion, for example) is easier and cheaper to keep up-to-date
‘. .~ than films. ) -
Keep a file:of interesting facts and stories %o use in
speeches. “Your speakers will appreciate the additi of ’

—— ¢ fresh material from time to time. . ’
. \

‘ - 'Be sure to keep a record of all engagements, including
the name of the organization, the date, place, time and ap-
— -‘proximate number of people. .

—_— = . LI .
A guarterly speakers bureau report for officers: and

~board’ members mayusurprlse them with the scope of your ac-
-+ " tivities and the total number of pedble reached. /
- i ::? ¢

£l

FollOW1ng is an outllne of a presentatlon given by a
- - member of an agency's speakers' bureau. Having-outlipes ~ .
Iike this on hahd will gssure you of be1ng prepared when a

request comes in. N ) N

- N . <

RN Presentation to Parents' Group

~ -

Length. One hour - B

T

'Openlng remarkS° 10 m;dﬁtes
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t
. . Purpose of agency and spe01flc
’ serv1ces it offers .

_ . Explanation of your relation- ’ ° i
, -ship with agency ».
FoTooL 11, slide presentation on work of the , . L
%w S , agency:. 20 minutes ) .

o III. Discussion: 20 minutes \ . .
4 : .

. ‘ s \ .
P . . Questions/answers on work of "+ . o ’
; . agency .,
’ ." _ . -
N IVv. Conclusion: 10,minutes _—
o - - . . o
: . - . Announcemeht of new program or ..
i . . plans of agency, if appropriate
Kasi : , . . Appeal for assistance, i.e., % ’ _
CE P . e 7™ dJ
. vollunteers, ‘foster families) _ .
***  or other help,_as needed ‘
:». Q;‘\W . - ¢ ° ot k] -
7 s,
¥ . Thls simple outline can easily begadapted for dlfferent o
ocgasions: - . i o
. ", . Films can be substituted for . ‘
. . slides . A . ; :
. - . . 4 o
. ‘.. The discussion period can be. T *
. _ - lengthened if time a%lows . .
X N : T .
oy . - . A panel of professionals can .
LY -, , .be used in place of one ‘speaker, . .
: - , . sor in place of the audio-visuals. ‘ |
) . ~ ‘ . v ) Y, SN
o Public R¥lations Adther Commi ttee . o ;

Cons1der4sett1ng up -an advisory\!mmuttee.x It's an = .
"excellent idea for a non-profit organlzatlon. o M

k)

" Its purpose is to provide an interested, professional .
source of both advice -and  practical help.. Its members are L
profess1onals in public rélations. advertlslng and media -
i 1nclud1ng, if possible, both press and broadcast.

'j . 1 - -y - v
. .- . .

AV
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This can. be a formal group that
haps at lunch in one of your offices.

S

) . ‘
35.°

- Ie

’ .
meets once a month, pergé
"In51de “lunches are

_preferable. - Normally you will have materials you
show, -or text, you would like the group to con51de

want o

£.

It's.

difficult to do th1§ in a restaurant

Often, it-is ea51ér to get help from such a group if you
organize it on a "call as needed" basis. You do not meet
regularly; the understanding is that when you need help,. you

g

AT , B =

call,

not be tied down to regular meetings.
~ - [y

Join Up

*

and one or more will. make: themselves ‘available.
busy people, this usually works best.:
to serve on your. advisory committee if they-know they will

With
They are more likely -

~
~ v

-~ ~ [l
N

It is helpful to know your p;inc relations counterparts.
If there is an advertisng/p lic felations group in your lo-
cality, join it. You will learn from other members and become

. aware of the public relatlons activities'of other ogranlzatlons.

[§

fEnlisting the Support of Othgr , -
Community Agencies and Groups .

Other groups can be helpful to you in many ways. They
can: P \ . ~ N
. ’ ®

‘ . « provide platforns for your speakexs,.
>

make bqbliC'statements in support of .
your programs, .

: . urge enactment of leglslatlon, ‘
~+ lend you their malllng lists or allow -
' you to insert enclosures in their ~

) mazllngs, ) )

help you find volunteers, °

help you with introductions to pedia - -
g , people or community leaders. . .

* /“‘"" . . S . L)

5§ -~

-

with other groups will also keep you in touch
and future activities of interest to ybou. 1

¢ : -

r

Conﬁact
«-Wlth present

»
{.
Ay

s




Coo . Y ’ : " T A
CoS " You need the support of other agencies, and groups, but
they need .your support, too. Worklng with them will brlng
. » demands ,upon ygur resources.” You must sort these out and
s-learn to say "¥o" tactfg&ty to requests for your time, or
for favors which will p e your agdgency.at a dlsadvantage.
You must be W1111ng to ‘help them when you can, of cour'sew.

P Cboperatlén ig. a two-way street. .
L 1% .t N .* , )
. . . : . '
Using Volunteers® . N
T . N ‘
[ - ’
N . Volunteers can multiply your efforts . .». expand your
< serv1oes . . . -increase your agency' s effectlveness..-Ihey -
,can.alsb-save you-time and money, if they are properly used.
. Volunteers must be recrulted, “trained and managed., Harm can

resulg’ “from’ turning well-meaning but inadequately trained .
people loose on a project for Wthh they are not'suite%f "o
. The recruitment of volunteers can be hangléd througq
‘word-of-mouth and speeches to local clubs, churchgs anﬁ'%wher
organlzatlons. Also, a recruitment campalgn,,usrng aﬁhertlse—
ments, radio annouhcements and flyers can be undeftakenq-_“_

-.«"

- It is 'entirely approprlate tQﬁcontact grou s»which have

. established valunteer c rps tsugh ag,. the_kad - st:‘These 1
< groups may be 1nteresg§§“1plp jOlnt,pfOJect of they will /
often proV1de your ag ﬁgg %L;h*volﬁntEers. ‘- !

. ) 3 / & -

/ Volunteers-vproperl _%ei ~dan arrange for sérvices |
) , Such as’ printimg and orga Yr minars. They can answer
* phones, oversee poster andi er diStrlbutlon and speak to
' Y community groups. They can* wrltegcopy for'letters, leaflets
* and. slide presentations, and for, spot sghnouncements. They
e can work with artists; 1n,prepaklvg ials.> -.

’ N :c-'/ ] ‘

' ives who'have had writing,
advertising, and other medi r publlc 1nformat10§$exper1—
+ -+ ences, and would find-.satis ip working with’ your

T agency~ Alse% there is a plate for- volunteers, who are wall-’
2%

Very often there are hou

ing to ty ddress and stuff envelopes, and.perform the
+ many secon but important chores 1nvdlved in, preoducing
ot public awareness materials. In every case, the volunteer .
. - -must clearly understand.the task. e lﬁﬁg la;Q
. - s il "
U A gempral orientatid ession for volunteers should pre—
' cede discussion of the speéﬁ 28
pPlaining the imporfance of the work of your, organlzat;On and
the role of volunteers. Let theﬁ\know they are genulnely
needed by your agenty. Without volunteérs, * 1mportant ser- .
) . Vices of the fggency will be neglected. lee the@ c0p1es of -
o ~ R

.
.
- ~

ific prOJect. Start out bygex— R

~-

- W
*

. .
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goufvf&gx sheet. Take them: througﬁ it, allowing 1ime for"

: questlons and discussion. Ask for ra reasonably definite com-

ot tment on the time the volunteer w1ll devote to the project

(days per week°' hours°) N .
In training volunteers’to answer phones and give speeches,

make sure they know what to say to thée caller or audience.

You want them to represent your agency in the best possible

light. 1If speakers can't answer questlons, they should readi-,

1y know the source 4o which the questloner can be referred.

» .

If posslble, provide the»volunteers with a-space to work
when they are inside the agency's quarters.. Even a corner of
a.desk can be "home base" to the .volunteer \_a®d will glve
him/her the feeling of belonging. -

<

-
.

The volunteer should be comfortable in the ass1gnment,
and well’ suited to it. A person who has skllls in dealing °
with others mlght be under-utidized stufflng ‘envelopes. A
shy volunteer fMight .be a great "seminar planner," but a fail-
ure as a speaker before large groups. With proper assignments
and tralnlng, the volunteers can greatly enhance thf’work +of
your agency . - '

,
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“ V. WHEN ?RAGEDY STRIKES IN YOUR COMMUNITY

N,

In 1969, the shocking death of a little girl in New York
City, and.the full story of the circumstances leading up to
it, provided sensational news stories. That wasn't all that
happened, however. For one thing, arcommittee was established
--not an unusual occurrence after such a tragedy. -.

Here, the consequences were meaningful. The committee
was the News» York State Assembly Select Committee on Child .
Abuse' and Neglect. 1It was a small group (three members of the
legislative lower house), with}an even smaller staff.

-

N The Select.Committee, as it came to be known, addressed
the problem of child abuse and neglect from & legal standpoirt,
surveyed existing laws, drafted an entire new body of legis=-
lation, and mobilized the media and concerned professional
groups.in support. ) ' ‘

v

The Select Committee's involvement with the media was
based on the many ‘public hearings conducted throughout New .
York State. <In the local communities in which hearings were
held, press releases were mailed to newspapers. Public ser-
vice announcements were sent to radio stations.

"'Not only were members of the press invited to attenq the
hearings, but releases were also mailed to newspapers after
hearings. Coverage of the proceedings was as broad as' possi-
ble. Committee findings and new bills to result from the \
Committee's work were announced in papers.

; ) @

Announcements in'professiénal journals--a form of spe-
cialized media, were used to attract professionals to educa-
" tional symposia. These symposia were cosponsored by the
Committee and various professional associations.

«

Situations were never sensationalized. News on the pub-
1lit hearings focused on problems communities experienced in’
providing effective protective services, and ways to remedy
those problems.

»

.

[} ¥ a, .
The result was the new Child Protection Act of 1973. -

New York State is now considered to have one of the best laws
of its kind in the country.. :

.Thus, out of tragedy came constructive actionsthat will
help to prevent future tragedies.

-

]




oo When dreadful events. 1nvclV1ng chlldren occur in your
Gommunity, remember that they can provide opportunities for
positive actlcn, with lastlng ‘benefits. ‘

The inditial reactlcn to the shocking abuse of a child is
public revulsion. This is cften followed by "deploring" and
"finger p01nt1ng" as .individuals and'agencies lash out at
others and defend themselves. Some who purport to view the
scene from Olympian-like. perspectlve, pronounce that itris _
the 'system as a whole which is ‘to blame. A few use the occa-
51cn to get publicity. ; ' v ) R

‘ .
R It need not be thlS way.‘ When tragedy strlkes in your:
community, don't let the press be the only group to seize ‘the
issue and act. Call immediately a meeting of representatlves
of the various child protective groups and related agencies.
The purpose: to coordinate your efforts and plan a construc-
tive strategy for response. The tragedy of a child (which is
the tragedy of a family) ¢an trigger p051t1ve actlon whose
effects will have lasting value.

For one thlng/’lt can give a big boost to public-educa-
tion*on the subject. While interest is at a high pitch’ you
have a chance to get over p01nts such as these:

. ' The serlcusness of the child abuse and neglect
problem in the” United States today. Most people
have no idea that it &s one of the leading causes
of children's deaths.

. Child abuse and neglept is not llmlted to poor
or ethnic groups--it occurs across the 50010—
economic board.

. A punitive approach 1s not the answer to the problem.
In child abuse and negléct, there are two victims.
Both must be helped. . X -

|
| - o

. . Child abuse and neglect is treatable. Groups like
Parents Anonymcus* prov1de solid help tc\many
. rabusers. ,
A - n‘ . .
< . . Chlld abuse and neglect is cyclical in character.
Abused childrern tend to become abusers. That's one

more reason why it is |so urgent .to end it.

v
.

1
. |
. l
+ . - | : -k
1

* Parents Anonymous is a natlcnal self-help organization fcr
abusive parents. Such parents meet in groups to share their
experlences, and to seek, reinforcement and change their behavior

o through the support of othets. . For information on local chapters,
[}{}:wrlte the’ Parents' Ancnymous Headquarters (see page 78).

ulToxt Provided by ERIC - .,
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.  There 'is.an obllgatlon to report suspected Chlld
abuse and neglect. When you report it, you are

. . » not turning in" a parent or even just protecting -~
N a child--you are helping tQ save a family. .

, wSpeCJ.al education campaigns,can also be, started--dlrected
~ to 'phy&icians, for example, to téachers, 5001al workers, law

* enforcement offlcers. g
’ Mass medla is your primary means of publ(gtgducatlon. ‘
Media interest in the subject can be channeled to construc- ;

tive adtlon.' Suggestlons for' gettlng media® cooperatlon in-
clude: Tt e .
. . ’ 3
\ . Arrange TV/radlo interViews and panel dls— . *
. cussions with knowledgeable, interesting -
. ) paxrticipants.

3 °

.. Make a good film available to a telev151on e
station. ) i : :

.
v

-,
. T, L ¢ 4

. . . Provide the media with bacKground informa-—
v . + tion or a story giving the facts about . * :
- ' chlfa dbuse and neglect in your area. *

. * Detail the resources ‘available to help
families in distress. Furnlsh feature _ o
stories, ox facts, on what is beind done ‘ p
now to deal with child abuse and neglect - -
. " by your agency, as well as others. Let . S .
' _ the '‘public know that there ‘are many suc-
cesses for every tragic failure. Case
: histories .are- always intéresting--and
effective. A photographic tour of agencies
might -be approprlate.

¥

. . " Suggest a feature story on some unusual :
. v organization such as Parents Anonymous. .. - ,
. ) . 1 5
o * . Suggest a series of stories 1llustrat1ng ) .
) the involvement of other groups, i. e., Lo '
teachers, social workers, physicians, law : ' ‘
inforcement peoplé. .

> .
. -

.
-~ s

s Tragic events sometimes provide an opfortunity. to get
badly needed action. The ZOtate of Texas affords an excel-
lent example of this. Stirred by a case of child apuse and -
the resultant widespread ,public concern, the Governdr of Texas“s

P . .
- | . . N
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-

created an Interagency Task Force on Youth Care and Rehabili-
tation. The executive order included a mandate to the Texas
Department of Public Welfare to create a program for the pre-
vention of child abuse and neglect. Through the use of unex-
pended” funds, the following weére accomplished: -

. implementation o0f a public lnformatlon

campaign, "~ -
* > s
. addition of* 746 new social workers, and
. establlshment of a state- ~wide 24- hour
* hotline. ' "

Reéult Texas now has one of the best bhlld abuse’ and neglect
programs in the nation. \

Once again-4out of E}agedy, lasting benefit.

’ - -~ . N
- ® v .

v
Al -
)
- AY
.
- - L3
~
L}
’
- .
¥ .
= *
?
. " . & !
-
s . . -
LS
L%
. . e -
. a'
e I
- - 3
¢ PS 53
A
- » v .é
" -
R /\ ..
A Ly
/ . 2
1 ’ “?ir?l
o
.
{ !':‘;i’k*\%
kS
53
’ RN
. . # Ny
< 'y
5
N
. S
il
v ‘;"Q,.AQ -
. -
. .
- ‘ »
§ . s
.
» A r
I -
Y £ . T

P,



e

-

I
1
. |
VI. EVALUATING THE PROGRAM |

. o ' |
|

Sooner or later, this question will arise: . "What results
are we getting from our public¢ information program?" Some
folks in your shoes resort instantly to back—pedallng and j
fancy footwork. Other admlt sinlply, “We don't really know." »'i

Take comfort! You are not albne \ Last, year U.S. indus-
try spent something like nine billion dollars in ic rela—
‘tions activities. Very few &now what they actually go
return.

.

. ©

Advertising people are not much better off. Despite the
billions théy spend, few can pinpoint results. Retailers and
mail order advertiselrs are the exceptions.

»

" ) .

R. H. Macy, the department “store klng, used to say that
half of his advertising money  'was probably wasted; the problem

-was he didn't know which half. .

So measuring the results of public -relations activities |
is tough. There are things you can do, however. They will, .
give you some ‘indication, at least, of whether:Fnybody is
hearing you. ‘
v 1. If it is appropriate for your program,
include a telephoge number as part of ) -
! your message. e’ purpose of the call ‘ ) |
may be to report child abuse or neglect. :
If you want to avoid this, perhapg you
are calling for volunteers. - . 4 ) \

Keep track of the number of ca#ls. . ch—
pare it with last year's figure. This

will provide some hint of how well you

are getting through. . . )

ford it.) It could be a leaflet, booklet

or a summary of an interesting report.

The number of requests will provide some i

indication of whether you are reaching . /
. people, but only an indication.

: |
2. Offer something. (Be'sur@& you can af- ’
|

Unless your offer is most unusual, the SR
lresponseJW1ll be smail. A person may:

N o m

' - ' 46 .




be impressed by your message but not want
~the material. Or (s)he may never get
: around to sending for it. (How often has
v : - this happened to you?)

3 3. Word-of-mouth response will tell you some-

; thing. 1If an unusual number-.of people
mention your material, this is a good
.sign--but only a sign.

How it actually affects them i$é hard to )

get at. People are usually inclined to -
say the pleasant thing. The fact that

they comment, however, means they may

have seen or heard your message.

If you 40 not hear any reaction, it does .
L] not mean you are failing. Comments are o
the exception; most people have too many (
things on their minds to remember to say
anything. »

4. Telephone surveys to determine the extent
of public knowledge.on a 'given question
are another possibility. It is conceiva-
,ble that with the-help of an advgrtising .
agency, or. research. company, you could
conduct a small telephone surwvey. O
ThlS is apt to be costly,mhowever, depend-

- ing upon the arrangements. Ehvest;gate
2 .- the possibility of using volunteers. You
i ) must make enough éalls, &nd they must repre-
sent a cross section. Otherwise, the re-
sults can be misleading.

Bad research is far worse than no r search
at all.

5. Where approprlate, try to learn from people

o who have contacted your agency where they ..

. heard about you. S
Measurlng the results of vyo work, themp is .a thorny

problem.‘ You must try, however. ' The very fact that you do

try is. 1mport%nt. It will also help to mitigate unfair

criticism of your efforts., e

-

& ‘/ ‘. . e




VII. RESOURCES *

4
1

<

You ﬁey want to supplement yqQur library with a new book .
or article; purchase a fllm, rent a slide, presentatlon.

{
.

What £ ows is by no means a conclusive bibliography ofi
matérials related to child abuse and neglect and public educa-
tion: Rather, it.is d selected guide to current books, films,
video tapes and cassettes--the "additional “resources" you may
want to use with your other public, awargeness activities, or for
your own 1n¥ormat10n. :

At the end of the chapter you will find lists of organi-
iétlons which supply information and materials upon request.

‘ .




Aruitoxt provided by Eic:

VII. * RESOURCES

3

It}

~

Books

.

Films/Filmstrips

-

Radio/TV Spots

o

.Slide Presentations

.
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. , ) BOOKS, ETC.”. . . B :
: . . w - .
. -Worth Reéding‘bn Writing R N ) o ]
N . . v ) - . :

R . -

. : You will markedly 1mprove your ‘writing if you read elther

of these. Both are well worth your time -- and the cost. ; “%g
‘{ -~
. . B o
The -Elements of Style . . o
\ M v
. ‘% . .
- William Strunk, Jre, with, revisions, and an introduction
and .a new chapter on writing! by E.B. White. )
- The MacMillan Company. ($6.95) ' " :’ i
. . L SN {
Y On Writing Well '\\\\\ y ‘ .
‘William Zinsser . ’ a . ’
n ¢ “ .
e _\ : ’ - ’ \. s . > -
O - .Harper and Row. ($6.95) - . ‘ <, . 1
e Y .
* . . . And on Public Relations - - ST U
. : . &
J . fa.

.Ayer Directory of Publications

-
All newspapers, magazlnes,

. periodicals?publishéd in the.

U.S., with names of edltors,

: R : publishing circulation, ‘ad-
. L vertising rates. de mechanical
‘ . .. R qspec1f1cat1.ons?’”
. ) u .. ° “ \:"3%“ ‘N‘QE f{«f\\n -
) Aygr Public Relations and Publlclty S ! !‘ég
;77 “Style Book ($9.95)- . o SEN 7
>
_c’ s P .&)

:Ayer Fund Raising Dinner Guide .($9.95)

JAyer Clossary of Advertising and Related
- Terms ($8.90) . " 5
- ’ , o ‘

" All from:

Ayer Press

, .
s . ¢

: 210- West Wasﬁington Square
s o Phlladelphla, Pa. 19106

e
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Bookb, ETC. . . .° Cont. ™ -

. - )
- N ' . ~
- 4

' Handbook of Public Relations ($13 80) ‘ Lo

__Ji Stephenson T - e : .

_McGraw-Hill Publlshlng Co. .- -t

aChecklist for Preparing an Effective ) '
Printed Piece.-($2.00) e

a” : C ~ '
;/ -;jﬁss6bia€ion Management (Vol. 25,.Dec. 1973, . .
P.- 28-31) S ~ o

¢ - —-—

" - 1101 16th Street, N.W. L
o Washington, D.C. 20036

Editor and Publlsher Syndlcate Names and addresses of
Directory" . newspaper syndlcated
’ } . . S - feature services.
830 Third. Avenue . . < s
- - New York, N.Y. o ~
¢ L - . . . : L
-  .«Editor and Publigher's Yearbook Publishers and publica-
< . tions schedules of news-
830 Third Avenue : ‘ papers and Sunday
New York, N.Y. ‘ supplements.
- -Worklng Press of the Nation o Lo -
National Research Bur&éﬁA Inc.
5424 North Thitd Street . * '
. ' Burlington, "Iowa 52601 - - - -
Cx ;
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R S " FILMS - LT )
. Name: | SECOND CHANCE «

-Subjéct Matter: The use of a mother—bank (use of substitute
. - mdthers) program in the treatment of maternal
deprivation syndrome is described in this film. -
" A deprived’ 22-month-old child is seen through
the period of hospitalization at the Children's,
‘Memorial Hospital, in Chicago. The profound
¢ ’ effects of the lack of emotional caré, the child's
. defensive reaction to mf&ltreatment, and her im-
. provement after therapy are illustrated and

explored. v e
Producer: ° Roche Laboratories/Association’Film
680 ‘Grand Avenue, Ridgefield, N.J. 07657
Available ‘ : © Y
Through: Ms. Barbara .Hopper ~
) - . American Medical Association
i . 535 North Dearborn .
. Chicago, Illinoisn60610_
'Med;uﬁ: © 16mm ) ‘

.

Year "Produced: 1967

. ) o

Length: 12 minutes/ <i\ An/ = v

R ;

Color or b/w: Cdlor’

Re%kal/Purchase $10.00 per day or 2 consecutive days;

3 ost .,320.00 per week plus $.50 for pd%%age
Equipﬁent. . ¢
: Needed: 16 mm sound.projector : '
. \ .
Name : FRAGILE: HANDLE WITHWARE

Subject Matter: The film opens with a long scene of a hearse.
driving glowly through a cemetery. The narrator
(Bill Cosby) talks -about children, their needs,
their frailty. Famfly and friends gather by

the side of a very small grave next to a tiny
coffin. We hear the mother's voice descrjbing

" . - the circumstances which lead to the child's

) death, and the.subject of child abuse is intro- '
\X duced. - .

L3

- . A young ‘woman, a single parent, explodeéfwith
anger at her eleven - or twelve-year-old daugh-
. ter and beats her savagely. Im talking through
o ' \ her problems with a social worker, it evolves
.[]{UC" Y that ?er anger springs from her frustration at

o
' } :‘: = :) 2 —\c;‘




Producerg

Medium:

@ 4

Year Produced;

L

-

lLength:

Co;9r or b/w:

Rental/Purchase
Cost:.

Equipment

- Needed:

Name

Producer:’

Distributor:”

wll Toxt Provided by ERIC

'I:R\(]

S

49,
Fragile: Handle With Care .Cont. .
\/ . Lo >
her c1rcumstances, and from hex reaction N

against her’domineering father. Therapy
‘"puts her on the road to restoring her re-
latlonshlp with -her daughter.

International Order of Foresters
170 valencia Street, San;francisco, Calif. 94103

16 mm : - , Y
1974 : ‘
26 min.

Color : e

9 [ -

Loan without .charge : . .-,

J‘mm Sound Projector

[ |

WAR OF THE EGGS : ' 4
. N \

A young, middle-class touple (played by well-

known professionals) with a troubled marriage,

has broken into an -ugly fight over thiaburning

of the breakfast eggs. The shouting kes their

twd-year-old son cry hysterlcally, and the en-

raged mother shoves him “down a flight of stairs,

critically injuring the boy. The film opens in

the emergency room of a hospitaly where the

parents have takegyhlm for treatment. While

waiting for the child to undergo surgery, the

couple is confronted‘by a physician who prqbe$

the cause of the injuries. They initially seek ;

to disguise thedr complkex severe personal and

" marital problems, but eventually the ‘wife's un- .

happy childhood and the husband's rigjd per- *°
sonality are exposed. They accept responsibility

. for harming their son and recoghize their need

for professional help in overcoming the destruc-
tive elements in themselves and their relationship
which have resulted in abusive behaV1or to the
child:

d L] . -

Paulist Productions %%/ -

Association Sterling Films
600 Grand Avenue, Ridgefield, N.J. 07657 .

oy )
M »
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Medium:

"Year Produced:

.Length: K

Color-or b/w:?‘
. ’

Rehtal/Purchase
Cost:

'Rental.Perioaf

' Equipment

Needed:

Neme: -

,Subject Mattert

'

Producer:

-

Medium: B

o _
Year Produced:

~
-

War of 5;2 Eggs Cont. . : t

o

v S
‘16 mm, ' oo o
1971 Cooe C
26 1/2 min. Lo T . )
':Both . ‘ S S
Reftal: Color $18.95/da.; b/w‘§12.95/da. ) /2///
By day f ) B | ' h{)‘ |

v

16 mm Sound Projector .
“ RS
&

DON'T GIVE UP ON-: ME'

£

. The, £ilm follows the case of‘Barble, a young

mother -who has abused her 2-month- old‘daugpter,
from the time the .case is reported until it is
resolved, a year later. Many aspects of the
case ‘are seen’ through' the eyes of the young SO-
cial wWorker -- Carol. -- who is assigned to work
with Barbie. Barbie was put-+in a foster "home -

"as a child and suffers‘from-deep feellngs of -

.

rejection. She interprets her baby's efforts

to pull away when she's trying to hold her as .-
a form of rejq.Flon, and reacts with frustratlon
and -anger. hd . . . /7 ‘

A self-help group worﬁshop, the relationship
founded on trust’ and caring Barbie develops

with Carol, the assistance programs offered by. -
the agency (homemaket*, day care for the older
child) --'411 work to help the mother overcome',
her problem ojsabuse and 1mprove her poor self
imagde. ? : }

3

~ 4

Thé film offers an intimate view of one particular’
case and of the methods of treatment brought to
bear on it.

.
B3

Motorola Teleprograms, Inc. = SRR
4825 N. .8cott Street, Shiller Park, Ill. 60176

16 mm.or 3/4" U-matic Videotape g’f“ '
1975 i \ o ' C

28 1/2 min. B B S
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Don

't Give Up on Me

51.

Cont.

-

"Color or b/w:
RentaL/Purchase
Cost:

fRental Period:

. - I’} _

'Equipment <
Needed: :

*

Name:

© oy

-

“Producer:

.Distributor:

[

-

““'Medium:
Yeér'Prodqp?a:
..Length:

;§QIOf or b/w:

‘Rental/Purchase -

Cost'

VI:R\I:tal Perlod,

IText Providad by ERIC.

8

Color

&

Rental $50/Purchase $375

One week

-
-

16 mm Sound Projector or 3/4"

U-matic Video
Player ‘

CHILDREN IN PERIL ’ .
This is a documentary film on the subject of
child abuse in America. It describes the
problem and its scope, and providés informa-
tion for' an audience of the génefal public.
The reporter visits several agencies and ‘
hospitals around the country which treat child]!
abuse cases, including Denver General Hospital,
where Dr..C. Henrxy Kempe is interviewed, and °
Foundling Hospltal in New York, where Dr. Vincent
Fontana describes his approach to treating parents
and children. Judges and law enforcement personnel
—talk about the legal aspects of child abuse and
remedies sought through the court. The area of
"children's rights" is, discussed. And a young
mother talks about her experience -+ abusing her
baby, recognizing her problem, seeking help,_ and
being rehabilitated. - -

v

* . .

This ig a go&d[ ge i visual essay on the overall
- national problem 14 abuse, its victims, and
the type of programs seekirg to remedy the syndrome. =

&

ABCQBroadcaéting Co. i

Xe}dxtFilﬁs'
P.O. Box. 444, 1250 Falrwood AVe
Columbus, Oth 43216

16 mm . . A
19727 . . S A
22" min.
Color

PR . -

Purchase $325 _ i . .

[ ]
o




.. Children*im Peril Cont. 2 ’ .
's . , ’)
. v ot
Equipment 4
Needed: ' 16 mm Sound Progector ' T -
LA ) R ‘ . .
Name: ' CHILD ABUSE: CRADLE- OF VIOLENCE

»

Subject Matter: " A documentary on the etiology of child .abuse,
e pointing out the correlation between abused
children and criminal behavior, in adults.
Through interviews with abusing parents and
abused children, the film explores some of the
ways these parents can begin to relate to their
children in a positive way and learn how to react
to normal child behayior without becoming violént%

s,
., "

. ) . . . . ) - . g
Producer: ' Moterola Teleprograms, Inc.., for Bonanza Films
y J._ Gary Mitchell-
4825 N. Scott St,, Shiller Park T1l. 60176

Medium: : 16 mm or 3/4 U-math v1deotape , . \

Year Produced: 1974 ‘ Y

Lengfh; ‘ 30 minutes .. ) .
Color or b/w:  Color - ' ) ’
- Rental/Purchase SO ! o
Cost: Co '$50.00 pgr week regtal: $340.00 to purchase °
Equipment L ' = - Y
Needed: } 16 mm sound pro;ector or 3/4" U-matic f
. , v1geotape ' o , 1 \
1 ' . 7 ‘
114 '
. / \
4 b ; 1] '
. - - : )
N
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Name: . CHILDREN IN CRISIS .’ e

Subject Matter: This 5-part genefal awareness series.di sses
child abuse and neglect under the folIOW1ng .
. categorles

\
. 1. & Crlppllng D1sease
o 2. DLSClpline VersusrAbuse;

3. Who is the Abuser...Who, the Abused.

; . .
4. How Can We Tell . T
R .5. Treatment -and Prevention
. Co .~ Commentary for the 5 film strlps was prepared
by Vlncent J Fontana, M. D \ . -
Préducer: - ' "Parents Maga21ne Films,. Inc.
. .. 52 Vanderbilt .Ave., New York, N.Y. 10017 °
Medium: . Film strip Vo ) . -
S 42“ Lp Recerd or cassettes .- |
Year 'Produced: 1975 ’ | , - .. : '
* Y ’ ’ -~ B -~
Color or b/w: ~» Color ‘ "
Purchase Cost: $58 CaSsettes/$4é 33 1/3 RPM Record 1
* Equipment ’ -’ : .\
. Needeg:
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Producer:
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’ Year Produced
Length:

tolor or b/w:

Rental/Purchase
Cost:

~Equipment
Needed:
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+ Subject Matter:

Produeer:

o

Medium: .
Year Produced:

a Length: g
Color or b/w:

RentaI%Purchase
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Rental Beriod:

L

juipment Co-
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Slide Projector g
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SLIDE PRESENTATIONS N

-

CHILDREN IN DANGER

-

-

‘Deals w1th child abuse as it concerns teachers , ~

and day care workers.

Texas State Dept. of Welfare -

Johg H. Reagan Bldg., Media ‘Services €enter

Austin, Texas T
H * ‘B

Slides ' ¢

(August) .
»

14 min. . - . ,

1974

Céloxr

$25 Purchase o ' >
n C H
Slide érofector r @

»

A SPECIAL' KIND OF PATIENT
Thls Lilm dlscusses various 1ndlcat10ns of child.
abuse and neglect such as untreated impetigo as
possible’ precursor “to neglect, and some of the
typical forms of abuse (e.g., cheating, kicking,
bruising, stabbing, slashing and suffocation) .

~—

Dy

Also covered are 1aboratory tests that should © -~
be used in making a dlagn051s;-legal\ev1dence and
requirements; how to report; and how the "MD can -
handle_his perspnal feelings when confronted with =
abuse and neglect.h* ’
Texas State Department of Welfare - - ’
\ ' .
Slides T,
1974 (August) : ¢ .
\ 4 ¢
.12 min. ~ . R o
‘ * B . - -
Color™ Lo -
~ ) - I :
" $25 Purchase | S0 : ’ e - 7 ; .

\~

. 24
, e .. . . ¢

; : ,
o ‘ . S «
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Producer:
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Year Produced:
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Coler or b/w:
"Rental/Purchase
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. PRI
Slide Presentdtion$’ Cont. -7 é;
~ Cats -
R 0 ‘ .., - ¢

A SIMPLE CHILD

i
» Lo . s B , ~

”

The reality of abuse occurring ,in middle-class./ =
families is stressed. Feelingd leadlng to

abuse are common in all human. éxperience. :The
"hotline" is presented as a suggested success-

ful intervention modality. Discéusses what parents
can do. to help themselves when they recognize

that they may have abusive feelings toward,their
children.

Texas State Department of Welfare

.

Slides
* 1974 (December)

15 min.

- . ~

Color

.

$25 Purchase s

3

Slide Projector .

! : - 5

WEDNESDPAY'S 'CHILDREN

Title comes from the children's verse, "Wednes-
day s ch11d is full of woe." vVarious forms of .
,Chlld abuse .and neglect including poisoning,"
exposure, confinement, and exploitation are dis-
cussed. 'Discusses what the Texas Department of
Welfare is doing to alleviate the problem; its -
new procedhres and new personnel. It addressés
, the problem in termé%?ﬁsTexas law. B

Texas State Department of Welfare
Slides * _ o . 3, -
] * v

1974 (Segt%mber) '

- - 'Fw'h?,\, o g T4
- Length.u" VIS e _
' Color or b/w:  :Color ) o . .
z ) - : ' “’ -
Q" 3ntal/Purchase . , . o 1
[!ng:Cost S, $25 Purchase - '}9} '

\
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# Wednesday's Children (cont.) - N -
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Number/Length:

S .
Purchase Cost:

Texts'

<

-RADIO .SPOTS
riw : Ir:} . N v
g(w ‘x .
Dept of'Health, Education and Welfare .
‘ National Center on Child Abuse and Neglect
P.0, Box 1182
Washlhgton, D C. 20013

4 - 30 sec. ; 1 - 60 .sec. .
(1 avalleble 1n Spanish) : i

No; available for distribution until Fall-1976.
oo LM .

i

"EMERGENCY.ROOM"

Baeiaround sounds of emergency room hubub;
distant sirens, loudspeakers, etc. This, coh-
,tinues throughout the spot.

Narration:

Doctor# Age about 18 months ... there's a

. fractured left. finger -- hold his
head -- possible subdural- hematoma.
Intensive care immediately. I'll be
right up. :

e

Nurse: Medication Doctor? .
1
Doctor: Not yet. Alert surgery.

te T e 4 g7 um + B
,

Nurse: Right awaygs '

.
!

Doctor: Now Mrs. Evans, how did this happen2
Paren%%‘ He fell from his Righ-chair.

Doctor: But, Mrs. Evans -- isn't that what you
said”the last'time9

" e

Narrator: Two thousand Amerlcan chlldren die from

neglect and abuse every year. So if
you don't think it's a problen, perhaps
you'd better think again.

' P

&




RADIO SPOTS Cont. ,

""A MOTHER SPEAKS"

Narration: .

Woman: The hardest thing- is the isolation. .
) T- mean; I'm-here-with my kid all--daw. Alone.
‘and he can't talk to me. All he ‘does is cry.
‘Sometimes I want to hit him. I know he's
hglpless, but so am I!!

3
So I get angry ... and I'm afraid of what
I'll do...

Narrator: Being a parent is one of the toughest jobs
in the world, but taking, it out on your
child isn't the answer. If you heed help,
call us. -

L 4

"Z,QQO CHILDREN"

Narrator: In many ways we're lucky. Things cthat .
) used to kill thousands of our children
P " « every year -- smallpox, polio, scarlet
fever -- science has,given us cures for
most of them.

i 7 " But ‘one of the major killers of chlldren

T T ' 1§@someth1ng that science alone can't cure. f?
i - It's Galled child ‘abuse. ) -
3
{ \ Last year, 2,000 American children d1ed from
K . abuse 'and neglect. That's six children a
. ’2 . N 3 ) day . § . . cv’_ B l
q ) . h |
i ‘ So if you think it isn't your problem, R
. I hope you'll think again. . '
”: ) . 1
"CYCLE" . T

. & -
Narrator: Children who are neglected and. abused carry
scars for the rest of their lives.

<
1

c Some of them may even become criwinals. ’‘But
w ! - ' the damage doesn't end there.

. For abused -and neglected children are those

most likely to become neglectlng and abusing
} ‘parents.
|

1

, e . \
. 62 A cycle'. . ., not’
rather a cycle of

cycle of nature, but
uman failure. »
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-.&\\// . RADIO SPOTS Cont.

*“Cycle" (cont.)
L3 . - . 4 w .

. : And only your awareness of the problem,

and your concern will ever break it. -

- -

"TESTIMONIAL" - 60 Sec.
l' - ’ ’ > . .G ' ) ~
Former
Abusing ° -
d Parent: 1It's rage. .It's blind rage.

You know it's, a baby, but the rage is so
e great that you stop thinking.

You stop behaving as a rational being...
and you want to strike out...
you want to stop, the incessant crying.

you know-that there's something wrong...
you want to do something to help and you
_ ‘ -don't know what. -
It means a lot ... it means a lot to all
of.us to know that there!s somebody there -
. who can help .
. I know of specific instances where help
. being avalilable has prevented severe
damage to a child. . s :

4

Narrator: As thi§ man knows, the problems of_ being
K o, a parent can be just too much to handle
. all by yourself. If you need help, call

At us’.

o r: o . 2
(NOTE: - Each, has 5 seconds open.at the end for a local tag.)

. - 2
. . - . -

B}
.o, - . -~

- . 7
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‘Producer:

Number/Length:

Purchase Cost:

[« }

o

BEN
o oy

RADIO SPOTS ‘Cont. . _ v N ,m?‘ae?'
HEW/SRS ’iﬁf{}ﬁ
. . : .'wi'::‘z,f,' p
- ) - . « ‘ }_& gy’
Dept. of Health, Education -and Welfare JEE
Switzer Building - ‘ SR
Washington, D.C. 20201 ' \Qﬁiﬁéﬁ
N - . N Fox
_ &%
1 - 60 sec. o, ’
:z’i:a.
Free P i
Sound: Door Slams ’ R SR ;. o
Child:’ Mommy, I'm home, I'm home! : ’ ~
Mother: :, (Groans) T . . (
. ) . - .
child: Wake up, Mommy! ' o
Mother: (Gradually coming to) ©h, no ...
- haven't I told you to be qulet when you
come home ... ' .
)
Child: /But, Mommy, at school today,ﬁﬁe‘}..
. - . -
T “
Mother: (Awake, with anger intensifying) I
thought I taught you a lesspn yesterday. \
— v ‘Well, maybe this'll help you to remember. \
For good' B s
“ . i
Sound+: Slappingiln and Under Child's Outcries ™
N A
Sound: Crashin§ Furniture Followed By Heavy ‘Thud
Egﬂbot_:her: Susie, say somethlng, Su51e Please.
Oh no, your head! What have I ‘done?
Sound: Cross” Fade Into Ambulqgge Siren, Hold
Siren in BG Under Narrafion .
| B9 ~:
Narrator: Lots of parents. don" £ really mean tow =
hurt the children they love. Sometimes’ -
. they can't help it%%'Yet, the scars can
: . be there for life . on the body, or on
: " the mind. _In either case, they might
have been avoldedﬁ? For help is available.
Available to paﬁgn ¢ in whom tension has
reached the danger, polnt .If you need
help to keep f;om abusing or negleéting
. Yyour child aﬂgerhaps irreparably ...
take the flrst step Contact yeur lo-
o, cal department ofi social services. Take
, that step now ... before it is too late.
Sound: Siren Up Momentggéay, Stops Abruptly. -

H4




’ &u%ber/ﬁength:

-

»”

Purchase Cost:

[

_Tallahasgee, FlqQrida 32302

RADIO SPOT® Cont.

-

Franceschi Advertising - (<’//A\\

107 W. Georgia Street
P.O. Box 1173

-

3 --60 sec; 3 - 30 sec; 3— 10 sec.

$500 - $700, according ig market size

e’ .

o < S, .
‘"YOU CAN HELP" - 60 sec.

"Who. would beat a little child? Last year
thousands of people -throughout Florida did. \&
* N ~

They beat them, starved them, tortured them,
raped them, neglected them and- even murdered
them.

Al
A

These parente are, sick. And their chﬁldren‘need
help desperately. Now you can help. '

If you know of a case of child abuse, call us
toll free ‘any time, day or night. Call Chil®
Abuse - (800) 342-9152.

You could save a young life."

R

"Who would beat a little child? You'd be sur-
prised. Last year more than 19,000 children were
beaten, 'burned, abused,; neglected, raped, starved,
tortured, abandoned and murdexed

"YOU COULD SAVE A YOUNG LIFE" - 60 sec.

In most cases, parents were the verylpeople who
abused their own chlldren.

These people are sick, and their children need help
desperately. That's whereﬁyou come in. We're
working on the theory that somebody, somewhere.
knows about almost every child who 1s abused or
neglected. . N .
L d . /’\ .
If you're that somebody, it's important that vou
tell us. And you don't have ‘to get any more in-
volved than making a phone call. Call- Child Abuse
toll free, .any time, day or night, (800) 342-9152.
That's .Child Abuse, toll free, (800) 34279152.

_ You could eave‘i‘zofzg/life."
, 1)

-

/]
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* * . RADIO SPOTS Cont.

gp' Franceschi Advertising (cont.)

""NUMBERS" -~ 60 sec.: ' 4
- -

3, @ Y . :

"Here are some numbers we think you should know:

)

Sexual abuse 523

5 . Beatings ¥ ) 2663 ~

L Medical neglect . . 1115

: Abandonment . 844 ,
, Unattended : 4169
Broken bones (fade out) \

T?isxis not a casualty list for Vietnam.. It's a
.list of actual reported cases of child abuse in
Florida.” Last year over 19,000 children were
- beaten; battered, burned, raped, starved;
b///'&tortured, neglected and murdered. : =

Who would hurt a little child? You'd be surprised. ']

. If you know of child abyse, call this number any.
time, day or night, toll free, (800) 342-9152.

. . You won't have to:get any more involved than a ,

L phone call. (800) 342<9152. .- .

You could save a young life."

o -
»

"LIFT A FINGER TO SAVE A CHILD" - 30 sec.

) You could save a young life. Rf you know of child
abuse, call (800) 342-9152. - -

Hift a finger to s?yé/a chilga."

fA\\ “ ~-Background song:

. -

-1

"Hold the children in your arms. Only Yyou.can .
keep them safe and free from harm. Keep them -
warm ..." - - ) - .

Tom

19,000 CHILDREN" - 30 sec.. . -
"o "Last year over 19,000 Florxida chi;dren Wéfe
beaten, burned, neglected, sexually asfsaulted,
. tortured and murdered, mostly by their parents!

- You can help these children. Cdi%’Child Abuse, . - !
- toll free, day or night, (800) 342-9152. - —

_‘ . _ T3 . .
Lo o

i),
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’ RADIO é&x;g;/ Cont- -

Eranceschi Advertising (cont.) B ' ’

*

_ ! - - "' . B . B ‘ ) .
19,000 Children" cont. e

k)

Lift a finger to save_a child" _ .

: Background Song: o
"Only you can keep them safe and free from harm.
Keep them warm. o . .

"you'D BE SURPRISED" - 30 sec.
"Who would hurt a little child? You'd be surprlsed.
Last year :in Florida more than 19,000 little child-
ren were beaten, burned, tortured, starved, raped,

a . neglected and-murdered.

/ . '
) : These children need help. Call Child Abuse .
Tt (800) 342-9152

s !

You could save-a young life.” ' ‘ ¢

Background Song: ' ’ .

‘e ! i e
"Only you, can keep them safe and free £from harm."
. B i ’ L

‘ :
! : ;
i

~ "REPORT CHILD ABUSE! - 10 sec. -

- " "over 19,000 Floridaichildren were abused lagfx‘\\T\ ~
. ' year. Repprt Chlld abuse ° Call toll free = ° . .
é : (800) 342-9152. | N .

% "CALL TOLL FREE" - 10 sec.
} °

/ I} . 5 ]
"1ift a’finger to save a child. Call Chlld Abuse,

@&ﬁ ‘ ) toll free, any time,f(800) 342-91%2. o {,g" q
’ v i
You could save a you;g life." .° a R f o
.‘q . ?' ,o-' ° . ° o ,G°° %
- C "WHO' WOULD HURT, A LITTLE CHILD" - 10 sec. 7 1 ‘
’ < "Who Would .hurt a llttle ;hlld7 You'd be sur- Eg -

prised. Call £hild Abuse, toll free, any time,
day .or nlght, -(800) 342- 9152 " ‘ ; . s o
o . - / M ° - & &K

ErﬂfThe;;gspots~ean%&e«aﬁ#xmaﬁedfor—useln_areas_other;fhan_wff_
: O 7 Floida Ve
]:R\(: . by | ’

\
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Producer:
Medium:
Number/Lengthn

Color or b/w:

L

Purchase Costy

Equipment
Needed:

Description:

64.

¢l

TV SPOTS

.Natlonal Center on Chlld Abuse and Neglect
P.O0. Box 1182 - -
Washlngton,'D C. 20013

16 mm film

4 - 30 sec.; 2 - 60 sec.
(2 available in-Spanish) -

3 - Color; 3 - b/w

-
Not available for distribution until Fall-1976.

¥

' -~
. ‘ .
16 mm Sound ProYector

"2,000 Children" - 30 sec. .

A view of a playqround _filled with children,
sounds of shouting and Iaughter. A narrator
names several of the diseases which have tra-,
ditionally caused the death of children, and

for which modern medicine hals developed vaccines.

Child abuse, however, is one childhood killer

®

that science alone’ cannot cure.

The scene

dissolves to an empty playground.

Sllence.

The narrator says that 2,000 children in Anerica i

died last year from abuse and neglect, and that
only people can help. "There are ways
help and get help . . ."

"éolicky Baby" "~ 6Qeeg oot

The scene is a cluttered, ill-kept, middle;class

house. Wind and rain pound against the windows
outside. You hear the, squalling of a aby,
obviougly in real physical di3tress. - The soaked,

exhausted husband,arrives home-late from work, to
find no supper- waltlng and the house a mess. He
launches into a tlrade at hlggylfe, who pleads’
that she doesn't ‘know what to do about the baby's
illness, his ‘continued crying.. The stress builds.
He yells that he s Ysick and tired ofvher using
that baby as .an’ excuse," and that he knows one
way to make "that baby:- shut up".. A freeze frame
as he pushes past her tioward*the" baby s room,
over the mother!s screams of. protést. (The tag:
"When everythlng goes wrong, don't take 1t out jon

‘,#G'glve
(Available in Spanish) =

-,

"7rﬂ=ye

your child:

~-Call us for help ")

"Thrbe Chlldren Ahpne" - 60 ‘séc.

’

-01d girl foliows her §;year-oId brother

- )
a

‘o
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TV _SPOTS Cont.

j 5.

‘\A"Three Chlldren Alone" (cont ) .

, o . :
) aimlesély from room-to room in a middle-class
home. _There is the sound of an infant crying -
in the background. The children go into the
kitchen to find something for the hungry 4-year-
old. Dishes are piled in the sink. The carton:
of milk they take from the refrlgerator ;\jneariy
empty. *The;older boy goes to pick up and try -
to comfort the crying baby. The girl begins to
play with matches in the kitchen. The spot ends
with the oldest child desperately trylng to feed
and care for the family. The message is that
emotional neglect leavea,scars—-scars on: the 1n-
side. .
: §
"The Crib" - 30 sec. ) o
- j ke .

A room, dark but for a nlght light near a crxb
The camera moves around the room, focuding on
scattered toys and other objects typical of a’
child"s room. Voiceover of a disfraught mother
talking about her frustration at having to cope
contlnually with the baby's needs, while her ogp
go unméet. "I get so amgry... afterwards I'm _
scared of what I've done .and ashamed ®* fThe
message 1s‘that‘help is avallablq when you need
it. Don't. be‘éfrald to seek h%}p (Available
Ln Spanlsh) )

e : . . e
"The Famliy Album" - 30 sec. ~

. As a- handiturns the pages of a family album, you
gee a snapshop of a pregnant mother, a newborn'
baby, a toddler, a pre-schooler. The voiceover
describes jthe kinds of neglect which can aris
from poor prenatal care, poor nutr1t¢Q§>for the
child, lack of regular medical attentiopn.  "Every
year hundres of children die accidently," because
they were?left unattended. A page turns and
there areino more photographs. The message is
that many injuries and deaths to young children
can be prevenped through information and proper .’
care. _ s & . "

4

g {
."Children“s Drawings" '~30 sec. . “

. <.

A serles*of chlldren s draw1ngq, beglnnlng w1th
-cheerful plctures and ending with a drawing re-
-flecting the distorted self-image of a.neglected
child. The narration describes neglect, both *
physical; tand emotional, and the permanent scars N\
it ¢tan léave on a child.

, ")f). ot '

o




’ N , T™V SPOTS _Cont'. . . 3

* ' [} ’ - ! ’ . PIM 1
0{ L= f L 7 §

3

3

¢

i

L

Producer: ' Governor .S Coun01l on Human Resources |
' State Capltol Bualdlng 1

Bismark, North Dakota 58501 -

. Available from: WDAY-TV j
e L - S 207.N. 5th St. , Lo
R . ~ Fargo, North bakota 58102 } ,
’ » R > : §
Medium: - K 2" Video Tape ) < L - ;
« Number/Length: 5 - 30 sec. ) ' |
¢ . A vo. 1} :
Color or b/w:- Color. . T N f
bt . o ’ - o |
_ Purchase Cost: $50.00 | - S | |
- xS i ’ .. 4
Equipment s s : LA } |
Needed: 2" U-Matic Video Player, ‘ _ ; |
! i .
Description:, All of these spots promote general publlc aware-
DR o ness, and do not gmphasize reporting. They use .
e animated still cdlor photographs with music.
. ’ ! s ' i
° o One spoé'deals with emotioﬁal‘neglect -- "For
) many children, loneliness is & way of life..
) N o they are emotlonallyrstarved cee loneliness is
’ frlghtenlng ... a.form of child abuse." The 1ast
) ' ‘ photograph is of a grandmother and child. "Child-|
’ C ren need adults -to be with them." -. .
) A seconQ spot asks, "What's it like to be a child

and live in a world of giants?" The plea is to ;
be a kimd and protective adult. "Remember, a ;

e . giant cdn hurt a child easily without really
- wanting to." The last shot is of a father and a j"
. small sgn "SO please be a kind giant." % S

e

A thlrd talks. about‘"troubled chlldren, victims o
phys1caﬁ, sexqpl and emotional abuse." Abuse
-~ occurs even thdugh "most parents ‘want to be good
o . parentsiL" The*final pﬁbtograpm is of two’ beamlngf
! toddlergh and the megsage is that "every child is" .
) everybody's child, and children need protection.") kt
. o : . oo
, : * The fourth spot opehs with,a picture of a little ’
- o child staring into space. The voiceover says
. T, e that "c ild abuse causes children, ‘to grow up hurt-
A . ing." 'A photograph of a young Wwoman, then of
; another. ' "Child abuge and neglect causes people
. ~; to steall,. to lie, to get even, "and it hirts you, ™
- R T and me,{ and ‘the rest of society." The implied.. ‘
- 5 - messyge is that today's abused children. will be o
. , tomorrow's criminals. 0. . .
. i .. (e ;

. . . . .
? L - % cd - =

1

% ! - \




Producer: *

Medium: .

-
o

[y
v

’ qunipment
Needed:

Deséription:

Number/Length:
- Calor or b/w:

Purchase Cost:

' message:

. The, third spot usesfa 51ngle Stlll ‘picture of a_

. child abuse.

. : |
TV _SPOTS COnt.

¢
/ . ) 14
3 .

Governdr's Council “on Human Resources (cent.)

4 ,
|

The fifth spot acknowledges that "belng axparent

can be rough," and urges understandlng.between .
parent and child: "Try to accept patents as’ -
people and children as individuals, all with

needs and feelings and idea§."" The spot ends

with a photograph of a happy ‘family group sitting

in a circle on the grass. -

L]

Ad Club-'II .
P.O. Box 18907% ‘,
Atlanta, Georgia 30326

?" Video Tape
4~ 30 sec. ) |
2 Color/2 Black and White

———

‘Not prepared to prov1de duplication and dis-

trlbutlon

2" U-Matic Video Tape Player .

All of these spots place a streng emphasis on
reporting.

.
7

- In the first spot the camera slowly pans a shelf

of .bodks; toys and objects that clearly spell
a child's.room. There is a peculiar, noise in
the soundtrack, the source of which becomes

"apparent when the camera.-moves. to a boy 51tt1ng

oR, the floor striking matches. The message , 1s
"Child neglect. It could, scdr a kid for llfe

In ‘the second spot -~ the only Sne-in color -

an older couple hears the sounds of beatlng and

a child ¢rying, "Don'k! Stop!" ih a.neighboring .
apartment. The man resists getting involved, but
shé insists "I have to call for help."' He re"
lents. "Alright.{ Give me the phone book." The- - ..
"Child abuse. If you know someone who's
abu51ng the1r Chlld you can do somethlng about
ikt : .

]
\d '

girl's face, and the camera moves closer and
closer jinto her eyes.
She's too afraid or ashamed to say
anything about it. Child'abuéé\ You must do , ...
someth;ng about,;t ('] = R

-
¢ /\ o

| : ' ) ~

. "this girl's a victim of .



‘Producer: -

»
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Medium: .

]

. R

Equipment
Needed:

... Description:

. TV SPOTS Cont.

"' . Number/Length:
Color or b/w:.

Purehase Cost:

oo

Ad II (cont.)

, The fourth spot. A still photograph of a boy

looking out a window, and again the camera_ moves
.closer, into hi¢ eyes. The voiceover talks
about severe child neglect. "His %arents leave
him alone for days on end . e Don't let (tnese
children) down. Thelr parents already have."

‘ -

The tag line on each of the spots is "Child abuse-

It could scar-a kid feor life,", (The first spot
supbstitutes "neglect" for "abuse".)

e

- KUAC - TV ’

University of Alaska " )
Fairbanks, Alaska 99701 "

Video cassettes N

b nd

2 - 30 sec.; 3 - 60 sec.

Color

'$73¥00

3/4" U-Matic’ Video Tape Player AN
4" ‘

¢ ]

The objective of all five of these .spots is
general public awareness, and the messdge is
to get involved ("to get help or to give help,
call "). Each spot presents the problem
of child gbuse/neglect from a different point
of v;ew (the neighbor, the ‘mother, the-child)
and the'voiceoVer is in the: first person.

One spot: on neglect shaows two chlldren (ages 3,
and 6) lel‘\\lone in thé house all day.

In another,.a man making a-sandwxchvln .the -
kitchen late at- night hears the 'crying ‘of an

infant next door, remarks, to higpself that' the - -

child always looks underfed, and wonders if she
gets. enough,to eat. He says, !But that's none
"of my business. Or is it?"..The message is to

getvinvolved. e LT L e

= -

.
- S :,‘-1

A_.small boy draW1ng a plcture of his mother tries

to reconcile his mother's striking out at him

with his desire to believe that'she really loves °

him. The objective”is to.sghow the emotlonal'
-effects of abuse, . (< _ R
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., Purchase Cos

‘Equipment
‘Needed:"

/' Description:

*

t: Pree~+{ﬁ\&ifiiii quantity) IR . - "
. , . ‘ -, - T

) )
v _"f . ‘ . ‘ '
A .

“69.._ .
TV_SPOTS, Cont. :
- v ‘.
KUAC - TV (cont.). ' . .

* - ¢ —-—r
- - -7 e *
.
s . >
. B P s

A woman rocking in a chair voices her fears at .
. . being alone, cut off, and of lashing out at her-
children in frustration and anger. Shows the
preasurés on.an isolated parent. '
A young Esklmo boy struggles to understand why his
mother vents her hatred of her stepfather -on him, .
when /he doesn' t. resemble the man at all. "How can
I‘lgok like him when I'm me?" . v

- :" ~ .ot - . B o e -
' 7 Producers’ HEW/SRS, ' S ' o
’ . Dept. of. Health, Educftlon and Welfare
) . Switzer Bulldlng o s
- . © Washington, D.C. 20201 o . .. .o
Medium: o6 'mm film L, g
A dembef/Length:- 1 —-60 sec. K ‘ R - . o 4
Color or. b/w: Coio: L e h T ,

a

P -

16 mm Soﬂﬁd Projector

A little girl and her mother,” playing together
in a field of yellow flowers.  In the voiceover,
the mbther says that love and affection are the .
. mo'st important things a parent can give a child,”
but that™™until recen#ly, all I could glve my . ]
child wasg bruises, abuke, and rejection." She - . *:
took out her frustration and anger on her daugh- p
ter. - The idyllic scené in the daisies dissolves",
to one of horror, as the mother savagely lunges-® * .

o

- at the child (the child is not shown)? screaming,
i < finally beating her with a pan. A return to-“the . .
‘ . _first scéne. "Parents who, abuse and neglect "
= s .- “their children need help. And help is avdilable,
s - help that can keep faﬁilies from coming apart.",
- ‘;‘f Help through SRS. ) o oL —_—
' Produéer: ‘.' .Queensg’ SPCC | ' R R — '

@ -+ ... % 161-20°89th Avenue '~ L LT .
5?& A . . Jamaica,.N;Y§;11432. L TR " o i
R SRS P . - S , .

' *'Medium; "1 16 mm film ~ T L < T . .
: nber/Length 3.— 30 sec;: 1- 60 sec. - - oLl o,

EKC ’ ' ‘

" ° * ‘ -y . ’ ° .
) : % / .




_Color of g/w:'

i Purcnase Cost s
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Equipment
‘Needed:
Description:
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. Purchase:Cost: .-

'Equlpment
Needed-

e CO'lér

A
[y

TV SPOTS Cont.

>
.
’

Quéens SPCC (cont.) -

.

‘Not availab}e for distribution at this .time.

.
%

T - : : &
e, - "

.16 mm ‘Sound. Projector

Thede four spots focus on public awareness of
the problem of abuse and neglect. ‘

One covers the cycle of parental abuse, through
the use of a young girl shaking and verbally
denigrating her doll in a “mother—daughter
scene.

One spot has as its setting a police pre01nct,
where parents are told their rights after having

killed their child.

-, ) 4

A thlrd spot;. on neglect, shows a young boy alone,

in an apartment He is obviously lonely, as he
eats, wanders around, and patlently waits for
someone to come home. Hearing'a noise, he rushes
to the door, only to find nelghbors entering
their apartment.

The fourth spot-gives information on the serjioug-
ness of the problem., In the background, you
hear the steddy thump of a punching bag being
pounded, as information on aspects of the pwsb-
lem is provided. During the entire spot, you

see .the 'fist constantly slamming into the bag.

\

';.<

Association of Junlor Leagues of Amerlca
825 Third Avenue ) v
New York, N.Y. 10022 o
16 mm film

L

2 -60 ééc,;f4~- 30 sec.
Color . .
. .

$250.00 (TV. and Radio Spots)

Ll

16 mm Sound Projector
] .
' “ R
fhege are 30 and 60 second versions of these
spots. A man inside a room near a window,
cradles hls head in his hands, _In the soundtrack

L {

-

-—




«?}3"

e

" Producer:

\ . Pt
.:Medium:

P -

Number/Length:

fColor or b/w:
‘Purchiase Cost:

Equipment
Needed:

‘Descriptions

. .second spo

R

" TV SPOTS Cont.

‘Asséc. of Junior Leagues of America (cont.)

his %oibe agonizes over a recent explosion of
temper wherein he struck out at his small
daughter.t The camera pans.to a doll on the
floor, limbs éklmbo. L

Facts and StatlSthS .on a child abuse and neglect
are given over film of children in a playground
slldlng, zmplng rope, plaging klckball in a

. <

A tear runs slowly down thé face of a young girl,
while a narrator gives 1nformat10n about child
abuse and neglect.

-

»
A young mother plays happ11y4w1th her baby on the
grass under a tree. ‘Statistics on child abuse
and negleét are provided in % voicegver:

-

All of the spots emphasize thatfchlld'abuse and

neglect oqcurf in every: community, -and that help

- 4

is available
hd 1Y

Texas State Dept.
John H.

of Public Welfare,
Reagan Bldg.

- Media Services Center

Austin, Texas 78701

1}

16 mm film

2 '« 60 .sec. ]
ed from Fraﬁbesoh?)

2 - 30 sec.;
(2 purcha;

-

M
,

v

Color

$50.00

¢

16 mm Sound Projector K

In .one spot a father. calls. for help after, ‘ ’
reallzlq he has lost control in disciplining’ ﬁﬁ%%mm
his son. Another shows a 7 or 8-year-old Chicano

boy walking down the street, turnlng into the
front path of ‘& house and ringing the bell --
deals with Texas* campaign to recruit foster
famllles for children in need. W0 spots use
stlll phptographs of abused or neglected children
in home settings with voiceover information on '
child abuse/Heglect --. the message is, "Lift a. |
finger," and get involved by *reporting suspected
cases oﬂ Chlld abuse or neglect.

)

.

%
L L
o s
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. TV SPOTS Cont. i
Vy —.__r —
i

] 2810 ArteSla Blvd. . . .
v Redpndo BFach Callfornla 90278

1
£

**Medium: vt lG:mm £ilm . ’ A

’.N%mber/Lepgth: 1 - 30 séc. ‘ l ;‘ . ' -

Cblor or b/w: Color. = N ‘o
Purchase Cost: Free to P.A. Chapters; $20.00 to other organi-
y zations.’ e :
S ] . ,
,Bquipment ’ ) -
7;Needed: 16 mm pfojector .o ’
- escription: ) This spotwshows a/%efles of everyday situations,

like a Haby spilling his food, which might trigger
a potentlally abusing parent to "lose his cool,
intercut with a Parents Anonymous group session.
The\objectlve of the spot 1s to encourage abusing

parents jto segkthelp,
;

: 3 -

ittt \iosmeast € v,

?roducer& odyssey | Institute 7# '%
N B . 24 West,;12th Street .

{ New York N.Y. .

Ledium: . 16 mm.f;lm_ o o

P - .l .. ) . t

- Producer: Parents Aﬂonymous . T g o
y j
yumber/Length: 1 -0 sec.

Color or b/ws ‘Color

| ' - 3 .

; Purchase Cost: $40.00 . . .

’ #F ’Fi’"’ . 0 : )
xEqulpment , 4 < o .

' Needed~ lG\mm Sound Pro;ector

A youn girl with bruises is rocking her doll,

alone in her room. -You hear the door opening _ .

and the voice of the mother assuring her male
companlon that the girl will be no trouble -

. "You don't have to worry about ‘her". Addicts g
N : ,are frequently dbusers. This spot is d1rected§ -

oo - to drug abusing parents, urging them to seek* {
! . - help for themselves and their children throught -
:
3

gDescription:-

H
i
i
i

Odyssey House, a drug rehabilitation organiza—}

a\tlon S , P
N B R . .

.
;i
¥
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TV _SPOTS Cont. °~ - o L
_iProducer: Franceschi Advertising
; - i i 107 West Georgia
i - P.O.;Box 1773 - , - :
Talll hassee, Florida 32302 iy
Medr,um j - 16 nérn f11m n

g Number/Length. é 530/60 sec.,

‘E
Colon or b/w: - Coldr

] L —g

Purchase Cost: $3S?0.00 - $5500.00, according to market size

. :(; - " ) ~ ; r'd . 4 hl

Equipment - ) ‘ Y. . ) é;_

Needed: , 16 imm Sound Projector

Descri@tion: Alg of these spots strongly embhasize re ting,

- - to ja statewide, toll~free child abuse hogiine
. The theme in each case "Who would abuse/neglect/

- . rape a llttle child?" and "Lift a finger to save
. \ ; a 1{1fe All can 1’ adapted for other-statgs.
60 sec. " Lt — .
s - - A three-year old girl sits on a couch in -a messy,
pbviously unattended. apartment.—She- goes- into
. the kltchen, turns on an electric blender, reaches
. for a liquor bottle and drops it on the floor,
- shatterlng it, lights a gas burner on the stove,
o and seconds later,” pulls a pan of hot grease off
the bu¥ner towards her. Freeze frame. "The narra-
_ tion meanwhiale describes \the dangers of child—
g ., neglect. Parents who ,glect their children may
. not do so-intentionall¥i They "need help to
-p‘§ “ strengthen the family un1t "

®

60 sec. o . e .
) ‘ The clicking of cqmputerlzed numbers, rapldly in-
dreasing on the’ screen, under- a series of still
L photographs of. sm111ng children's faces. The
‘ voiceover is a grim tally ofs the number of child-
T : ren dead on ‘arrival, beaten, bruised, starved,
neglected, etc., throughout the state of Florlda
N . . "last year" A freeze frame of a child'swfacg' -
o with a tear runfiing down her cheek. "These fire
not Just statistics. They are children ...
you’ know of an abused or neglected child, cal

» N . A N

( 30 sec, . ‘ '

- ¢

A shorter vers1on’of the spot descrlbed above.

.
- )




\\\\

i

o
}
N
}
Producer:
Medium:
Number /Length:

Color or b/w:

Purchase Cest:

Equipmet .
Needed: ,

. Description:

-

;o

60 sec.

" Franceschi Advertising (cont.)

Quick cuts of film of beautiful healthy babi
moying around, reaching for a bottle, creeping.

The voiceover gives informationson the num

"and kinds of injuries children received "last

year"

in Florida.

save a young life."

30 'sec.

A shorter version of the spot descr/ibed above.

.
60 sec.
%

slip,
picks up he

year"

doll,
head in her pillow.

pected sexual abuse.

A

-

holds

‘A disheveled pre-teenage girl,

call

e

k]

‘clad only-in a
sittigg on her bed, .we¢eping quietly.-
it to her,

Henhepih County Public Information

A301 Gowvernment Center
Minneapolis, Minnesota 35487 .

21 Video ﬁaﬁe
1l - 30 sec.;

Color

~

1

- 60 sec.

\
3

Not prepared to provide duplication and dis-

tribution.

L 4

. 2" .U-Matic Video Tape playei.

Both spots feature' an unhappy but healthy and

unmarked little girl sitting alone on a blanket.
The message is non-punitive.
porting, both self and by others,, tot"help both
the child and the parent."”
abuse and-neglect are not intentional,

It explains that

rs

"last
It ends

but the

"If you Know about an abused
or neglected child, or have feelings of uncon-

trolled rage toward a child, You could

)

She
buries her
The voiceover talks about
the incidence of sexual abuse in'Florida
and .the harm it does to children.
with a plea for reporting- of any cases. of sus- ,

result of 1mpa£1ence, frustration, job fallure,

and other pressures

v

~

YW

{

.
8-
.

»

It encourages re-



8 Producer:

- Available,
Through:

Medium:

Color or.b/w:

guipment
+ Needed:

Description:

.

Number/Length:

urchase Cost:

LI

. 2" Video Tape .

} ZWJzideo Projector ., '

\

TV SPOTS Cont.

WTAR - Norfolk

Departmént of Welfare

Blair Building

8007 ‘Discovery Drive

’Richmond, Virginia 6 23288
’

oo

1 - 20 sec.; 1 - 6Q sec.
Color ) . ,

Free ’ .

3

These are 20 and 60 second versions of the
same spot; the 20 second spot is in color
while the 60 second is in black and white.

They use a still photograph of a young girl's
smiling face, and a "snapshot"™ of a girl
standing, smiling. They address emotional
abuse, and the unseen harm it does to childrer.
In the 20 second 555% the voicebver says:
"This child is emotionally abused. She

could be yours...For a clearer'v1ew of child
abuse, or to report a known case of Chlld
abuse, call. . - -

PEERY »

The. 60 second spot adds that "because some
children still smile, thoughts .about child
abuse become blurred.’ Scars on ‘the mind =
don't always show. Parents are often too
close to see them." It ends with the. same
lines as the 20 second version.

\
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. * ORGANIZATIONS:
ADVERTISING AND PUBLIC RELATIONS -~ . .
‘ . . Y "
| . AMERICAN ADVERTISING FEDERATION For name and address of
\ 1225 Connecticut Avenue, N.W. nearest advertising club.
| Washington, D.C. 20036 A{so*for'various "how to"
| . ‘ R booklets. . .
i
" B ’ ¢ . 3 ” - . .
DIRECT MAIL-MARKETING ASSOCI- ’ Booklets, where to find .
a N P————
ATION . . services. )
6 East 43rd Street ) e
New {ork, New York 10017 ’
OUTDOOR ADVERTISING ASSOCIATION For}name of local outdoor
. OF AMERICA, INC. advertising display company.
625 Madison Avenue Alsd "how to" booklets. '
New -York, New York 10Q22 ) :
4 | . - N !
PUBLIC RELATIONS SOCIETY OF . .
) AMERICA, INC. . ) ! .
845 Third Avenue . .
New York, New York‘;OQZZ —_— /
» © 3 A
RADIO ADVERTISING BUREAU .
555 Madison Avenue ‘ AR ‘
‘New York, New York 10022 oy -
. ' N '
NEWSPAPER ADVERTISING BUREAU .
. 485 Lexingtdn Avenug— ‘ ‘ . '
. " . New York, New York 10022
’ L { ,
N - rd 2® » A
- ‘ * 3‘ Py
K » ‘
3 . ‘(\;
:
r by - !
. Iv"” ;
’ ’
. & N
. o - R
- ra ) ! . . — az)
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]:R\(:chlld abuse and neglect.

ORGANIZATIONS:
CHILD ABUSE AND NEGLECT

o

NATIONAL CENTER ON CHILD ABUSE AND NEGLECT

Children's Bureau . ‘

Office of Child Development

Office of Human Development

_Department of Health, Education and Welfare
P.Q. Box 1182 ~ =

. Washington, D. C 20013

<

]

Located in the Office of Child Develepment the NCCAN
serves as a focal p01nt witBin the Government for the
5évelopment of plans, policies and programs related to

-child abuse and neglect.

- H i

-~

4

AMERICAN HUMANE ASSOCIATION

Children's Division
P.0O. Box 1266 ‘
Denver, Colorado 80210

. . a
National Federation Headquartérs of all United States
humane agencies,.and an information service center for
child welfare organlzatlons Issues a variety of publi- -
eatlons._ﬁ

-

r
{

!

CHILD WE&FARE-LEAGUE OF AMERICA

67. Irv1ng Place ',
New York, New York 10003

A national voluntéry organization devoted to impreving ser-
vices for chlldren and their families. Issues a newsletter,
a journal, conducts research, provides consultation, main-
tains a comprehen51ve reference !Ibrary on child welfare
.services. | !

¥

-

NATIONAL ALLIANCE FOR THE PREVENTION AND TREATMENT: OF
CHILD ABU§E AND #ALTREATMENT é

41-27 169th Street
Flushlng, New quk 11258

. f -~

2

An organlzatlonsdf“ieadlhg proféssonaIs in the fleid 5%
.child abuse and jneglect in the United States working to-
O ner to develgp guidelines for PUbllC awareness programs

81
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Organlzatlons' o
Chk;d Abuse and Neglect (Qont.) .

o
S

NATIONAL COMMITTEE FOR THE PREVENTION OF CHILD ABUSE
__AND_ANEGLECT_* - R
111 East Wacker Drive
Suite 510 - ’ -
°. Chicago, Illinois 60601
. / . . )
[ A private nonprofit organization &Egicated to combatting
the problem of child abuse and neglect through stlmulatlng
. citizen interest and involvement in prevention programs.

<

.

NATIONAL CENTER- FOR THE PREVENTION AND TREATMENT ﬁF
CHILD ABUSE

Unlver51ty of Colorado Medical Center
1001 Jasmine Street .
Denver,. Colorado 80220 ©4

A treatment, research and training center for abusive
families and abused children.

-

FAN—

S

PARENTS ANONYMOUS

2810 Artesia Boulevard.
Redondo Beach, California 90278

A-national self-help parents organization, utilizing.
group therapy and positive parenting methods to help
abusing parents change their behavior. There ar€ many
local cha rs in communities throughout the United
States. e )

4

/
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AGATE LINE. = An agate 'is a'very sm&TF:g¥ze of type. The °
* listings in your telephone’book or in class1f1ed adver-,
- t1s1ng section of you newspaper will show you how small.
:-There are 14 lines of agate“type to an inch, including a
normal amount of space between the lines. Newspaper adver- .
t1s1ng is- sold by agate line per column width.'

-t

u\ .., ’ vt , - o .
. AIR BRUSHING. Extra people or\unwanted objects can be removéa
from photographs by airbrushing. Ever wish you'd straightened
d a picture or moved some object out of the Camena s eye? If you

didn't th1nk ahead, thlS is the remedy. \
! . '« ‘ ". -‘ . ", . - ‘\\,’ ‘ "& \‘

. AUDIO. The profess1onal name of the sound -tape used for an
. audlo-v1sual fllm presentation.. ' . | . . P
P & - . ‘ '

;e ’ . ‘ . -,

BLUEPRINT. Recglv1ng the blue print of a publication you have
° ., brepdred is u happy occasion when you have done your work well,
i For theé first time you can ‘'see how your folder or booklet will
/ look when it is publlshed. Before.going to press,’ your printer
bkueprlnts the finished pages or“”mechanlcals“, and paStes the

N prints together -as the pages will appear in publlshed form.
. "Your job is to make sure all i in the proper order, ‘and that |
i page number, pictures, captions-and headings are correctly placed )
A blueprlntrls sometimes called a "van dyke". ’ ) .

- . . R L e e e
o I ‘ ‘ -~ ’

P T e S . . ’ .

W . BINDING. This 1s the process used in fastening pages 1nto a

. .wbublication. Ihe most common.bindings afe "saddle stitched"

.- -an& ‘perfect". In saddle stitched blndlngs, two-leaf sheets

.o, are stacked unfolded and stapled in thewmlddle. The booklet

"' “is'thén folded along the tenter line. A perfect bindinig has .

I ”a flat splne, achieved by folding the two-leaf sheets before ,

"fastenlng them-into«the book. They are then pasted or stitch-
ed into place. This is;a, more. expensIVe form of binding,.and
is Seldom used for books th1n enough to hg¢ saddle stitched.

, LoOseleafblndersare useful for publications. which are updated’

e perlodlcally Although the initial cost 1s:h1gher4 reprlntlng

] " tHe entire book-can. be avoﬁded ana th1s w111 effect a saving N

e _1n the future.v- . .

- .
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- BLEED. This mérely means running the ink to the edge of the ' G
’ page, leéving no. border. If the printer is not instructed . ’
to "bleed" a: full—page a vertlsement which, has .a colored ‘back- -
ground, the color will ‘ebver only the "prlnt anea" of the
page. . N

. . <
- 1
. .

:
P 3 .

. -2 * o

CAMERA READY. - Typewfitten or printed material reaay for

offset printing is said to be "camera ready." If you prepare

camera ready material in your fflce, make sure your typp-

+  writer keys are clean. If you can, use a typewriter with a

» + 'carbon ribbon. Take re in’'making corrections--theé ‘camera's

’ eye may be sharper than yours! Do not, fold, staple or paper-
“clip offset copy. Protect it in shipment by sandw1@h1ng it -

. between two pieces of cardboard. .

RPR 2

» . e

CENTER SﬁgEﬁD A two-page advertlsement utilizing the center
pagés of a newspaper or maga21ne. Because the center pages

_lie flat and«&r€ not separated. in ﬁhe middle, they can be J
tréated as a. unit. - ! . ;

- > -
- ; N
-~ s
- . ~ ~
N .

-\

’ COLb TX:PE' A method of. printing which does not require cast- ‘
. °1ng/of molten metal type. See "Photo Offset Lithography."
\ - ) P @
- B ¢ - - . . ( ~
- CoPY. Materlal iou‘have prepared for publlcatlon or printing.

ATs ,‘wrltten tex as 1in copy for a publlc service announce-

ment." = ~ o .

9 »

3
~ N » > .
f‘ “ e [

ot COPY PAPER. ThlS profe551onal aid has gu;déllnes to help you .
. 51ze Jyour typewritten manuscript to‘fit prlnted columns or a ' ‘1
s prlnted page. -You can make copy paper by countlng the number
of characters and spaoes to a column line in the publlcatlon /‘
-~ for which the copy is’ 1ntended. Theh you canzdetermlne ‘how -
" ‘much spaceg is needed to type the same number of characters on f
- .yourt typewriter, and bLock*thls off by ruling ,two. liMes down . .
- %the length of. your paper. *If you box -these llnes in with b
horlzpntal lines-.at the top and bottom of your sheet of pager, 7 .
., you can save yourself the trouble of counting lines you write
-1n the future. Quantltles of copy paper can be offset cheaply 2

T from your orlglnal, and the time and author s alterations B
saved by using it will more than compensaté for the small cost.:

‘ ’ . v e - I. ’ ) L‘ . :,’.




COPY READ. 'A copy reader corrects written mater1a1 for spell—
ing, punctuatlon,lgrammar clarlty, and style. If.a writer's
meanlng seems hazy to you, don't be afraid to question him and

suggest a better way of saying it. \1 )
. . . - . " ¢

COPXWRI!E This term is reserved for advertising writers:”® °
Pedple who.write editorial copy are elther writers, ed1tors, ¢
or reporters. N < ! « . .

* ’ . ' < ¢ . o\

‘ . ' ° M . . ¥ . > ! s ’
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COVERS. | Prlnters and advertising practitioners assign num-

bers' to the four sides, of, a. publldation s covexr. Beginning-
with the outside front, and endlng with the out51de bagk cdéver, -

.th gy are, Jin sequence, called "First," "Second " ."phird, " and- o

. fiFourth" vers." This is worth mént;onlng because people - . v
sometimes are,not sure of the dLrectlon 1n'wh1ch the countlnq ;

.~ onder runs._ . _ T . .. .

¢ a .o . - e . «
- . « " -, : Q.. ' o ‘ N . -
- «- Lo . {9,' o - ,/._' L .
"7 cuT +(19. Cuts .are used in connection with létterpress print{

ing. They are metal, engrav1ngs mounted on blocks of wood -

which can be dropped into an opening’provided 'in a galley agf
type. Photographlc negatives put into spaces providing in .
mechanicals are soﬁetlmes called 'auts, " too. . R .

‘e .
! . : . » ' 2
. - - - »

- . % L . N '

. PR
.CUT (2)..' Cut also means shortening the tekt to fit avail-
* able space. - .. ‘ o
R - - - i "i&“u P » ‘ . . .,

~ - v \.% , - - - - —ﬂ .
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DISPLAY ADVERTISEMENT: ~ An advertlsement in the. “geheral ~fead~ -

1ng section. of print medla, as opposed to the classified adver-'
tising section. Dlsplay advertlsements usually are delivered Lo
to the publisher in ready-to-print form. -- - ‘

-
" -
E24 . T -
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-
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ELECTRONIC MEDIA. Technigal language for televisibﬁ and rgdio.'

. e ot i B N S Lo - / o
\ _ENGRAVING. A process by. whxch materlal to be prlnted 'is cut
++or etched an a metal surface; elso the end product of the pro—
cess, i.e., the: "cut." - { e . ,
’ S wr / . - ) . '//
o N '\’! , rwf:) ) P /,(
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ENVELOPE. STUFFER. An ‘announcement deslgned fo be stufffed in
another organization's mailing. It should be small enough to
be dropped in-without folding; light- enough to avoids increas-
oo 1ng your host s postage cost.

i

.

» §
.

’ s .

.

-
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i FACSIMILE.f Mail houses jokingly refer to this as "forging,/"
. All hagwe at least one employee who is adept at' copying signa-
- tures by hand. On some small malllngs it may be 1leg Xpen-
; sive and less time-consuming to facsimile s1gnatu n to
: process theg mechanically. Thi% is because a sign ‘plate
cannot be r#én smmultaneously with a multigraph or lith
sten01l,,and consequently a second printing proces's is.re-
quired. Letters- typedson automatic typewriters also need tq
be hand-signed. - )

-

3
~

2 Yo
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FILLER. -Newspaper editors ,0often find ' a few lines of jempty
space at*the end of a golumn. To fill these 'spaces they keep
bitszzf information on hand,_  such as the.-height of Mount

veresSt or the mémber of jtons of potatoes grown in Maine. - .
V4 t give them one- or two-liners on chlld abuse and
n glect°

. o v -
.
. -~ . . 4
- ¥ —

o - '
’ -

. FLIP CARDS. ‘Speakers can use flip cards when .they want to

impress’ an audience with charts or figures. It is easier for

- .an audience to remember what it can’see as yell .as hear. The

cards are poster~-sized, mounted on an easel. .The speaker

flips ghem over, like the _pages ?f a pad as he makes. his
p01nt54 ) .

. .
— - k3
» .

- — -

. - " — S — - | T —
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GALLE@ .- A galley is a tray of letterpress type which has
. been set. It is algo the name ofr ,the proof sheet which'has-.
‘- been;"pulled" from- the. galley before it has bgen locked into
- _ the press. XAlthough there is no galiey ©of ‘type involved’in
photo offset prlntlng, you W1ll rec:Leve pr1nted\galleﬁto
proofread , ) L,

s ' B -
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GUTTER. . This is ‘the margln of the page Wthh is next to the
. blndlng——an other words, the center margin.

. . - ‘




HALF TONE. 'A photoengrav1ng made from an imdge photoqxaphed
through a screen agnd thén etched so that the detalls are S

reproduced in dots. Youican see the dots if ' you look closely .
at photogd§phs i newspapers whlch are prlnted by letterpress: :

o
b
u .

5
M - . . - , 8" ’ -
¢ M JOEN - . : ’ -

L - PR/ T L
HOT TYPE.~ Type whlch has been cast by‘% molten metal process, .
"ssuch ‘as llnotype._ Hat type is used in letterpress pr1nt1ng . .
JUSTIFICATION., - This means having an even margln on. the . . - ‘"%' .
righthand side as well as on the left. Printers achitve this . :
by varying the.spacing between the words on ea¢h line. Linb- .t
.-type -and varitype machines,” as well as spec1al electronic'

- typewrlters justify lines automatlcally You cannot e&pect : .
to°do so with a standard.off1ce typewrlter.° e e

o - ' N " -

b e

'

‘ 4

L v . . . » -
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LAYOUT. ~ Your arrangement of printed text, illustrations, | oo
- ‘~headings,.etc., as'you wish it to appear in print. © , e
- — a . ~ . > N . s o

. 4 - b s )
. . a . . t - o AN
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ﬂ&EAD'(l) " The open1ng péragraph——or paragraphs, if" "Who,"
“What [ "When," "Where,' and” nwhyn do l"!bt fltLCOmfortably Col T
"into one paﬁepreph——of your news release.’ N

>

> T ¢ Ll s, PN .
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@ EAD (2) ) ‘ﬁhe spac1ng ‘between pr1nted lines is pronounced L -
“led In letterpress pr1nt1ng the_line spacing is Wldened L
by sllpplng in a strlp of metal ‘of the desired depth. The c o
expression has carr1ed over into photographlc .printing. - C

v, - -

- ]
~- . .. . ) .
- . . *
o

. . ~

LETTERPRESS. A form of printihg using cast metal type, as . Voo

bpposed to photo-offset prlntlng, whlch employs a§¥hotoengrav- <
ng process. . .
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.LINE pPRAWING.. A drawfné‘made in solid-lines.. It-is easily ' Ql
repr?ﬂuced because it requ1re5ano shadlng AN f' ' '
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" LINOTYPE.  Type cast and set from molten metal by means of

a typewrlter like machine. The type is set in one-line
*"slugs” which are assembled afterwards intd galleys. If
changes or corrections occur, the “entire llne of type must‘

- . N -~

¢ L

) be'recast. . - -

“ . .
* - .
. . .

. .

LIP.SYNQH Thiis is pronounced "lip s1nk " and is a short
form for "lip/synchronization." It méans synchronl?lng
audio tape t¢ lip movements on fllm.

%
.4
1 @ .

: . \ ) ' , '
, LOGO-TYPE (or LOGO) .
tising and public relgtions material. It may be a particular

type 'face on your” letderhead and in your litérature, an em-
blem, -a slogan erhaps even a photograph ‘which you use over
and ever until e public recognizes it _.as the symbol of your,
agency Effectiye use of a logo will miie‘all of your public
‘relations materi unmlstakably "yours. .

. R ! : ‘ &
.. o T ;o ' .
MAT. ~‘The_s\hont form for "matrix."
. 54 v ' ._ - . ’ .’:I. a . 3 4
- . ® C e , e
“MATRTX. A letterpréss printing plate madeﬁof cardboard- llke
material; _also thé typewrlter cut stencils used ip multi-

graphlng and multlllthlng o .
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MECHANICAL A p1ece of. flnlshed copy cons1st1ng oftype proofs

and artwork positioned and mounted for photomechanical repro-
ductionu Photo-off¥et printers ‘send you mechanicals for dmspec-

) tlon”before they m&ke -priniting' plates. Handle them with care

An identifying device for your adver- C;:

|
' i

and make no correctlons on the meachanical itsel A protectlve"_

sheet of onlonskan paper w1ll be attached for t lS purpose.

If yqu place display advert1s1ng, publlshers W11h expect you -t
ox yohr advert1s1ng ragency - to” supply- meohanlcals, oy pos1t1ve

4« —%

"

or negatlve fllm de from’the mechanlcals, S 2 4

.
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MEDIA A4l éf the m 2ans through whlch xgur mesSage reachés an
audlence. «Newstéﬁrs and ga21nesha print medla. Radio -
and television a broadcast medi o ¥ llbo(rds are outdoor,
and car- cards, - translt med1a~ .o }‘
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MULTIGRAPH/MULTILITH. These are relatively inexpensive Ty
- dilplicating proces¥es. Plates prepared on a typewriter will . %}
produce good multilith impressions.. The results are neagery ...... -
more professional-looking than mimeographing, but less sharp .- ‘

than photo offset. For runs of more than 500 copies; photo-
ofﬁset ‘is recommended ¢

~

. s
T s o ; -

L2

+

* NCCAN. Short for the National Center on Child Abuse and e -
Neglect. This agency is in the Children's-Bureau of the - . . .
- Office of Child Development, Office zﬁ’ﬁhman Development,’ in
the Department of Health, Education dnd Welfare. Established ’
in 1974, the NCCAN serves as a focalopOIn within the Federal
Government*for the development of plans,:;pdlicies and pro-
.- 4grams related to child, abuse and neglect

-

e . ..
. \
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a

'OFFSET. See Photo-Offset and Lithography. © . ' -

-
-

4

PHOTO-OFFSET LITHOGRAPHY: Generally this, 1sureferred to as ¢
"photo-offset,"” or simply "offset" prlntlng The text may be
prepared on an'office typewriter or on a varitype,or electron-

" ic typing machine. Text and artwork are mounted to make.a : .

"méchanical," from’ which printing plates are prepared by a’
- photographlc process g

~

— - BETY @

s
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LICA. (Pronounced "pie- ka') A measure of type There are N
§L ten pica ¢haracters to the lineal inch and six to the swerti-

- cal inch. Standard typewriters have--either pica or elite type.
Pica is ,the larger sizei Elite has twelve characters to the
lineal jpgh instead of ten. 1In doing layouts,, you may find a '

* pica ru helpful, It wjll 'saye you the tedium of counting

lines. Printers often dlstrlbute pica rules as aﬂvert1s1ng
glve-aways. oo -

N . S 5.
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, PRODUCTfON. Everythlng concerned with the mechanlcal prepar- )
ation and follow- throﬁgh of printed material. large adver- -

_tising agencies ‘afid publishing houses have productlon depart- :
ments which make sure artwork and editorial material get to A

- dhe printer on time, "that galleys are. proofread pages are {
“dummied up, and the prlnter and binder meet the proposed time .
2 schedules Productlon is eSsentlally a coordlnatlng -and ’ ,

. -checking procedure . |

- ' LY
. . . R .
. . .
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PROOF. It is .customary fﬁL printers to send their customers
galleys and page.proofs to be checked for errors. At the

} galley stage, typographical errors made by;the printer are’
“his respon51b111ty, and he should bear the cost of. correctlng
-them. Should an error be caused by a mistake in your manu-
script, you will be charged for the: cprrectlon. Double-check
galleys. Ertors that slip by to turn up in page proofs are
more expen51ve to correct. ~ .

=~ \ . LY
]

¢

PROOFREAD. Checking proofs to make sure the printer followed
the manuscript. | In doing this, you will also correct punctua-

tion d4nd spelling, and question grammar which’ appear% to be
1ncorrect./ l

]
. %
. .
.

RETURN POSTAGE. You may want to use _this incentive in fund
raising and other\%inds of mailings, tp encourage re01p1ents

to responde immedilhtely. A U.S. Postal Service permit is
required before you can have return’ postage instructions
printed on your envelopes. An identifying nupber will be

' assigned to your agency. You will pay snght yimore than =~
regular postage for returns. L. , \

.o ®
-4
¢
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ﬁ SCRATCHBOARD. A coated surface ‘on which a drawing is
tscratched. "

.
4

¢

SCRIPT. The dialogue and instructions for an ‘oral presenta--
tion.# Scripts are used for platform as well as for broadcasé
presentations. Even extemporaneous speagprs need an outline.
and factts abouf 'the points they want tq Cover. There is a
special form which should be followed .in writing radio or =
television gecripts. . ‘ R
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SECOND CLASS MAIL. A lower postage rate available to quali- |
' fying non-prafit charitable and educational organlzatlons..-A
‘U. s. Pgstal Service permlt is requlred,nand must be renewed
annuall .

.
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t "¢ SILK SCREEN. This is a celor printing procesgs less expen-
» sive than offset to prepare. However, the silk screen ‘will—
not ‘make as many good copjes as offset plates. If you are --
» ordering posters, for instance, in quantities of less than
1, 000—‘y u W1zl save money, by using silk screen pr1nt1ng

&

If you nt larger numbet: ; it will be worthwhlle to pay
" for color pl . .
& 3 ‘ e . N e

3 N
1
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‘ SPOT. A br1ef announcement or commercial de51gned for broad-
L cast media.. S ot—announgements are t1med by the second i.e.,
10, 20, 30 or 60 seconds. ] el
o £ v . .
' ¢

" STOCK: Paper sultable for-printing. Paper, or stoc
graded by " welght as well as by rag content. Thé gre
rag content, the; stronger and more expens1ve the stock.

Twenty-pound st %k is the average weight Used for}?etterhead

Welghts range from t1ssue to poster “board.
‘. - -

-

< ~

STOCK PHOTOGRAPHS. At’some time you may need a partlcular
klnd of photograph to lend dramatic effect: to . annountement
“.you are ﬁreparlng Perhaps a stock photograpﬂ?zlll serve
your purpose. Stock-photograph agenc1es maintain flles of
photograpgg by subject category and offer them for sale., If

» there‘is ne in your viginity, you can locate. the nearest DL ey
agency in the services section of EDITOR 'AND PUBLISHER YEAR- }
BOOK or in other press or PR d1rector1es e

- - LS
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STORYBOARD.” A set of rough dréw1ngs show1ng ghe story lige -
.- .». and action plan for a television, fllm

b
— . Y.
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TAG LINE. .A concluding or "sign off™. line on a TV or radid
_,spot, It usually suggests action and always identifies the. -— |
ff'local sponsor. ‘- Example: - "To get help or give help, call ) S
,.the’Famlly.Serv1ce Center ate. ..." - -

’ 4

- - ¢

. ! L]
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" .":VAN DYKE. .See "Blueprint."~ . . S
» BT N '

- . . , 1 : YR . ., - . 4 L

P TuTSUALS. _,The slldes and fllmstrlps which'are used in a Tv T )
“"R\(: la £otm presentatlon ) e ' '.ﬁv
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Everydaymressures can become unbearable

Sometimes, you may "strike out at Someone you -

love—~your child perhaps
Many parents need someoné 1o lufe

to someone who understands someone who

will isten and try to help .
If you need hélp or know of someone who

does. calt us Allcontacts are conhidential

(RN

] “I‘ogetheb.orm help,cull

(505) 262- 1911 :
FAMILY RESOURCE CENTER
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There .
ure two

victims

-of child
abuse and
| neglect.

One of them 1s the child The other is the parent
Both need help When eyeryday pressures
become too. great. many parents strike out -at

someonethey love a child. perhaps
Many abusing parenls were themselves
sabused as children They'néed someone 10 turn
lo someone who wili help them cope with pres-

sures m a different way
if you need help. or know of someone who

dges caltus All contacts are confidential

10 get heip, or give heip,call

- - (505)262-1911

'

FAMILY RESOURCE CENTER
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CActual sizes:

200 lines -

60 lines
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2000
children
wWilldie
this year
from child
abuse and
negiect.

Thats more than Typhoud Fever Diphtheria
Scarlet Fever Smallpox and Poiio combined Its
one of the leading causes of death in children

under age 15
There 1s no vaccine for this but famihes in

distress can be helped -
if you need help or know of someorie who

does callus All contacts are confidentiai -
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To get help, or give heip, call

(505) 262-1911
FAMLY RESOURCECENTER
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