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PUBLIC RELATIONSINDUSTRY

Corporate and organizational communications: A sudisof public relations. The
centralized management of communication on behalftioe organization; the function
is a critical contributor to an organization’s repation — and thereby its
competitiveness, productivity, and financial sucses

(John Doorley and Helio Fred Garcia)

Professional communicators in public relations agenand other organizations have
greater power today than ever befbr€ommunicators are thus in a unique position to
use their power to meet new standards of corpaegponsibility and human rights.
Through forming standards and guidelines to deteemihich individuals, organizations,
governments, as well as which issues they arengilio represent, public relations firms
have the unique opportunity to enhance their coation to society. When evaluating
potential clients, financial considerations shoatdy form part of the calculations, the
client company’s business area and standard peactshould also be taken into

consideration.

Corporate social responsibility (CSR) programs amtlatives should be viewed as
opportunities for public relations firms, along witheir clients, to influence and
contribute to an open global discussion on corgoresponsibility and human rights. By

partnering with individuals, organizations and commiies around the world, public

! Doorley, J. and Garcia, H.F Reation Management, The Key To Successful Public Relations and
Corporate Communication, (New York: Routledge, Day Francis Group, 2007)



relations organizations can play an active rolepiomoting positive human rights
policies and facilitating the development of effeethuman rights programs. Individual
agencies can support positive human rights practased programs through drawing
attention to key issues and helping to form a cosige of best human rights practices for

corporations, governments and the general public.

CASE ABSTRACT

In October 2003 U.S. Department of Health and Hu®arvices (HHS) hired Ketchum
to develop a public awareness campaign on huméickiag to support the Trafficking
Victims Protection Act (TVPA) of 2000. Human traking is defined in legal terms as
the recruitment, transport, or sale of people fo¥ purpose of exploiting their labor.
TVPA makes human trafficking a Federal crime wiiff penalties. It is the first Federal
law recognizing psychological coercion, a tool coomhy used by traffickers to exploit
their victims. Convicted traffickers are now semed to a minimum of 20 years and up
to life imprisonment where the violation involvdeetdeath, kidnapping, or sexual abuse
of the victim. In some cases, traffickers may dlsorequired to pay substantial fines as
well as full restitution to victims. Under the lattHS is designated as the Federal agency
responsible for helping victims of human trafficfibecome eligible to receive benefits

and services.

Ketchum was charged with helping HHS achieve itslgof focusing the media on the
grave human rights violation of human traffickirdgveloping resource materials and
building community awareness and support for vistimHHS’ overall goal was to
increase the number of identified trafficking vimt and provide the support required to
help them regain their freedom and dignity, and [woductive lives.



In developing the public awareness campaign, Ketctwas charged with:
1. Generating an open, honest and credible educatprogtam about the problems
of human trafficking;
Increasing the number of identified and assistaffitking victims; and

3. Helping citizens understand how they can assisinvgcin their communities.

Ketchum'’s approach focused on building:

1. A consistent, compelling campaign identity;

2. Open channels of communication with target marlaeid national media to
educate intermediaries and the public about thepescof the U.S. human
trafficking problem and services available to theimns; and

3. National and local partnerships to help reach mestiaries’

Ketchum achieved its goals, as well as its cliegtals, through following the Ketchum
ethical training program, revising the Ketchum Moscre Guidelines, and developing the
Ketchum reporter guidelines -enhancing communisatabilities to responsibly address
human rights issues around the world. FurthermameMay 22, 2006 HHS announced
that 1,000 victims of human trafficking had beentiied since the Trafficking Victims
Protection Act (TVPAJ was signed into U.S. law in October 2000 and thenlver

continues to increase each year.

This case study focuses on Ketchum's support dRébaue & Restore Victims of Human
Trafficking campaign, and how the firm’s internal ethics tiragnprogram and disclosure
guidelines played a crucial role in the procesdeafning how to manage ethical and

2 Intermediaries are defined by Ketchum as grouptherirontlines of reaching victims, e.g., faithsbd
organizations, health care providers, social seps@rganizations, ethnic communities, and law
enforcement.

3 The Trafficking Victims Protection Act of 2000 ("TRA"), passed on October 28, 2000, marks the most
comprehensive U.S. law to address the various &spétrafficking in persons both internationaliyda
domestically. The TVPA aims to combat trafficking déstablishing measures to prevent traffickingtgeb
its victims, and prosecute those accountable &fi¢king.
http://www.theirc.org/media/wwwi/trafficking_victimgrotection_act_of 2000.html




human rights issués The case study also illustrates one role thdiptadations industry
can play in the promotion of human rights. The gtigl relevant to Global Compact

principles one, two, four, five and ten.

COMPANY PROFILE

Ketchum was founded in 1923 by George Ketchum itsiirgh, Pa., USA. In 1934 the
company integrated public relations into its adsery business. Today it is
headquartered in New York City with 23 offices andre than 45 affiliates around the
world. Ketchum was acquired by Omnicom Group (NYSIMC) in 1996, enabling the

company to grow geographically as well as to expenservices and expertise.

Ketchum has a strong, collaborative culture aneégsgikide in the longevity of its client
relationships as well as the tenure of its own @yges. With its five global practice
areas, Brand Marketing, Corporate CommunicatiorgltHeare, Food & Nutrition and
Technology, Ketchum offers clients a tremendousdite and depth of marketing and
corporate communication expertise.  Opportunities Fearning and professional
development have always been at the core of Ketshwark. Continuing education and
professional studies are conducted through KetcRigihege, its corporate university,
Camp Ketchum, the Road Scholar program and the&ihiaining Program.

Ketchum has won more Public Relations Society ofefina (PRSA) Silver Anvil
Awards than any other agency. In 2002 it was edsognized byPRWeek as the Agency
of the Year. Ketchum was the first public relatiofirm to join the United Nations
Global Compact and has been a member since 200k agency has embraced the
principles of the Compact through the company’s aetive participation as well as
through the promotion of the international initi@s to its clients and other prospective

members.

* See Appendix 1: Ketchum Disclosure Guidelines



As a global communication counseling organizatigeichum’s corporate citizenship
profile is quite different from those of other coamges. In addition to standard labor
rights and human rights such as anti-harassmenaindiscrimination policies, an equal
employment opportunity policy, and a workplace gmate policy, Ketchum has adopted

two additional policies, both mentioned below:

« Non-Disclosure, Non-Solicitation and Code of Busmé&thics Agreement — At
the direction of Ketchum Chief Executive OfficeryR@ond Kotcher, this policy
document is formally acknowledged by each employé@rovides standards for
virtually all operations of the company, includinguth and accuracy in
communication; record-keeping; gifts and entertantn union agreements;
conflicts of interest; and privacy.

- Anti-Corruption/Transparency — Ketchum is acutelaee of its responsibility as
an active participant in the free flow of informatiand ideas. The integrity of
independent media is a cornerstone of this vitat@ss. A national debate on the
public relations-media interface convinced Ketchiomestudy its policies in this
area. As a result, Ketchum issued an updated ypalacument, “Ketchum
Disclosure Guidelines,” to better ensure that afbimation it distributes will

identify the client or other entities as sourceshefinformation.

HUMAN TRAFFICKING IN THE UNITED STATES

Human trafficking can be characterized as modegnglavery. HHS estimates that
14,500 — 17,500 people are trafficked into the &thiStates annualRToday, the United
States government does not know how many humafickiafy victims are within its
borders. However, it does know that victims canfduend in nearly all parts of the
country. Worldwide, human trafficking is tied withe illegal arms trade as the second
largest growing criminal industry behind drug degli Traffickers beat, emotionally
torture and blackmail victims to entrap them intogitution, pornography, migrant farm

labor, domestic servitude as nannies and maid<l feostd restaurant work, factory

® This estimate does not include U.S. citizens wiectfficked within the United States or exported.



sweatshop work, and other types of forced labororevthan half of trafficking victims
are children, and approximately 80 percent of mistitrafficked across international

borders are female. The majority of victims arpleied for the sex industry.

In 2004 HHS launched theescue & Restore Victims of Human Trafficking campaign to
combat this crippling human rights violation. Inetfight against human trafficking,
HHS works closely with other Federal, State andlldgovernment agencies, including
the U.S. Department of Justice, Homeland Secuthyg, State Department and the
Department of Labor to specifically address the gapublic awareness and strengthen

media attention.

Ketchum’s extensive literature reviews and intews with experts in the fields of health
care, social services and law enforcement helpewtifg the core of the problem as well
as develop an understanding of the circumstancdsruwwhich victims are exploited
while detailing the benefits and services availdbléghem. A media analysis established
that coverage on trafficking was focused on thermdtional and prosecutorial sides of
situations, and not domestic and victim-focusedddifionally, interviews with former
victims revealed that direct outreach would beiclitf because victims have limited

access to the outside world.

The Rescue & Restore Victims of Human Trafficking campaign takes a victim-centered
approach to human trafficking. Through a natioremgttwork of volunteer and funded
social service providers, HHS focuses on rescuinginvs with the help of law

enforcement agencies, and then helping them re@nerebuild their lives. Trafficking

victims are eligible for benefits and services untthg shelter, food, medical care,
counseling, job training and education. The campaigeme, “Look Beneath the
Surface,” reinforces the message that to recogmozential victims, intermediaries must

pay careful attention when interacting with peapléheir communities.

As a result of its findings, the team at Ketchursigeed a campaign that would bring

media attention to the human trafficking crisishant the United States and establish a



program that assisted in reaching out to intermexiavho may otherwise unknowingly

encounter victims.

ETHICAL DECISION MAKING:

Disclosure Guidelines and Ethics Training Program

In a continually changing communication environmerthe behaviors that
communication firms engage in affect the credipidf their clients as well as their own
reputation. With a skeptical public — which oftelews press releases and video news
releases as misleading at best— credibility isregede Thus, it is crucial for a public
relations firm to accurately depict its clients ttee public, disclosing all conflicts of
interest and providing truthful and open communacain a fashion that satisfies vital

ethical obligations.

Ketchum realized the negative implications for g practitioners and the public of an
unethical or laissez-faire approach to businessst#arly in it's operations. In 2005, the
agency offered to share its formal ethics trainprggram and implemented revised
disclosure guidelines with the Council on Publidé®ens Firms, which represents more
than 100 public relations firms in the United Ssat® educate agencies throughout the
industry.  Ketchum’s revised disclosure guidelinejuire agencies to be fully
transparent about whom they represent. The re#senis so important is that, by
providing a context and framing the conversatidanis, much less likely that a conflict of
interest will arise. Additionally, it ensures theblic and media understand the context of

the conversatich

® One current example of the failure to fully disgche underlying client is Ask.com — where the
campaign did not disclose that the guerilla campédgpromote the site was actually hired by thelipub
relations firm to advertise the search engine.



Together, the Council of Public Relations Firms dtetchum designed workshops for
PR professionals, holding sessions in New York,c@€ipo and Washington, D.C. The
course was entitled “Ethical Decision-Making: How Help Your Firm Navigate the

Changing Landscape.” More than 35 public relatiagencies from around the country

participated, in addition to Ketchum employees.

For theRescue & Restore program, the Ketchum team also created reportelegioes for

its employees and the media to use when workindy vaid interviewing human
trafficking victims. Ketchum’s Vice President, RraBernhards stresses a caveat
reminiscent of the physician’s oath to “first do harm.” She says: “We developed the
Rescue & Restore campaign to identify, rescue and restore humarfickang
victims. We certainly do not want to do anythirgatt could harm victims or exploit
them. We only set up an interview with a victinbkeafwe have vetted the interview with
the victim and their caseworker (if a caseworkesti involved with the victim) and

make sure that the victim is comfortable doingititerview.”

So far, the firm has not encountered any problerntis kgporters, editors, or producers
regarding the guidelines. This is particularlyal/in cases where the media need to keep
identities of victims hidden because the victinaiminor or because the victim could be
in danger should his or her identity be revealdichum continues to use the ethics and
reporters’ guidelines along with the training pragras tools to manage clients’ ethical
and human rights issues, leading to actions thHatgremote open, accessible and honest

communication.

Ketchum revised its disclosure guidelines and arcgtraining program in 2005, to help
not only the company and its clients, but otherlisutelations organizations as wéll.
The guidelines and program help employees andtslienderstand the parameters of
ethical behavior and how to act ethically while poting underlying government,

business, or operational goals. The developmemihefprogram reflects the industry’s

5 The Public Relations Council, which represen fli@ns in the United States alone, contributeth®
writing of the Guidelines.



responsibility to provide strategic and ethical meei to clients. The Ketchum training
program is considered to be a minimum standardefbical behavior for the public
relations industry and was used by the CounciPoblic Relations Firms to educate
other agencies.

The disclosure guidelines, necessary to meet tiee-ipgreasing demands on publicly
traded companies for greater transparency and diaanesponsibility, can also help
achieve greater transparency in the business ohwontating social responsibility, as
this case demonstrates. In recent years, Ketclagralso demonstrated its commitment

to global and locgbro bono assignments consistent with Global Compact objesti

Project Objectives

Prior to its involvement with the human traffickipgoject, Ketchum had already worked
for HHS on a number of Medicare-related programi&e opportunity to help raise
awareness of human trafficking in the United Statas a unique opportunity for the firm
as well as for the individuals on the team. Ketohapproached the development process
with three objectives:

1. Increase the number of trafficking victims idertdiand assisted.

2. Bring media attention to the problem of traffickimgthe U.S.; focus attention on

the victims of trafficking.
3. Raise awareness among intermediaries who can figénaifficking victims.

The Rescue & Restore Victims of Human Trafficking campaign takes a victim-centered
approach to human trafficking. Through a natioremgttwork of volunteer and funded
social service providers, HHS focuses on rescuinginvs with the help of law
enforcement agencies, and then helping them re@nerebuild their lives. Trafficking
victims are eligible for benefits and services untthg shelter, food, medical care,

counseling, job training and education.
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The campaign theme, “Look Beneath the Surfacehfoetes the message that to
recognize potential victims, intermediaries musy pareful attention when interacting

with people in their communities.

Challenges

Ketchum research revealed that the campaign faceddnsiderable challenges:
1. Human trafficking victims’ inability to directly sch out for assistance and the
need to protect some victims’ identities in the raed
2. When human trafficking was covered by the medie ftitus was routinely on the
international and prosecutorial side of the sitwatnd not on the social service
needs and recovery of the victim.
Based on its research, the agency and HHS sougidemtify victims for media and
speaking opportunities while keeping them safe@ntrack with their recovery process.

In general, there is a difference between a conipabfigation to disclose certain kinds
of information in a certain manner and the rightha# public and press to know whatever
they want® Specifically, regarding human rights issues aiadinas, public relations
agencies have a profound responsibility to protieetsecurity of their programs as well
as their employees and spokespeople. It is alsperagty important to protect the
identities of the human trafficking victims for thesafety and help them continue to
recover from their ordeal so they can lead prodeclives. As a result, Ketchum took
the strategic approach to proactively communica&y kessages and talking points for
HHS officials and third-party spokespeople as wasltailoring media outreach and press
conference remarks while educating individuals alibe specialized needs of victims,
including the importance of protecting certain vicd’ privacy. Informational materials

were provided to media and intermediaries to afisesh in gaining an understanding of

8 Doorley, J. and Garcia, H.F Rgtation Management, The Key To Successful Public Relations and
Corporate Communication, (New York: Routledge, Da® Francis Group, 2007)
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human trafficking as a domestic problem. Materialduded fact sheets, brochures,

posters, toolkits, and a training video.

Another central component of theescue & Restore campaign is the HHS-funded
National Human Trafficking Resource Center — 1-8837-888 which helps connect
victims to local organizations available to asigim in the community. ThRescue and

Restore web site serves as a centralized source of aknmait and resources related to
the issue of human trafficking, including downlobidamaterials, and information on

how to become a coalition partner.

Ketchum launched a structured media campaign itadget markets so far to coincide
with the creation of formaRescue & Restore coalitions in key areas of the country where
human trafficking is believed to be prevalent, utthg Phoenix, Philadelphia, Atlanta,
Tampa, Miami, Newark, San Francisco, Milwaukee, ttigaPortland, Las Vegas,
Minneapolis/St. Paul, St. Louis, Chicago, Houstoms Angeles and Long Island. The
domestic and victim-centered story was pitched d@tonal, regional, local and trade
media outlets in all of the markets noted abovertmote the issue and drive attention to
the subject matter. The firm also developed andtriduted public service
announcements on human trafficking in conjunctiathwhe United Nations and The
Ricky Martin Foundation. Throughout the establigimnof the program, the revised
Ketchum disclosure guidelines, ethics program, rparter guidelines permeated every
aspect of the campaign, and helped to guide Ketclwhen establishing and achieving
the objectives stated above.

Results

Since the launch of the campaign in April 2004, ghegram has experienced tremendous

success and acclaim. Ketchum reports that thenkdias received more than 5,000 calls

from intermediaries, possible victims and the gahpublic. According to its evaluation,
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more than 20 percent of these calls have resuttedferrals to local HHS grantees that
provide services to trafficking victims. Additidha more than 110 cases involving
potential victims have surfaced through tips to hioline, and HHS has certified more
than 1,000 trafficking victims, with many more hmetcertification pipeline.

The Rescue & Restore program has also been recognized as a groundbgeaitimpaign
in the public relations industry and has receiveatarthan 10 industry awards including
the coveted Silver Anvil Award from the Public R&as Society of America. The
award symbolizes the forging of public opinion asé@nnually awarded to organizations
that have successfully addressed a contemporarg 8gh exemplary professional skill,
creativity and resourcefulness. Silver Anvil Awsirrdecognize complete programs
incorporating sound research, planning, executiwh evaluation. The programs must

meet the highest standards of performance in thiegsior.

Ketchum was able to alter the focus of the media\gerage of human trafficking from
solely an international problem to a domestic peobl with a dramatic increase in
coverage focusing on victim assistance. Accordm@etchum, the media coverage
positioned HHS as the lead in this multi-agency paign collaboration and generated
approximately 200 million media impressions thromgihthe country. All of these
successes were achieved while maintaining victimursly and comfort with the
campaign. Ketchum has significantly raised expemta for media access and how

successful a human rights program can be whiledgugwictim recovery and safety.

Since theRescue & Restore program’s inception, Ketchum has offered its sexsiand
unconditional support. There is the hope that Keate's work with HHS and human
trafficking victims within the United States wilblie a long-term impact not only on this

issue but on other human rights issues around tbddw Going forward, with

® http://www.prsa.org/awards/

“The Silver Anvil, symbolizing the forging of pulsliopinion, is annually awarded to organizationsclhi
have successfully addressed a contemporary issheexémplary professional skill, creativity and
resourcefulness. In the over 50 years that theéagaris have been made, more than 1,000 organizatio
have been awarded Silver Anvils for excellenceuhlig relations.”
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cooperation from clients, public relations companaiell hopefully be able to provide a

service and have a positive effect on society.

Ketchum and HHS findings suggest:

1. Raised awareness among intermediaries who canifidardafficking victims
through the establishment of local coalitions casipg more than 800
organizations;

2. A secured national partnership with the Nationaht€efor Missing & Exploited
Children as well as partnerships with some 75 auitit national organizations;

3. Workshops and exhibits at national and regionaferemces; and

4. Establishment of th&escue & Restore Web site — www.acf.hhs.gov/trafficking

and the National Human Trafficking Resource Cehtgline.

Ketchum’s analysis indicates that a public relati@mampaign can have the power to
change perceptions as well as shape future digmssabout critical human rights issues
such as human trafficking.

ISSUES FOR FURTHER CONSIDERATION

Ketchum appreciates the importance and value dflingi relationships. One of the
primary ways HHS will continue to change the Amanigublic’s perception of human
trafficking is through open, honest, and ethicahowunication. Because public relations
involves identifying audiences and molding messadeas perfectly positioned to help
facilitate communication characterized by accuratgnsparency, and community
support. Over the long term, it is expected tmatreased educational programs and
domestic support for human rights victims will leedimproved government policies,

expanded corporate responsibility and an increasemmunity involvement. .

Ketchum accepted the offer to work with HHS withe tlunderstanding that the
Government agency adhere to and support Ketchumsalodure guidelines, ethical

standards and reporter guidelines created to stjapdr protect victims. Not only has
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HHS embraced the guidelines and standards, buimibgia have shown a continued
respect for their importance. According to Accolieem Member Frances Bernhards,
reporter guidelines continue to be important fatisg the ground rules for interviews

with victims. “They also help sensitize reportérat victims have undergone horrendous
exploitation at the hands of their traffickers, dhdrefore, must be treated with the
highest respect and delicacy so their recoveryga®ds not harmed as a result of the

interview.”

Ketchum’s support of the campaign demonstratesgfemcy’s leadership in promoting a
socially and ethically responsible agenda. Agmgeio work with HHS serves as
reputation branding for the agency and continlesaimmitment to promote transparent
and honest communication while encouraging corpasatial responsibility. Accepting
the challenge also embodies the organization’sianisstatement and internal values — to
encourage and build trust among all publics. Altjito Ketchum as a business was not
directly challenged, the process of developing féectve public relations campaign can
be viewed as a test of the way in which excepticoaimunication programs can impact

and support the Global Compact principles.

The results of Ketchum’s work on behalf of Rescue & Restore Victims of Human
Trafficking campaign highlight the positive connection betwgeblic relations and the
promotion of human rights. Ketchum reports thaieftforts have been positively
influenced by the company’s disclosure guidelimics training program, and the
reporter guidelines developed specifically for taenpaign. The company’s internal
programs and guidelines can be considered to wotkndem with the Global Compact

principles®.

With the assistance of its disclosure guidelingkijcs training program, and reporter
guidelines, Ketchum continues to support the cagmwpdb help victims of human
trafficking and others, demonstrating the importarand value of the intersection of

communication and human rights. The guidelinesofeid by Ketchum staff and the

10 hitp://www.unglobalcompact.org/
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resulting campaign help display the agency’s wgiliass to champion the Compact

guidelines and act as a catalyst for change imgliblgal community.

Public relations firms are guided by their clieritgerests. This can present a challenge
when the firm is not emotionally engaged with tbpi¢ at hand. On the other hand,
when stated values align it is likely to lead tore@roductive relationships. This is
because, as illustrated in this paper, the cliext agency’s values are congruent and
therefore not at odds. Going forward, Ketchum'sowative disclosure guidelines and
ethics program should continue to be used as ampmrafor the industry, illustrating
how companies can contribute to developing comnesiand societies facing human

rights challenges.

To directly improve the campaign, Ketchum is depelg materials that feature
individuals from diverse cultures. The agencylsavorking to develop reliable long-
term metrics to understand the impact of the pubékations campaign on local

communities and victims.

Conclusion

The goal of this paper is to illustrate the relasioip between public relations and human
rights. In this regard, more work needs to be donthe field to collect data, to create
metrics for efficacy, and to accurately measuréntibe administrative process and the

effectiveness of programs, such as HHS’s Humarfi¢kaig campaign.

The public relations industry can make an importaantribution to human rights
initiatives. Specifically, it can serve as an efiee vehicle to promote targeted public
service messages, programs and community acti¢re irfdustry is able to, and should
be responsible for, developing programs addressoogtemporary issues and
demonstrating how principled communication is aseatial component of corporate

social responsibility. Moreover, principled commnuation is an integral part of what is
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termed corporate responsibility, which encompasseporate efforts to meet the
financial and non-financial expectations of variostekeholder groups. Corporate
responsibility goes beyond philanthropy and legahpliance'* Ketchum CEO Ray

Kotcher simply says, “What it all means is that tthé aphorism that an organization can
do well by doing good still applies.”

Ketchum and the industry as a whole have recognthedimportance of reputation
management and that client campaigns can be erthanttethe aid of open, honest and
accessible communication. Ketchum'’s ethics progaawh revised disclosure guidelines
are a concrete example of this commitment. Hatlege guidelines equips the industry
with the credibility to represent clients whoseenaists are related to social issues such as
human trafficking. Additionally, in the HHS caségtchum further refined its principles
to address the specific concerns of human trafigkiictims.

It is imperative that the industry work to empowsmmunities around the world —
including within the United States — to effectivegommunicate to individuals,
organizations, and the media, the objective ofqmtitg human rights and affirming the
industry’s full support of human rights. Going Wi@ard, public relations companies
should continue to provide socially responsiblevisess and that have a positive effect on

society and the promotion of human rights.
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" Doorley, J. and Garcia, H.F Reation Management, The Key To Successful Public Relations and
Corporate Communication, (New York: Routledge, ©a® Francis Group, 2007) Pg. 357
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APPENDIX 1: REVISED KETCHUM DISCLOSURE GUIDELINES (10)

1. When pitching the media, always identify the cligoti represent.

2. Be forthright with information about our clients’p@nsorship of information,
spokespeople or events.

3. In all written materials, clearly articulate theiecit, product or service being
represented.

4. In booking an interview, conduct a straightforwadtcussion of messages the
spokesperson wants to communicate. This helpgemisat everyone’s expectations
are clear (the producer, the spokesperson andiém)c

5. In preparing spokespeople for media interviewsaterenessages and provide training
that allows them to be transparent and to portcayiately who they represent.

6. In video news releases (VNRS), b-roll and audio si.esleases (ANRS), disclose fully
to TV or radio stations who produced and paid tor Written identification of
sponsorship should be placed on packaging andatesdhroughout the VNR.

7. When producing a VNR, the narrator will not use tnerd “reporting” or refer to
themselves as a reporter.

8. Web sites should disclose clearly their ownerspiwate or public, name their parent
company and/or sponsors, and reveal any relevasihdss relationships, including
sponsored links to other sites.

9. When blogging, use your real name, be clear whoayeuand identify for whom you
work with.

10.We encourage word-of-mouth advocates to disclosie thlationship with marketers
in their communications with other consumers. Wk not blur identification in a
manner that might confuse or mislead consumersoathd true identity of the
individual with whom they are communicating, ortnust or imply that other should

do so.
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APPENDIX 2: REPORTER GUIDELINES FOR INTERVIEWING VICTIMS OF
HUMAN TRAFFICKING (8)

When conducting interviews with victims of humaafticking — as with any victim of a
violent crime — it is important to empathize withhat they have gone through and to
understand their mindset — molded by coercionewvioé and intense fear at the hands of their

traffickers.

1. Human trafficking victims were lured to the Unit8thtes with promises of a better life,
marriage and/or a good job so they can providetteir families back home. These
promises and dreams quickly turned to nightmareshasvictims found themselves
trapped in the sex industry, the service industrysweatshops or in agricultural fields —
living daily with inhumane treatment, physical amdental abuse, and threats to

themselves or their families back home.

2. Trafficking victims have been through brutal phgsi@and psychological trauma,
often suffering long-term or permanent damage tth libeir physical and mental
wellbeing. Their recovery process takes a longetimnd many victims find it
extremely difficult and troubling to talk about therdeal. Because telling their story
forces them to relive their nightmare, it is extedyndifficult to find trafficking
victims who have progressed sufficiently in the#caovery process that they are
willing to talk with reporters — even if they und@nd that by telling their story, they
can help other victims of trafficking.

3. Traffickers are ruthless criminals who subject thactims to repeated violence and
threats against themselves and their family. Tbese trafficking victims often fear
reprisals against themselves or their family backné should they talk with reporters.
And even if their traffickers are hopefully behibdrs, trafficking networks still exist and
the victim’s safety or the safety of their familgudd still be in jeopardy. Therefore, you
often will be asked to not reveal the victim’s itdlgn(name, likeness or voice) in your

story.
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4. Trafficking victims fear authority figures and aoaly beginning to trust others. The
individual they trust the most is their social werkwho has been working diligently
with them in their recovery process. Therefore, ghcial worker should be consulted on
how to best approach the interview with the tréifig victim. We recommend an initial
interview with the social worker to receive a gethesverview of the victim’'s case.
During this initial interview, the social worker Mhwant to discuss the types of questions
you may want to ask the victim — and most impotyantidentify any overly sensitive
guestions that could hurt the victim’s recoveryqass. It is vital that the social worker is
then present for the actual interview with the imcto provide emotional support for the

victim and to be alert to situations that may bentfal.

5. Many trafficking victims do not speak English anal ot understand American culture
or how the American media operate. Therefores wiial even for victims with some
English skills to have a skilled translator avaialluring the interview — ideally, a
translator who both speaks the victim’'s languagd amo understands the victim’s
culture. In many cases, the victim’s social workélt be the best translator, since this
individual has achieved a measure of trust withttagicking victim and can screen out
and/or soften potentially sensitive question ardhan independent translator is used, the
social worker should still be present for the iatew.

6. Interviews can be intimidating for even media-sauwjividuals. However, interviews
with an unknown reporter can be utterly dauntingd &ightening for a trafficking victim.
Be sensitive to their fear of authority figuresnrdayes, you will be seen as an authority
figure — and reassure the trafficking victim thauyhave their best interests in mind and
that you are conducting the interview to let thdlmuunderstand scope of the human
trafficking problem, and therefore, help other witd escape this devastating human
rights violation.

7. Avoid negatively worded or accusatory questions il likely intimidate, frighten

and cause the victim to shut down. Sensitivitgspecially important when talking
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with sex trafficking victims, who may be extremdigsitant and ashamed to discuss

their situation and what they were forced to do.

. Sometimes trafficking victims feel that it was théult they became enslaved. As a
result, it is important to not reinforce this gullyy insinuating that they should have
known better or somehow avoided becoming a trafiigkictim. Above all, understand
that this individual is a victim, not a criminahéshould be treated with the respect and
understanding they deserve. Trafficking victimewdd not be made to feel they have

done anything wrong.



