






Rule 4. Be honest, frank, and 
open. 

!n communicahng nsk mformat10n, trust and
cred1buity are your most prec10us assets.

Guidelines: State your credentials; but do not 
ask or expect to be trusted by the public. ff you 
do not know an answer or are uncertain, sav 
so. Get back to people with answers. Admit 
mistakes. Disclose nsk mformahon as soon as 
possible (emphas1Z1ng any reservations about 
reliability). Do not minimize or exaggerate the 
level of risk. Speculate only with great caution. 
ff in doubt, lean toward shanng more 
i,formation, not less-or people may think you 
are hiding something. Discuss data 
uncertainties, strengths and 
weaknesses--including the ones identified by 
other credible sources. Identify worst-case 
estimates as such, and cite ranges of nsk 
estimates when appropriate. 

Point to Consider: 
• Trust and credibility are difficult to obtain.
Once lost they are almost impossible to regain
completely.

Rule 5. Coordinate and collaborate 
with other credible sources. 

Allies can be effechve m helping you 
communicate nsk mformahon. 

Guidelines: Take time to coordinate all 
inter-organizahonal and intra-organizational 
communications. Devote effort and resources to 
the slow, hard work of building bridges with 
other organizations. Use credible and 
authoritative intermediaries. Consult with 
others to determine if you or others are best 
able to answer questions about risk. Try to 
issue communications jointly with other 
trustworthy sources (for example, credible 
university scientists, physicians, or trusted local 
officials). 

Point to Consider: 
• Few things make risk communication more
difficult than conflicts or public disagreements
with other credible sources.

Rule 6. Meet the needs of the 

media. 

The media are a prime transmitter of 
information on risks; they play a critical role in 
setting agendas and in determining outcomes. 

Guidelines: Be open with and accessible to 
reporters. Respect their deadlines. Provide risk 
information tailored to the needs of each type 
of media (for example, graphics and other 
visual aids for television). Prepare in advance 
and provide background material on complex 
risk issues. Do not hesitate to follow up on 
stories with praise or criticism, as warranted. 
Try to establish long-term relationships of trust 
with specific editors and reporters . 
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Point to Consider:·' 
• The media are frequently more interested in
politics than in risk;.more interested in
simplicity than in complexity; more interested
in danger than in safety.


