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CHAPTER I
IHTRODUCTIOH
Statement of the Problem
It is the problem of any individual or committee con
cerned with public relations to maintain the good will of the
public for his department, organization, or establishment#
It should likewise be the interest of anyone who feels he has
something to offer to sell himself, his ideas, or his product.
The ways and means of achieving this have already been pre
pared and are multitudinous. For the man who wishes to por
tray himself as a specialist,

there are the higher institu

tions of learning to prepare him for mastery of language and
public speaking. To present his ideas, books, magazine
articles, news releases and many other means may be utilized.
To sell his product almost every conceivable form of adver
tisement is possible. The problem remaining is that of
method and the extent of utilization of available media.
Failure to exhaust every available means of communication
results, to an extent, in retarded possibilities of progress
toward the desired goal.
The idea of the type of training now labeled indus
trial education was introduced more than a century ago.

Many

thousands of books and other documents on education have been

published and yet, there is a lack of ample literature on
industrial arts in general education*

In numerous areas the

course is offered but with a lack of adequate facilities*

In

many other areas no provision at all is made for industrial
education or industrial arts training in the public school*
In many instances, public relations activities are neglected,
even in those schools with adequately equipped and well organ
ized industrial education curriculums*

Some authors feel that

the plight of this field should not be surprising however,
because educational ideals change very slowly and it takes
even longer for such newly suggested ideals to become common
practice.
thought*

This idea is considered worthy of sufficient
Nevertheless, it is felt that an active, well-organ

ized,and well-rounded public relations program would prove
to be an invaluable asset to any institution.
The first step toward the improvement of the attitude
of the population toward any commodity or service, organiza
tion or department is the development of interest. Interest
is aroused when one feels that he, others about him, or human
ity at large is affected.

The feeling of curiosity is neces

sarily accompanied by an urge to seek for additional knowledge
of the subject. The result of such critical inquiry invaria
bly leads to educated attitudes and finally to acceptance or
rejection based on the presence or absence of a felt need for

self-advancement. Interest Increases with an increase in
related knowledge of the subject and tends to spread with
association,
The utilization of such media as newspapers, the radio
and television will help to arouse interest, create a feel
ing of curiosity, increase related knowledge of the subject
and finally lead to wider acceptance of Industrial Education
as a necessary part of general education. It is assumed that
the prime requisites for successful public relations activi
ties at any level are a general knowledge of public relations,
finance, interest, initiative, courage and perseverance; that
industrial arts activities can be developed into a large va
riety of information which can be conveyed effectively by way
of newspapers, radio and television; and, that it is quite
practicable and professionally acceptable, if necessary, to
seek sponsorships as a source of financial support of such
endeavors.
It is hoped that this study will stimulate greater
interest among school administrators, principals, supervisors
and teachers of industrial, education in the evaluation of
their public relations program. It is hoped, also, that it
will suggest means of improving existing public relations pro
grams and encourage more extensive study of activities and
trends in existing public relations programs in industrial
education.

The purpose of this study was to determine if it is
practicable for industrial arts teachers to attempt the utili
zation of radio, television and the newspaper as public re
lations media. This problem is primarily concerned with
methods of employment, including: the uses which can be made
of these media; advantages; disadvantages; and the role of
finance as a factor in the utilization of these media.

The

elements of the problem attached in the study are stated in
the following questions:
1•

Miat use can be made of radio, television, and
newspapers in publicizing the industrial arts pro
gram?
a. "What are the advantages and disadvantages of
radio, television and newspapers as public
relations media?
b.

What hind of information may be considered
worthy of being publicized by way of radio,
television and newspapers?

2. Iflaat is the role of finance as a factor in the
utilization of radio, television and newspapers
to publicize the industrial arts program?
a. In the opinions of the respondents to question
naires used in this study, is it impractical
or unethical to seeh sponsorships for educa
tional programs presented by radio?
b. In the opinions of the respondents to ques
tionnaires used in this study, is it imprac
tical or unethical to seeh sponsorships for
educational programs presented by television?
3. Are there any special qualifications or training
which must be acquired by the supervisor or teach
er undertahing public relations activities to the
extent of radio broadcasting, telecasting or the
newspaper?

Definition of Terms
Debate - Putting two speakers with directly opposite views
into an informal discussion#
Dramatic Program - One involving acting and actors.
Forum - A discussion in which two guest speakers present
differing sides of a question.
Industrial Arts - A phase of general education which developes the intellectual, manipulative, investigative,
aesthetic and social learning impulses in children
through the use of the common tools and materials
employed in basic industries.
Industrial Education - A general term applied to all educa
tion related to industry such as trade and industrial
education, technical education and industrial arts.
Interview - A personal appearance program in which a guest is
questioned informally.
Mass Media - Those instruments of communication which can
convey identical messages to large numbers of persons
who are often physically separated.
Non-dramatic Program - One devoid of acting or actors.
Panel Discussion - Informal, spontaneous discussion and ex
change of information and ideas by a group of partic
ipants under a chairman.
Public Relations - Means by which an institution acquaints
its public community with its policies, purposes and
aims for intentions of creating good will.
Public Service Program - One which is designed to raise
standards of taste, increase the range of valuable
information, or stimulate audiences to undertake
worthwhile activities. A program presented to im
prove rather than solely to amuse.
Round Table Discussion - Three or four persons discuss a
question or issue informally, endeavoring to reach
some kind of conclusion.
Serial Play - A long story told in a series of episodes which

all interconnect in a common plot.
Spot Announcement - An announcement of short duration. Usu
ally less than 100 words.
Special Event Program - A telecast or broadcast, usually
originating at a remote point (outside the studio),
of some event of local or national importance or
appeal.
Straight Talk Program - A program consisting only of speech
and devoid of music, acting, actors and sound
effects.
Symposium - Several persons who are experts or who have made
a special study of a topic present their several
views•
Talks Program - One which is completely without music and
which depends on talk in some form or other.
Unit Play - One which is complete in each broadcast. That
is to say the plot starts and finishes in each
broadcast.
It has been noted that some authors have attempted to
differentiate the term public relations and the word public
ity. In this study, these have been used as synonymous terms.
Limitations of the Study
This study was limited to "how" radio, television and
newspapers may be used to present industrial arts programs to
the community. Since each individual, in his particular cir
cumstances, will be faced with unique problems of public
relations programming commensurate to these circumstances,
it is impossible to lay down a set of specific rules, which,
when followed, will result in a perfect program.

We can
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speak only in generalities, illustrating specific points from
available experience and research..
It is probably advisable to indicate at this point
too, that no effort has been exerted to decide "which medium
works best. The study is not specifically concerned with
effectiveness of media but rather effective methods of uti
lization, If the chosen medium achieves positive response,
then it is acceptable.

It was assumed that radio, television

and nexvspapers may be utilized effectively by public school
personnel as public relations media.
Finally, the study was limited in that it was depen
dent upon the accuracy of the information, opinions and
attitudes disclosed by the respondents.
Sources of Data and Method of Study
Four questionnaires1were developed and mailed, respec
tively, to supervisors of industrial education, press com
panies, radio and television stations of the State of Arkan
sas.

One questionnaire, containing thirteen major items,

was sent to thirty-five television station managers.

Another

questionnaire, composed of twelve major items, was sent to
thirty-six radio station managers.

A third questionnaire of

eleven major questions was sent to thirty-five news editors
See Appendix.
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and/or publishers.

A fourth questionnaire, consisting of

fourteen major items, was sent to supervisors of industrial
education. Several neighboring states were included due to
the limited number of television stations and industrial ed
ucation supervisors in the State of Arkansas.

Suggestions

from individuals in radio, television and journalism were
considered for their contributions as to the possible out
come of such an endeavor.

The opinions and attitudes of

industrial education supervisors were given significant con
sideration.
Some of the data for this study were secured from
books written on the subject of public relations and from
reports compiled and published by research staffs of various
organizations, establishments and committees interested in
public relations.

Other books and periodicals containing in

formation on the subject under consideration were reviewed to
assist in the establishment of a background of information on
the problem. Industrial education supervisors, managers of
radio and television stations and newspaper editors submitted
inxormation relative to the sources of financial support and
to training and experience necessary to the success of such
endeavors.

The major portion of the information compiled here

was gathered from the interpretation of data submitted in re
sponse to the prepared questionnaires.
The descriptive method of research was used in making
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this study#

A careful, organized attempt was made to analyze,

interpret and describe the present status of public relations
activities as effected by industrial arts departments through
out the State of Arkansas, abstracting whatever generaliza
tions possible from cross-sections of current experiences.
Many of the suggested activities, programs and methods of uti
lization of various media were based on the generalities for
mulated during this research study.
Review of Related Studies
In a study of school interpretation and current prac
tices used to interpret industrial arts as a phase of the
curriculum to the school-community in 125 schools in Texas,
2

Hillary Blanton Ford reported the following findings:
1.

Of the 125 industrial-arts instructors contacted,
29 (23 per cent) sponsored industrial-arts clubs;
19 (65 per cent) of these clubs had space in the
school paper; and 12 (41 per cent) used the local
newspaper.

2. Seventy-seven (62 per cent) industrial-arts
instructors indicated they had radio and televi
sion stations in the community in which they
taught; 14 per cent of these instructors spon
sored programs designed to interpret industrial
arts through these media.
20. Thirty-seven (30 per cent) industrial-arts in
structors took pictures of work well done in the
Hillary B. Ford, "Interpretation of Industrial Arts
in the School Community," Industrial Arts and Vocational
Education, Vol. XIVI, (March, 1957), 112.
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Industrial-arts shop; eight (6 per cent) took
movies and showed them to interested groups, and
12 (10 per cent) took movies or pictures of out
standing school events.
The results of this study indicated that the schools
involved did have some type of public relations program in
use.

A large number of the industrial arts instructors do

use some of the various phases of the public relations pro
gram suggested by authorities in the field of education and
industrial arts.

With respect to content and practices,

some programs were more extensive than others.
The study also revealed that not one Industrial-arts
public relations program involved all the principles set
forth by authorities in the field of public relations.

The

majority utilized less than 60 per cent of the recommended
principles as set forth for public relations.
3
Ford submitted the following recommendations based
upon an analysis of the data collected in this study:
1• Industrial arts instructors should utilize results
of research in an effort to determine the extent
to which the public relations program should be
included.
2. Field trips, resource personnel, exhibits, and
articles in newspapers should be used more exten
sively by all industrial-arts instructors as
mediums in the interpretation program.
3. Every college offering industrial-arts education
should stress the importance of public relations
3Ibid.

in its program,
4
John R. Ballard has reported that good public rela
tions programs are the result of planning. Most media and
techniques utilized successfully by industry can be used by
the industrial arts teacher. The purpose of this study was
to furnish a plan and materials for interpreting industrial
arts to the general public, and to show that a broader know
ledge and deeper appreciation of industry can be taught
through industrial arts courses,
Calvin G. Dunlap^conducted a study having as its pur
pose to determine the most effective means of publicising
industrial arts and to provide industrial arts instructors
with information necessary to establish their own publicity
programs. It was reported that few industrial arts instruc
tors actually practiced advertising, although they agreed
that industrial arts needed more publicity.

Only a few of

the many publicity practices were in use,
^"John R. Ballard, "Publicity Program for Industrial
Arts Based Upon Industrial Public Relations Practice" (Un
published Master's Thesis, Southwest Texas State Teachers
College, San Marcos, Texas, 1951)» As reported in Research
in Industrial Education: Summaries of Studies, 1950-1955.
(Washington: United States Government Printing Office, 1957),
P. 72.
5
Calvin G. Dunlap, "Publicizing Industrial Arts in
Louisiana," (Unpublished Master's Thesis, Louisiana State
University, Baton Rouge, Louisiana, 194-9), as reported in
Research in Industrial Education: Summaries of Studies,
1930-1955, (Washington: United States Government Printing
Office, 1957), P. 72.
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6

..

John Bendix, In the study "Public Relations for Indus
trial Arts," found that written material on public relations
in education was lacking and that no books were found that
dealt with publicizing industrial arts. He concluded that
more literature was urgently needed to assist in improving
public relations.
The publication of detailed Information relative to
the problems involved in public relations, techniques used,
sources of financial support, Information and activities
would be invaluable to others desirous of attempting to
develop more adequate public relations programs.
Heed for the Study
There are quite a number of public relations programs
and other public relations activities being carried out in
virtually every existing school system.

Many of these are

not as active, nor as well organized as should be.

Announce

ments of public relations activities are not adequate in many
Instances.

The publication of many of our planned activities,

which parents and other community people are desired to ob
serve and/or participate in, is done through students, by
John Bendix, "Public Relations for Industrial Arts!'
(Unpublished Masters Thesis, The University of Minnesota,
Minneapolis^ Minnesota, 1951), as reported in Research in
Industrial Education: Summaries of Studies. 1930-1955
(Washington: United States Government Printing Office,'1957),
P• 72#
'

-13-

word of mouth, in spite of the vast number of media through
which such information might be conveyed. Despite the fact
of the unwitting neglect to utilize the various means of public
communication to their fullest, it is good that we are aware
of their existence and that we realize the importance of
having some type of public relations activities.
Some of the various mediums of public relations in
common use are PTA meetings, exhibits, open house, fairs,
club activities, school papers, contests and special community
projects, to mention only a few. There are a number of other
means used, but this list includes those vrhich are most fre
quently used.

We do not question the value or effectiveness

of these as media but, rather, whether they are utilized in
the most effective manner. The value and effectiveness of
these media can be increased if fully exploited.
In addition to the public relations endeavors of the
school systems, there are various magazines containing pro
fessional writings on virtually every thinkable subject. In
the majority of instances however, these professional maga
zines are not made available to the masses of the population,
.die people in the profession are, to a large extent, the sub
scribers to such magazines. The HEA Journal. Business World
education, Practical Home Economics. Industrial Arts and
Vocational Education—all these are professional education
magazines which are made available to those people in the
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teaching profession.
The point of the foregoing information is this: we
must undertake the problem of reaching the masses of the
people if our efforts are to be as successful as they might
be. In spite of all the media mentioned in earlier para
graphs, the public is not yet sold on the idea of industrial
arts as an integral part of general education.

The real

value of the subject remains unknown to the general public,
including some teachers. For too long, the industrial arts
departments have been looked upon as a "dumping area" for the
problem child.

Seldom, if ever, are the so-called "bright"

or "gifted" students steered in this direction.

Even during

ancient times some felt that capacity and potentiality were
of little import in the field of industry. The general pub
lic must be informed, and informed well, of the ever increas
ing need for well trained workers and skilled technicians in
such fields as electricity, radio and television, mechanics
and electronics.

We must convince the public that the devel

opment of basic interests, skills and processes with simple
materials, tools and machinery are requisites for these
vocations. This training should begin early in life before
young minds and hands become set in their ways.
Further, the average person looks upon the shop as a
Place for making something rather than a place for learning

something. A more educated idea would "be that of seeing the
laboratory and laboratory work as an interesting and effec
tive means of achieving a number of objectives other than
that of the development of basic skills.

An impartial ob

servation of the experiences provided in the industrial arts
laboratory will reveal the fact that there is much more to
be acquired in laboratory classes than mere skills and
knowledge of manipulative processes.
Many of the supervisors of industrial education
responding to questionnaires used with this study indicated
they did not have an actively functioning public relations
program or that they did not feel that their public rela
tions was adequate.

Several of the respondents reported

having considered the idea of using radio and television as
media but had not actually attempted to do so.

Most of the

supervisors had considered and actually used the newspaper
as a public relations medium. As for the methods of utili
zation, practically all of those suggested in this study had
been utilized by some of the supervisors, hone of them had
utilized all of the methods listed.
Industrial arts instructors should be aware of the
soundness of the foundations upon which their work is based.
They should also be interested in the promotion of a better
understanding of the place of industrial arts in education
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on the part of school administrators, other teachers, and
the community at large.

CHAPTER II
THE UTILIZATION OF RADIO AS A PUBLIC RELATIONS MEDIUM
The Nature of the Problem
The history of Industrial and Vocational Education and
of Industrial Arts reveals clear evidence of the problem with
which we are concerned here.

The need for a more serious

recognition of the real value of the practical arts has pre
vailed through the ages.
need still exists.

Centuries have passed and the basic

This problem requires us to put forth

every effort to create an awareness of the value of Indus
trial Education in the development of mental powers, its
irrefutable benefits to the community as a whole and its
dynamic influences upon all civilization. The predominant
question with which this study is concerned is—what can be
done to achieve this objective?

This is by no means an in

ference that nothing has been, or is being, done about the
situation. Tremendous progress has been made, undoubtedly,
as can be recognized at a glance.

It is suggested rather

that our efforts should and can, quite simply, be expanded.
.Radio as a Public Relations Medium
Radio is a very good and relatively simple communica
tions medium. It meets the qualifications of mass media and
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is an excellent means of reaching the masses of the popula
tion in a given community#

Ample consideration should be

given its advantages and limitations as a public relations
medium as plans are made for its utilization. The program
or activity should be well planned, organized and presented
for best results.

The information must be interesting and

significant in order to gain and hold an audience.

This

chapter provides some information of significance in these
areas.
Advantages
It is hardly questionable that radio broadcasting is
an excellent means of public communication.

There were over

54- million homes in the United States with radios in 1960 - a
total of 166,500.000 radio sets in use.1 In spit of all the
talk about television, a large percentage of the American
people rely upon radio for much of their news.

Broadcasting

stations serve nearly every community in America, and radio
stations are continuously and increasingly on the lookout for
opportunities to broadcast materials of local interest and
origin.
There are other significant features about radio as
Harry Hansen, World Almanac and Book of Facts. (Hew
York: ITew York World-Telegram Corporation, 1961), p. 694.

a communications medium. It reaches directly into the home.
It can be absorbed passively while relaxing in the park,
while working on the ^ob, while traveling in an automobile,
in flight or at sea.

The portable radio is now as small as

the kingslzed cigarette pack and requires a minimum of effort
to transport and to manipulate.
very good.

The audience figures are

Most important, radio lends itself surprisingly

well to the widest variety of needs.

There is very little in

formation that cannot be transmitted effectively by radio.
The participation of so many different organizations in the
production of radio programs would not be possible were it
not for the fact that radio is a comparatively uncomplicated
medium.
Licensed commercial radio broadcasting stations are
required by the Federal Communications Commission to broad
cast a certain number of hours of programs in the public
interest. Since the success of any radio station is dependent
upon the public's support, most radio people are communitywise and are more than willing to help promote a worthy cause.
One should not hesitate to request time for the promotion of
his industrial arts program.
Disadvantages of Radio
There are also some disadvantages of radio as a public
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relations medium,

A message transmitted by radio is quite

perishable. In fact, a radio message is the most perishable
of every existing means of communication. Television permits
one to hear and see a program which makes for a longer last
ing impression upon the mind.

The articles of the newspaper

may be referred to repeatedly for as long as the paper is
kept. If the listener does not have his radio tuned to the
program at the time the message is given and it is not re
peated, then it is absolutely lost.

Even when one is listen

ing to a particular program some points are missed.

Once a

point is missed, it is difficult to recall or recover. Fur
ther, the points missed may have the effect of influencing
the listener unfavorably.

All sound effects, music and

voices do not create the desired result. Sometimes a program
becomes mere entertainment and thus its effectiveness is
minimized.

Only one program can be heard at a time and, in

those homes where there is but one radio, there might be a
problem as to what program will be tuned in.
Competition on the air is another point which merits
mention.

Many colleges own and operate their own stations,

but where this is not the case, the educational institution
must compete with commercial establishments.
The Objectives of Public Relations Activities
Perhaps it should first be decided what is the real
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purpose of a public relations program as suggested here,
A public relations program must affect the listener as
an individual in his feelings toward the organization, insti
tution or department.

It should develop a friendly feeling

toward the department, build its stature in the eyes of the
listener, impress the listener with the integrity of the de
partment and inform him of the benefits that it brings to the
community in which it is located and to the nation as a whole.
The man who wants to develop a public relations pro
gram for his department would, naturally, ask himself—what
kind of program or activity shall I use?
clear-cut answer to that.

There is really no

If there is, it might be as

Griswold suggested, "Any program or activity which gives the
listener a sense of pleasure for having heard it, and which
brings him information about industry which he finds use
ful."2
Publicity Activities by Radio
A great deal of what follows may seem elementary—and
intentionally so—for the elementary techniques of utiliza
tion of radio as a communications medium have not been fully
2
Glenn Griswold, et. al., Your Public Relations. (New
York: Punk and Wagnalls Company, 1948), p. 322.
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exploited.

On the other hand, even the experienced indi

vidual would do himself no harm "by occasionally reviewing
some of his earlier lessons, They are quite easily for
gotten.
There are countless activities which industrial arts
teachers and supervisors may undertake by radio.

Among these

are live talks or speeches by outstanding figures in the
community who are engaged in industrial occupations, school
administrators, retired and in-service industrial arts teach
ers and supervisors on topics about which patrons should be
better informed.

Such speeches may contain valuable informa

tion about Just what the students are accomplishing in indus
trial arts classes, some of the objectives of the work being
done, such as: the development of skills with tools, a
realistic sense of responsibility, and appreciation of the
ability to do useful things from a general standpoint.

Well

planned radio talks may well be centered about the history of
industrial arts in general or within a particular school or
community.
Syram and Wenrich3submitted that many schools have
taken advantage of opportunities provided by local radio sta
tions to present programs by students and/or staff members
+ i f m ..., ^ - - Byr a m and Half 0 . Wenrich, Vocational E d u c 
tion and Practical Arts in the Community School. fTtew vn-nv'.—
i'lacmillan Company, 1956), op. 498-501.
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grams, groups of students discussed their experiences and
activities. Parents and employers "were often included in
the discussions. Students sometimes •were interviewed regard
ing their work experiences. Sometimes these interviews were
recorded on tape and made available to several radio stations.
This indicates that good public relations activities and/or
programming do not have to be national in scope to be effec
tive, There is much that can be accomplished using a single
local station.
In addition to the types of activities discussed in
the preceding paragraphs, one may also undertake to:
1• Prepare and present dramatic programs (live and
recorded) having as their aim to interpret some
phase of the industrial arts program to the
community,
2, Develop such discussion programs as panels, forums,
symposiums, and round-tables on subjects of
interest to the public and which are geared to the
idea of the development of a well informed public,
3. Record, on tape, speeches of outstanding persons
at conferences and conventions to be broadcast
over local or regional radio stations,
4, Submit spot announcements relative to all activi
ties the public is desired to attend or to partici
pate in. Open house, exhibits, fairs, contests,
conventions, and conferences are but a few such
activities as suggested here,
5. Arrange for debates on controversial issues known
to exist in a given community or on topics desired
to convey information which will eliminate vaeue
64 "eaS a
W the atrial

-246. Conduct interviews of school administrators on
long range plans for the department, policies,
objectives, new developments in industry and their
impact upon civilization as a whole and the ever
increasing demand for skilled technicians in prac
tically every field of industrial endeavor,
7. Dramatize department history and activities to be
presented as recorded programs or as live presen
tations,
8.

Utilize subject matter as the source of informa
tion to be presented to radio audiences to develop
more educated ideas as to the place of industrial
arts in general education,

9.

Arrange for special event pick-ups by local and/or
regional radio stations where activities of public
concern are carried out. Open house, exhibits,
fairs, special features of conventions and confer
ences suggest a few examples,

10, Extend invitations to the general public to visit
the department and observe classroom activities
and procedures as they are carried out from day to
day.
It is understood that each of the methods has its ad
vantages and disadvantages. These may be overcome by select
ing the best method suitable for the desired program or by
using combinations of the methods suggested here and of other
known effective methods of utilizing radio as a public rela
tions medium.
Certain of the activities suggested require little or
no training in radio broadcasting procedures.

The announcer

will be able to Instruct participants adequately immediately
preceding the program or activity.

Others require knowledge

of such subjects as sound effects, studio signals, and perhaps

-25scrlpt -writing. Dramatic programs of any type require such
knowledge. All activities must be carefully planned, org
anized and presented in order to be effective regardless of
the selected method of presentation.

"In some instances, as

for news coverage, announcements and special event pick-ups,
a popular radio personality may bring better results than
your own efforts."^ "Where possible, it is suggested that this
method be utilized.
Miscellaneous Information for Publicity by Radio
There is much information which can be conveyed by
radio and which will influence the attitude of the population
toward Industrial Arts; information that will inform the pub
lic of the real purpose and values of the learning—the ed
ucation afforded by the department; information which will
reveal to the public the indispensable benefits and the dynam
ic influence of industry upon the progress of all civiliza
tion.

As stated previously, interest is aroused when one

feels that he, others about him, or humanity at large is
affected in some fashion.

Such information as follows will

help to create interest and curiosity which is the first step
toward successful public relations endeavors.
Interesting activities, programs, speeches or announceii

American Vocational Association, Your Public Rela
tions, (Washington P. 0., AVA, Inc., 1954), p. 43.
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ments may well be centered around:
1, The development of new machinery for shop classes,
2, Hew movements in the field of industry and indus
trial education,
3»

Histories of various industrial occupations and
their respective contributions to society,

4, Shortages of skilled workers and technicians in
the field of industry coupled with information of
the salaries of various industrial occupations,
5*

Appointment of new teachers, promotions, and re
tirement of teachers or persons engaged in indus
try,

6. Job opportunities which training in Industrial
Arts may lead to,
7, Safety reports, awards and safety features of
machinery used for instructional purposes and in
industrial occupations,
8,

Contests, contest winners and awards,

9. Reports of meetings, conferences, conventions,
surveys and research projects effected by persons
in industry and on subjects of industrial concern,
10.

The usefulness of the learning which takes place
in Industrial Arts and Industrial Education
classes.

11.

Course content, objectives, enrollment numbers,
organization and management.

12. Service records of outstanding personalities of
industrial pursuits.
Biographies of distinguished community people who
have made noteworthy contributions to the field of
industry and industrial education.
14#

Educational stories centered around subject matter
oi interest to the community as a whole.

15»

Educational achievements of teachers.

-2716. Scholarships granted by industrial organizations.
This is by no means intended as a complete list of the
kinds of information considered worthy of being publicized by
radio. It is hoped that the list will suggest at least a
beginning point. There is no doubt that such information, if
carefully planned, organized and presented, will make for
more informed reactions and attitudes toward, and ideas about
industrial arts education.

One must be ever mindful, however,

that regardless of the method, activity or program undertaken,
care must be taken that it is interesting and informative to
the listener—not mere entertainment.
Brief Descriptions of Some Methods of Utilizing
Radio as a Public Relations Medium
$hen the decision as to what medium of communication
will be utilized has been made, the most effective method of
utilization should be selected.

Many factors are involved

herewith and should be given ample consideration beforehand.
This section, in brief form, outlines some of these signif
icant factors.
The Debate
A debate has been defined previously as an informal
discussion program involving two or more speakers with direct
ly opposite views.

Debates may well consist of faculty or
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student participants.

Oare must "be exerted that the order of

the program coincides with the rules set forth for the con
duct of the debate to avoid criticism of procedures used.
It should not be forgotten that the objective is to "improve
The subject, then, should be selected with the interest of
the audience foremost in mind.
The Dramatic Program
Of the several suggested methods of utilizing radio as
a public relations medium, the dramatic program proves to be
most expensive in terms of time and energy involved in prep
aration and presentation. There are many booklets, however,
containing dramatic plays and skits on industrial arts and
related subjects.

These plays and skits would be very in

formative to community people who are interested in the work
being done in industrial arts classes. They will convey
information as to the objectives of industrial arts, its use
fulness and its contributions to the total personality devel
opment of the young pupil. These booklets may be obtained
from play publishing companies at very reasonable cost. Play
publishing companies will furnish any play director with one
of their catalogues free upon request with the postage paid.
The Heuer Publishing Company of Cedar Rapids, Iowa; The Art
Craft Play Company, Cedar Rapids, Iowa; Drama Guild Publishers

-29of Norwell, Massachuettsj and Row, Peterson and Company of
Evanston, Illinois suggest some of the more prominent play
publishing companies.

Plays and skits are excellent means of

interpreting some phases of the industrial arts program to
the public.

In instances where the program is too long to

be completed during the alloted time, the serial play may be
utilized.
The Interview
Interviews are generally classified as either informa
tional or personality interviews.

This precludes the student

as an interviewee as he is not likely to have developed the
personality nor the wealth of information required. Less
time and effort is, thus, required on the part of the program
director. The interviewee should be well informed—an author
ity on the subject at hand and aware of the nature of the
questions to be used if time will permit a pre-session.
According to Phillips, Grogan, and Ryan,^the prepara
tion most often made for an interview is a session before air
time in which participants talk over the topic at hand. Lur
ing this pre-session the interviewer can jot down notes or
questions that will elicit interesting material when the
actual program is underway.
——————————

David C. Phillips, John M. Grogan and Earl H. Ryan,
An Introduction to Radio and Television. (New York: The
Ronald Press Company, 1954), p. 119.
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This Is a very interesting method of transmitting
information if properly prepared and conducted. The panel
discussion may involve students, teachers and/or experienced
workers from the community. An informal, spontaneous discus
sion on an interesting subject by students and teachers is
certain to capture a large audience.

The information covered

in such a discussion may be centered around several subjects
planned to give the public greater insight into the purposes
and benefits of industrial arts classes and of industry.
The Round-table Discussion
The round-table discussion program Is very similar to,
yet somewhat different from, the panel discussion.

The par

ticipants endeavor to reach some kind of conclusion in the
former, not necessarily so in the latter. The round-table
discussion must, therefore, involve trained and experienced
participants. The discussion may be centered around contro
versial issues regarding industry or industrial arts educa
tion or any topic of general public interest which is
associated with the department.
The Spot Announcement
Because of the fact that spot announcements are of

such short duration, it is doubtful that very much is
accomplished through this method alone. However, it is a
very effective means of ensuring that announcements of activ
ities, programs, exhibits and other planned occasions reach
the masses of the people within a community. Industrial Arts
Teachers and Supervisors should not fail to avail themselves
of the opportunity to use this service for this purpose»
The Symposium
The symposium is also a very good means of conveying
information to the public. It may begin with or without
speeches before any interplay between the panel members or
the audience and the panel. If speakers are used, "the basic
content of the speakers (should) be made known to all parti
cipants to avoid the possibility of all speakers going off in
different directions."

If the program is to begin without

speeches but with interplay between members of the panel, a
basic agenda or outline should be agreed upon before the pro
gram is broadcast. In any event, the central purpose and
procedure of the program must be clearly understood by all
participants.
There are very few limitations as to the information
which can be conveyed to the public through discussion pro-

1

Phillips, Grogan and Eyan, 0j>. cit., p. 118.
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7
Phillips, Grogan and Hyan stated that:'
It is quite difficult for a single voice to interest
an audience for a prolonged period of time. Thus talks
programs on radio have played a small role in this coun
try for many years. However, information or other
material that can be presented as a talk is adapted to
the interview or dramatic format in an effort to gain
and hold an audience.
This observation seems to suggest that straight talks
or speeches of any kind be used as a last resort.

But, it

is further suggested that this disadvantage can be overcome
by using colorful and descriptive words, by developing illus
trative materials through stories, by making use of simple
but effective language and the use of repetitions to make
sure the point is clear. A speech must be concise and to the
point in order to be interesting and effective.
Summary
Many schools have taken advantage of opportunities
provided by local radio stations to present programs by
students and/or staff members from classes in the practical
arts. There are advantages and disadvantages associated with
all available communications media and radio is no exception.
The disadvantages should not be allowed to influence our
efforts.
7
Ibid.

-33Clearly conceived and attainable goals should be
established in planning public relations programs.

When this

is done, fewer problems will be encountered in the planning
of activities and information to be conveyed to the public.
Puller use of even the elementary techniques of utilizing
radio as media was suggested in this connection. If care
fully planned, organized and presented, the effectiveness of
the chosen method or activity trill be increased accordingly.
The lack of these features will result in poor achievement.
It is not necessary to be too seriously concerned with
radio broadcasting procedures. Brief instructions from the
announcer immediately preceding air time will suffice in the
majority of instances. Dramatic programs require some train
ing and knowledge of the subject.
There are few limitations regarding the activities and
methods which can be effected by radio in an effort to convey
a message to the public. If interest and curiosity are
aroused, the program may be considered a success.

This is

the first step toward successful public relations endeavors.

CHAPTER III
THE UTILIZATION OP TELEVISION AS A PUBLIC RELATIONS MEDIUM
The question which invariably cones to mind with any
suggested television activity is probably that of the source
of financial support for such activities.

When this problem

is solved, then the problem becomes that of deciding what
kind of programs are suitable for television production and
acceptable for television audiences.

The solution to the

latter problem is relatively simple, but one might find the
former question more persistent.
This chapter, in addition to some advantages and
limitations, provides some possibilities as to what kind of
activities, programs and information are considered worthy of
television presentation.

Sources of financial support are

covered in Chapter V.
It would be unreasonable to endeavor to present every
possible publicity opportunity by television because new
ideas and ideals usually will lead to increased possibili
ties.

The information which follows indicates some of the

problems involved and will help one toward the assurance of
a good beginning at the least.
Television as a Public Relations Medium
The problems involved in the utilization of televi-
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tions medium.

Because of the uniqueness of some of its ad

vantages, it is considered for its worth as an individual
medium. This chapter is given to the discussion of televi
sion as a public relations medium, to include its advantages,
limitations, and some uses that can be made of this new
advertising weapon.
Advantages
Television is a relatively new public relations medium.
As reported by Scott and Center1 in 1952, even at that time it
had grown in scope with incredible rapidity over a period of
five years. It can be readily observed that television has
continued to grow at a surprisingly fast pace over the past
ten years. Because of the extensive cost of the establish
ment of television stations, they are yet comparatively few in
number. In the state of Arkansas, where this study was made,
only seven television stations were located. Despite the
limited number and the high cost of the operation of televi
sion stations, Scott and Center2asserted that, "The progres
sive public relations practitioner is getting in on the
ground floor of TV and growing with it in skill and technique
M. Cutlip Scott and Allen H. Center, Effective Public
Delations. (New York: Prentice-Hall, Inc., 1952)', p. 244.
2Ibid.

••36
as it advances to maturity."

Television now plays an impor

tant role in home life, in public affairs, and entertainment.
In 1947 it was estimated that there were 60,000 TV
sets in the eight cities with TV stations. In the span
of five years the number of sets in use had zoomed to
more than 13 million sets receiving programs broadcast
by 108 TV stations in 63 cities. By 1951» which saw the
introduction of a nationwide TV network and of color
television on an exploratory basis, TV had blanketed one
fifth of the nation's homes in the urban centers of popu
lation. The National Broadcasting Company estimated that
there were 15*770,000 TV sets in use at the close of 1951*
It was estimated that there were 18 million TV sets in
use in 1952, one year later. There will be, ultimately,
some 2,000 TV stations in the United States. Some TV
shows have already built larger audiences than the most
popular radio programs. In the spring of 1952, a radio
research agency estimated that the most popular TV pro
gram reached over 10 million homes and_was seen by at
least 30 million people each week.... ^
Nell over 6,000,000 television sets were produced, and
there were 54,000,000 sets in homes, in the United States in
1960.4
Undoubtedly, television is an excellent medium through
which the objective of reaching the masses of the population
can be realized.

There are few families which do not have a

television set in their home and surely many leisure hours
are spent listening to and watching television programs of
various types. The fact that entertainment is the most popu
lar type of program today should not influence efforts to

3

Ibid., p. 245.

^Harry Hansen, World Almanac and Book of Facts. (New
York: New York World-Telegram Corporation, 1961), p. 694.
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medium.
Disadvantages
The cost of the production and presentation, in terms
of finance and physical energy, is considered a definite
point of retardation of the use of television as a public
relations medium.

"It still remains to be seen whether

commercial advertising can sustain the high cost of television
programming and operational expense."

The cost of the estab

lishment of television stations is tremendous and certainly
the cost of their services must be adequate to sustain their
operation and their continued existence.

The fact that ed

ucational institutions have to compete with commercial estab
lishments also poses its problems.

The number and kind of

programs the commercial establishments afford tends to inten
sify this problem. It has been demonstrated, however, that
television programming is within the reach of the non-profit
institution and that educational programs can get and hold
listeners. The public relations director at Johns Hopkins
University, Lynn Poole, has demonstrated this excellently
with the Johns Hopkins Science Review.

5

The problems of cost,

David 0. Phillips, John M. Grogan and Earl H. Ryan,
An Introduction to Radio and Television, (Hew York: The
Ronald Press Company, 1954), pp. 286-287.
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presentation, the relative effectiveness of television as
against other media, and its competition for their audience
are only a few of the many problems that will exist in the
future•
The establishment and operation of educational tele
vision stations is not the solution to the problems involved.
This is evident by the fact that commercial radio and tele
vision have flourished while educational radio and television
have withered. The reasons for this as stated by Phillips,
Grogan and Eyan, were lack of money, use of untrained per
sonnel, and inadequate programming.

Because of the limited

audiences, some of the operators felt that the operation of
educational television stations was not worth the effort and
expense. There are a number of these still in existence
however.
Educational Television
Obviously the problems of educational television sta
tions are great.

This observation is supported by the tre

mendous success of commercial television compared with the
slow progress of educational television. The first license
to an educational institution and the first commercial license
bIbld.

p. 283.

-39were granted during the same year, 1920. By 1925, 171 li
censes had been granted to educational agencies. Ten years
later only 34 of these stations were still in existence. The
reasons for this, as stated previously, were lack of money,
use of untrained personnel, inadequate personnel, and in
adequate programming.

For the year ending June 30, 1960, the

Federal Oommunications Commission authorised 653 AM (amplitude
modulation) and 912 FM (frequency modulation) commercial tele
vision channels and only 64 AM and 1 81 FM educational television channels•7
The place of educational television stations in the
whole broadcasting system is not yet clearly understood.

The

tremendous possibilities of television in the educational
field are generally recognised, but the specific means by
which these possibilities will be achieved have not been
fully realised.
Commercial Television
The plight of educational television when viewed
objectively is not at all pleasing.

The kind of programs

presented on these stations are, nevertheless, in public de
mand.

Some of the reasons stated for the need of educational
O
television were that:
—

Hansen, loc. cit.
^Phillips, Grogan and Ryan, loc. cit.

-401. Commercial TV stations must program their days
primarily with entertainment programs having broad
appeal to sponsors.
2.

Modern commercial TV stations do not attempt to
raise the standards of taste of the American
public•

3. There is too much violence in programs viewed by
children.
4. Even when programs do not contain violence, there
are elements of fear and horror that overstimulate
the child.
5.

Many programs viewed by the younger people seem to
be misleading because they present a false sense
of values.

Educational programs of the hind suggested here can be
so well planned and organized as to curb some of the griev
ances associated with commercial programming.

Some of the

programs may be planned to reach the younger people in the
television audience and others to captivate the interest of
adults. It was suggested that the television audience is
mainly interested in television as entertainment.

This being

so, such educational programs as presented by commercial tele
vision may be arranged to include elements of this nature and
yet achieve their primary purpose.
The cost of television time is perhaps the greatest
problem of educational (Public School) programs via commer
cial television stations. This problem is discussed in
Chapter V. There are a number of other problems however,
some of which may be eliminated by selecting the kind of pro-

-41gram -which does not require professional training as is the
case in acting, public speaking, script writing, program
production or advertising agencies.

It would be unreasonable

to assume that all the problems of television programming
could possibly be removed, but they may definitely be mini
mized through careful selection of the type of program or
activity to be carried out and the method of utilization.
Publicity Activities by Television
Many successful attempts have been made by public
schools utilizing commercial and educational television sta
tions as public relations media. In Pittsburg, Pennsylvania,
1953* Educational Television Station WQED, operated by Metro
politan Pittsburg Educational TV Association, presented week
ly half-hour shows which featured local handy men illustrat
ing their home-workshop specialties.^ Local station KOTV of
Tulsa,. Oklahoma donated time as a special service and programs
of the panel discussion type were planned on topics about
which school administrators thought patrons should be better
informed. An industrial arts and vocational education program
was included.*0

9

Lawrence W. Prakken, "Here Is a Way...to Publicize
lour Program," School Shot). Vol. XIV, Ho. 2, (October, 1954),
29.
1°Ibld.

-42Ryram and Wanrich have reported that in Erie County,
Pennsylvania, the local chapter of Future Farmers of America
produced regularly scheduled shows at the rate of one to
three per week over a two year period.

The county supervisor

of agricultural education served as monitor of the programs
and reported that it was not difficult to find subject matter
for the 109 shows that were produced.^
Following a year of detailed planning in 1 958, the Los
Angeles Industrial Education Association presented an indus
trial education exhibit to the public with the full impact
of radio and television announcements,1 2
Fhares asserted that with a little concerted initia
tive local industrial arts or industrial education groups
can tell their story on the television stations in the local
"5
area,1 J
Practically every kind of publicity activity or pro
gram possible by radio, which was discussed in Chapter II, is
also practical for television. More extensive preparations
are perhaps necessitated by virtue of the fact that the

n

Harold M. Byram and Ralph C, Wenrich, Vocational
Education and Practical Arts in the Community School, (Hew
York: Macmillan Company, 1956), pp. 498-501,
12
Ralph Rogers and Lyman J, Goldsmith, "Exhibits Sell
Shop Program," Industrial Arts and Vocational Education. (Jan
uary, 1958), 1-57
13
Gail Phares, "It's What's Up Front That Counts,"
Industrial Arts and Vocational Education. (February, 1961),

18-1 9.

-43audience is able to see the participants and activities of
the program.

The debate program, interviews, panel discus

sions, dramatic programs (live, recorded, serial or unit
plays), speeches, forums, symposiums, round-table discus
sions—all are adaptable to television.

The same informa

tion transmitted by radio may also be transmitted by televi
sion and perhaps more effectively.

Utilizing these methods,

it is possible to create an understanding on the part of the
public of the need for quality training of technicians,
assist students to better understand the opportunities avail
able in industrial education and how their individual capa
bilities relate to these opportunities, give parents informa
tion about industrial education which will result in better
parental understanding of the programm and create an atmos
phere of mutual understanding between the school, industry,
and business.
The video element of television renders it useful to
the presentation of filmed dramatic programs.

To suggest the

production of such films for use by public school affiliates
for the purpose of publicity is very impractical, the cost of
the production of filmed programs being the most sensitive
matter of concern.

There are, however, unlimited numbers of

films already prepared and kept on file at film libraries
which may be used for this purpose.

These cover almost every

thinkable subject and are available to teachers throughout

-44the United States,

A large variety of information on indus

trial arts subjects which will help to achieve the objective
with which we are concerned here may be conveyed to the pub
lic by this means. Since the development of a hobby for
later years or for leisure time activities is considered an
objective of the program of industrial arts, it is very
likely that such film presentations would appeal to the inter
est of those persons having hobbies related to some phase of
industrial education,
Demonstrations of many sorts are also considered prac
tical for television activity.

One hears a great deal today

of "How to do it yourself," Demonstrations involving the
telling and showing methods—on the innumerable repair jobs
so often necessary on the house, on home furnishings, elec
trical appliances, radios, and on the construction of small
pieces of furniture for home use—would be quite useful and
interesting to many community people, This would help in the
development of more informed attitudes toward the subject of
industrial arts.
Through the methods of utilizing television suggested
here as public relations media, industrial arts instructors
should be able to show that the objectives of industrial ed
ucation and industrial arts are compatible with national
technical needs, that these are necessary parts of a well
planned total program of education, that they are coordinate

-45with science, mathematics and industry, that they are flexible
enough to meet changing conditions, and that they are staffed
and supervised by competent, -well trained personnel.
Summary
Television is very effective in reaching large seg
ments of the public.

It is comparatively new but offers

several advantages over many of the communications media
which have been long in existence. Its limitations should
not be viewed as insurmountable but as challenges to greater
efforts and achievements. Educational, as well as commer
cial, television stations should be included with planned
television activity.
Many successful attempts to utilize television as media
have been recorded and published. Prom this, it has been prov
en that It can be done.

Oare should be exerted in the selec

tion of the type of program or activity to be carried out and
the method utilized to avoid the necessity of professional
training or qualifications on the part of program partici
pants.
Debate programs, interviews, panel discussions, speech
es, forums, symposiums, round-table discussions, announce
ments, demonstrations and dramatic programs of any type are
adaptable to television programming.

Through these and other

methods of utilizing television as a public relations medium,

the desired objectives can be realized

CHAPTER IV
THE UTILIZATION OP THE NEWSPAPER AS A
PUBLIC RELATIONS MEDIUM
The newspaper is the most readily available of the
communications media covered in this study. It is the one
medium which is found in practically every city regardless of
its size in area, population, or its geographical location.
This is not true of radio and television. There are many
cities which do not have their own radio or television sta
tions. It might, therefore, be more difficult to utilize
these facilities than the local newspaper. The newspaper,
being most convenient and readily available to everyone,
everywhere, is insurance for the publication of the work
being done in the community schools.

Failure to reach the

public with the message of industrial arts, then, may be
attributed to the absence of interest, initiative and effort.
Eighty-five per cent (35%) of the supervisors of in
dustrial education executing the questionnaire mailed to
them had utilized this medium for publicity purposes.

The

activities covered by the submission of news releases to the
press and other methods of utilizing this medium are shown
in Table I. Practically every activity listed had been
covered by news releases to the press.
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A REPORT OP THE PUBLICITY ACTIVITIES UNDERTAKEN BY TWELTIY
SUPERVISORS OP INDUSTRIAL EDUCATION THROUGH
RADIO, TELEVISION AND NEWSPAPERS
Medium Through Which Taken and
No, of Supervisors So Doing
Newspaper
Radio
TV

U J . V X ujr

Debates
Interviews
Panel Discussions
Porums
Symposiums
Speeches - Live
Speeches - Recorded
Dramatic Programs - Live
Dramatic Programs - Recorded
Round-table Discussions
Spot Announcements
Skits
Tape Recordings
Special Event Pick-ups

0
9
6
2
2
8
4
0
0
4
10
0

2
7
9
3
3
7
2
3
1
4
7
0

4
4

2

News Stories
Editorials

7
2

Demonstrations

2
4

Exhibits
Conferences and/or Conventions
New Movements
Open house

8

5
6
1

5
7

4

7
4

4

2

0
6
2
2
2
6
1
1
0
4
7
0
1
6
13
9
3
7
10
5
7

The Newspaper as a Public Relations Medium
This chapter is devoted to how public relations acti-

-49vities can be expanded to exploit the advantages of the press#
It is planned to reveal the fact that there is much more that
can be done, generally, in an effort to create a better un
derstanding, wider acceptance and added appreciation for
industrial and vocational education and industrial arts#
Advantages
The newspaper has some advantages as a public rela
tions medium which no other medium provides. It fits very
well into the pattern of our communications tools.

It offers

speed, broad coverage and has the ability to communicate to
people of practically all educational levels. William Albig^
has remarked:
The modern newspaper is the most important medium of
communication for the distribution of news and opinions
to large publics—-steadily, day after day, the press
influences public opinion on various issues.
The phrase, "I saw in the paper where..." is still a
stock conversation opener for millions. Information publish
ed in the newspaper, therefore, has authority. If a piece of
information reaches the pages of the newspaper, it is gen
erally accepted as fact, whether rightly or wrongly.
The press fits into the established habits of people

rWilliam Albig, Public

Opinion. (New York: McGrawHill Book Company, 1939), p. 64.

more fixedly than any other communications medium.

The

process of looking at the morning paper at breakfast, read
ing it on the bus, streetcar or train, buying an evening paper
on the way home; this is almost wholly automatic, newspaper
readers have a high degree of loyalty to their papers, too,
and circulation patterns tend to remain fairly steady, Hhen
an item is published in the newspaper, the audience which
will be exposed to it can be reasonably guaranteed,
Another obvious advantage of the press is relative
durability. Information on the radio or television set is
available only at the instant it is broadcast or telecast.
The newspaper can be picked up at the reader's leisure.
Probably the most significant advantage of the press in the
field of communications is the extent to which it recognizes
its primary function as an information medium, Where the
transmission of information is concerned, it is obvious that
p
the press has far more space than any other medium.
Disadvantages
The press is perhaps the most controversial medium of
communication we have.

The editor is sometimes biased, the

facts are sometimes twisted, and misquotations are often made.
How that we have begun to communicate in other ways—with
2
Stephen E. Fitzgerald, Communicating Ideas to the Public, (Hew York: Funk and Wagnalls Company, 1950), p. 136-137,
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press as heing old-fashioned and as deserving a low place in
the constellation of communications media. Another accusa
tion often recurring is the familiar charge that the press is
superficial—that it deals with "highlights" and seldom with
the real inner complexities of most situations.
According to Fitzgerald, evidence indicated that the
press ranks fourth in effectiveness as a communications
medium. He suggested that, in general, face-to-face dis
course, including personal contacts and speech is likely to
be first in effectiveness, oral-plus-visual presentation,
such as television, second, and radio third.

On the other

hand, Fitzgerald suggested that the use of a variety of media
is usually preferred to reliance on any one medium.^
Publicity Via the newspaper
The majority of our public schools make regular use of
press facilities with lesser concern for radio publicity.
The news editor is fundamentally interested at all times in
every legitimate piece of news available in the community.
It must be kept in mind, however, that news does not arrive
in the pages of a newspaper through any hit-and-miss process.
This is achieved through carefully planned and well-inte
grated channels. Industrial arts instructors and supervisors
3
Ibid, p. 103.
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interest and concern and to see that it reaches the editor's
and/or publisher's desk.
Caution should be exerted to avoid giving too much
attention to trivial details.
not classroom trivia.

Send out significant news and

Serious articles can be written in an

easy-to-read, sprightly fashion. Respondents to question
naires used in connection with this study indicated that this
was a point which public school publicity directors should
keep in mind.
Interesting and significant news stories may be devel
oped from debates, interviews, panel discussions, dramatic
programs, speeches, round-table discussions, forums and
symposiums which may have been presented via radio or televi
sion, Newspapers may be used to supplement the broadcast or
telecast thus increasing the effectiveness of the presenta
tion,

Such news stories may include a summary of the discus

sion; occupation, training and experience of participants;
the purpose of the program; announcement of the next such
program, station and network.

This would help in the devel

opment of interest and capturing larger radio and/or televi
sion audiences.
Worthy news releases may also be developed on the
following subjects:
1 , Department history, from a general standpoint or
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2.

Objectives, discussions, speeches, reports and
accomplishments at conferences and conventions,
local and national.

3. Hew movements and developments in industry affect
ing industrial education and industrial arts
curriculums.
4. Teacher assignments, reassignments and promotions.
5.

Teacher educational achievements.

6.

Objectives of the total program of industrial arts
and the program of industrial arts in particular
schools.

7.

Announcements of:
a.

Open house activities.

b. Exhibits.
c. Invitations to the general public to observe
classroom activities and other activities
carried out or sponsored by the department.
d. Arrangements for the handling of visitors.
e.

What visitors may expect to see or do if they
are to participate in the activity.

f. Date, time, subject and participants on radio
or TV programs.
g. Date, time, place, delegates and duration of
conferences and conventions.
8.

Outstanding pupil achievements.

9. Summaries of research studies and reports of
surveys.
10. Teacher retirement and service records.
11. Deaths of teachers, along with service records.
12. Accident reports.
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Safety reports, awards and contest winners,

14,

Other contests, winners and awards.

15.

Reports of distinguished visitors, the purpose of
their visit, addresses and accomplishments,

16,

Biographies of teachers with outstanding service
records,

17, Job opportunities to which training in industrial
arts may lead its pupils; salaries and retirement
benefits.
18.

Histories of various industrial occupations.

19#

Reports of shortages of trained workers and skill
ed technicians in various fields of industry.

20.

Course content.

21.

Shop organization, management and equipment.

22.

Enrollment numbers in industrial arts classes.

23. -Annual reports of the work done in industrial arts
classes throughout the city.
There are numerous other possibilities for the devel
opment of news releases which would assuredly capture the
attention and interest of community people.

Such information

as listed above would create a more informed attitude toward
the subject of industrial arts and the work being done in the
laboratory and laboratory classes.
Principles of Writing Publicity Releases
According to information submitted by respondents to
questionnaires returned, most news offices have personnel 011
their staffs who assist in the preparation of news releases.

Some indicated that they prepare the releases themselves from
information "brought in on scrap paper and on the backs of
cancelled checks. Inhere this service is not made available
and where the person is to do the maximum job of writing his
releases, he should seek out the papers in the community and
learn their style sheets, their standards and the mechanical
techniques they use.

These change from time to time, but

some standards have been formulated that are considered to
be acceptable at present by the best newspapers. Her% in
brief form, are the principles commonly accepted by the newspapers as presented by Pine.4
1.

Copy should be on white paper, size 8|z 11 inches.

2. Release should be mimeographed or clearly type
written.
3. Release dates must appear on top of first page.
4. Name of college or school should be found in
upper right or left-hand corner.
5«

Release must be double or triple spaced, on one
side of paper only.

6. Gopy should start halfway down first page.
7. Pages must be numbered.
8. The word "more" should appear on the bottom of a
page to indicate that copy is unfinished.
9»

Finish of story is indicated by an "end" mark.

10. Each paragraph is ended on one page without carry
ing over to the next.
11•

Copy should be written i n good English.

E
Ibid, pp. 25-26.

These are technical standards and do not involve the
actual -writing itself.

They will help make pleasing copies

and will favorably impress the editors and reporters.

They

are the result of years of experimentation and represent the
best practice.
Writing a Publicity Release
It has been found that most persons do not read a
complete paper from page to page or an individual article to
its very end.

Many people merely read headlines and first

paragraphs. It is, thus, necessary to build the story pyramid
style. If a half column of copy is written—about 450 words-and the story is cut to 200, it will probably be the last
four or five paragraphs that will be dropped.
As a rule, the copy writer does not have time to re
write the story nor the background of the subject to do an
expert job of cutting the release.

Many publicity directors

complain that the heart is cut out of their stories.

Upon

inquiry, it is found that the newspapers have cut the last
few paragraphs, and it was here that the directors had placed
their most precious nuggets.

It should, therefore, be kept

in mind that the heart of any story should be in the first
paragraphs and not in the last.
For best results, adopt this rule: write the story so
that it will not suffer when the last two or three paragraphs
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It will still have the essence in the lead.

In other words, taper the story so that each paragraph adds
something less important than the preceding one.

Even if

everything but the first paragraph is eliminated, it will
still be worth printing.
If the writer of news releases will keep the five W*s
in mind, this will likely result in an acceptably written
story. WHO? WHAT? WHERE? WHY? WHE1T?
added an H: HOW?

To these is commonly

These questions are extremely important,

for they are the basis upon which a reporter does his writ
ing.

While writing the release, the publicity director

should also be certain these questions are answered.
Photographs with Publicity Releases
A good photograph serves as quite an asset to news re
leases. The old adage "one picture is worth a thousand words"
was never more applicable than to news releases.

Hews edi

tors speak quite eloquently of the need for good pictures.
Any good picture will tell its own story.

According to Paul

Dorsey, photographer for Life and Time magazines, a good pic
ture should have plenty of action, be natural in arrangement
of its subjects and not awkward
In the book, Public Relations. John 0. Long^ observed;
gPine,

0£. cit., p. 277.
LonS» Public Relations. (Hew York; McGrawTy* -«•• „ f03^1
Hill Book Company, 1924), p. 49.
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news standpoint, has a good chance of "being used very
largely in papers throughout the country, and almost cer
tainly in papers in the locality in which the photograph
was taken.
Sound advice with regard to photographs was also pre
sented by Quiett and Casey.
Do not send any "lifeless" pictures to illustrate a
news story. Don't send pictures of people sitting stupid
ly in a row, their eyes glued to the camera. Have your
people doing something. Action, Actionl is the cry of
the managing editor.
H. A. McETitt, once general manager of McNitts, Inc.,
stated that a college news service will receive more favor
able attention at the hands of newspaper editors and will
stand a much better chance of being read if it is illustrated
than would be the case if it were not.^
In order to achieve the greatest effectiveness in news
releases, it is highly recommended that photographs be used
to supplement the release. The problem involved with the
production of such action pictures as suggested here is at
the zero level.

The subjects industrial education and indus

trial arts themselves suggest activity. The sole problem,
then, is perhaps that of making the decision to exert every
effort necessary to assure the most effective public rela
tions program possible utilizing available media.
liei+v ?iennv°*1 <iuiett and Ralf
Casey, Principles of Pub,
ew
York:
——g
Appleton Century Company, 1926), p. 138.
Fine, 0j>. cit., pp. 192-193.
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The conscientious public relations director will
always strive to improve his work.

To improve the value of

the pictures used with publicity releases, it might be well
Q

to refer to suggestions submitted by Benjamin Fine.
1•

Use small groups only. A good close-up shot of
one person, showing expression, will be far more
effective than showing the blurred heads of an
entire class.

2. Pictures should illustrate the subject of the re
lease. The picture should tell a story about some
phase of education. They should have meaning.
3»

Remember always to caption your pictures. Always
print the name of your institution, together with
the individuals portrayed, on the back of each
picture.

4. Make all pictures educationally or otherwise sig
nificant. The picture must be Just as signifi
cant and important as the news story.
5*

Pictures should be glossy, of standard size, clear
and distinct.

6. Know the deadline of your paper. The educational
section may want its picture on Wednesday, the
news section may not need it until the day before
publication. A post card or a telephone call is
all that is necessary to attain this information.
7»

Probably the most important rule to remember is
always to take action pictures. Make your pic
tures show something happening.
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Summary
The newspaper is most convenient and readily available
to everyone, everywhere and is insurance for the publication
of the work being done in community schools.

A large per

centage of the schools do use this medium for publicity pur
poses. The advantages of the press over other media place it
first in use among other media discussed in this study.
Interesting and significant news releases may be
centered around every activity here suggested.

Caution should

be taken to avoid too much emphasis on matters of little im
portance to the public.

This is a point which should be kept

in mind at all times. "When writing the release, the writer
should assure himself that all questions are answered.

The

questions WHO? WHERE? WHEH? WHY? and HOW? are excellent
guides to be followed.
Hews releases can be used to supplement broadcasts and
telecasts, thus adding to the effectiveness of these activi
ties. It is strongly recommended that photographs be used
in order to achieve even greater effectiveness in the release.

CHAPTER 7
FINANCIAL SUPPORT FOR EDUCATIONAL PUBLICITY
Miscellaneous Sources of Financial Support for
Radio.

Television

and the Newspaper

According to information submitted by industrial ed
ucation supervisors, there were few instances where public
funds were provided for direct use in the development of pub
lic relations.

Only four of the respondents reported such

provisions. In these instances the State Legislature and
departmental fees were listed as sources of financial support.
Only one of the respondents reported that the amount provided
was sufficient to cover public relations activities involving
radio and television.

Ninety-five per cent (95$) of the re

spondents pointed out that they relied upon the courtesy
extended to them in the way of free services from radio and
television managements.

Apparently, coverage by the press

posed no financial problem.
The question of the source of financial support for
publicity activities is a significant one. This is true even
in those areas where provisions are made in the school's bud
get for expenses involved in public relations activities.
Public funds allocated for educational purposes are ear-mark
ed for various expenditures even before they are received. As
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a result, the possibility of an individual or an individual
department receiving sufficient funds to support certain paid
publicity activities is very meager.

Many schools receive

from local stations donations of radio and/or television time
and space in their local newspaper for news releases. 'Where
this is not so, the finance must come from other sources.
It is common practice in many public schools to raise
money in any reputable way possible to cover expenses involved
with activities not included in the school's budget, solicit
ing cash donations, selling, contests, auctions, bazaars,
carnivals, talent shows, raffles, plays, teas, socials, par
ties, dances and the use of punch boards suggest some of the
methods utilized.

Many student bodies have also undertaken

car washing, flat fixing and lawn mowing in an effort to
raise funds for various activities.
The department activity fee is another possible source
of financial support for public relations activities. In
many school systems each pupil is required to pay a small
amount of money with this designation.

This fund is required

to be used for any purpose providing the students with some
educational benefit.

Administrative personnel in charge of

such funds may well be delighted to approve of expending a
reasonable portion thereof for publicity activities involving
student participants.
There are countless fund raising activities which can
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this way it is possible to net sizeable sums of money annual
ly, These are proven methods of eliciting funds where such
is necessary.
Sources of Financial Support for Publicity
Through the Newspaper
The publication of public school news is a public
service.

One hundred per cent (100$) of the responses to

this question by twenty-six respondents were positive.

There

fore, with regard to local newspapers, there is little or no
need to be concerned with the cost of publicity releases of
news value and of local interest.

Editors and reporters of

local newspapers are vitally Interested in receiving such in
formation from community schools and will see that it is pub
lished without charge.

The release must be of local inter

est however. Local newspapers receive each day a large
number of publicity releases, very few of which are of any
local interest according to newspaper editors, publishers and
managers. Space limitations in some instances, forbid the
use of such items, even though they may have educational
value•
It is a policy of many local news companies to make
donations of space for news releases to public schools.
According to the positive replies of one-hundred per cent
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regarded as their duty as citizens of the community.

Since

news releases from public schools are, in many instances,
considered on the same basis with other news, some of them do
not reach the pages of the local paper.

Care should be ex

erted that school news is well placed and that it proves
worthy of being printed. Careful selection of information
which is interesting, useful or otherwise significant to the
public is a good guide to follow in the preparation and/or
submission of such releases to the press.
There are also certain days of the week on which dona
tions of space for news releases from schools are made. This
service was reported as being available daily in the majority
of instances, but there were exceptions. Patrons should ac
quaint themselves with the schedule of the local paper in
order to ascertain these limitations and to insure that the
release is printed at the desired time.
Sources of Financial Support for Publicity by Radio
This section is concerned with the financial problems
involved in radio broadcasting where public schools are con
cerned. It outlines some of the current practices of finan
cial support and the influence of finance upon the use of
radio by public school affiliates.

Radio time on a gratis

basis, time charges at regular rates and sponsorships are

-4>5speciflcally emphasized#
Radio Station Time Charges
Radio time is seldom sold by the quarter, half or full
hour. Practically all radio time is presently sold in one
minute and thirty second spots,
made for the former.

nevertheless, provisions are

According to information submitted by

respondents to questionnaires used in connection with this
study, radio station time charges ranged as follows: (1) Prom
07.50 to #36.00 for a fifteen minute spot; (2) Prom #12.50 to
#54.00 for a thirty minute spot; and (3) Prom #20.00 to
#90.00 for a one hour spot.
Radio station managers reported that the frequency
discount plan is often used for regular programs.

This means

that the regular rates, as indicated above, are reduced ac
cording to the number of broadcasts made in series by a
patron within a given period of time as shown in Table II.
It appeared that the forty-five minute program was not
in vogue.

Only three of the twenty-five respondents to this

item indicated their rates for forty-five minute programs.
They were #17.50, #18.00 and #37.00 for one time presenta
tions.
Radio station time charges for spot-announcements, one
minute or thirty seconds, were established much the same as
for the longer programs.

The charges were considerably lower
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TABLE II
AVERAGES OP TEE RADIO STATIONS' TIME CHARGES BASED
OH THE FREQUENCY DISCOUNT PLAN
No. of broadcasts
within 52 weeks
1
26

60
mins.

30
mins.

$24.50 $15.00
22.00
13.75

15
mins.

5
mins.

1
mln.

$9.00

$6.00

$3.00

8.25

5.50

2.75

7.50
6.75
6.00

5.00
4.50
4.00

2.50

16.00

12.50
11.25
10.00

2.25
2.00

5.25
4.50

3.50
3.00

1.75
1 .50

52
104
156
260

20.00
18.00
14.00

8.75

312

12.00

7.50

however. Spot-announcements were scheduled throughout the
entire broadcast day with a given per cent guaranteed to be
made in peak audience times. To cite an example, eighteen
one minute announcements may be made at a cost of from $1.40
to $2.50 each. The cost of one announcement broadcast eight
een times was the same as eighteen separate announcements.
This totals approximately $25.00 per week as shown in Table
III. Spot announcements were also made on a frequency dis
count basis.

Many local radio stations had developed what

was referred to as "Local Package Plans" in which reduced
rates were offered.

National and regional rates were,gener-

ally, considerably higher than those offered in the local
package plans.
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WEEKLY ANHOUNCEMEHT PLAIT Oil THE
FREQUENCY DISCOUNT BASIS
Ho. of announcements
within 7 days

Av, cost
per week

Av. cost per
announcement

125.20
31.20

$1.40

36
42
48

43.20
46.20

1 .20
1.10

48.00

o
o

.

18
24

1.30

It should hardly Be found necessary to present a pro
gram by remote control because of the convenience of using
the studio.

It should be pointed out, however, that programs

presented by remote control are a bit more costly than those
presented from the studio. The cost is usually based on the
regular rates plus remote charges. Remote charges involve
telephone line and engineering costs.
Radio Time for Public Schools
Of the twenty-five respondents to questionnaires used
in connection with this study, nineteen (76 per cent) indi
cated that there were no charges for educational (Public
School) programs. Six (24 per cent) of the respondents stat
ed there were no charges if the program was acceptable.
Twenty-three (92 per cent) of the respondents reported they

-63made donations of radio time to community schools.

Twenty-

four (96 per cent) of the respondents suggested that such ed
ucational programs were considered a public service.

This

information suggested that in the majority of instances it
is unnecessary to be concerned with radio station time
charges. If the program is acceptable to the station manage
ment, it is very likely that radio time will be donated by
a local radio station for its presentation. Because of the
fact that in some areas the rates for public school programs
were the same as for commercial advertising, or one-half the
regular rates, information on all possibilities was included
in this study.
According to the law governing the operation of local,
regional and national radio stations, a specified number of
public service programs must be included each day in their
broadcasting schedules.

As public school administrators and

teachers, we should be cautious that -this right is not abused.
To do this the programs presented must be reasonable, deserv
ing—worthy of broadcast. In order to conserve this right,
every effort must be exerted to avoid such impressions as
that which follows.
The average radio presentation (s) conceived and pre
sented by schools are, in general, rather sad and amateur
ish things that can kill a station's audience quickly.
Professional training, even in small amounts, would do much
to correct this condition, but the training is mighty hard
to f_nd and not at all in most colleges, including
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This is fully unrepresentative of the kind of impres
sion that should be left with managers of the local radio
stations. Such presentations and/or impressions will do no
good for either the radio station or the producer of such
programs.
In cases where donations of radio time are made for
the type of activities suggested here, patrons should be cer
tain to avail themselves of the station's broadcasting sched
ule. This will insure that the request for radio time is
received in ample time for scheduling.

By and large, this

service is extended at any available time upon request as
indicated by eighty-four per cent (84$) of the respondents.
The remaining sixteen per cent (16$) stated that this service
was available only at specified times.
Sponsorships for Radio Programs
Sponsorships are very good sources of financial sup
port for radio programs.

In fact radio stations would hardly

survive were it not for the sponsored program.

There is no

justifiable reason as to why public schools should not use
this excellent source of financial support for their radio
programs. It is as honest and as respectable as soliciting
1

This information was submitted by one of the radio
station managers in the section of the questionnaire calling
for voluntary comments.
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Nationally known firms or establishments, as used for
many commercial radio programs, are not the only sources of
sponsorships. Neither is it necessary to have a single
business establishment as the sole sponsor for any particular
radio program.

There are innumerable small local business

establishments which could be used as sponsors if they were
sought out. Privately owned service stations, laundry and
dry cleaning establishments, furniture stores, department
stores, bakeries, restaurants, barber shops, garages and re
pair shops of various types suggest some possibilities of
this nature. It is also very possible that several such
establishments will pool their efforts to provide adequate
funds to support a program deserving public note.

Barber

shop quartets, religious programs, children's programs and
many others are presently being financed by this method. It
can be done by public schools if the initiative and effort
required are exerted.
In areas where donations of radio time are made, spon
sorships are unnecessary.

Otherwise, it will prove benefi

cial to attempt the utilization of sponsorships as a means of
financial support for public relations endeavors involving
radio broadcasting.
According to data submitted by respondents to question-

naires used in conjunction with this study, it was not con
sidered impractical for public schools to seek sponsorships
for their radio programs but, it was considered as unnecessary
in most instances.

Some radio station managers maintain a

list of possible sponsors for programs broadcast through
their stations.

Others assist in the locating of sponsors

for programs broadcast through their radio stations. Program
directors should not hesitate to solicit sponsorships for
their programs if it is felt that they are worthy and deserv
ing and if it is found to be necessary to do so.
Sources of Financial Support for
Publicity by Television
Television station time charges are established gener
ally the same as in radio broadcasting.

Television time

charges, however, are significantly higher.

This section

will be concerned with whether or not the utilization of
television is, financially, within the reach of public school
affiliates. Television time and sponsorships for public
school public relations efforts are discussed in the follow
ing paragraphs.
Television Station Time Charges
Television time on commercial television stations is

very costly.

The cost of television time may "be considered

the greatest deterrent to the utilization of this medium for
educational purposes.

At peak audience time the cost of one

time, one-hour programs may range from 0135*00 to 0500.00
plus basic studio rates. Basic studio rates with one camera
and a full production crew may cost as much as 070.00. These
rates increase with the number of cameras needed or desired.
With one camera the total cost of a one-time, one-hour pro
gram would range from approximately 0205*00 to 0570.00.

One

minute announcements may range from 020.00 flat to 030.00 or
040.00, depending upon the time of day during which the
announcement is made.

The cost of television time is so

tremendous that it can hardly be considered practical to un
dertake regular paid publicity activities as suggested here
by television.

This applies where television time is not

donated by the station management.
Peak audience time extends generally from about 7:00
P. M. to 10:00 P. M. daily. The program rates at this time
are referred to as class "AA" rates.

As the audience figures

fluctuate in the negative direction, the rates are designated
as class A, B, or 0 rates.

Class C rates are lowest in ac

cordance with lower audience numbers. Differences in rates
according to audience numbers apply both to announcements and
regular programs as shown in Tables IV, V, VI, and VII.
The frequency discount plan is also used in connection
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TABLE 17
CLASS "AA" RATES 01T THE FREQUENCY DISCOUNT ?T.ATia

156
Times

#450.00

427.50

405.00

332.50

360.00

337.50

45 Mins.

360.00

342.00

324.00

306.00

288.00

270.00

30 Mins.

270.00

256.50

243.00

229.50

216.00

202.50

20 Mins.

225.00

214.00

202.50

1 91 .00

180.00

169.00

15 Mins.

180.00

162.00

153.00

144.00

135.00

10 Mins.'

157.50

149.50

142.00

134.00

126.00

11 8.00

5 Mins.

135.00

128.00

121 .50

115.00

108.00

1 Min.

110.00

104.50

99.00

93.50

88.00

82.50

20 Sends.

90.00

85.50

CO

•

o
o

76.50

72.00

75.50

D.C

45.00

45.00

45.00

45.00

45.00

45.00

1 Hr.

.

*—•

I.

•

104
Times

0
0

52
Times

0

26
Times

o
o

260°
Times

1
Time

•o
,a°lass "4A" Rates generally apply from 7:00 to 10:00
* • M. Monday through Sunday.
"^Number of telecasts per annum.
cAnnouncements made during station identification
\5 to 10 seconds).
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TABLE V
CLASS "A" RATES 01 THE FREQUENCY DISCOUNT PLAN3,
104
Times

156
Times

260b
Times
253.00

$337.50

320.50 304.50 287.00

270.00

45 Hlns.

270.00

256.50 243.00 229.50

216.00 202.50

30 Mins.

202.50

192.50

1 82.00 172.00

162.00 152.00

20 Mins.

169.00

160.50 152.00 143.50

135.00 127.50

1 5 Mins#

135.00

128.00 1 21.50 115.00

108.00

10 Mins.

118.00

112.00 106.50 100.50

94.50

88.50

5 Mins #

101.00

96.00

86.00

81.00

76.00

1 Min.

82.50

78.00

74.50

70.00

66.00

62.00

20 Sends.

67.50

64.00

61.00

57.50

54.00

50.50

D.C

34.00

34.00

34.00

34.00

34.00

34.00

I.

.

1 Hr.

0
—*
•
0
0

52
Times

0
O

26
Times

vo

1
Time

SI01ass

"A" rates apply from 6:30 to 7:00 P. M. Monday
through Friday, 1 :00 to 7:00 P. M. Saturday through Sunday
and from 10:00 to 11 :00 P. M., Monday through Sunday#
Number of telecasts per annum#
0Announcements

15 to 10 seconds).

made during station identification
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TABLE VI
CLASS "B" RATES OR THE FREQUENCY DISCOUNT PLAIT8"

1
Time
$281.00

1 Hr.

26
Times

52
Times

104
Times

267.00 253.00 239.00

260b
Times

225.00 211.00
180.00

169.00

225.00

214.00 202.50

30 Mins.

169.00

160.50 152.00 143.50

135.00 126.50

20 Mins.

140.50

133.50 126.50 119.50

112.50 105.50

15 Mins.

112.50

107.00 1 01.00

95.50

90.00

84.50

10 Mins.

95.50

91.00

86.00

81.00

76.50

71.50

5 Mins•

79.00

75.00

67.00

63.00

59.00

1 Min.

68.00

65.00

62.00

58.50

55.00

51.50

20 Sends.

56.00

53.50

50.50

48.00

45.00

42.00

I. D.

28.00

28.00

28.00

28.00

28.00

28.00

.

45 Min.

o
o

1 91.00

156
Times

Class "B" rates apply from 5:00 to 6:30 P. M., Mon
day through Friday; 10:00 A, M. to 1 :00 P. M. Saturday and
Sunday, and from 11 :00 P. M. to midnight Monday through
Sunday.
dumber of telecasts per annum.
Q

Announcements made during station identification
(5 to 10 seconds).
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TABLE VII
CLASS "C" RATES OIT THE FREQUENCY DISCOUNT PLAN3,

1
Time

26
Times

52
Times

104
Times

156
Times

260^
Times

$169*00

160.50

152.00

143.50

135.00

126.50

45 Mins.

135.00

128.00

121.50

115.00

108.00

101 .00

30 Mins.

101.00

96.00

91.00

86.00

81 .00

76.00

20 Mins.

84.50

80.00

76.00

71.50

67.50

63.00

15 Mins.

67.50

64.00

61 .00

57.50

54.00

50.50

10 Mins.

56.00

53.50

50.50

48.00

45.00

42.00

5Mins.

45.00

43.00

40.50

38.00

36.00

34.00

1 Min.

41.00

39.00

37.00

35.00

33.00

31.00

34.00

32.00

30.50

28.50

27.00

25.50

17.00

17.00

17.00

17.00

17.00

17.00

1 Hr.

20 Sends.
I. D.°
Si

Class "C" rates apply from sign off to 5:00 P. M.
Monday through Friday, sign off to 10:00 A. M. Saturday and
Sunday and from midnight to sign off Monday through Sunday.
Number of telecasts per annum.
cAnnouncements

(5 to 10 seconds).

made during station identification
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PACKAGE PLAITS AT CLASS "C" RATES3,
No. of Announcements
per week

Cost
per week

Cost per
Announcement

5 (1 Min.)
(20 Sends.)

ft155.00
127.50

ft31.00
25.50

10 (1 Min.)
(20 Sends.)

$250.00
200.00

ft25.00
20.00

12 (1 Min.)
(20 Sends.)

ft276.00
228.00

$23.00
19.00

30 (1 Min.)
(20 Sends.)

ft6l5*00
510.00

$20.50
17.00

ft740.00
600.00
ft340.00

ft18.50
15.00
8.50

40 (1 Min.)
(20 Sends.)
I. D.(5 to 10 Sends.)
St

Same time of the telecast day as for class "C" rates
on the frequency discount plan,
"b
Announcements made during station identification.
•with television station time charges. This is done much the
same as with radio "broadcasting. The cost of television time
is reduced according to the number of programs or announce
ments made within a given period of time.

Tables 1% V, VI,

and VII present a general indication of class AA, A, B and 0
rates for programs and announcements on the frequency dis
count plan. Table VIII presents a general picture of package
Plans. Class C rates only are applied to package plans. It
can be readily observed that the rates lor announoenents are

-78considerably lower In the package plans#
Television Time for Public Schools
Seventy-three per cent (73/0 of the respondents to
questionnaires pointed out that they considered it impracti
cal for public school people to seek sponsorships for their
television programs#

The majority of them indicated further

that they felt it was ridiculous to think of such a venture
because of the availability of free television time which
they offered for this purpose.

Ninety-three per cent (9370

of the respondents reported they considered such programs a
public service and would provide television time to public
schools at any reasonable and/or available time upon request.
The station management reserved the right of the decision as
to whether the program is worthwhile. In any event, provi
sions were made for educational (Public School) programs in
the schedules of the majority of the commercial television
stations contacted.
Some (73 per cent) of the respondents revealed that
they reserved spots on their schedule for public school
presentations, some at designated times during the telecast
day and others at various times during week-day mornings,
Saturday afternoons, by arrangement or as requested. Regard
less of the time of day their services were made available,
ninety-three per cent (93$) of the respondents stated that

-79the use of their station facilities was granted to public
schools without charge.
Seven per cent (7$) of the respondents reported that
the same rates as for commercial advertising applied to pub
lic school programs.

With this report it was clearly indi

cated that this was true only in the case of a sponsored
program. Again the idea of the absurdity of such an endeavor
prevailed. It was made quite obvious that television time
would be donated for these programs if requested, despite the
negative reply to this question.
It is unnesessary to be weary about the cost of tele
vision time where public school programs are concerned. If
the program is worthy and deserving, it is very probable that
spots will be donated for its presentation.

The availability

of television time might create a problem, however, in the
case of regular programs. If free time is not granted, then
it would be well to have some source of financial support for
the expenses involved. In this case sponsorships seem to be
the most practical answer.
Sponsorships for Television Programs
The fact that sponsorships are an excellent source of
financial support for any television a,ctivity cannot be dis
puted. It Is possible, though not always absolutely neces
sary, fO obtain sponsorships for public school programs
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presented on television. According to respondents to ques
tionnaires used with this study, most supervisors of indus
trial education depended upon public service programs.

Only

one (5%) of the twenty respondents to questionnaires sent to
this group pointed out that the school's budget included
provisions for publicity by television. Free television time,
state coverage by public relation specialists, and depart
mental fees were presented as the means of accomplishing pub
licity by television. Ninety-five per cent (95/0 of the re
spondents reported that no specific budget was provided for
the development of public relations by any medium.
In those areas where it is found necessary for the
school to finance television presentations, it is suggested
that sponsorships be used.

Utilizing the methods indicated

in previous paragraphs, it is possible to attain such spon
sorships.

Most television station managements considered it

unnecessary for public schools to seek sponsorships, but they
do maintain a list of possible sponsors for programs telecast
through their stations and/or offer assistance in locating
sponsors for such programs.

Sixty-six per cent (66%) of the

respondents revealed that they make these services available
to those who desire them.
Summary
There were only a few instances reported where public
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funds are provided for the development of school public re
lations by any medium. In areas where this is done, the amount was not considered sufficient to cover publicity by
radio and television.

As the result, most public schools

depend upon public service grants from local concerns. It is
possible, however, to raise sizable sums of money through
various fund raising activities, to be used for this purpose.
Most news companies, radio and television managements
make donations of space and/or time to public schools. Radio
station managements, in a few instances, offer reduced rates.
In the case of sponsored radio programs, the regular rates
applied. Radio and television time is very costly, but suffi
cient time can be obtained on a public service basis if re
quested in ample time.

One-hundred per cent (100$), ninety-

two per cent (92$), and ninety-three per cent (93$) of the
news companies, radio, and television station managements re
spectively, reported that they offered free time and space to
public schools.
Sponsorships are good sources of financial support for
radio and television programs.

But, it seems quite unneces

sary to seek sponsors because of the public service classifi
cation of public school programs.

If the program is worthy

and deserving, free time is almost certain to be provided on
a gratis basis for its presentation.
According to law, radio and television stations are
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required to "broadcast a certain number of public service pro
grams each day.

Caution must be taken that this right is not

abused. Teachers and supervisors must be sure that their
programs are reasonable and deserving. Every effort must be
exerted to avoid unfavorable impressions on the part of local
radio and television station managements.

CHAPTER 71
TRAINING AND QUALIFICATIONS FOR SUCCESSFUL
PUBLIC RELATIONS PROGRAMMING
Specialized Training: for the Public Relations Worker
The initial assumption of this report was that the
prime requisites for successful public relations programming
by supervisors and teachers of industrial education were a
general knowledge of public relations, finance, interest,
initiative, courage and perseverance.

This suggested that

the supervisor or teacher undertaking public relations activ
ities by radio, television or the newspaper needed no spe
cialized training to achieve satisfactory results; that one
was prepared to write acceptable releases for the newspapers
after he had attained knowledge of the basic fundamentals of
English grammar and composition; and, that he was prepared to
produce and to present acceptable talks or discussion pro
grams by radio and/or television when he had developed a good
understanding of the basic principles of speech and public
speaking.

It was felt that teachers and supervisors would

have acquired these requirements during their undergraduate
study.
This was not In absolute agreement with reports of
many of the respondents to questionnaires used in conjunc-

-84tion with this study.

According to responses to questions

expected to determine if any specialized training in journal
ism, radio broadcasting or telecasting were necessary to suc
cessful public relations involving these media, the matter
was debatable.

Approximately fifty per cent (50$) of the re

sponses from television station managers were positive.

This

applied specifically to filmed speeches, talks and lecture
programs and to forums, symposiums and panel-discussion type
programs.

Sixty-two and one half per cent (62.5$) of the

respondents reported that debates, interviews and round-table
discussions required special training.

Sixty-nine per cent

(69$) of them indicated that both live and filmed dramatic
programs required such training.

Only forty-four per cent

(44$) of them deemed special training necessary for live
speeches, talks or lecture programs.

The actual numbers of

positive and negative responses are shown in Table IX.
Table X shows the actual numbers of positive and neg
ative .replies as reported by radio station managers.

It can

be readily observed that considerably less training is re
quired on the part of those persons undertaking publicity by
radio than is required of those undertaking publicity activ
ities by television.

Again, live and/or filmed dramatic pro

grams were reported to require more training than the remain
ing four categories.
Twenty (77 per cent) of the responses were negative

-85TABLE IX
THE NECESSITY OF SPECIALIZED TRAILING IN TELECASTING
Response

Per cent

Yes

No

Desirable

Yes

10

6

0

8

8

0

50

50

Dramatic - Live

11

5

0

69

31

Dramatic - Filmed

11

5

0

69

31

Speeches, Talks and
Lectures - Live

7

9

0

44

56

Speeches, Talks and
Lectures - Filmed

8

8

0

50

50

Activity
Group
Debates, Interviews and
Round-tables
Forums, Symposiums and
Panel Discussions

No

62.5 37.5

TABLE X
THE NECESSITY OF SPECIALIZED TRAINING IN
RADIO BROADCASTING
Response

Per cent

Yes

No

Yes

No

3
10

22

0

12

88

14

1 (4jf)

40

56

Dramatic - Recorded

9

15

1 (4jf)

36

60

Speeches, Talks and
Lectures - Live

3

22

0

12

88

Speeches, Talks and
Lectures - Recorded

2

23

0

8

Forums, Symposiums and
Round-tables

92

2

23

0

8

92

Activity
Group
Debates, Interviews and
Panel Discussions
Dramatic - Live

Desirable

-86-

when publishers and editors of newspapers were asked the
question, "Do you consider training in journalism necessary
for teachers or department supervisors who wish to use this
medium for public relations activities?"

Six (23 per cent)

of the responses were positive. Prom this information we may
safely assume that little training is needed for public rela
tions through the newspaper,.
It seemed that the authorities were also at variance
on the matter of the training and qualifications necessary
for successful public relations by radio and television.
Some authors on the subject of public relations suggested
special training in various aspects of radio broadcasting and
telecasting.

Others expressed the idea of the necessity of

specialized training in connection with contingent problems of
radio broadcasting and telecasting. There were also those who
supported the assumption of this report; that no specialized
training was necessary for successful public relations activ
ities involving radio, television or newspapers.
It has been suggested by advocates of the establish
ment and operation of educational television stations that
the staffs of educational institutions should contain experts
in nearly every phase of human knowledge in order that they
will have the personnel needed to produce television programs.
It is difficult to refute a remark as general as this, but
there is some room to doubt the validity of the statement.

-87Phillips, Grogan and Ryan^ suggested that a good television
program must be -well written and few teachers in colleges or
high schools can write acceptable television scripts.

It was

suggested further that:2
In every phase of program preparation and production
skilled and experienced personnel is required. The ed
ucational institutions contain various departments that
could assist in the programs, but all must be welded into
a working organization by a skilled technician before the
presentation will be adequate....
It was admitted, however, that it is not impossible for
teachers to write acceptable television scripts and that such
statements were only presented as warnings.
Harlow and Black submitted that if the public rela
tions worker is going to make proper use of radio, he must be
a radio publicity specialist himself, or employ someone who
knows the business. It is no
for the amateur.^
4
Willis asserted that hired staff radio writers elimi
nated the teacher's need for specialized training.

He stated

further that most teachers do have the ability to write, but
1 David

0. Phillips, John M. Grogan and Earl H. Ryan,
An Introduction to Radio and Television. (Hew York: The
Ronald Press Company, 1934), p. 283.
2Ibid, p. 285.
t,
a.4 3Rex,F» Harlow and Marvin M. Black, Practical Public
Relations. (Hew York: Harper and Brothers, 1952), p. 295.
a

r

Ti i
P• «

- E d g a r E . W i l l i s , Foundations in Broadcasting: - Radio
(Hew York: Oxford University Press, 1951),
•
*
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understanding of radio as a medium is essential to radio
•writing.

This, he added, created a need for either personal

training or the service of a trained radio writer,
Barnouw stated that:-5'
organization that receives time on the air needs
talent and an understanding of radio's special problems;
but it does not have to go in for the massive organiza
tion and construction that may be needed to produce a
play or film, A radio program can be a very simple
thing.
An

The foregoing information furnished support for the
idea that it is not always absolutely necessary to be an ex
pert to do an effective job of public relations utilizing
radio, television and/or the newspaper as media.

The prob

lems involved with radio were, to a very large extent, com
mon to those associated with telecasting.

The extent of

utilization of media suggested was a vital determinant of the
training necessary to achieve satisfactory results.
Personal Qualifications for the
Public -Relations Worker
It was significant to note the suggestions of authori
ties on the question of the qualifications necessary or other
wise helpful to successful public relations in any field of
**Erik Barnouw, Handbook of Radio Production, (Boston,
Massachusetts, Little, Brown and Company, 1950), p, 8,

-89endeavor. Among these were good judgement or common sense;
strong character, friendliness; ability to analyze and then
swing forcibly into action; patience, thoroughness, diplo
macy; and a general management viewpoint. These personal
qualifications of a successful public relations worker were
outlined by Vern Burnett.^
Harlow and Black7added that ability plus hard work are
necessary.

One must like people, believe in people and de

rive pleasure from serving them; have a warm heart when work
ing with people, joviality, gregariousness, alertness, a
strong sense of timing, an appreciation of the dramatic, and
a capacity to combine thought processes with intuition. Ac
cording to Harlow and Black, the person who cannot discern
quickly and accurately the important elements in a situation
is not a safe worker in public relations.
These and many other qualifications have been outlined
by writers in public relations.

They were intended specifi

cally to describe the personality of an individual engaged in
public relations as a profession.

In doing this, they have

also described the personality of a good teacher.

A good

teacher has the personal qualifications necessary for success
ful public relations activities.
g

Vern Burnett, You and Your Public. (Hew York: Harper
and Brothers, 1943), pp. 13-22.
7Harlow

and Black, 0£. cit., pp. 65-66.

-90Summary
The data collected from newspaper editors and publish
ers and from radio station managers indicated that little
training is needed for publicity through these media.

Special

training may or may not be necessary for publicity by televi
sion, depending upon the method of utilization.

Specialized

training is definitely required in the case of dramatic pre
sentations by television according to the station managers.
Authorities on the subject of public relations showed
differences of opinion on the issue of the necessity of
specialized training for publicity by radio and television as
did television station managers on certain methods of utili
zation. It appeared to be safe only to say that publicity by
radio and television does require some degree of training.
Many personal qualifications for the public relations
worker have been outlined by writers ih public relations.
These qualifications also describe, quite well, the person
ality of a good teacher.

CHAPTER VII
SUMMARY, CONCLUSIONS, RECOMMENDATIONS AND
PROBLEMS FOR FURTHER STUDY
The purpose of this study was to determine if it is
practicable for industrial arts teachers to attempt the util
ization of radio, television and the newspaper as public re
lations media. The uses which can be made of these media,
advantages, disadvantages and the role of finance as a factor
in the utilization of these media were considered in the
study. This problem is primarily concerned with methods of
employment. The following questions were used as guides in
the development of the topic.
1. What use can be made of radio, television and
newspapers in publicizing the industrial arts
program?
a.

What are the advantages and disadvantages of
radio, television and newspapers as public re
lations media?

b.

What kind of information may be considered
worthy of being publicized by way of radio
and/or television?

2. What Is the role of finance as a factor in the
utilization of radio, television and newspapers
to publicize the industrial arts program?
a. In the opinions of the respondents to ques
tionnaires used In this study, is it imprac
tical or unethical to seek sponsorships for
educational programs presented by radio?
b. In the opinions of the respondents to ques-

-92tionnaires used in this study, is it imprac
tical or unethical to seek sponsorships for
educational programs presented by television?
3. Are there any special qualifications or training
which must be acquired by the supervisor or teach
er undertaking public relations activities to the
extent of radio broadcasting, telecasting or the
newspaper?
Summary
The basic data utilized in this study were collected
through the survey method. Four questionnaires were prepared,
one to be executed by each of the following: newspaper pub
lishers, radio station managers, television station managers,
and supervisors of industrial education. Ten tables were
prepared to assist in presenting the findings and interpre
tation of responses submitted by the eighty-seven (87)
respondents.
There are countless activities which industrial arts
teachers and supervisors may undertake by radio.

Among these

possibilities are speeches by outstanding figures in the com
munity who are engaged in industrial occupations, school ad
ministrators, retired and in-service industrial arts teachers
and supervisors on topics about which patrons should be
better informed.

Such speeches may contain valuable informa

tion about just what the students are accomplishing in shop
classes, some of the objectives of the work being done, such

-93 as: the development of skills with tools, a realistic sense
of responsibility, appreciation of the ability to do useful
things from a general standpoint.

Well planned radio talks

may also be centered about the history of industrial arts in
general, or within a particular school ar community. Debates,
interviews, round-table discussions, forums, symposiums,
panel discussions and dramatic programs are also suitable for
radio programs.
Interpretations of the data obtained through question
naire showed that all radio station managers had fixed rates
for radio time.

Eighty per cent (80$) of them indicated that

these rates did not apply to public school programs.

In the

case of sponsored programs, the regular rates, or one-half
the regular rates, applied in some instances.
for the remaining twenty per cent.

This accounted

One-hundred per cent

(100$) of the respondents offered the use of their station
facilities as a public service.
Regular rates, plus remote charges, applied in the
event of programs presented by remote control. Remote charg
es were sometimes equal to those of the regular rates for
some programs, causing the total cost of the program to be
doubled.
Seventy-two per cent (72$) of the respondents consid
ered it impractical to seek sponsors for public school pro
grams. The remaining twenty-eight per cent (28$) thought it
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not impractical but unnecessary because of the availability
of free time as a public service.
Only three of the respondents reported that special
ized training was necessary for all of the suggested methods
of utilizing radio as a public relations medium.

Dramatic

programs were exceptions. Sixty per cent (60%) of the
respondents stated that dramatic programs did necessitate
specialized training.

The nature and extent of this train

ing were not included within the limitations of this study.
Practically every kind of publicity activity or pro
gram possible by radio is also practical for television.
More extensive preparations are perhaps necessitated, because
of the fact that the audience is able to see the participants
and activities of the program.

The same information trans

mitted by radio may also be transmitted by television and per
haps more effectively.

The video element of television ren

ders it useful for the presentation of filmed dramatic pro
grams and demonstrations of many sorts. Through these
activities it is possible to develop more informed attitudes
toward the subject of industrial arts.
The questionnaire addressed to television station
managers included thirteen major questions.

Responses to

these questions disclosed that public school programs were
considered public service programs. Provisions for these
programs were made by local television station managers on a
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public service basis.

This service was available at any

reasonable and/or available time upon request.
Approximately sixty-three per cent (63$) of the respon
dents maintained a list of possible sponsors for programs
telecast through their station.

Seventy-five per cent (75$)

of the respondents thought it impractical for public schools
to seek sponsorships for their television presentations be
cause of the public service classification of such programs.
The latter group reserved spots on their schedules for public
school programs.
The issue of specialized training necessary for super
visors or teachers undertaking publicity activities by tele
vision was debatable. It was clear, however, that dramatic
programs required considerably more training than the remain
ing four catagories of related activities.

The nature and

extent of this training was not an objective of this study
and, thus, was not decided.
Interesting and significant news stories may be devel
oped from debates, interviews, panel discussions, dramatic
programs, speeches, round-table discussions, forums, and sym
posiums which may have been presented by radio or television.
Newspapers may be used to supplement the broadcast or tele
cast thus increasing the effectiveness of the presentation.
Such news stories may include a summary of the discussion,

-96occupation, training and experience of participants, the pur
pose of the program, announcements of the next such program,
station and network, There are very few limitations as to
the amount and kind of information which can he covered by
newspapers.
The questionnaire executed by newspaper publishers
consisted of eleven major questions. Prom the information
submitted by the respondents to this questionnaire, the
following findings were reported.
It was a policy of all local news companies responding
to make donations of space for news releases submitted by
community schools.

One-hundred per cent (100^) of the re

spondents replied that they made no charge for such releases.
The publication of news releases from public schools was con
sidered a public service as indicated by all respondents.
Seventy-seven per cent {77%) of the respondents deemed
specialized training in journalism unnecessary on the part of
teachers or department supervisors utilizing this medium for
public relations activities.

Trained personnel on the staffs

of these companies provided adequate assistance in the prepa
ration of news releases.

This service was offered free and

was available upon request.
There are many fund raising activities which can be
used to elicit funds for public relations expenses if this is
found to be necessary.

Soliciting cash donations, selling,

-97contests, auctions, bazaars, carnivals, talent shows, raffle^
plays, teas, socials, parties, dances and the use of punch
boards suggest some of the methods which may be utilized#

It

is common practice in many public schools to raise money for
various purposes through these activities. According to
supervisors of industrial education, there were few instances
where public funds were allocated for the development of pub
lic relations. Financial support for these activities must
come from other sources.
The questionnaire addressed to supervisors of indus
trial education and trade and industrial education, contained
fourteen major Items.

The data collected on this form re

vealed that sixty-five per cent (65$) of the supervisors
responding did not have an actively functioning public rela
tions program.

Ninety per cent (90$) of those having some

sort of public relations program did not feel that their pro
grams were adequate.

Seventy per cent (70$) of the supervi

sors had utilized radio, sixty-five per cent (65$) had used
television, and eighty-five per cent (85$) of the respondents
had utilized the newspaper as media.
No provisions were made in the schools1 budgets for
public relations expenses involving radio, television or the
newspaper. In only one instance was it reported that "some
time," it was possible to get money for this purpose from

-98this source, Ninety-five per cent (95#) of the supervisors
relied upon the courtesy extended to them "by radio station
managers in the way of free services.

Ninety-five per cent

(95#) of those who had utilized television as media depended
upon free time made available by television station managers.
All of the respondents who had used the newspaper as media
took advantage of space provided on a public service basis.
Fifteen per cent (15#) of them had not attempted the utiliza
tion of the newspaper as media at all. Practically every
method here suggested had been utilized either by radio,
television or the newspaper.

None of the respondents had

attempted all of the methods listed.
Thirty per cent (30#) of the respondents considered it
impractical to seek sponsorships for educational programs.
Twenty per cent (20#) of them considered this an unethical
practice.
Conclusions
Relying upon the qualifications of the responding
groups to offer facts and opinions on this problem and the
extent to which the facts and opinions are accurate and rep
resentative of current practice, the following conclusions
relative to the use of various mediums of communication for
public relations may be drawn:

-99The majority of the supervisors of industrial educa
tion did not have actively functioning public relations pro
grams, An even larger majority of those who did have some
sort of public relations program did not feel that their pro
grams were adequate.

Therefore, there is a distinct need for

improved efforts in the direction of public relations.
Since public school programs are considered public
service programs, and since it is a policy of news companies,
radio and television station managements to make donations of
time and space to public schools for their releases, suffi
cient time and space for public relations activities involv
ing these media may be obtained on a public service basis if
requested.
Since the newspaper is found in practically every city
regardless of its size, population or its geographical loca
tion, there is little justification for failure to reach the
public with the story of industrial arts through public re
lations programs.
Inasmuch as the staffs of local news companies includ
ed personnel whose job is to assist in the preparation of
news releases, specialized training in journalism is not es
sential on the part of supervisors and teachers undertaking
the utilisation of the newspaper as a public relations medi
um.
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It is, for valid reasons, sometimes necessary that
several paragraphs of news releases submitted for publication
through the newspaper be omitted.
likely to be dropped in this case.

The last paragraphs are
Since many people do not

read a complete article, the release should be written so
that the ma;]or points are found in the first paragraphs.
Although many authors and some radio and television
personnel advocated specialized training for those persons
making direct use of these media in any fashion, it is pos
sible for supervisors and teachers to produce and to present
acceptable public relations programs of many types for radio
and television.

The preparation and presentation of dramatic

programs does require considerably more training and knowl
edge of radio broadcasting and telecasting procedures than
those which do not involve actors and acting.
Inasmuch as previous attempts have been successful,
and since there were no indications that this idea was absurd,
it is possible for supervisors and teachers to prepare and to
present activities or writings involving every method sug
gested in this study by radio, television or the newspaper.
It was reported by radio station managers that, the
cost of the presentation of any type of program by remote
control was higher than that of programs presented from the
station's studio. In some instances, the remote program was
twice as expensive as those presented from the studio.
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Hevertheless, it is possible to handle any radio program "by
remote control#
Although it may be impractical to seek sponsorships
for public school public relations programs which are pre
sented by radio or television, it is possible and profes
sionally acceptable to seek out and to use sponsorships for
public relations activities involving these media#
Hews editors, and radio and television station manage
ments are continuously and increasingly seeking releases of
local interest and origin but, a large number of the releases
from public schools are of little significance to the public#
Some of our radio presentations are poorly planned and organ
ized, Therefore, local news editors and radio station manag
ers are unfavorably impressed because of the triviality of
the release or program and, in some instances, develop a
similar attitude toward public school presentations general
ly.
Since we are interested in the development of the most
effective public relations possible through available media,
and inasmuch as photographs of people doing something adds to
the effectiveness of the picture itself and to the news story
which it illustrates, photographs should be used more exten
sively to supplement releases submitted for publication
through the press.
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A popular radio or television personality, because of
his training and experience in radio broadcasting or tele
casting, may sometimes bring better results to a publicity
release than the efforts of public school personnel.

There

fore, it is best to allow the announcer to broadcast the
story whenever possible.
Recommendations
In view of the findings and conclusions of this study,
the following recommendations seem apparent:
Inasmuch as radio, television and press managements
are interested in the publication of news releases from pub
lic schools, industrial arts instructors should be sure that
their programs or writings are well planned, organized and
presented. Industrial arts instructors should be certain
that their programs are serious, of local interest and signi
ficance—worthy of being considered for publication through
these media.
The newspaper seems to be the most advantageous, con
venient, and most readily available of all mass media. It
offers speed, broad coverage and can communicate with people
of practically all educational levels. Therefore, every in
dustrial education instructor and supervisor should plan his
public relations activities to include press facilities.

-103Inasmuch as the copy writers of local news companies do
not have the time nor the background of the subject to do an
expert job of cutting news releases submitted by their
patrons, articles should be written so that they can be cut
without destroying the substance of the story.
In view of the fact that the utilization of photo
graphs, showing action, adds interest and effectiveness to
news releases published through the press, teachers should
take advantage of every opportunity to include such action
pictures which are possible and appropriate to illustrate the
releases submitted.
As educational, professional, and industrial changes
take place, there will be a need for new movements, new
developments and perhaps new and/or additional objectives of
industrial arts education. Therefore, communication with the
public regarding the objectives of industrial education
should be improved by every means available.
In view of the fact that public school public rela
tions programs are not as active nor as extensive as they
should be, teachers and supervisors of all public schools and
colleges should take steps to strengthen their public rela
tions programs and extend their efforts to include more ex
tensive use of radio and television.
It has been recommended by Hillary B, Ford in his

-104study relative to public relations, that industrial arts
teachers should utilize results of research in an effort to
determine the extent to "which the public relations program
should be included.

It is further recommended here that the

information relative to the techniques, activities, and
sources of financial support of public relations endeavors be
published to give others the benefit of these experiences.
Since no provisions are made in public school budgets
for direct use in the development of public relations, and
since it is recommended that some type of public relations
activities be carried out in these schools, teachers and
supervisors should solicit financial support, for the ex
penses involved therein, wherever possible.
Inasmuch as newspaper, radio and television station
managements have an established policy of donating the use of
their facilities to public schools, and since public school
programs are considered a public service, every possible use
should be made of free services offered by newspaper, radio
and television managements.
Since most news companies and radio station manage
ments offer, to their patrons, professional assistance in the
preparation of releases and/or programs, and since this as
sistance is not provided by television station managements,
all colleges should offer at least some training in the basic

-105principles of utilizing various media for publicity purposes.
Since the radio or television announcer, by virtue of
his training and experience, is likely to be able to obtain
better results for such publicity activities as news coverage,
announcements, and special event pick-ups, patrons should be
constantly alert to captilize on the training and experience
of radio and television specialists whenever their services
are available.
Problems for Further Study
In view of the findings and conclusions of this study,
the following problems are suggested for further study. It
is felt that these suggestions are best stated in question
form.
1 • "What place does public relations programming
occupy on the program schedule of commercial tele
vision stations?
2. "What is the relationship of commercial to educa
tional television programming?
3.

What are teachers and supervisors of industrial
education doing in public relations: with regard
to activities, procedures, sources of financial
support and problems involved with their public
relations programming?

4. What type of training would best qualify teachers
and supervisors to undertake public relations
activities by way of radio and television and, to
what extent is this training recommended?
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APPENDIX

Form I
P. 0. Box 2176
Prairie View A. & M. College
Prairie View, Texas
1 5 August 1 9o1
Manager
Station WABP
12th. at Ringo St.
Plainland, Arkansas
Dear Sir:
To satisfy the requirements for the Masters Degree in
Industrial Education at Prairie View A. and M. College,
Prairie View, Texas, I am conducting a research project on
the subject, "The Utilization of Various Media of Communica
tion to Improve the Attitude of the Population Toward Indus
trial Arts."
Tour cooperation will help those of us in industrial
education move toward the solution of what has been a most
vexing problem. Enclosed you will find a questionnaire
calling for response on your part to a number of items.
Would you please fill in the information requested and mail
the form back to me as soon as possible? The information
you submit will be handled in a professional and confiden
tial manner. A stamped, self-adressed envelope is enclosed
for your convenience in returning the questionnaire.
Will you please be sure to state the reason (s) for
your answers where this is requested on the form? This
will help us in the matter of making interpretations of
data.
Your prompt attention to this request will be greatly
appreciated.
Sincerely yours,

Fredie D. McLennan

Form II
QUESTIONNAIRE

THE UTILIZATION OP VARIOUS MEDIA OF COMMUNICATION TO
IMPROVE THE ATTITUDE OF THE POPULATION
TOWARD INDUSTRIAL ARTS
The purpose of the study Is to determine whether it is
practicable to attempt the utilization of radio, television
and the daily newspapers in an effort to develop more favor
able attitudes toward Industrial Arts. Types of programs,
activities, or writings suitable for these media and sources
of financial support are given significant consideration in
the study.
If you desire a summary of the results of the study,
please indicate by circling the word YES or NO.

Please fill in each blank space.
NAME

(Last)

(First)

(MI)

DATE

OCCUPATION
(Draw a circle around the correct response - "YES" or "NO".)
YES

NO 1. Do you have fixed rates of charge for news ads
submitted for publication in your paper?
2. If so, please indicate the rates below.
A.
B.
C.
B.

YES

NO 3. Bo you offer SPECIAL rates for educational
(Public School) news?

YES

NO 4. If so, please indicate the rates below.

A.
B.
0.
YES

NO 5, Is it a policy of the company to make donations
of space for news releases to Public Schools?
6. If so, please indicate 'WHEN this service is
available•

YES

NO

A, Daily?

YES

NO

B.

YES

NO

0. Tuesdays?

YES

NO

D. Wednesdays?

YES

NO

E.

Thursdays?

YES

NO

P.

Fridays?

YES

NO

G.

Saturdays?

YES

NO

H. Sundays?

YES

NO 7. Does your compa
Public School news a public service?

YES

NO

YES

NO 9o

YES

NO 10, If so, is this service available to Public
Schools?

Mondays?

8. Do you consider training in journalism necessary
for teachers or department sponsors who wish to
use this medium for public relations activities?

11•

Do you have personnel on your staff who assist
in the preparation of news releases?

H o w may one secure this assistance?

YES

NO

A*

At reasonable rates of charge upon request?

YES

NO

B,

Eree upon request?

C.

Others:

(Please place any further comments on next page)

COMMENTS

Form III
QUESTIONNAIRE

THE UTILIZATION OF VARIOUS MEDIA OF COMMUNICATION TO
IMPROVE THE ATTITUDE OF THE POPULATION
TOWARD INDUSTRIAL ARTS
The purpose of the study is to determine whether it is
practicable to attempt the utilization of radio, television
and the daily newspapers in an effort to develope more
favorable attitudes toward Industrial Arts. The types of
programs, activities, or writings suitable for these media
and sources of financial support are given significant con
sideration in the study.
If you desire a summary of the results of the study,
please indicate by circling the word "YES" or "NO".

Please fill in each blank.
NAME

(Last)

(First)

(MI)

DATE

OCCUPATION
EXPERIENCE at this occupation
(No. of Yrs.)
(Draw a circle around the correct response - "YES" or "NO".)
YES

NO

1. Are provisions made for educational (Public
School) programs in your schedule?

YES

NO

2. Do you make donations of television time to
Public Schools?
3. If so, when is this service available?

YES

NO

A.

At any available time upon request?

YES

NO

B.

Mondays - Time

YES

NO

C.

Tuesdays - Time

AM
AM

PM
PM

YES

NO

D.

Wednesdays?

-

Time

AN

PM

YES

NO

E.

Thursdays? -

-

Time

AM

PM

YES

NO

F.

Fridays?

-

Time

AM

PM

YES

NO

G#

Saturdays?

-

Time

AM

PM

YES

NO

H.

Sundays?

Time

AM

PM

YES

NO

YES

NO 5. Do you maintain a list of possible sponsors for

YES

NO 6. Do you assist in the location of sponsors for

presented by Public
4, Do you consider programs ;
Schools a public service?
programs

telecast through your station?

television programs on your station?

you consider it Impracticable for public
YES NO 7. Do
schools to seek sponsors for such programs?

8. If your answer to question #7 has been NO ,
please state "'WHY".

Do you reserve spots on your station for educa
tional (Public School) programs?
Is special training necessary for teachers or
department supervisors who wish to present
television programs such as:
YES

NO

A.

Debates, interviews and/or round-table
discussions?

YES

NO

B.

Forums, symposiums, arid/or panel discus
sions?

YES

NO

0,

Dramatic programs (Live)?

YES

NO

P.

Dramatic programs (Filmed)?

YES

NO

E.

Speeches, talks and/or lectures (Live)?

YES 10

P.

YES

Do you have fixed rates of charge for televi
sion time used for school-sponsored programs?

HO 11.
12.

13.

Speeches, talks, and/or lectures (Filmed)?

If so, please indicate below,
5 Kin.

20 Min,

10 Min.

25 Min.

15 Min.

30 Min.

If not, what would be the cost of such programs
as:
A.

Discussion programs.
15 Min.

B.

Dramatic programs.
15 Min.

C.

Spot announcements.
1 Min.

14.

10 Min.

Special event pick-ups.
5 Min.

H.

30 Min.

Demonstrations (Live).
5 Min..
15 Kin.

G.

30 Min.

Speeches, talks and/or lectures (Filmed).
15 Min.

F.

30 Min.

Speeches, talks, and/or lectures (Live).
15 Min.

E.

30 Min.

Dramatic programs (Filmed).
15 Min.

D.

30 Min.

COMMENTS:

30 Min..

Form IV
QUESTIONNAIRE

THE UTILIZATION OF VARIOUS MEDIA OF COMMUNICATION TO
IMPROVE THE ATTITUDE OF THE POPULATION
TOWARD INDUSTRIAL ARTS
The purpose of the study Is to determine whether it is
practicable to attempt the utilization of radio, television
and the daily newspapers in an effort to develope more favor
able attitudes toward Industrial Arts. The types of programs,
activities, or writings suitable for these media and sources
of financial support are given significant consideration in
the study.
If you desire a summary of the results of the study,
please indicate by circling the word "YES" or "NO".

Please fill In each blank space.
NAME

(Last)

(First)

(Mi)

DATE_

OCCUPATION
(Draw a circle around the correct response - "YES" or

"NO".)

YES

NO 1. Do you have fixed rates of charge for radio
time?

YES

NO 2. If so, please indicate below.

YES

NO 3»

15 Min.

30 Min.

45 Min.

1 Hr.

Do you offer SPECIAL rates for educational (Pub
lic School) programs?

4. If sa, please indicate below.
15 Min.

30 Min.

45 Min.

1 Hr.

YES

HO 5*

Do you make donations of radio time to Public
Schools?

6. If so, when is this service available?
YES

HO

A.

At any available time upon request?

YES

HO

B.

Mondays?

-

Time

AM

PM

YES

HO

0.

Tuesdays? -

Time

AM

PM

YES HO

D.

Wednesdays-

Time

AM

PM

HO

E.

Thursdays?-

Time

AM

PM

YES HO

P.

Fridays? -

Time

AM

PM

YES

HO

G.

Saturdays -

Time

Am

PM

YES

HO

H. Sundays?

Time

AM

PM

YES

HO 7. Do you use separate rates for programs pr<
by remote control?

YES

-

8, If so, please indicate below,
15 Min.

30 Min._

45 Min,

30 Min,

YES

HO 9. Do you consider public school programs a Public
Service?

YES

HO 10, Do you maintain a list of possible sponsors for
radio programs broadcast through your station?

YES

HO 11, Do you assist in the location of sponsors for
radio programs broadcast through your station?

YES

HO 12, Do you consider it impractical for schools to
seek sponsors for such programs?
13»

If your answer to question # 12 is HO, please
state WHY.

14.

Is special training in radio broadcasting

necessary for teachers or department supervisors
who wish to present radio programs such as:

YES NO

A. Debates, interviews and/or panel discus
sions?

YES NO

B. Dramatic programs (Live)

YES

NO

0. Dramatic programs (Recorded)?

YES

NO

D. Speeches, talks and/or lectures (Live)?

YES

NO

E.

YES

NO

P. Forums, symposiums and/or round-table dis
cussions?

YES

NO 15. Is it possible to handle all such programs as in'
dicated above by remote control?
16.

Speeches, talks and/or lectures (Recorded)?

If your answer to question # 15 has been NO.

please indicate exceptions below.
A.

B.
0.'
D.
E.
17.

COMMENTS:

Form V
QUESTIONNAIRE

THE UTILIZATION OF VARIOUS MEDIA OF COMMUNICATION TO
IMPROVE THE ATTITUDE OF THE POPULATION
TOWARD INDUSTRIAL ARTS
The purpose of the study is to determine whether it is
practicable to attempt the utilization of radio, television
and the daily newspapers in an effort to develope more favor
able attitudes toward Industrial Arts. The types of programs,
activities, or writings suitable for these media and sources
of financial support are given significant consideration in
the study.
If you desire a summary of the results of the study,
please indicate by circling the word "YES" or "NO".

Please fill in each blank space.
NAME

(last)

(First)

DATE
(W

OCCUPATION
LOCATION
EXPERIENCE (No. of Yrs.) as SUPERVISOR

TEACHER_

(Draw a circle around the correct response "YES"

or

"NO";)

YES

NO 1. Do you have an actively functioning public
relations program in your department?

YES

NO 2. Do you feel your present public relations pro
gram is adequate?

YES

NO 3. Have you considered using radio facilities?

YES

NO 4. Have you attempted to utilize radio facilities
as public relations media?

YES

NO

5.

YES

NO

6. Have you attempted to utilize television facil
ities as public relations media?

YES

NO

7»

YES

NO

8, Have you attempted the utilization of the dally
newspaper for this purpose?
9.

Have you considered using television facilities?

Have you considered using the daily newspaper as
public relations media?

Is there any allocation in the school's budget
for public relations expenses involving:

YES

NO

A.

Radio?

YES

NO

B.

Television?

YES

NO

0.

News ads?

YES

NO 10.

If so, is the amount sufficient to cover the
cost?

YES

NO

A.

For Radio programs?

YES

NO

B.

For Television programs?

YES

NO

0.

For News releases?

11.

If not, please list the sources of support.
A.
B.
0.
D.

YES

NO 12.

Do you consider it Impractical to seek sponsor
ships for educational programs?

YES

NO 13.

Do you consider it unethical to seek sponsor
ships for such programs?

14.

COMMENTS:

See next page for number 15

15. Please circle the LETTER representing the medium for
which you have attempted the activity listed.
R = Radio

TV = Television
Eg.

- R @ NP

NP = Newspaper
A.

Debate

R

TV

NP

A. Debates

R

TV

NP

B. Interviews

R

TV

HP

c.

R

TV

NP

D. Porums

R

TV

NP

E. Symposiums

R

TV

NP

P. Speeches (Live)

R

TV

NP

G. Speeches (Recorded)

R

TV

NP

H. Dramatic Programs (Live)

R

TV

UP

I. Dramatic Programs (Recorded)

R

TV

HP

ar.

R

TV

NP

K. Spot Announcements

R

TV

NP

L. Shits

R

TT

HP

M.. Tape Recordings

R

TV

UP

N. Special event Pick-ups

R

TV

NP

0. News Stories

R

TV

UP

P. Editorials

R

TV

UP

Q»

R

TV

UP

R. Exhibits

R

TV

HP

s.

R

TV

NP

T. New Movements

R

TV

UP

U.

Others: (Please list)
R

TV

NP

V.

R

TV

NT

¥.

Panel Discussions

Round Table Discussions

Demonstrations

Conferences and/or Conventions

Open House

VITA

Fredie D. McLennan
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School, Waco, Texas; 1944-1950, A. J. Moore
High School, Waco, Texas; 1950-1954, Prairie
View Agricultural and Mechanical College of
Texas; Summers 1960-1962, Prairie View Agri
cultural and Mechanical College of Texas.
Experience: 1959 - to present, Teacher of Industrial Arts,
Dunbar Junior High School of Little Hock,
Arkansas.

