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COMPTROLLER GENERAL OF THE UNITED STATES
WASHINGTON. D.C. 20538

B- 161939

Dear Mr. Bingham:

This is our report on the influence of public affairs or-
ganizations on information and advertising programs in the
Department of Defense. Our review was made pursuant to
your requests of June 4 and June 19, 1970.

We have not followed our usual practice of obtaining
agency comments on this report. No further distribution of
this report will be made unless copies are specifically re-
quested and then only after your agreement has been obtained
or public announcement has been made by you concerning the
contents of the report.

We trust that this information meets your needs. If
we can be of further help, we will be glad to comply with
your requests.

Sincerely yours,
/

W
Saers [,

Comptroller General
of the United States

The Honorable Jonathan B. Bingham
House of Representatives

S0 TH ANNIVERSARY 1921- 1971




COMPTROLLER GENERAL'S REPORT TO INALUENCE OF PUBLIC AHFAIRS OR-
THE HONORABLE JONATHAN B. BINGHAM GANIZATIONS ON  INFORVIATION AND
HOUSE OF REPRESENTATIVES ADVERTISING PROGRAMS

Department of Defense B-761939

DIGEST

=

WHY THE REVIEW WAS MADE

Congressman Jonathan B. Bingham requested the General Accounting Office
(GAO) to investigate certain public relations activities and recruiting
services of the Department of Defense (DOD).

This request was based upon data furnished to Con?ressman Bingham, which
stated that DOD had revised its estimates for public relations and infor-
mation activities in 1970 from $29 million to $40 million. Congressman
Bingham was concerned because several organizations, including the Amed
Forces Radio and Television Service (which is part of the Office of In-
formation for the Amed Forces under the Assistant Secretary of Defense,
Manpower and Reserve Affairs) and the Aerospace Audio-visual Service
épart of the Department of the Air Force), had budgeted $48 million in
Iscal Kear 1970 and had responsibilities in this area but were not
among the organizations accounting for the $40 mi 1lion.

Specifically GAO was asked to determine (1) the extent to which the
material and services produced by the information and advertising pro-
grams were used for public consumption and (2) the extent to which the
tormal public information and public affairs organizations of DOD were
consulted when the above organizations decided what kind of materials
and services they would provide.

FINDINGS AND CONCLUSIONS

The Office of Information for the Amed Forces, the Aerospace Audio-
Visual Service, and the military recruiting services produce a large
volume of films, broadcast material for radio and television, and
printed material.

Materials produced by the Office of Information for the Amed Forces
are used primarily for internal information and entertainment of mili-
tary personnel. Some of the material is available to the public by
Eurchase from the Government Printing Office or by loan from military
ase film libraries after approval for public release by the Assistant
Secretary of Defense (Public Affairs). (See p. 4.)
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The Assistant Secretary of Defense (Public Affairs) has no role in the
production of materials or services by the Office of Information for
the Amed Forces. For security purposes, the Assistant Secretary does
review all publications, motion pictures, and television and radio_shows
disseminated by the Office of Information for the Amed Forces. (See

p. 4.)

The Aerospace Audio-visual Service provides photographic and video ser-
vices and products to meet the requirements of the Air force. Aerospace
Audio-Visual Service expenditures for fiscal year 1970 totaled $12.4 mil-
lion, of which $407,000 was for materials produced specifically for pub-
lic showing. {Seep. 8.)

GAO analyzed a sample of films produced specificalle/ for internal Air
Force use, to determine the extent to which such films were viewed by
the general public. The films are available to civilian organizations
such as schools, colleges, universities , churches , and civic groups.

GAO estimates that, from March through June 1970, 596 films, costing about
$13,300,000, were shown 26,300 times to civilian organizations and 49,000
times to Air Force personnel and/or Govermment employees. In 1969, 427
films, costing about $9,000,000, were shown 8,360 times to civilian or-
ganizations and 172,540 times to Air Force personnel and/or Government
employees. It should be noted that most of these films were produced
prior to the year of showing and will be utilized also in future years.
(See pp. 9 and 10.)

The Director of Information, Department of the Air Force, and the As-
sistant Secretary of Defense (Public Affairs) review and approve all
Air Force films shown to the public. (See p. 11.)

Each of the military services has an organization responsible for plan-
ning and directing 1ts recruiting program. The material created for

and by the military recruiting services is directed to the general pub-
lic. DOD requires audio-visual projects--television, radio, still photo-
graphs, etc.--of national interest, such as recruiting projects, to be
submitted to the Assistant Secretary of Defense (Public Affairs) for ap-
proval before release to the general public. (See p. 12.)

With respect to public affairs organizations in the individual services,
GAO was informed that the production of Nawy and Marine Corps recruiting
materials was not coordinated with the public affairs and information
organizations in their services. The Amy and Air Force public affairs
and information organizations , however, do participate in the develop-
ment of recruiting materials in their respective services. (See p. 16.)
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WHY THE REVIEW WAS MADE

Congressman Jonathan B. Bingham requested the General Accounting Office
(GAO) to investigate certain public relations activities and recruiting
services of the Department of Defense (DOD).

This request was based upon data furnished to Con?ressman Bingham, which
stated that DOD had revised its estimates for public relations and infor-
mation activities in 1970 from $29 million to $40 million. Congressman
Bingham was concerned because several organizations, including the Amed
Forces Radio and Television Service (which is part of the Office of In-
formation for the Amed Forces under the Assistant Secretary of Defense,
Manpower and Reserve Affairs?1 and the Aerospace Audio-visual Service
1((part of the Department of the Air Force), had budgeted $48 million in
Iscal %/ear 1970 and had responsibilities in this area but were not
among the organizations accounting for the $40 mill ion.

Specifically GAO was asked to determine él) the extent to which the
material and services produced by the information and advertising pro-
rams were used for public consumption and (2) the extent to which the
ormal public information and public affairs organizations of DOD were
consulted when the above organizations decided what kind of materials
and services they would provide.

FINDINGS AND CONCLUSIONS

The Office of Information for the Amed Forces, the Aerospace Audio-
Visual Service, and the military recruiting services produce a large
volume of films, broadcast material for radio and television, and
printed material.

Materials produced by the Office of Information for the Amed Forces
are used primarily for internal information and entertainment of mili-
tary personnel. Some of the material is available to the public by
purchase from the Government Printing Office or by loan from military
base film libraries after approval for public release by the Assistant
Secretary of Defense (Public Affairs). (See p. 4.)



The Assistant Secretary of Defense (Public Affairs) has no role in the
production of materials or services by the Office of Information for
the Amed Forces. For security purposes , the Assistant Secretary does
review all publications, motion pictures, and television and radio shows
disseminated by the Office of Information for the Amed Forces. (See

p. 4.)

The Aerospace Audio-Visual Service provides photographic and video ser-
vices and products to meet the requirements of the Air Force. Aerospace
Audio-visual Service expenditures for fiscal year 1970 totaled $12.4 mil -
lion, of which $407,000 was for materials produced specifically for pub-
lic showing, (See p. 8.)

GAO analyzed a sample of films produced specifically for internal Air
Force use, to determine the extent to which such films were viewed by
the general public. The films are available to civilian organizations
such as schools, colleges, universities, churches, and civic groups.

GAO estimates that, from March through June 1970, 596 films, costing about
$13,300,000, were shown 26,300 times to civilian organizations and 49,000
times to Air Force personnel and/or Government employees. In 1969, 427
films, costing about $9,000,000, were shown 8,360 times to civilian or-
ganizations and 172,540 times to Air Force personnel and/or Government
employees, It should be noted that most of these films were produced
prior to the year of showing and will be utilized also in future years.
(See pn. 9 and 10.)

The Director of Information, Department of the Air Force, and the As-
sistant Secretary of Defense (Public Affairs} review and approve all
Air Force films shown to the public. (See p. 11.)

Each of the military services has an organization responsible for plan-
ning and directing i1ts recruiting program. The material created for

and by the military recruiting services is directed to the general pub-
lic. DOD requires audio-visual projects--television, radio, still photo-
graphs, etc.--of national interest, such as recruiting projects, to be
submitted to the Assistant Secretary of Defense (Public Affairs) for ap-
proval before release to the general public. (See p. 12.)

With respect to public affairs organizations in the individual services,
GAO was informed that the production of and Marine Corps recruiting
materials was not coordinated with the public affairs and information
organizations in their services. The Amy and Air Force public affairs
and information organizations, however, do participate in the develop-
ment of recruiting materials in their respective services. (See p, 16.)



CHAPTER 1

OFEICE OF INFORMATION FOR THE ARMED FORCES

The Office of Information for the Armed Forces--under
the Assistant Secretary of Defense (Manpower and Reserve Af-
fairs)--is responsible for developing and conducting the
Armed Forces Information and Education Program. This re-
sponsibility includes the production of materials concerning
national policies and commitments on such topics as

—-Democracy and Communism,

--World Affairs,

--Forces for Freedom (U,s., and friendly forces),
—-Citizenship (including wvoting),

--Orientation for Overseas Duty, and

—--Code of Conduct.

We were informed by officials of the Department of De-
fense that the program currently included information on
such subjects as equal opportunities, drug abuse, an all-
volunteer force, human goals, police recruiting, domestic
action, and open housing.

The main operating divisions of the Office of Informa-
tion are the (1) Armed Forces Radio and Television Service
and (2) Media Operations Division. Total expenditures for
these divisions during fiscal year 1970 amounted to
$6,389,000, as follows:

Armed Forces Radio and Television

Service $2,315,000
Media Operations Division:
Motion Picture Service $400,000
Publ Ication Service 397,000
Press Service 217,000
Production Service 44,000
Visual Communication Service _36.000 1,094,000

Other costs (including payroll, administrative
support, transportation, and equipment and
supplies applicable to all the above) 2,980.000

Total $6.389,000




The Assistant Secretary of Defense (Public Affairs) has
no role In the production of materials or services by the
Office of Information. For security purposes, the Assistant
Secretary, however, does review all Office of Information
publications, motion pictures, and television and radio
shows,

Materials produced by the Office of Information are
used primarily for internal information and entertainment of
military personnel. Some of the material is available to
the public by purchase from the Government Printing Office
or by loan from military base film libraries after approval
for public release by the Assistant Secretary of Defense
(Public Affairs).

ARMED FORCES RADIO AND TELEVISION SERVICE

The Armed Forces Radio and Television Service produces
and distributes programs and materials to 328 military radio
outlets and 90 military television outlets. Programs are
selected from a cross section of news, current events, docu-
mentary, general information, and entertainment programs ob-
tained from commercial radio and television stations at nom-
inal cost; from the Directorate of Armed Forces Information
and Education; and from other Government departments and
agencies. The Armed Forces Radio and Television Service ed-
1ts all programs selected for use by affiliated military ra-
dio and television networks. The networks are responsible
for developing their own programming schedules.

DOD directives do not require the Armed Forces Radio
and Television Service to consult with public affairs and
public Information organizations of DOD on material used iIn
the Service"s affiliated radio and television outlets.

MEDIA OPERATIONS DIVISION

The Media Operations Division consists of five activi-
ties which support the military internal information pro-
grams through the production of motion pictures, publica-
tions, press releases, still photographs, and other items,
All the materials and services provided by these activities
are intended for the entertainment and information of mili-
tary personnel, but some are made available to the general
public.



Motion Picture Service

The Motion Picture Service produces or purchases and
distributes about 30 films annually for military information
programs. During fiscal year 1970, 26 motion pictures were
elther produced or purchased at a cost of about $400,000.
The films, which vary in length from 10 to 35 minutes each,
are distributed In quantities up to 1,000 prints to the mil-
itary departments as needed, Examples of the films pur-
chased in fiscal year 1970 are: ‘‘Changing Face of
Communism-Eastern Europe," "Your Tour in Vietnam,'" and ''Peo-
ple Versus pot,"! Some of these films are available to the
public by loan from military film libraries after the films
have been cleared for public showing by the Assistant Secre-
tary of Defense (Public Affairs).

We attempted to determine the extent to which motion
pictures produced by the Office of Information were being
used by the military services and by civilian organizations.
In this regard,we noted that nearly 200 films had been pro-
duced or purchased during the period 1950 through 1970 and
that approximately 170 of these films had been cleared for
public showing to schools, churches, civic groups and other
civilian organizations. Both the Army and the Air Force
maintain machine listings which indicate the number of times
a film has been shown in a given period and the total number
of people who have attended. These listings do not show,
however, how many of the people attending were military per-
sonnel, Government employees, or civilian organization mem-
bers.

Of the 170 films cleared for public showing, the Army
used 99 during a 12-month period ending March 1970. These
Tilms were shown a total of 165,431 times--129,512 showings
to milrtary personnel and Government employees and 35,919
showings to civilian organizations.

Identical information on Air Force showings of the
Tilms to civilian organizations was not available. The Air
Force categorizes loans of films as either short-term--less
than 2 weeks--or long-term--over 2 weeks. We found that 101
films had been used on a short-term basis. These films were
shown a total of 29,936 times during the period March
through June 1970--17,177 showings to Air Force personnel
and Government employees and 12,759 showings to civilian



organizations. We found that 100 films had been used on a
long-term basis. These films were shown a total of 37,395
times during calendar year 1969--35,261 showings to Alr _
Force personnel and Government employees and 2,134 showings
to civilian organizations.

We were unable to obtain similar information from the
Department of the Navy because i1ts records were incomplete.
We were informed that only about 15 percent of actual film-
use informationwas beilng reported to the office responsible
for accumulating such information.

Publication Service

The Publication Service prepares and edits information
publications, which are printed by the Government Printing
Office, for use by the military services. Approximately 100
publications, such as pamphlets, fact sheets, pocket guides,
brochures, and similar 1tems, were produced iIn fiscal year
1970 at a cost of about $397,000. Examples of such publica-
tions are pamphlets entitled "'Federal Source Book--Answers
to Most Frequently Asked Questions About Drugs,'' ''Pocket
Guide to Korea,'" and '"Voting Information." Many of these
publications are available to the public through the Govern-.
ment Printing Office book store.

Pr rvi

The Press Service produces three publications. The
"Armed FOrces Press File! is distributed weekly to assist
military editors in the field in publishing their periodi-
cals. Currently there are over 1,700 such periodicals. The
""Galley Guide'' 1s a monthly four-page publication of iIn-
struction and professional comments advising editors how to
write, edit, print, and publish thelr newspapers. The '"Com-
manders Digest'" is distributed weekly to military units, em-
bassies, and missions and provides military staffs with au-
thoritative information on national and DOD policies.

Visual Communication Service

The Visual Communication Service produces illustrations,
charts, photographs, and sketches for all Office of Informa-
tion publications. In fiscal year 1970, 17 art work and
poster projects were listed as completed.
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Production Service

The Production Service produces and distributes about
100 video-taped programs a year for dissemination to mili-
tary television stations and interested Government agencies.
At present these programs include a series on activities In
Vietnam and other areas around the world, which are believed
to be of general interest to military audiences, and a panel
discussion series covering topics of general military and
command interest, such as drug use, cost reduction, military
compensation, and medical care programs.




CHAPTER 2

AEROSPACE AUDIO-VISUAL SERVICE

The Aerospace Audio-Visual Service (4Avs) is an organi-
zationalunit of the Department of the Air Force Military
Airlift Command, AAVS provides photographic and video ser-
vices and products to meet the requirements of the Alr Force,
Its major commands, and separate operating agencies., All
films produced by AAVS for public showing are reviewed and
approved by the Director, Office of Information, and the
Assistant Secretary of Defense (Public Affairs),

During fiscal year 19/0 AAVS expenditures totaled _
$12.4 million, of which $407,000 was spent on material In-
tended specifically €or public showing.

Motion picture films $ 47,600
Film clips 197,700
st 111 photography 161,700

Total $407 000

MOTION PICTURE FILMS

Two Films were produced during fiscal year 1970. One
Tilm, entitled "Friends, Neighbors and People We Know,' was
produced at a cost of $44,755. The film portrays how mem-
bers of the Air National Guard contribute to national de-
fense, The National Guard Bureau, Washington, D.C., re-
guested production of this Ffilm, to emphasize the theme that
the Air National Guard is not a haven for draft dodgers.

The other film, a short one entitled "NORAD Tracks Santa,'
was produced for $2,879. The film portrays Santa Claus'
trip from the North Pole to homes of children in the United
States and Canada as tracked by the men and equipment of the
North American Ailr Defense Command., The Director of Public
Affairs iIn the Command's radio and television branch re-
quested production of the film to publicize the Command.

AAVS was not reimbursed for the cost of producing these
films. AAVS files did not disclose any other films produced
during fiscal year 1970 specifically for public exhibition.



AAVS prepares a consolidated inventory and use report
which 1dentifies films in the iInventory and the number of
showings of the films to authorized civilian organizations,
Air Force personnel, and Government employees. One part of
the report lists the Inventory of films at the Audio-visual
Center and the monthly distribution of films loaned directly
to users on a short-term basis, i.e., for 2 weeks or less.
The other part of the report shows the inventory of films
released to Air Force film libraries on a long-term basis--
for a period over 2 weeks--and the use of those films during
a 6-month period as reported by the libraries to the Audio-
Visual Center.

As of June 26, 1970, 6,312 films were in the MVS in-
ventory. Because of the large number of films in the Air
Force inventory and the number of times the films had been
shown, we selected a statistical sample of the film inven-
tory (@ sample of films produced specifically for internal
Air Force use), to arrive at the cost of the films and the
extent to which they had been shown to authorized civilian
organizations.

Air Force films cleared for public showing may be used
by such civilian organizations as schools, colleges, univer-
sities, civic groups, and churches. Films are made avail-
able free of charge to civilian organizations with the stip-
ulation that no admission or other fees may be charged.

Our samples were selected from the consolidated report
prepared by Audio-visual Center employees. They told us,
however, that, except for the report covering the period
March through June 1970, the short-term report was not re-
liable because of automatic data processing problems. Also
the latest long-term report, which was processed in July
1970, included all of 1969 rather than 6-month periods. Be-
cause these were the best source documents available at the
time of our review, we used the March through June 1970 re-
port for our short-term sample selection and the report
processed In July 1970 for our long-term sample selection
and based our cost and public-showing projections on these
two reports.

On the short-term report we identified 596 films pro-
duced at a cost of about $13.3 million. About 26,300, or



35 percent of the 75,300 showings of these films, were made
to the public. On the long-term report we identified 427
films produced at a cost of 9 million. These films were
shown about 180,900 times, of which 8,360 showings, or about
5 percent, were made to the public.

It should be noted that most of these films were pro-
duced prior to the year of showing and will also be utilized
In future years.

FILM CLIPS

AAVS initiated a film-clip program at the request of
the Director, Office of Information, in 1968. Film clips
are produced iIn color and are distributed to local televi-
sion stations weekly. They are iIntended to show activities
of Air Force personnel throughout the world.

During fiscal year 1970, 52 film clips were completed
for the Office of Information, On the basis of an average
cost of $3,803a film clip, the 52 film clips cost about
$197,700. These costs were expended from AAVS funds with-
out reimbursement from the Office of Information.

STILL PHOTOGRAPHY

AAVS supports public information programs through its
Central Still Photo Depository, Arlington, Virginia; the
Audio-visual Center, Norton Ailr Force Base; and various
field units.

The Central Still Photo Depository maintains an inven-
tory of photographs of subjects of Alr Force interest and
supplies copies to all Ailr Force activities within the Met-
ropolitan Washington, D.C., area including the Air Force
Office of Information. The Audio-visual Center provides
regional photographic support to Air Force activities.

Costs of photographic services supporting public infor-
mation programs cannot readily be identified from AAVS rec-
ords. With the assistance of AAVS officials, we estimate
that, during fiscal year 1970, AAVS spent about $161,700 to
provide still photographic support for public viewing to the
Alr Force Office of Information.

10



COORDINATION WITH PUBLIC AFFAIRS
ORGANTZATTONS ON PRODUCTTON OF FILMS

As stated previously AAVS 1S a service organization
directed by the Military Airlift Command as to the kinds of
products and services it will produce. Consequently AAVS
officials stated there was no need for them to consult DOD
public information and public affairs organizations about
these matters.

In the production of motion-picture films, the Air
Force Office of Information reviews the original film pro-
posal, the completed script, and the completed film produced
for public showing. The approval of the Assistant Secretary
of Defense (Public Affairs) iIs required before funds are
c?]mmjtted for the production of any film intended for public
showing.

The Air Force Office of Information reviews also, for
compliance with policy, scripts and filmsfor internal use.
Air Force films produced for intermal use but later released
for public showing must have the approval of the Air Force
Office of Information and the Assistant Secretary of Defense
(Public Affairs).

11



CHAPTER 3

MILITARY RECRUITING SERVICES

The mission of the military recruiting services is to
recruit qualified persons, to meet military needs for en-
listed’ personnel, officer candidate training schoolss and
specialists required by the services. Each of the military
services has an organization responsible for planning and
directing its recruiting programs.

The material created for and by the military recruit-
ing services is directed to the general public, DOD re-
guires that audio-visual projects--television, radio, still
photographs , etc.--of national interest, such as recruiting
projects, be submitted to the Assistant Secretary of Defense
(Public Affairs) for approval before release to the general
public,

With respect to public affairs activities in the indi-
vidual services, we were informed that the production of
Navy and Marine Corps recruiting materials was not coordi-
nated with the public affairs and information activities in
their services. The Amy and Air Force public affairs and
information organizations, however, do participate in devel-
oping recruiting materials in their respective services,

MATERIALS USED BY THE
MILITARY RECRUITING SERVICES

In fiscal year 1970 operations and maintenance funds
were spent for advertising and publicity programs for the
recruiting services, as follows:

Army $3,079,000
Navy 2,460,381
Air Force 1,618,599

Total $7.157,980

These amounts are not included in the $48 million men-

tioned on page 1 of this report. Of the above total amount,
$2.5 million was budgeted for services of commercial

12



advertising agencies in preparing various portions of the
military services recruiting programs.

The U.S. Amy Recruiting Command budgeted $1,737,525
for the services of N. W, Ayer and Sons, Inc., of Philadel-
phia, Pennsylvania; the Air Force budgeted $231,000 for the
services of MacManus, John and Adams Inc.; the Navy budgeted
$336,000 for the services of Young and Rubicam of New York;
and the Marine Corps budgeted $226,000 for the services of
the J. Walter Thompson Co.

All available media--television, radio, film, magazines,
newspapers , etc.--are used by the recruiting services to
recruit qualified persons.

Radio and television

Radio programs are of two types--spot announcements
and variety shows. Spot announcements, which are usually
10, 20, 30, or 60 seconds long, contain a brief message
about the opportunities of military life. WVariety shows,
which are usually 15 to 25 minutes long, combine the recruit-
ing message with a musical program. Examples of variety
shows are the Army's three 15-minute weekly programs en-
titled "It's Music,”” ""Country Express,” and '"America's Best."
The Army Recruiting Command supplies programs to Army re-
cruiters who distribute them to local radio stations.

Television programs are usually 20-,30-, and 60-second
spot announcements depicting educational, career, training,
and travel opportunities in the military services, For ex-
ample, the Navy supplies about 600 television stations with
a set of current Navy television spot announcements which
are replaced regularly. The Navy also makes films available
to all television stations through an annual summer series
entitled "*Navy Film of the Week,"" The series is revised
yearly, and recruiters receive promotional packages to aid
them in distributing the series and obtaining broadcast
time on local television stations.

The radio and television industry schedules a certain
amount of time each week for public service. Much of the
above material is used to take advantage of this public-
service requirement. For example, we were provided with
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information from two reports purchased by the Air Force
from a commercial organization which monitors television
announcements. The reports showed the number and length

of Armed Forces public-service spot announcements televised
in 1 week, broken down into figures for each of the 75
United States television markets. The first study, made in
November 1967, showed that 399 Air Force television spot
announcements had been made at an estimated cost of $23,733.
The second study made in August 1969 showed that there had
been 665 spot announcements telecast and that the value of
free television time had been $65,892.

Rather than depend upon public-service scheduling by
local stations, which is rarely prime time, the Amy Re-
cruiting Command purchased major television network time,
from March to May 1971 for a recruiting campaign aimed at
spring graduates. The Command estimated that it would spend
about $3 million for advertising during prime time, when a
heavy concentration of prospective recruits would be in the
television viewing audience. The Army introduced a similar
project for radio broadcasting in prime time,

The Amy Recruiting Command plans to evaluate this
pilot project to determine whether the additional expendi-
ture for advertising on network prime time attracts a large
number of recruits,

Magazines and newspapers

In fiscal year 1970 magazines were the principal ad-
vertising medium used in the Army recruiting program. Army
recruiting programs were advertised 272 times in various
types of magazines, such as "Life," '"Look," "Ebony," "Popy-
lar Mechanics," "Popular Electronics,'" "American Bar Asso-
ciation Journal," ""Outdoor Life,” "Field & Stream,” ""Stu-
dent Weekly," '"Newsweek (College Edition),'" "Time (College
Edition)," and "Playboy."

The Army's advertising agency produces a weekly news-
paper column entitled ""The Army Green." The column has been
distributed weekly since September 1968 to Army recruiters
for distribution to local newspapers and is carried regu-
larly in about 600 newspapers across the United States,

14



It contains interesting facts about the Army, is tailored
for local readers, and contains references to the area's
recent enlistees.

Motion picture films

The Army Recruiting Command now uses seven movie films
in its recruiting programs. During fiscal year 1970 the
Command produced two of these films--one entitled "Four
Faces High'™ at a cost of $71,426 and the other entitled
"Medicine Plus'" at a cost of $51,269.

The Marine Corps uses four films in its recruiting
program, The titles are ""Engineer Up,'" '"Something in Re-

serve,"” "Straight b and Away,”” and ''Dewey Canyon.”" The
four films cost about $90,000.

Recruiting publicity items

A variety of recruiting publicity material is prepared
and distributed by each of the recruiting services. These
items are posters, brochures, stickers, displays, fact
folders, bookmarkers, handbooks, and book covers. Posters
and displays are aimed at group audiences and are not given
directly to individuals; while bookmarkers, book covers,
stickers, etc., are designed for individual presentation.
The Army Recruiting Command has about 150 different public-
ity items. During fiscal year 1970, about 23.8 million
prints were made of 83 recruiting publicity items at a cost
of about $646,000 and about 20.5 million prints of various
recruiting publicity items were distributed.

COORDINATION WITH PUBLIC AFFAIRS ORGANIZATIONS

DOD requires that audio-visual projects of broad na-
tional interest, such as recruiting programs, be submitted
through appropriate channels to the Assistant Secretary of
Defense (Public Affairs) for approval before release to the
public. Audio-visual materials include still photography,
motion pictures, television films, live television produc-
tions, video tapes, radio tapes, kinescope recordings,
motion-picture-stock footage, and associated materials.
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With respect to public affairs organizations in the
individual services, we were informed that production of
Navy and Marine Corps recruiting materials was not coordi-
nated with the public affairs organizations in those ser-
vices but that, in the production of Army and Air Force
recruiting materials, public affairs and information organi-
zations did participate in developing some of the materials.

The Amy Recruiting Command is required to have the
plot and script of motion pictures reviewed and approved by
the Chief of Information, Department of the Army, before
the shooting begins. The stated purpose of this review is
to prevent duplication of content.

In regard to Air Force recruiting, the Office of Infor-
mation participates in the development of recruiting mate-
rial. This Office furnishes information objectives, mate-
rials, and briefings and also participates in the creative
and review stages of the recruiting program from the initial
proposal to the finished product. This is intended to en-
sure that the materials produced are consistent with Air
Force information objectives.

16



CHAPTER 4

SCOPE_OF REVIEW

We examined into the production of Information material
and services by the Armed Forces Radio and Television Ser-
vice, Los Angeles, California; the Media Operations Division,
Office of Information for the Armed Forces, at the Pentagon
and at their offices located In Arlington, Virginia; the De-
partment of the Army Film Distribution and Utilization Cen-
ter, Tobyhanna, Pennsylvania; and the Department of the Air
Foi‘c$O Aerospace Audio-visual Service, Norton Air Force Base,
Califomia.

Our review of the development and use of public infor-
mation materials by the recruiting services was conducted
at the US. Army Recruiting Command, Hampton, Virginia; the
U.S. Nawy Recruiting Service and Recruiting Aids Division,
Washington, D.C. ; the U.S. Alr Force Recrurting Service and
Military Personnel Center, Randolph Air Force Base, Texas;
and the U.S. Marine Corps Military Personnel Procurement
Branch, Arlington, Virginia.
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COMMITTEES:
JONATHAN B_BINGHAM FOREIGN AFFAIRS

230 DISTRICT. NEW YORK HOUSEADMINISTRATION

e CONQTESS of the United States e i ot o
TeLEPHONE: (202) 223-4411 . BRONX, Nswz‘ zon:v 104
 rocER MAIAK House of Repregentatibes Tesmhonss (212) WE 3.2300
ADMINISTRATIVE ASSISTANT M[“gmn. E.t. 20515

June 4, 1970
B-161939

Mr. Elmer B. Staats

Comptroller General of the United States
General Accounting Office Building

441 G Street, N.W.

Washington, D.C. 20548

Dear Mr. Staats:

In the enclosed House speech, 1 noted that the Department
of Defense has revised its earlier estimates for spending in
public relations and information in 1970 from $29-million tO
$40-million. This represents a 38% increase beyond original
figures. Moreover, several a%encies which spent $48-million
in Fiscal 1970 had responsibilities in this area, but were
not included in the $40-million figure. These agencies
include the Armed Services Radio and Television Services and
the Aerospace Audio Visual Services.

A significant portion of the funds these agencies expend
are used for public information and relations. 1 therefore
wish to request a formal investigation by the General
Accounting Office to determine the full and precise extent
of expenditures of public funds by the Defense Department
for the purpose of public affairs during the Fiscal Year
1970. Such_an investigation would provide an invaluable
2ublic service and encourage more accurate accounting in
the future.

Cordially,

S5

j Jonathan B. Bingharn “
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cisted in both cities, Soms good exsmples
eve provided by the linking of Japanose poTie
with oonstal eities in Ca!.tmmis and the
8tate of Washington, Ban Disge (Calif.) and
Yokohama (Jepan), ploness citiss of tho
Mwntmmmd
ocean iraffic befween the t@o gounisics a3
are Btockton and Shimiru, ahotber cffective
afiliation, The post dizestor of Siocktyd

BAr. Speaker, it is In the vital interest
of the United States to do all in its
power to maintain peace in the Middle
East. We will greatly endesnger that
peace if we allow the military balance to
swing in favor of the Areb nstions who

the bulk grain shipped
tinad for Japsn. Publie reiations and of

thorities bring about the sctize participe
tion of port authorities in sister elly ecﬁvl-
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FEEDING THE RMILITARY PROCPA-
GANDA MACHINE: HOW MUCH IS
ENOUGH?

(Mr. BINGHAM asked and was given
permission to extend his remarks at this
point in the Recorp end to include ex-
traneous matier.)

Mr, BINGHAM. 2r. Speaker, I have
been concerned for aome tlme about
spending by the military for “public re-
lations” apd “public information.” The
military’s own figures indicste that ex-
penditures to “inform” the publie of
military sctions and ectivities have re-
cently increased out of ell proporticn to
inereases in the total military budgst, end
I have obtained new information which
musgests that total publie relations and
public informetion spending by the mili-
tary may be much higher than the Pen-
tegon hes ever admitted.

fccording to DOD figures, which I
placsd in the Rzcorp during debato Izst
Dzcember on the fscal year 1870 defense
appropriation bill, the smowmt of mili-
tary spending on public information and
relations over the last decade increesed
by about 1,000 percent—Ifrom §2,755,000
to §29 million—es compared with & 63~
parcent increage over the zame time
span in-the Defense Department’s totsl
budget—Iirem $43 billion to $76 billion.

Just recemtly the Depariment of Ds-
fense revised its procedures for com-
puting expenditures in this area. 4s ¢ ro-
gult of this revision, the Department now
adm?a 1t spent $40.447 millton on publilc
afinire in fiscal yegr 1670 gund is pro-
posing to spend $87.676 million during
fises) year 1871. These amounts are re-
ported on page €5 of wvolume III—Op-
eration and maintenance—of the hear-
ings before the Defense Bubcommittee,
House Committes on Appropriations, on
g::l%&l year 1871 dofense approprie-

shending polisy of support for !smel
mmmmma@em Tha 1es-

the
Wﬁwmmmm@m
to withdrew ell Rusmisn personnel from
the Enst a8 o reajor siep towerd
peace in tho ares.

My, Spseker, soch aeilon by ths Presi-
denthmbeenmmmraxonsﬂms These figures alone indicate that this
Plpard- situation is out of hand. I recognise that
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gram, but when the mmount for that
purpose has increased at almoat 20 times
the rate of the total miltery budget, it
i5 clear that something must b2 éone,
Last December, I propossd en amend-
ment t0 the Defenre Depariment ap-
propriation bill whi-h would have Bm.
ited spending for public zFaira to E10
millfon. Although thet sfnendment was
defeated, it attrocted substontial sup-
port. Concern wes exprezssd by a nume
ber of Membera over the DGEIYs pur-
geoning pubHc relation activitiss. I h@e
that the Apgropriations Comunities wild
inglst on exiensive roduetions in the
$37.675 miMion the Defenss Deyortmient

not do £o, I shali at the eppropriate

cffer an amendmens to a5t & M=t on
expenditures for this purpsss compara-
bie to the amenément I offares Inst year.

wmch

cluded by DOD @s W&z
information g«
£3R3

1870 level of funding:

Army
Kavy snd Bearins Corpa...
Alr Forse.

san eff mmmymmtmm the military must meainteln a sufficlent amidsr them to bo publlo tefcmmotion sc-
Dnited Nations sgresments to restriot public relstions end information pro- tvittes. P o
the sales of srmaspenin s doveloping na-

tor
full puble regisizatics of &l trentsc-

Toizl
tions of this cheracter. This estion s
still needed. Leggﬂaﬁvaﬂm .............................. 1,80
However, facsd with the reality of ex- LReie pmuin. .. ... e i
panding Soviet involvement in support ﬁ:ﬁm z‘:;;:‘““ feSomaton 116
oF the smnounzed Areb monl of wiping M%mm,mwm ‘g;
rocons Uy s BERie BRUeppygy W A A4S
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planes to Israel. I called upon the Presi-

2,410 31,38

dent to reverss his decision in s state-
ment iggusd immediately affer he made
his decision kpown. Agaln, on Apgil 30,
after It became known that Soviet pilota
were fiying Russian Mig's in the ssevice
of the Bgypiion 2ir fores, I sant a tele-
gram to the Secrotary of State urging
that the United Ststes see to it that
israelmuwememsfmhermde-
ense,

FORCTIONS OF THE Arnospace Auvio
VISUAL SERVICE—AAVS
The AAVS is & motion plcturs atill photo-
graph production agency. If the Alr Foree ro-
quns o fim, it Iz the responsibilily of this
tion to produce it. For ezemple, i
the Strategic Air Command needs o film %o
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metien for the Armed Forced (89,642,000) of which the Amerkzan Foress Radlo sad Teloy]

um&%ﬁﬁm

srplain its oyisaion, AAVS =il B3 comlinsied
These are ureg by e Air Ferse oy hows
over, should & o7 & ar=iifan
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has bsen elezrod for pliblic cinfbition, o vee
quest may b mede throvgh &y Foreo Hsad.
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quarters to the Ofiice, Becretary of Defense
for Pubilc Affeyrs Seourity Review. The
AAVE hees no autharity to relenss materials
o the national press oz public media.

OFricE OF INFORMATION POB TES ARMED
Pozces

IBSION AND REIFONSIBILITIES

The basic mission of the Office of Informa-
tlon for the Armad Porcss {IAP) 18 to provide-

1. An Armed Forcss Information Program
{(AFIP) in support of the Military Bervices
and their internal informstion Iunctions.
Tuls program provides information products
of comnon usage by the Services so that U.S.
military personnal :

Comprehend the values of our Government
and our Netional Heritage;

Understand both the freedoms they are
called upon to defend, and other ideclogies
Inimical to the free institutions upon which
the U8, is founded;

Are tully aware of the threat of Com-
m .

unism;

Realise the responsibilities and objectives
of the individual military citisen $hrough
the uss of all communications medis, in-
cluding the productio and distribution of
motion pi publiont} postars and
mupport materinie for Armed Foposs pows-
papars for use by the Military Dspsriments
in their respectiye internsl information pro-
. Tain program {3 devaloped In oon.

{noludes guch areps as Domecracy/Oommu-
nism, World Adaire, UB. and Friendly hilli-
Porces, Cltivenship (including voting),
Code of Conduct, Orisnitation for Overesas
Duty, and Personal ARatrs. of
2. inter

Contavous og
raticnal snd lecal U.S. nows, seat of govern-
ment, milftery and sports news and gpecisl
events 0 UB. military personnel overssas.

8. Gensral redio and televigion progegom
meterials for use by Ameriean Forces Badio
and Televistion stations representing the best
from Amedicsd networls and induatry.

4. Policy and technical gutdance governing
Armad Forces nswspapers, Civilian Enter-
prise publications snd Amegican ¥Forcaes
Radio and Television outlets and networks.

B. For the evalustion of information mate-
rials for uss in, and support of, the Military
Departments’ interns]l information pro-

gzama.

8. Polloy and operational to all
components of the Departmant of Defensze to
easgure & free flow of information to military

personned.

7. Por the development of long-range
plans supporting the objectives of the Armed
Forces information Program,

OPERATIONAL ELEMINTS AMD SCOPX OF
ACTIVITIES

A. American forces radio snd television
service

1. AFRTB~1.03 Angeles—Provides the
basic program materiale which are uzed by
the APRT cutlets oversoss. The weekly AM
program packages provide 83 hours of musie,
dramsa, fine arts, and Information meteriel,
and & five-hour library of Iatest hits end
specials. A 13-hour package is produced for
FM stereo sutomated cutlets. The weekly 55~
hour television package contalns program-
ming recelved from the major commercial
broadcast networks, feature fiims, film syndi-
cators, and filler materials. The activity an-
nually produces 1,000 radio and 309 television
spot announcements supporting milltary in-
formation themes. Over B0,000 slides and 50
flller programs are produced annuaily for
television outlets. The worldwide AFRT sys-
tem includes approximately 350 radio and 80
television overseas stations

2. AFRTS-—Washington—Providea con-
tinuous ‘tranamittal of International, Bna-
tional, seat of government, military and
sports news and special events. This news.
gathered from the major U.8. commercial

CONGRESSIONAL RECORD — HOUSE

networks. wire services and mtlitary come-
epondents, ts transmitted 24 howrs a day.
=ven days a week, by shortwave. direct voice
sabis and teletype to all American Foreces
Radio and Television nstworka and outlets
worldwide. Provides facsimile photo service
to American Forees Television stations world-
wide.

B. Armed forces information programs and

medis operations

1 American Forces Press Service produces
tpe following publicstions for the Armed
Parces newspapers:

(8) Commanders Digest distributed weekly
to military commanders of all the Services,
the Reserves. and ROTC components, It (&8
designed to provide commsanders and their
staffs with authoritative information of Na-
tional and Department of Defense pollcies
and goals and other events of signifsance.

(b) Amerwcan Forces Press Fie distributed
weekly to military editors In the field to w&-
sigt B publishing their nzwspapars, Copy and
photographs are sent to all Armed Forces
newspapsrs throughout the world. Currentiy
these number more than 1,800

(c) QGalley Guide A monthly four-page

publicetion of instruction angd professionsal
comments advising newspaper editors and
military journatists ON how to write, &lit,
print and publish thair newspapers,
_ A. Armed Forces Motion Pictures Service
includes the annusal production and aistri-
bution of Alms for Servics nformatlon pro-
grams, distributed In quantities of up to
1,060 prints, dspending on Service require.
merta. In the production of Blms, this office
works with commercial 8lm companles and
gorvies production agencies.

3. Armed Forces Publications Service pro-
vides lor the editing and preparstion af in-
tormation publications printed by the Gov-
ernment Printing Ofce and used by all
MUjtary Departments Approximately 100
publestions a year are produced; half of
thess ure contrscted and half produced in-
house. These materials take the lorm of
pamphlets. fact sheets. pocket guides, bro-
chures and similar printed materials,

4, Visuel Commumnications Service produces
13 or More origlnal posters annuslly; pro-
duces 4 Or man Art files annually for use by
Service newspaper editors: provides art sup-
port—Including design, layout and =rigina}
art for sll IAF publications printsd by GPO—
and monitors GPO for printing phase; sup-
ports Production Service’s twice-weekly pro-

raming: provides support for briefings. and
?landl% the reprint program of the Military
Bervices.

5. Armed Forces Production Service pro-
duces and distridbutes approximately 100 video
taped programs for dissemination to Ameri-
ean Forces Televislon stations anda other
Ailtary S3ervices for direct 'viewing, These
inaluds Telemsion Journe!, a half-hour news
pregram produced weekly On settvities In
Vietoam and other sreas around the world of

I imterest to military audisncees; Pen-
tagon Forum, a discussion series covering
toplea of gzneyal military and command in-
terest snch as drugs, Coat Reduction. Military
Compensation, and Medical Programs. also
produced weekly in & half-hour format: and
selected variable length Televiston Journal
“Speclal Reports” produced as sound-on-flim
interviews,

ASSISTANT TO THE SECRETARY OF DEFENSE—
LEGISLATIVE AFFAIRS

The Assistant to the Secretary of Defense
(Legislative Affairs) iz the principal staff as-
sistant to the Sesratary of Defense for De-
artment of Defense relations with the
ongress. He performs runctions In his as-
slgned flelds Of responsibility such as (1)
advising and assisting the Secretary of De-
fense and other officials of the Department
ON _congressional aspects of Department of
Defase policies, plans, and programs. {2)
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coordinating Department @ Defense 3icns
relating to congreasdonsal considarstion OF s

legislative program of the Depariment; (3)
coordinating the development, clearance, s
furnishing of information IN respomes %o
requests recetved in the Desferize Btaf Officas
from members f Congress and the commit=
taes of Congress and thedr #ads; (4) arrang-

for the & tion and of
e Fram 152 Boparingat of Botae o
onal hearings on Defente mattera;
and (6) maintaining direct lialson with the
Congress, the Executiye Ofice of the Presi-
dent, and other Governmment agenciza with
regard 1O legisiative investigations ang otuer
pertinent matters afaoting relations of the
Department of Defénse with the Congross.

These agenoles account for $56.738
million in_expenditures. CF that amount
$48.062 million —the fiscal gear 1870 ex-«
penditures for legislative ialsom, legis-
lative affairs, the Armed Porces radio
and TV services.and the agrospace audio
visual services—is not reflected in the
437.675 million the Pentagon Is now re-
questing for spending in thisam. Wade
it is clear that not all the expenditures
of these agencies are dewoted t public
information and relations, s examina-
tion of the officisl descriptiens of their
responsibilities. and the typea of ma-
terials they produce. make 1§ clzar that
a significant portlon of the funds they
expend &re, in fact, USed for public h-
formation and public relations.

From this information, it appears that
the figure of $37 million steted by
the. Defense Department as the level
of Its publie.information and public re-
lations expenditure is far too low. The
true figure could run as high as twice
that amount.

Accordingly, I am asking the General
Accounting Office 10 investigate the ex-
penditures of thess agencies In question
and determine exactly how much is be-
ing used for public informatien. | hope
to'have this material available when the
defense appropriation bill comes befors
the House

_Last year the Congress expressly pro-
hibited DOD propagands unless specifi
cally authorized by Congress. However, it
appears that more stringent restrictions
will have to be placed on the Pen "
tendency to advertise its own actions and
to promote its OWN causes.

WILMINGTON, N.C.

(Mr. LENNON asked and was given
permission to extend his remarks at this
point in the RECORD and to include ex-
traneous matter.)

Mr. LENNON. pir. Speaker, the All-
American and port city of Wimington,
N.C.,was recently featured in an article
apBe_arlr_lg in Generator, an employee
publication of the Bahcock & Wilcox Co.
1 am proud of the history, progres-
sive development,and attractions offered
by my_hometown. and | wish te share
the article with our colleagues and other
readers of the RECORD :

WILMINGTON, N.C." ALL-AMERICAN CITY

Midway between New York and Florida on
a p=oinsula bounded by the Atlantic Ocean
and the Cape Fear River sits Willmington,
N.C Population: 75,000 Climate mlld In-
dustry. diversified Reaport fastest Qgrow-
ing in the BEsst Historical sites’ respectrully
maintained Parks and gardens: literally
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B-161939 June 19, 1970
Mr. Elmer B. Staats cecorded

Comptroller General of the United States
General Accounting Office Building

441 G Street, N.W.

Washington, D.C. 20548

Dear Mr. Staats:

The purpose of this letter is to reaffirm several agree-
ments reached today iIn my conversations with Mr. Rothwell and
others of your staff.

In my letter of June 4, | requested '"the full and precise
extent of expenditures of gublic funds by the Defense Depart-
ment for the purpose of public affairs during the Fiscal Year
1970." 1t 1s now my understanding that the GAO will limit 1ts
investigation to the Armed Services Radio and Television
Service, the Aerospace Audio-visual Services, and military
recruitment activities of all agencies involved therein. In
speciftic, your investigation will seek to determine in as much
detail as practicable (1) the extent to which the materials
and services produced by these agencies are utilized for public
consumption, and (2) the extent to which the formal public infor-
mation and public affairs agencies of the Department of Defense
are consulted by these agencies iIn the process of deciding what
kinds of materials and services they will produce. This Infor-
mation will allow me to make more accurate judgments about the
proportion of the budgets of these agencies that might reason-
ably be regarded as "public affairs" and "public information"
expenditures.

As 1 indicated to Mr. Rothwell, I would hope to request
and receive a brief status report from the GAO on its progress
In this Investigation at the time the Defense Appropriations
Bill for FY 1971 comes before the House, probably some time iIn

mid-July. Thereafter I will expect to receive additional in-
formatiar Htained in the iInvestigation as it becomes available.

Cordially,

Jonathan B. Bingham

JBB :RKDh
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