




The Citizens Committee came into existence to
handle this phase of the job, working in close co
operation with city departments. 

Clearly, a mammoth job of educating 8,000,000 

people had to be done-and soon. A year ago we
made a start.
A Committee for Keeps 
In May 1955, at the urgent request of Mayor Wagner,
Keith McHugh, the President of the New York Tele
phone Company, became chairman of the Citizens
Committee to Keep New York City Clean. This would
be, he said, a permanent committee-non-partisan,
non-profit, non-quitting. About him he gathered
businessmen and civic leaders with a reputation for
getting things done.

"Our purpose," pledged Chairman McHugh, "will
be to touch the pride of all the peo ple of this city in
the appearance of its streets, its homes, its vacant
lots, its buildings and public places. That the time is
right, I think none can doubt-there have been so
many expressions of need from so many different
quarters."

And-because the heart of the job was public
educa�ion-one of A�erica's leading advertising
agencies, Young & Rub1cam, volunteered its service
"for the duration."

Right from the start, everybody concerned with
the clean-up vowed that this time, action would not
be drowned in discussion. There'd be no Jet-up after
a �rst fine flurry of enthusiasm. New York wa
going to clean house for keeps-or else!

Working hand in glove with the Sanitation De
partment, the Citizens Committee mapped out 
first-year's campaign of action and education. A:
appeal went out to New York's businessmen for
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How Much Dirt and Where: 
A Survey 

Surpri!.mgly enough, the true dimensions of the job
nd nature of the dirt we were fighting weren't

re II) known. 
c,cordmgly. last October, a block-by-block sur

,e\ v.u launched. At a series of public meetings,
l c1111.cns .... ere recruited. Businessmen, profes
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Telling the People

Face to Face 

But our hard-working volunteers didn't stop with 
their survey. During nine months they distributed 
300,000 pieces of educational material-pamphlets, 
workers' manuals, pattern speeches, question and 
answer sheets, lobby and entranceway posters, win
dow stickers, lapel pins and a long-overdue, simpli
fied digest of the New York sanitary code. 

Telling the People

Through Advertising 

When Young & Rubicam took over the advertising 
and publicity end of our CCKNYCC campaign as 
a public service, they said: "We're going to appro�ch
this problem of selling cleanliness to New York JUSt 
as we'd approach the introduction of a new product 
or a new idea." 

In a series of high-level meetings, the agency dis
cussed our objectives with representatives of the 
newspapers, TV and radio stations and outdoor 
advertising companies. How could we best get o�r
message across to the people? And would these media 
donate the time and space to accomplish the job? 

They would-and did-with a public-spirited 
generosity which is typical of New York's publishers, 
broadcasters, theatre operators, car-card and poster 
people. They gave, in an eight months' period, al
most $800,000 (a rate exceeding a million dollars 
annually) of space and time for Committee adver
tising. Free! 

This media cooperation was especially heartwarm
ing since newsprint shortages and crowded TV 
schedules during the past year made it difficult, and 
often impossible, to buy good positions for adver
tising. 

Below is a breakdown of the advertising value we 
received for a relatively small out-of-pocket cost
of-production: 
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Also many business concerns displayed the advertis
ing on their own billboards and vehicles and in 
their house organs. 

And the ads themselves? They hammered at YOU. 
YOU are the culprit if New York's dirty-the hero 
if it's made clean. Personal responsibility was the 
theme. The ads asked: "Did you make New York 
dirty today?" And they enjoined: "A Cleaner New 
York Is Up to You." 

And together with this theme of YOU, the adver
tising registered again and again the five basic rules 
of a clean city: 

1. Use litter baskets.
2. Put all garbage � garbage cans.
3. Keep sidewalks clean; put your trash in

trash cans.
4. Never put trash in vacant lots.
5. Curb your dog.
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