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HISTORIC PANORAMAS IX

Ballarat,California
By JOSEF and JOYCE MUENCH
Only a few buildings still stand to
mark the site of Ballarat in California's
Panamint Valley. The old camp,
founded in the late 1890s, was for 20
years a supply and entertainment center for miners and prospectors busy at

their trade in the canyons of the beautifully eroded mountains in this country.
Even today, a dozen or so prospectors make headquarters at Ballarat
each winter.

Ballarat's remaining structures, constructed of adobe, have had a kinder
fate than befalls concrete, tin or wood
buildings. They seem to merge with
the earth from which they rose, taking
Nature's softer lines as they retreat
from useful shelters to mere memories.
Upwards to 500 people lived in Ballarat during its heyday.
High above the ghost town towers
Telescope Peak, offering spectacular
views of both the Panamint Valley to
the west and Death Valley to the east.

DESERT CflLERDRR
Nov. 1—Heard Museum opens for
season, Phoenix.
Nov. 2—All Souls' Day, Memorial
Services in all Spanish Villages in
New Mexico.
Nov. 2-3—Sierra Club's Desert Peaks
Section hike to Avawatz and Funeral peaks east of E>eath Valley,
California. Camp at Sheep Creek
Springs Friday night, Nov. 1. For
information call Walt Heninger,
CL 5-8622, in Los Angeles.
Nov. 2-3—10th Annual Sports Car
Road Races, Palm Springs, Calif.
Nov. 2-11—Arizona State Fair, Phoenix.
Nov. 3—Annual Horse Show, Tucson.
Nov. 3-Dec. 8—International Exposition and Fair, "Sonora En Marcha,"
Hermosillo, Mexico.
Nov. 7-9—International Mining Convention, El Paso, Texas.
Nov. 8-10 — Western Week, Palm
Springs, California.
Nov. 8-11—9th Annual Death Valley Encampment. See page 28.
Nov. 9-10—15th Annual Desert Weed
Show, Twentynine Palms, Calif.
Nov. 9-10 — Desert Arabian Horse
Show, Palm Springs, California.
Nov. 9-11—Sierra Club Bus Tour of
Lake Mead Recreation Area, from
Los Angeles. For information call
Bill Dorris, CH 5-4748.
Nov. 10—Western Saddle Club Gymkhana, Phoenix.
Nov. 11—Veterans' Day Celebration,
Sparks, Nevada.
Nov. 12—Annual Fiesta and Harvest
Corn Dance, Jemez Pueblo, New
Mexico.
Nov. 12—St. James Day Fiesta and
Harvest Corn Dance, Tesuque Pueblo, New Mexico.
Nov. 15-16—Northeastern New Mexico Hereford Breeders Association
Cattle Show and Sale, Raton.
Nov. 15-17—First Annual Cattle Call,
Brawley, California.
Nov. 15-20—Golden Spike National
Livestock Show, Ogden, Utah.
Nov. 16—Washington Garden Club's
Chrysanthemum Flower Show,
Phoenix.
Nov. 16-17—Elks' Rodeo, Victorville,
California.
Nov. 16-17—Catholic Fiesta, Yuma,
Arizona.
Nov. 17—Founders Day Picnic, Palm
Springs, California.
Nov. 19—Fifth Annual Spook Night,
Jerome, Arizona.
Nov. 23-24—Arizona Horse Lovers
Club's Horse Show, Phoenix.
Nov. 24 — Junior Horse Show, El
Centro, California.
Nov. 28—Desert Sun Ranchers' Rodeo, Wickenburg, Arizona.
Nov. 28-Dec. 1—Sierra Club campout in Kelso Valley, California.
Leader: Loretta Miess, Los Angeles, NO 5-9060.
Nov. 29 — Annual Treasure Hunt,
Hobbs, New Mexico.
Nov. 30-Dec. 1—Junior Parade and
Rodeo, Florence, Arizona.
Late November or early December—
Shalako Dances, Zuni Pueblo, New
Mexico.
After first frost — Navajo Yeibichi
and Fire Dances, Navajo Reservation.
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Outdoor Advertising and Public Relations
AN EDITORIAL
Reprinted from Nature Magazine for August-September,
1957,

Richard W. Westwood, Editor

N SEPTEMBER, 1956, The Union Oil Company
of California, which serves the States of Arizona,
California, Idaho, Montana, Nevada, New Mexico,
Oregon, Utah and Washington, cancelled all use of
billboard advertising. The result of this action has been
a twenty percent increase in patronage and a widespread
expression of public approval.
"Two factors were of primary concern to the company in reaching the decision to abandon this type of
advertising," says the company's official announcement.
"First was the traffic hazard which a great many experts
have indicated billboards tend to increase. Second is
an apparent and growing resentment on the part of
many people and residential communities to obscuring
our natural beauties with this type of advertising.
"As a company serving the motoring needs of a general public, it did not make good sense for us to continue to use an advertising method which was apparently
becoming offensive to many of our customers and prospects and which, in the opinion of some experts, represented a hazard to them."
In the light of this action, and the nationwide publicity that has resulted from Senate hearings on Federal
legislation to restrict outdoor advertising along the
41,000 miles of the $33 billion Interstate Highway System to be built during the next decade, those interested
in protecting the highways from outdoor advertising invasion have sounded out the attitude of the largest users
of outdoor advertising space. It has been called to the
attention of those advertisers that seventy-five percent
of the new highways will go through new and as yet
unspoiled territory, and that the limited-access design
of the highways excludes all other business use of the
roadsides.
In view of this it has been suggested that these advertisers might well review their advertising in the light
of good public relations, and in recognition of the distaste of the large majority of Americans for such roadside defacement. This sentiment is demonstrated in the
findings of a recent Trendex poll, which showed that
two out of three Americans are definitely opposed to
rural outdoor advertising. Business executives have
been urged to express their thinking in this matter.
While outdoor advertising users reveal no general
tendency to jump on the Union Oil Company's bandwagon, they do indicate appreciable recognition of the
sentiment against misplaced outdoor advertising. A
good many executives insist that their billboard messages are confined to commercial and industrial areas,
thus revealing a concern for the rural highway environment. Many of them extol the outdoor advertising
medium as beneficial to the "health of the American
economy," which, it seems, is supposed to cover a multitude of sins. Others parrot the outdoor advertising

industry's line that "regulations should be on a State
and local level," an argument always advanced because
the industry knows from long experience that it is easiest
to thwart regulations at these levels. A few even indulge
in encomium for the "beauty" of the billboard.
The president of Outdoor Advertising, Inc., the trade
organization of the standardized outdoor advertising
medium, reacted to any opposition to outdoor advertising by providing two most interesting sentences:
"I wonder if you will agree that freedom to communicate is basic to our society, and that freedom of speech
—freedom to be heard—also implies freedom to be
seen. The right to communicate visually in the outdoor
area—in good taste and within the law—would seem to
be one of our essential freedoms."
This syllogism attempts to postulate a new freedom—
the freedom to intrude. It also arrogates to "good
taste" a universal definiteness that O.A. does not, unfortunately, possess. And it is easy to remain within the
law when you control that law!
The outdoor advertising medium, the industry contends, is subject to regulations in all of the States. In
fact, such regulations vary from the infinitesimal to the
too little at the State level, and from nothing at all to
occasional good zoning at the local level. The outdoor
advertising industry asserts that it, as a legitimate business, is entitled to participate along with other businesses in areas which have been zoned for business,
commercial, or industrial purposes.
So far as the system of interstate highways is concerned, these are limited access highways, with all business excluded except from the vicinity of points of
ingress and egress and roads feeding such interchanges.
Thus the outdoor advertiser is seeking a unique privilege; is asking for an exclusive place on the environs of
the new highways. It is not a question of the control
of outdoor advertising but the control of the use of the
highway, which includes its immediate environment.
Are the outdoor advertising people, then, entitled to
special consideration?
The answer to that is simple. When the "Outdoor
Advertising Medium" actually and specifically confines
its operations to areas which have been zoned for business, commercial or industrial purposes there will be
some realistic basis for resolving the conflict between
the industry and those concerned with roadside protection .
Such sounding of sentiment among advertisers and
the outdoor advertising industry serves to strengthen
our conviction that the only protection to the public,
which is investing its billions in the new highway system, lies in Federal control of the parasitic growth of
outdoor advertising along these highways.
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