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   Scenic San Antonio welcomes all citizens to 

participate in activities that conserve or enhance 

the scenic environment through 

 Promotion of good public policy about signs 

 Support for landscaping and tree preservation. 

In 2008, join with Scenic San Antonio to (1) pro-

hibit the construction of any new billboards and (2) 

stop the placement of additional digital signs in 

San Antonio. 

You can help: 

 Bring this information to the attention of your friends, 

neighbors, and groups to which you belong. 

 Ask for a Scenic San Antonio speaker to address your 

group this fall. Contact: junekac@aol.com or (210) 342-

0135.  

 Join Scenic San Antonio. Contact www.scenictexas.org 

or mail $30.00 to: Scenic Texas, Inc., P.O. Box 790772, 

San Antonio, Texas 78216. 

 This fall, visit with, write, or call your City Council repre-

sentative to let him/her know how you feel about bill-

boards. 

Trends in Communications 

  Trends in communications include messages 

becoming more digital, virtual, personal, visual 

and interactive. We are all experiencing and bene-

fiting from this trend. But, there is a price to be 

paid for this increasing frenetic visual field of 

view—especially when you are talking about be-

ing in cars traveling at 60 or 65 miles per hour. 

  Relevant independent studies (mostly by the 

auto insurance industry) on the usage of cell 

phones while driving or other driving attention-

distracting activities (eating, putting on make-up, 

etc.) overwhelmingly show that driver inattention 

is a major cause of traffic accidents and even 

fatalities—with younger drivers more subject to 

distraction. 

   There is no independent, unbiased study of the 

effect of digital multi-message billboards on 

driver safety. The methodology for such studies is 

now being discussed by the federal government, 

with the intent to conduct studies in 2009. 

   The law of unintended consequences is well 

known to those in the technology, communication 

and legal fields. At the time the ordinance was 

passed in December 2007, it could not be proven 

that digitals would not cause accidents, even 

deaths, and we are disappointed that the City 

Council did not consider your safety and get the 

facts before approving this new technology. How 

do you feel about it? 

No Billboards along this stretch of highway in the 

Texas Hill Country just west of San Antonio. Do you 

want to keep it this way—join Scenic San Antonio. 



WHAT KIND OF DEAL DO YOU THINK WE 

GOT? 

When City Council voted for the Digital Billboard Pilot Program on 

December 6, 2007, over the protest of many citizens, one of the 

selling points was supposed to be that billboard companies would 

remove 4 signs for every digital billboard that was installed on an 

existing sign.  We had assumed that the 4:1 ratio meant that 4 

signs with advertising would be removed.  Take a look at this sam-

ple of what was removed.  

What Does the Public Think? 

   Billboard companies often claim that digital signs are 

very popular with the public, but never cite data to back 

up the claim. Perhaps thatôs because research shows the 

opposite. 

   A 2005 survey conducted in Arizona found that by a 

margin of 73 percent to 21 percent, citizens opposed laws 

that would allow electronic billboards on the stateôs high-

ways. When the 21 percent favoring digital signs were 

then asked if they would support the signs if ñthey might 

distract drivers,ò the opposition to electronic signs grew 

to 88 percent.  

The survey of 682 adults had a statistical precision of plus 

or minus 3.8 percent. 

CLEAR CHANNEL’s VISION FOR SAN ANTONIO !   

Clear Channel Communications CEO Mark Mays made 

it clear his company had big plans for Texas, particu-

larly San Antonio. 

“The question becomes how big an opportunity it will 

be over the next 10 years,” he said. “Is it going to be 

half the signs in San Antonio, is it going to be a quarter 

of the signs in San Antonio or is it going to be 10 per-

cent?” 

Source: Billboards in the Digital Age, Scenic America website 

When we questioned this, we were told that the Pilot Program 
ordinance does not require that signs with advertising be re-
moved.  However, there are current ordinances on the books 
that require sign companies to either remove signs like you see 

in the picture or to repair them.   

    As to the take down ratio, Scenic San Antonio has found the 
ratio to be more like 2:1.   Letôs compare that with another 
Texas city.  Houston recently required an exchange rate of 74:1 
and did not allow any new digitals in the deal.  It further blocked 
any billboards from being relocated to their Scenic Corridors, 

unlike our City Council.  

    How do you feel about ñthe dealò that you got from your City 

Council? 

Our Council s View of Your Future Neighborhood? 

Will We Become Another Los Angeles? 

    Let’s Hope Not!! 

Los Angeles streets, sidewalks and buildings 

have more advertising now than ever.  Why? 

 

Å    Tens of thousands of billboards are illegal.  

Enforcement is ineffective, and a council-

approved anti-scenic settlement with the billboard 

industry gutted the L.A. billboard ban.  

 

   Or should we follow Texas cities' lead?  Hous-

ton had 10,000 billboards in 1980 when the bill-

board ban went into effect, and courts have re-

peatedly upheld the ban.  With effective enforce-

ment and strong political will, the city now has 

less than 5,000 billboards with over 700 coming 

down by January 2009 because of a mayor-led 

and council-approved pro-scenic settlement 

with Clear Channel.  

   Do San Antonio residents want to be scenic or 

not? Let’s follow Houston, not LA---ban all new 

billboards and enforce the ordinance!  No excep-

tions! 

 

Whatôs Bad for You is Good for Them 

ñNobody likes being stuck in a traffic jam, but Clear 

Channel executives are coming to love them. óHey, 

traffic is a good thing,ô quips Clear Channel Commu-

nications Inc. CEO Mark Mays. óPeople listen to 

more radio, and they have more time to look at bill-

boards.ô Now thatôs a captive audience.ò 

Source: Business Week Online, June 20, 2005 


