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SECTION III: 

PUBLIC SERVICE ANNOUNCEMENTS 

 

NOTE: WBOR KEEPS AN ELECTRONIC RECORD OF SPECIFIC AIR DATES AND 
TIMES OF EACH PUBLIC SERVICE ANNOUNCEMENT.  YOU MAY ASK TO SEE A 
COPY OF THAT LISTING BY SPECIAL WRITTEN REQUEST TO THE STUDENT 
ACTIVITIES OFFICE. 

HEALTH 

 

PSA Title(s): 1 in 3 American adults have high blood pressure 

Provider/Client: American Heart Association, American Stroke Association, UNIWORLD 
GROUP, INC., Ad Council 

Length: 30 

Summary: Maintaining healthy blood pressure is a vital component of cardiovascular health. 
Untreated high blood pressure puts adults at high risk for stroke and heart attack.  

PLAY COUNT: 10 

 

PSA Title(s): Veterans Crisis Line – Common Journey  

Provider/Client:  The Department of Veterans Affairs (VA) 

Length: 30 

Summary: "Common Journey" features a narrative common to the experience of many recent 
Veterans, following the journey from recruitment and boot camp to the sometimes-difficult 
transition back to civilian life. "Common Journey" emphasizes that no matter the challenges or 
experiences of a Veteran, the confidential Veterans Crisis Line is always available to provide 
immediate support and referrals 

PLAY COUNT: 15 

 



PSA Title(s): It’s Time to Target Lyme 

Provider/Client:  Under Steven & Alexandra Cohen Foundation 

Length: 30 

Summary: There's a threat targeting America – one that's growing fast but is still hard to see: 
Lyme disease. In response, the Steven & Alexandra Cohen Foundation (the Foundation), a non-
profit organization committed to inspiring philanthropy and community service by creating 
awareness, offering guidance, and leading by example, announced today the launch of 
#TargetLyme, a national public service awareness campaign aimed at raising the awareness and 
understanding of Lyme disease. 

PLAY COUNT: 17 

 

EDUCATION 

 

PSA Title(s): Job Training and Employment 

Provider/Client: Ad Council, Goodwill  

Length: 60 

Summary: In 2016, more than 313,000 people in the United States and Canada connected with 
jobs or earned employment using Goodwill organizations’ career services programs, and more 
than 34 million people used computers and mobile devices to access education, training, 
mentoring and online learning services offered by Goodwill organizations to strengthen their 
skills. This campaign directs audiences to visit Goodwill.org to find their local donation centers. 
The site also features the Donation Impact Calculator, which allows users to calculate how a 
donation might equate to services for someone who is seeking employment. 

PLAY COUNT: 7 

 

SAFETY 

 

PSA Title(s): Digital Deadwalkers 

Provider/Client: American Academy of Orthopedic Surgeons 

Length: 15-60 

Summary:  The AAOS public service campaign "Digital Deadwalkers" encourages pedestrians to 
engage in and with their surroundings. Distracted driving can cause crashes, injuries and death. 
It's a prevalent public issue that the American Academy of Orthopedic Surgeons (AAOS) 



continues to champion. But what about distracted walking? What are the consequences of 
pedestrians talking on the phone, texting, listening to music, engaging deeply in conversation 
with the person next to them, or focusing on anything or anyone other than the task of getting 
where they need to go? 

PLAY COUNT: 5 

 

PSA Title(s): Protect Your Everyday 

Provider/Client: US Department of Homeland Security 

Length: 15-60 

Summary: Homeland security begins with hometown security. This PSA seeks to empower 
everyday citizens to protect their neighbors and the communities they call home by recognizing 
and reporting suspicious activity. Across the country, we all play a role in keeping each other 
safe. 

PLAY COUNT: 12 

 

VOLUNTEERING 

 

PSA Title(s): Step Up 

Provider/Client: Wounded Warrior Project 

Length: 30-60 

Summary: The Wounded Warrior Project is a non-profit organization supporting wounded, ill, 
and injured veterans and service members through their return home from battle. These spots 
highlight the WWP’s mission and encourages listeners to support both the organization and the 
troops. 

PLAY COUNT: 0 

 

PSA Title(s): Adoption from Foster Care 

Provider/Client: USKids, Volunteer Agencies, KBS, AdCouncil 

Length: 30 

Summary: The PSA reassures prospective parents that even if they are not “perfect,” they can 
provide the stability and security that older youth in foster care need and deserve. 

PLAY COUNT: 5 



FAMILY 

 

PSA Title(s): Saving for Retirement 

Provider/Client: AARP, Ad Council  

Length: 30 

Summary: America is facing a looming retirement savings crisis, and future generations will 
have a lower standard of living due to financial insecurity. Approximately 2 in 5 households 
headed by people age 55-64—over 9 million households—have no retirement assets saved at all. 
People age 50+ are the fastest growing age segment and can expect to pay for a longer 
retirement.To help address this savings shortfall, AARP and the Ad Council are launching a 
Saving for Retirement campaign to empower people to take control of their financial futures. 

PLAY COUNT: 15 

 

PSA Title(s): Fatherhood Involvement 

Provider/Client: U.S. Department of Health and Human Services’ Administration for Children 
and Families, Office of Family Assistance, National Responsible Fatherhood Clearinghouse, 
Campbell Ewald 

Length: 30 

Summary: 86 percent of dads spend more time with their children today than their own fathers 
did with them, according to a new Ad Council survey. However, a majority of dads (7 out of 10) 
also reported that they could use tips on how to be a better parent. To inspire and support men in 
their commitment to responsible fatherhood, the Ad Council has partnered with the National 
Responsible Fatherhood Clearinghouse (NRFC) to reach out to fathers with a series of Public 
Service Advertisements (PSAs). 

PLAY COUNT: 16 

 

 

 

 


