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B FlAck AﬁAck

BURNqu Books

Before They RE PRINTEd

by John C. Stauber

“All documents .are conﬁdentlal ” warned the September 7, 1990

"memo from: Ketchum PR Senlor Vice President Betsy Gullickson.

“Make sure that everything — even notes to yourself — are so stamped.
. Remember that we have a shredder; give documents to Lynette for

shreddlng All conversations are confidential, too. Please be careful talk- -

ing in the halls, in elevators, in restaurants, etc. All suppliers must sign
confidentiality agreements. If you are faxing documents to the client,
another office or to anyone else, call them to let them know that a fax
is coming. If you are expecting a fax, you or your Account Coordina-
tor should stand by the machine and wait for it. We don’t want those :
documents lying around for anybody to pick up.”

Gullickson, a 1969 graduate-of Northwestern University’s presti-
gious Medill School of Journalism, understood perfectly the need for

- secrecy. If word had leaked out, the media might have had a field day

-continued on next page

In the “marketplace ofideas,” every 1dea, Nno matter _
how absurd is supposed to have its day. Turn on the
TV, and you may get the impression that this is the

world we actually live in. On the Sunday public affairs
shows, you’ll find Republicans, Democrats, Republi-
cans who love too much, and Democrats who love
Republicans..On the “Jerry Sprmger Show” or “Oprah

Winfrey,” you’ll find self-proclaimed werewolves, wor-*

shippers of OJ Simpson, and doomsday prophets from
the lunatic fringes of American society..
- Unfortunately, what you won ’t find can kill you

The books proﬁled in the cover story of this issue .

.are serious, important contributions to the public
debate over public health, the environment, and food
safety. They became victims of PR campaigns designed

to prevent them from ‘ever reachmg the “marketplace ;

of ideas.”
Access to mformanon is only one of the democra-
tic rights under attack from the PR industry. In Inter-

view wzzh the Vc'zmpzre, writer Jon Reed documents the :
insidious role of PR in mampulatmg recent elections
in Mexico to help Mexico’s “Institutional Revolution-
ary Party”’ maintain the absolute grip on power that 1t.'_
has held through fraud and violence for 65 years. And
in The God of Mammon, Joel Bleifuss shows how the
right-wing Christian Coalition and business lobbylsts,
are usmg sophisticated, computerized PR techniques

- to “mobilize the masses” in careﬁllly-orchestrated
political campaigns designed' to advance corporate

rather than public interests. :
PR flacks like to pretend that their role in promot-
ing the interests of their corporate clients is itself a con-

tribution to democracy and public debate. But when

they resort to techniques of sabotage, secrecy, propa-

 ganda and high-tech manipulation of the public, they

are actually declaring war on democracy, and the ﬁrst
casualty is the public’s right to know.
; —Sheldon Rampton, Associate Editor




with Ketchum’s plan to scuttle a groundbreaking envi- .

ronmental book even before it went to press.

Thanks to an inside source, PR Watch has obtained
Gullickson’s top-secret memo, along with other details
. of Ketchum’s campaign against David Steinman’s Diet

for a Poisoned Planet. Despite the risk.of bemg fired for.
leakmg this information, conscience drove this corporate ’

whistleblower to uncover Ketchum’s'campaign aimed at -
concealing the possible health risks from high pesticide

levéls-in California raisins and other foods.

“I find it very discouraging when I read in the paper
. that cancer among children has increased dramatically,
and they don’t know why,” our source explained. “I
believe.that people have the right to know about the little

dancing raisins and the possibility that they mlght be ..

harming children: “There is a new censorship m this
country, based on nothing but dollars and cents.”

~ BIRTH OF AN ANTI-PR. CAMPAIGN
Diet for a Poisonéd Planet is David Steinman’s personal
“story of how he found astronomical levels of the pesti-

. cide DDT in his blood and changed his diet to avoid con~
taminated foods. To, determine which foods to avoid, -
Steinman obtairied obscure government research reports.

that detail the levels.of hundreds of toxic carcinogens and

other .contaminants, mostly pCSthldeS, found routmely *

in U.S. foods from raisins to yogurt.to. beef.
For exdmple, Steinman ‘reports that government
. inspectors found “raisins had 110 industrial chemical

‘and pesticide residues in sixteen samples.” The book rec- .
~appearances .

ommends avoiding any but organically-grown raisins. " -
By compiling this information on food contamination
in book form, Diet for a Poisoned Planet enables readers
to make safer food choices. But before shoppers can use
~ the information, they must first hear about the book,
through media reviews and interviews with: the author
during a pubhc1ty campaign in the weeks after the book

. is published.
PR firms, of course, are quite famlhar with pubhcxty

- campaigns. So who better to launch an anzi-publicity

campaign, to convincejournalists to ignore the book and

If youw’ve never heard of any

of these books, you can thank the
. PR industry for helping keep you.
®  blissfully unaware of them or
. “their message. '

its author? That was fhe obje'ctive of the Ketchum PR

firm, working on behalf of its client; the Callforma Ralsm :
~ Advisory Board (CALRAB). .

~ Headquartered in New. York Clty, Ketchum repre-
sents a number of corporate food chents, including Dole

Foods, Wendy’s, the Potato Board, Oscar Mayer Foods, .

Miller Brewing, Kikkoman, H.]J. Heinz, the Beef Indus-
try Council, the California Almond Board, and the Cali-

" fornia Raisin Advisory Board.

~ Ketchum VP Betsy Gulhekson s PR expertise is in

“food marketing strategic counsel.” Her memo assigned-
“broad areas of responsibility,” such as “intelligence/

information gathering,” to specific Ketchum employees

and to Gary Obenauf of CALRAB. She suggested pos-
. sible “external ambassadors” who might be récruited. . .

into the campaign, including Republican California Gov-
ernor Pete Wilson, and President Clinton’s new: head of

the Democratic Party, political fundraiser Tony Coelho.
 Months before the publication -of Diet for a Poisoned

Planet, Ketchum sought to “obtain [a] copy of [the] book
galleys- or manuscript and publisher’s tour schedule.”
To “manage the crisis,” Gullickson’s memo recom-

mended that spokespeople “conduct one-on-one brlef— '

mgs/mterv1ews with the trade and general .consumer
‘media in the markets most acutely interested in the i 1ssue
. The’ [Ketchum] agency is currently- attemptlng to

get a tour schedule so that we can ‘shadow’ Steinman’s =~
appearances; best scenario: we will have our spokesman
‘in town pr:or to or m conjunction with Steinman’s

”’

FOR SPIES’ EYEs'_ ONLY" .
According to our source; Ketchum paid a “spy” to

* find out when and on which talk shows Steinman was ~
booked. “They called up each and every talk show,” and -

either said it would be unfair to allow Steinman on the

show without the other side of the issue, or tried to depict
. him as an “off-the-wall extremist without credibility.”

- A “list of media to receive low- key phone inquiries

regarding the: Steinman book” included specific jour-
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nalists at the New York Times, the Larry ng Show, and
the Washington Post.

Ketchum is a leading advocate of sO- called environ-

. mental PR, and offered the Raisin Board one inventive
: greenwashxng suggestlon “Announce the-sponsorship of
a research grant to a prestigious university for research
into alternatives to agrichemicals or ways to further min-
imize their use in raisin production.” :
This suggestion, according to the PR mformant, was
nothing but a clever ploy. “Atno tlme_ during the course
of this whole campaign did Ketchum or [the Raisin

Board] ever consider looking into the possibility that = -
raisins, as they are presently grown, are mdeed rldden

“with toxicity.”

“People have the right to know about
. the little dancing raisins and the
 possibility that they might be
harming childven. There is a new
censorship in this country, based on
nqt_hz'ng but dollars and cents.”

Ketchum wasn’t the only PR ﬁrm working to cripple

Steinman’s book publicity efforts. Jean Rainey of Edel- _

man Public Relations contacted the Today Show on Octo-
ber 16, 1990, providing anti-Steinman material and
offering to make available “the president of the Ameri-
- can Dietetic Association” to counter Steinman. Today
interviewed Steinman, but never aired the segment. .-

: GOVERNMENT MOVES TO SUPPRESS

The US government also launched a stealth .cam-

- paign against Steinman’s book, well in advance of its
- publication, thanks to a pestlc1de industry front group :

with deep Republican connections.

Elizabeth M, Whalen is a' prominent anti-environ-
mentalist who heads the American Council on Science
and Health, a group funded largely by the chemical

industry. She wrote a July 12, 1990, letter to then-White

House Chief of Staff John Sununu warning that Steln—
.man and others “who spemahze in terrifying consumers”
were “threatening the US standard of living and mdeed

-may pose a future threat to national security.”

Whalen’s letter was copied to the heads of the gov-
ernment’s Food and Drug Administration (FDA),

. Department of Agriculture (USDA), Department of .

Health and Human Services (HHS), Environmental
Protection Agency (EPA), and the Surgeon General.
. Whalen also contacted her friend former Surgeon
General C. Everett Koop, whom she calls a “close col-
league.” The venerable -Dr. Koop )omed the attack'
against Steinman’s book.

- In September1990, before Stemman ] book was pub-
lished, the USDA initiated its anti-book campaign

" through the Agrlculture Extension Service. The feder-
ally-funded effort was led by government employées

Kenneth Hall, Bonnie Poli, Cynthla Garman—Squler and

& ]anet Poley.

" According to a. government memo leaked to R
Watch, the Department of Agrlculture group felt that
“communications with the media by concerned parties
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have been effective in minimizing potential public con-.
cern about issues in the book.” Attached to the memo,

is a “confidential analysis” of Steinman’s ‘book written
by the National Food Processors Association,:a food and

* pesticide trade group. The USDA memo warns recipi-|

ents that this information is “for intérnal use and should
; not be released” to the news media. .

Dr. William Marcus, who was then a senior science
advisor to the' U.S. Environmental Protection Agency,
wrote the introduction to Diet for a Poisoned Planet.
- Marcus’ views were his own, but they greatly angered

~ Whelan. She asked White House Chief of Staff Sununu
to personally investigate the matter, and exerted pressure
to have the 1ntroduct10n removed from the book. Marcus

. -refused, and was later fired from the EPA! Government.
pohcy has now been changed to prohxbtt ofﬁc;als from ,

writing book forwards , ,
In an interview w1th PR Watch, Stemman sa1d the

extensive, secretive censorship campaign by mdustry and -
government PR flacks did damage his. book sales and

overall pub11c1ty “This is outrageous; the public has an
unalienable right to know: whether they are being poi-
soned, and the public lost out.” He believes, however,

‘that the PR censorship campaign has also backfired on.

its perpetrators. “The vehement attacks on my book
drew the attention of publishers and editors. As a result,
I’ve signed contracts with other major publishers for
three new books about the toxic contamination of our
food supply. Each book will go well beyond the infor-
mation in-Diet for a Pozsoned Planez The first book will
~be out this summer.” :

| LET THEM EAT MEAT _
Ketchum’s anti-book campaign is not uncommon

within the PR industry. Through a federal Freedom of

- Informjation Act investigation, PR Wazch has obtained
_other documents revealing a similar campaign funded by
the dairy industry against another food safety critic.

The Morgan,& Myers PR firm of Jefferson, Wiscon-

sin, is the nation’s 42nd largest PR firm, with about sixty

employees and a 1993 fee intake of $3.7 million, accord-
‘ing to O’Duwyer’s Directory of PR Firms. Within its field

e 0k speelahzatlon—representmg agribusiness interests—

" Morgan & Myers tanks fifth in the United States. Its
clients include Kraft, the Philip Morris. subsidiary that

‘buys and sélls most of America’s cheese; Upjohn, a major

producer of antlblOtICS used on livestock; and Sandoz, a

manufacturer of atrazine herbicide, a suspected car-

cinogen that contaminates thousands of water systems.

" In a letter to the White House Chief of

Staff, Whalen described Steinman’s
exposé of food contamination as
a “threat to national security.”

In 1992, John Robbins was promoting his book, Diet
Jor a New America, which advocates a strict vegetarian
diet. He became the target of an anti-book campaign by

Morgan & Myers PR, working on behalf of the world’s

largest mifk promotion group,, the National Dairy Board.
As with Ketchum’s California Raisins campaign,

."Morgan & Myers used behind-the-scenes contacts to

undermine Robbins’ publicity tour, thereby limiting his
book’s public exposure and readership. A Morgan &

" Myers memo of September 17, 1992, states that “M&M
_ currently is -monitoring coverage . of Robbins’ media
: tour,” to counter his advice that readers cut back their
. consumption of dairy products.

The memo was widely - distributed - to key dairy

_ industry contacts. It contained the schedule of Robbins”
book tour and provided this ‘tactical warning: “Do

not issue any news release or statement. Doing so only
calls attention to his message. . . . Ideally, any response

should come from a third party, unlnvolved in the. dalry :
‘industry.”.

. PR ﬁrms have also campalgned agalnst the book

Beyond Beef, by activist Jeremy Rifkin. Beyond Beef rec- -
ommends that people stop eatmg beef for ethical, health
- and environmental reasons. Its message has been loudly .
.denounced by both the Beef Council and the National
i Dalry Board, clients of Ketchum and Morgan & Myers,

respectively.

- David Helvarg’s new book, The War Against The
Greens, states that Rifkin’s spring 1992 national book tour "
" “had to be canceled after it was repeatedly sabotaged

Melm_da Mullin, Beyond Beef’s publicist at Dutton

~Books, says she received calls from fictitious newspaper -

and TV reporters trying to get Rifkin’s itinerary. After
someone ‘managed to get a hold of it, radio and TV pro-
ducers who’d scheduled Rifkin’s appearance began

receiving calls from a woman claiming to be Mullin can-

celling or misrepresenting Rifkin’s plans.”

“Finally,-Mullin had to begin'using a code name with :
the producers. Liz Einbinder, a San Francisco-based *

radio producer who had had Beyond Beef on her desk for

several weeks, was surprised to receive angry calls and an

anonymous package denouncing Rifkin within hours of
placing her first call to Mullin. This led to speculatlon

that Dutton’s New York phones might bé tapped.” ®
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INTERVIEW With the VAMpIRE PR HElps T|-IE PRI Drain Mexico Dry - |

by ]on Reed

Pohcemen toting machme guns were stationed on
every. street corner of the Colonia- Anzures in Mexico

* City, the posh district of embassies, fancy restaurants and

* corporate offices where Burson-Marsteller (B-M) main-
tains its headquarters. Two armed guards gave me a sus-
picious once-over before letting me into the upscale office
building at 13 Leibnitz Street.

There were no signs or even a building directory to

~ confirm that this was indeed the address of Mexico’s pre-

‘mier flack shop. B-M is the world’s largest PR firm, with

' 63 offices in 32 countries. In Mexico, their clients include

- the Office of the President, the Council of Businessmen,

the Secretary of Commerce and Industrial Development,

and the National Stockbroker’s Association. But like
“most PR firms, B-M prefers to stay low-profile.

Public relations and crisis management have become”
a muln—bllllon-dollar 1ndustry in Mexico, an indispens-

able tool in the hands of the country’s business elites and
- the political machine which has ruled Mexico for 65
years, the Partido Revolutionario Institutional (PRI).

The PRI and Mexican business interests recently
. spent over '$50 million on PR and lobbying in the US
- alone during their successful bid to win passage of the

the North American Free Trade Agreement (NAFTA).

But these expenditures are small change compared to the

" 'spending on spin control that went into the PRI’s recent
dubious victory in Mexico’s August 21 elections.
" Mexican law supposedly prohibits political parties
from spending more than $42 million during a national
campaign, but most analysts estimate that the PRI and
its wealthy supporters spent well over $1 billion to win

“the 1994 elections, compared to only $3.6 million spent
by the PRD, the left-wing opposition party. The money

went not only to reel in voters, but also to. reassure US

- and other foreign investors that this year’s elections were
“clean and honest” in.contrast to the blatant electoral
. frauds of the past, and that the investment climate in
Mexico will remain “favorable”—i.e., low wages, access
to prirne markets, no environmental restrictions, and
prompt payment on the national debt.

I caught the elevator to the eighth floor and managed '

to- arrive unannounced in Burson-Marsteller’s front
office. They did not seem happy to see me, especially
when I announced that I was there on assignment for PR
Watch. There was a brief panic as I began firing off ques-

tions about B-M’s “crisis management” strategy-for the
elections, but then a well-dressed assistant manager in.

her mid-20s regained her composure and informed me
~ through a forced smile that although she couldn’t answer
my questions, she would be happy to have me talk after
lunch with Carlos Diaz, their general manager.

MODERNIZING THE M_ACHINE :
". Until recently, the Mexican elite didn’t bother much
with the country’s PR image abroad. The PRI and its

" presidents have traditionally ruled Mexico with an iron

fist, repressing or co-opting opposition forces. Mexican
big business and the landed gentry have prospered under
their rule, gradually extending their control over the
entire national economy, But as the Mexican oligarchy
has grown, it has increasingly seen the need to employ
the services of ad agencies and PR firms, including large
transnationals ‘such as Edelman PR Worldwide and
Young & Rubicam, the parent corporation of B-M,
which has yearly Mexican revenues of over $100 million.

The turn to PR has been prompted in part by a series
of events during the past six years that have shakén the

~ PRI’s seemingly unshakable grip on power. In 1988,
the PRI’s presidential élection “victory” over left-liberal 5
~opposition’ candidate Cuauhtémoc Cardenas was so

fraudulent that even the US Embassy, a perennial PRI
supporter, recognized Céardenas as the true winner. This
problem in perception management was followed by the
near-loss of NAFTA, the Zapatista rebellion in Chiapas,

“and the assassination of the PRI’s initial 1996 presiden-

tial candidate, Donaldo Colosio, in what many Mexicans .

believe was an inside job by the PRI itself.

Through all these crises, Burson-Marsteller and

other Mexican and transnational PR firms have demon- -

strated their effectiveness by working behind the scenes— -

- gauging public opinion, counseling government and

corporate leaders, shaping miedia coverage, and facili-

. tating elite-to-elite communications—in short, guaran-

teeing that the inevitable upheavals in an authoritarian
and unjust society do not interrupt business as usual.

'THE RICH GET FILTHY; THE POOR GET DIRT

During the past six years alone, Mexico’s 200 most
powerful families have exponentially increased their

. wealth, thanks to lucrative government conti-acts, insider

trading on Mexico’s stock market, and bargain-basement
purchases of over 900 formerly state-owned enterprises.

According to Forbes magaziney Mexico now ranks
fourth in the world in the number of billionaires—24
men who together control oveér 12% of the country’s
gross national product. According to The Whalen Report,
a respected newsletter on Mexico put out by the Whalen
Company PR firm, Mexico has also become the habitat
for a number-of extremely influential behind-the-scenes
billionaires who do not appear on Forbes’ official list—

‘cocaine and heroin kingpins such as Carillo Fuentes

(with a reported net worth of $25 billion) and Garcia
Abrego (with holdings of $15 billion). By way of compar-
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ison; New York’s Rockefeller family has assets of $5.5 bil-
lion, while Ross Perot is only worth a paltry $2.4 billion.
The Forbes 24 and the drug cartels add up to a group

of less than three dozen men—all strong PRI support-
ers—who cqntrél over one-quarter of the' country’s total .
$361 billion GNP. The government’s own statistics indi-

cate that the top I'0 percent of Mex1c0 s population con-
trols 60% of the country’s wealth. Accordmg to the
" World Bank, Mexico now has the most unequal system
.of income distribution of any 1ndustrlahzed country.
But while “los ricos” have grown richer during the past
decade, real wages for the majority of Mexicans have
" decreased by 50%, and.an increasing number of small
farmers and Indians have been forced to abandon their
subsistence landholdings. The minimum wage in Mexico
is now $4.60 a day. As social scientists and government
critics point out, this is the real reason why Zapatista
rebels rose up against the Mexican government on New
“Year’s day, the day that NAFTA went into effect.
In the space of the last nine months alone, a series of

new incidents has shown that Mexico continues to face”

unprecedent economic and political 1nstab111ty A Catho-
- lic Cardinal was killed by drug traffickers in the Guadala-
- “jara:airport, apparently with collusion from police and
. government officials. Several billionaire businessmen
were kidnapped for ransom of up to $100 million.
Regently, President Zedillo’s successor as head of the PRI
~was also assassinated, possibly by other PRI leaders.

In response to these developments, foreign invest-

ment has slumped and the peso has lost value. The Mex- .
ican elite have begun transferring billions of dollars out’

of the country.

- FIX THE FOCUS, NOT THE PROBLEM -
' As B-M’s publications point out, US and other for-
eign investors are. increasingly looking toward Mexico.

Currently, 66% of Mexico’s foreign investment comes
. Y. : gn >

from the US. To keep this money flowing, along with suf-
ficient international loans to prevent Mexico from

defaulting on its $120 billion foreign debt, investors’

demand guaranteed profits and political stability.

- In the face of these economic realities, the PRI’s spin
doctors have been called in to popularize the myth in the
US that the current regime is a “kinder, gentler” version
* of the old PRI. As a Burson-Matsteller official in Mex-
ico euphemistically put it; “our jobis to build up the level
. of confidence of foreign investors, to spotllght the p051
tive economic developments in the country.”

The 1994 elections were an important focus of the'
PRI’s image-building campaign. A fundraising banquet

for the PRI last, year drew Mexico’s 25 richest men, .

An election campaign rally for the PRD, leftist
opponents of the Partido Revolucionario
Institucional (PRI);, Mexico’s govermng party
(photo by Jon Reed)

including several clients of B-M Aor'Edelma.n PR..Each
was asked to contribute $25 million apiece to guarantee
_a PRI electoral victory. The request prompted Emilio

‘Azcarraga Milmo, the billionaire CEO of Televisa, the - . :

nation’s TV monopoly, to suggest that a donation of $50-
75 million per person might be more appropriate. . . .
During the campaign, Azcarraga’s media repeatedly
‘pounded home the major PR message of the election: A
‘vote for the PRI means stability and continuity. A vote
for the opposition PRD means chaos and civil war.
According to a study by the independent Mexican

Academy for Human Rxghts, Televisa gave three to four -
times more coverage to the PRI’s candidates than to the -

PRD and_other opposition parties, a blatant violation of
the country’s new electoral law. Televisa’s heavy promo-
tion of the PRI was particularly influential in light of the
fact that only 10 percent of the Mexican population reads

: newspapers, and 75% rely on TV for their information. |

SELLING THE ELECTIONS .
In addition to saturating the Mexican medla with pro-

" paganda, the Mexican government worked on election

spin-control in the US. On August- 12, B-M client San-
tiago Oniate, representing the Mexican Office of the Pres-
ident, met with 'several of President Clinton’s closest
advisors, mcludmg_Cabmet Chief Leon Panetta and Na-
tional Security Council Director Anthony Lake. At the
end of the meeting, Clinton’s advisors reassured Oriate
that the White House didn’t believe that there was “any
crisis in Mexico, but rather just the normal anxiety that
represents the transition to a competitive democracy.”
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Meanwhile, the Mexican Businessmen’s Council,
another B-M client, was reassuring US investors that the

PRI would cleanly win the elections—just as the polls - -
_ indicated—and that Mexico’s investment climate would

remain stable. Back in Mexico City another B-M client,
the Secretary for Commerce and Industrial Develop-
ment, worked with Salinas to arrange a press conference
featuring “Indian leaders” from Chiapas who denounced
the Zapatista.rebels as “violent radicals” and asked the
Mexican president to protect and support them.

The elections were held on August 21, and as -
~ expected, the PRI swept the field, gaining the presidency

and retaining overwhelming control over the national leg-
islature. The US government and international press
described the elections as the “cleanest in Mexico’s his-
tory,” ignoring w1despread evidence of voter fraud, regis-.
tration manipulation, intimidation, brlbcry, illegal finan-

cial donatlons, partlsan misuse of government I'CSOUI’CCS, ;

dlstorted media coverage, and misleading polling tech-
niques. As in 1988, the PRI and government-appointed
election officials refused to allow outside observors to
compare computer -tallies with the actual packets of
marked ballots from the country’s 90,000 voter precincts.

In the aftermath of the elections, civil unrest has
intensified, with street demonstrations, riots, strikes, road
blockades, seizures of city halls, and even armed con-

- flicts. Leaders of the Zapatista guerrillas and the PRD
- have vowed to continue civil resistance, to literally make

the country ungovernable until new, democratic elections
are held under a National Constltuent Assembly.

FACE TO FACE ANSWERS
After lunch, I returned to B-M’s offices to meet Diaz,

_who was nervously-cordial but admitted he was some-

what afraid to talk to PR Waich. Instead, he called Miami
and put me on the line with Jeff Hunt, B-M’s executive
vice president and managing director for Latin America.

“Business has been good, very good,” Hunt readily

- acknowledged, “especially since NAFTA was éppr'oved.”,
He said B-M’s specialty is “preparedness training, get-

ting our.clients prepared for confronting a crisis.” When
asked about B-M’s role in the elections, h¢ said B-M
“never gets involved in politics. ... . We’re not working

*_for the government.”
I reminded him that the Office of the Pre81dent and'

the Secretary for Industrial Dévelopment are publicly
listed as B-M clients. He responded with no comment,
and refused also to comment on whether the 1988 or

-1994 elections were rigged, or even to confirm a recent

statement by the Mexican Embassy in Washington,
which told O’Dwyer’s Washington Report, “If we need

Body Sl-lop Flexes Irs MUSCIE '

. The British cosmetics firm, Body Shop, has used
favorable PR to build its image of “corporate social
responsibility.” Founder and boss Anita Roddick,

. dubbed by some “the Mother Theresa of capital-
ism,” has built her company into a $700 million-a-
year enterprise, w1th over 1,050 stores. in a0
countries, - :

Recent mvesuganve articles in Busmess Ethics

“and In These Times have dug beneath thfe hype to
reveal that Body Shop has misled customers about
the safety and purity of its products, and the extent

~ to which its sales benefit indigenous cultures.

- Rather than admit error, Body Shop hired
Frank Mankiewicz of Hill and Knowlton. A former
president of National Public Radio, Mankiewicz

_assailed his former NPR colleagues for running a
piece critical of the Body Shop. Incredibly, NPR
responded by pulling all records of the story from
public‘-accessib}e databanks, and removed the orig-

« inal NPR reporter and editor from the story. ®

Burson-Marstellér’s help in a specific area, we always feel

free to ask them for it.”

I was getting nowhere fast with this line of question-
ing, so I decided to shift the topic to some of B-M’s own.
image problems. They represent some of the most unsa-

- vory corporations in the world. I listed some to Hunt:

Savimbi’s mercenaries in Angola; the government of
Ihdonesia (responsible for genocide in East Timor, and
global leaders in rainforest destruction); Union Carbide
(notorious in Bhopal, India, for the toxic leak that killed -
8,000 people and injured 600,000); Monsanto (toxic .
PCBs, herbicides and bovine growth hormone); Phillip
Morris (tobacco); the former military junta in Argentina.-
This seemed to unsettle Hunt momentarily. He.

- mumbled something about how “Mexico is a model for
how other countries would like their economies to be,”

and went on to quote the company’s founder, Harold
Burson, who says, “everyone deserves to be represented.” .
“Tell me, Jeff,” I replied, “does this mean B-M will
represent anyone, as long as they pay you enough?”
“Of course not,” Hunt replied. “Burson-Marsteller
is very selective about the clients that we represent.”
“Can you name one client that B-M has ever re]ectcd

" on ethical or polmcal grounds?”

There was a pregnant silence, and I reallzed that our -
interview was just about to end. “I’m not at liberty,” he
said finally, “to disclose the names of any prospective
cllents that we’ve prev10usly rejected. . ..” H
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; ThE God of MAMMON Christian COAImON Makes CORPORATE Allues

by Joel Bleifuss :

“Grassroots organizing” was the buzzword of choice
when Ralph Reed, Jr., the 33-year-old executive direc-
tor of the Christian Coalition, joined corporate PR exec-
utives Michael Dunn and Neal - Cohen as featured
speakers at an expensive and exclusive conference held
. February 7-10 in Sarasota, FL. The annual training ses-
sion was organized by a- nonproﬁt arm of the Public

Affairs Council, a network of corporate public affairs and "

‘PR officers that is funded by an array of hundreds of
major US companies and industry associations.

" Behind the swelling tide of far-right politics in recent
"US elections, an ungodly alliance of right-wing Chris-
tians and corporate America is organized, active and effi-
_ciently building. The alliance literally plans to take over
the United States, and so far,-its plan is proceedlng on
~schedule.

Former felon Oliver North, who narrowly missed his -

bid to become Virginia’s next US senator, was one of the
few candidates supported-by the right-wing Christian
Coalition who failed to win office this fall, despite mas-
sive financing, energetic, mobilized Christian troops, and
an angry message that speaks to the bitter mood of
American voters.

The Christian Coalition is helpmg big business aug-
ment its traditional tools for controlling the political
process—campalgn donations and lobby1ng——w1th a

new and more powerful form of direct action, a high-tech

version of the orgamzmg tactics proneered in the 1960s
. by the New Left.
Corporate PR experts are adoptlng and adaptmg the

Christian . Coalition’s organizing tactics, designed to -
mobilize the masses in political campaigns while keep- .

.ing effective control of actual political debates concen-
trates in the hands of a select few. :

THE SAINTS COME MARCHING IN

Currently the Christian Coalition, founded in 1990,
has more than 1.5 million members and 1,200 chapters
that are supported by an annual budget of $20 million.
According_to Reed, the coalition has been growing by

10,000 members a week since Clinton’s election. “By

about the year 1996 or *97 the size of our annual budget
and the size of our mailing list will exceed that of the
Republican Party,” he said. i 4

The Coalition plans to build that base by reaching out
to two demographic groups: pro-life Catholics and the

24 percent of the electorate who deﬁne themselves as

born-again evangelicals. - :

" “You’re beginning to see the emergence of genuine
‘grassroots citizen-based movements that I think are going
to be the future of American politics in the *90s and into

t_he next century,” Reed told the conference participants, e,
public relations executives of America’s biggest compa-
nies. He pointed out that both political parties are

“in irreversible, precipitous decline.” In Florida, for
instance, 40 percent of the prec1ncts lack a Repubhcan
precinct captain. :

The Christian. Coalition is preparing to fill that v01d

not with a party, but with what Reed calls “a civic

. league.” By the millenium, the Christian Coalition plans

to establish 3,300 county chapters and 175,000 precinct
organizations, one for each county and precinct in the

United States

The Christian Coalition is
developing computerized files on
every voter 'in the United States.

The Coalition’s success is based partly on techno-

logical wizatdry. The group’s Chesapeake, VA, head-

quarters are equipped with a phone system capable of
generating 100,000 calls in a s_ingle weekend. Aided by
a sophisticated computer system, the Coalition is in the -

_process of obtaining the public voting records from every
‘precinct in the United States—records that often include

a history of which electlons a voter has participated in
and, if they voted in a primary, whether they plcked up

-a Democratic or Republican ballot.

The Coalition provides each ofits 1,200 chapters with

. the computerized voter rolls for their county. Using those *

lists the chapters build what Reed calls “a voter ID file. 2
Volunteers and hired workers (who are paid $5 per hour .

" -and must meet a quota) call each voter in the county and

ask three questions. First, the voter is asked whether or
not they are in favor of raising taxes, a question that iden-
tifies economic conservatives. Next they : are asked about
abortion—this identifies who is pro-life or pro—cholce

Third, the voter is asked what is'the most important issue "

facing their community, and that response is coded as

‘belonging to one of 43 identified hot-button issues, such

as crime, homosexuality and humanism. As of Febru-

ary, the Coalition had created voter ﬁles on 1.7 million

Americans. : :
Reed explained that the Coalition’s success is based *

. on the group’s realization that its potential supporters are -

not a monolithic voting bloc. For example; many evan-

gelicals will not respond to an anti-abortion argument,

but can be reached with an anti-tax message. Armed with
these ideological IDs on each voter, Christian Coalitioh-
backed candidates can generate elaborate direct-mail

- campaign appeals. “There is no replacement for know-
" ing what somebody cares about,” said Reed.
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As an example, Reed told his ela_sSroom of PR exec- .
utives how the Christian Coalition had success in tar- .

geting Sonny Stallings, an up-and-coming Democratic
state legislator from Virginia Beach. “In’ 1991 there was
-a state senator [Stallings] that we did-not care for, the

business community did not care for.and the National -

Rifle Association did not care for. . . . [He] Was;’posif

tioning himself to run for attorney general in Virginia two-

years hence,” said Reed. “None of us together could
afford to take the' chance that he might be elected:

because in Virginia attorney general is a nice stepping
stone to governor. So we figured it would be a lot cheaper -

* to move him back to his law practice in‘a state senate.
'race than it would Be to do it in a statewide race.”

'So Reed and company, working stealthily, nipped

_‘ Stallings’ political ambitions in the bud and helped a
*Christian Republican, Ken Stolle, capture his seat. First,

“the Coalition surveyed the electorate and discovered that -

* thé No. 1 issue concerning district voters was the city’s

~inadequate water supply. Second, the Coalition helped -

Stolle; who “represented the more conservative ‘pro-
family.and pro-business viewpoint,” send out personal—
ized letters to potential voters.

The letters arrived the Saturday before the election.

To those who had voiced ‘concern about water, Stolle -

- declared himiself to be the “water candidate.” To those
voters who said crime was the most important issue,.

Stolle was packaged as the “crime candidate,” and so on.

" Consequently the Coalition, by picking and then exploit-
ing the right issues, was able to elect Stolle, a right-think-
ing Republican, to a seat that Democrats had held since
Reconstruction.

COALITION WITH BUSINESS
-According.to Reed, the people who run Amerlca s

" - corporations lack training in the “direct response” tech-

nologies that can mobilize citizens quickly. He is offer-
ing his Coalition’s services to. provide that training, and
to mobilize citizens on issues that go beyond the Chris-
tian Coalition’s litany of evils: abortlon, condoms and
creeping secularism.

Reed acknowledged that many of the busmesspeople .

gathered to learn from him in Sarasota didn’t share the
Coalition’s views on thése sub)ects He recognized, as did
other conference participants, that they could agree to
disagree. Still, there were areas of common ground. Take

the health care debate. The Christian Coalition did its -

part to defeat Clinton’s health care plan. Reed told of

“plans to “drop into 60,000 evangelical churches 32 mil- ‘

lion postcards that have a picture of a 4-year-old child
‘getting a shot.” The caption under the picture read
“Don’t let a government bureaucrat in this plcture

~ "Another area where Reed suggested that the Christ-
ian Coalition could-ally itseif with the businéss commu-
nity was around “environmental issues,’ espeeially ‘ifa-
corporatlon is involved 1n getting a lot of harassment.”

“When the local general mdnager
- wants employees to write letters to
their legislators, it’s done right there

~ at worR. The employees are given the

 paper, pens, stamps.and envelopes.

Followlng ‘Reed’s  lead, corporations are learnmg

~ quickly to organize at the grassroots, beginning with their

own employees. At the same conference. where Reed
spoke, Michael Dunn. of the Washington-based PR firm

‘Michael E. Dunn ‘and Associates explained how PR

executives are translating Reed’s tactics into corporate

strategies.

“The purpose of the grassroots program is not to get

. more Americans involved in the political system,” Dunn

explained. “The purpose of a grassroots program is one

.purpose’ perlod and that is to influence legislative .
: . The reality is you are going to be involved in . . :
. this political process whether you want to or hot. The

policy. , .

only real question is whether or not you are going to win.
And if you do not have a grass-roots program your odds

~of winning have seriously diminished.”

“Fortunately, Dunn-said, corporations can use the,

- “same technhology as that deployed by the Christian Coah—
tion. “Almiost anybody can put together a grassroots’
. effort to influence a single issue,” he said. “But to put-

together a program that is capable of doing that on a vari-
ety of issues over a perlod of 5 or 10 or 15 years is an

“entirely different game.”

First, he explained, compames must systematxcally
build a “broad-based program,” a political propaganda

effort targeted at its employees, retirees, vendors and cus-
tomers. The aim of this indoctrination is to make the . . -

majority of employees at each corporate outpost “sensi-
tive to the impact government has on what they are trying
todo and to realize they’ve got toplay a role in that whole :
program :

. LEADERS LEAD EMPLOYEES FOLLOW
It is a mlstake to think that" “broad—based mem- -

bership™ .in these programs involves “broad based

: leadershlp

Neal Cohen, the dlrector of political support services
at APCO Associates in Washington, explained the con-
cept to'the conference participants: “Broad-based mem-

3 bership is: What does the public see? What do the
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- legislators see? Decision-making is: a core group of three
or so people who have similar interests and who are going
to get the job done and not veer off.”

Dunn likewise advocates a consolidation of power. He

: explained that a “broad-based program” that indoctri-

nates all members -of a corporation’s extended family

. must be accompahied by a “key contact program.”
Under this program, companies recruit “key contacts”
from each corporate outpost. This corporate cadre then
develops a “personal relationship with the elected offi-
cial to whom they are assigned.”

“In order to have a quality relationship that key con-

tact has to basically be willing to integrate into that law-
maker’s political organization, and become part of their

political campaign apparatus, be a part of the social circle

of which that lawmaker is a part,” said Dunn.
Employees are being told, in short, that to keep

'_ '.thelr jobs and rise.within the company, they should

‘become political operatives for the company, befriend-

ing candidates and becoming the grassroots eyes and ™

ears for the corporation in local politics. Dunn evén advo-
cated putting this “key contact responsibility into a job
“description.”
He didn’t discuss, however, how the company should
~deal with those employees who fail to get with the “pro-
gram.” But such a possibility touches on issues of polit-

~ ical liberties and the integrity of democratic institutions.’

Dunn’s system of “grassroots mobilization” is in fact a

_ top-down command system, under which employees are

expected to vote and agitate not for what they as indi-

" viduals see as politically good or desirable but for the
ppolitical interests of the company that employs them.

CAMPAIGN FODDER ciss
Du_rm sees these “grassroots agents” as corporate sol-
diers, whose loyalty is essential for victory in today’s com-

petitive environment. “This is-a-battle, folks. There is a 1

. German general who onee said politics is war without
~bullets. And if you think you are not in a war right now,
you have not been'in the trenches yet. This is a war,” he

thundered. “Ultimately, every organization in America

has to move to a broad-based program. Until we get all

of our people involved'in understanding; we are going
to continually lose the political marketplace.”

Barbara Bey, for one, is girded for battle. She is the

~ managing director of public affairs at the,American

- Council of Life Insurance in Washington. And she is also

~ the Public Affairs Council’s chairman-elect for 1995. Bey

told Impact, the Council’s monthly newsletter,"how the

" ‘American Council of Life Insurance is prepating for

action. “Technology is'what allows us to_do it and do it
~ efficiently, and do it well,” Bey said. “We’re building an
..interactive database for grassroots use in explaining con- -

cerns to members; legislators and other stakeholders
before these concerns escalate into issues. We are also -
developing a key contact program to expand and take the
grassroots program to ‘the next step.’ e

“The purpose of the grassroots
program is not to get more Americans
involved in the political system,”
Dunn said. “The purpose of a
‘grassroots program is one purpose
period, and that is . . . to win.”’

IBM, another member of the Public Affairs Council,
is also buying into the program. In August, IBM
vice chairman Paul Rizzo wrote a letter to’ the com-
pany’s’110, 000 employees, urging them to join a grass-

‘TOOtS campalgn to defeat the Democrats’ health care’

legislation. :

~There is just no substltute for grassroots campaigns,
according to Eric Rennie, the director of public policy
communication at the I'T'T-Hartford Insurance Group.
Rennie t_old'I"mﬁdcz: “In a top-down organization such
as ours, when the local general manager wants employ- .

- ees to sit down and write letters to their legislators, it’s

often done right there at work. The employees are given
the paper, the pens, the stamps and the envelopes. After-
wards, copies are made so we know what kind of.

. -response we have achieved. Be¢ause we don’t feel com-

fortable doing that with our customers, we don’t know
what proportion of them actually responded or along
what lines.” And that is where _grassroots'mobilization
comes in. “Thése days,” Rennie continued, “corporate
grassroots campaigns require that we knock on more and
more doors, the doors of our customers, distributors,
suppliers, related industries and other members of our
‘extended family.” ”

Robert C. Klrkwood the director -of government

- affairs at Hewlett-Packard, is another true believer. He
told Impact: “We had an epiphany .
* effort. For the first time, we went to a w1d'esf>read grass-

. in the NAFTA

roots program that involved employees throughout the
country: My sense,is that we will use that as a part of our
regular arsenal. . . . The environmental movement will .
be upset, labor wﬂl be troubled. Everyone hasn’t tooled
up yet, but they will” | » 3
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3 ‘GW AssoCiAtES Uses Public RElAtioNs' for 'So'c.i.'Al CI—lA_Nq'.E’:

Most'of the articles in PR Watch are dedicated, unfor- .

tunately, to exposing the amoral excesses of a “commu-
nications industry” that worships money over principle
and enables corporations to deceive and manipulate the
‘public agenda. But what happens when the tools of

~ ‘public relations are put to work empowering’ citizen °
- activists to become their own media experts? After 14

years of sqcial activism, Peter Wirth decided to put this

idea to the test by launching a public relations and mar-.

keting. business called GW Associates.
“Too many activists bitch ahd moan about news cov-
erage and how it’s impaossible to work with the media,”
P

Wirth says. “They talk about educating the public and .

changing society, while using methodologies that reach
~ -small, self—selectmg audiences. For example, 99% of the
- people in any community will never come to a public pre-
‘sentation to_ hear a speaker.. They get their news from
radio, TV and print media. ‘Unless activists learn to work
with the media,.our messages will reach - only a small
: audlence :

Joe Bast Bombs in Peoria
 Fleishman Hillard’s anti-Green PR efforts didn’t

- play well in Peoria, IL. F-H is promioting Joe Bast’s. . -

~ book, Eco-Sanity. Although Blast elaims to be “a,
very deep shade of green,” his book champions an

- . anti-environmental perspective. That’s nat surpris-
ing, since Bast and co-author Peter J. Hill are asso-
ciated with business-funded groups, respectively the

Heartland Institute ‘and - the Polmcal Economy

Research Center.
Elaine Hopkins, a reporter w1th Peorla s Jour-
' nal Star, was surprised when Bast arrived. with a

Flushman—Hlllard publicist. “Environmentalists :

; rarely arrive at the Journal Star accompamed byPR
reps,” Hopkms wrote. . ‘Whoa, I thought Who's
paying for this, and why?’ >~

Hopkins® article concludes, “The authors say

; .they are environmentalists, but they’re backed by
corporations who ‘will. profit from fewer environ-
mental regulations, We need honest debate about

 the future of our planet, debate free of hidden agen- .
das or secret spins. . . . The Heartland’s associa-
tion with greenwashmg casts a shadow over the
ideas presented in Eco-Samty 1/ hope the book ::
is ignored.” ® - -

The problem in reaching that audience, he says, is not
cost but attitude. “Many activists don’t even try to work .
with the media because they don’t believe its possible.

" They don’t learn the necessary media skills and stick with -

them long enough to see results. The difference between
reaching fifty people and five hundred thousand may lit-
erally be the cost of some postage stamps for a news
release, and some follow-up phone calls.” ;

*" In addition to. teaching and training people to inte-
grate a media strategy into. their grassroots work, GW
Associates has already logged several successful cam-
pa1gns to educate the publlc about a varlety of social -
change issues:

-+ Marketing Lines in the- Sand, a twel've,—minu'te, inde-,

pendently-produced video essay critiquing media cov-

erage of the Gulf War. More than 1,800 ‘schools, '

libraries and religious” groups have purchased the -

video, which has also reached millions of viewers-on
- PBS TV stations.

* Producing Living Medza, a 60 minute aud1o mstruc-' .
tion tape that trains travelers to third world countries
 to use the media to share their experiences. Thousands
of people are usingthe training tape. They range from
“student environmentalists back from the rainforest, to
~ observers of the election process in El Salvador.

* + GW has worked with Pastors for Peace to arrange

scores of interviews for returnees from Cuba, and con-
sulted for labor unions on raising occupational safety
and health issues and media coverage of strikes.

- GW’s prices .are designed to make their services
accessible to .grassroots organizations. If you’re anxious
to take your message to a wider audience but aren’t sure

_you know how, contact GW Associates, 702 S. Beech,.
.Syracuse, NY 13210; phone (315) '476—3396. &

~ “Pluronium I OUR Friend”

Woodsy Owl, take a hike. The newest ‘green’ cartoon
celebrity is Mr. Pluto. That’s ‘Pluto’ as in plutonium, the

: ~world’s deadliest element. Mr: Pluto is sort of a toxic
- ‘Nerf-like creature, designed and promoted by the Japan-

ese Power Reactor and Nuclear Development Corpora-.
tion. His job is to convince school children that
plutonium-is wonderful stuff. In ene TV spot the cute

‘Mr. Pluto says, “If everybody treats me with a peaceful :

and warm heart, I’ll never be scary or dangerous. Its
really too bad that I was first used as a tool of war in
atomic weapons. But I really don’tlike war. In fact, what
I do like 1 is.to work peacefully.” ®
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Sound Birés Back

Tobacco Front Group Loses California Referendum :
“Californians for Statewide Smokmg Restrictions” is not

what it seems. The PRO-smoking group tried to fool Cali- -

fornia votefs into voting to weaken smoking restrictions. But,

‘after anti-smoking activists exposed the group’s real agenda
and source of funding, the pro-tobacco referendum was
soundly defeated.

Two PR firms—The Dolphin Group and Burson-Mar--

steller—are using millions of dollars from Ph111p Morris tor

organize ‘stealth pro-smoking campaigns. In the California .

campaign they put up billboards reading, “Yes on 188—
Tough Statewide Smoking Restrictions—The Right Choice.”

In fact, a yes vote would have undermined hundreds of :

existing local anti-smoking ordinances in California cities, and
the state’s new. statewide smokefree workplace law. The
American Cancer Society said, “The $25 million smokescreen
_the tobacco industry created to dupe ‘Californians into voting
- .for Proposition 188 has cleared, and the voters have spoken.”

Meanwhile Lee Stitzenberger, the PR executive behind ~

the stealth pro-tobacco caripaign, blamed his defeat on the
media and activists for focusing so much attention on “the
funding of the initiative.” He promised a continued fight for
smokers rights. S Vel

o
; .’.-.

‘The GreenWash Channel: Viewer Discretion Advised

Don’t expect hard-hitting reportage from “The Ecology
Channel,” -the new 24-hour cable TV channel that will go -

fully operanonal in early 1995. Instead, anticipate a lot*of
pollyanna-ish fluff and avoidance of investigative reporting.

The Ecology Channel is closely tied to the world’s pre--

mier PR greenwashing firm, E. Bruce Harrison Company
(see PR Watch, 2nd Quarter 1994). Harrison vice presxdent
Donald L. Rheem is on the company’s Board of Directors,
and he’s behind its publicity campaign. The channel will hit
the airwaves just before Earth Day’s twenty-fifth anniversary,

and'is sure to soak up millions of advertising dollars from cor-

porate polluters “going green” for Earth Day.
.~ The Ecology Channel describes itself as “entertainment
“driven,” and promises an “upbeat format”.
avoid investigating corporations and policies responsible for
environmental crises, .and instead will focus on “people and
- how they relate to their world”, while promoting “parther-

'éhips” between businesses and “public and private educa- -

tional organizations.”

* ¥
0’0

Earth Day USA ‘Muddles Forwaid

After PR Watch (Second Quarter 1994) exposed Earth

Day USA’s hiring of the Dorf & Stanton PR firm, and its
acceptance of “unscreened” money from corporate polluters,
half of Earth Day’s board resigned. Denis Hayes, who-as a
student founded the original Earth Day, was invited i in to try
to redirect the group, but declined. Bruce Anderson, presi-
dent of Earth Day USA, is keeping the group alive and step-
s ping up its efforts to haul in major corporate dollars.

“The show will

Same Old Po:sons, New PR Campalgn
The National Agriculture Chernical Association is com-

posed of the companies that manufacture, formulate and sell -

thé billions of pounds of toxic pesticides and herbicides .

. sprayed.on food crops. The group, realizing that people are

“outraged by pesticides”, is changing .... its name. It is now
called the American Crop Protection Association.
Watch for their slick new advertising campaign using

actors portraying farmers and mothers to allay fears about

'agri-poisons. Consultant Michael Moore says the new PR/ad
barrage “is not about facts. . . We are talking to adults, but
we must talk to them-as chlldren as well,” Moore explained.

9.
0’0

Clmton Narmes BGH Advocate ‘Science Advisor’

The Clinton Administration is a $trong advocate 6f Mon-

santo’s genetically engineered bovine grewth hormone

(BGH), and has'denied consumers any right to know if their

- milk is from hormone-injected .cows. In August Clinton.

named Dr. V1rg1n1a Weldon, Monsanto’s main PR flack for
BGH, to Clinton’s new Committee of Adv1se1% on Science.
o
*

Clean Up the Neighborhood—Spray it Wlth Chemlcals

For fifty years the Monsanto chemical company manu-

factured most PCBs, chemicale which cause cancer and birth

defects. In June, 1994, their PR “SWAT” teams gave away

- hundreds of gallons of the company’s Round-Up™ herbicide

to community groups that would spray weeds in their neigh-_
borhoods, making them “cleaner and safer places to live.”

i 'Monsanto has- also hired ‘Seattle’s Cole and Weber firm to

develop -an ad' campaign for their new line of Ortho lawn

chemlcals—watch for a major Earth Day tie-in.,

g -
No One Reads Those Books, Anyway :

“It’s amazing how many of the books, articles and
speeches on crisis management recommend ‘that anyone
involved in a crisis be open with the news media. Who’s kid-
ding whom?” Robert Irvine, president of the Institute for
Crisis. Management, speaking June 14, 1994, to the Intema-
tional Assocmtlon of Business Communicators

o
%

‘Real Reporters for Practice Disasters -

ARCO oil company is sharpening its crisis management. :
skills by simulating an’ oil spill and inviting real reporters to
help ARCO role-play at a news conference. Practicing for' PR

disasters is cheaper than using double-hulled tankers.-

PR Watch is funded by subscriptions and donatlons from
-~ individuals and nonproﬁt foundations. We receive no
- donations from corporate or government sponsors. You
can support this independent voice by sending your con-
_ tribution or makmg a bequest to the Center for Medla'
& Democracy, Inc., 3318 Gregory Street, Madxson,

53711 5 phone (608) 233 3346
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