Dlstortmg the Debate. -
A Case Study of Corporate Greenwashmg

18210umedlcutAve W
Washlngton DC 20009
Phone 202 2656738 . o RO L .

" ‘Fax 202 332 4865

ThlS spring, 2 500 experts from around the world will confirm that “the balance of ev1dence suggests a’
-discernible human influence on global climate” in the Second Assessment of the Intergovemmental Panel -
‘on‘Climate Change. This extensively peer-reviewed document also states that “increases in greenhouse
 gas conceritrations since pre-industrial times. . : have led to a posmve radiative forcmg of climate, tending
to warm the surface and produce other changes in cllmate '

In1991, a group was formed called the Informatton Councll for the Envrronment (ICE) to rep0s1t10n
global warming as theory (not fact).” The President of ICE was Gale Klappa from The Southern Company
(an electric-utility) and the Vice President was Frederick Palmer from Western Fuels Association. ICE also
created a Science-Advisory Panel that included Dr. Robert Ballmg, Jr: and Dr. Patrick- M1chaels “These
two scientists consistently reject the IPCC conclusion that human-induced climate change is now a real1ty
In 1991, ICE proceeded to test markets i in several. reglons and develop a medla strategy ﬁom the results

Broad Strategles -
- . Reposition global ‘warming as theory (not fact). -
- . Target print and radio media for maximum effectiveness .
- -+ Achieve broad partrctpauon across the entire electnc utility mdustry
- “Test market” execution in early 1991.
- Go national in'the late fall of 1991 w1th a media program
- . Use a spokesman from the scientific community

Medla Strategles - o :
: - - Target* older, less-educated males from larger- households who are not typlcally-'
. active mformatlon seekers” and “younger, lower-income women.” :
- ‘Use “technical sources” (i.e. sclentlsts) because they receive a h1gher credibility - -
" rating from the public.
- - Avoid using industry sources and 1nd1v1dua1 spokespersons because they receive E
' " lower overall cred1b111ty ratings than act1Vlst or. techmcal sources :
- _ICE can be seen as an “expert technical source.” ,
- - . “Moderate credrblllty of expert or mdustry sources is assoclated wrth a sh1ﬁ
‘ toward the ICE agenda.”- : :

* Proposed Advertisement Headlines from ICE:

* “The most serious prOblem with catastrophic global warming is-- it may not be true.”
“If the earth is getting warmer, why is aneapolis getting colder?” -
“Who told you the earth was warming. . . Chicken Little?”
“Some say the earth is warmmg Some also saxd the earth was ﬂat
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'I;Jhank you for requesting additional information on global climate
change.

The science of g!n* ~! climare change is verv complex. We are st

o ———

IESTDILE BUA DEl L 0018 T TOnsDll O 60U almospiere ioleract
with each oizer. W< Go Know ibat years 2go the Earth was
warmer; vcgetation thrived, and there was more carbon dioxide in
the atmosphbere than there is now. We also know that during the
last ice age, carbon dioxide levels were lower than they are now.

We believe it is wrong to predict that higher levels of carbon dioxide
will bring a catastrophic global warming.

The Information Council for the Environment was created to help
foster better public understanding of global warming and to ensure

. that any legislation passed by Congress is based on scientific
evidence. .

The environment must be protected. We want a clean
environment and we want a green Earth. We also believe we must
conduct more scientific research before we can accurately understand
the complex forces of global climate change. -

Change often begins with one person. You can make a differen
by sharing what you've learned with others. . -

Thank you for caring enough to request this additional
, . information.
Science Advisary Panel:
DR. RORLRT € BALLING, JR.
Director. Ofise of Climatology
Arizans Seotv University
Tenmpe. AZ

DR SHURVM (1) B. 1DSO

Adjunc Prefessor of . .

Batam and Geography Dr. Patrick Michaels
Arizonz Maie University

Tempe. AZ

DR PATKICE 1 MICHAELS
Virginis S22 Ciimsologist?
Professar -
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Board Members:
President
GALE KLAPPA

The Southern Company
Atanta, GA

Vice Presicent .
FREDRICK D PALMER
Western Frels Assocation
Washingtoz. D.C

Secretan- T reasurer
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" May 15, 1991

Thank you for requesting more information about
global climate change. I‘ve been asked to respond
to your regquest as a member of the Information
Coungil for the Environment’s Science Advisory
Panel.

I’11 give you some background on my credentials. I
am a professor at the University of virginia. My
area of expertise is environmental sciences. I am
also one of many scientists who believe the vision
of catastrophic global warming is distorted. - have
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you better uncerstand why we bDeileve we znousc

act in haste. -
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The enclosed letter, which was sent to President
Bush in February, was co-written by Dr. Robert
Balling of Arizona State University and myself. &As
you’ll note, we urge the President not to support
expensive legislation.

I’m sure you’ll agree after you review the
information Ve enclosed, global warming is an
Issue we are still learning about. 1n fact, just

two months ago, a panel of scientists who advise the

United Nations suggested a 10-year research effort
to answer the many uncertainties about global
warming. To gquote the article, "A 10-year delay in
taking action to curb global warming would mean
little further increase in the level of warming
predicted by the end of the next century..."

But there’s more to this issue. Right now, there
are costly proposals in Congress--including one that
would impose & new tax on energy. The intended
purpose is to reduce carbon dioxide emissions and
global warming.

What can you do?

1. Make sure you‘re informed. Your request for
this information is a good first step.

2. If you’d like to know more, return the enclosed
postcard and we’ll send you more information on
global climate change.

Thank you for caring enough to send for this
information.

Dr. Patrick Michaels















Bill Brier
May 2, 1991
Page 2

The combined newspaper and radio reach is estimated to be 97% of our
adult 25-54 target audience, with a combined frequency of 35.

We will begin follow-up research on Saturday, Junells, to determine

the results of this campaign. Those results will be reported to all
of our sponsors by August 5, 1991.

We appreciate all the help you’ve provided to make this test possible.
Don’t hesitate to call me if we can be of further assistance.

o

Fred Lukens

b 4
r_'.,- £

cc: Gale Klappa
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INFORMED CITIZENS FOR THE ENVIRONMENT

Mission

The mission of the Informed Citizens for the Environment
is to develop an effective national communications program’
to help ensure that action by the Administration and/or Congress
o on the issue of global warming ‘\
is based on scientific evidence.
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Qur Plan

1. Build suppon for the concept of the ICE strategy among our
neighbors.

2. Match Southem Company's commitment by having four or

five of our neighbors join us in raising $125,000 by January 31,
1991.

3. Raise total commitments of $525,000 by January 31, 1991 o0
allow the test market project to proceed on schedule.



PUBLIC RELATIONS TOUR

11:00 a.m.

1:00 p.m.

- 3:00 p.m.

Mondav, May 20, 1091

Meet with editors and writers at the
Arizona Dailv Sun. Dr. Robert
Balling from Arizona State
University or Dr. Sherwood Idso
from the U.S. Water Conservation
Laboratory will replace Dr. Michaels
for the Flagstaff meetings. '

Tape appearance on North Arizona
Outlook, weekly public affairs
program on KNAZ-TV.

~ Appearance on KNAU-AM radio talk

show.









Bill Brier
May 2, 1991
Page 2

e

The combined newspaper and radio reach is estimated to be 97% of our
adult 25-54 target audience, with a combined frequency of 35.

We will begin follow-up research on Saturday, June‘ls, to determine
the results of this campaign. Those results will be reported to all
of our sponsors by August 5, 1991.

We appreciate all the help you’ve provided to make this test possible.
Don’t hesitate to call me if we can be of further assistance.

74

Fred Lukens
T_/s™

cc: Gale Kliappa









ICE Benchmark -5

» Overall, a plurality of respondents choose the most conservative
role for the federal government. Over one-third (36%) of the
total sample (three cties combined) say the government should
finance more research, while 30% support passage of legislation,
and 24% would pass some laws but avoid costly programs.

e Similar to responses on other measures, Flagstaff residents
(39%) are more likely than residents of Chattanooga or Fargo
(25% each) to back federal legislation without any qualification
concerning cost.

Spedific responses to an 6pen-ended question indicate that depletion of the ozone
layer dominates top-of-mind concerns about global warming.

¢ Asked to desaibe global warming in their own words, just over
one-quarter of all respondents cite destruction of the ozone
layer, followed closely by changes in the weather and rises in
temperature caused by pollution.

¢ Only 6% of all respondents name the greenhouse effect when
asked to describe what global warming means to them.

Audience profile

In addition to perceptual and attitudinal measures, we also asked respondents
about certain behaviors which might make them more or less receptive to
information on global warming, and may also indicate the likelihood that they
might take action on global warming issues. These behavioral measures are
included frequently in the analyses discussed in this report, and include political
activism, environmental activism, and likelihood of information-seeking.

¢ Looking at results for one measure of political activism, just
under one-quarter (24%) of all respondents either contacted an-
elected offiqal, wrote to an editor, or worked for a political
candidate during the last year. Political activism is more
common in Flagstaff (31%) than in either Chattanooga (22%) or
Fargo (18%). o

¢ Overall, 36% of all respondents have contributed to or been
active in an environmental cause during the past year, and 22%
identify strongly with the label "environmentalist.® Combining
these two measures, we find that 13% of all respondents in this
survey meet the Cambridge Reports definition for “green” :
consumers—very close to our most recent national figure of 12%
(March 1991).




ICE Benchmeark -7-

Finally, the two statements referring directly to scientists say that sdentists don't
know whether carbon dioxide is causing global warming, and that some of the ,.
sdentists predicting global warming said twenty years agc that the earth was
getting colder. |

¢ On average, respondents are as likely to agree with statements
about motivations behind public information on global
warming as they are to agree with statements about the
evidence for global warming.

¢ On average, respondents are less likely to agree with statements
about scientists and their theories than they are to agree with
statements about motivations for gublic information or
statements about evidence for global warming.

¢ Respondents are most likely to agree with the statement that
recent satellite data shows the earth is getting warmer.

* Percentages of "don’t know" responses reveal that members of
the public feel more comfortable expressing opinions on others'
motivations and tactics than they do expressing opinions on
sdentific issues. Nearly all respondents provide ratings for
statements on motivations, while somewhat fewer express
opinions on evidence, and still fewer are willing to pass
judgment on sdentists.

To explore these three types of messages further, we calculated an index for each
set of statements (motivation, evidence, and scientists), based on results of the
factor analysis. We then divided the sample into low, medium, and high
agreement with each index, or set of items, to identify groups most likely to
agree or disagree with each type of message. . '

o A plurality of Chattanooga residents agrees strongly with
motivational statements saying that some groups scare the
public aboul.tflobal warming to promote their own economic
interests, while Flagstaff residents are most likely to disagree
with these statements, and Fargo residents most often take a
moderate position.

¢ Based on results for the evidence index, Fargo residents are
least likely to agree that current evidence supports global
warming, while Flagstaff residents are more likely to accept the
evidence. Chattanooga residents are closely divided between
low, moderate, and high agreement, although they are more
likely than others to give "don’t know" responses. :



ICE Benchmark -9-

A factor analysis performed on the fourteen credibility ratings indicates that
respondents group information sources into four types: industry spokespersons
(local electric company, coal industry, Electric Information Council, and Paul
Harvey); activist spokespersons (Ralph Nader, Sierra Club, Carl Sagan,
Informed Citizens for the Environment); technical spokespersons (Information
Coundil for the Environment, federal environmental offidals, environmental
sdentist, Informed Citizens for the Environment); and individual spokespersons
(Bruce Williams, Steven Schneider, Rush Limbaugh). (The second title for ICE-
Informed Citizens for the Environment—is perceived as combining attributes of
activist and technical sources, and is treated as a member of both groups in the
analysis.) '

¢ Technical sources receive the highest overall credibility ratings,
followed closely by activist sources.

 Industry sources and individual spokespersons receive lower
overall credibility ratings than either activist or technical
. sources.

Results also include extreme variations in recognition among the different
information sources in the list. In fact, combining responses for those who have
not heard of a source, do not know the source’s cedibility on global warming, or
cannot rate the source as credible or not credible, the percentage not rating
individual sources ranges from 13% (local electric company) to 92% (Steven
Schneider).

¢ Industry sources are rated by more respondents than other
of sources, with the local electric company receiving the
most ratings, and Paul Harvey second. .

¢ Individual spokespersons (Bruce Williams, Steven Schneider,
Rush Limbaugh) have lower overall recognition than other
of sources, receiving ratings from an average of only 15%
of all respondents.

¢ In general, recognition for activist and technical sources falls in -
between recognition for industry sources and recognition for
individual spokespersons.

ol eme e ¢
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ICE Benchmark -15-

¢ Respondents who switch to a less serious rating of global
warming are more likely to have received their own information
from radio or newspapers, compared with those who switch to
a more serious rating.

e Respondents who switch from favoring legislative solutions
toward favoring research funding are slightly less likely to have
gotten information on global warming from television,
compared with those who switch toward favoring legislation.

. Respondents who switch positions either way—toward research,
or toward legislation—are unlikely to have gotten information
on global warming from radio.

¢ Those who switch toward research are more likely to receive
information on global warming from magazines, compared
with those who switch toward legislative solutions.

¢ Respondents who switch toward favoring research and
respondents who switch toward favoring legislation are equally
likely to have received information on global warming from
newspapers.

Conclusion: communication strategies

The results reviewed above support a series of conclusions concerﬁing the types
of sources and messages to which audiences are likely to respond most
favorably.

e Technical and expert sources have the highest cedibility among -
~ a broad range of members of the public.

¢ The Information Coundl for the Environment can be seen as an
-expert technical source.

e Moderate credibility of eégert or industry sources is assodiated .
with a shift toward the ICE agenda.

Therefore, an "approachable” technical expert can present a good case for a cost-
effective solution that meets the joint economic and environmental interests of
consumers znd industry.




Informed Citizens
for the Environment
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INFORMED CITIZENS FOR THE ENVIRONMENT

Timeline

1991 . 1982

Funding 1t step | |

Test Aporoach & Develop Strategy

Broadeni~g our base

Nabonal media program

iNFORMED CITIZENS FOR THE ENVIRONMENT
Test ‘Market Project Timeline

Pre-test Resacrch (4 wooks)

Focus Group Test (4 weeks)

Meda Program (4 weeks)

Post-test Ressarch (3 weeks)

Fina! Presentation (8-5-91) '




I.C.E.

Test Market
Proposal




DATES:

OBJECTIVES:

PROGRAM
STRATEGIES:

February, 1991 - August, 1991

1)

2)

3)

1)

2)

3)

4)

5)

6)

7)
8)

Demonstrate that a consumer-based media
awareness program can positively change the
opinions of a selected population regarding
the validity of global warming.

Begin to develop a message and strategy for
shaping public opinion on a national scale.

Lay the solid groundwork for a unified
national electric industry voice on global
warming.

Select test markets that meet the following
criteria:

a) market derives majority of electricity from
coal

b) market is home to a member of the House

Energy & Commerce Committee or House Ways &
Means Committee

c) market is smaller than #50, which
translates into lower media costs

Determine most advantageous population, within
specific markets, to base media awareness
programn.

Pre-test opinions of selected population
regarding global warming. e

Focus Group test I.C.E. name and creative

_ concepts.

Proceed with media awareness program,
utilizing radio/newspaper advertising and a
public relations campaign.

Post-test opinions of selected population
regarding global warming.

Program evaluation.

If successful, implement program nationwide.



RESEARCH
STRATEGY:

PUBLIC
RELATIONS
STRATEGY:

CREATIVE
STRATEGY:

MEDIA
STRATEGY:

FUNDING:

Determine most advantageous population, both
attitudinally and demographically. Ascertain
general level of understanding and measure degree
of opinion shifts.

The public relations campaign will involve the
research, writing and preparation of background
materials for use with the media. A minimum of

eight discussion points will be communicated to
the media.

The radio creative will directly attack the
proponents of global warming by relating
irrefutable evidence to the contrary, delivered

by a believable spokesperson in the radio
broadcast industry.

The print creative will attack proponents through
comgarlson of global warming to historical or
mythical instances of gloom and doom. Each ad
will invite the listener/reader to call or write
for further lnformatzon, thus creating a data
base. '

A radio/newspaper execution is recommended for
the following reasons:

a) believability

b) ability to use high frequency (radio) and
detailed copy (newspaper)

c) cost effectiveness

d) production flexibility

For the test markets, spllttlng costs evenly
among five participating utilities is recom-
mended. If the program is implemented on a
national basis, it might be better to determine
proportlonate shares based on coal-produced kWh.

The test market funds will be collected as

- follows:

First 1/3 of commitment 2/1/91
Second 1/3 of commitment 3/1/91
Remainder of commitment 4/1/91



TIMELINE: Pre-test Research (4 weeks) 2/11/91 - 3/10/91
(3 weeks)
Focu; Group Test (4 weeks) 4/1/91 - 4/28/91
(2 weeks) -
Media Awareness Program (4wks) 5/13/91 - .6/9/91
(3 weeks)
Post-test Research (3 weeks) 7/1/91 - 7/21/91
(2 weeks)
Final Presentation » ) 8/5/91

BUDGET: $510,000 (three markets)




Chattanooga, Tennessee
Test Market

MEDIA (1200 GRPs/8 full-page ads)
$ 75,000

PUBLIC RELATIONS

S 24,000

RESEARCH (500 interviews in each of two surveys/Focus Group)
S 43,000

PRODUCTION (Radio/Newspaper/Phone Number/Brochure/Postage)
S 54,000

TOTAL‘ - L4 - - Ld - L 3 - - L] L] - Ld L] - L d * - L4 - - $196, 000



Champaign, Illinois
Test Market

Terry Bruce/House Energy & Commerce Committee

MEDIA (1200 GRPs/8 full-page ads)
$ 53,000

PUBLIC RELATIONS

S 24,000

RESEARCH (500 interviews in each of two surveys)

S 43,000

PRODUCTION (Radio/Newspaper/Phone Number/Brochure/Postage)
$ 54,000

TOTAL' L - - - . L4 Ld - L 4 L4 - L ] - L] - - L] Ld - * L $174, ooo



Flagstaff, Arizona
Test Market

MEDIA (1200 GRPs/8 full-page ads)
$ 25,000

PUBLIC RELATIONS

$ 24,000

RESEARCH (500 interviews in each of two surveys)
$ 437000 A -

/

- \ .
s v ~

“PRODUCTION (Radio/Newspaper/Phone Number/Brochure/Postage)
S 54,000

TOTAL. - o o o o o o « e o« &« & o o o o o« « <« « . 8146,000



Fargo, North Dakota
Test Market

Byron Dorgan/House Ways & Means Committee

MEDIA (1200 GRPs/8 full-page ads)
S 47,000

PUBLIC RELATIONS

S 24,000

RESEARCH (500 interviews in each of two surveys/Focus Group)
$ 43,000

PRODUCTION (Radio/Newspaper/Phone Number/Brochure/Postage)
S 54,000

TOTAL. o o v o o o o o o o o o o o« « o« « « « « . $168,000



Potential Program Names

Informed Citizens for the Environment
Information Council for the Environment
Intelligent Concern for the Environment

Informed Choices for the Environment




Climatic Record in Midwest States

Minnesota

Greg Spoden 612/296-4214
State Climatologist

Dr. Dick Skaggs 612/625-6643
Univ. of Minn.
Dept of Geography

Dr. Don Baker 612/625-6235
Univ. of Minn.
Prof. of Soil Science

1990 was Minneapolis’ 4th warmest year.
1991 has been above average
"It certainly did not show cooling" (GS)

Temperature record started in as pioneer date in the 1820s at Ft. Sneeling and up to current
dates from a farm in Farmington.

Long time warming trend, statistically increasing climate temperature since 1867.

Température decrease from 1819 to 1867.

Increase from 1867 through present.
There was a cooling in 1940-1970, but it doesn't show statistically in the record. (DB)

The temperature record is a superior record in urban North America. (DB)

articles:

Journal of Climatic Change
Volume 7, 1985 p. 225-236

Journal of Climate Change
Volume 7, 1985 p. 403414

Bulletin of American Meteorology
Volume 41, 1960 p. 18-27
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Téiephone 202-508-5300
EDISON ELECTRIC ' M. WL BRIER
INSTITUTE .. Ve President, Commumication
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May 15, 1991 ' '

O. Mark De Michele
President & CEO

Arizona Public Service Company
DN B¢y ERDC

brizenix, A2 85072-C228
Dear Mark:

| am writing to update you on some changes in the Information Council for the -
Environment's (ICE) advertising and promotional activities in the three test cities
including Flagstaff. You will.find the attached material similar to what | sent you
earlier. ) .

However, you should note changes in the "How Much . . * ad which will be
running Flagstaff. 1t is a revised version and contains no graphics - it’s straight

copy.
tf you have any questions, please let me know.
Sincerely, .
CRUPY
Bill Brier
w/o enclosures
Gale Klappa -

Vice President
Southern Company



INFORMATION COUNCIL FOR THE ENVIRONMENT

Flagstaff

1. Frost line

2. How much (?)

3. Frost line

4. How much (?)

5. Mpls colder

6. Serious problem
7. Mpls colder

8. How much (?)

9. Frostline
10. Serious problem
11. Mpls coldeL

e LW Tl {7

Flagstaff

Dr. Balling #1
Dr. Ba111ng $2
Bruce Williams $#1
Bruce Williams $2

NEWSPAPER ROTATION

Fargo
Mpls colder
Frost line
Mpls colder
Frost line
Mpls colder
Serious problem
How much (money bag)
Serious problen
How much (money bag)
Serious problem
How much (money bac)

Cmd - - —. e -~
_—. .- ..'..\...14 £

RADIO PLACEMENT

Fargo

Dr. Balling #1
Dr. Balling #2
Rush Limbaugh #1
Rush L1mbaugh #2
Bruce Williams $1
Bruce Williams #2

Bowling Green

Kent. colder
Kent. colder
Frost line
Kent. colder
Frost line
Serious problem

Frost line

How much
Serious problem
How much
Ce*wﬂnc protlem

.-
SHlw 2T

Bowling Green

Dr. Balling #1
Dr. Balling #2
Dr. Balling #3



PUBLIC RELATIONS TOUR -
TUESDAY. MAY 14, 1991 |

10:45 a.m. Appearance on WBKO-TV's
"Midday" hosted by
Beverly Kirk.

1:00 p.m. Meet wit editors ana writers

at the Bowling Green
Daily News.

2:30 p.m. Tape appearance on WKYU-
TV's "Outlook"” hosted by
Barbara Deeb. Tape will also
be broadcast on WKYU-FM's
"Midday Edition."



PUBLIC RELATIONS TOUR
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2:00 p.m.

4:00 p.m.

5:00 p.m.

WEDNESDAY, MAY 15, 1991
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Fargo Forum.

Tape appearance on KX4 News
Conference on KXJB-TV. Program is
hosted by Kathy Coyle and airs on
Sundays.

Appear on KTHI-TV's On The Line
hosted by Steve Poitras. Half-hour
program. -

Meeting with editorial staff at
WDAY-TV. Tape interview for
evening news.



I.C.E.
FULFILLMENT MATERIALS

1st Request (Quantities of 5000)

*  Dr. Michaels letter #1

*  Postcard

*  Bush letter
ColderAMinneapo]is article

*  The Gfeenhouse Effect..To What Degree? -

2nd Request (Quantities of 2000)

*  Dr. Michaels letter #2

*  The Science of Global Warming






0. Mark DeMichele
May 6, 1991 _
Page Two -

I have informed the Information Council for the Environment (ICE) that you reserve
the right to distance yourself from these activities. If you have any questions,
please let me know.

Sincerely,
7

UBE
\' _K '\_. \ Y

.

)

Eh -t
Enclosures
cc w/o enclosures:

Gale Klappa
Southern Company



PUBLIC RELATIONS TOUR

12:30 p.m.

2:00 p.m.

4:00 p.m.

5:00 p.m.

WEDNESDAY, MAY 15, 1991

Meet with editors and writers at The
Fargo Forum.

Tape appearance on KX4 News
Conference on KXJB-TV. Program is
hosted by Kathy Coyle and airs on
Sundays.

Appear on KTHI'TV's On The Line
hosted by Steve Poitras. Half-hour
program. :

Meeting with editoria;l staff at
WDAY-TV. Tape interview for

evening news.



' FARGO MARKET
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(Forum: KVOX FM 6x  |KVOX FM 6x  |Forum: Frost [KVOX FM6x  |Forum: Pick-up]
Minneapolis WDAY FM Sx WDAY FM Sx KVOX FM 6x WDAY FM 5x Minneapotis
KLTAFM 7x  |KLTAFM 7x  [WDAY FM1 Sx  |KLTAFM 7x  |KVOX FM 6x
KQwB FM 3x KOWB FM 3x - |KLTA FM 7x KOwWB FM 3x WDAY FM Sx
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