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Arter the Tntfoduction, this volume is divided intothree main catefories. To rebrice |
edergy, economic, and political developments since 1970, and to see how Mobil's Publit-~di
Affairs activities paralleled these; national and world events, turn to Part I, Chro=~ | ~
nology. To see what these Mobil activities acomplished with various publics -- media, d=
investors, and various other groups -- turn to Part II, Programs & Publics. Andto see
samples of actual printed materials on various themes, turn to Part III, Strategies 8s; hie,

Themes. + - = Br
. S T= ek SFY

Some major topics may be treated in several sections, but illustrative materials are’ =
included only once. Thus,thematerials dn Divestiture, for example, are attached to gh.
Part II, Section C, Federal and:State Officials, though Divestiture is also discussed “org
in the Chronology. Cross-references are provided. wri

Cross-references are of tuo types. If an attachment immediately follows the section -4
in which it is mentioned, the reference says only "Attachment A," for example. .If'am. T°
attachment or discussion is elsewhere in the volume, it will be described in more
detail: "See II-C/Attachment A." x te 2

To aid use of references, eich page number designates complete location: "Part, Sect
tion, and specific page. Thus, for example, page I-Af2 designates the first part,
Chronology (I), first section (A) of. that first part and the page (2). Pages are
numbered consecutively only within each section. Attachments follow each section and

are numbered similarly: "II-B/Attachment 3" means the third attachment to thé secomdy |=
(8) section of Part II, Prograss & Publics. =
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INTRODUCTION i

:
Mobil's Public Affairs programs have evolved around three

basic premises as outlined by Rawleigh Warner, Jr., in 1970:

(1) build our reputation as an outspoken responsible company

concerned about our energy future and major social issues;

(2) initiate debate on major public issues that concern us; 3

(3) broaden the spectrun of information and viewpoints avail- §
able to the American people, to help them reach the i
conclusions necessary for sound public policy in a
democratic society.

(Excerpts from statements by Mr. Warner more fully setting forth

his original Public Affairs concept for Mobil, and outlining some ]
major activities, follow immediately after this introductory section.) 1

Taken together with support for public television and other
cultural institutions, these underlying themes of social respon-
sibility and determined advocacy have given Mobil a unique position
in America's social consciousness. The purpose of this volume is
to provide an overview of how Mobil's Public Affairs programs have
evolved ~~ becoming a part of American culture itself as well as
part of the American dialogue on major public issues involving our
company.  -

In this volume's review of more than a decade of Mobil's Public
Affairs programs, we will survey the major directions, activities,
and objectives. Some of these may be familiar to you, particularly

‘the ‘more prominent national programs. But some may be fresh and
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notevorthy, especially if you have not had the. opportunity to >
directly experience all the years of all these programs, for we
have included representative samples of some logal.or,specialized
areas. + tins

“since we will be dealing with some long out=of-date: events
£Zom a dozen years that involved major dislocations in-supply,
hostile Federal Administrations, and a climate in-shich politicians
inflamed public doubts about our industry and company, sie begin by
recapitulating with a chronology since 1970. We:break the entire

period into five time frames -- before, during andeafter the 1973-

74 oil embargo, the Iranian crisis, and since..sIndividnal chro-

nology sections may include materials documentingssomespoints of
the time periods, but most supporting material-iscelSewhere in the

volume, and is cross-referenced. Together, the sections’ review )

what happened in the world and nation, and what:MabilPublic

Affairs attempted and accomplished in response taithese“events, or

frequently in anticipation of them. soed asd

The second part of this volume organizes ous &tivities by

the publics we address -- opinion leaders (the media'federal and

state officials, and others), the general publi®) the investment

community, our own employees, and foreign governménts.': Here we

consider not the year-by-year programs, but the overall impact

they have had -- and this is substantial. Where"podible we

include polls, surveys, and other systematic assessments of our

effectiveness -- for example, the survey showing EHat“"observations'

readers have been influenced toward Mobil's opinions on several

important energy issues where non-readers have continued to hold

views less favorable to us. Of necessity, other mdt@fials are

Ps
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“descriptive -- a'study, for instance, correlating the substantial

change in The New York Times editorials over the years toward, the

very positions we'have argued (though, of course, we can't prove a

direct relationship since so many other factors affect aneditorial

writer).- Sone’ materials are narrative, such as a case study of hoy.

Mobil's Government Relations and Public Relations led the industry

fight ‘against-aivestiture proposals in the mid-1970s ~-a signal .,

success.= SHiLE other materials are examples —- for example, what

the media actually said about Mobil, or what views are held BY.

other opinion leaders.. And some materials are simply anecdotal,

yet illustrative:=! to-mention one example not cited elsewhere,

the Mobil executiverwho had three separate seat companions on a

recent trip to-Indonesia; all three volunteered complimentary 3

remarks about-our Op-Ed ads, and wondered why other oil companies)

weren't doingsthie:same. In the wide variety of materials, you

will find ovenicartoons, presented as illustrative of the thesis

‘that "Mobil" has become synonymous with "corporate good works". i

The third and final portion of this volume describes and pre-

sents, some of the Hain themes ve have argued over the years.

Throughout,«of course, you'll find some of the high points --

for example:in 1975, Advertising Age, the "bible" of the ad indls-

try, namedMr. Warner as "Adman of the Year." Said Ad Age:

_ fr, Warner vas selected as representative

_ ..0f a-company whose shoot-£rom-the-hip, =

._ -. gutsy lidea’ advertising has added a new

_ dimension to corporate advertising during

2 a period of unprecedented attacks by gov-

_., oc, -exmment, the media and consumer advocates
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not only on the oil industry, but on 4)

American business in general."

In fairness, we also have included some of! bur: less-successful

campaigns. Example: The 1978 series of ads Jike=Op-Eds intended

for various labor publications; these were designed: toistrike a

common, theme for labor and business in promoting poivies toward

economic growth. The series might haveworked, withuthe readers,

but some of the publications' editors rejected.the idea of filling

their labor-union pages with so prominent a management voice as

Mobil's. anion

For all of the voluminous content of thi briefing book, we

have touched only the outlines and a tiny portion of the relevant

details of all that we have attempted and done...To; Limit the bulk, A

we have eliminated duplication of explanation and example wherever

possible, relying instead on cross-references here necessary; still,

there sinply isn't room for a thorough-going condensation of the 220 |
file dravers of material from 12 years of ourPublic Affairs programs

through 1981. This volume merely sets the stage, and even that

limited attempt might not succeed since somuch has been excluded.
But what emerges nonetheless is a picture of some of the

facets of Mobil's corporate personality: CITI

-- Reasoning, intellectual, sensible, and attractive to many
intelligent people. is

-- Demonstrating a well-defined economic RTroehre and a

thoroughly expert awareness of our business and of the world's
energy realities.

-- showing social concern and sensitivity to environmental issues.
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a == Concerned with culture and other institutions of our broad

society.

=~ Not just blindly trying to make a profit at any and all cost --

damn the, consequences -- but certainly not operating to be loved.

== Willing andrable to defend ourselves against misunderstandings

or attacks; “whether from malevolence or simple ignorance.

-- And successful in presenting our belief in abundant energy and

economic grawth as the way to solve social problems.

The nation may not always agree, but it definitely does respect

our opinions. In summary then:

-- Mobil's: image has greatly improved since the Sixties among

C the general public and with key target groups, including

journalists ‘and government officials.

-- Mobil is*now recognized as an outspoken, responsible company

with a'high level of visibility and, very importantly, high

credibility.

-- Mobil has succeeded in reaching and influencing opinion

leaders.

—- Mobil has sparked public debate on many issues important

to us.
-- And Mobil has provided the public with an alternative source

of information on major national issues.

fag 4
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4 Excerpts from remarks by OoRAWLEIGH WARNER, JR.
Chairman, neMobil 0il Corporation -

a) Sibefore
ECONOMIC CLUB OF DETROIT

Detroit, Michigan 3March's, 1973 His
(2) fi42nd Annual Convention ©

of the SeEDISON ELECTRIC INSTITUTE +t -New York, N.Y. 5
June 3, 1978 =a

(3) 2Upon receiving the
Alumni Association Award © °°Graduate School of Business

COLUMBIA UNIVERSITY :New York, N.Y. FceERTApril 26, 1978 5 fies

a) Tae

As you hardly need reminding, American industry and indeed all ofour institutions including especially government have grown largerand more complex in recent years. News sources have become moreprolific, communications have become instantaneous; and issueshave become more public. One result of all this is to make itincreasingly difficult for the average citizen to understandissues of public policy in any great depth. This seems to be par-ticularly true when technology or economics is involved, and eventruer when both are involved. i
If ve in business are to retain our franchises, we-had betterrecognize that this situation places a special obligation on usto share our particular knowledge with the public:so that it mayunderstand these complex issues. =
The issues swirling around the oil industry today with respectto adequacy, security, and Cost of supply seem to'be of just sucha nature. They are caused largely by the fact that this countryis passing from a watershed characterized by ample, cheap, andseemingly endless energy supplies to one characterized by expensiveand linited supply and actual shortages. The transition has beenaccelerated by the growth in demand, which has often been quite
sharp and, of course, on a larger base each year. --
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25 ve move from the old era to the nev, our conduct Both witnis

) our boundaries and among our worldwide trading partners must change

to reflect the changing conditions. It is difficult enough for the

average person to see and comprehend the changes taking place. It |

is especially difficult to see and understand these forces at a |

time when emotional issues mask the greater issues forcing the |

change...

[As to what Mobil 0il is doing to explain complex subjects and

help people make the decisions that will best serve the country

as a whole...] ve are carrying to the American, people issues Of

public policy relating to our business of supplying energy. 1

an under mo delusion that Mobil is the only company, of eTeh the

ots Sorry earagioy infsuch 5 dialogs. Nopidol! naineis

that we are necessarily doing a better job of it than anyone else.

Mobil's program started because about two years ago Sic of us

in the company decided we had views on some topical subjects that

ve should communicate to the public.

How do we go about it?

We make speeches, which we sometimes print and distribute. We

try to engage politicians, reporters, editors, and publishers
in dialogues, and we meet with people in television and radio.

We distribute a number of television film clips each year,
running about a minute to a minute and a half each, to 100 TV

~ og bores the country, and we reach several hundred radio

Stations every month with recorded interviews of about three
minutes each. We also use spot advertisements on radio.

One of the most effective ways we have found, however -- at

east in New York and, I suspect, elsewhere as well -- is tobuy

advertising.space. We have found it totally ineffective torely

on letters to the editor to rebut even ‘the most misinformed

Seporting. No letter can compete in timeliness or impact with
IP adverss headline, no matter the retraction later made. Even
news releases are of limited effectiveness.

Specifically, we publish a quarter-page advertisement every

Thursday, year-round, on the page opposite the editorial page

5% The New York Times -- called, as you might surmise, the op-ed

page. The space the Times has made available to advertisers in

PSE part of thepaperis the only advertisement appearing on
hotePivo facing pages. Thus it has high visibility. The space
oSarge enough for essay-type ads and is an integral part of an

Ie toria1 “section that is "must! reading for opinion leaders,
policy-makers, educators, journalists, legislators, business

PO¥ives, and intellectuals. Our messages there are often
Re the nature of paid editorials than advertisements...

We have taken the offensive -- but tried not to be offensive in

3 Hing it = on such subjectsas the energy crisis, the need to

> conserve energy and ways to do it, the role of profits, the need

one iblic transportation, capital formation, the need for national
energy policies, business as a catalyst of change, and...the costs

ee
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r Fhe Wall street Journal was close to the target when it said,EELHe rushing to have them gaggedis that the oil companies have been making legitimate argumentsWOIthy of being heard."
:--That brin, S me to the biggest roadblock we have encountered --the refusal of nationcr toisssr, networks to sell us time in whichto state our viewpoints on matters of great public import.
When the energy crisis hit full-blown last October, there werevery few Teporters in any media anywhere in the country, outsideFf Oi1-Producing areas and the oil tease press, who knew muchabout oil. Thig was particularly true of commercial television,and Seems still to be true. As a result, we have a very difficultgommunications problem, and we. recognize that. The energy crisisTv norDleX, both in its origins and in its manifestationc, TheIV networks, by their very nature, seldom seem able to do justiceto such a complex issue.... While we are not accusing the networksof bias in their reporting, we nevertheless feel that theirstructural deficiences [limited air time, costs that restrict TVnews! Iesponsiveness, the !'star" system as part of the quest forfatings, lack of specialist reporters for business or energy, andthe hature of television as vigual snteriaimmenc) hace roitlnesto make much of their coverage of oil news inaccurate andmisleading.... [So] Mobil has sought to buy air time for commer-Clals that would convey our point of view io. commercials that wouldgeal in ideas rather than in products. But necworke pave oecirodTo sell us time for many of the commercials me apr submitted.Their position was pretty well summed up in a letter ofFebruary 27, 1973, from the law department of toe Columbia Broad-§25ti0g System to'a vice president of Mobil, from which I quoresu--.it is the general policy of CBS to sell’ time only for thepromotion of goods and services, not for the presentation ofBoints of view on controversial issues of public. importanceCBS has adopted this policy because it believes that the publicWill best be served if important public issues are prebenbeg icformats determined by broadcast journalists...."

I have these comments to make on that.

First, this country was founded in controversy -- hard, openlyexpressed controversy -- and it has remained free and democraticthrough the continuing clash of opinion and of value patecra
Second, if the networks dedicate themselves almost exclusivelyfo merchandising products, via the entertainment route, theymay raise serious questions as to whether what they merchandiseas news is actually just entertainment.

Third, today's energy crisis is controversial largely becausethe media have helped make it controversial by printing andbroadcasting material so inaccurate that anyone with any Know-ledge of our industry would have to disagree with it.

:
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As anyone knows who has followed our advocacy advertising and o

our other external communications, we enjoy being an active
Participant in many arenas, and these two -- education and
Cultural activities —- are important to us and in many veys

are as rewarding as any in which we have involved ourselves.

I might add, with further reference to our advocacy advertising,
that ve believe our outspoken support of the American system of
democratic capitalism is all of a piece with our SUppoXt of
higher education and cultural programs. I am convinced that if
our economic system is destroyed or fatally weakened by the

relatively small but highly articulate elitists who seem bent

on doing just that, whether from ignorance or for whatever

reason, then our democratic society and our cultural imstitu-
tions -- including higher education -- will be imperiled.

4 4 #
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0
This chronology breaks the period since 1970 into five time frames =-

A.) before the 1973-74 oil embargo, B.) during the embargo, C.)

the post-embargo period, D.) the Iranian crisis, and E.) since

then. Attachment
s follow some individual sections, while cross-

references lead to further supporting materials elsewhere in the

volume. Together, these sections review energy, economic and

political happenings in the world and nation, and Mobil Public

Affairs' response to, or anticipati
on of, these events.

®

e
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1. INTERPRETIVECHRONOLOGY

73
A.) Before the Arab ©0il Embargo. 1970:

Background o.5. was little concerned |
As the decade of the 1970s opened, the U-S- E

160s, oil impor
for: 150 Fetes SiEEoy =pYiizes TeagaaD She ET

coiiot ame oF of deat the OUETTISIg eoacsi® Es athe

threat of a flood of cheap oil. 0il imports were restricted by 2

mandatory program, while prorationing in Texas and other states

maintained spare production capacity and a higher U.S. price.

Natural gas prices remained regulated by the Federal Power Com-

mission in the interstate market at levels far below the energy

equivalent of domestic or imported oil prices. Yet thenational

pipeline network continued to grow and expand while gas distribu-

tion companies aggressively sought new customers.

The decline in coal's contribution to U.S. energy was accelerating

in response to a new national concern with air quality, but nuclear

power held the clear promise for the long-term future, and in the

interim low-sulfur oil filled the gap for electric utilities.

The memory was still fresh that America could protect itself
and aid its alli when i 3

ies) oil supplies were disrupted, as during the
June 1967 Arab-Israeli .i li war. The real concern was how production

Ton the 1968 discove: i: ry of oil on the Alaskan North Slope could
be absorbed into the American market.

y
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Then came 1970, a bad year for the U.S. petroleum industry. a ~Slowdown in leasing resulting from public and media reaction to theSanta Barbara oil spil) of January 1969 began to have its impact.Tax reform eliminated most percentage depletion tax allowances for©il. The first of many lengthy regulatory and court proceedings
blocked construction of the Alaskan Pipeline. Construction of all
Sorts ofiensryy facilities became bogged down in lengthy "environmental impact" statements and proceedings, which also compounded
‘the now mushrooming licensing difficulties of the nuclear industry.
Amendments to the Clean Air Act. became law, setting the stage for
added gasoline demand -- a result of the temporary and inefficient
redesign imposed on automobile producers and a prelude to the
longer-term switch to lead-free gasoline.

0In 1971, the federal government imposed emergency price freezes
and controls on the entire U.S. economy, effectively limiting

the U.S. petroleun industry's ability to develop new supplies --
ironically just months after the first signal that OPEC had come
of age. In February, the Teheran Agreement imposed posted

price increases on Persian Gulf oils of up to 25%, bringing most

to over $2 a barrel; in April, the Tripoli Agreement secured

almost another dollar per barrel for Libya.

By the winter of 1972-73, a substantial gap emerged between con-

trolled interstate natural gas prices and free-market intrastate

gas, reinforcing the shift of supplies away from transcontinental 2

pipelines and creating sporadic shortages in several areas of the 9

us.
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2s 1973 unfolded, most producing nations vere climbing Te =

bandwagon started by Libya's initial acquisition of ownershib

its oil-producing concessions. By June: facing Cara EHERERRC

ing oil demands’ (1.8. ‘oil imports increased BY 8 igen in 1972

ant! anotier taizd in 1973) raising’ the import percentage to 36%

of supply), OPEC was able to impose yet another price increase,

despite the fact that the Teheran Agreement was supposed to last

ir peR Ie eS pte dates om (omsELS oil became

tehant dors Conplen Vina HR eeERRpD ED YiRUL GO proses for more

Someta anee RESET SP atPil ha oR) ordcreated.

ant the U.5. ‘replaced mandatory ceilings on the volume of imported

oil with a fee on imports.

on the fevs OF "tie ‘Silbaryd, mational energy policy vas in total

disarray and largely courterproductive. With few exceptions, the

public, government, and the media did not have the basic under-

standing necessary to interpret what was happening and what would

be happening.

Mobil response
By 1970, Mobil was well aware that the U.S. was heading for a

severe energy crunch, but was unable to get this message across

in the newspapers and on television. Lack of understanding of

energy issues was made worse by the overall hostile attitude of

the media to business in general and oil companies in particular.

The Op-EA program was Mobil's prime response for dealing with

energing issues in a way that would assure control of the context
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SR DE newsagent aot the leans time as Op-Eds began (sporadi- -~
Cally in 1970-71, veek1y beginning in 1972), Mobil also made thedecision to provide large-scale funding for quality programs on
Public television, starting with a $1 million contribution (at thattime the largest from any company) and providing a new dimension of
Suality on the airwaves. These two efforts worked together: Op-Ed
2ds vere sometimes used to promote television programs (see I11-5),
and the television programs createda climate of greater receptivity
for the Op-Eds.

In addition, Mobil set about improving its public image by pro-
moting selected philanthropies such as the United Negro College
Fund and the Urban Coalition, and by supporting vocational educa-
tion, jobs for veterans, and similar causes (see III-R). After
these and other, primarily low-key themes in the early days, the
Op-Ed voice grew stronger, sharper when necessary, but still stylish,
in 1972. Op-Eds in the pre-embargo period were primarily concerned
with these themes:

Mass transit: Our initial ad (Attachment 1), in the fall of
1970 was designed to draw attention to Mobil through advocacy of a
cause which an oil company would not be expected to support. Mobil
took the lead among oil companies in calling for a National Master
Transportation Program. Such a program not only would provide

for the highways the country needs, but it would also make possi-
ble adequate public transportation. This was an unusual view for
an oil company but, as we pointed out when ve announced our posi- E

tion in that first ad, "we don't believe the gasoline consumed by
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a car; El 2 Setris anh. te eluant Possible use of2d petroleun resources.

Thesneerettuation: Ads l(sestiti=7) acart witnions need for
Coherent yg SPSISY planning, the loss of incentives for ais-Covetviofirey, natural

i i93s due to unrealistic Pricing and thedangers of over-ysethat resulted from these prices, the needTO get Alaskan of 0 U.S. markets, and the neeq for additionalRehr triy ~~ 31a clear responses to issues alreadyimpending, though scarcely Perceived. These made 1972 ayearOf Op-Ed firsts. calling for a national energy policy, warning©f a natural gas shortage, and linking economic and energy growthto solve social Problems.

Growth: we addressed the need for continued economic growth, forwhich more energy would be needed, as the only way to providehigherliving standards for poor People, both in the U.s. and around theworld (see III-J). We believed this emphasis was extremely impor-
tant in a decade when thought patterns were unduly influencedby
the Club of Rome's LimitstoGrowth-type thinking.

Environment: As part of our effort to get greater U.s. energy
growth, we took issue with the extremists of the environmental
movement who insisted that cleaning up the environment was an
absolute priority, without considering the need for energy/envi-
ronment tradeoffs (see III-F).
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Conservation: Knowing that the U.S. had a serious energy problem, ~

We ran several ads urging greater conservation of energy, particu-

larly gasoline (see ITI-G).

Capitalism: Our ads drew attention to the value of the free enter-

Prise system in promoting economic growth. In a period of skepticism

about business, we explained the role of profits in generating this

growth (see III-K, L, M).

One Op-Ed that deserves special mention was "The U.S. Stake in Middle

East Peace" which in June 1973 argued the need for a peaceful settle-

ment of outstanding Middle East issues (see ITI-Q/Attachment 1).

This resulted in a huge volume of anti-Mobil mail, demanding that we

spell out what we thought was an "equitable" solution of the Middle D

Eastern situation. Sheik Yamani, however, was so impressed with

the ad that he showed it to King Faisal, who asked Yamani to convey

his personal thanks to the Mobil Board. The ad demonstrated Mobil's

courage and, in this case, foresight, since war and the resulting

embargo of Arab oil to the United States occurred soon aftervard.

Read today in the light of what has happened in the Middle East in

the intervening years, the ad seems extraordinarily moderate and

even-handed.

In all of these ads, we concentrated on reaching opinion leaders

in government, the media, and elsewhere, as the key to changing

public opinion as rapidly as possible.
°o

re I
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J During tye Pre-embargo period, our Government Relations people in
3 Washington focused on variety of issues, including natural gas

Pricing, impor Controls, enviromental restrictions, and taxation.The Company continued to argue against further concessions under
the Inpory Controls program, Particularly for small refinerswhichalready enjoyeq advantages over the majors. But theAdministration
Was Sympathetic to the oil industry, ang ©1l industry representa-
tives generally pag Plenty of opportunity to communicate withOfficials ang members of Congress. some issues were resolveqWithoutTancor.

This Comparative calm was felt in Mobil's mediarelations Programs,
where a small pressrelations staff handleq routine queries. One

- major issue at the time was Mobil's operations inSouthAfrica,
where we Were criticizeq by church groups, but the company mounteq
2 Vigorous defense tnrougn exploratory meetings with churen leadersand a special Teport to all Stockholders ©R our operations in that
country.

(

I
n eer—_
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A ; (I-A/Attachment 1
Mericahggth , :Andiheosword sbesthighways

In recent years the United siopeda really oc tates has devel systTaly sioed we tin BLS ET temo ta new
or road building rked specifically Providing foras bulking 8 for our future transportationa needs will require very |ITeNd US travel in this pes ’ reexamine the procedures usedoT untry, with few excep- ae Saas pearlyi decrepit, The ary! expend transportation revenues, Sucha re.Creasing indignities despite paces C5, VIEW May ied te Contam ios sn216planes. igger, faster marked funds are no longer the best approachreater New York i In weighing priorities, no decision -¢  DimmelmuLtoTmOn  epietio semeTio ely ana = fine highwaysofours, especially in angaytySipendableandsin.On the great urban centers, But fe re ta1aKeS 75 minutes 5am Messe co oS td: messtransitcallsiop afte pecaymilesper hour.The33 miles to staruford,o Tong aap) ne has triple the peoplefies ©0 Minutes at 33 mph, The 26 milsto | hearty Of 3 treelane supernighuay.Hicksville, LI. takes 55 minutes at 98 cin. ys ese—in energyconsumptionand inWhen you're on time, 2t 28 mph. money—to move people via mass transit thanYou have to be a stoic with stamina touse pple: |S MSS transit means less airpublic ground transportation fora trip beyond. ~~© hethe commuting range.Fly toanearby city? You energy samme, CONSErVation. Whether thecan hardly get at our congested air terminals, of): returar aos, omni fT Cars, o fueleither by land or air, The fide to or from the. itsderivedsaneyooOFCECHFC power plants,airport Gite takes ong tra Han its derived fromadiminishing natural resource.NIa ati : 3 0 we think all forms of transportation shouldAmericansare agreeably impressed by haat, onsrin mag Loa! Pla for safe, rapa,comfortable, and attractive Subways in forelgn with hesites ses cpr1GPE0Ple—Consistentcities. Intercity trains in other countries mae While Mobil sei ete rc fopourCes:
Sle, Intercly bansin tr coir ml While Mobilsells fuels and lubricants, we
line carries more than 200,Ce om heane consumed by a carday. Clean, comfortable French, German. al- Brotabi is loneing2single passen-
d comfort rman, 881, probably) sthe best possible use of Amor:ian, and British trains regularly attain speeds boarsI ica's limitedpetroleum resources. Our productover 100 mph.European railroadsarealready ought ohl move peop 2100LCtSplanning or building expresses that will do bet- to go. i oyter than 150 mph. To us, that m iYet, inthe United States, new mass transit transit... soon. ~~ &co [@1t for massSit... soon.

This ad appeared in the New York Maes on Gotober 19, 1570© m1 O1Comarnan
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B.) The Embargo, 1973-74

On October 8, 1973, war broke out between Israel and several of
its Arab neighbors, and the U.S. rushed additional military aid
to Israel. Arab oil-producing nations retaliated by placing an

embargo on shipments to the U.S. and several other nations, and

OPEC unilaterally raised posted prices nearly 70% (to over $5 a

barrel). The exporters, sensing the companies’ ability to rear-
range supplies, quickly shifted to curtailing production, so that
nearly 10% of the free world's oil supplies were removed from
international trade during the winter of 1973-74. By year-end,
Posted prices were increased again, to more than $9 per barrel.
By March 1974, the embargo was lifted and production restored.
But the era of ample low-cost energy had ended, and a permanent
change in how nations manage energy supply and consumption had
been wrought. The effects would continue to be felt for a long
time, and throughout the economic systems of the western world.
Actions taken in the U.S. in the heat of the moment persisted
for years. Permanent damage was done to the credibility of the
energy industries because of the lack of understanding of the
issues by the media and government staffs.

Specific actions started with the Administration's hastily con-
trived "Project Independence," an attempt to totally end imports
by 1980. It was proposed in November 1973, the month when the
Emergency Petroleun Allocation Act was signed into law -- a law
that plagued the industry with price and allocation controls
at all levels until its expiration (and amendments to it) in



(1-8/2)

September 1981. Government attempts to reduce consumption by a)

cutting speed linits, eliminating Sunday sales of gasoline,

allocating shipments, and pressuring major oil companies into

husbanding inventories exacerbated the hysteria and the shortage,

even though (in retrospect) petroleun supplies would have been

adequate for demand for that length of curtailment.

Mobil response

In this situation, Mobil ads

-- Continued to stress the need for improved U.S. energy

production and for additional conservation (see III1-G and I).

—- Increased the emphasis on the need for profits, at a time

when the industry was accused of making "obscene profits"

during the embargo, and spoke out against accusations that J

Mobil was cheating its customers (see ITI-M, N).

—- Explained some reasons for the shortages (e.g. that motorists

were carrying much more gasoline around in their tanks, thus

contributing to the difficulty of getting more).

one useful new ad format was successfully used for the first time.

This was "Musings of an oil person,” which enabled us to address a

number of topics in one ad, in a chatty readable style (Attachment 1). |

uring the immediate embargo period, however, Mobil Public Affairs

was essentially on the defensive, as members of Congress and the

press accused the oil companies of rigging the shortage, and

Senator Henry Jackson castigated the heads of the seven largest o

oil companies who appeared before his Permanent Subcommittee on
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»  [PveStisations and insulted them on national television, while
labeling oil industry profits "obscene".

Our Tesponse was to accelerate reorganization of the Public
Affairs effort. This included appointing a Vice Chairman for
Public Affairs, and a policy coordinator whose responsibility
it was to see that the company spoke with a single voice on all
issues. The company also further geared up for an expanded Media
Relations effort, with visits by top executives to newspapers in
key cities, coordinated with the American Petroleum Institute media

program. Efforts were made to get company executives on television
Programs across the country, combating the negative image of the
©0il companies portrayed by that medium.

-
On the cultural front, the highlight of this period was Mobil's

introduction in January 1974 of the Bellamy family to the American

public on Upstairs, Downstairs, perhaps the best remembered of all

Mobil's television productions. The show was eventually to add

seven Emmy awards to those "Masterpiece Theatre" had already reaped

(see III-S).

-
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© atk camion

WSon monies Oil Omeny advertising year of full-page explanations by usThese days E,iniccent overexposure mon't set straight, Hate £0 be on theThe guns, There's =o much oil on defensive all the tize. Arm our topin print. Gulf, Shell management people with facts and getand Texaco all %$he soxace 411 run Tull-pagirs on them on TV pansls end talk shows.Nobi3rs oul, ot Week in the Times. They still look drab mext to aToeaLag, the Op-%d yage every politician making some wild allegationcrition inte) do,Te11do t7Some against us bocuuse he's ruming for4 ads show the something. Doss he have to run on ournemass ¥e conspiring to brainwash backs? Sure he does--as long os thereing opasc: Others think the advertis- are gas lines. What do We tell the guyi, ooluge proves we can't do anything who's boiling mad at us-~in ourCompany ee yeP Sonspire. But an oil ~ station or some other company's--after= 9 tO £ind some way of speak- Waiting two hours for the privilege of425iteBind and letting the public paying $1.10 for two gallons of gas?Shon oisiaSoig on, especiallynon Are we going to tell him e's beenio s are accused o masting energy for years? No way. TellDeing secretive. Have to take risk of hin to lay off those jackrabbitmoving Tom Wicker to nausea over the starts? He'll find that out foraisibiots, self-serving, devious, hizself. That Detroit's neughty formesh ed, self-exculpating, building big cars, that we shouldn'tolier-then-thou, positively sickening have built all those superhighmays,9il comany advertissusnts in which that we're sorry we gave amy all that® ese international behemoths depict glassware? Forget it. Should we remindthemselves as poverty-stricken hin we've been warning for years thatperagons of virtue embattled against a the energy crisis wes coming? He'llgreedy and ignorent world." Tom tums Gow down the pumps and who Would blamea nice phrase, but doesn't he know hin. No, have to focus on the positivewe're frustrated in trying to get things ¥e can do. Tell him we'reinforastion to the public? Try to buy recycling the money he pays at thetize on TV to say something substentive pump right back into oil-findingand the networks clobber you with the  offshors, Alaska, anywhere. Into morefatmess dovtrine. Same with radio. sofinery capaci. Tato oll snale,everal congressmen want the FIC to synthetic fuels from coal, tar sands,require a company to substantiate its  far-out processes in the lab. Dammit,
idea advertising, just as if an idea we're a can-do company in a can-dowere like a new toothpaste. Why don't country. Give usa few years and we'llthey exhuze Madison and sake hin Bake gas lines just a quaint
substantiate the Bill of Rights? Surs, recollection of the mid-70s. In the
we can stick to print media to tell = meantime, try to reason with
our story. But newspapers and Washington against counter-productive
magazines frequently don't understend laws and regulations. Fight the tmo-
‘the complexities of our industry. Only times-two-equala-five logicians who
& fom have oil specialists. And how ° think the same outfit that brings you
many desdly mews releases can we send the U.S. Nail can find oil thres miles
hen before they scream for mercy? under the ocean bottom. Give people
Nuch better to use TV to try to Teach the facts. Give them genuine
the millions whose opinions about oil  informstion. Speak out. Persuade then
are swayed by what Cronkite, 20 listen. Hever bore them. If at
Chancellor and Reasoner say very first we don't succeed, bust a gut
evening. Briefly! In 30 seconds they trying again. No other way. Or we all
en suggest enough wrongdoing thet a end up working for the goverment.

Mobil
his ad appesred in the New York Times on February 28, 197k.
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~ ©) Betweencrises,1972-78

The shortages, as perceived by the public, ended as abruptly as
they started when the President appealed to oil companies to

release their inventories to the maximum extent possible. Clearly,

government had intensified the shortage but the companies got the

resentment for the inconvenience suffered by the public and were

unjustly maligned by the inaccurate and sensational news report-

ing -- reporting that included accusations of "contriving" the

shortage for profit and accounts of phantom fleets of tankers and

barges cruising offshore waiting for prices to rise. This resent-

ment made good political fodder; an estimated 4,000 bills were

introduced in Congress to break up, tax and otherwise penalize the

oil companies.

Just after the embargo ended, the generalized price controls

imposed on all industries were terminated. But petroleum remained

under controls due to the legislation enacted during the crisis.

And these controls then became even more unmanageable; layer

upon layer of schemes began to be created to take care of each

new problem as it arose. In November 1974, the "Entitlements

Program” went into effect, to share access to cheapdomestic

crude among refiners. And, of course, the vested interest

groups began to nibble away at the program, intent on getting

more than a fair share. February 1975 brought the imposition of

an additional oil import fee of §1 per barrel for crude and a

 go¢ fee per barrel of imported products.
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Fanned by politicians, hostility toward the industry continued to -

mount in the U.S. Percentage depletion allowances were entirely

elininated for all but the smallest producers. The fungibility of

the foreign tax credit among the various foreign functions of U.S.

companies was severely curtailed, but only for oil companies. On

October 4, 1975, the U.S. Senate narrowly defeated a measure to

break up the U.S. petroleun companies. And in December of 1975,

the Energy Policy and Conservation Act became law, giving the

President some flexibility in setting crude prices, cementing the

concept of "new" and "old", and most importantly keeping the price

of domestic crude below the cost of imports. With this new legis-

lation in effect, the $2 a barrel crude import fee was removed at

year's end. An attempt to deregulate new natural gas prices passed

the Senate but was defeated in the House by a vote of 205 to 201 in D

February 1976, despite the fact that U.S. gas production had been

declining since 1973 and oil imports were continuing to skyrocket

(they reached their maximum level at 48% of U.S. oil supplies in

1977).

At the beginning of the 1976-1977 winter, the FEC announced that

gas curtailments would exceed those of the previous winter and

reach 25% of total requirements. In its last major action before

its demise, the FEC nearly tripled the allowed price for the latest

finds of natural gas prices from 52¢ to $1.42/MCF and indicated

that in future rulings it would begin using the equivalent oil

price as its standard in setting gas price ceilings. A January

1977 survey by the FEC claimed that gas curtailments had caused lay-

offs of nearly one-half million workers in 7,000 closed factories.
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But by February, the Aduinistration declared the gas crisis over. |

peeusations of withielding naturel gee supplies in the GulZ of

Mexico began to make headlines.

Despite counterproductive actions in many areas, the glimnerings

otlesnsel in nations) energy |poitey beganttol shoes Mn wentAIS74

the ban on development of oil and gas in the Santa Barbara channel

was lifted. In June, the first oil started flowing through the

Alaskan Pipeline. And! in July, the first oil began to flow into

the nation's Strategic Petroleum Reserve.

But these positive developments were far outweighed by the announces

ment of President Carter's National Energy Plan (NEP). The plan

included continued price controls on crude oil; extension of price

controls to intrastate gas; a tax on domestic crude oil to equate

its price to foreign; an excise tax on automobiles that varied

Snversely with fuel efficiency; a tax on industrial users of oil

and natural gas; and a standby gasoline tax. The emphasis was all

on conservation, with nothing for mew supplies. Even coal was

further hobbled when President Carter signed the Clean Air Act

Amendments of 1977, which mandated the use of expensive scrubbers

with all coals regardless of quality and need for cleaning.

In August 1977, the Department of Energy was established, ineffi- -

ciently combining regulatory, administrative, and policy functions

. in one agency -- and thus completing the transition of energy

policy formulation and regulation from a small group of several

dozen people operating out of the White House Office of Emergency
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Preparedness in 1970 into a gigantic bureaucracy with many thousands
of regulators.

Adding insult to the NEP and DOE injuries, President Carter on
October 13, 1977, accused oil companies of "seeking to profiteer
and grab money from the U.S. consumer."

BY the summer of 1978, Congress had approved essentially all the
items asked for by President Carter a year and a half earlier,
including the Natural Gas Policy Act. While this act was pre-
sented as a move towards decontrol, it actually established more

than 20 gas price control categories, brought intrastate gas under

price controls for the first time and delayed any significant

deregulation until 1985 or later.
J

As the end of 1978 approached, the U.S. government had done little
to encourage any form of new domestic energy supply. It had not

created a Strategic Petroleum Reserve of any significance, despite

two years of-ample international supplies that would have permitted

acquisition without disturbing the international market. It had

emphasized conservation only to find energy and oil demands higher

than when the embargo began. By the ultimate measure, oil imports,

the nation was nearly three times as badly off as in 1970. The

figures tell the story -- oil imports: 1.2 billion barrels in

1970; 2.3 billion in 1973; 3 billion in 1978, despite the fact that

Alaskan oil had begun to flow in quantity. The fact that for most

of the period from 1975-1978 the real price of imported crude oil bi
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had been stable or declining has been ignored, and the opportunity
to take advantage of this breathing spell was lost. .

Mobilresponse
During this period, Mobil's total Public Affairs effort was geared
to counter hostile sentiment in Washington and in the media. In
addition to continuing our Op-Ed program with continuing emphasis
on the need for growth in energy and the economy (see III-I, J),
we were called upon to respond to a variety of new attacks.

Of these, the greatest threat was the series of moves in Congress to
break up the 18 largest oil companies into separate exploration and
producing, marketing and refining, and transportation units. In an
emotional anti-oil company atmosphere, Mobil took a prominent part,
Both on its own initiative and in cooperation with the API, in beat-
ing back this threat.

In the crucial hearings before the Senate Judiciary Committee's
Subcommittee on Antitrust and Monopoly, Mobil played a key role in
lining up witnesses to show in Congress and the media that divesti-
ture could not reduce oil prices, but on the contrary would cause
serious economic, political, and strategic problems for the United
States. One of these witnesses was Mr. Tavoulareas, for whom Public
Affairs prepared testimony and briefing material. His testimony was
reprinted by Public Affairs and widely distributed in a booklet
entitled "Why Divestiture Won't Work" (see Attachment 1). Public
Affairs also produced a briefing paper, rebutting charges against
the oil companies in detail, which was used by Senators opposed to
divestiture.
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a
We also helped produce testimony for Mr. Massad before the House

Judiciary Committee on the joint venture aspect of divestiture,

with the result that committee staff members asked for a meeting

With Mobil, where ve explained how prohibition of joint ventures

would seriously impact on our operations, particularly in the Mid-

dle East. The same staff members also asked to meet with Mobil on

the whole divestiture issue. Those discussions helped contribute

to a report by the House committee on horizontal divestiture favor-

able to the oil industry.

Mobil also backed up its efforts in Washington with a strong

public relations effort to convince the public that vertical

divestiture made no sense. The effort included Op-Ed ads (see

1I-C/Attachments 1a to 1i), "Observations" columns, tours in which D
top executives visited 21 cities in 18 states, special TV appear-

ances by Mr. Schmertz, 160 talks given by the Speakers' Program

by volunteer employees, and the placement of by-lined articles in

newspapers and magazines. Gradually it became clear that divesti-

ture was indeed a non-solution to the problem of increasing energy

prices, and the issue was left to simmer on a back burner where it

still sits.

Mobil Public Affairs also played a prominent role, both indepen-
dently and in close collaboration with API, in defeating the equally
ill-advised proposals to prevent oil companies from diversifying
into other enery source development, or to make them give up their

LLna je Mr. Schmidt and later Mr. Schmertz, chaired the 2
Committee of Industrial Organization of the API, which coordinated
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| the oil industry's effort to turn back Congressional pressure for

horizontal divestiture. This issue, too, died in Congress as it

became clear that prohibiting oil companies from investing in other

energy sources would deprive the coal and other industries of
needed financial and technical resources.

Mobil also engaged in dialogue with others who proposed a variety
of inadequate solutions to the nation's energy problems. Prominent

among these was our criticism of the Ford Foundation's energy study,

ATimetoChoose, that urged conservation as the primary thrust of
energy policy, and attacked the oil industry for allegedly gaining

all kinds of subsidies at the consumers' and taxpayers' expense.

That study's strongly pro-conservation stance led to a change in
our own Op-Ed statements, to argue now that "conservation isn't
enough" (see III-G).

Similarly, we criticized a proposal that OPEC nations should be

encouraged to break their "cartel" by being asked to submit sealed
bids for imports into the U.S. energy market -- a proposal which
was obviously impractical in a period when the U.S. was greatly
dependent on OPEC for a large proportion of its imports.

The emergence of soft energy technology as a major issue in this
period led to Mobil efforts to put the energy issue inperspec
tive, by explaining that solar and some other technologies would
not make a major addition to U.S. energy supplies, at least not in
the near term.

BEOU ——
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During this period, we also tried to reach out to organized labor ~

With a series of ads stressing the point that business and labor

shared a vested interest in continued economic growth, and that

labor should therefore favor greater U.S. energy development.

These ads, however, ran into difficulties when labor publication

editors balked at subjecting union members to advocacy advertising

by a leading company.

Also, Congress's anti-business mood led to enactment of measures

to combat the Arab boycott of goods produced by companies vieved

as favorable to Israel. A good deal of misinformation led to the

writing of bills in Congress that would indeed have prohibited

imports of Arab oil into the U.S. at all. By drawing attention

to this issue (see I1I-Q), and by making our views known in D

Washington, we were instrumental in getting a less onerous,

although still unsatisfactory, bill that was passed into law.

In our print communications, this period was characterized by the

introduction of innovative techniques to get our messages across.

The year 1975 was proclaimed by Mobil as the "Year of Energy Action,"

(YEA), with Op-Ed ads, magazine ads, accompanying booklets, and spe-

cial publications all spelling out the theme (Attachment 2). During

this time, we ran several series of Op-Eds, urging the formation of

a coherent national energy policy (Attachments 3 and 4). In an

attempt to freshen our basic energy messages, we fashioned some

novel campaigns -- fables in 1976 (Attachments 5a-d) and "Energy

Mysteries? in 1977 (Attachment 6). (In 1980, TV commercials based Oo
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On these fables and a later series attracted a great deal of |
attention, much controversy, and two "Clio" awards.)

This period also saw an intensified battle between Mobil and tele-
vision on the whole question of a company's right of access to
the airvaves. Television's biased reporting of events during the
Arab embargo, including failure to permit oil-company executives
to explain what was really happening, led to a Mobil campaign to
9°t Paid ads on television. But, despite even an offer by Mobil's
president to pay for rebuttal ads if Mobil could get across its own
message, the networks insisted that their own journalists should
determine what views would be presented (see 11-B/Attachment 6).

o Mobil did successfully counteract some biased TV reporting by taking
out full-page ads in the print media to dissect TV correspondents’
inaccurate reporting. Perhaps as a result of this tactic, irrespon-
sible IV reporting of energy news on IV has considerably diminished.

In this regard, the Op-Ed program was reinforced by the start of
the "Observations column (Attachment 7), appearing in newspaper
Sunday supplements. In a relaxed way, these columns got across
Mobil's major themes, not only the need for energy but the need
for less regulation (gaining much of the initial publicity in the
U.S. for Murray Weidenbaum). The program was gradually expanded
to reach close to half the households in America.

€ In all, considerable progress was made. The New York Times, in
particular, began to recognize that Mobil had a position worth
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evaluating on some energy issues, and some ads caused newspapers 5

to clarify their views, making them more in alignment with Mobil's.

On occasion, there were actual dialogues between newspaper edito-

rials and our Op-Eds (see ITI-B).

Mobil's efforts to get across the company's messages in Washington

and to opinion leaders through the print media were supported by

a major program of media "blitzes" in which top executives criss-

crossed the country, appearing on television and meeting with

the press, with heavy backup support from Public Relations. For

example, three blitzes were conducted between 1975 and 1977, on

Mobil's proposals for a National Energy Plan, on the divestiture

issue, and on the topic "Is America Running Out of Oil and Gas?"

This last involved 23 senior Mobil managers, who visited 29 cities D

in 21 states, calling on 30 newspapers and appearing on 69 tele-

vision shows and on 68 radio programs. The first two blitzes

included visits to 90 newspapers and 450 radio and TV news shows.

Also in this period, Mobil began to produce on a regular basis

Public Service Announcements in which third-party commentators

spoke on issues important to Mobil such as profits, gasoline prices,

offshore drilling, federal lands, and environmental protection (see

II-B). About 175 stations regularly carried the messages (without

charge to Mobil), reaching about 20 million people. The company

also produced two-minute news clips in which Mobil people discussed

important issues, and these were picked up by many stations across

the country.
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© Press relations vere also greatly expanded during this period.

Mobil put special emphasis on getting adequate responses to any

INQUITY as fast as possible, with top executives being aware that
Our credibility depended on giving quick, full, and honest answers.

Mobil also set up a Speakers Program, in which company executives
around the nation were encouraged to speak out. They were supported
by pattern speeches written on important topics by the Public Rela-

tions department, and by a bi-weekly newsletter with information on

energy issues and backup materials. Some 250 executives received
these materials, and used them to good advantage in addressing
Kivanis, Rotary, and other civic organizations. New speakers

_ received professional speech training.

Mobil initiated a new program to make its own employees more
aware of the issues, and to supply them with information needed

to enable them to respond to criticisms of oil companies. This

program included:
-- Executive Forums, in which top company executives were

invited to respond to questions from employees. In crisis.

periods, the company conducted as many as 10 of these a year.

Highlights of executives' responses were videotaped and made

available at company headquarters, in the field, and in some

cases overseas. Also, special programs of interest, on such

topics as Mobil's operations in the Middle East, profits,

~ and the gasoline shortage, were videotaped and shown to wide

audiences.
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== A wall poster program, in which information on company -~ |

activities and events of interest was regularly maintained.

Topics have included divestiture, profits, the need to get

Tid Of excessive government regulation, and the role of alter-

nate energy sources.

== The company's regular employee publication, Mobil World, has

since 1976 included a feature known as "Playback," in which

a selection of anonymous employee inquiries and management

. responses are printed. These are only a few of the 1,000 or

So questions a year handled in the full-scale "Playback" pro-

gram of Employee Relations.

-- Distribution of news releases and other materials in the head-

quarters lobby, and a program of mass mailings to the field

to alert employees to imminent problems, so that they can >

express their views to their Congressman and Senators if they

wish. A publication, Making Your Voice Heard in Washington,

was developed to aid them in their letter writing.

Investor relations were also greatly upgraded during this period,

with Mobil taking the initiative to establish far greater personal

contacts with key analysts and portfolio managers. Whereas during

1960-75 the company scheduled only occasional meetings with the

financial community, from 1976 onward company representatives met

with various analysts and portfolio managers on a frequent and

increasing basis. Activities have included a regular luncheon

program, in which senior executives meet with key analysts in New

York, and regular visits to selected analysts and portfolio man- -

agers around the United States and in Europe. As a result, Mobil
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is perceived as a company which keeps up its contacts with the |

© investor community in both good times and bad, as contrasted with
some companies which are thought of as communicating only when the

company is doing well. A variety of articles in the business

Press, such as Finance Magazine (Attachment 8), also attest to

Mobil's improved relations with the financial community.

This heightened effort to get across Mobil's viewpoints on major

issues was supported by a great expansion of the company's cul-

tural programs, both at home and abroad. Besides continuing to

support Masterpiece Theatre and putting together an informal

network to show quality drama on commercial television (see III-S),

Mobil also increased its sponsorship of art exhibits, catalogues,

o and community projects, in which Public Affairs wrote or produced

backup art and culture ads and promotion. The company supported

nmuseuns through its popular Summergarden program at the Museum of

Modern Art and other efforts, essentially using Mobil funds to keep

nuseuns open additional hours. A noteworthy development, in this

period of oil-company unpopularity around the country, was that in

1975 cultural events were sponsored and promoted in many scattered

locations where Mobil was represented: Torrance, California,

Anchorage, Alaska; Philadelphia. ..not just New York and Washington

(Attachment 9a-e).

These cultural activities were extended overseas with booklets and

filnstrips designed to buttress Mobil's operations abroad. Thus

in a period when Mobil was concerned with increasing its access to

incremental supplies of Saudi Arabian crude oil, Mobil produced a
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Within the United states, Public Affairs cooperated with Hobil
Foundation in determining what programs in the field should

receive company financial support. Under this effort, some 60

managers in the field are encouraged to forward nominations for
the support of cultural activities. Besides being good citizen-

ship, this program helped improve Mobil's image in periods when

we were under serious attack.

Outside its regular Public Affairs activities, Mobil also

strengthened relations with influential "think tanks," which

began to issue an increasing volume of materials questioning the

nleft-of-center" wisdom of the time. These institutions included

the American Enterprise Institute, the Hoover Institution, and the

Heritage Foundation. By so doing, Mobil indirectly participated

in changing the national climate of opinion, which manifested

jtself in the 1980 election. These activities also ge by

8 a
giving Government Relations staff early access to sever: y

esa
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0 eXecutives in the present Administration, since they

from these organizations.
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@ DO) Ihe Iranian Crunch, 1978-80

One month after Congress approved a law extending price ceilings

to intrastate natural gas, a strike by Iran's oil workers began

to affect that country's exports of crude. But this was largely

obscured in the public's perception of energy by reports of unre-

lated spot shortages of some grades of gasoline (due to the workings

of the allocation mechanism) and claims by the Department of Energy

that oil refiners had been overcharging for home heating oil since

price controls loosened two years earlier. The stage was set for

Ayatollah Khomeini. In December of 1978, OPEC announced a plan to

increase by April 1979 the price of marker crude by about $2 to

° $14.50/barrel, sensing strong worldwide demand and trouble in Iran.

By January, Iranian oil exports had fallen to zero, depriving the

western world of 5 million barrels/day. By late February, the

Iranian cutoff began to affect U.S. refiners. Gasoline lines began

to spring up again in some areas of the country, while other areas

had a surplus of gasoline shipped there under the mandates of the

allocation program -- a situation that was to prevail through June.

From New Year's Day 1979 to New Year's Day 1980, the price of

world crude oil doubled. This time price increases had a tremen-

dous impact on demand and as demand fell other nations (especially

Saudi Arabia) increased production. The U.S. shortage's hysteria

®@ spring of 1979 quickly faded; indeed, it is difficult to

determine just how much of a shortage occurred in the U.S. during

that period -- especially since the inconvenience felt by the public



(1-D/3)

and costly and the countries of the less-developed part of the

® world have been the least able to cope. The price escalation

surrounding the Iranian supply curtailments seem to have created

new recessionary and conservation effects at the very time the

longer term conservation effects of the 1973-74 price increases

were beginning to become apparent. The result has been a sharp

curtailment in the free world's demand for crude oil, a curtail-

ment which focused entirely upon OPEC.

Mobil Response

Although the Iranian crisis led eventually to government measures

to decontrol oil prices, it was also a period of new and in some

ways unprecedented attacks on oil companies.

- F Mobil's major effort in this period was directed at obtaining

changes in the proposed Windfall Profits Tax legislation, which

in its original form consisted almost entirely of punitive tax

on oil companies without any incentives for increased explora-

tion and production. In this effort, Mobil parted company with

the rest of the oil industry by urging that oil still to be

discovered should not be subject to such a tax and should be

free of price controls and that, if the U.S. government agreed

to this, we would be willing to forego decontrol of existing

reserves beyond increases for inflation.

-- Public Affairs backed up this Mobil policy by explaining the

company position to many who thought we simply favored con-

trols, and by a campaign urging employees and annuitants to

® write to their Congressman and the House and Senate leadership.
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@ ile developing these themes, ve continued to urge a retum to a

free enterprise economy, and to discuss what energy prospects would

be if a free market were to be restored.

The company maneuvered around the TV network boycott of advocacy

ads in 1980 when we arranged to have our issue-oriented "Fable

commercials aired on 54 independent stations and network affiliates

in the top 50 markets comprising what we called the "Mobil Showcase

Network!. The messages reached about 22 million people and were

the subject of a Time magazine story because of the uniqueness of

the approach.

Also in this period, Mobil took out full-page ads criticizing CBS's

@ coverage of our third quarter 1979 profits (Attachment 1). To

help improve coverage of our fourth quarter and year-end earnings,

we distributed to the media a detailed background paper called

Earnings in Perspective," and invited television people to inter-

view company executives. The company also issued a nine-page press

release describing our earnings. These efforts paid off with gen-

erally improved press coverage, and ABC-TV network news and Channels

5 and 11 in New York ran objective stories.

In this way, Mobil was able to draw on the credibility established

in the years since the 1973-74 embargo to gain much more under-

standing from the media in the new Iranian crisis. Other programs

in place, like the employee communications program and the Speakers

® Bureau, were also valuable in getting across Mobil's messages and

combatting new unfounded attacks on the oil companies.
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o E.) The Emerging Glut, 1980-today

Since 1981, a major change in the world oil position has again

taken place. Price-induced conservation (after the shock of the

near tripling of prices since the Iranian revolution) and reces-

sion have cut demand all over the Free World. Production had

increased rapidly outside OPEC, especially in the North Sea and
Mexico; even in the U.S. the downtrend in crude output has been

halted, at least temporarily. Inventory change also alters

the balance of supply and demand: after the crisis cooled in
mid-1979, the expectation of continued price increase and short

supply provided a powerful incentive to build and hold inventories
which delayed through much of 1981 the appearance of glut. Now

@ vith prices weak and interest rates high, the incentive has

reversed, possibly prolonging the glut. There are only limited
data on Free World inventories, largely those held by major oil

companies and governments; there are almost none for inventories

held by end-users of petroleum products. Yet, the fact is clear:

OPEC production has been cut back by more than a third in the

past 2% years.

These then are the uncertainties that must be faced by policy
makers and planners. How much does price reduce the usage of oil?

How much is it due to deepening recession? Can OPEC become a real

cartel enforcing production curtailment? How much incentive should

be given to non-OPEC energy production? How much, at what price,

® and who will pay for strategic inventories? Should we develop

plans to manage another crisis, and how can we do so? How much
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attention should be paid to the long term when resources, such as ®
oil, will become scarce through depletion instead of politics?

One answer was given by the Reagan Administration at the start
of its term: It is better to err on the side of oversupply. In
January 1981, crude oil and products were decontrolled. For a
brief instant prices rose and allegations of profiteering, manipu-
lation, and gouging again arose. Soon, with excess refinery capacity
and world crude oil in oversupply, competition began forcing prices
down -- vindication for the free market. This, however, is a lesson
that even the Reagan Administration is not yet ready to put fully
into practice, and one that those who oppose expansion of domestic
energy by private enterprise still largely ignore. For example,
approaches to speeding decontrol of natural gas have been delayed ®

or aborted by partisan election politics.

Many other issues of national energy policy and security remain
unresolved -- hampered not only by fundamental political problems
but also by a still too low level of understanding of energy supply/
demand dynamics by the public at large, the media, and policy makers.
Dismantle the DOE? Yes, but the how of it stymies efforts to make
both policy formulation and regulation more effective. With falling
world crude-prices, proposals abound to impose an import fee, moti-
vated more by the need to raise tax revenues than by consideration
of domestic supply, equity, or effectiveness.

similarly, the program to fill the Strategic Petroleum Reserve &
is threatened by questions of cost and need for it, with little
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@  rooollection of the opportunity lost just prior to the Iranian
cut-off. On the other side, how and when to release oil from

it in an emergency, is questioned by those who would use it as
an instrument of control of the private sector and those who

seek to carve out special privileges for themselves. This is an

issue that has had greater prominence as "Emergency Preparedness!
legislation: After a year's debate Congress passed the legisla-

tion recently vetoed by the President who claimed he has enough

authority already. But is the U.S. really better able to handle
the next emergency since gasoline rationing is not on the books

any longer?

A host of other key issues, some valid and some contrived to take

@  colitical advantage of anti-industry sentiment, are on the current
agenda. Of the former, regulatory reform and constructive changes

in the Clean Air Act, which is up for renewal, are important to

domestic energy supply development. Of the latter, attempts to

legislate divorcement of oil company marketing functions and

"open supply" for branded service stations, are indicative of

unconstructive, but politically productive, schemes.

On a more general level, the question of relations with the key

foreign suppliers -- including Mexico, Canada, and Saudi Arabia --
is not handled consistently or with adequate regard for supply

security; the excessively emotional debate over the AWACS sale

2 example. Canada complains about the U.S. burning too

much coal while it acts against expansion of its oil production.
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Imports of natural gas from Mexico become hostage to arguments ®

over emigration and nationalism.

on an even more general level, the whole issue of the measurement,

adequacy (or as some still say: excessiveness), and role of prof-

its in the development of new energy supplies remains a subjective,

rather than objective, dilemma for national policy. Activists who

believe company profits are excessive still protest in front of

0il company headquarters and get good coverage on the evening TV

news.

On the most general level, that of the national economy, oil pro-

ducers and consumers have become attractive targets for new taxes

in a time of recession and unacceptable federal deficits. Such ®

ideas need careful examination not only for potential revenue,

but also for the impact on demand and supply incentive. Also, the

foreign tax credit is again under assault -- this time in the guise

of a "minimum corporate tax" -- despite its effects on the position

of U.S. companies in an extremely competitive foreign market

and the role these foreign operations play in U.S. supply security.

Looking back to pre-embargo 1973, many of the issues of emerging

national policy and the state of public attitudes 100k much the

same. Most distressingly, oil imports as a share of domestic

supply are also about the same: 36%. How will resurgent energy

demand be met when the U.S. economy emerges from recession, as

well as in the 1990s? With what security, cost effectiveness, ®

environmental impact, and by what kind of institutions?
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@ lobil Responce

In a radically different political climate, Mobil has begun to

realign its public affairs efforts so as to address many new

problems, as the world enters a new energy era.

One new major emphasis has been our efforts to strengthen the hand

of the Administration as it has made determined strides towards a

free market in energy and in the economy generally (see III-E). So

we welcomed this new regime, and highlighted the beneficial effects

of crude oil decontrol on U.S. oil production. During the ongoing

controversy over the proposed budget deficit, we urged constructive

steps to minimize the deficit by delaying tax reductions and some

defense expenditures, and imposing a tax on decontrolled natural

@ ac, but not on gas yet to be found.

In this period, in which Mobil has made two major attempts to

improve its crude oil self-sufficiency through purchase of other

oil companies, we have forcefully presented our views in Washington

while exhausting legal and financial remedies. Advocacy advertising

was sparingly used in this effort, since success essentially hinged

on legal interpretations rather than public opinion. We did, how-

ever, use in ads and a letter to shareholders a W. P. Tavoulareas

article in The New York Times (Attachment 1), in which we noted

after the Conoco/Marathon failures that the interests of company

shareholders have been shortchanged in the maneuvering by company

o executives to avoid takeover of their companies and enrich them-

selves.
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We have continued to speak out in favor of constructive moves ®

towards peace in the Middle East.

We have forcefully presented our views on some issues that are

unresolved. For example, we have urged changes in the Clean

Air Act Amendments, which we believe would be cost-effective

without endangering environmental progress already made. We

made another effort to explain the basics of the foreign tax

credit, which is still imperfectly understood by the news media.

Our Government Relations efforts moved into several new fields.

The company expended considerable effort (including an Op-Ed ad)

to support the Administration's efforts to achieve passage of the

controversial AWACs legislation so that these planes could be ®

sold to Saudi Arabia, and this effort was acknowledged by senior

Administration officials to the general manager of Government

Relations. GR arranged meetings for top Mobil executives with

members of the Canadian embassy and the ambassador to discuss

aspects of Canada's National Energy Plan which seriously impact

on Mobil. GR has also taken part in efforts to adjust the status

of aliens of exceptional ability, when the company would benefit

from their presence in the U.S.

In Investor Relations, special emphasis has been given in early

1982 both to appraising the financial community of the severity

of market conditions prevailing during this period of crude supply

imbalance (so that investors|will not be unduly surprised ty finan @

cial results when issued), and to re-emphasizing Mobil's underlying
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e strengths, both upstream and downstream (so that investors do not

underestimate our longer-term strengths).

This year, Investor Relations has set up meetings for Messrs. Warner

and Tavoulareas with investment officer groups of several large

institutions in New York, and for Messrs. Massad and Murray with

oil analysts in Boston and New York. The Investor Relations group

has also met with institutional investors in 12 major cities.

Special brochures on our upstream and downstream strengths are

being prepared for distribution to analysts and investors through-

out the U.S. and Europe. (See II-E)

In its cultural activities, Mobil undertook a significant venture

@ in 1981 by supporting amateur athletics (see I1I-T). In a period

of rising costs, and when American athletes were deprived of the

opportunity to appear in the Olympic Games in Moscow, Mobil is
underwriting the USA/Mobil Indoor Track and Field Championships,

held at Madison Square Garden in New York. Mobil's sponsorship

of these events has generated a great deal of favorable press

coverage.

Continuing its support of Masterpiece Theatre, Mobil sponsored
such dramas as A Town Like Alice and a major documentary on

evolution, Life on Earth.

We hope to increase our corporate giving in areas where the poor

® directly benefit, responding to the President's appeal to business
to help in areas where Federal aid has been reduced or eliminated.
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This will be a very selective process in which we will seek out °

the effective, visible and imaginative.

As other new issues are formulated, in a period of chronic eco-

nomic and political difficulty around the world, we will continue

to address our various publics in a provocative and, we hope, use-

ful way. We will increase our activity at the state and regional

levels, to which some of the energy action is now shifting, to

insure that Mobil is fairly treated. We will continue to present

Mobil to the investment community as a company of improving poten-

tial, aggressively seeking to improve its crude oil position and

diversify into alternate energy development as this is economically

justifiable. We will continue to keep shareholders and employees

especially well informed on public affairs matters, recognizing the  (@

value of their support.

44
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@
Part II organizes Mobil's Public Affairs activities by the publics

addressed -- A.) opinion leaders in general, B.) the media, C.)

federal and state officials, D.) the general public, E.) the

investment community, E.) Mobil's own employees, and G.) foreign

governments. The focus is on the overall impact that our programs

have had on these publics; where appropriate, a description of cur-

rent or recent activities is included. Attachments generally follow

each section, with some cross-references to other sections.

®

®
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Inpacton OpinionLeaders

® Since Mobil began its various expanded Public Affairs programs

in 1970, the views of the majority of the American people on

certain basic issues -- like the role which government should play

in our society, or the best way of assuring the nation of an ade-

quate energy supply -- have changed drastically. This change has

come about largely because "opinion leaders" -- those people and

institutions that influence the thoughts and actions of others --

have changed their perceptions of national needs.

In helping change these perceptions, Mobil can claim to have

played a significant role. Our Op-Ed program and our support for

"Masterpiece Theatre," in particular, have enabled the company to

@ become part of the "collective unconscious" of the nation, as the

changed views of opinion leaders have gradually molded general

public opinion.

Who are the nation's opinion leaders? They include members of

government, at the national, state, and local levels. The

nation's powerful news media -- print, radio, and most of all

television -- are among the most influential opinion leaders.

So are members of the academic community and the "think tanks"

that generate new ideas which may eventually become part of a

national consensus. And so are concerned businessmen who speak

up on issues they know about -- as well as representatives of

church groups, consumer groups, environmental groups, and others

® Who have opposed business interests.
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The impact which Mobil's Public Affairs programs have had on two ®

main groups of opinion leaders -- government and the media -- are

documented in greater detail in subsequent sections. But some

indication of that impact is afforded by some highlights excerpted

here:

° Intensive efforts by Mobil through the Government Relations

Department, in conjunction with other companies and the

American Petroleum Institute, succeeded in beating back

attempts to break up major oil companies in the wake of the

Arab embargo, and also to turn back later attempts to pre-

vent the companies from diversifying into alternate energy

development.

®
© Senator Russell Long, then the powerful chairman of the

Senate Finance Committee, thought so highly of a full-page

Mobil ad criticizing President Carter's energy plan that

he distributed copies to every member of the Senate.

° surveys have shown that newspapers, magazines, and television

editors give Mobil higher credibility ratings than they do

other oil companies, and that they regard Mobil more favor-

ably than these companies. The surveys show that Mobil

materials receive more direct attention from editorial

writers, and that they are read, circulated, and used as

reference sources. ®

© Columnists and others with viewpoints from right to left

have enthusiastically (or in some cases reluctantly)
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expressed support for Mobil views (or at least admiration

® for the company's outspokenness). (See Attachment 1 a-e for

details.)

° Cartoonists, whose stock-in-trade is presenting humorously

social and cultural developments of which the public is some-

times only dimly aware, attest to the extent of Mobil's impact

by poking fun at our cultural programs and stances on the

issues (See Attachment 2 a-c).

But media and government representatives are not the only opinion

leaders with which Mobil is concerned. Other companies and leading

banks have recognized the value of our materials and the validity

Ootysskivsen zerzints Even tnlenallioms Renate

are opinion leaders -- the local banker, farm-equipment dealer,

broadcaster, and more -- and these local leaders were specifically

targeted with a 1978 series of ads in publications of service clubs

such as Kiwanis and Rotary, as well as in the widely distributed

"Observations" column. Over the whole second half of the decade,

the interest of such powerful local opinion leaders was directly

engaged by Mobil's Speaker Program, in which company executives

addressed these service organizations and other local groups. The

extent of this effort -- numbers of talks given and the extent of

Public Relations backup in the form of pattern speeches -- is sum-

marized in the table on page IT-A/4.

@
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@ Besides speaking out on the issues, Mobil executives in Public

Affairs have been called on to serve, in effect, as management

consultants to other companies and organizations on how to run

an effective advocacy or cultural campaign. In the past year,

we have received invitations from such diverse groups as the

National Center for Business and Economic Communication, The

Public Utilities Communicators Association and the California

Savings and Loan League Management Conference. We have been

forced to turn down many requests because of lack of our

executives! time.

Members of the academic community continue to request reprints of

publications and speeches about our Public Affairs programs, as

@ well as copies of our ads themselves. In 1981, for example,

authors, publishers, and colleges (including Princeton University,

Baruch College, the University of Iowa, and the University of

Missouri) asked permission to use Mobil ads as models in forthcom-

ing textbooks; in addition, an untabulated number of requests were

received from graduate students preparing theses and dissertations.

Also in the academic community, requests for materials for use in

classes, and increased willingness to request and hear company

speakers, indicate that Mobil is reaching this powerful set of

opinion leaders -- and future leaders -- in a way unimaginable

a decade ago.

By its impact on such influential segments of the public, Mobil

=clove roel ctor nitzinging lasous elmer move
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rational discussion of the issues that affect us, particularly °
that of energy.

CE
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Opinion leaders in media and elsewhere discuss
Mobil's Public Affairs/Public Relations

New York Times -- July 17, 1981 -- Leslie Wayne

"The Mobil 0il Corporation has made its mark in the advertis-
ing world as a tough media street fighter that has pioneered
an aggressive style of advertising in explaining oil industry
profits, pricing and policy decisions. Public relations

experts have generally given Mobil high marks for its tech-
niques.”

Graham H. Phillips -- managing director at Ogilvy & Mather --
“I'm an admirer of Mobil as a whole. They've taken a cou-
rageous stance on key issues facing us, and as far as I know
they've been effective. Before Mobil's public issues cam-
paign, oil companies took a lot of grief from the press.
Our research into the attitudes toward the company shows

° they've had some success with the managerial segment that
reads their ads.”

George Will, syndicated columnist, Washington Post -- Sept. 11, 1977

"My dying words -- like those of, I hope, millions of
Americans -- will request that the hearse bearing my remains
to burial be powered by Mobil gasoline, as thanks for Mobil's
Support of Masterpiece Theatre on public television."

ABC-TV -- "20/20," Feb. 12, 1981

HUGH DOWNS: So, how much progess is Mobil making, espe-
cially in view of the facts that TV networks
have turned them down?

TOM JARRIEL: Hugh, they're breaking down old barriers every
day. The networks are constantly reevaluating
their policies, Most local stations will run
the controversial Mobil ads. Some ads are
being modified and reaching groups of TV sta-

tions. And the Mobil Showcase Network, as it's
called, will reach the 50 top market TV sta-
tions this year.

HUGH DOWNS: Well, success in this could mean a trend, for
® Companies to sell not only their products, but

also to market their ideas as well.
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i
TOM JARRIEL: We've talked to several otneroil companies 25

ou know that many othe:
Yooxing on with silent admiration at what Mobil

io doing. If there's no major public backlash,
many firms may soon adopt the Mobil style o:
public relations.

Speaking of Mobil's Op-Ed ads in the Times, Tom Jarriel said:

Here, Mobil speaks out in bold and persuasive editorial
advertisements. Each and every week on this page and in 10
other top newspapers, Mobil pleads its case before our
nation's leaders who routinely turn here for opinions. In
these ads, Mobil is not selling oil, it is pushing its point
of view on almost every major issue.

Harvard Business Review, March-April 1978, Louis Banks:

"In the past decade, Mobil management has said what it
thought and felt about public policy on oil companies,
energy, profits, government regulation in general, and
other people's business. These messages were conveyed
consistently and periodically in short, well-crafted edi-
torial advertisements that came to run in most of the
Key metropolitan newspapers as close to the editorial ®
pages as possible. When Mobil management believed media
reports to be wrong, it bought space to name names and
ansver back with factual tartness. Mobil's chairman and
chief executive officer, Rawleigh Warner, Jr., Schmertz,
and others in the company met with editorial boards of
principal newspapers and magazines to debate the issues
affecting the company and the industry.

Subtle shifts in editorial points of view are all but
impossible to measure, if only because they usually are
shrouded in claims of consistency, but I myself believe
that the tone of many columnists and editorialists
changed under the factual barrage. In discussions
of energy matters, the bellwether New York Times,
for one, revealed its awareness of the terse, newsy
arguments in the small Mobil advertisements tucked
into the corner of its op-ed page."

Across the Board -- Randall Poe, September 1980 -- "Masters of the
Advertorial:Mobil's extraordinary advocacy advertising campaign
is still making tall waves":

"If British TV developed the docudrama (part documentary,
part drama) and if Truman Capote confected the nonfiction
novel, Mobil is mastering the modern advertorial,acombina-
Hon cmirloniteaturthsictiie advertisingand lusty editorial (OR
comment.
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® "The company's nervy advertising campaign, propelling Mobil's
views to the world each week, is heading into its (can it be?)
tenth year. Few campaigns, Corporate or otherwise, have pro-
voked such applause. And such attack. But Mobil says it's
on the battlefield to stay, even if some critics are shooting
at its ads as if they were enemy planes.
"Mobil's calculated campaign underlines a major turning point
in corporate communications strategy -- the discovery that the
media are not vague, alien irritants but vital power sources,
to be used."

Marvin Kitman, syndicated columnist, Newsday -- Nov. 20, 1977
UAt the risk of being a sell out, today I would like to thank
the oil companies. As a special Thanksgiving 1977 tribute, I
offer my thanks for past favors and future bounties. May the
contributions multiply. I will be buying an extra cup of gas,
driving the extra mile this holiday weekend in honor of the
oil companies who gave.
"The Honor Roll (in order of contributions to American cul-
ture):

® 1. Mobil
2. Exxon
30 arco
a. oul
5. Texaco"

MarvinKitman, Newsday, February 28, 1982, "Nobil's and other ways
to clear the air":

"Mobil is a zany, off-the-wall, wild and crazy oil com=
pany when it comes to Tv. It does idiosyncratic things,
like running long commercials. In this 30-second age,
anything longer seems like a special. Mobil does two-
and-a-half-minute commercials that play like mini-series.
It is the company that did those fables about economics
and the oil supply situation, which drove many up the
wall. Yet it hired fine dance companies and artists who
never work in Tv. Which makes it a true patron of the.
arts.
"Mobil is the one, also, which does those ersatz newscasts
that fake you into thinking you're watching an NBC or CBS
nevsbreak at 8. The people at Mobil sure are the most
creative thinkers about advertising in the field today:
Bright, innovative, and sometimes surprising -- call it

e showmanship. When it comes to basic showmanship, Madison
Avenue is Dumbsville."
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Christian Science Monitor -- August 1, 1978 ==
; i a.uMobil has made its name synonymous with the best indram

Their communications people are tops at identifying what
inage to promote to what audience, and public TV is part of
that system. If there vere 10 companies in America with t
communications sophistication of Mobil, our problems wou
be solved."

Boston Globe -- April 2, 1980
Most big multinational companies, the IBM's and ITT's andXeroxes, advertise only for 'institutional' visibility, that
is, to maintain a good public image.... Mobil has made thebiggest name with 'Mystery,' 'Masterpiece Theatre,' 'Edwardthe King,| 'Edward and Mrs. Simpson,’ 'Ten Who Dared,' andOther ventures, even though it reportedly spends only about$20 million a year on television, a fifteenth of what Procterand Gamble does."

Nicholas Van Hoffman, syndicated columnist, Washington Post --Novenber 18, 1977

"Mobil 0il is picking up the tab for the Public BroadcastingService's presentation of Robert Graves' 'I, Claudius’. The ®series is so much finer than any of the dull dramatizations.Of harsh fiction on commercial IV, you do yourself a disser-vice if you don't tune in....
!It appears that what PBS has become is a very inexpensiveway £o do institutional advertising to a group with premiumdemographics: high income, high status, high educationaltypes who've been burned by commercial TV too often towatch it anymore."

Dallas Times Herald -- Tom Jory -- 1981
!Mobil has, in fact, spent about $16 million on the ShowcaseNetwork, with notable success. 'Edward the King,' broadcastlast year by about 50 stations, many of them network affili-ates, did well in the ratings. That had to rankle CBS, whichoriginally held rights to the British made series.
"There's no question the link with public TV has not hurtMobil's image.... There has been little adverse reaction toMobil's excessive underwriting on public TV, though PBS hasbeen needled as the Petroleun Broadcasting Service for itsreliance on support from oil companies like Mobil, Gulf andExxon."

eo
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MadisonAvenueMagazine, January, 1976:

"The facts are well known. Mobil foresaw the energy crisis.
Given the long-term problem of petroleum shortages, the core

pany decided St was inappropriate to go on promoting more and
more consumption Of gasoline -- even with a highly successful
‘Mr. Dirt! advertising campaign running on Tv and radio. Pro-

Claiming that the American public must develop 'A newnational

ethic' about using energy, Mobil announced on July 21, 1973

that it was discontinuing its gasoline advertising. This was

more than three months before the events of the October War

and subsequent embargo dramatized the problem, and the fact

that the industrial nations no longer were in control of the

situation.

"Cancelling its product advertising, Mobil did not fall back

into a mute, inglorious silence. Intensifyingthe aggressive

public-affairs stance which the company began in 1971, it has

literally poured dollars into an‘exceptionally coordinated

ange of activities -- designed simultaneously to inform and

influence a wide gamut of audiences and to position the com-

pany as a benevolent cultural force in American society.

Whe spare Mobil graphics adopted by the company in 1966 have

@ been more visible, rather than less. If any company towns"

‘the Op-Ed position in The New York Times, it is Mobil -- run-

ning there every Thursday.Humoristshave had fun with the

way Mobil virtually pre-empted underwriting of public TV....

Commercial sponsorships...have garnered praise for their

quality, while carrying the omnipresent but always low-key
Mobil identity. Perhaps less consciously recognized is the

enormous amount of public relations support which merchandises
all these Mobil programs, and positions, to the country."
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InpactontheMedia

In the 12 years since Mobil embarked on its present public
Telations program, there is strong evidence that its impact on
the media, though difficult to measure in precise terms, has been
substantial and favorable from the viewpoint of the company and
the oil industry.

In broadest terms, this trend has manifested itself in a higher
regard among editors for Mobil's positions and statements, in their
choice of Mobil as the company to interview when preparing energy-
related stories, in Mobil's increased credibility among journalists,
and, in at least one measured instance, closer agreement with
Mobil's positions in the editorial stance of a major newspaper.

f This analysis, prepared for the guidance of the Public Affairs
Department, compared the energy viewpoints of New York Times edi-
torials with those in Mobil's Op-Ed ads since 1970 (Attachment 1).
It showed that over the 10-year period, the Times has altered or
significantly softened its viewpoint to positions similar to Mobil's
on at least seven key energy issues:

Conservation
Monopoly and Divestiture
Decontrol
Natural Gas
Coal
Offshore Drilling
Gasohol..

Mobil's own analysis concedes that "it is impossible to assume
any direct correlations between Mobil's ads and the Times turn-

C abouts, since so many other influences could affect the thinking
of editorial writers." But the evidence indicates that, by
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speaking out on important issues and establishing that all-important

dialogue over the past 10 years, not only with the Times, but with

legislators, educators, and opinion leaders in general, Mobil has

played an important role in affecting the Times' position and

changing opinions elsewhere.

Louis Banks, writing in the Harvard Business Review of March-April

1978, summarizes what appears to have taken place:

USubtle shifts in editorial points of view are all
but impossible to measure, if only because they
usually are shrouded in claims of consistency, but
1 myself believe that the tone of many columnists
and editorialists changed under the factual bar-
Tage. In discussions of energy matters, the
bellvether New York Times, for one, revealed its
awarenessof theterse,newsy arguments in the
small Mobil advertisements tucked into the corner
of its op-ed page."

Building on the original Op-Ed ads, and using other accepted public

relations techniques -- as well as some novel ones, molded to

Mobil's specific needs -- a comprehensive Public Affairs program

has evolved. It includes other advertising formats, such as

"Observations," face-to-face meetings with journalists,’ and media

blitzes" in which members of top management have visited major

cities to confer with editors and appear on local TV and radio.

It is this combined impact, directly on the media or indirectly

through persuasion of other opinion leaders, which has influenced

the media climate.

In a sense, the media themselves acknowledge this with their own

references to Mobil's Public Affairs program. General newspaper

articles making reference to this program rose from two in 1973 to
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41 in 1978. significantly, too, six newspaper editorials about
the Public Affairs and advocacy programs appeared between 1976
and 1978, and five major magazine articles about it were published

during approximately the same time frame. In effect, the media

were talking about Mobil's entry into the national dialogue. Typi-
cal of these were articles published by Fortune ("Public Relations
Isn't Kid-Glove Stuff at Mobil" -- Attachment 2), The Wall Street

Journal (Attachment 3), and, especially, Advertising Age when it
named Rawleigh Warner, Jr., as "Adman of the Year" for 1975

(Attachment 4). A major coup was a 1981 segment of ABC-TV's

"20/20" program, depicting Mobil's Public Affairs activities, more
fully described on pages I1-B/13-14.

One possible way to gauge the response of the media is through

their acceptance of Mobil as a spokesman on energy issues. During

a typical recent week, the Media Relations section handled more

than 100 press inquiries, more than twice the volume four years

earlier. While the statistics may vary from week to week, rela-

tions with the media have been steady and active ‘throughout the

years. One notable example was a front-page story in The New York

Times. It followed Mobil's 1979 Annual Meeting in Kansas City,

at which Mr. Tavoulareas spoke about deregulation of oil and the

Windfall Profits tax, and the Times reported Mr. Tavoulareas'

remarks at length.

‘ Mobil regularly plays host to editorial staffs of key publications

¢ at media luncheons at headquarters. In addition, most of the top

executives, ranging from Chairman Rawleigh Warner, Jr. to other
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key directors and managers, have been on media "blitzes," mentioned D
earlier. In a typical blitz, one of the executives visits a city,
meeting the editorial boards of the leading newspapers and appear-
ing on two or three television or radio programs. Within the
single two-year span from 1975 to 1977, executives talked to 120
newspapers and appeared on more than 200 radio shows and in 360 TV
interviews. It should be pointed out here that none of these media
is under any obligation to listen to Mobil's executives or to pub-
lish or air their views. Obviously, our people were interviewed
because the media had come to expect worthwhile comment from Mobil.

Nor does Mobil seek to overwhelm the media with irrelevant issues
or product publicity. The three major media blitzes were addressed
to issues that demanded an all-out effort on Mobil's part: 1)
Divestiture, 2) a National Energy Plan, and 3) Is America Running
out of Oil and Gas? This selectivity may well be part of the
enhanced credibility Mobil has achieved among the media.

This credibility was demonstrated in 1977 through an independent
survey conducted by Opinion Research Corporation, examining the
attitudes of the news media toward 23 major corporations, includ-
ing Mobil, Exxon, Shell, and Texaco. The sample included 182
editors at major newspapers, magazines, wire services, and tele-
vision and radio stations.

Findings showed that the editors regarded Mobil more favorably than
they did the other oil companies. In fact, Mobil received higher

favorability ratings than most of the 23 companies, including many
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in industries not normally subjected to harsh media examination.

It ranked fifth overall behind AT&T, Ford, Sears Roebuck, and

General Motors.

Mobil ranked second only to Exxon among the oil companies with which

the editors said they were most familiar. Exxon was named by 37%,

Mobil 32%, Shell and Texaco by 20%. However, among a special sub-
segment of 40 editors considered "most knowledgeable" about the
oil industry, Mobil was both best known and most highly regarded.

"Most Knowledgeable" Editors

Best Known Best Regarded

So JL TO

Mobil 73 20Exxon 65 30Texaco 6 20Shell 6 20

Mobil received higher ratings on credibility than any of the other

oil companies. To probe the credibility question further, ORC

focused on the issue of divestiture and asked the editors to name

any oil company that came to mind, not just any of the four being

studied. ORC commented:

"Especially remarkable is the credibility that Mobil
has achieved among thenews media on the divestiture
issue: 35% of editors mention Mobil as doing the best
job of providing credible information, 21% mention
Exxon, while only 4% mention Shell, and even fewer
mention the other major oil companies."

The ORC study included a breakdown of demographics, and the find-

({ ings reflected the special effort of Mobil Public Relations to reach

opinion leaders -- in this case in the media -- in the country's

two main news centers -- Washington and New York. (Journalists also
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[== include dianong fal usroer grous tor opinion leaders in government ~~Etvevsdibyitnel rovanloron: Rereas lars included in the followingSection, Federal and state Officials.) on the ORC question of whichSEReanyiwasiresardselnost Favoratuy, Mobil was rated well above allthe other 22 companies in the survey by the editors in New York, andfione exceeded Mobil's rating with the Washington editors.

In the conclusion of the survey findings, ORC found that the oilnuStry Juproved dts relations with the nevs media during 1976,and it cited Nobil's public relations efforts as a major reasonfor that improvement.

FATE of the problemi with the media's relations With the oil industry"as the lack of expertise in matters of energy prevalent among thenation's newspapers and|broadcasters. There were fow if any “energyspecialists" among the nation's journalists. The embargo of 1973-74caught the media unawares. Those assigned to energy coverage cavedin to rumor, innuendo, and suspicions while rejecting the orderedand logical explanations of the oil industry.

Beailisetiouticolplayiantactivelroletinttnsir eanzation. The media
luncheons were one facet of this effort. Patient attention by the
Media Relations department to journalistic inquiries was another.
Mobil's news releases vere a third. And while the Op-Ed advertis-
ing program was directed primarily at opinion leaders, the
appearance of these messages in responsible newspapers also served
to alert reporters and editors to the kinds of issues they should
address in those critical times.
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* By 1978, this seemed to have been accomplished in large measure,

according to a survey made by a staff member of the American Petro-

leun Institute assigned to Mobil. He canvassed editorial writers

for 52 major newspapers for their evaluation of the materials they

receive from Mobil: selected news releases, reprints of Op-Ed ads,

speeches and testimony by Mobil executives, and Mobil pamphlets and

booklets on various issues. Following are the conclusions drawn

£rom the survey:

1. Mobil materials receive the direct attention of editorial

writers. They are read, circulated and used as a refer-

ence source.

2. The overwhelming majority of editorial writers find the

Mobil materials useful and closely related to editorial

needs.

3. Many editorial writers are impressed by Nobil's public

relations and press relations efforts and by the quality

of Mobil materials. Many feel Mobil is doing "the best

job" among oil companies in stating positions on national

issues.

Nearly all the editorial writers were familiar with the Mobil

materials and were able to discuss particular items in a knowledge-

able fashion. The overwhelming majority found the materials useful

{ and closely related to their editorial needs. Many praised the

quality of the materials, both for style and content. Eleven out

of 52 commented that Mobil was doing "the best job" among oil
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companies in speaking out on issues and was "the most effective -~
in working with the press. They had few critical comments for
Mobil. Most criticism dealt with the petroleum industry as a whole
and suggested a need for more objective, factual materials and less
rhetoric and fewer "self-serving" arguments. Some specific find-
ings:

TT 49 out of 52 editorial writers found the Mobil materials
useful to some degree.

T= 37 OUt of 52 felt that they receive the "right amount! of
Mobil materials. Only one felt Mobil sent "too much" material and
only two complained of receiving "too little'.

TT 39 OU Of 52 felt that the Mobil materials met their editorial
needs. An additional 11 felt that the materials met their needs
"on occasion! or "depending on the issue". Many editorial writers
commented favorably on the quality of the Mobil materials, while
noting that they did not always agree with Mobil positions on issues
and that the materials, by themselves, would not determine editorial
positions.

== ALL 52 editorial writers received some material from petroleun
industry sources: major oil companies, the American Petroleum
Institute, state petroleum councils, or independents and smaller
companies. Eleven out of 52 said Mobil was "the main source of
information on the petroleum industry". Twenty-eight out of 52
reported that materials came from "many oil companies," and eight
of those 28 said the Mobil materials were "the best!.
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-- Asked if they had any additional comments or thoughts on

Mobil's efforts, 11 out of 52 writers remarked favorably on Mobil's

public relations and press relations efforts. They said that Mobil

is the "most active" oil company in "seeking out! the press, that

Mobil is the "leader of the industry" in public relations and com-

munications with the press, and that Mobil's ads are "excellent --

the best material Mobil issues.

While the emphasis in such efforts must, ethically, be on educa-

tion of journalists rather than blatant currying of favor, there
is some value in addressing journalists -- and journalists-to-be --

directly -- i.e., to let them know what Mobil is doing and why the

company is doing it. Typical of this approach were some lively
illustrated advertisements that appeared in the Columbia University

Journalism Review, a publication of the Columbia Graduate School of

Journalism. Each ad invited readers to call Mobil's media spokesman

personally to discuss the energy issues raised (Attachments 5a and

b).

The result of all these efforts to educate and influence the media

was not only dramatized by the statistics of the ORC and the API

staffer's surveys, but also proclaimed directly by The New York
Times on July 17, 1981:

“The Mobil 0il Corporation has made its mark in the
advertising world as a tough street fighter that has
pioneeredan aggressive style of advertising in
explaining oil industry profits, pricing and policy

i decisions. Public relations experts have generally~ given Mobil high marks for its techniques.!

BN ae
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he process of persuasion must begin, however, with the breaking
dovn of barriers to free expression -- and there were two barriers:
1) the relative lack of understanding among TV journalists of the
energy situation and the way the oil industry operates, and
2) access to Tv itself.

This was most vividly illustrated in March 1976, when WNBC-TV
(Channel 4, New York) aired a full-week series of news analysis
segments on oil. It was so rife with misstatements, misrepresen-
tations, and outright falsehoods that Mobil felt constrained to
TePLy on the air. When the station refused such access, Mobil
was forced to respond in the print media, specifically with a
full-page advertisement under the title of "Whatever happened to
fair play?" and better known as the "hatchet ad" (this and other
case studies are included in Attachment 6).

Since access to television, notably the commercial networks, was
constrained, an educational process was in order. In 1974, Mobil
made its first attempt to use network television as a medium for
advocacy advertising. For the occasion, it prepared the following
commercial, focusing pictorially on a stretch of seashore with the
ocean beyond (again, see Attachment 6):

Announcers voice - "According to the U.S. Geological Survey,
there may be 60 billion barrels of oil or more beneath our con-
tinental shelves.
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"Some people say we should be drilling for that oil and gas. Others
say we shouldn't because of the possible environmental risks. We'd
like to know what you think.

"Write Mobil Poll, Room 647, 150 East 42nd Street, New York 10017.

"We'd like to hear from you."

But bland as it was, the commercial was turned down by CBS and ABC.
only NBC accepted it.

With the battle thus joined, Mobil's Public Affairs Department
embarked on a sustained campaign of articles and speeches expound-
ing the belief that the protection of the First Amendment extends
to the corporate voice as well. Over the years, the climate
brightened to the extent that ABC recently decided to experiment
with late-night advocacy advertising -- a logical, though inade-

quate, sequence.

This theme of media access has been argued by the Public Affairs

Department; it published several tracts dealing with the First

Amendment as it applies to the corporate voice, as well as to

articles on that subject in a number of leading magazines and

newspapers. Mr. Schertz and other members of the department

also have given speeches on the subject.

The debate was heightened in 1978, when the landmark "Bellotti"

decision was handed down by the U.S. Supreme Court. While Bellotti
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: Ys.FirstNationalBankofBoston did not involve the oil industry, ~

it dealt directly with the corporate right to speak out on public

issues and opened entirely new vistas to the corporation engaged

in such dialogue. The American Management Association requested

that Mr. Schmertz author a monograph on the relevance of the

"Bellotti" case, and the booklet was well received.

Along the way, other milestones indicated that the media were coming

around gradually to Mobil's point of view. Mobil's series of Public

Service Announcements, in which third-party commentators spoke on

issues such as profits, gasoline prices, offshore drilling, federal

lands, and environmental protection, has been carried regularly by

about 175 radio stations, reaching about 20 million people. Simi-

larly, two-minute news clips in which Mobil people discuss important

issues, have found wide acceptance among TV news Shows.

A major breakthrough came in 1980, when Mobil arranged to have its

issue-oriented "fable" commercials aired on 54 independent stations

and network affiliates in the top 50 markets comprising the Mobil

Showcase Network. These messages, aired in conjunction with the

Edward and Mrs. Simpson! series, reached about 22 million viewers,

won two of the advertising industry's "Clio" avards, and vere the

subject of a Time magazine story.

since then, Mobil created the series of "Mobil Information Center!

commercials for broadcast on Independent Network News and Metromedia

stations. These commercials, seen by about 50 million viewers
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a month, were undisquised Op-Ed-type messages conveying the Mobil

viewpoint on energy issues. Special expanded versions of these

commercials were also shown during the 1981 season of the Mobil

ShowcaseNetwork.

There are other examples of journalistic acceptance of Mobil as a

living voice in the national forum. When CBS' "60 Minutes" opened

its 1981-82 season with a show of self-examination, it invited
Mr. Schmertz to participate as the only non-journalist panelist.

But perhaps the biggest media victory was the turnabout at ABC's

"20/20" program. On August 8, 1978, "20/20" had devoted a segment

p to what purported to be an even-handed analysis of pending legisla-

tion to deregulate natural gas. The presentation, to which Mobil

was not invited to contribute material or viewpoints, was shot

through with inaccuracies, misrepresentations, and innuendo, appar-

ently taking full advantage of the public's lack of knowledge about

the complexities of natural-gas pricing.

So offensive and potentially dangerous was the program segment that

Mobil felt constrained to set the record straight with a two-page

advertisement titled "ABC-TV's '20/20' needs its eyes examined"

(Attachment 7). Mobil's ad, which appeared in leading daily news-

papers across the country, also cited other instances in which

20/20" either erred grievously or was chided by critics for its

dangerously superficial content.
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Two-and-a-half years later, on February 12, 1981, Mobil figured A
in another "20/20" segment. Its producers had proposed taping a
segment specifically about Mobil's Public Affairs and advocacy
Program. since Mobil had no review power over the segment, its
favorable tone must be regarded as a belated mea culpa on the part
of the ABC-TV show.

Mr. Schmertz, interviewed at length, appeared on the segment, as
did Mr. Warner in one sequence, along with such observers as New
York Times' IV critic John O'Connor and such outright Mobil foes
as Ralph Nader. Following unfettered give-and-take, edited by
"20/20" with no prodding from Mobil (Attachment 8), the segment
concluded with the following observation by Tom Jarriel, one of
its reporters:

!We've talked to several oil companies and youknow that many other big corporations are looking.on with silent admiration at what Mobil is doing.If there's no major public backlash, many firmsmay soon adopt the Mobil style of public rela-tions."

As to that final question -- is Mobil's public relations effective,
or just provocative? -- other media observers have answered: "Yes,
this approach does work." (See quotations, II-A/Attachment 1.) Milt
Moskowitz, a columnist who is no great friend of our company or
industry, summed up the affirmative view in a recent San Francisco
Examiner column:

"Not all advertising succeeds -- at least it's hardto prove that it does -- but this campaign has worked.
Mobil has surely established for itself a solidreputation as the obstreperous kid of the oil busi-
ness, the one who doesn't mind saying out loud what
the others are saying behind closed doors."
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~ JDescribing the original goals of Mobil's series of Op-Edadvertisements in a 1974 speech, Rawleigh Warner, Jr. commented:
!We have our difference of opinion with various of
the newspapers in which we are buying space. But
what we are trying to do in the mass media is to
broaden the spectrum of information and viewpointsavailable to the American people, to help them reachthe conculsions necessary to sound public policy in
2 deomcratic society. We believe the continued
Viability of our open society depends heavily on
robust debate and controversy in the marketplace
of ideas."

A study comparing the energy viewpoints of The New York Times edi-torials to those in Mobil's Op-Ed advertisementssince the series’inception in 1970 suggests that Mobil is meeting these goals. Notonly is the company presenting its opinion to key opinion leaders,but it has been engaging in continuing debate with The New YorkTinos. Seetey TATil ih onisigioents WitEarnerSinilar to Mobil's on at least seven Key energy sssues.
Our analysis shows that the Times has altered or significantly
softened its viewpoints on:

c Conservation -- moving from total reliance on conserva
tion to advocating increased production
incentives to solve the supply shortage.

Monopoly and Divestiture -- moving from approving a
breakup of the oil companies to opposing
divestiture.

Decontrol -- moving from opposing decontrol to urging
phased deregulation.

Natural gas -- moving from urging price controls to
endorsing a speed-up of deregulation and
decontrol of new gas prices.

Coal -- moving from advocating strict environmen-
tal safeguards to suggesting more relaxed
controls.

Offshore Drilling -- moving from valuing environmental
concerns at the expense of exploration
and development to urging accelerated
offshore drilling.

Gasohol -- moving from increased subsidies for
gasohol production from grain to arguing

a against such subsidies.

——————— =



: In Several of these cases, the Times and Mobil had have actually naddressed each other directly. ‘Andeven when in disagreements bdialogue has developed on issues, such as the windfall profits tax
Given the complex and dynamic nature of the issues, tidy, provable,gonclusions are difficult to draw. It is impossibie to assume anydirect correlations between Hobil's ads and the Times! turnabouts:since 20 many other influences could affect the Thinking of editorialwriters:
Still, there is enough circumstantial evidence to suggest that, byspeaking out on its Views, Mobil has been a key factor affecting theLimes’ positions. “And, perhaps most important, the company has cersTainly spurred the kind of debate the Times Ltsel: has praised --in an editorial lauding Ravleich Warne, Ji. for Mobil's support ofPhased decontrol -- as "important to the health of the democraticProcess.ns

8 Speech before Edison Electric Institute, June 3, 1974

? Editorial mobil Says No," August 26, 1575
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CONSERVATION’ CONSERVATION ~

THENEWYORK TINES MOVES FROM TOTAL RELIANCE ON CONSERVATION...

January 27, 1974:

"[Mr. Nixon's] Set of Proposals Strikes Us
as Unbalanced in Favor of Increasing Energy
(Especially 0il) Supplies and as Doing Too J
Little to Restrain Consumption..." 5

TO ADVOCATING INCREASED PRODUCTION...

October 6, 1974; ¥
"A Conservation Program Aimed atReducing
Dependence on Imported Oil Should be Rein-
forced by a Strong Program to Increase

3 Domestic Fuel Production."
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- Both Mobil and The New York Times have alvays agreed that
conservation is IRPOrTant == BUE disagreed on just how important

Throughout 1972 and much of 1973, the Times encouraged retarding
energy demand while Hobil ran at least IS Op-eds taking essen-
tially the same tack (i.s., Oil is Precious, Let's Not Waste It.
15 Ways to Save Money and Energy without Even Leaving the House,
tcl):
The two began to differ during the end of 1973 and early part of
1574 when Mobil advocated increased production along with conserva
tion but the Times backed conservation almost exclusively. A January
27, 1974, Times editorial faulted Nixon's new energy program for
its production incentives:

"The American people can be advisedand encouraged
to conserve even more and at the same time to insist
on preserving the hard-won environmental gains that
have been achieved in these past few years...This
set of proposals strikes us as unbalanced in favor
of increasing energy (especially oil) supplies and
as doing little to restrain consumption, both for
Zesourca conservation and environmental protection.
Hz Nixon's proposals also offer...excessively large
rewards to the oil industry without adequate concern

’ Shout consuser interest."
) Then, a five part editorial in the Times appeared September 22,

1974, which also focused on conserving,rather than developing
domestic fuel sources: In response, on October 6, 1974 (Nuts and
Bolts, Please?), Mobil criticized the Times directly, arguing that
conservation should be acconpanied by increased preiuction of oil
and gas
That same date, the Times altered its position in an editorial stat-
ing:

"a conservation progran aimed at reducing depen-
dence on inported oil should be reinforced by a
Strong progran to increase domestic fuel produc
Sonor

Hobil was pleased enough with the Times! shift to comment on it in
an Op-ed on October 20; 1974 (Next Batter, Please). It also urged
fhe Pines to further detail its policies for energy development.
The Tings did not respond and continued to stress conservation nea-
Sures, Including gas taxes and credits and rebates for inculation,
Shroughout the decade. But thereafter, it also always emphasized
supply development as well as conservation.



MONOPOLY AND DIVESTITURE

THE NEWYORKTINES MOVES FROM APPROVING A BREAK-UP OF THE OTL
CONPANIES. . -

July 23, 1973:

VA Breakup on These Vertically Integrated

ys Companies. . .Could. . .Build in More Levels

of Open Competition and Thus Create More

Free Market Pressures on Prices Than the
Present Integrated Structure.’

TO OPPOSING DIVESTITURE AS AGAINST THE NATIONAL INTEREST...

June 21, 1976:

(
wpivestiture Might Result in Greater Costs

than Benefits to the U.S....TheAmerican

0il Industry...is Less Concentrated Than

Many Other American Industries
n

{
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Hobiland TheNewYorkTipes started out of different sides of the

divestiture Tegue Wobil's first op-ed ads Concerning any potent

iad] Sonepely By dnuseioit lompnies Sopearea on February 16, 1973

(43,141 Companies have a Monopoly on the U.c. Oil Business), and

moted thatsubstantial competition oxisted in the industry. But,

ineneditorial on July 7, 1973, entitled "The Monopoly of Oil",

TheTimes disagreed, stating that while il companies had not con=

A prices, the energy field was not competitive

II¢seems updenisble, novever, that the peculiar economics
of the oil industry, grown up over the 1ast half century,
re a considerable cause of the inefficiency and inequity
in the international system of distributing energy...

A possible outcome of the Government action might be a
breaheup of these vertically integrated companies. This
Seeaat would constitute no guarantee against rising prices

Sf all petroleum products... it could, however, build in

Sore levels of open competition and thus create more free
Torhet pressures on prices than the present integrated
structure."

During 1974and 1975, Mobil presented several ade explainnd the

Dr 137g. Lategrated companies in the energy field (Don't

- Ee she Bite Piasgers Big Oil, Little Pecple, et .); and in

Soo oS Pai: of 1576 alope, in response to congressional action

the company ran five ads focusing on the topic (Fable for Now:

Of Mice and Mammoths, Voices of Reason, etc.)

on suse 71, 1976, the Tigss changed its stance. In an editorial

Wrong Way on Oil," it stated:

"Divestiture might result in‘greater costs than benefits

ead States —-‘and to consumers. It might even

Strengthen rather than weaken OPEC...

Zhe American oil industry, while no model of perfect

Te eirion is less concentrated than many othe?American

competition:I¥ There is much evidence that the oil Son,

Saaies have competed vigorously for markets and access to

panies BE one. industry's profits have, over the

Sears, also been about average..."

Mobil reprinted the editorial on July 13 oq continued to speak out

Ho ainst Givestiture through 1976 (Wat Would Oil Dismemberment Do?,

again Cottage Industry, ets.) The Tings never addressed

OE AE ein. so wap] ald met recurs SRE ‘except once in 1979

thenator Hetzenbaum Ought to Know Better).

m——



- DECONTROL OF CRUDE OIL O

THE MEW YORK TINES MOVES FROM OPPOSING DECONTROL AND FAVORING.GASOLINERATTONING...

Decenber 1, 1973:
!Simply Permitting Prices to Rise as High2s 8 Jittery Market Will Take Them Would‘Open Up a Linitless Bonanza for Oil Comepanies...It Would Be Far Wiser to RationDemand’ for Gasoline,"

TO URGING PEASED DEREGULATION...

= Sune 12, 1975:
: 2 (President Ford Now has No Alternative butLo Follow-up His 52 a Barrel Oil Import FeeWith the Price Decontrol Measure.: ~

AND LAUDS RALEIGH WARNER, JR.:
3 >

August 26, 1975: Aw
Ihe Letter Sent to Members of Congress byMobil's Chairman Rawleich Warner, gr. isNotable for Both Its Sound Economics ang Its| Openess...Mr. Varner Makes It Plain That HeFeels Phased Decontrol...is the Right AnswerFrom the Standpoint of the National Interest."
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c A major battle with The New York Times concerned decontrol of oil
prices. When the oil companies were attacked for excessive profits
in the early Seventies, Hobil ran a number of Op-Eds explaining
that higher prices were needed for capital formation and reinvest-

| ment. (If We Tell You Oil Companies Don't Make Enough, We Just
Spent Three lonths' Profits in One Morning; In Profitability We've
Slipped to 400, etc.). Meamhile, the Times argued against decon-
trol and for gasoline rationing, as in a December 1, 1973, editorial:

"Simply permitting prices to rise as high as a jitterymarket will take them would open up a limitless bonanza
for oil companies. It would be far wiser to ration the
demand for gasoline through a combination of higher taxes
on the consumer and issuance of coupons permitting all
individuals and families to buy a necessary minimum amount
of gasoline."

By March 26, 1975, the Times was also backing Professor Norris A.
Adelnan's recommendation that the country sell quota tickets for
inported crude oil on the basis of sealed competitive bids. On
May 11, 1975, Hobil ran an Op-Ed Of a "letter to the editor’ from
Willian Tavoulareas criticizing the Times' support of Adelman's
system. Two weeks later on Hay 24, 1975, the Times suggested a
gradual phase-out of price controls could be an alternative --
albeit a weaker one -- fo a gasoline tax. And after Congress

: rejected the tax, the Times actually urged phased decontrol in
a June 12, 1975 editorials

"President Ford has no alternative but to follow up his
( 52 a barrel oil import fee with the price decontrol mea-

Sure.
tiobil and the Times reached almost total agreement during the fol-
Towing weeks when both propounded. gradual rather than immediate
Gecontrol, In fact, the Times publicly lauded Rawleigh Warner, Jr.
Zor Mobil's stance in an editorial on August 26, 1975:

“Mobil. ,.has demonstrated a commendable sense of public
responsibility in its letter opposing President Ford's
Plan to decontrol all domestic oil prices.
"The letter sent to members of Congress by Hobil's Chair-
man Rawleigh Warner, Jr. is notable for both its sound
economics and its openness...Mr. Warner makes it plain
hat he feels phased decontrol of oil prices over an
extended period Of time is the right answer from the E
Standpoint of the national interest."

But the Times and Mobil were at odds again on November 14, 1975,
ene Hespite many misgivings -- the Times urged passage of what
{i eemed a "Flawed Energy Bill" that actually rolled prices back.
Hobit published an Op-Ed with the same title on November 25, 1975,

d Aovesing with the Times' reservations and urging that the bill not
Agr etyned, The Times then responded directly £o Mobil with an edi-
Sea ilea "rTaved Energy Argument," reminding Hobil that, even

a EN atrang reservations, it still favored passage of the bill:



u...vhat, regrettably, Nebil failed £0 include in its

advertisement was the conclusion £0 oul November 14 edi

een i, nd aslo puppet today:

Trial Re mediate danger to the matioh's econony of

en He total decontrol, we believe CONGIeTy should

Saoe"and the President should sign thie bill."

Mobil answered the Times with another ad, titled "Fiaved Energy

Argument Indeed," criticizing the Taey for mot fighting for better

Aaiation. But the Times continued £0 urge hat President Ford

sign the bill.

When the issue reappeared during the Carter adninistration in 1977,

en Ee oa Mobil again agresd fundamentally of the need for

theTimes lt by then the debate had shifted to the windfall

otis tax which the Times favored, On tRY 3, 1979, the paper

Sven cited Mobil'sstancefavoring secontro of only new oil yet

Soeiny tho windfall profits ta as evidence that the tax was

To a sell-out to the oil companies.

vob would gladly exchange the initial peneits of

LS loiing domestic oil zeserves ff the free-

eo een all the revenues from newly discovered oil.---

Lt vould be unfortunate indeed if Mobilis offer vere

Ioe ously and the enactment of the windfall pre fits

ae Seve. ine profits of American oil companies should

tax delayed ely Binked to OPEC price increase: The

moDeores: mpssage from Mobil, however, of that the

TO fala tax packs more punch than its Yiberal opponents

make out."

and despite Mobil's mumerous Op-Eds criticizing the windfall prof-

Ad dep Times continued to support it:

IB
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: a 3 ~The key issue surrounding natural gas was, again, price decontro
ol . sident Nixon's proposal inUile the Times appeared to accept President Nixon's proposal inthe Spring of 1973 to decontrol nev gas! alone,itthereafterfdanentally opposed decontrol through 1975. Discussing decontrol
among other energy proposals on September 11, 1973, the Times said:

UNO one of these measures would do anything to alleviate
a heating oil shortage next winter....what ties them
together is that they are desirablefor their private
economic gain by the oil, gas and coal industries which
would be pushing for then whether there was an energycrisis or rot."

Throughout that period, Mobil ran several ads advocating gradualdecontrol (The Unnatural Gas Shortage; Decontrol New Natural Gas,ete.).
Following severe shortages in 1975, the Times softened its positon to urge higher, although still controlled, prices. Then, inJanuary, 1576, Hobil ran several more ads urging dersgulation+ (V¥hat's'America's Best Fuel Worth; It's Up to Congress Now, Howthe Squirrel Found Himself Up a Tree). And before the next winter,on November 11, 1976, the Times suggested partial decontrol:

Ua higher price through partial deregulation or taxes orboth is overdue for natural gas, a premium fuel in shortSai
At the beginning of 1977, Mobil reiterated its viewpoint in severalmore Op-Eds (Yesterday Nobody Listened, Today It's Time to Listen,There's A Natural Gas Crisis, etc.), and stressed that shortageswere real and not the result of a conspiracy, The following week,on February 1, 1977, the Times printed an editorial titled "AboutThose Theories of Conspiracy’, stating:

“The circunstantial evidence...points away from conspiracy.Gas companies have been mesting production levels forecastearly this fall and those levels have been safficient tosee us through a normal winter. Are we to believe in plotwhich could only have succeeded in the (then) unlikeiycizcumstance of an especially bitter seasons!
Still the Times did not endorse decontrol. A February 18, 1977,editorial Contended that decontrol would triple gas bills’ ang thatthe higher prices would only help natural gas producers:

"The natural gas industry, naturally enough, focuses onsolutions that would improve the lot of the producers.If gas prices vere set in a free market, it argues. thelure of profits would stimulate exploration for more.But studies that are influencing the administration'splanners contend that higher prices would mot generateenough additional supplies to JUSTify a Great leap inprice."

!



\ {9031 dizectly attacked the accuracy of the editorial in anOp-zdSted iigtrolSracked the ac March 17. 1977. That same day, theines adnitted its mistakes in an editorial ities caring LOYreSTi noo" BE ren stil] Mnclated thet rerseoro iad alxretained.
Soo Ivoontinued to advocate the need for decontrolled "newtnaturalFrery sural Gas: an Inevitable Nan-ifade Snoptecs Challenge: |theRY Supply Gas Shortage; Just for tne Beciral However, whileihe Times accepted partis: decentros, throughout the rest of 1977ShEL595E Of 1975, thie Times sosmes to. preci e system of higher, yetSSL regulated prices: Tt onty reluctantly endorsed decontrol onEeeeverge of adopting it.Bo BRIE 0, $050 Kove wit oiainantle agressively favordesontrol in'an edltorial tielotemeniatohe Gas Now":erndustry executives argue that if decontrol wereaccel-Pertea Still more gas would be found omnes. They couldbe right...

ee fegulations keep gas prices at half the equivalentOf the world price of ‘oil. thes discouraging conserva~poids he Price Gap betusen Oil ang Lin createsEoaitical problens as well: Congress Toteroe £0 easethe Bain of crossing this gap by phasirg out controlsStonually. But the world anergy beiesn acy going upa tnraster than the price 11a on cag.” oitrls ProspectsEeshat consumers will stil be pudisy shocked in 1985vhen all gas discovered since 157 5 decontrolled...from this perspective, iacadiate decontrol of new gasih [eally a compromise. It provides mvipetincentivesAl: ton nev gas SgeeSEITTISS marie consumerswould be gradual.n ‘
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THE NEW YORKTIVES NOVES FROM INSISTING UTILITIES USE scauseERs

| FOR ENVIROWENTAL PUROSES.--
arch 1a, 1974:

wwe Trust that City and State Enviromental ea

enWill Insist that the Company
Ae so Use Oil Until it has Installed
on abbing Equipment to Take the Soot
Si hoioon Out of the Coal it Proposes to
Burn.+

TO SUGGESTING CONTROLS 38 RELAXED...

may 18, 1980:

= wptilities Complain About the High Cost of

: Soreibers if They Switch From Oil to Coal.
1f Any ParticularEnvironmen

tal standard

“Turns Out to Be Demonstrably‘Excessiv
e,

it Should of Course be Mclified."
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0G Vobil has aluays held a broad view of the trade-offs between coalPfoduction and its affect on the environment, seeking controlsfhexible enough to advance energy needs. Bub throughout most of{he Seventies, The New York Times valued environmental goals evenTo the detriment of increased coal production
$,5004 example of this tendency (and how it eventually shifted)Shvelyed Con Edison's request for authority to burn coal without3oxubbers at two New York plants. The utility argued that it needed12 Switch to coal to avoid skyrocketing costs of oil, which it had50.2258 on as extra charges to customers. But the Times spoke outagainst Con Edison's request in an editorial on March 1s, 1974:

Without disputing the legitimacy of the ConEdison pass-through of its higher fuel costs,We trust that city and state environmentalauthorities ... will insist that the companycontinue to use oil until it has installedstack scrubbing equipment to take the soot andPoison out of the coal it proposes to burn."
ver the next few years, Mobil ran several Op-Eds asking for a morebalanced approach to the general issue of coal production and theSnvizonment (i.e., Coal: the Ugly Duckling, The Enigma of UnminedCoal). But the Times still criticized coal producers whenever theyS5Zove to relax too stringent controls, as in an editorial on May 8,

!Fortunately, neither the President norCongress shows any sign of capitulating tothe coal operators on the environmental front.;:- the Administration is encouraging Congress£o strengthen the Clean Air Act as it affectsharmful enmissions from:stationary sources,particularly utilities."
However, as Mobil's Op-Eds continued to push for compromises(Should the U.S. Energy Policy Discourage lMining?; The Goal forCoal is Mainly in the Hole, etc.) a shift occurred. On August 18,1979, when Con Ed suggested burning oil with a sulphur content equi-valent to coal for just one year to test the actual effects on airquality, the Times reversed its earlier opinion:

!We have been resisting the idea, but mow thinkCon Ed may have a case. The city's air qualityhas been steadily improving; clean imported oil,meariwhile, is sure to become scarcer and moreexpensive. The test sounds like a reasonableexperiment."

(
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The’ Times repeated this position on August 29, 1980: 3

"Surely a test can provide some insight into
whether Con Ed can safely burn coal -- and
whether Mr. Carter's shift to coal can be
accomplished without investing first in
scrubbers."

On August 9, 1980, the Times again said it backed the Federal
Environmental Protection Agency's decision to okay the test, but
suggested that the agency consider the combined impact of Con
Ed's and other utilities' emissions. Still, the Times'attitude
To scrubbers in general had shifted substantially, as reflected
in a previous editorial on May 18, 1980:

"Utilities complain about the high cost of
scrubbers if they switch from oil to coal.
If any particular environmental standard
turns out to be demonstrably excessive, it
should of course be modified."

In short: While the Times has remained a strong supporter of
environmental controls for coal, especially strip mining, it has
clearly begun to soften its stance to reflect a better balanced
production/environment trade-off.



( v OFFSHORE DRILLING

TEE NEWYORKTINES MOVES FROM VALUING ENVIRONWENTAL CONCERNS ABOVEEXPLORATION AND DEVELOPMENT...

"...There are Substitutes for Oil and Gas:
There are No Substitutes for Oceans."

TO URGING ACCELERATED DRILLING, DESPITE ENVIRONMENTAL RISKS...

July 18, 1980:
"Whatever the Valid Hesitations, They Should
not be Allowed to Cloud Our Economic Future."

«
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For most of the Seventies, the Times opted for stricter environmental ~

Tegulations rather than accelerated drilling offshore, [3 1570, it

ror ooutations ane penaitive on Nais OIfshore Menace;

$3.1974, it deemed President Nixons proposals to greatly increase

YL diediiecs enploitation’; in 1975, it praised moves tf delay
ens es. Sil, ensieicchesiinnd| eopussices

ee A ser or limgien ietpiutees tha leneryy SUPPLY TSR

SE Etainre the OIl Is, Let's Get our Oil Off theShelf,

Evidence Coast to Coast, etc.).

Still, the Times believed that potential damage from spills and

Se Enea she benefits of discoveries, as in a coment of

March 2, 1976:

“...as Supreme Court Justice William O. Douglas
observed vast year: 'There are no substitutes
or oil and gas; there are no substitutes for
oceans...'"

But, as Mobil continued to encourage development (Drillingfor

Playgrounds, Put Our Money Where Our Mouth is, ERicng of Missing

PLgr the Times softened. On September 6, 1977, an edi-

Lease Seared whichstill focused on enviromental gosls, and

ono the eneray contributions of offshore drilling, but
Eos is sareeui cowre Sanlelon otsttarsingie

Deer eatic drilling "would Rot be disastrous.”

£rom thers, the Times! stance further shifted to the extent that

by October 28, 1379, it was alerting readers to the economic risks

5% Sot drilling as well as environmental concerns:

“here are unmistakable envirommental risks in

ee line Alaskan offshore leasing -- risks to

aoc eine marine mammals, to the intangible
ToT an unspoiled environment. But thers Sre

aeOkabie ribks too in assuming that Aneriod CON

a eddle through the coming energy shortages

without grave economic dislocation, social unrest

brinknanship in the Middle East."

na increasingly, the Times urged accelerated drilling, despite

A gntal risks. A July 16, 1980 editorial summed it up:

eutet|snoulel rotiDeaimatter of gevats any 1RJEE

a eheed to tap Alashals offshore oi}, and soon.

57 any rational calculation, the potential benefits

BY 217 outweigh the potential costs...

Whatever the valid hesitations, they should not

allowed to cloud our economic future."



GASOHOL

THE NEW YORK TIMES MOVES FROM IDIES ASOHOLTo EWYORKTIMES FROM ENCOURAGING SUBSIDIES FOR GASOHOPRODUCTION FROM GRAINS...

January 14, 1980:

"GasoholWould...Use One of the Nation's
Greatest Economic Strengths -- Agricultural
Production -- to Help Solve its Greatest
Economic Weakness -- Dependence on Foreignoil."

TO ARGUING AGAINST THESE SUBSIDIES...

November 18, 1980:
Does it Make Sense to...Subsidize the Con-
version of Food into Motor Fuel? We DoubtTen

.



#hile neither Mobil nor The New York Times believed gasohol wouldS3ive, the energy crisis, the Ties differed with liobil over ssidizing production from edible grains and gasohol's actuaPotential to save energy.
On January 14, 1980, the Times said thatenergy savings from saso-hol might be substantial and production from edible grains shou.be subsidized:

"The alcohol can be derived from domestic plantmaterials not swject to interruption ox pricemanipulation by foreign governments. Gasowould thus use one of the nations greatest eco-nomic strengths -- agricultural production —- tohelp solve its greatest weakness -- dependenceon foreign oil.
Dorit ghposed that position on June 19, 1380, (Science and zoliticsDon't Mix), noting among other drawbacks that more fuel was neededto created gasohol than it yielded, and thatSenet tenaiens tionfrom grains would reduce the amount available for food. Re pondingfo a "letter to the editor! about the Op-Ed from Congressman VizSmith, H. Schmertz reiterated this stance July 9, 1980.

“the m4 ‘i npttasizeOn October 23, 1980, the Times shifted its position to emp 3that the energy required To distill alcool often excluded energygains derived, and that producing gasohol from food was dangerous:
"Alcohol that would supply just 10 percent ofAmerica's motor fuel would use up fully halfthe emus] anerican com crop. To divert thatmuch corn to fuel would drive the cost o50 high that there would no longer be any priceIncentive to use. Lt. Sor cons. The most cbyioesStep is to stop subsidizing alconol production£rom edible grains.”

hte receiving wnat it termed a AClood ofcriticisn fromreaders,i ov ) ,‘the Times commented again on the issue on PECLit STill for gasohol production from pit sTill encouraged subsidies of prousetion from platpe age, the Times repeated the position th
aBa ee arti as

Rood would be harmful to the consumers
1 ; 1 or no alcoholumhe issue is not alcohol fuel orno, alcohol

. The rising price of oil and high cost of
Tt ia sus ol LL a EO)oats
Hels virtually guarantee a brignt future for
on The real question concarn-Feor thoy: Boos FY ae tae a

aforalcohol produc-
Sion or to subsidize the conversion of foodg 3 ube it."into motor fuel? We dot
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Impact on Federal and State officials

Of all the publics targeted by Mobil's Public Affairs activities,

the group of government officials at the federal and state levels

is perhaps the most problematic for demonstrating the effective=

ness of Mobil's efforts at influence. Elected officials are subject

to so many crosscurrents of opinion and pressure that one company

can hardly clain its voice stood out more clearly than all others.

And for the permanent bureaucracy of officialdom, perhaps no out-

side voice can ever have a compelling effect.

Yet in case history and anecdote -- and in some telling polls and

surveys, too -- there is repeated evidence of the significant

impact Mobil has had.

The most severe of the many crises to face Mobil and the oil indus-

try in recent decades was no doubt the mass of Congressional threats

to dismember the industry through vertical or horizontal divesti-

ture in the mid-1970s. Sparked by public discontent following the

oil embargo and escalating fuel prices, the issue turned partly on

the myth that the multinational, integrated oil companies conspired

to exacerbate the 1973-74 embargo crisis and partly on accusations

of monopolistic control.

In 1975, Senator Edward M. Kennedy of Massachusetts introduced

an amendment to a bill that would have forced horizontal divesti-

5 ture on the larger oil companies. In 1976, a vertical divestiture

! bill was narrowly approved by the Senate Judiciary Committee. And

n
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i was introduced by Senator
Co another norizental diveseiture Bille &

Kennedy in 1977-

nant since, in the
or sebiy the Zesus nasiparticilesly POLE

rcor was raised: It
petitical thetorie, the acquisition of Heros s rai

ens = eatuortat andpotiticstidsses With iEREE who favored

aismantlement of the oil industry.

alcash ‘Zozce sssenvlediEyithelanezicanizetolstn
Institute con=

( auoted a public Felations effort against the proposed legislation,

but Mobil alse decided tejmount itsiownioffensive.

331 of the tools of mbtic zelatiomsiuerelpit tolvosk HA number

of OpaEel eas) apperzed|over aipeziodief montis Azone ef then linked )

undes ths lurbrellal titles iDivestitirsspiblusrrint iter disaster!

(Attachment 1). The techniques of persuasion vere varied. In one

ad, Mobil reprinted excerpts from editorials in several newspapers

opposing divestiture. In another, editorial comment from IV

stations was reproduced. Still another ad merely listed the names

of several hundred of Mobil's competitors to defuse the monopoly

argunent.

Additionally, the issue was repeatedly developed in other ways:

1. observations" columns popularizing the Op-Ed themes.

2. Executive tours - PR was responsible for the organ:Ep
who met 18 newspaper business editors, appeared on 50 TV
Shows and were interviewed for 54 radio programs.

3. special TV shows - e.g. Mr. Schmertz appeared on three panels.
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& 4: Speaker S Program - ;employees. "°IF3M- 160 talks to citizens’ ‘groups by volunteer
S. Booklets

= ©.g9. "Making YHeo g Your Voice Heard in Washington" toiy Plovees and others express their views in the Capitol.- Employee communi.¥ee communications - seven posters for bulletin boards,eight Executive Forums.
Placement of iPrinted material -- by-line articles in magazines

8. Wide distributi ibefore the Somach SealCPEiNts of the Tavoulareas testinonyonroie y Subcommittee on Anti-Trust and
£2© fact that none of the divestiture bills succeeded is clearly
a( Etributablel to the public relations caspaigs| mounted By both Webil
and the oil industry as a whole.

- While divestiture was a major issue to which the Public Affairs
department addressed its efforts, it stood by no means alone.

Through the years, Mobil and the oil industry took strong posi-

tions on the proposed Crude 0il Equalization Tax, Windfall Profits

Tax, various anti-boycott bills, Common Situs picketing, a host

of environmental issues (some legislative and someregulatory),

gasohol legislation, the Alyeska pipeline, labor law reform, anti-

merger legislation, just to name some. Even now, the proposed

Marketing Divorcement bills are an active matter for serious con-

cern. In each of these instances, Mobil has taken a considered

approach in which Public Relations and Government Relations have

played integrated roles.

] For example, when Congress considered legislation to implement
president Carter's Energy Program in 1977, it was imperative for

5 ' i in the
Mobil to call legislators' attention to the many flaws in
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FRCH8Y Shake. unHicinertory nr ere! Government Relations section -2% ¥BITesloiov town atrectiyitn Seastens and Congressmen,bli Relations prepared! a series of full-page "Dear voters..."advertizesants (attachment 2). The ads, Whicn pointed up theFoster. sregvantsipitralls int tems that vous appeal to consumers,ePpeared in newspapers across the country. They were keyed to theCongressional districts in which they appeared, giving the names©f the Congressmen and Senators to whom readers in each area couldmake their views known.

J The Government Relations staff has been particularly effective asMobil's legislative "meteorologist," alerting management to theoI Of storus which, if aliewesltolnrtesiatine full-blown, couldbe highly detrimental to the company and the industry as a whole.The Staff, in both New York and Washington, tracks not only a11legislation that may affect the oil industry -- ana this mustinclude the chemical and phosphate segments as well -. but alsoregulations about to be promulgated by the government's executiveRgencies. The Staff works with both legislators and regrlators byProviding them with industry information sndlsuggestions at both
formal and informal meetings. In addition, the GovernmentRelations
function takes the pulse of the public sentiment as it relates to
matters affecting the oil industry. This enables Mobil to take
positions which make it possible to blend government policies with
the perceivedinssds of thelpubiic:iirtistzoluervestasialrelisnie
guide as to whether to go "public" on certain of these issues ithrough Op-Ed ads and "Observations," or in speeches before none
political groups.

J
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Ns maieatinier sme ness intustry's view of T°

Srantivenass of the uenil/s PELE fairs efforter ME: sopmerts

had the public relations functional responsibility iB the America?

petroleum Institute committee responsible oTquiding industry PIO”

grans and Paul Petrus was Chairman of the GovegnmentiRalaticts

Committee responsible for implementing industry programs)

Another part of the Government
Relations

function is to analyze and

advise on the potential impact of presidential statements and mes=

sages, to interpret election results, toprovidemanagers
with

analyses of major legislative issues: oo soy mresst cE TmitEl

Hill sentiment onspecific
jssues, and to keepup-to-date

progress

reports on specific items of proposed legislation:

one valuable product of this function can best be illustrated bY

an example from late 1976, when Mobil found ‘that public sentiment

was in sharp disagreement with that of politicians, who often mis-

read theirconstituents.
This was a time when legislators

favored

cessation of offshore drilling in the wake of the oil spill inthe

sunt Baviar Chaney, fesling ESEiEis EE the wish of the public

at large.

st the tine, ve Teceived information of the results of a poll con=

supted by @ california Congressman amend his constituents in the

santa Barbara Area. As part of that canvass, the question was

asked: "should drilling be permitted in the Santa Barbara Channel?"

of the 40,000 constituents who responded, 62 percent responded

yes." similarly, polls have shown the general public to favor
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deregulation
©f natural gas prices and a free market for domesticae

vhileee
©OPPOSite direction

= hslcoterms oflanvio? Soon) pomie poviy enon fos manalways gone Nobil's way, there seems no doubt, from the record,Js Tbs ates 5 2) thant tims eo an mnt
seriously, ang frequently heeded.

h Illustrative of this impact was the decision by Senator Russell B.Long, of Louisiana, to send copies of Mobil's full-page advertise-
ment criticizing the Carter energy plan to all members of the
Senate. The Senator's covering letter said: "Inis article points
out briefly and clearly what is wrong with the President's proposed
energy plan: It is an unmitigated disaster on the production side."
Not long after, Senator Long was handed a collection of Habils
recent energy ads. "He said he had read all of them, and he come
Plimented Mobil on doing the best job in communication in the
industry," Government Relations reported. "He felt Mobil had an

extraordinary facility for getting a point across."

This sort of recognition is far from isolated. For example, in 1981,

a Philadelphia pharmaceutical company commissioned a Yankelovich
poll to test its print ads against recognition of those in other

industries. Mobil's messages vere found to have a 71% recognition
factor among 83 government interviewees in Congress, the Cabinet

Ku
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‘ and the White House. Exxon, the next-highest-scoring companyshad

a 22% recognition factor.

In Yankelovich's polling among 60 academics adninistrators, and

deans, Mobil had a 67% recognition factor: Exxon 33%. Other oil

companies were in the 2%-to-8% category:

Bastions of (Congress Have! teegnently used iobi1 sinessagss 22 part

of their legislative debates. As recently ss March 15, 1982, for

example, Senator Pete V. Domenici, of New Mexico, chairmen of the

Budget Comnittes, was debating business support for lowering fed-

eral deficits. He said:

€ WI would like to call to the attention of my colleagues to two

Ivortisenontal thet iappeated recently in nations] neuspspers STR

both of these advertisements, businessmen expressed clearly their

Corseras| abeet the|prorpective deficits and thelr effects en Intsry

est rates. The first advertisement to appear was by the Mobil

Corp. It was printed in the February 25 New York Times as well

a3 in) other inevspapers-vi (Tislad Sorelthe title, MRefocusing she

Debate.)

After reading an excerpt from the Op-Ed ad, Senator Domenici made

it clear that he does not endorse all of the ad's contents and

that, indeed, he differed sharply with one of its points. However,

it is significant that he saw fit to use the ad as a launching pad

for his remarks on the subject.
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In losin,a. .i ; theSenatorsaid: I commend the sponsors of both of ~~
ese itemsi (the other ag was inserted in newspapers by a group ofers, buj.J lders, and Realtors) for expressing their Views on theudgetary of : en an concernand their 1,3 commendations

for action should be considered by all ofus incongress as we deal with the crucial budget decisions that wewill be making in the next few weeks."

FSIS veto Sominy toll oh Tonite ae Alabana, in the conetinuingdebate, Juxtaposed the same Mobil ad with an editorial inTheNewYork mimes titled "The True Believer, Still," which appearedi Ehise 2275 latter outs) alan cans to parallel conclusions.

Lest it be assumed that such accolades come solely from friends
of the oil industry or Mobil, here is a 1975 statement by SenatorEduard M. Kennedy of Massachusettes

"IN a recent public service advertisement sponsored by Mobil OilGo. (sic). the benefits of CDC's (Community Development Corpora
tions) are explained and its progress discussed.

"I want to commend the Mobil 0il Co. (sic) for its action in urg-
ing support for CDC's around the country. I understand that
response from individuals, foundations and businesses has been
very encouraging.

"Mr. President, I ask unanimous consent that the Mobil advertise-
ment published inTheNewYorkTimes be printed in the Record.
It was published.
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@ It is noteworthy here that Mobil's Op-Ed ads dealing with social
issues, rather than energy issues, have a dual salutary effect.

They do, of course, draw attention to social issues and worthy

causes that promote social progress. They also engender a measure

Of good will among government officials who, on energy issues, may

be hostile to Mobil and the oil industry.

The numerous appearances of Mobil ads in the Congressional Record

evidences a respect that is clear from surveys. One such study,

commissioned by Mobil, was made by the Rowan Group in 1977 as a

follow-up to a base-line canvass in 1973. The second study was

commissioned in view of the divestiture issue. Its summary and
conclusions follow:

r

"Three and a half years ago, we found Washington opinion leaders

highly critical of the oil industry. They were prepared to tax

it, break it up, do almost anything short of creating a national

0il company. Today, we find a markedly different climate of opin-

jon. The attitudes of two-thirds of the opinion leaders toward

il companies have changed from 'unfavorable' to 'favorable' or

‘neutral’.

“The opinion leaders now say that the best information about oil

issues comes from the industry itself,’ and they agree with most

industry views on energy matters. The thinking that oil is too

( Tre Ai : i i th

3 viepest dnforsation,nd wndersaniing ntoC ET
6%.
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big of mist automatically be taned more has largely subsided. In
S72 interviews, fuel sound tinsel negative viewsktovarelthe industry
replaced by a recognition that the energy crisis needed a scape-
993% and that the oil industry was just teo big a target to miss.

{18 Unshrith nie. aluacos maforiey of revpondents mvs the toduc
IY should vigorously defend itself against criticism.?

"The best explanation of this reversal in attitudes seems to lie
in the enormous exchange of information on energy that has occurred
OVer the past three years. In Washington, this information flow
can be traced to such factors as appointments of energy advisors
in most Congressional offices, the creation or realigmient of exe-
cutive departments to deal with energy matters, a general increase
in reporting of energy issues by the news media, and major public
affairs communications efforts by oil companies themselves.

"The result of this massive flow of energy information was evident
throughout our interviews. In 1973, the respondents who spoke with
any real knowledge of the energy issues were most often representa-
tives of public-interest or private-interest groups. To most of
the people in government whom we interviewed then, energy received
cursory treatment; it was just one of many issues that occupied
their time. All that, of course, has changed.

iB 3 nLRERenSr ry
Undecided.
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Tams 3

ATTITUDE TowARD O11 coweanIESTEL avorable Unfavorable NeutralAll resp > 18x 61x 21spondents. 1377 5% Sex 22

The greatest Shifts in attitudes have taken place among members ofNM Congress and of the Administration.
Tats 2 ATTITUDE TOWARD OIL COMPANIESss RT

~ Me=mbers of Congress, 1977 49% 16% 35%

Tasis 3
Distribution of respondents on four agree/disagree statements relat-
ing to the energy business, in 1973 and 1977.

STATEMENTS wa Pisacaze
"0il companies are too 1973: 65% axrr 1577: 28% 22 67%"There ought to be a 1973: 29%national oil company.” 1977: 22 ota 1: 1973: sex 22TRer = =more."

5%4: i 1973: 40x0il companies are 2 80; 15%misunderstood by 1977: %
many opinion makers.

¢ 3 to each question do not= Notes to tasle: (1) PercentagesIu Issponss to sch Juestioh 2use to thehe ee in exactly the same way both years
comparable survey sample groups.
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‘The importance of these findings to oil companies is obvious. The aresponses elicited three years ago to these fundamental questions
Were signposts of the widespread antagonism toward oil companies
that led to the serious consideration of divestiture.

"But divestiture, at one time nearlya legislative reality, now has
only scattered support among those we interviewed this year in the
Congressional category. We asked the question -- 'What are your
thoughts about divestiture?! -- in a form which allowed a full

range of responses.

"Some 51% in the Congressional category (and a like amount of all
respondents) volunteered that they opposed both vertical and hori-
zontal divestiture. The remaining Congressional respondents

offered several opinions. Another 10% said they opposed vertical

divestiture. About 12% said they favor both forms of divestiture;

another 6% said they favor or would consider horizontal divestiture;

another 10% or so said they would be inclined to support some form

of vertical divestiture.

“The divestiture question was not asked in our 1973 study -- in

large part because it had not yet emerged as a serious issue. Still,

the findings this year provide good reason to believe it has now

become a peripheral issue, with far less support than it appeared

to have in Congress at several points over the past three years.

Some hostility toward the oil industry surely remains. Some

respondents clearly feel less than comfortable in stating that
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SReY Find Whensalves agreeing, more often tha not, with oil38uSLIy Positions on energy issues. And most respondents stillEstero tniustoy aossitan ivy. | For one thing, they wantRiise Avelonirel of loti tntuetey asta) to toe gavemmmane.o

Teking a somewhat different tack, a 1976 survey by Louis Harris &fescelates enanined the atsitatas of he ganszal public and opinionjo=tews  tovardiste oviiin mete Miia cureotive ves to help oilcompanies develop communications strategies to combat divestigare.[r® eittioancetozitntsi repos Mnoverasy 2s the finding that Mobil258 sneoliea) tn thelmtndsioripvormant estos) among others, whenJ iF comes to clarifying the energy situation in general. Following,are highlights from the Harris Poll's findings:

Opinion Leaders
"In all, 218 congressional, business, media and environmental lead-
Srsivsretintervisved.Miincludedivezel30)U.5  Senatorsiand! 33 VIS)
Representatives, most of them on committees involved with national
energy issues.

"Einding: Mobil has achieved unequaled visibility and credibility
with opinion leaders.

"This pre-eminent position is reflected most clearly in the follow-
ing leadership consensus: Of all organizations and institutions,
Mobil has done the best job of informing the public about ener
issues.
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foe" Sontunts onovmer action stl omrionmsntating groups, other EoOi Companies, the Americen Petroleun Tustitute, te federal gov-EiEens \ac3 this veteral Enseqy Adnintstestion

TABLE 1EFFECTIVENESS OF VARIOUS INSTITUTIONS1} KEEPING PUBLIC INFORVED ABOUT To Numa i runTIoN
Total LeagersaEanExcellent ‘Good’ Faii Poor Sure% ESE a ayMobil 29 26 18 20 7

EleyolExxon 1a oR TEConsumer action groups anaenvironmentalist 8 ETTexaco 8 ols SociThe oil industry in general 7 208sAmerican Petroleun Institute(821) 6 TooShell 6 SEs fycult s 20
Arco . 2
Federal Energy Administration(Fa) 3 gol er rl
U.S. government 2 EU es ny

The preceding results vere supported by this additional finding£xom the leadership segment:
TABLE 11OLL COMPANIES WHICH HAVE DONE THE BEST JOB IN EXPLAININGTHE ENERGY STTURTION TO THE PURLASTHE ENERGYSITUATIONTOTHE PUREIC

Total Leaders%
s8Hobil aExxon
5
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Ac Total Leaders (cont.)
*®

Texaco 17
Arco 15
Gulf 12
Shell 1
Standard Oil of Indiana 5
Union 76 5
Socal 3

How does the survey account for Nobil's success with the opinion

leaders?

The answer can be found in Harris! recommendations to oil companies.

Those recommendations read like the blueprint developed by Mobil

several years ago.

They are:
“To the extent possible, the oil companies should differentiate

thenselvesfromeachother, and from OPEC, to counteract the
public's tendency to lump them together as 'the enemy’.

“Concentrate on ads and messages in Washington newspapers as well

as national magazines (and, we would add, other major newspapers)

most often read by Congressmen.

ugeach concentrations of the ‘favorable’ public (politically active,

educated, middle income and above).

prominent oil company executives should appear on television news

programs to discuss the issues.
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mast couoeingsrmmstenealicn-
WiFzovisslustajonivitsl oil industry

issues."

Mobil's efforts to mold the opinions of legislators and regulators

are not limited to direct contact or persuasion by advertising in

the media. It has also been found effective to mobilize grass-roots

support for Mobil's policies. To this end, the Public Affairs Sup-

port Group was formed in 1977, specifically to develop contacts with

grass-roots constituencies. A number of prograns were developed to

this end:

2 re:cap -- an issue-oriented newsletter which discusses matters

of concern to Mobil and the nation. It is published six to eight

times a year and distributed, free of charge, to anyone who requests ~

it. To date, it has more than 32,000 subscribers, comprising Mobil

employees, annuitants, shareholders, suppliers, and dealers, as well

as others who have no direct association with Mobil.

pe Mobil Congressional pistrict Information System -= a compila-

tion of approximately 500,000 names of individuals, including Mobil

: employees, annuitants, shareholders, suppliers, royalty owners,

leaseholders, and others Mobil believes to be in general sympathy

with the company's point of view. This list is broken down by

Congressional district, and all persons can be contacted by mail

within five working days. The system has been used on a number of

occasions to stimulate support for or opposition to pending legis-

lation on a selected geographic basis. In the most recentinstance,

29,000 individuals in california were contacted to oppose
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1
nposed additional

£ which would have imp ro
~ proposition 11, passage © a

Di esmnortes.. pptdeasi goto
taxes on oil compan

sition 11 was defeats
ec oil companies, and Proposit

ate and
—- a compilation by St

« congressional District Profile p 2
Ee «||coop ocseion feciiintes (ing

1 aistrict of all Mobil Corp
a ration). It lists the type

nd Container Corporationing Montgomery Ward and Cont ER

ees, payroll, taxes paid,
of facility, number of employ ’

1 and state legislators
pertinent data. It is used to make federa

within their respec-
aware of the importance of Nobil's presence within th

¢
ich legislators

tive districts as well as to identify for Mobil which legis

should be responsive to the company's point of view.

As already implied above, not all of Mobil's Public Affairs

¢ efforts are directed at issues within the jurisdiction of the

federal government. On the state level, and sometimes in counties

and municipalities, Mobil finds it necessary or advantageous to

promote better understanding of oil-industry issues.

A case in point arose in the spring of 1981, when Governnor

James R. Thompson of Illinois proposed a 5% gross receipts

tax on oil companies to raise money for the Chicago mass transit
system. Working with the Office of General Counsel and resale
marketing managers in Woodfield, Illinois, the Woodfield Public
Relations office prepared, cleared, and made statements to selected
media in Springfield and Chicago to point out why the tax would
harm the economy of the state. Mobil's statements were timely and
helped shape the debate in the state capitol. Ultimately, the tax
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jis Satonied N sctbiuns coupeny Lobbyist and General Counsel said ~S22 xblic relations asiseenms at ve tine was most helpful inPebil's state relations effort,

Such resistance to politically motivated legislation can sometimesPrevent its eceurence in the fizet plage. In September, 1981, theFoodies purTich rotations stars coordinatedians directed publicrelations programs surrounding the Joliet Region Chamber of Comemerte & Industry's salute to Mobil's refinery in that city. This[BEeORaRiSf BR surnort helpsdlrerineryluanagemontiavestels positivePolitical climate in Joliet and Will County and should help Mobil
2rSue successfully against politically motivated attempts to
increase the refinery's property tax.
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break S1OWing number of voices are being raised against proposals in the Congress toresk up th large oi companies nto smal, le ffcent unis
‘eople without axes to grind. People outside the oil industry. Radio and televisioncommentatorsand editorials. Newspaper editorials

Of the editorials we've come across so far, more than 60 oppose divestiture, and only.
oneurged passage of the legislation.Here a samples

THEARIZONA REPUBLIC “sreaing vo ut usbecuse rye ght hyve ben abeans would be a national dsaser atford he exploration the Gling and he sopisicaredKi istrioubon system tht provided Amerca for longNBC Los Angeles. “Tro over-riaing fact 1s WINChSan opened veand vat oven ron has
thal bigness in oil companies isn't necessarily bad, KEP Us from being utterly swamped by the 500% in-onan takes bilionsof dollars in isk capital to go get ©'8388 in OPEC oll prices.Oi we al seem to want 10 keep using. 1 pan©1ans Who'e lying 0 cimb into higher ofice over he THE SPOKESMAN-REVIEW of spokanebodies of America's oi companies realy want 19 cut A Federal Energy Adminsiraton study indicates thatyour fol prices, we thnk ney should stop monkeying e9UIING ol companies fo Spiupwoud rest m lessaround wih more regulations and break-up threats, Production and higher prices fo consumers. I tis is20 et the forces of competion Sec how bg and U8. | Would be clearcut Case of cuting off one'show integrated an oi company shod be. The Lps "05 0 Spi one's aceAngeles Times aiso cam oul agans! destiire

THE INDIANAPOLIS STAR “Te incus-THE KANSAS CITY STAR yas present situciured has served the nation very¢ ‘The peoplepushing destiuroare not dong anyinng ell icoudcontnueto Goso f goverment wouldlel
0 ease the energy shortage or bring down prices. they 30e.ate ust playing the polical galenes by yng 300kToe aad: 3 TUSHAR WORLD 4 - ime

When necounty(53 rowing and dangerousshor
ge of comestc uel supplies. {would seem ncredieTheFariford Times me eon of {hatCongresswouldallem fo punishpeople who aresome Beral congressmen to force destiure is 50 pic Soe Hud SIRTE0 BUS RERRE OSIaughable thal the nial ncinaton is 10 Ghote he esranings as petty demagoguery. Unfortunately. nator

Ras proven ina pety Gemagoguery. nen ignored a
ioodlten can succeed n aehewng recyces: DESERETNEWSof sat LakeCty.gk i: ing 0 break up oi companGovernment snou get on in he 0b of uiatng a71 Talons) and compranensue natonal energy poleWISTHEM ot crecnuie. sc “ne gniosopty oy icy
Dehn these proposals Is nat og 5 03d. whch ; ,
ignores the fact that big is amost aways more San Francisto Chronicle once big oiShiciont and productive... More ofen han not, 5g = broken up. who's next is logical toexpect hat theess benelts he Consumer In negnboring Norn [ne wil orm an ma eft. of course. 15 bust up the
Carolina, Crarite's WET and WETV acide. “Sure. automobii industry. steel, amin the computerin
rare até abou 20 oi companies that are mighty big. ust. and anyinng else big and muting

youdkeaful fl of storiaontis ssus, wrt to:
Mobil Oil Corporation, Box E, 150 E. 42nd Street, New York, NY 10017.

hts ad azpeared in The Yew York Tines of June 3. 1976.
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’ record
Count them.They Te on >

to consumers, other businesses, national Saitorial stands against divestiture, andonl
y

FOR breaking up the oil companies:
:

AGAINST breaking up the oil companies:

Columbus (Ga.) Ledger Greensboro (N.C.) Daily News Nashua (N.H.) Telegraph

LaGrange (Ga.) News Huntington (W. Va.) Herald Dispatch Salt LakeCity Deseret News N

Chicago Tribune Carlsbad (N.M.) Current-Argus El Dorado (Kans.) Times

Wall Street Journal ‘Spokane (Wash.) Spokesman-Revi
ew Idaho Falls Post Register

rarNa Sterl cn coun (Ky) Adioeste Ontario (Calit.) Daily Report

DallasTimes Herald Charleston(s.C.) Evening Post Louisville Courier-Journal

St. Paul Pioneer Press liz tol (Va)Herald Courier
Se Elizabeth(N.J.)Daily Journal Portsmouth (N.H.) Herald
rizona Republic Arkansas Democrat Norfolk(Neb) Dally Ne

Hillsdale (Mich.) News. (ansas Cit tar-Tir (Nak) Daily News|
isdale (Mich.)Ney Kansas City (Mo, Star-Times Superior(Wis.)Telegram

Aev 3707 te £1578i 0
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mis24 appearedisTheNew YorkTimes ofJure 17, 1976 oan
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the largest oil companies—andSonateBil 2387, which recentsqueakedthrough why: “Breaking up the largest ofconTCR
Serovaronan 10.ve proposes ihe long periodofuncertainty hreuh EECUTS
reo paTamale 0. al companes ne Gusiywouda topase_woud PELLTt

Happens. hers ae ve Hel resus: or pack in imvestment n :
= y TC yon i th United Sites and abrosd (I

1. 1t would hurt the consumer. Says economics (1 non. OPEC areas) This woud strengiien

professor Neil H. Jacoby of UCLA: "Prices of  foayor dominationbyOPEC [OrganizationofFeito:

petlaumprodswou te. Od mprOY [gum Exporting Counties] by contacting Ofer

Consumers would suffer, and the social conse- ji ten]

Sommeat would oe adverse as well Says Don 4 could cost abs. Tha’the prediction of Joh
Baanoare. eusnomitior he DoparmentofAgricul: Winger of the Chase Mannatian Sak... a lack
oe repton eased iy dbasiture woul Im. of energy prevented any further grown in the GNP. Q
act nit any ath farm lool bt Iiough tho we ca, o 1985, expectunempleymenthat woud )
Seana rca thatof ne 1930s
2.1 might rise taxes. Listen 0 barker Raymond 5. It would weaken America's security. OU au
Banat Morgan GraneyCo. The rcs orn. thorty for nat? RogerE Snilds, Deputy Assistant
Set such egamionilhave05a paabysoma.| Sacrtary of Defense who says: .. ie bill would
omit he consumer the carainy by thee han detrimental to the nation’s securty and
Taxpayer oer ices wil ave 0 oa raged. or fsdefense
« Federal Government wi nwteFeralGowran wl ove 96910Wott for he Sevtors who are yn 0

pegs ore a vial Inui 0 ten 10 voices of ea:
Son Including tne expert’. Including, we hope

2. 1 would help foreign producing countres at yours. Wie your Senators. Let them know that you
U5. expanse. New York Times ectoral plains ink dvesture is bad news for America.

this pce Js week, we sid ta the dsrconc in Senate il2387was spportdbyonly two
1 ame 0 moarwiinesesf tho searedpeo. Tht should hvesan 5 romsorrn
on 3vo coat onyroaies rotexpats whosesampanieth prc and

Toray nt hve spoken, we san byt substance of our eon. Of th 51 anys ofthe
rowsony sapere he flhve coreest embodied 1 th i. He repeat wht we

eerank sh core votefodheolesashe weightofvide.

This ad appeared in The flew York Times of June 2h. 1576.
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SEER,

Oil is not a cottage industry

The Senate is abou to ct on a bil we believes be broken up, what about those profivmaking

cial television, automobiles, computers, aluminum
It would break up the US. oll ndusty, 0rcing i jong before they would be broken up?

sch of he 18 largest companies tojeanfing sy fy is sol profitable that must 56 bicker

S10ye Susi Us en what about the manufacturing industries that
(sitherproduction, refining/marketing,or transpor- UP: Wha! 880W FEPACUorinvested capital

Essa avohi HS ifriros motor vehicles and equipment, tobacco manufac-

If this measure becomes law, it would mean turers, transportation equipment, chemicals and

unbrokenstreamall the way fromcrudeoil beneath Gary Hart, adivestiture proponent. Which industry

ations How would it benefit Americans, who already

is just what exists: both large and small compa- il companies that Congress would not be able
nies, some integrated (performing several func- to dismember?

tions), some nt integrated. Forat leas the nex! 100 20 years or more, US.
Ahpikon ho grated companies? rethey ol companies Should be Gandctng te coslet

in the U.S. No one company has more than abot | seems 10 us that persuasive evidence is re-
8:3% of the total U.S. refining capacity. None mar- quired before dismantling an industry as basic to
Kets more than about 8% of the branded gasoline this country's economic security as oil is. It would

etol tty 0 ron UD st acai. seven arenes overated SAPO
ae
newspaper that owns an interest in a paper mill Wetrust that the Americanpublicwillsee through

making newsprint is to that extent vertically inte- the hollow rhetoric of those who would break up the

grated. If it owns the trucks in which its papers are oil companies. If you agree with us that divestiture

ea i senss hs
EEvein

al nteaty 8 30 concerted at ust. 10 samen ar

This at apposed in The few York Times of mly 1, 1976.
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Meet some of our competitol ®
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Wrong Way on Oil... .. Alternative Remedies
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nie 52 a7neared in The New York Tass of uly 15, 197.



7 ili ry for alleged“Attempts fo punish the oil industry En
oy i ry to \anti-competitive behavior are contrar» a

o i ustrie:interest..The oil and other energy in or .
i ji ates.among the least concentrated in the Unite

Those aero th words ofan ll company. ry was nds compete and at nceThey are fan from Gaorgo Washingan cial Isilon was needed to rea upUnivers Enero Plicy Hosearch Fro: na 115-paga paper published by GeorgeSov fer 16month of study and analysis, Washington University, Professor Johnson
the project—directed byWilliamA. Johnson, and his associates, Richard E. Messick,
Professor of Economics at George Wash Samuel Van Vactor, and Frank R. Wyant,ington Universiy—found hat tn oil indus summed up thelr findings ike tis

Conclusion
ENERGY POLICY RESEARCH PROJECT
The George Washington University, Washington, D.C,
There wouldsem t0 be ie reson for secte ress for special reoinions sts among industria corporations, 74th in total returnoiimposed on the ol Indust oh han normal am 01 vrs: ooh whe sent th sl andfae es genrally spplicabl oll industries The on: ass ans 239m svn i svar Brn prsmyJsoneofthe lat concentrated nthe Uni Sts. ims. os of oc Teo ee 08(Ties fms cifme hs ht mo oY eooriatn Sans | Son pan a TseSng Sit)joo companies bipanded their share of the markeiac ay the xpos of peconaneponts Treoer  rionmig pots so Sapa Te sy fo Highly
sted vertical and horizontal integration, jin ventures, ex. men. Why? Beceuse one perme ome @hinge and processingagreements,or ieiogkig nator. Washing eras msses to engage in snicompetive practices Fina of fn: [Wns Soran continuo seristr profit, when viewed in their historical perspective, their plHical horizons Ir sew of ears AngBare mot been ceive; no were rece ed nL Wh iy es ar, Os vithbpmoe hichcanbesime tessobcomesch, then, ae the major oil compris everyone's arbi Ma ustpepeavillin? What has brought bout the current sate of afar mationsity >hire Congress snd 3 number of se legwuunes wim Losing the Wg to bre te menage” ideermined 1 erat univ ettion (at ca oly a. Indus prisms sah on mn onePOL” olCourage needed invest by he mor Oh Company akisd hem from ong whst is necesry 1 the maim The replatry and unite ace of federal snrol of gesteseluficiencyin il so be sehieved? poy sominos1 dominate. tds er eS)One important reason can be summarized na word rcares 1 bsone ope damian hn POLY 224size Big ois big. And i al highly vile, In fr of Federal Enrsy Admins ospr re 1%foal sls four ofthe op en, igh of the (0p 3, nd wal Toplaionto pens of persat eanof the Lop SO companis in he Unted Sates sre majo of 1 ncreedpodacine cape nt pts mfocrCompnics. Tn terms of sts, net incom, SKB yo, Thre mow Bowie spas oe pe suienynity and taal profs, th prsenc ofthe majors among re Slave ucenly onderthSUihe args US. companies s ves moe proncunce. Yu pais to under seach venoms soon looks at meanest might he the prin of SPP om Pe mesessoe 1monopoly, such ss net income 3.3 Tee Of both sls ha no bs nae 1 Tyopor20 ly2nd stockhlders” quit, of tal rear 9 iveors, he he nation.WheheCongr aApert10major il companies have gecraly aged abn ths Ov unnot tthe mor sompeTage companiesExxon, whith second n 1sandAt AT, rodunad aioe osony os

Wt mht om ttykthOFSten, 508 tteweR ET >

This ad appeared in The New York Times of July 22, 1976
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Impact on General Public

All of Mobiltg Communications activities -- messages in the printmedia, our SPonsorship of "Masterpiece Theatre," special events ofPany kinds with which Mobil is associated, and other Programs --have Created a Cumulative impact on the general Public. We believee have had some role in changing the nation's Perception of theenergy situation, ang in steering popular sentiment toward agreateraPPreciation of the role of the free market in the nation's economy --changes reflected in the outcome of the 1980 Presidentialelection.and, in so doing, we have been able to differentiate Mobil in thePopular mind from other oil companies.

At the same time, the influence which we have exerted on popular
opinion is difficult to measure, because of the many variables
involved. Nevertheless, it ig important that we measure it as
effectively as Possible on a continuing basis. We do this by
regularly evaluating the impact of our "Observations" columns,
which are designed to appeal to a mass audience, as opposed to our
Op-Ed ads, which make specific appeals to opinion leaders in gov-
ernment, the media, and elsewhere.

After each "Observations" column is printed, we make Starch Survey
samplings of our readership in which three basic questions are
asked:

° Did you see the ad?

82
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© Did you associate it with the advertiser?
i

© Did you read most of it?

In Parade magazine, where "Observations" colums runregularly,
the Dom for "read most" for black and white ads of half a page —-
the size we use for "Observations" -- is only about 6%. "Observa-
tons," by contrast, consistently dravs a "read most" of around
20%. which is close to what Parade gets for editorial copy. We
think the explanation for this is that we are really presenting,
editorial copy in "Observations," so that people read the columns
because they are interesting without thinking about them as ads.

With help from our Starch surveys, Mobil has also been able to
toughen the content of our messages without losing readership.
In fact, ve have gained in readership percentages by doing so,
and by utilizing bolder type, bold-faced lead-ins, more interest
ing artwork, and a box with every column called "It's a fact,"
highlighting key points for people to remember.

To find out whether "Observations" is really influencing people on
public policies important to Mobil, we recently asked "Observations"
readers in three cities (Hartford, Comn., Davenport, Iowa, and
Charlotte, N.C.) their views on seven provocative issues that we
had treated frequently in "Observations". Then we compared these

views with those of newspaper readers in three demographically

similar cities (Providence, R.I., Des Moines, Iowa, and Memphis,

Tenn.) where "Observations" is not seen.
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t The poll yPo Tesuits) tasedlomNnirly arse eanplings, atwwan majordifferences in views of:
(a) Limits : :) Limiting the government's role in business or as the operatorof oR oil company, with Parade readers more strongly in favor

©f limiting the government's role.

(b) Attitudes towards the more practical way of reducing depen-
dence on oil -- reduced consumption or new energy production.
Reduced consumption alone was believed to be a practical
method of cutting dependence on foreign oil by only 20% of
Parade readers, compared with 25% in the non-reader control

group.

(©) Nuclear power expansion was favored by significantly more
Parade readers than non-readers in the control group.

(d) Solar energy expectations in the short term were met with more

skepticism by Parade readers.

In sum, Parade readers generally reflected attitudes more closely

allied to viewpoints advanced in "Observations" columns on most

key energy issues.

Besides showing that Mobil has some impact on overall public opin-

jon on specific issues, our mail arising from "Observations

columns indicates that we have begun to create an ongoing dialogue
: or

with members of the public on issues important to us. Whether
i i readers support ournot they agree or disagree with us, most of our 5

a ———
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Cc EiTR bo STrrenstor vpoing man they take time to write to ys, x
Hany readers have pointed out the necessary role "Observations(Plevslinipalancing ens Hirpat loz information in their lives wityE38 Soom the government end the media.

FSbIlts ability to sustatnia dialogue with its readers was par-Bi eRlanty arpavect duct vest, ves "Observations" generated 1,443Retters lss% above oie Ussol Tevall While this may have resultedom altrenditolopeaticnt messin controversial issues (nuclearPO¥Y: Intenioe Seccetary tums warpte views on the environment,and anti-media columns, for example), so that many readers wrote® Eo lsacreetnithionziviens, It 1a isnite important that readersaFe interested in what we have to say.p

xTheviarelwilling, tintrace, Neolnacome involved with issues that con-SF them, not only by writing to Mobil, but by discussing theissues with their associates, and writing to legislators (one manpots St thslenalotinicilettor: Minrou inet it huaate my Congressmant™)."Observations! readers are demanding and articulate and are oftenwilling to acknowledge that there are two sides tocontroversial
issues.

In addition, the "giveaays" advertised in the column have cone
tinued to be popular. In 1980, for example, there were over 33,000
Fequests for our energy conservation booklet "Don't be an energy
hog" (see I11-G), and two columns in 1981 prompted 3,792 requests \
for "Making Your Voice Heard in Washington.

El BABB Bi Pa RI iaL
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SEE pp 1974 the Rowan Groyp interviewed 700 »

STSAtente nine any, N-¥ei St. Petersburg, Fla.; wichita, Kans.
Sie Eels el inte Jess catiz Hiroston, Mass. and san
Francisco, cayjg, Among the resuyts;

"The only company wit Clean mai Cte ation a all
(the area of 1 DISgTaming) 1s Mobil, «ang that was because°F our sponsorship of “Masterpiece Theatren. 1, fact, manySeSeentents associated Mong piRlseveratlsunt ic teatoviorenPrograns that we aid poy sponsor.

[i Peseordentaluerote,
Familiar with Mobil's prinecampaignthan those of the otnerJa Wale) varied nignge

(
on the related question Of "effectivenesst of Print campaigns. )

In 2 Louis Harris nationwige SUEVeY Of public opinion ranking 40[Redox American conpaniesicontigton
in February 1976, the fo11om-ing results were obtained:

1. Mobil was clearly the image leader among the seven oi) compa-nies tested (Mobil, Exxon, Gulf, Shell, Arco, Phillips,Continental). “he puplicipercetvadventy as the industryEacssetterionti9iotithel2ll
company characteristics.

2-00 The perliclsavinctiliashtheloi company meee "seriously
€encerisd about the suergy problem, "somnitted| te free heaPrise," and “working for good government". The company also

EE
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Sekie ssnne comments follow:
cojithe messages found in Your 'Observations:
Solumns are a 'welcoun change from the usual anti-
£5NeSS messages that aon injected into so many

OF our so-callea ‘pecs stories! npits debatable how much LIuth is left once the
Sotuction has been sified ou Of your Observations!
Solum, ut at D1 ess keep it up. someone Hag
to Rublicly stang wp ger fee industries and 1 see
none doing'a better job. thas "thou."I love Z28E oolumy (07 B58 It to) tenon my fifth
fade, class in social srestes some facts textbooks
ssn

thove been reading ang Saving your articles sincethey first appeareq in tov Boston Sunday Globe.his information (facesandexamples)aid ressfurther attempting to gommers other people to therealization that governmeny regulation and intersvention is'not to'our advanteqds

sbilezlotherinaiorlertortion irony 2 mass audience has been madethrough television. We have done this by making commercials whichhave run on Mobil Showcase presentations in the 50 major cities,PY offering newsclips and public service announcenents to all Tvstations, and by offering videotapes of Projects and issues whichhave been run by local stations. Commercial messages from theMobil Information Center, 60-second spots which air in prime tineon 75 stations, have been viewed by huge audiences. (Attachnents1/2, 3, and 4 give details of Mobil television programs.)

3
+ dver-

Polls have consistently shown that the company's advocacy a: " " have improved its
tising and sponsorship of "Masterpiece Theatre" ha ip:

ing times when the oil industry has
q image with the public, even during time

been viewed with general disfavor.
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C 3s regarded as the most "honest and direct" oil company in
talking to consumers.

3: At a time when oil companies vere doing virtually no product
advertising, Mobil was rated number one in the “quality of
the company's products and services."

Vhile the public may mot have been aware of it, Mobil's underwritingOf "Masterpiece Theatre® on FBS hes had a gual impact on television
and its audience.

Fizst, the concestlof thelmint~sevies|~ 2 Limited! number oF weeks
devoted to a continuing drama -- was pioneered by "Masterpiece( Theatre! as illustrated by "Upstairs, Downstairs" or "I, Claudius",y
There is good reason to believe that such commercial network mini
series successes as "Roots" and "Holocaust" were direct descendants
Of the Mobil-introduced technique.

Second, the substantial promotional effort behind Mobil's PBS
presentations, especially "Masterpiece Theatre, can safely be
credited with educating the viewing public to the belief that
public television is the natural habitat of quality dramatic
and documentary programming.

In summary, we have been able to demonstrate, on a continuing
~ basis, that we have had a positive impact on public opinion in

general. The evidence available indicates that we have changed,
or had a role in changing, public attitudes on some energy-related

ET ia iApR
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issues so that they SPproximate our own views more closely. And ~we have certainly made Mobil well known as a company. If we areBO always viewed with favor, we have certainly earned increasedTeSpect for our ability ang ¥illingness to speak out on the issues.
#8
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Dearvoter:
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¢ C ISSUE-ORIENTED TV PROGRAMS

Time EstimatedYer Subject Qtinutes) Stations audience
1976 Divestiture ‘ 7s 4,600,000

Divestiture 30 21 750,000
Gasoline Prices News Clip 2 & 2,800,000
Solar Energy 3 8 2,700,000
Offshore Drilling News Clip (Massad) 4 56 3,700,000
Offshore Drilling News Clip (Clewell) 3 5 5,200,000

1977 Gasoline Prices News Clip 3 4 2,300,000
Solar Energy 4 6 2,600,000

= Price At The Pusp 30 27 1,400,000
q

1978 Coal 30 % 3,800,000
Coal News and Talk “ 101 4,300,000
Energy Dilemma - Cable 30 500,000
Search For Oil & Gas 30 7 1,800,000
Oil & Gas News and Talk “ 7 3,200,000
Supply News and Talk 4 2 1,400,000
Methanol News Clip 3 1 5,900,000
Regulated America 3 104 2,700,000
Regulated America (5-part) 3 7% 17,000,000
R. Warner Reaction to Energy Bill 2 58 3,400,000

Heating 011 2 6 3,000,000
c

rte eR A I A,
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36,000,000

jo79 Prices & profits (5-23)
2

103

Nuclear

30
110

3,500,0
00

Clean Air

30
65

1,500,0
00

capitalF
ormation

30
102

2,400,
000

1980 Energy (5-part)

2
109

5,000,0
00

Energy at Crossroads
30

64 1,500,000

Gaabling on Ene
Lingon Energy

30
70 1,600,000

1o1 Gambling ong81 Gamblingon Energy (3:2art)
os

a

011 Hunter
oT 7

3
34

1,000,000

as Prices (3-part
>

2
123

17,000,000

Energy Quiz

a

i

69

American Hagazine
A

1,200,000

0 61
1,000,000
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¢ PUBLIC SERVICE ANNOUNCEMENTS

Mobil began its PSA program in 1975 and ended the program in 1981. The PSAswere 60-second TV spots which ended with the super, "Brought to you as a publicservice by Mobil 0il Corporation.” They were distributed to 400 stations acrossthe country for free-time airing and were picked up on average by 190 stations.The air-life of an average PSA was two to three months. During this period, eachstation ran the PSA about 10 times. Thus, each PSA had approximately 1900 free-time airings, which amounted to $700,000 worth of free-air time per spot.
The following is a year-by-year listing of PSAs:

1975 -- several with conservation theme
1. Use Mass. Transit B2. Save Gas -- use car sparingly3. Car Pooling
4. Tune-up car for better gas mileageS- Obey 55 mph speed limit
6. Home-heating conservation

§ 1976

1. Mobil Bicentennial Posters -- support your local museun2. Car care for summer driving
3. Tire safety
4. Winter tune-up
5. Free Enterprise system

1977

1. Offshore Drilling
2. Freedom of Speech (including corporate)
3. Law of Supply and Demand
4. Big is not bad

1978

1. Offshore Drilling
2. Write your Congressman
3. Environmental Protection
4. Importance of Deregulation

1979

( 1. Importance of Industrial Research (less regulation and taxes needed2. Importance of National Energy Policy
3. Importance of Economic Growth
4. Welcome to Spring -- Car Care
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1980
=,

1. Election Year -- work for the candidate of your choice2. Importance of Profits -- in conjunction with Junior Achievement% Importance of Industrial Research (less regulation and taxes needed)4. Importance of Free Market System

1581
1. Importance of Economic Growth
2. Importance of Domestic 0il Production
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© Tv NEwsCLIPS

Yobil began its TV Newsclip program in 1976 and ended it in 1981. The spotsere 2 minutes long and featured Mobil spokesmen. They were distributed forfrec-tine airing to news programmers at 400 TV stations across the country, andgach spot ran once or twice on evening and early morning news programs on anaverage of 172 stations.
The following is a year-by-year list of Mobil TV newsclips:

1976

1. Mass Fracturing (Colorado) -- Natural Gas Extraction2. Torrance Refinery Energy Conservation3: Ferndale Refinery Adaptation to Alaskan Crude4. Nova Scotia Offshore Drilling5. Marketing Divorcement Threat
1977

1. Mobil Tyco Solar Ribbonsa 2. TW Nelson Seismic Strip3. Mobil Research Series (4 clips)
1978

1. Oregon Wildcat Vell
2. Baltimore Canyon Drilling
3. Uranium Extraction Plant4. Mobil Winners/Science Hall of Fane5. New Catalytic Cracker Arrival (Paulsboro)

1979

1. New Catalytic Cracker On-Stream (Paulsboro)2. Mobil Chemical Phosphate Mining
3. Natural Gas Discovery (Mobile Bay)4. Deep-Water Flow Line Demonstration
5. Coal-to-Gasoline (Paulsboro)

1980

1. New Mobil Invented Catalyst (Paulsboro)
2. Georges Bank Offshore Drilling Preparations
3. Coal-to-Gasoline Update
4. New Uranium Detection Tool

€ 5. Mobil Tyco Update
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o Impact on Investors

"Portfolio managers rank Mobil as one of the three top-rated

companies in eight performance areas -- and Mobil scores best as

most detailed and candid in talks with the financial community.

They also rate Mobil as one of the three best companies for quality

of management, concern for shareholders, and oil and gas explora-

tion activities."

This assessment emerges from an August 1980 survey of 238 portfolio

managers and 266 stockbrokers conducted by Technimetrics Inc. It

is just one of several favorable findings in recent studies of

what the financial community thinks of Mobil. Other examples from

the same Technimetrics survey:

0D Asked which oil company (of the 12 U.S.-based majors covered)

has the most believable advertising and publicrelations,

46% of the portfolio managers and 44% of the brokers rated

Mobil first.

oon "aeetel vespenetilility,i nob} wes considers Desh By 47

of the portfolio managers and 35% of the brokers.

tay and 32% of the two groups, respectively, regarded Mobil

we endowed with the "management you trust the most when they

make statements about the company and the energy situation.”

> oo maui PeekEvoRerd ==twhoiate gtverely involved with individual

vane we eel em ES EOIng ners asjoricil

LL ————



(11-E/2)

companies with advertising programs helpful in generating new N

investors.

== 58% of the brokers mentioned Mobil when asked to cite "most
read" annual reports and other financial documents.

In July 1981, Financial Marketing Service Corporation made a survey
of new and former round-lot Mobil shareholders, and Mobil's Public
Affairs activities vere mentioned favorably by these individual
investors. Asked what factors influenced their purchase of Mobil
stock, 3

-- 16% mentioned the annual report
-- 18% mentioned Mobil communications
-- 28% mentioned newspaper and magazine articles, which for the D

. most part stem directly from Public Relations activities.

Specific Mobil communications that individuals indicated as factors

in purchases were:

-- Sponsorship of public service TV programs (8%)

-- Public issue ads in newspapers (6%)

—- Ads in business publications (6%)

-- "Observations" columns (6%)

-- Product ads on radio and TV (1%).

Individual investors also ranked Mobil above average on support of

cultural and public service programs (43%) and as a company that

C speaks out on issues that affect the entire industry (48%).

)
|
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e More broadly, the Financial Marketing Service survey found that

almost three out of four (74%) of the new investors said they would

recommend Mobil as an investment opportunity for their friends or

relatives and their reasons reflect many of the themes stressed in
Mobil communications:
== Well managed, progressive company
-- Good earnings record
-- Good dividend record

The largest number (28%) characterized Mobil as a better-than-
average long-term investment. This inclination to recommend Mobil
as an investment opportunity is shared by a majority (55%) of former
shareholders, and their reasons parallel those of the new share-

© holders. Asked to compare Mobil with other companies whose stock
they own, more than half of the individual shareholders ranked
Mobil above average on quality of management, and 48% ranked Mobil
above average in successful exploration for oil and gas.

As the analysis of the survey concludes about the impact of Public
Affairs programs, "since ranking by new and former shareholders is
about the same, ve could probably regard this as a barometer of
public opinion in the financial community."

An earlier study of stockbroker attitudes by Yankelovich, Skelly
& White Inc. (October 1979) showed Mobil in a highly favorable

(, position compared with other companies in various industries in
several ways, among them:
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-- 80% of the brokers vere intimately or broadly familiar with -
Mobil and held an overall impression much more positive than

average.

-- "Good management" led the list of perceived reasons for the
company's strength (35%).

Quite apart from the general investor recognition accorded Mobil,

there is also evidence that Mobil's specific financial message is

clearly understood and well received. A case in point is the his-
toric perception of Mobil in the financial community as a highly

efficient marketing and refining company -- but crude-short. After
much effort to counter the image, success was achieved in the

Oct. 13, 1980 edition of Business Week (Attachment 1). Its cover

story, "Mobil's Successful Exploration," reported specifically on

the company's strengthening of its overseas and domestic explora-
tion activities -- clearly a change in the attitude of the business

press.

similarly, The WallStreetTranscript of June 29, 1981, quotes

various brokers and analysts as saying that Mobil is a "top
investment" and an "outstanding value" (Attachment 2). Other

recent publications also have commented favorably on Mobil's

exploration activities (Attachments 3 and 4).

In a less formal vein, there are many impromptu reactions from

analysts and money managers at major institutions, both in New A

York and out of town, including praise of the Op-Ed program. There
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a have been unsolicited and sometimes surprising comments such as:
"You guys are certainly doing a terrific job with your advertising.
1 hope you keep it up." On one occasion, the head of the Ford
Foundation, addressing a group of analysts, cited Mobil's advertis-
ing as exemplary of what more companies should be doing. Said he:
"This kind of advertising shows investors that management under-
stands the business environment in which it is operating."

Such recent recognition within the financial community is, in part,
the result of an accelerated investor relations program, one much

stronger than in the early 1970s.

From 1970 to 1976, the main function of the Investor Relations
° office was to provide oil analysts with a single point of contact

within the company, to limit or prevent their calling numerous
other departments for information. Contact with analysts was reac-
tive, consisting primarily of responding to financial analysts’

telephone queries, arranging office visits from analysts who
requested them, and mailing them annual and quarterly financial
statements and a statistical supplement with financial and operat-

ing figures.

During the 1970-76 period, Mobil scheduled only occasional meetings
with financial groups. In 1970, the company sponsored a meeting
for oil analysts in Mobil headquarters. In 1971 and 1975, Rawleigh

/ Warner, Jr., and William P. Tavoulareas appeared before the New

= York Society of Security Analysts. Richard F. Tucker addressed
the Oil Analysts of Chicago in 1973, and retired vicechairman

I. aaa
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o Herman J. Schmidt addressed the Los Angeles Society of Financial 0

Analysts in 1976. The 1970, '71, and '75 presentations were repro-

duced in booklet form and mailed to securities analysts.

In 1976, following completion of the Marcor acquisition, Mobil
began to build the basis for an effective ongoing program of

Investor Relations (IR) activities. Investor Relations was

organized as a separate department within the Public Affairs
group, headed by an experienced and knowledgeable senior execu-

tive, assisted by three professional communicators.

This new department was given responsibility for increasing the
investment community's detailed knowledge about Mobil in order to

v enable prospective investors to make informed investment decisions »

about purchasing Mobil securities.

To meet this responsibility, Investor Relations segmented key

target audiences and established programs of communication to

reach them. A series of advertisements stressing Mobil's funda-

mental strengths was prepared for financial media in early 1977

‘to make investors more aware of Mobil's diversity and capabilities

(Attachment 5). Objectives were established for specific finan-

cial publics, and programs created to provide them with current
information on the company and its environment on a regular basis.
One objective, for example, has been to maintain personal contact

a with analysts and portfolio managers at a majority of our largest
shareholders, typically those institutions managing over a billion )
dollars in equity portfolios, on an annual basis, and to cover all

a
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@® such institutions on at least a biennial basis. Another objective
has been to provide the most influential oil analysts with an
opportunity to become acquainted with the details of our business
and to impress them with the quality and depth of management.

In 1977, we arranged for Mobil directors to address financial
audiences -in Boston, Chicago, Cleveland, Los Angeles, San Fran-
cisco and New York. The proceedings from two of these meetings
were reproduced in booklet form for distribution to wider audiences.
(Attachment 6 is a similar booklet.) In each succeeding year, we
have arranged for at least four such group meetings and have con-
verted one or more of them each year into brochures for mailing to

» wide segments of the financial community.

Also in 1977, Messrs. Warner and Tavoulareas began conducting
informal meetings with investment officer groups of the major New
York area institutions. Overseas that year, the IR staff and Vice-
Chairman met with major European institutional investors in a pilot
program to determine whether Mobil should extend its financial com-
munications efforts beyond the U.S. market; as a result, these
foreign contacts have continued.

In August 1978 we instituted a program of informal luncheon
meetings for the oil analysts who are most influential in the
marketplace. Typically, six to eight of these analysts are

(p invited to lunches hosted by different directors on a round-
robin basis, with discussion focused on each director's area of
responsibility. We have received excellent feedback on these
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informal meetings and have continued both of these programs
through the years, with Messrs. Warner and Tavoulareas hosting
informal meetings with investment officer groups approximately
four times a year, and other directors meeting informally with
key oil analysts an average of once a month on a regular basis.

In 1978, we also began selective mailings to registered repre-
sentatives at brokerage firms, in order to identify individual
brokers who wished to receive Mobil financial information for
recommunication to individual client investors. Research on
attitudes of new and former individual shareholders was conducted
to determine appropriate means of communication to attract indi-
vidual investor interest.

In 1979, our program was further strengthened by the introduction
of broadly distributed "Financial Facts about Mobil" (Attachment 7),
a precis highlighting Mobil's financial and operating progress.
That year, we also began a program of regular communication with
European investors, scheduling meetings annually with major
institutions, and providing them with Mobil's printed financial
communications on a regular basis. We also arranged and conducted
tours for analysts of our new seismic vessel in Galveston and New
York.

Our current program builds upon and continues activities developed
during the past five years. In 1981, Investor Relations conducted
119 meetings with analysts and portfolio managers. In addition to
New York, meetings were held in 16 U.S. cities and five European

EEE EEIE—————
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® financial centers. Of these, 32 involved groups of investors and
87 were informal private meetings with institutional investors.
Messrs. Warner or Tavoulareas conducted eight of these meetings;
other officers and directors were involved in 29; and the remaining
82 were conducted by IR staff.

In early 1982, Messrs. Warner and Tavoulareas held meetings with
the investment officer group of several large institutions in New
York, and so far this year, the Investor Relations group has met
with institutional investors in Atlanta, Cincinnati, Columbus,
Dallas, Austin, Houston, Phoenix, Louisville, Trenton, Los Angeles,
Sacramento and San Francisco. In addition, special meetings were
set up to enable Messrs. Massad and Murray to explain Mobil's

LJ strengths to the influential Oil Analysts
Groups in Boston and New York. These speeches are providing the
content for two special brochures which will reemphasize Mobil's
underlying strengths to analysts and investors throughout the U.S.
and Europe.

During 1981, we also developed a major mailing piece aimed at
individual investors. Reprints of a feature story on Mobil's Ec
strength published inResearchMagazine (Attachment 4) were offered
to stockbrokers for distribution to their accounts; brokers
requested more than 50,000 reprints. A videotape cassette featur-
ing Mr. Massad was also produced and distributed to interested

(© brokers. As of year-end, this message had been requested by more
than 200 broker organizations.

eeereiy il
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Probably the most extensive Mobil communications take place over €

the telephone as the Investor Relations group responds to a variety

of investment-community requests for general information, interpre-

tation, and financial and operating data. In 1981, 1,142 such

calls were logged, in addition to several hundred others made in

the context of the two acquisition efforts.

Investor Relations also supervises the preparation of the quarterly

report to shareholders, calledMobilReport, and participates in the

preparation of the Annual Report and the annual meeting management

backup book of financial data.

#4 #
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Impact on Employees

e
since 1976, Mobil has accelerated the effort to keep its employees

informed about company activities and about political and economic

issues. This program was given urgency when it became clear that,

in the wake of the Arab embargo and other changes in the world oil

situation, employees needed more and better information both to

understand what was happening and to represent their company in

discussions on energy.

The impact that Mobil's employee communications programs have

had can be assessed by comparing two surveys done by Yankelovich,

Skelly & White, Inc., in 1976 and again in 1979.

e Major conclusions of the 1976 survey were that:

-- Mobil's employees strongly supported management's outspoken

position on energy and public issues, but felt that they did

not have adequate information or understanding.

—- Employees felt they had no mechanisms for communicating upward

with management.

As a result of these findings, a company task force developed recom-

mendations for an improved employee communications program, which

included bulletin board announcements, Executive Forums and expanded

Employee Orientation programs, a Playback program enabling employees

@ to ook questions anonymously, and other communications mechanisms.

After three years, a further survey by Yankelovich, Skelly & White
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indicated substantial improvements in Mobil employees' understanding A

of the issues. Overall, Yankelovich reported:

Mobil 0il, by investing many resources and the
concern of top corporate management, has established
Stself as a leader in communicating to both external
audiences and its employees. We feel that it is not
In exaggeration to say that Mobil's efforts endow it
with the potential to be one of the foremost compa-
nies in the world in this employee communications
arena."

In an assessment that was frankly concerned with pointing out

weak spots in the communications program, the survey concluded

that:

"Employees praise the company's efforts to supply
needed information on energy matters, Mobil's
position on certain issues, etc. They recognize
Rhe company's position as a leader in this area
and are 'proud' of the company's outspokenness.'

The survey reported that communications at corporate headquarters

was excellent -- with employees at all levels, and across all divi-

ions, being aware of and familiar with the programs. Many, the

survey showed, could recite details of published Playback responses,

and most perceived a strategy or pattern in the use of bulletin

boards. Usage of the programs at company headquarters also was

common; bulletin boards were read regularly, and Executive Foruns

drew high attendance and interest.

The survey did indicate, however, that at field locations the use

and effectiveness of employee communications programs was uneven,

and particularly cited the need for greater information about career

evelopment, promotions, and job posting. Employees wanted more

information on Employee Relations topics.
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0 In a Mobil Employee Attitude Survey in 1981, employees indicated

that they were satisfied with downward communications on business

issues, although they showed that they wanted more information on

personnel matters and complained about the lack of upward communi-

cations.

One indication about the effectiveness of Mobil's communications

programs on energy and related issues is the company's ability

to generate employee support for or against specific pieces of

legislation in Congress. Spot checks, for example, indicated a

substantial flow of letters from employees when Congress was con-

templating various divestiture proposals that would have broken

up oil companies or kept them from acquiring alternate energy

o reserves of coal, shale, or uranium.

The emphasis on keeping present and retired employees up to date

on issues has been continued with the publication of re:cap, deal-

ing with issues in Congress. Annuitants also show great interest

in energy issues at their meetings and are active in writing

letters to Congressmen to express their views.

It is also clear that Mobil's programs have affected future

employees. That is, the recognition that Mobil gets for its Public

Relations messages has attracted some college-educated and profes-

sional employees to the company. Some have been attracted because

a of Mobil's support for "Masterpiece Theatre," the performing arts,

and our other television programming. These programs have estab-

lished Mobil as a "quality" company, and -- our recruiters point
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