Mobil

We aimed at the movers and shakers in many fields,
including businessmen, city and state officials . . . the media
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Obviously, since we can't put idea commercials on televigion,
we have to rely to a great extent on newspaper and magazine ads
to get our message Across.

Mobll is best known for its Op-Ed ads (31), always a
quarter page in Tho Hew York Times. At the height of the energy
crisia, we ran these ads in as many as 100 newspapers., Right
now, they are running in the six major U.S. metropolitan
newspapers every week, (32)

From the outset, we have used Op-Ed space to discuss
sensitive and controversial topics. The majority of the ads are
on energy issues (33), such as the Alaska pipeline, the need to
£ind more oil and gas, superports and supertankers, the risks of
increased dependence on foreign sources of oil, We also use the
space to discuss public issues (34), such as the need for mass
trensportation, or to publiclze community projects and our own
"goodwill"” programs. We write 52 of these every year. _,

We know from the many letters we get that rcaders pay
attention to what we say, even when they disagree with us,

(35), And here's a booklet put out by Tnhe Wall Strect Jfournal
ss an example to other companies of how they can advertise. We
hope others will join us,

We think Llts ridiculous and dangerous that the U.S. atill
doesn't have o national energy policy -- two full years after thae

smbargo began!
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Last fall, uc¢ launched a major cgmpaign on this subject

(36} with o full page ad -- "An Energy Manifesto" -- in 50 news-

papers, Wo followed up with two ads a weck, side by side, addressed

to specific topics -- natural gas regulation, offshore drilling,
the outlook for alternate sources, the nced for energy growth,
and summarized our discussion with another full page ad in late
December,

At the conclusion of the campalgn, we reprinted the cntire

series as a overcize booklet (37), "Toward A Natlonal Encrgy

Policy" and mailed 4t to everyone who had requested reprints.
S0 far, we have over 10,000 requests for the booklets, many for
large quantitles, and hundreds of letters on the ads, about U0
percent favorablc Lo our point of view.

Paralleling (38) these ads, we applied the same theme to
a series of ads placed in natlonnl magazines. The copy 1is
shorter, punchiesr, and accentuated with dramatic black-and-white
grophics. The comnon angle for all of these ads is our call for
pction now on a Lutlonal Energy Policy -- in what we hoped would
be a Year of Encrmy Action. We then put them in bookIet form
{39) and we distrlbuted 250,000 coples.

As well as swpularizing the message that we nced an energy

pollcy, we have also glaborated on it in a scrles of booklets

(41) which has Just been completed. For this purpose, we
simed at the movers and shakers in many fields, including
businessmen, city ond state officlals, eavironmentalists, labor
lcaders, professors of economice and political sclence, security

analysts, and -- lagt but not least -- the mediu.
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These programs build enough acceptance
to allow us to get tough on substantive issues.

Public broadcasting is the keytone
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{3) Let me begin with our "goodwill umbrella,” as I call 1t.
These programs, we think, build enough acceptance to allow us
to get tough on substantive issues.

Public broadcasting 1s the keystone., The best kKnown of
our PBS programs is (4) Masterplece Theatrs, with Alistair
Cooke. We're proud of Masterpiecce Theatrs becsuse it has helped
rescue TV from the desert of mindless shows which still take up
80 much time on the ailrwaves. But 1t has also helped us achieve
one of our major objectives -- to make Mobil stand out among
o1l companies as difforent. And, in doing thias, we hove created
an audience of opinion leaders who may be more disposed to listen
to our viewpoint on energy issues,

Some of our nore popular shows have been (5) Elizabeth R,
(6) ¥ienna 1905, and, of course, (7) Upstalrs Downatalrs,

This season we are offering (8) Shoulder tg Shoulder, sbout

women's battle for the right to vote in Englond at the turn of the
century (9) The May It Was, s nostalgic program of sportl high~

lights soon to be in its second semson, and (10) The Ascent of Han,

Dr. Jacob Bronovski's personal survey of human achievement.

Also new this fall is Classic Theatre (11). PBS stations

across the nation are now running a serles of 13 famous plays,
such as "Mrs, Warren's Profession” (12), "Candide, and Macbeth,"
among others, (13), all with excellent casts.

Hobil is PBS' largest single supporter. We have such high
visibility -- now two eveningzs a week -- that we often get credit

from pecple for progrems underwritten by Exxon, Xerox and others,

We're also active in commercial television, By deliberate
policy, we don't sponsor run-of-the-mlll TV shows. Instead,
we present our own high-caliber specials, and restrict our
sdvertising to them., Spot advertising of 1deas just didn't work
for us, but "specinls" give us the right framework for what we
have to say.

You may have seen some of our programs, like (14) Ceremonies
in bark 014 ¥en with the Negro Ensemble Company, (15) Queen of

the Stardust Dallroom with Maureen Stapleton, and (16) aan for

the Hisbepotten,
From the beglnning, (17) we have actively promoted our

television programs, especislly with theatrical posters, many
of which you have just seen. We also put together carefully-
designed press kits (1B), with photographs and releases. All
shows get additional publicity through flyers (19), as well as
heavy newspaper, magazine, and television advertising.

A1l this work was, and still is, done in-house, with great
sttention paid to graphics. These sctive campalgns not only
promote the shows, but get across Mobil's concern for good
programaing on television.

There ara dozens of other projects that help us build our
"good¥1ll umbrella." Things like (20) “Summergarden' --
giving the New York Museum of Modern Art money to open its

sculpture garden free on summer weekend evenings.




"We spent $102 million
last year in advertising”
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"We just want fo be hed®




