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Green Advertising and Green Public Relations
as Integration Propaganda

Nina Nakajima
University of Toronto

When faced with an environmental problem, corpo-
rations can either deal with it or merely give the ap-
pearance of managing it. The latter is often the case
because the corporation can maintain a positive pub-
lic image while not actually doing anything to solve the
problem. Advertising and public relations are the tools
that are commonly utilized to create this illusion. The
first part of this article illustrates the variety of ways in
which green advertising and green public relations are
exploited to mislead the public regarding environmen-
tal issues. The many examples cover issues such as
global warming, toxic chemicals, the precautionary
principle, and environmental education. The second
part of the article shows that Jacques Ellul’s theory of
integration propaganda provides a good explanation
for what has been observed about green advertising
and green public relations.

Our industrial system deals with its problems in an
end-of-pipe rather than preventive manner. That is,
instead of dealing with the root of the problem to pre-
vent it, the problem is merely treated with an after-
the-fact solution. Consider the example of an indus-
trial process that uses a toxic substance. Employing the
preventive approach, the process could be modified to
avoid using the toxic substance altogether. However,
the preventive strategy is often perceived to be expen-
sive, especially in terms of up-front costs. In the
end-of-pipe case, the company manages the negative
consequences of the continued use of the toxic sub-
stance. This can by achieved by filtering the waste
stream containing it and treating the material on the fil-
ter to deem it less hazardous. This end-of-pipe approach
merely transfers the wastes from one medium to
another without contending with the underlying prob-
lem, but does help the company to comply with envi-
ronmental regulations. However, the company’s pub-

lic perception must also be managed. To avoid a nega-
tive public image, companies can create the perception
that they are effectively handling the problem. This
way, public support can be maintained while actually
doing very little to solve the problem.

Technological change continues to accelerate,
and with it come unintended consequences and
risks that no one can predict in advance. . . . The
economic interests that stand to benefit from
those changes have become increasingly skillful
at imposing their view of the respective risks and
benefits upon society at large.

So wrote Rampton and Stauber (2001, pp. 74-75, re-
viewed in this issue) in their exposé of the public rela-
tions (PR) industry. Their work and those of others
makes it clear that the economic interests which im-
pose environmental risks have become frighteningly
adept at making such risks more acceptable to the pub-
lic. The tools that industry uses to do this are green ad-
vertising and green public relations. Such end-of-pipe
strategies are exploited by industry to gain or maintain
public acceptance. Rather than change their operations
to minimize environmental burdens, these tools allow
industry to change the public’s perception of their en-
vironmental impacts instead. They enable corpora-
tions to lead the public to believe that for example, cars
with catalytic converters clean the atmosphere, cars
which run on lead-free gasoline are “green” (Rowell,
1996), herbicides save endangered species, global
warming is good for us, and logging companies are the
best stewards of forests because they avoid forest fires
by clear-cutting (Rampton & Stauber, 2001). The first
part of this article will show that these are not just iso-
lated examples but that green advertising and green
PR are pervasive and misleading; they provide soci-
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ety with a distorted view of corporate environmental-
ism. In the second part of the article, it is shown that
Jacques Ellul’s theory of integration propaganda of-
fers a good explanation of the phenomena of green ads
and green PR.

Green Advertising and
Green Public Relations

In North America, green ads and green PR run ram-
pant in the business world (Hawken, 1993; Rampton &
Stauber, 2001; Rowell, 1996; Schrecker, 1990;
Stauber & Rampton, 1995). Almost all of it is gener-
ated by large corporations. These companies spend
enormous amounts of money on green advertising and
green PR. For instance, the oil company Chevron’s
“People Do” ad campaign has cost $5 to $6 million a
year since 1985, which equals 10% of the company’s
advertising budget (Rowell, 1996). In many cases, a
company spends more money on green advertising
and green PR than on its funding for environmental
groups (Rowell, 1996). According to Dowie (1995)
and Stauber and Rampton’s estimates, approximately
$500 million to $1 billion are spent on green PR in the
United States each year. In contrast, Rampton and
Stauber reported American environmental groups’
spending in 1998 to total a mere $4.7 million.

Most of the money spent by corporations on green
ads and green PR is filtered through PR firms. In fact,
the PR industry plays a key role in promoting the
notion of corporate environmentalism. John Stauber—
editor of the journal PR Watch and author of books on
the PR industry—comments, “If you ask me who is
behind anti-environmentalism—it is business, but if
you ask me who is waging the campaigns, who is
choosing the tactics, who is coordinating the fight,
who are the field generals, it is PR practitioners.”
(cited in Rowell, 1996, p. 107). There certainly exists a
significantly sized PR industry: $10 billion is the con-
servative estimate made by Stauber and Rampton
(1995) regarding how much money is spent on PR in
the United States annually. According to PR Newswire
(cited in Stauber & Rampton, 1995), Burson-
Marsteller is the largest PR firm in the world, boasting
350 of the Fortune 500 companies on its client list. It
received $18 million in 1993 for work related to envi-
ronmental concerns, the most out of all PR companies
(“The PR industry’s top 15", 1995).

Not only are green ads and green PR very common
due to the money dedicated to them, but they are also
often misleading. They frequently claim the company

is friendly to the environment when the company actu-
ally is not or when such a claim is questionable. A
company can improve its green public image by using
a variety of strategies as outlined below.

To make deceptive environmental claims, busi-
nesses can use the extremely popular and powerful
strategy of obtaining third-party endorsements for
their position (Rampton & Stauber, 2001). With sup-
port from individuals that appear as, but are actually
not, independent stakeholders, companies can better
fight against environmental organizations, environ-
mentalists, and environmental regulations. For exam-
ple, a bleach manufacturer’s leaked documents reveal
how it planned to ask their allies to pose as third-party
spokespeople and send grassroots letters to legislators
and newsletters about the advantages of chlorine
bleach and the irrationality of those who oppose its use
(Rampton & Stauber, 2001). Similarly, in 1993, the
American Petroleum Institute paid Burson-Marsteller
$1.8 million to create a grassroots letter and phone
campaign against a proposed tax on fossil fuels aimed
at reducing greenhouse gas emissions (Rampton &
Stauber, 2001).

The third-party technique can also take the form of
research for hire. In this case, scientists are hired by
industry to support a conclusion arrived at beforehand.
The “scientific” results are then publicized by industry
as evidence of its position. One third of the Chlorine
Chemistry Council’s $12 million spent in 1994 for
lobbying and PR was for research. Specifically, it paid
for a scientific review panel to challenge the U.S. Envi-
ronmental Protection Agency (EPA) report on the haz-
ards of dioxin. This panel went on a 30-city tour to
downplay or deny the hazards of dioxin to the media
and community leaders (Rampton & Stauber, 2001, p.
147). A study of the scientific literature on four chemi-
cals—alachlor (a herbicide), atrazine (a herbicide),
formaldehyde, and perchloroethylene (a dry-cleaning
solvent)—by Fagin and Lavelle (1996) compared
studies conducted by nonindustry scientists to studies
undertaken by industry scientists. The first group of
studies was unfavorable to the chemicals in 60% of the
case. The industry-funded research, on the other hand,
was favorable to the chemicals 74% of the time.

Third-party endorsement can also be obtained
through corporate funding of antienvironment organi-
zations and right-wing think tanks (Rampton &
Stauber, 2001; Rowell, 1996). The corporation’s
involvement with the group is kept secret and the orga-
nization becomes a “corporate front group” (Rampton
& Stauber, 2001). The corporation can then lobby via
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the corporate front group, which appears as a third
party rather than a self-interested stakeholder. To make
them even more misleading, corporate front groups are
usually endowed with environmentally friendly
sounding names such as American Environmental
Foundation, Forests Forever, Friends of the River,
Alliance for Environmental Resources, Committee on
Wetlands Awareness, Coalition of Responsible Envi-
ronmentalists, Conservation Coalition, National Wet-
lands Coalition, Responsible Environmentalism
Foundation, Save Our Lands, TREES and Wild Rivers
Conservancy Federation (Pendley, 1994, cited in
Rowell, 1996).

Another example of a corporate front group is the
American Forest Foundation and one of its subsidiary
projects called Project Learning Tree (PLT). PLT’s
educational material and Web site makes it appear as if
it were an environmental group. However, it is a timber
industry front group, backed by large corporations and
“some of the nation’s most passionate clear-cutters”
(Borowski, 2000, p.4). Its objective is to promote
paper products, logging, and forest management by
industry to its target audience of teachers. It asserts
that it has reached 500,000 educators and 25 million
students and has been endorsed by the North America
Association of Environmental Education. Its guise
seems to be working.

Indeed, corporations view children and the educa-
tion system as important targets of green PR. Recog-
nizing that the greatest threat to their client’s public
image and long-term financial well-being are future
customers, PR firms give advice to corporations such
as Mongoven, Biscoe, and Duchin (MBD) did to the
Chlorine Chemistry Council: “It is especially impor-
tant to begin a program directed to pediatric groups
throughout the country and to counter activist claims
of chlorine-related health problems in children.”
(Rampton & Stauber, 2001, p. 146)

Companies have also started green PR educational
programs for children, such as Planet Patrol by Procter &
Gamble, The Energy Cube by Exxon, Recyclasaurus
and Recycle by Dow Chemical, Understanding the
Waste Cycle by Browning-Ferris Industries, and
Waste: A Hidden Resource by the PR group of the
packaging industry called Keep America Beautiful
(Hawken, 1993). At the National Science Teachers
Convention in Orlando, Florida, in April 2000, more
than 14,000 attending teachers picked up packages to
be used in their classrooms from various booths. Most
of the booths belonged to industry, their front groups
or affiliated think tanks (Borowski, 2000). For exam-

ple, the Greening Earth Society, created by the coal
industry, gave out videos and guides for teachers dis-
cussing the “fallacies” of global warming and scoffing
at other environmental concerns. Borowski has argued
that environmental education in the United States has
recently become very influenced by corporate agen-
das. The timber industry, for example, provides educa-
tional materials including books, posters, lesson plans
and videos and leads hikes, tours, and teachers’ work-
shops, often for free. In it, they present themselves as
stewards of forests by appropriately managing them
by clear-cutting. Borowski views the problem as a very
serious one, resulting in a need to ask questions like the
following:

Will we turn over public learning centers to those
who see our children as pawns in the game of
quarterly profits? Will we allow them to create a
generation of apathetic and jaded young adults,
disinterested in social issues and steeped in
indoctrination which tells them that corporate
technology will save the day and that activism is
for someone else? (p. 4)

Educational green PR is not limited to school chil-
dren. In fact, public education campaigns directed at
the general public are a popular form of green ads and
green PR. For example, the chemical manufacturer
Monsanto donates a certain herbicide to inner-city
neighborhoods and sprays it as a public service to pro-
vide “cleaner and safer places to live.” (Stauber &
Rampton, 1995)

An issue over which a particularly large number of
corporate front groups have sprung up is global warm-
ing. Global Climate Coalition (GCC), Climate Coun-
cil, and International Climate Change Partnership are
only a few examples of the fossil fuel industry’s (and
in some cases other manufacturing companies’) coali-
tion for promoting inaction on climate change
(Pendley, 1994, cited in Rowell, 1996; Rampton &
Staubler, 2001). Its members are large corporations
and industry associations. The GCC, created by the PR
firm Burson-Marsteller, has spent $63 million since
1994 (Rampton & Stauber, 2001). Friends of the Earth
International calls the industry’s PR strategy “lobby-
ing for lethargy.” As Rampton & Stauber explain, in-
dustry understands that it will not change people’s
minds regarding wanting to do something about global
warming. Rather, it questions the seriousness of the
situation and tries to stop people from mobilizing on
the issue. Rampton and Stauber, whose work is the ba-
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sis of the present discussion regarding global warm-
ing, outline the three-tiered strategy that has been used
for the global warming issue

to keep people apathetic about [the] problem: (1)
argue that it doesn’t exist; (2) argue that it’s actu-
ally a good thing rather than a problem; or (3)
argue that even if it is a problem, there’s nothing
they can do about it anyway. (p. 272)

The first line of action (arguing that it is a fallacy)
succeeded in making global warming appear as a con-
troversial issue when in fact there was overwhelming
scientific agreement on it. The Information Council
for the Environment (ICE), formed in 1991 by the Na-
tional Coal Association, the Western Fuels Associa-
tion, and the Edison Electrical Institute put forth a
$500,000 ad and PR campaign to “reposition global
warming as theory (not fact)”. The ICE assembled the
scientific advisory panel featuring university and gov-
ernment scientists who did media appearances, wrote
to editorial pages of newspapers, and were interviewed
by newspapers. One of them received $165,000 be-
tween 1991 and 1995 from fuel companies for, among
other things, acting as a global warming expert witness
for them and for editing a non–peer reviewed journal
called the World Climate Report. Another ICE scien-
tific advisory panel member has received $300,000 in
research funding from coal and oil companies and
their industry organizations. Another panel member is
an “independent” consultant for large corporations in
the oil and gas industry and testifies before Congress
on their behalf. The ICE also polled the public and
concluded that they should “directly attack the propo-
nents of global warming . . . through comparison of
global warming to historical or mythical instances of
gloom and doom.” These results led to, among other
things, two print ads. The first read, “Some say the
earth is warming. Some also said the earth was flat.”
and shows a sailboat about to sail off the edge of a flat
world into the mouth of a dragon. The other, showing a
cowering chicken, reads, “Who told you the Earth was
warming . . . Chicken Little?” Gelbspan (1997, p. 40)
summarizes the influence of the ICE panel as follows:

[This] tiny group of dissenting scientists have
been given prominent public visibility and con-
gressional influence out of all proportion to their
standing in the scientific community on the issue
of global warming. They have used this platform
to pound widely amplified drumbeats of doubt

about climate change. These doubts are repeated
in virtually every climate-related story in every
newspaper and every TV and radio news outlet in
the country. By keeping the discussion focused
on whether there really is a problem, these dozen
or so dissidents—contradicting the consensus
view held by the world’s top climate scien-
tists—have until now prevented discussion about
how to address the problem.

Even after the ICE was dissolved, the same people
were still directing the PR campaigns albeit from dif-
ferent organizations. A web consisting of front groups
created by front groups and a variety of affiliated orga-
nizations had been created. Two of these groups in-
volved with lobbying for lethargy, The National Cen-
ter for Public Policy Research and The Advancement
of Sound Science Coalition (TASSC), specifically tar-
geted the international climate change negotiations
held at the Kyoto, Japan, Earth Summit in 1997. The
former group created the Kyoto Earth Summit Infor-
mation Center and the “Earth Summit Fact Sheet” as a
means of disseminating anti–Kyoto Protocol quota-
tions to the media and connected members of the me-
dia with industry-linked interviewees free of charge.
TASSC hosted a Web site that encouraged the sending
of anti–Kyoto treaty e-mail to U.S. President Clinton
by entering participants’ names in a $1,000 draw. The
Web site also attacked protreaty information sources.
Is it any wonder that the United States hesitated to sign
the treaty and has now abandoned it altogether?

S. Fred Singer’s Science and Environmental Policy
Project is another group affiliated with promulgating
the notion that global warming is a lie. Its Web site
(http://www.sepp.org) lists petitions cited as support
for this notion, but a careful look at these petitions
reveals very misleading measures. For instance, the
petition titled the “Heidelberg Appeal” of 1992 was
signed by 4,000 scientists including 72 Nobel winners.
However, the contents of the appeal do not specifically
deal with global warming or environmental issues. It is
a general statement warning against pseudoscience.
Of the 72 Nobel winners, 49 of them also signed the
“World Scientists’ Warning to Humanity”, a clear
environmental manifesto. The “Leipzig Declaration
on Global Climate Change”, distributed in 1997, was
signed by 110 noted scientists and prominent scholars.
The problem was that 90 of them did not have experi-
ence in the area of global warming. Of the remaining
20 people who did, some had grants from the oil and
fuel industry and the government of Kuwait. But none
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of the signatories were acknowledged experts on cli-
mate change. Rather, 25 of them were TV weather
reporters, and the rest included a dentist, a medical lab-
oratory researcher, a civil engineer, an amateur meteo-
rologist, a physician, a nuclear scientist, and a flying
insect expert. Twelve of these professionals denied
having signed the document; indeed, some had never
even heard of it, and yet others had no university
degree.

Another petition on the Web site took the lobby for
lethargy to phase two of the three-pronged strategy,
namely to show that global warming is actually a good
thing. As perverse as this may sound, “The Oregon
Petition” achieved this end, if only temporarily. The
petition was circulated by the Oregon Institute of Sci-
ence and Medicine (OISM) in 1998. Included with the
petition, the OISM mailed an article showing that
increasing carbon dioxide levels in the atmosphere are
beneficial to humanity. The article was made to look
like one officially published in the proceedings of the
National Academy of Sciences (NAS) by printing it in
the same format. Attached was a cover letter from
Frederick Seitz, who was the NAS president in the
1960s. Although the paper was self-published and not
accepted for publication anywhere, many readers
believed its message that because of increasing carbon
dioxide levels, “our children will enjoy an Earth with
far more plant and animal life than that with which we
now are blessed. This is a wonderful and unexpected
gift from the Industrial Revolution.” To support this,
19,000 signatures were collected within 3 months. The
OISM claimed that this represented endorsement by
19,000 scientists that global warming is beneficial,
despite the fact that only 2,100 of the signatures were
from scientists. Of these, most were physicists, not cli-
mate specialists. Almost anybody could add their
name to the petition without citing one’s city of resi-
dence or institutional affiliation. Adding one’s name
electronically via the Web page was also possible and,
as several environmental activists showed, could be
done even if you were B. J. Honeycutt or Benjamin
Pierce from the TV series “M*A*S*H.” The petition,
as well as the article, were cited by the media (includ-
ing Newsday, the Los Angeles Times, and the Washing-
ton Post) as if they were credible. This is quite an
accomplishment for OISM, a six-person research
institution in a town of 1,126 people that studies “bio-
chemistry, diagnostic medicine, nutrition, preventive
medicine, and the molecular biology of aging,” as well
as nuclear war survival skills. The first author had
stated in 1994 that ozone depletion is a hoax. The other

three authors are also unqualified or affiliated with the
George C. Marshall Institute, a right-wing think tank
dedicated to fighting environmental scaremongers.

In January 2000, an NAS report pronounced that
global warming was “undoubtedly real” and occurring
faster than previously estimated. In the face of such
overwhelming evidence against them about the reality
and the undesirability of global warming, in 1999 and
2000, some corporations publicly stated that they rec-
ognize global warming as a real problem. But this
admission was counteracted by the third strategy of
inaction on the issue: to show that nothing can be done
about global warming, at least not without destroying
the economy. The Coalition for Vehicle Choice, a front
group for car manufacturers, dealers, and parts stores,
as well as for the oil and gas companies, developed ads
on the issue of global warming. One three-page ad in
the Washington Post claimed that the Kyoto climate
change talks threaten the American economy.

In fact, this is an example of another routine tactic
used by corporations: to forward the notion that help-
ing the environment is equivalent to job loss and eco-
nomic turmoil (Rowell, 1996). Job blackmail is used
by businesses to bargain with governments and com-
munities for more lenient environmental regulations
and standards (Schrecker, 1990). The American Pol-
icy Center stated that if the United States would sign
the Kyoto Treaty to reduce greenhouse gas emissions,
“with a single stroke of the pen, our nation as we built
it, as we have known it and as we have loved it will
begin to disappear” (Rampton & Stauber, 2001). The
Global Climate Information Project, representing the
interests of American trade associations on the global
warming issue, spent $13 million in newspaper and
television ads claiming that the Kyoto Treaty would
increase gas prices by 50¢ per gallon and increase
prices for heating, clothing, and food (Rampton &
Stauber, 2001). Elizabeth Whelan, head of the Ameri-
can Council on Science and Health (ACSH), which is
largely funded by the chemical industry, made a simi-
lar threat about the precautionary principle. This, prin-
ciple based on the idea of “better safe than sorry,”
states that a new substance or a new technology should
be considered harmful until proven otherwise instead
of implementing it without reservation and finding out
later that it causes harm. She stated that the precaution-
ary principle “is a hazard both to our health and our
high standard of living.” She declared it would lead to
“more poverty, more people without health insurance,
and less access to health care generally.” (Rampton &
Stauber, 2001, p. 276).
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Other than focusing on the negative economic
implications, an additional method for distracting the
public from the issue at hand is to shift the blame to
another group or to shift attention to another issue
instead. An example is the campaign of Keep America
Beautiful, a corporate front group funded by 200 com-
panies that make packaging and other materials that
commonly end up in landfills. This group tells the pub-
lic that they, not the companies, are responsible for this
trash and must do something about it. Yet Keep Amer-
ica Beautiful opposes a U.S. bill to put a deposit fee on
glass and metal drink containers because their stance is
that business does not bear the responsibility for the
pollution arising from these materials (Stauber &
Rampton, 1995).

An example of switching the topic (Hawken, 1993)
is an ad that reads, “Save the Wheatfield. Recycle
Toast.” It claims that environmental issues are

becoming clouded by misconception and con-
fused by a myriad of concerns. . . . Sure, trees are
a vital natural resource, but they are a renewable
resource—and one that is protected by sound
forest management. . . . The critical issue is gar-
bage dumps. (p. 129)

Another tactic for distraction is to change the sub-
ject from the environmental burdens posed by industry
to the positive contributions of that industry. For exam-
ple, Monsanto claims its herbicide, Round-Up™,
saves endangered species. Stauber and Rampton
(1995) found out that this means that the herbicide is
used in Kenya “to keep grasses from short circuiting
electric fences that protect the endangered black
rhino.” (p. 131). The chemical industry’s favorite topic
to switch to is the notion of better living through chem-
istry. Rampton and Stauber (2001) provide some ex-
amples. For instance, Monsanto had a slogan called,
“Without chemicals, life itself would be impossible.”
Chemical companies indeed spent plenty of resources
on ads and PR campaigns when the public began to
talk of the harmful effects of chemicals such as DDT,
PCBs, vinyl chloride, and benzene in the 1970s. At
Union Carbide, the effort involved 200 managers and
consisted of speeches, tapes, editorials, educational
films for schools, and articles for magazines and news-
papers about the contribution of modern chemicals to
our standard of living. A spokesman for Ethyl Corpo-
ration, which developed leaded gasoline, described it
in 1925 as a “gift of God” and stated that “our contin-
ued development of motor fuels is essential in our civi-

lization” (Rosner & Markowitz, 1985, p. 348). The
Chlorine Chemistry Council, in the face of health fears
about organochlorines, such as dioxin, was advised by
its PR firm (in a leaked memo) to focus on the contri-
butions of chlorine in the health field. In particular, the
memo stated that a panel of physicians should be cre-
ated to study the health risks of chlorine and its health
benefits through its role in pharmaceuticals and medi-
cal equipment. It was expected that the panel would
find the health benefits overwhelming and these find-
ings could then be publicized in medical journals and
submitted to medical associations. An article was
planned for publication in the Journal of the American
Medical Association that would focus “on the role of
chlorine chemistry in treating disease”. Finally, the
memo states that an attempt should be made to

convince through carefully crafted meetings of
industry representatives (in pharmaceuticals)
with organizations devoted to specific illnesses,
e.g., arthritis, cystic fibrosis, etc., that the cure for
their specific disease may well come through
chlorine chemistry and ask them to pass resolu-
tions endorsing chlorine chemistry and commu-
nicate their resolutions to medical societies.
(cited in Rampton & Stauber, 2001, p. 146)

The positive aspects of industry that are brought up
in their green ads and green PR are usually irrelevant in
a discussion of environmental threats. The contribu-
tion of industry and its products to society is not being
questioned. The point is that this could be done with
less of a burden on the environment.

So far, most of the examples of green ads and green
PR have not contained outright lying but rather mis-
leading presentations based on limited aspects of the
truth. But sometimes green ads and green PR do
involve total lies. For example, a fake memo was cre-
ated by a PR firm on Earth First! letterhead that asked
its members to take violent measures to “f--- up the
mega machine.” This memo was used as justification
to deal harshly with environmental organizations
(Stauber & Rampton, 1995). Similarly, a false news
release was written regarding the outcome of an
organochlorine conference that industry scientists as
well as scientists representing public health and envi-
ronment interests attended. Although the conclusion
reached was that a more comprehensive and more
recent U.S. EPA risk assessment should be done, the
Chlorine Institute’s PR firm stated in a press release
that the conference had reached a “consensus” that
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“dioxin is much less toxic to humans than originally
believed.” (cited in Rampton & Stauber, 2001, p. 137).
This statement was later retracted after some confer-
ence participants complained. A new EPA risk assess-
ment was carried out. This massive project involved
more than 100 scientists (both internal to EPA and
external) and resulted in a 2,000-page document of
which each chapter was peer-reviewed. The 1994 draft
report stated that dioxin and similar chemicals pro-
mote cancer; disrupt the endocrine, reproductive, and
immune systems; and can harm the fetus at very low
levels. However, because of industry pressure on the
EPA, EPA staff were reluctant to speak of it publicly.
As of late 2000, the final draft was still unpublished
(Rampton & Stauber, 2001).

Aside from producing misleading messages,
another group of strategies used in green ads and green
PR deals with the source of their opposition: environ-
mentalists. This can take the form of launching per-
sonal attacks on the company’s opposition, collecting
information on them, discrediting their science and
even using violence.

Environmentalists have been, for example, accused
of having a hidden agenda such as profit, fascism, or
depopulation (Rowell, 1996). Environmentalists have
been called religious fanatics, communists, Nazis, elit-
ists, extremists, anti-Americans, and violent terrorists
(Rowell, 1996). Many examples of such name-calling
exist. For example, Sovereignty International, an orga-
nization that collaborates with the Global Climate
Coalition, is said to believe that global warming “is
a plot to enslave the world under a United Nations-
led ‘world government’ ” (Rampton & Stauber, 2001,
p. 274). A pesticide industry PR representative stated
that global warming is a “genocidal” campaign by
those who think that “humanity must be destroyed to
‘Save the Earth’ ” (p. 282). Rush Limbaugh has stated
that the environmentalists are either “socialists” or
“enviro-religious fanatics” (Stauber & Rampton,
1995). The American Policy Center, in fighting
against global warming, stated that “Al Gore has said
abortion should be used to reduce global warming”
(Rampton & Stauber, 2001). Rachel Carson was
labeled as a communist (Rowell, 1996) and a frus-
trated spinster (Graham, 1970) for writing the book
Silent Spring, which first drew the public’s attention to
the dangers of some pesticides such as DDT. Corpora-
tions often call themselves the true environmentalists
compared to the radicals mentioned above.

How do PR firms obtain inside information on the
environmentalists? PR firms keep tabs on who’s

who in the environmental movement and what the var-
ious organizations are planning. They get on Non-
Governmental Organizations’ (NGO) mailing lists.
The Foundation for Public Affairs, funded by many
very large corporations and PR firms, collects infor-
mation on more than 1,300 groups. A phone-book-
sized directory of such groups was published biannu-
ally until 1993 by the Foundation, containing “intelli-
gence on 250 of the nation’s key public interest
groups” specifically, “current concerns, budget, fund-
ing sources, board of directors, publications, confer-
ences, and methods of operation.” (Stauber &
Rampton, 1995). An annual conference for activists
and industry is also organized by the Foundation so
that industry and its PR firms can gain further insight
into the tactics and plans of the activists. To obtain fur-
ther information, PR firm employees call the NGOs.
When doing so, the employees of the PR firm MBD,
for instance, state that they are calling from “MBD”, a
“research group [to] resolve contentious public policy
issues in a balanced and socially responsible manner.”
Sometimes they claim to be some- one else when they
call (Stauber & Rampton, 1995).

Through these methods, MBD was able to warn the
Chlorine Chemical Council about the Women’s Eco-
nomic and Development Organization’s (WEDO)
conference regarding breast cancer that included top-
ics on organochlorines. MBD counseled its client to
keep on top of the WEDO conferences.

It is important in all cases to stay ahead of the
activists . . . e.g. get to the New Orleans media
and opinion leaders before the Chemical Week
Chlorine Conference and the same in each of the
cities where WEDO will hold conferences this
fall. Let me know if you need more, e.g., we
maintain calendars of anti-chlorine events and
could include same if you like. (cited in Rampton
& Stauber, 2001, p. 142)

They also arranged for scientists to ask questions at the
conference to try to discredit the speakers’ arguments
(Rampton & Stauber, 2001, p. 142).

In fact, discrediting the science of environmental-
ists is a way in which environmental threats can be
downplayed. For example, in response to the publica-
tion of Silent Spring, “no expense was spared” by the
Manufacturing Chemists Association and PR staff
from major chemical companies who defended the
pesticide industry by discrediting the science in
Rachel Carson’s work (Stauber, 1994). The PR budget
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of the National Agricultural Chemical Association
was doubled for this task (Stauber, 1994). As well, the
makers of DDT sued the publishers of Rachel Car-
son’s Silent Spring (Rowell, 1996) and sent out thou-
sands of unfavorable book reviews (Stauber, 1994).
Monsanto published The Desolate Year, which
describes America falling victim to a plague of locusts
after a DDT ban and sent it to more than 5,000 media
centers. (Bleifuss, 1995a; Bleifuss, 1995b; “The Ecol-
ogist”, 1992).

More recently, David Steinman, author of the book,
Diet for a Poisoned Planet, was the victim of such a
smear campaign according to a leaked memo from a
PR firm and reported by Stauber and Rampton (1995).
The book is based on Steinman’s investigative re-
search and shows that hundreds of carcinogens and
other toxic contaminants, many of them pesticides, are
contained in a variety of foods. Based on this infor-
mation, the book recommends that people consume
only organically grown foods in some cases, such as
raisins. When the California Raisin Advisory Board
(CALRAB) got word of this soon-to-be released
book, it set up an anticampaign so that the public
would not find out about Steinman’s book. The PR
firm Ketchum had been hired by CALRAB and wrote
in the leaked memo (cited in Stauber & Rampton,
1995) that it tried to

obtain [a] copy of [the] book galleys or manu-
script and publisher’s tour schedule. . . . The
[Ketchum] agency is currently attempting to get
a tour schedule so that we can ‘shadow’
Steinman’s appearances; best scenario: we will
have our spokesman in town prior to or in con-
junction with Steinman’s appearances. (p. 8)

And so it happened; each talk show where Steinman
was scheduled to appear was contacted and asked to
listen to CALRAB’s side of the story, not only one side
of the issue presented by an “off-the-wall extremist
without credibility.” Furthermore, a pesticide industry
front group, which had Republican connections, and
Elizabeth Whelan, the prominent antienvironmentalist
connected with the chemical industry, became in-
volved. In July 1990, Whelan wrote to the White
House chief of staff with copies to the surgeon general
and the heads of the Food and Drug Administration,
Department of Agriculture, Department of Health and
Human Services, and the EPA that Steinman and oth-
ers “who specialize in terrifying consumers [were]
threatening the U.S. standard of living and, indeed,

may pose a future threat to national security.” (cited in
Stauber & Rampton, 1995, p. 9). The Department of
Agriculture launched an antibook campaign as well.
Dr. William Marcus, author of the forward to the book
and U.S. EPA senior science advisor, refused to re-
move the introduction from the book and was fired.

Similarly, Our Stolen Future—a book by Theo
Colborn, Dianne Dumanoski, and Pete Myers warning
about chemicals that act as endocrine disruptors—was
called a “scaremongering tract” by Consumer Alert.
Consumer Alert is an industry-sponsored group that
makes public statements on consumer safety issues.
The group usually takes up policy stances that are the
opposite of those cited by Consumers Union, which is
not sponsored by industry. The book was described as
“fiction” by 10 scientists at a press conference hosted
by the industry-funded TASSC (Rampton & Stauber,
2001, p. 140). The ACSH, also industry-funded,
acquired the book galleys and wrote an 11-page attack
on the book before it was published. One member
called it “paparazzi science”. Oddly enough, Elizabeth
Whelan, the organization’s president later criticized
the book for being too cautious by using the words
might and may too often.

When voices for the environment cannot be
silenced by negative press for a book or disrupted book
tours, corporations may even employ violence
(Hawken, 1993; Rowell, 1996). Rowell showed how
this was the case in Shell Oil’s infamous involvement
with the Nigerian military dictatorship. The result was
the incarceration and execution of native Ogoni people
fighting to save their land from further devastation by
the oil industry and for a greater share of wealth
derived from the oil.

The discrediting and attacking of environmentalists
as described above are undertaken, according to the
PR firm MBD, when environmentalists are seen as
radicals. But for other types of environmentalists or
environmental organizations, different strategies are
appropriate. MBD sums this up as, “(1) isolate the rad-
icals; (2) ‘cultivate’ the idealists and ‘educate’ them
into becoming realists; then (3) coopt the realists into
agreeing with industry.” (Stauber & Rampton, 1995,
p. 66). The first strategy has been described previ-
ously. The second step of cultivation and education
consists of convincing the idealist that their position
on an issue is actually causing harm or an injustice.
The realists are the ones that MBD advises companies
to give the highest priority to forming partnerships
with. This partnership could take the form of sitting on
the board of directors of the group, assisting with fund-
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raising, funding a conference, or funding a joint publi-
cation on an issue of mutual interest. Of course, this
funding will allow the sponsor to have some input into
the matters of the NGO. Another advantageous aspect
of such partnerships for businesses, of course, is that
they gain the apparent endorsement of environmental
groups and thus a greener image. But because NGOs
are normally eager for funding to expand their pro-
grams and membership and because they are not aware
of industry’s intentions of why they want to work with
them, these schemes are usually successful; that is, the
NGO can be coopted to work for industry’s cause
while the environmentalists believe to be furthering
their own position. For example, Partners for Sun Pro-
tection Awareness, a corporate front group for the drug
company that makes Coppertone sun tan lotion, publi-
cizes the threats due to sun exposure, such as skin can-
cer, cataracts, and immune system damage. As one can
imagine, their public message was to “liberally apply a
sunscreen . . . to all exposed parts of the body before
going outdoors.” (Stauber & Rampton, 1995). Hill and
Knowlton, the PR firm for the drug company, was able
to convince the Natural Resources Council and the
Sierra Club to join the coalition. A member of one of
these groups said that he was not aware of the drug
company funding or that the objective of the coalition
was to sell sunscreen (Stauber & Rampton, 1995).

Another example is that of the partnership between
McDonald’s and the Environmental Defense Fund
(EDF). After McDonald’s came under attack for its
use of foam packaging, EDF negotiated an agreement
with McDonald’s, which EDF claimed as a highly
publicized victory that contributed to their raising of
more than $17 million in 1993. But the victory was
even sweeter for McDonald’s, which experienced a
dramatic improvement in its environmental image.
Stauber and Rampton (1995) reported that in the
mid-1990s, McDonald’s had one of the highest envi-
ronmental ratings out of American corporations.

Further examples of NGO cooption abound.
Between them, the corporate sponsors of the World
Wildlife Fund, Nature Conservancy, Defenders of
Wildlife, Natural Resources Defense Council, EDF,
Audubon Society, and National Wildlife Federation
also fund about 25% of the 37 organizations listed in
the Greenpeace Guide to Anti-Environmental Organi-
zations (Lyford, 1994). A board member of a company
participating in such cooption commented, “One good
thing about that is that while we’re working with them,
they don’t have time to sue us.” (cited in Stauber &
Rampton, 1995, p. 127). Companies, on the other

hand, have large resources to engage in court battles,
as McDonald’s did when a small London, England,
group of environmentalists publicly criticized
McDonald’s practices.

The above summary is not meant to provide a cata-
logue of green advertising and public relations prac-
tices but rather an overview of its dominant strategies.
We now turn our attention to Jacques Ellul’s (1965)
theory of integration propaganda, which can be used to
explain the phenomenon of green ads and green PR.

Ellul’s Theory of Integration Propaganda

It is first important to note that Ellul’s (1965) usage
of the loaded term propaganda does not correspond to
its common meaning. This may be appreciated by not-
ing Ellul’s distinction between two kinds of propa-
ganda: agitation propaganda and integration propa-
ganda. Agitation propaganda is used in revolutionary
times for a short duration to induce people to do or
endure extraordinary things that they normally would
not. In other words, it is the meaning of the term propa-
ganda that we are familiar with. In contrast, integration
propaganda is used in nonrevolutionary times and has
long-term effects. For most of the 20th century, it has
been used to adapt the individual to the technological
society, thereby stabilizing it. Integration, rather than
agitation propaganda is the focus of this section and
can explain green advertising and green PR practices
described above.

The Necessity for Integration Propaganda

Whereas propaganda is generally thought to be an
evil act inflicted on innocent bystanders, integration
propaganda, Ellul (1965) explained, actually fulfils a
need for both the individual who is exposed to it and
the corporation that contributes to it. People require
integration propaganda to enable them to live in a mass
society. As a result, corporations need to employ inte-
gration propaganda, not because of wicked intentions,
but to survive.

Traditional society was held together by customs,
morality, strong communities, religious support, and
other mechanisms that no longer represent such a
cohesive force. Everyday activities were carried out
with people from the community with which one had a
personal relationship. In contrast, today, as a result of
industrialization, we live in a mass society that, with-
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out these traditional glues, requires something else to
hold it together—namely, integration propaganda.

In a traditional society, external sociological forces
generally did not directly influence the individual
because they were mediated by the close-knit commu-
nity and the authority figures within it. For example,
some regimes set out to destroy traditional peasant
communities because they realized that their propa-
ganda had little effect on such communities. In today’s
mass society, there are no significant family and com-
munity bonds that shelter the individual from the out-
side world. Without this protective shell, the individual
is vulnerable and strongly influenced by the mass soci-
ety and its integration propaganda. In fact, one needs
integration propaganda to take the place of tradition
and personal acquaintances that people used to look to
for decision-making advice and to provide some insu-
lation from the influences of society at large. Integra-
tion propaganda, via the mass media, provides us with
guidance on what type of lifestyle we should lead, such
as how we should dress, what we should eat, how we
should behave, and what our appearance should be.

As part of a community wherein one dealt with per-
sonal acquaintances for almost all activities, people’s
opinions were based on firsthand experiences of
events. But living in a mass society consisting of
impersonal relationships, crowds, and weak commu-
nity ties, this is impossible. Yet, there is a need to know
about the goings-on of our society and to have an opin-
ion so that we may feel a part of society. This is why
integration propaganda is needed to provide us with
ready-made opinions allowing us to feel in control, be
informed, and have a sense of belonging to society. By
inevitably using and being exposed to the mass media,
we open ourselves up to the influence of integration
propaganda, the strong conforming influence of the
mass society that provides us with public opinion.
Thus, public opinion is shared by many people on a
wide range of issues with the aid of symbols and ste-
reotypes, such as heroes and heroic images. According
to Ellul (1965), symbols are most effective if they are
remote from reality. This applies, for instance, to
images of a pristine wilderness and wildlife, which
most of us have never experienced and yet are common
in green advertising.

The creation of public opinion is one result of inte-
gration propaganda, but on the whole, integration pro-
paganda is needed to help individuals deal with the un-
bearable situation of living in a mass society, a world
where human values are greatly overshadowed by
technological values, a world where humans appear to

no longer play a decisive role in the development of so-
ciety, a world dominated by technique. According to
Ellul (1964, p. xxv),

the term technique . . . does not mean machines,
technology, or this or that procedure for attaining
an end. In our technological society, technique is
the totality of methods rationally arrived at and
having absolute efficiency . . . in every field of
human activity.1

He argued that human activities have been reduced to
the “one best way”, the most rational and most effi-
cient method, without concern for its effects on human
life, society, or the biosphere.

Integration propaganda, as applied to environmen-
tal issues, mainly takes the form of green public rela-
tions and green advertising. This type of integration
propaganda eases a situation that would otherwise be
intolerable. On the one hand, we are faced with mes-
sages from the mass society informing us that happi-
ness lies in material comfort and that nonmaterial
needs can be fulfilled with material goods, but on the
other hand, we also learn about the havoc our material
lifestyle is wreaking on the environment. Integration
propaganda commands us to buy this and consume
that, but we know that doing so will impose additional
burdens on the environment. Green ads and green PR
as a logical outcome or extension of integration propa-
ganda ease this tension. They relieve the anxiety by
making us feel that we can maintain our consumer life-
style and not feel guilty for the harm we inflict—
because there is no harm, or the harm is insignificant,
or the alternative is much worse, we are told by green
ads and green PR. We can live with a clean conscience.
Green ads and green PR provide justification for our
actions.

It is not only society and individuals that have a
need for integration propaganda. Corporations require
it as well. Recall that it is large corporations that partic-
ipate in green advertising and green PR. Due to the
nature of the modern large corporation, they have a
need for integration propaganda. This is because peo-
ple in a mass society, through exposure to integration
propaganda, have formed an opinion on how the cor-
poration should be run and specifically on matters
such as how a corporation should deal with environ-
mental issues. But public opinion is constantly chang-
ing because there is nothing to ground it or stabilize
it as in a traditional society. If corporations were to
operate in accordance with unpredictable and ever-
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changing public opinion, they would not survive
because they would not be able to plan ahead.

And planning, Galbraith (1967) has shown, is one
of the characteristics of the modern large corporation.
This means that corporations require significant lead
time for decisions to come to fruition. By the time a
specific product or policy to please public opinion has
come to market, public opinion could have changed.
Thus modern large corporations, because of their
requirement for planning, cannot rely on the consis-
tency of public opinion. Yet these efforts, to be suc-
cessful and profitable, must be in accordance with
public opinion. Therefore, public response must be
planned; public opinion must follow corporate deci-
sions. In other words, using PR, the corporation con-
vinces the public that what they want is exactly what
the company is supplying. Advertising assists in man-
aging and planning the demand for new products and
services. This is referred to as Galbraith’s revised
sequence in economic democracy. Instead of the
expected or traditional sequence of first determining
public opinion and then developing corporate strategy
accordingly, companies are already committed to a
strategy by the time an issue arises. So public relations
and ads are used to try to create public opinion that is
favorable to the corporation’s strategy.

The necessity of avoiding outside influence, for
instance in the form of public opinion and therefore of
integration propaganda, can be further explained in
terms of Galbraith’s (1967) four goals of the modern
large corporation. All of the goals listed below revolve
around keeping the technostructure—the “collective
brain” and most important asset of the modern large
corporation—intact and functioning effectively. The
technostructure protects the ability of the corporation
to use the latest knowledge.

The first and most important goal is the
minimization of outside influence on the techno-
structure. Two especially important external influ-
ences to avoid are those of shareholders and bankers.
Thus, shareholders must be provided with sufficient
dividends, which require a certain amount of profits to
be generated. Similarly, minimizing the need for loans
requires significant growth. If a corporation were to be
swayed by public opinion, it would be in opposition to
this first goal. Yet, firms clearly need public support to
foster customers in order to plan ahead and generate
profits to maintain the technostructure.

The second goal of the modern large corporation is
growth. To maintain the contentment of the people
who form the technostructure, they must be given pay

raises. This requires growth and, again, significant
financial gains.

Technical virtuosity, that is, using the latest technol-
ogy, is the third goal. This is also required for the main-
tenance of the satisfaction of members of the
technostructure because they need to believe that they
are making sufficient use of their specialized technical
training and expertise.

The fourth and least important of the goals has to do
with peripheral concerns, such as the environment,
worker health and safety, and labor relations. Ignoring
these concerns could lead to a poor public image and
thus government regulation: a form of outside interfer-
ence with the technostructure that must be avoided.
According to the fourth goal, for instance, when
stricter government regulations vis à vis the environ-
ment loom, the environment becomes an issue that a
corporation must deal with or at least, appear to deal
with. The latter is more often the case, as revealed
above.

The corporate view of the importance of avoiding
regulations is illustrated by the following quotation
from an industrial representative on the National Task
Force on Environment and Economy, “If you sit on the
sidelines you’ll eventually end up with the regulations
you deserve” (Schrecker, 1990, p. 198). So instead of
sitting on the sidelines, corporations must appear to be
dealing with environmental issues so as to stave off
outside influence in the form of regulations and public
pressure.

Characteristics of Integration Propaganda

Aside from the necessity of propaganda, Ellul
(1965) also outlined the characteristics of integration
propaganda to further explain the concept. One such
characteristic is that the propagandist must know the
“psychological terrain” of its targets, know their opin-
ions, stereotypes, myths, and needs. This is necessary
because integration propaganda cannot be created
out of thin air; it must play on an existing sentiment
within the individual. Do the propagandists know and
seek to gain this information? They certainly do. Pub-
lic opinion polls are regularly conducted by PR firms
and large corporations (Rampton & Stauber, 2001).
PR firms collect rather detailed and specific informa-
tion. For instance, the ICE, a corporate front group
taking part in the lobby for lethargy campaign regard-
ing global warming, polled the public and concluded
that the ICE should target “younger, lower-income
women” and “older, less-educated males from larger
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households who are not typically active information-
seekers”. Also, recall that public opinion was studied
to develop a plan for who should be targeted for green
PR concerning chlorine. And it has been shown in the
discussion above that PR firms also collect informa-
tion on environmental activists and environmental
organizations. They closely monitor these possible
threats’ activities so that their potential for causing
damage can be minimized—for example, by making
sure the media does not hear about a new book or by
ensuring industry’s side of the story is shared with the
public.

A second characteristic is that the propagandist
must communicate the “fundamental currents” that
are extant at any given conjuncture in society. Four of
these fundamental currents in contemporary society
are that as human beings we strive for happiness, we
are naturally good, history is progress, and all things of
importance are material. Certainly, green ads and
green PR play on these sentiments to ensure that our
lifestyles are not so destructive and that we may con-
tinue to enjoy material goods as we strive toward prog-
ress and thus greater happiness. Industry, as has been
shown, does not hesitate to remind the public of its
contribution to progress via material goods and the
economic turmoil that would result if this progress
were hampered with environmental concerns.

Thirdly, integration propaganda must be timely.
That is, it must relate to current events. The environ-
ment is certainly a current issue. Polls indicate that
75% to 95% of Americans consider themselves
“green” (Stauber & Rampton, 1995). As well, some
green ads and green PR are a response to a specific
event, such as the publication of Silent Spring and
other books or the Kyoto climate change meetings.

A characteristic of integration propaganda that
applies very directly to green ads and green PR is that it
consists of truth in facts but falsehoods in intentions
and interpretations. It was shown above that most of
the time, green ads and green PR do not use lies but
rather suggest that people draw nontruthful conclu-
sions based on the available facts. Even the case of the
Mobil Oil bags, which claimed to be biodegradable
when they were not judged to be so in court, did not
involve outright lying. Rather, the bags were claimed
to be biodegradable under certain conditions, but the
conditions were far from those the bag would experi-
ence in a landfill. This concurs with what Ellul (1965)
discussed about presenting a fact without explanation
or context. Recall also Monsanto’s claim of their her-

bicide saving endangered species. Although it cannot
be called a lie, it is nevertheless misleading.

It was shown that corporations often accuse envi-
ronmentalists of not telling the truth. This corresponds
exactly to the tactic mentioned by Ellul (1965) of
claiming something is untrue when it is difficult to
prove that it is true. Some environmental claims, such
as the effects of endocrine disruptors, are definitely
difficult to prove. Ellul also wrote that hiding facts and
true intentions can be part of integration propaganda,
such as corporations silencing environmentalists and
funding front groups with misleading names.

The Conditions for the Existence
of Integration Propaganda

Ellul (1965) posited that there are necessary condi-
tions for integration propaganda to exist and succeed.
The conditions outlined below present a favorable
milieu for integration propaganda.

First, there is a certain average standard of living
that ensures that most citizens can afford to watch,
read, and listen to integration propaganda via the mass
media. This is ensured by education, which forms part
of what Ellul calls prepropaganda. It is what prepares
people for receiving and reacting to integration propa-
ganda as intended by the propagandists. The corporate
environmental education programs directed at school
children is a form of prepropaganda.

Second, there is an average culture that ensures that
average people can read—although not too criti-
cally—and be able to relate to the relevant symbols,
stereotypes, and heroes. What symbols? The ones used
in green ads and green PR are ones that our culture
associates with purity, beauty, innocence, and other
virtues. Popular are beautiful nature scenes, especially
those with children or animals. Baby raccoons in
wetlands, an eagle in flight above untouched land and
a bobcat in the desert are pictured in a Chevron ad and
pelicans at a watering hole in an ad for British Petro-
leum. Some examples listed by Hawken (1993) are
deer in virgin forests in an ad for a paper company that
not only clear-cuts but also opposes the renewal of the
Endangered Species Act, and children cleaning up a
littered wildflower field using Mobil Oil plastic bags
claiming to be biodegradable as Native Americans
approvingly look on. As mentioned earlier, the latter
company was sued for this false claim of
biodegradability by seven American states.

The third prerequisite is that there be plenty of
information in the form of advertisements and other
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public relations efforts. As has been shown, green PR
is indeed ubiquitous. This information is necessary
because it, in conjunction with the mass media of com-
munication, creates not only public opinion but also
the problem, such as the environmental crisis, and the
solution, such as corporate clean ups and self-
regulation.

Finally, there must exist ideologies such as Nation-
alism, Democracy, Socialism, and Communism. The
names that environmentalists are called to discredit
them (antiAmerican, communist, etc.) result from
being perceived as opposing one of these ideologies.
Ideologies do not serve as motivating forces for inte-
gration propaganda; rather they are in the service of
integration propaganda by furnishing it with forceful
language and symbols.

The Effects of Integration Propaganda

Ellul (1965) noted that it is difficult to distinguish
the effects of different media and of the contents and
the medium itself. Along similar lines, it is difficult to
separate the effects of ads and articles in magazines
and journals. Ads may be remembered as news. A look
at the American journals Chemical and Engineering
News and Chemical Engineering revealed very few
green ads in 1998 and 1999. However, this was only a
small sample and may not be representative. Neverthe-
less, it is explainable by Ellul’s theory because there is
no need for overt green ads considering the journals
are filled with articles and ads about how chemicals are
making our world better and safer.

Psychological crystallization refers to the effect ads
can have of making vague ideas concrete. For exam-
ple, vague ideas about what a company is doing crys-
tallize into, “This is a good company”. Chevron’s logo
seen beside an image of baby raccoons in wetlands
over and over again becomes, “Chevron is environ-
mentally friendly.” Combined with the effect of other
similar ads, the message develops into, “Industry is
taking care of the environmental problem”.

Everything is black or white in the world of ads. A
company is either good or bad, clean or dirty. This
makes life easier for people by stripping the complexi-
ties of the situation to require less genuine thinking—a
threat to the technological system. Recall that even
minor criticisms are not tolerated by industry. Com-
panies are also uncomfortable with ideas that are not
clearly good or bad. For example, the book Our Stolen
Future that suggests a link between endocrine

disruptors and negative health outcomes was con-
demned for its irresolute conclusions.

Green ads and green PR also reinforce stereotypes
and provide ready-made stereotypes for situations.
Stereotypes are justified on repeated exposure, such as
the stereotype that environmentalists are untrustwor-
thy extremists. The effects are horrifying: through
crystallization, the images of integration propaganda

begin to occupy a person’s entire consciousness
and to push out other feelings and judgments. All
truly personal activity on the part of the individ-
ual is diminished, and man finally is filled with
nothing but these prejudices and beliefs around
which all else revolves. In his personal life, man
will eventually judge everything by such crystal-
lized standards (Ellul, 1965, p. 165).

Ellul (1965) argued that integration propaganda re-
sults in alienation; that is, it possesses people to the de-
gree that they can no longer be themselves. This is con-
sistent with the effects of the technological system into
which propaganda eases integration. Integration pro-
paganda reduces critical thinking and personal opin-
ions because of the crystallization effect and because
its role is to fill our need to reduce tensions. It makes us
less questioning of future integration propaganda. It
leads us to believe that environmental problems are be-
ing managed and solved.

There is already evidence for this longer-term
effect. Many characterize environmentalism since the
mid-1990’s as voluntarism. This reflects the attitude
that environmentalism can be left up to the companies.
These ideas are also evident in governments’ policies
of deregulation of the environment.

Psychic dissociation between thought and action is
another effect mentioned by Ellul (1965). It occurs
because our actions regarding the environment are
automatically called for to a great extent by green ads
and green PR. Action bypasses thought. Because
green ads and green PR assure us that environmental
problems are being taken care of by industry or are not
very serious, we do not consider the effect of our
actions on the biosphere very often. Although almost
all our actions have an effect, we only think of very few
of them, such as when we throw something into a recy-
cling box.

Green ads and green PR should create a need for
more green ads and green PR according to Ellul
because of the effect of mithridatization. This is the
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term offered by Ellul to explain how people require
more and more integration propaganda to have the
same effect because they become desensitized to it.
They become indifferent to it, yet they still have a need
for it. No longer do they have to pay close attention for
integration propaganda to have an effect. For example,
in 1990, during the peak period of public environmen-
tal awareness, the number of green ads increased by
more than a factor of three (Rowell, 1996). In contrast,
few green ads were observed in the study of 1998 and
1999 journals. There is another explanation according
to Ellul (1965). He also suggested the opposite effect
of sensitization. Over time, smaller and smaller doses
are required to produce the same actions. This theory
may better explain the current situation.

The world of technique allows for and necessitates
integration propaganda. We live in a world of tech-
nique, as exhibited by Ellul in The Technological Soci-
ety (1964) and The Technological System (1980).
Environmentalism is a reaction to this technological
system. It is an attempt to assert the importance of
human values in decision making in a world where
technological values dominate.

Conclusion

Ellul’s theory of integration propaganda provides a
good explanation for what has been observed about
green advertising and green public relations. The the-
ory presents us with a frightening and unpleasant
explanation of our society’s situation. Industry
unleashes its message to the media and the public,
often without us knowing that the message originates
with industry. We may think it is coming from a neutral
stakeholder. This even happens in the education sys-
tem. When faced with a threat, industry is proficient at
denying it even when it is true, avoiding the issue or
shifting blame. At the same time, voices that call atten-
tion to important problems are kept from being heard
by the public because they are personally attacked or
misrepresented by industry and thus often by the
media.

What can be done? Full and objective information is
a weapon against integration propaganda, but as Ellul
(1965) noted, and the green ad and green PR strategies
outlined in this article show, this is impossible. If any-
thing, this article warns against uncritically believing
what we learn through the mass media, even when it
appears to come from a trustworthy source. One never
knows at first glance who is behind the carefully
crafted message. But the search for more full and more

objective information can be a goal. Specifically, we
can try to investigate where the source of the mes-
sage’s funding is coming from and pause to think what
they may have to gain from sending a particular mes-
sage. Although we can strive to be mindful of the exis-
tence of green advertising and green PR tactics, it is
daunting that ordinary citizens normally do not have
the time or resources to investigate. Furthermore, large
corporations and industry organizations will almost
always prevail in a battle against citizens because they
have so many more resources in terms of money, law-
yers, PR firms, and time that they can devote.
(Rampton & Stauber, 2001).

But it must be remembered that this battle against
integration propaganda is part of the war against tech-
nique, for integration propaganda exists because of
technique. Green ads and green PR are examples of
how we are being integrated into the technological sys-
tem. Integration propaganda is one of the strongest
tentacles with which technique grips humanity. It lim-
its humanity’s ability to direct the future on human
terms because our thought patterns are so incredibly
influenced by integration propaganda. It also reduces
the tension in our lives so that we can be at ease and not
disturb the technological system. But we need tension
to be able to live full, human lives, according to Ellul
(1965). We must pursue genuine tensions, instead of
trying to rid ourselves of them by adaptation and
integration.

Not only do green ads and green PR stand in the way
of allowing us to deal with tensions that we need, they
also obstruct one of the ways for reducing the effect of
technique, namely to have access to more full and
more objective information and to think critically. This
is exactly what is required to begin to weaken the influ-
ence of technique, but it is precisely what integration
propaganda makes so difficult.

Note

1. A similar definition employed by Vanderburg (2000, p. 226)
is “the ensemble of means rationally arrived at to obtain the great-
est possible efficiency in all spheres of life.”

References

Bleifuss, J. (1995a). Covering the Earth with ‘green PR’. PR
Watch, 2(1), 5.

Bleifuss, J. (1995b). Journalist, watch thyself: Keeping tabs on the
messengers. PR Watch, 2(1), 10.

Borowski, J. F. (2000). Targeting children: Industry’s campaign to
redefine environmental education. PR Watch, 7(2), 1-4.

Nakajima / GREEN ADVERTISING AND GREEN PR 347

 © 2001 SAGE Publications. All rights reserved. Not for commercial use or unauthorized distribution.
 by Dada Dada on November 11, 2007 http://bst.sagepub.comDownloaded from 

http://bst.sagepub.com


Dowie, M. (1995). Losing Ground: American environmentalism at
the close of the twentieth century. Cambridge, MA: MIT Press.

Ellul, J. (1964). The technological society (J. Wilkinson, Trans.).
New York: Knopf.

Ellul, J. (1965). Propaganda: The formation of men’s attitudes
(K. Kellen & J. Lerner, Trans.). New York: Vintage.

Ellul, J. (1980). The technological system (J. Neugroschel, Trans.).
New York: Continuum.

Fagin, D., & Lavelle, M. (1996). Toxic deception. Secaucus, NJ:
Carol.

Galbraith, J. K. (1967). The new industrial state. Boston: Hought-
on Mifflin.

Gelbspan, R. (1997). The heat is on: The high stakes battle over
earth’s threatened climate. Reading, MA: Addison-Wesley.

Graham, F., Jr. (1970). Since Silent Spring. London: Hamish
Hamilton.

Hawken, P. (1993). The ecology of commerce: A declaration of
sustainability. New York: Harper Business.

Lyford, J. Jr. (1994). Trade uber alles. Propaganda Review, 11, 26.
The PR industry’s top 15 greenwashers, based on O’Dwyer’s Di-

rectory of PR Firms and interview with Hill and Knowlton.
(1995). PR Watch, 2(1), 1.

Rampton, S., & Stauber, J. (2001). Trust us, we’re experts!: How
industry manipulates science and gambles with your future.
New York: J. P. Tarcher.

Rosner, D., & Markowitz, G. (1985). A ‘gift of God’?: The public
health controversy over leaded gasoline during the 1920s.
American Journal of Public Health, 75(4), 344-352.

Rowell, A. (1996). Green backlash: Global subversion of the envi-
ronment movement. New York: Routledge Kegan Paul.

Schrecker, T. (1990). Resisting environmental regulation: The
cryptic pattern of business-government relations. In R. Paehlke
& D. Torgerson (Eds.), Managing leviathan: Environmental
politics and the administrative state (pp. 165-199). London:
Broadview Press.

Stauber, J. (1994). Going . . . going . . . green. PR Watch, 1(3), 2.
Stauber, J., & S. Rampton. (1995). Toxic sludge is good for you!:

Lies, damn lies, and the public relations industry. Monroe, ME:
Common Courage Press.

The threat of environmentalism. (1992). The Ecologist, 22(4), 162.
Vanderburg, W. H. (2000). The labyrinth of technology. Toronto,

Canada: University of Toronto Press.

Nina Nakajima is a Ph.D. candidate in the Department of
Mechanical and Industrial Engineering and the Environ-
mental Engineering Collaborative Program at the Univer-
sity of Toronto. Her research focuses on preventive environ-
mental strategies for industry.

348 BULLETIN OF SCIENCE, TECHNOLOGY & SOCIETY / October 2001

 © 2001 SAGE Publications. All rights reserved. Not for commercial use or unauthorized distribution.
 by Dada Dada on November 11, 2007 http://bst.sagepub.comDownloaded from 

http://bst.sagepub.com

