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CHAPTER I 

INTRODUCTION TO THE STUDY 

When any major event occurs, the mass media-reporters, columnists and 

editors-focus attention on that event. Journalists approach each situation with 

their own interests and agendas, and relate their stories to the public (Nimmo & 

Combs, 1983). In the late 1980s and early 1990s, media focused attention on 

the environment. Newsworthy environmental events such as hypodermic 

needles washing up on beaches ("Dead Otters," 1988; 'The Dirty Deep," 1990) 

and the depletion of the ozone ("Ozone Destruction," 1990) were defined by the 

media as catastrophic. The celebration of Earth Day 1990, a commemoration of 

the first Earth Day in 1970, also attracted media attention as a newsworthy 

event. Through the media focus on dramatic environmental events, including the 

celebration of Earth Day 1990, national awareness was directed toward the 

environment. 

The environment became a popular agenda item because of the attention 

it received from the media. Bowman and Hanaford (1977) suggest that the mass 

media plays an important role in stimulating public concern about the 

environment. These authors suggest that when information increases in the 

mass media, public concern can rise (1977). The number of environmental 

articles in popular magazines more than doubled from 1988 to 1990 ("Readers' 

Guide," 1991). In 1988, popular magazines ran environmental articles focusing 



on the fires in Yellowstone National Park ("We Could Have Stopped," 1988); 

droughts ("Greenhouse," 1988); and the disposal of medical waste in the oceans 

("Dead Otters," 1988). In 1989, coverage of these topics continued while 

expanding to include the disappearance of rain forests ("Fall," 1989); the killing of 

dolphins in tuna nets (Brower, 1989); the endangering of the spotted owl ("The 

Spotted Owl," 1989); and the Exxon Valdez oil spill in Alaska's Prince William 

Sound ("Alaska," 1989). By 1990, articles began to investigate the long-term 

effects of environmental catastrophes ("Can Consumers," 1990). The 

destruction of the ozone layer became a significant issue ("Ozone Destruction," 

1990). Journalists began to speculate on the environmental effects of 

deforestation ("Deforestation," 1990), the disposal of medical waste in the 

oceans ("The Dirty Deep," 1990), and animal extinction ("Environments Little Big 

Bird," 1990). These articles fueled popular concern about the state of the 

environment. 

The coverage portrayed a negative public opinion about large 

corporations suggesting that businesses, by neglecting the environment, were 

responsible for its destruction ("Alaska," 1989; 'The Dirty Deep," 1990). Articles 

with titles such as "Cry of the American Coast" (Mark, 1988), and "The 

Destruction of Dolphins" (Brower, 1989) underscored the media's emphasis that 

businesses were responsible for harming the environment. "P & G Tries Hauling 

Itself out of America's Trash Heap" (Schiller, 1990), reporting on Proctor and 

Gamble's disposable products, and Newsweek's "Alaska after Exxon" (1989), 

examining Exxon's responsibility for harm to the Alaskan environment by its oil 

spill, are further examples of media casting blame on the business community. 



Popular opinion-constructed by such articles-had the potential to 

negatively impact businesses that were perceived to be harming the 

environment. Direct action from consumers ("Blood in the water," 1988) and 

indirect action through governmental penalties and legislation (Berke, 1990) 

could affect corporations adversely. Popular opinion served as a strong basis for 

both types of actions. In 1989, the media reported that the tuna industry was 

killing dolphins needlessly in an attempt to increase the industry's tuna catch 

(Brower, 1989). This information led to a public boycott of tuna products caught 

in nets that were harmful or deadly to dolphins. Public demand for action after 

the Exxon Valdez oil spill served as an impetus for the government to take 

legislative action against and to enforce penalties on businesses that caused 

environmental catastrophes ("Judge Approves," 1991). Actions such as the 

public boycott of tuna and the public demand for environmental legislation 

threatened to increase in number because the protests were producing results. 

This heightened public concern was perceived as a threat to the business 

community. People were demanding that businesses take environmental 

safeguards that could reduce company profits. For instance, the results of a 

1990 New York Times opinion poll revealed that "84% of Americans believe that 

environmental pollution is a serious problem and that it is getting worse" (Berke, 

p. 1). The poll also showed that "74% of Americans believe that the environment 

is so important that requirements and standards cannot be too high and that 

improvements must be made regardless of the cost" (Berke, p. 1). The poll 

suggested that consumers were willing to pay more for environmentally safe 

products, and that they believed companies and businesses should be required 



to assume additional financial responsibility for the research and development of 

such products. Thus, businesses were confronted with a problem. 

From 1988 to 1990, the American people were confronted with the 

media's construction of an environmental crisis. The general public accepted 

this constructed crisis. Businesses, to remain popular and profitable, needed to 

create environmentally conscious identities to rebut this growing opinion. One 

avenue for creating a new identity is through advertisements. The purpose of 

this study is to determine if advertising was an effective tool for identity 

construction. This study utilizes a semiotic approach in analyzing major oil 

companies' print advertisements in 1990, the source of the new identities. 

This chapter lays the groundwork for a semiotic analysis of selected print 

advertisements. An introductory overview of the media's constructed 

environmental crisis is outlined in the first section. The statement of the problem 

is suggested in the second section. In the third section, the purpose of this study 

is described. The fourth section reviews three subjects which dominate this 

study: (a) advertising, (b) semiotics, and (c) myth. The methodology used in this 

study will be discussed in the fifth section, and the materials for this study will be 

presented in the sixth section. The final two sections suggest the significance of 

the study and the design of the study, respectively. 

Statement of Problem 

A review of advertising literature suggests that most advertising research 

concentrates on a company's persuasive messages in promoting its products 

(Langrehr & Caywood, 1995; Stern, 1991). There is, however, little research 

focusing on the persuasive messages used to create advertisements that 

promote the goodwill of companies recovering from crisis. This study describes 



how businesses attempt to construct new identities which suggest that they and 

their products are in harmony with the environment. People who support the 

companies by purchasing their products are, in effect, working for environmental 

protection. 

By constructing an identity of environmental concern, corporations 

appease the public and prevent potentially devastating legislation that 

emphasizes cleaning up the environment (Berke, 1990). Because direct and 

indirect actions by the public can hinder business operations, the new identities 

enable corporations to continue operations without interruptions or additional 

costs. The purpose of this study is to address how businesses construct these 

identities. This purpose is discussed in the following section. 

Purpose of the Study 

The purpose of this study is two-fold. First, it will demonstrate how 

discourse is used to construct new identities for businesses. Second, it 

describes how these new identities aid businesses in the construction of the 

popular myth of environmental responsibility. Although their old identities were 

linked directly to their products, businesses' new identities connect their 

corporate name with concern for and preservation of the environment. These 

identities seem to suggest that businesses and people can work together to 

overcome environmental destruction. 

The objective of this study, then, is to show how businesses use 

advertisements to construct a popular myth that businesses-with participation 

from citizens-were doing their part in overcoming the perceived environmental 

crisis. In other words, the public was given the illusion that companies were 

doing their part to take care of the environment. To meet the objective of this 
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study, an analysis is made of the discourse in magazine advertisements that led 

to myth construction. In the next section, contributory works in advertising and 

myth from which this study draws will be reviewed. 

Literature Review 

In this review, advertisements are discussed, as are the uses of 

advertisements in popular magazines, how advertisements are used to construct 

businesses' new identities, and the use of green advertising. Semiotics will be 

defined and discussed. In addition, a definition of myth will be presented, as well 

as a discussion of its function. 

Advertising 

Advertising, as defined by Wells, Burnett and Moriarty (1989) is a "paid 

communication from an identified sponsor using mass media to persuade or 

influence an audience" (p. 8). Argumentation in advertising refers, not to a 

disagreement, "but to a line of reasoning where one point follows from another, 

leading up to a conclusion" (p. 8). Businesses use argumentative advertising to 

inform the public about concerns that they perceive as important to their interests 

or common cause. 

Advertising as argument is persuasive for two reasons: (a) exposure and, 

(b) overstatement. Atkins, Hocking and Block (1984) state that "people are often 

indiscriminately exposed to whatever ads they encounter while watching TV or 

reading through magazines" (p. 166). Atkins, et al. suggest that the population is 

bombarded every day with thousands of messages that provide information not 

only about one specific situation, but about the overall situation. The advertising 

messages are more readily absorbed by the population when the population can 

identify with the characters presented, and when "the modeled behavior is 



portrayed as rewarding and pleasurable" (Atkins, p. 158). Atkins (1978) 

suggests that.the citizens viewing the advertisements are likely to believe what 

they view. 

Andren' (1980) states that "the consumer interprets and analyzes the 

message by forming an opinion about what propositions it contains and how 

these are related to one another" (p. 79). He writes that the arguments within an 

advertisement have a tendency to be overstated and that the overstatement 

distances the argument further from the truth. In order for the population to 

accept any advertised notion, the "arguments in an advertisement should be 

comprehensive and conclusive, that is, that the advertisement should provide 

enough information for the audience to decide whether the advertised article is 

the best alternative" (Andren', p. 77). An argument that contains controversial or 

uncertain propositions is not convincing to the audience. Therefore, 

argumentative advertisements should contain reasoning that leads the audience 

toward acceptance of advertisers statements; this reasoning is specifically 

designed and constructed to direct the public to acquiesce to the views 

presented. . . 

As stated earlier, the mass media constructed an information explosion 

when it began reporting on environmentally newsworthy events. Media attention 

leading to the construction of an environmental crisis in turn led to advertising by 

businesses that expressed the businesses' concern for the environment. 

Green Advertising. Green advertising (i.e. advertising concerning the 

environment) has increased during the 1990s. The goal of green advertising is 

to both inform consumers about the pro-environmental aspects of products, and 

promote the environmental messages of companies which appeal to the needs 
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and desires of environmentally concerned consumers (Banerjee, Gulas, & Iyer, 

1995; Zinkhan & Carlson, 1995). Although the "volume of green advertising has 

increased, environmental claims are relatively new in advertising" (Banerjee et 

al., p. 21). The advertising industry adapts to marketplace realities and the 

reality in the late 20th century is that consumers want to be green (Zinkhan & 

Carlson). 

The study of green advertising is a relatively new phenomenon and has 

received little research attention (Banerjee et al., 1995; Carlson, Grove, & 

Kangun, 1993; Obermiller, 1995; Shrum, McCarthy, & Lowrey, 1995; Zinkhan, & 

Carlson, 1995). A limited amount of research has been conducted on the 

effectiveness of print ads and the use of environmental advertisements by 

corporations to portray an image of corporate environmental responsibility 

(Banerjee et al., and Shrum et al.). Virtually no research has been conducted on 

the effectiveness or content of green advertising (Banerjee, et al.). Most green 

advertising researchers agree that green advertising must be clearly defined in 

order to conduct consistent studies (Banerjee et al., 1995; Carlson, et al., 1993; 

and Kilbourne, 1995). 

Research has the potential to be impeded if green advertising is not clearly 

defined. Commonly used terms in environmental advertisements, such as 

environmentally friendly, degradable, or ozone friendly have not been clearly 

defined by researchers (Carlson, et al. 1993). Kilbourne (1995) suggests that 

there are five types of green terms to be defined: (a) environmental, (b) 

conservationism, (c) human welfare ecology, (d) preservation, and (e) ecologism. 

Shrum et al. (1995) state that the terms green and pro-environmental are 

interchangeable. In addition, Kilbourne states that "an advertising perspective 
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considers green to be an unidimensional concept encapsulating environment, 

ecological, green, and environmentally oriented behaviors such as recycling" (p. 

17). Since these environmental terms are considered interchangeable by some, 

companies may use the terms to present different benefits (Carlson, et al., 1995). 

Therefore, researchers are working to define these terms in order to present a 

cohesive and acceptable field of study. 

Iyer and Banerjee (1993) found that corporations commonly use green 

advertising to portray their corporate image rather than their products. Banerjee, 

et al. (1995) state that corporate green advertising focuses on "specific 

environmental actions taken by the corporation and they promoted an image of a 

socially responsible company by highlighting the corporation's commitment to 

general environmental protection" (p. 25). These advertisements are developed 

to persuade consumers of the corporations environmental responsibility 

(Schuhwerk, & Lefkoff-Hagius, 1995). Little research has been conducted to 

address the credibility of corporate green advertising. 

Research has determined that print advertisements are more effective in 

portraying environmental messages about corporations than television 

advertisements (Banerjee et al., 1995; Shrum et al., 1995; and Zinkhan & Carlson, 

1995). Shrum et al., found that "print, by its structure, can convey concrete 

information more easily and thoroughly than broadcast media" (p. 81). Between 

1989 and 1990, the number of environmental print advertisements increased by 

430% (Banerjee, et al.). Environmental print advertisements tend to enhance the 

image of the corporation by associating the corporation with a popular 

environmental cause (Banerjee et al.; Carlson et al., 1993; and Shrum et al.). 
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Businesses rely on the use of advertising to sell their products or services. 

Green advertising can be used to associate company names with special interests 

or popular environmental causes. By using green advertising, companies are 

allowed to portray a new or enhanced corporate image to the public. 

Semiotics 

Semiotics is the study of signs, sign systems and codes (Leeds-Hurwitz, 

1993; Sebeok, 1991). Mick (1986) states that "semiotics has identified the sign 

as a fundamental vehicle connecting objects in the broadest sense and human 

reactions" (p. 201). He continues that "the human experience is mediated by a 

panorama of signs and codes both linguistic and non-linguistic and it is the 

meanings of these phenomena that we act upon, not the objects that we assume 

support them" (Mick, p. 205). Signs have both a denotative meaning or 

dictionary definition, and a connotative meaning or personal definition (Langrehr 

& Caywood, 1995). These types of signs are found in advertisements where 

they relay a denotative meaning while portraying the connotative one. Langrehr 

and Caywood propose that "connotative meanings of ads are based on the 

observer's background. People have different experiences, attitudes, beliefs and 

resulting frames of reference" (p. 34). Consumer behavior is based on the 

meanings they place on signs (Mick, 1986). 

In the case of environmental issues, mass media constructed a plethora 

of reports concerning environmental events. Advertising was one way for 

businesses to respond to these negative reports. The advertisements relied on 

signs and codes to move the public toward the belief that businesses were 

concerned for the environment. 
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Mvth 

Myth is generally regarded as an old tale designed as a fictitious 

explanation of a phenomenon. This was the case in ancient Greek mythology. 

Other times, myth is regarded as a falsehood. Myth, in this study, is defined not 

as a fiction, but as a proposition that is believed with so much conviction that it is 

accepted whether or not it is true or false (Lasswell, Leites & Associates, 1949). 

Myth is a combination of three facets: (a) the signifier, (b) the signified, 

and (c) the sign. The signifier represents the meaning of the myth. Barthes 

(1972) suggests that the signifier "postulates a kind of knowledge, a past, a 

memory" (p. 117). The signified represents the concept of the myth. The 

signified can have several signifiers. "The third term is nothing but the 

association of the first two. It is the only one which is allowed to be seen in a full 

and satisfactory way. The signification, or sign, is the myth itself (Barthes, p. 

121). 

Whether the myth is true or false is less important than its utility in helping 

people construct their realities. Barthes (1972) believes that myth has a double 

function because "it makes us understand something, and it imposes it on us" (p. 

117). Once discourse with mythic tendencies has been presented to the 

population, and is accepted, the population cooperates with the discourse to 

make it fact. Although myth may or may not be true, it satiates the public's need 

for information when the public acquiesces. 

Myth is a type of argument that provides simple solutions to complex 

problems. Because myth is a persuasive argumentative approach, businesses 

use advertising with mythic tendencies to construct new identities. In terms of 

their environmental responsibility, businesses use the discourse of 
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advertisements to construct myth. When consumers are met with these 

repetitive corporate advertisements, they cooperate in the construction of the 

myth that businesses, with participation from the people, can prevent 

environmental destruction; they accept the myth as factual and natural. 

The repetition of discourse with mythic tendencies through various 

advertisements is useful to the mythologist and will allow for a more diversified 

deciphering of the myth. Lasswell and Fox (1979) suggest that "messages that 

get through to an audience depend on two parameters: (a) control of the focus 

of attention and (b) net value gratification for those who read messages 

correctly" (p. 60). Therefore, the construction of the popular myth that 

businesses, with participation from citizens, were doing their part to overcome 

perceived environmental problems, will be analyzed through the use of 

advertisements. In his book. Mythologies. Barthes (1972) lays out a 

methodology for analyzing myth. This methodology will be used in this study and 

is discussed in the next section. 

Methodology 

In studying the discourse used to create the myth of corporate 

environmentalism, I will analyze the print advertisement campaigns of major oil 

companies to reveal the structure of the myth. Advertisements for this study 

were obtained from best-selling magazines in the United States in 1990 (The 

World Almanac. 1992). The oil companies in this study have been identified by 

Fortune magazine's list of major oil companies ("The Global 500," 1990). 

In this study, I will analyze the advertisements to identify the components 

used to create the myth. To accomplish this analysis, the components in the 

advertisements must be distinguished. The discourse used by oil companies in 



13 

the construction of the myth reflect American values. The value orientations 

evident in the advertisements include: (a) the puritan-pioneer value system, 

emphasizing personal and community obligation, (b) the progressive value 

system, emphasizing progress, change and improvement, (c) the personal 

success value system, reflecting self-respect and satisfaction, and (d) the 

collectivist value system, emphasizing cooperation and humanitarian aid (Sillars, 

1991). By utilizing these value systems, which are consistent with the values of 

the general population, oil companies were able to capture the public's attention 

and direct the public toward the myth of environmental concern (Rokeach, 1973; 

1971). In addition to identifying American values, corporate identification in the 

advertisements was necessary. In all of the advertisements used in this study, 

both the names of the corporations and the corporate logos were presented (see 

Appendices). 

This analysis of myths uses a semiotic approach. Semiotics emphasizes 

language-oriented sign systems. "Each sign is made up of a physical image and 

a concept" (Sillars, 1991, p. 110). Semiotics, when applied to myth, suggests 

that myth can be understood on three levels. These levels include: (a) the 

signifier, or image, (b) the signified, or concept, and (c) the signification, the myth 

constructed by the relationship between the image and the concept (Barthes, 

1972). In this study, the signifier is represented by American values and the 

signified is the identification of each oil company in the advertisements. The 

signification is the message created between the values and the oil companies 

(i.e., the signifier and the signified). The significance of this study will be 

discussed in the following section. 
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Significance of the Study 

This study focuses on a specific period of time when the American public 

was faced with a potentially harmful crisis. Media attention was on the 

environment and on corporations who may have damaged the environment. At 

the time, some corporations responded to this potential crisis with advertisements 

that communicated corporate environmental responsibility. This study is 

significant because it will show how the message of corporate environmental 

responsibility was communicated through the use of advertisements. The study 

will assist researchers when isolating other potential crises and determining how 

messages are communicated to the public. 

The study also will enhance awareness concerning how people 

collaborate, even unconsciously, in the construction of myth. The results may 

lead to enhanced citizen participation in identifying advertised messages. Often 

times, people may acquiesce to corporations because the corporations create a 

new identity through corporate rhetoric that possesses mythic tendencies, thus 

leading the citizens to comply with the message. By understanding how a myth 

is constructed, and how a myth becomes a part of American culture, citizens can 

develop a more enlightened view as to what is being presented to them through 

advertisements. Because myth facilitates certain beliefs in a culture (Bidney, 

1955), it is important to understand how corporations create and use myth to 

their advantage. 

By relying on theories such as persuasion, semiotics, mythology, 

advertising and value analysis, this study will provide a unique approach in 

observing the effects of a communication campaign on the general public. The 

study compliments future research by providing an understanding of what 
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attracts and motivates the public to accept orchestrated advertised messages. 

Materials used for this study will be discussed in the following section. 

Materials 

In this study, I will use a purposive sample of print advertisements found 

in best-selling magazines in the United States in 1990 (The World Almanac. 

1992). After surveying the advertisements in these magazines, the focus was 

restricted to corporate advertisements with attention on the environment. 

Because oil companies were receiving negative media coverage at the time, it is 

reasonable to restrict the sample of advertisements to those from the oil industry. 

Therefore, the study will be limited to advertisements from four oil companies: 

(a) Mobil, (b) Texaco, (c) Phillips 66, and (d) Chevron. These oil companies 

were identified as major oil companies by Fortune magazine ("The Global 500," 

1990). These oil companies' advertisements each appeared, and were regularly 

repeated in Time. Fortune. Life. National Geographic, and Forbes magazines. 

Elements such as copy, photographs, and drawings that focus attention on an 

advertisement will be analyzed. The written material will be transcribed and the 

visual material will be described. 

The selection of advertisements from popular magazines is designed to 

concentrate on the large amount of advertising the population was exposed to in 

1990. Brown and Crable (1973) suggest that "magazines offer the possibility of 

repeated voluntary exposure" (p. 261). Therefore, "magazines, better than 

television, could raise the appetite for ecology-related advertising" (Brown & 

Crable, p. 262). 

This study is arranged in the following format. Chapter Two consists of an 

historical review of the popularly accepted environmental crisis. In that chapter I 
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will discuss the progression of media stories from 1988 to 1990, and the 

introduction of environmental concerns in national television entertainment 

programs. In Chapter Three, I will discuss the methodology used to analyze 

advertised messages. The analysis will be completed by examining American 

values and conducting a semiotic analysis of the advertisements. In Chapter 

Four, the methodology will be applied to the advertisements. This analysis will 

show how myths were constructed that enabled businesses to overcome 

problems posed by the acceptance of the environmental crisis. In Chapter Five, 

I will present conclusions and suggestions for future research. 



CHAPTER II 

HISTORICAL REVIEW OF THE 

CONSTRUCTED ENVIRONMENTAL CRISIS 

During the late 1980's and early 1990's, one of the many issues making 

up American political culture was the protection of the environment. For 

instance, a 1990 opinion poll ("Oratory of evnironmentalism") suggested that a 

majority of Americans believed that an environmental crisis existed and that 

steps should be taken to overcome it. This chapter argues that the media forged 

this cultural orientation in two ways. First, the media, triggered by actual 

environmental events, constructed the existence of the crisis for specific 

audiences. Second, the electronic media expanded this construction to the 

broader mass public by making it more popularly consumable. The result was 

that the environment became a legitimate area of concern for the American 

people. With the people concerned for the environment, and the media focusing 

blame for the constructed environmental crisis on businesses, businesses were 

held accountable for the environment and, therefore constructed the myth that 

they, with participation from citizens, were working to overcome environmental 

destruction. 

Environmental Crisis Construction 

The media's construction of reality, as they reacted to environmental 

events, initiated the popularly shared environmental crisis. First, media constructs 
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peoples' realities (McLuhan, 1967). Nimmo and Combs (1983) observe, "whether 

a real world exists or not, the only way we can know it, grasp it, make sense of it, 

is through communication" (p. 4). As they suggest: 

Even when we are directly involved in things, we do not comprehend them 

directly. Instead, media or communication, intervene, media in the form of 

language, customs, symbols, stories, and so forth. That very intervention 

is a process that creates and re-creates [constructs and reconstructs] our 

realities of the moment and over the proverbial long haul. Communication 

does more that report, describe, explain--it creates. In this sense all 

realities-even those emerging out of direct, firsthand experience with 

things-are mediated. (Nimmo and Combs, p. 4) 

Furthermore, the mass media are essential to our knowledge of the world 

because of their technological supremacy (Nimmo & Combs). Because 

American society has become more complex, the media have become the 

primary source of societal information (Altheide & Snow, 1979; Ball-Rokeach & 

DeFleur, 1976; Nimmo & Combs). 

Second, a "dynamic interplay" between environmental events and the 

media can lead to the construction of the environmental goal orientation (Cobb & 

Elder, 1972). Actual events serve as a "triggering device" for directing media 

attention toward environmental concerns. Hayes (1990) states that "it took the 

discovery of holes in the ozone layer, widespread fires in the Amazon, and 

convincing proof of the threats posed by global climate change to make the 

environment an issue worthy of international press" (p. 24). 

In the environmental crisis, the media played the role of "circumstantial 

reactor" by responding to these ever increasing events (Cobb & Elder, 1972). A 

circumstantial reactor is defined as a "means of issue initiation through an 
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unanticipated event" (Cobb & Elder, p. 83)--the media or public can react to a 

circumstance which may change a particular action. For instance, in 1988, the 

magazine media began an in-depth investigation of the forest fire in Yellowstone 

National Park ("Will earth survive," 1988). This investigation attempted to 

answer the following questions: (a) how the fire started, (b) what was the extent 

of the damage, (c) why the fire should burn itself out, and (d) what impacts the 

fire could have on the local and global environment ("Climate influence," 1988). 

During the same year, magazines also reacted to other disastrous environmental 

events. These events included droughts ("Greenhouse," 1988) and the disposal 

of medical waste in oceans ("Why a flood of filth," 1988). 

In 1989, the magazine media reacted to the endangerment of the spotted 

owl ("The spotted-owl," 1989), the deforestation of rain forests ("Rain forest," 

1989), the killing of dolphins in tuna nets ("Porpoise mortality," 1989), and the 

Exxon oil spill in Alaska's Prince William Sound ("Alaska," 1989). 

Simultaneously, media continued to respond to the previous year's events 

concerning fires, droughts, and human pollution. Some representative articles of 

continued coverage Included: "Yellowstone: the Smoke Clears" (1989); "Last 

gasp for the Everglades" (1989) which directed attention on droughts; and "Hype 

Tide: Medical Waste and Beaches" (1989). 

By 1990, magazine coverage of environmental events became more 

pervasive as print media addressed long-term impacts. For instance, the 

magazine media discussed the depletion of the ozone ("Patching the Hole in the 

Sky," 1990), as well as the results of incessant pollution ("A Cleaner 

Environment," 1990). Long-term impacts concerning the devastation of 

particular species were discussed in articles such as "Environment's Little Big 

Bird" (1990) and "Dolphins Get a New Reason to Dance" (1990). Other articles 
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included long-term predictions of specific environmental events: "Deforestation of 

the Tropics" (1990); and "Update on a Disaster" (1990). 

For one year, 1989-1990, other media voices-newspapers, radio, and 

television-joined with the magazine media. These voices spoke through 

investigative articles, broadcast and print public service announcements, and 

popular television programs. Together, the voices became one. Media 

constructed a "crisis reality" for the American public (Nimmo & Combs, 1985). 

Crisis reality, in itself, is a mythic reality; the reality is believed with so much 

conviction that it is accepted whether or not it is true or false (Lasswell, Leites & 

Associates, 1949). 

Media constructs realities due to their stylizing of information. The media, 

as a source for information, speculated on environmental events. This 

speculation appealed to the fear of their audiences that the environment was in 

crisis. Media bring personal editorial biases-interpretations-to the facts they 

share. Evidence of stylized information is contained in two particular issues of 

popular magazines. In 1988, National Geographic produced a special issue 

emphasizing environmental disasters. The issue contained articles and 

photographs relating to world wide disasters and describing peoples' reactions to 

the disasters. These photographs were of people building homes in Brazil where 

there were once rain forests, endangered species (plants and animals), and 

photographs of polluted oceans where whales once swam. The journal devoted 

a brief closing section to the new world perspective, therefore, giving some 

amount of hope to the public through environmental awareness. 

Stylized environmental information also was presented to the public in 

Time magazine (1989). Time, in the "Planet of the Year" issue, presented to its 

readers in script and pictorial form an argument for environmental protection. 
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Readers were shown what occurs when the environment is not protected. The 

photographs were large, full color snapshots with one-line captions under each. 

"Floods in Bangladesh: This year the earth spoke, like God warning Noah of the 

deluge, and the people began to listen" (Sancton, 1989, p. 26). The photo 

above the caption was of a flooded street in Bangladesh where people walked in 

waste-deep water. "Smog in Beijing: Continued reliance on vast coal reserves 

will only worsen China's air pollution" (Sancton, p. 28) was the caption above a 

photograph of a city gray with smog. The caption for a photograph of a destitute 

community read "Famine in Mozambique: 40,000 babies starve to death each 

day" (Sancton, p. 29). The lens captured a people scantily clothed in burlap 

hiding taut skin over bones. The closing photograph was of a dead seal laying 

on the beach. The caption read "Death in the North Sea; Their immune 

systems weakened by pollution, thousands of seals died of pneumonia" 

(Sancton, p. 30). These photographs were the magazine's representation of an 

unprotected environment; it directed attention toward preventable disasters. 

The media constructed the reality of an environmental crisis and the 

American people began to acquiesce to this constructed reality. With public 

attention focused on the environment, individuals and organizations were 

recognized for supporting environmental causes. Reputable sources spoke to 

the audience on environmental destruction prevention and television stations 

included environmental information in their weekly programs. The expansion of 

the environmental concern is discussed in the following section. 

Expansion of Environmental Concern 

Through reputable sources and through television entertainment 

programs, the media delivered the environmental crisis reality to two audiences: 

(a) the attentive public, and (b) the general public. Cobb and Elder (1972) define 
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the attentive public as the "generally informed and interested stratum of the 

population... relatively stable in composition... [that] comes disproportionately 

from the more educated and higher income groups... normally not more than 

ten percent of the public." (p. 107). The general public is "that part of the 

population that is less active, less interested, and less informed. It is the last 

segment of the audience to become involved in a conflict." (Cobb & Elder, p. 

107). Cobb and Elder suggest that for the general public to become activated, 

"the issues must be highly generalized and symbolic" (p. 107). Reputable 

sources furnished the attentive audience with information about the environment 

when they provided in-depth analyses. The general audience received 

information about environmental concerns from television entertainment 

programs and from reputable sources in a generalized, easily understandable 

format. 

Reputable sources 

Reputable sources, including individuals and organizations, spoke for the 

environment, and the media used these voices in their construction of the 

environmental crisis. Reputable sources were thought to be credible and 

legitimate. Individual reputable sources included Earth Day organizers, 

politicians, biologists, poets, and ecologists. Denis Hayes and Edward Furia 

were the organizers of Earth Day 1990 as they were for the original 1970 

celebration. Through their work on Earth Day 1970, Hayes and Furia 

established themselves as environmental experts. Consequently, they were 

viewed by world leaders as experts on the subject of environmental protection. 

This enabled them to make statements concerning the environment and to have 

those statements widely accepted. Expertise about the environment was also 

established by political activists such as Edmund Muskie, author of the Clean Air 
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Act, and by Ralph Nadar. Other experts, such as biologists Rene' Dubos and 

Paul Ehrlich, poet Allen Ginsburg, and ecologist Kenneth Watt, were credited 

with expert knowledge concerning the environment because of their years of 

research and publications (Furia, 1990). 

The media used these voices in relaying their message of an 

environmental crisis. Reputable sources were not limited to individuals. The 

International Board of Earth Day 1990 was also a reputable source for 

environmental information because it included leaders of ten international 

environmental organizations (Hayes, 1990). Journals and organizations became 

representatives of environmental concern as well. National Geographic and the 

Environmental Protection Agency provided reputable information to the public. 

These sources offered respectable analyses of environmental events, as well as 

special events such as symposiums and conferences which had representation 

from environmental experts. 

Articles appearing in popular magazines gave voice to reputable sources 

who supported the environment (Popkin, 1990). For instance, the media articles 

constructed an opportunity in which special environmental events could be 

effectively staged by advocates. Organizers of Earth Day 1990, Denis Hayes 

(chairperson and chief executive officer) and Edward Furia (president and 

managing director), orchestrated special events to increase the publics 

awareness of the environment. These public events included the Mount Everest 

Earth Day 20 International Peace Climb, the Earth Week Expo at the Columbia 

River Gorge, and local Earth Day celebrations in communities across the nation. 

Earth Day organizers also sponsored environmental conferences which 

concentrated on the greenhouse effect and symposiums which focused on 

global prospects for the environment (Hayes, 1990). By producing these special 
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events, the Earth Day organizers increased awareness of the environment for 

the attentive public. These advocates brought additional richness to the context 

by resonating the message of the media. 

The media used the voices of various reputable sources to inform the 

attentive audience of the constructed environmental crisis. For instance, Time 

(1989) presented solutions to the earth's crisis by using the voice of an ardent 

environmentalist, politician Albert Gore. The use of these reputable sources 

enabled the attentive audience to explore the idea of an environmental crisis. 

Alone, the attentive public did not account for the acceptance of the 

environmental crisis reality. The reality become a popular concern because the 

message was expanded to the general public. This expansion is discussed in 

the following section. 

Television programs 

Stephen Bennett conducted a survey in 1980 which found that 74.8% of 

apathetic citizenry said "TV was the medium used most" for information about 

current events (p. 135). Cobb and Elder (1972) state, however, that "the general 

public will not necessarily be responsive to, or even aware of, an issue that 

received sustained media attention" (p. 108). The question is: where did the 

general public attain their information concerning the environment? The answer 

is that they receive the environmental message from popular television 

entertainment programs. The result is that the general public will absorb current 

event information from the entertainment industry, through television sitcom 

programs, and celebrity influence in television programs. 

When an informative message received by a listener is unanticipated, the 

listener's defenses are down and the listener is more open to the message 

(Walster & Festinger, 1962). An example of this type of exposure is the 



25 

widespread concern that television images have aroused. Viewers prepare 

themselves for television entertainment and do not expect to be influenced by 

serious issues; therefore, their defenses are lowered and they are more apt to 

receive the message. 

Walster and Festinger (1962) posit that "if a person expects a 

communication to disagree with the opinion he holds, he does erect defenses, 

tends to reject the communicator, and is less influenced than if he hears the 

same communication without having been lead to expect disagreement" (p. 35). 

Viewers of nationally televised programs expect entertainment from the shows. 

Television programs such as Murphv Brown. Alf. thirtvsomethina. Bavwatch. LA 

Law, and Mv Two Dads , however, aired episodes devoted to recycling and to 

disposable diapers versus cloth diapers. Therefore, the viewers' defenses were 

down, and they could more readily accept the environmental message. 

Roseanne arguing with her family about the importance of recycling 

or the characters on thirtvsomethina discussing cloth versus disposable 

diapers can have a tremendous impact. Hearing their favorite characters 

discuss environmental issues and watching their favorite show grapple 

with environmental themes can encourage individuals to think about 

changing their lifestyles and becoming actively involved in environmental 

issues. (Poplin, 1990, p. 30) 

Although the listeners may initially disagree with a message, they will be more 

open to the ideas presented. 

Environmental messages presented in the television programs were 

delivered in conjunction with messages created by the Environmental Protection 

Agency. The Environmental Protection Agency (EPA), created in 1970 as an 

outcome of the first Earth Day and designed to develop laws and regulations to 
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protect the earth, joined forces with the Academy of Television Arts and 

Sciences to promote environmental awareness. The EPA assigned staff 

members to work with writers and producers to provide scientific information 

about environmental concerns relating to plot lines (Popkin, 1990). This allowed 

for a diluted portrayal of environmental problems and projected solutions. By 

providing EPA information in television programs, the public was exposed to 

environmental concerns through simple entertainment. It was then possible for 

the general public to acquiesce to the constructed message of an environmental 

crisis. 

Reputable sources who presented the environmental message in a 

condensed format were able to capture the attention of the general audience. 

Entertainers have had a long history as activists in public affairs (Popkin, 1990). 

Until recently, environmentalism in the entertainment industry was "associated 

with a small group of stars such as Robert Redford, Paul Newman, Joanne 

Woodward, Meryl Streep, Judy Collins, [and special groups such as] the Ted 

Turner broadcasting interests, and occasional news or educational TV specials" 

(Popkin, p. 30). These celebrities, although low in number, have stayed with 

their commitment to environmental support. 

Additionally, these celebrities have supported environmental protection 

for a prolonged period of time. Their support intensified the credibility of the 

environmental crisis. They were able to influence the American public 

concerning the environment due to the attractiveness of the star qualities 

(Kelman, 1961). The public could identify with them. The public's reaction to a 

celebrity's support of the environment could be due to a bond or alliance that the 

individual feels toward that celebrity and the belief that the crisis must be 

significant if the celebrity offered support. 
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The general public was continually exposed to the environmental crisis 

through communication such as television program dialogues. The general 

public had their defenses down by expecting entertainment from the television 

programs. They received an environmental message as well as entertainment 

from the programs. By the placement of these messages in accessible venues, 

the general public could easily accept the message of an environmental crisis. 

Concern for the environment became part of the American culture. 

Conclusion 

By focusing attention on the environment, the media constructed the myth 

that the environment was in crisis. This myth became part of American culture. 

The attentive public received the message through the discourse of respected, 

reputable sources. The general public received the message through television 

entertainment programs. The general public acquiesced to this message, and 

then began to place blame for the crisis. The result was that individuals 

threatened to become mobilized and demand changes to prevent the destruction 

of the environment. The blame for the crisis was placed on corporations that 

were perceived to be harming the environment. This perception caused 

businesses to undertake advertising campaigns that would reduce the public's 

perception that businesses were harming the environment. 

In the next chapter, I will discuss the methodology used to deconstruct 

advertised messages that were created by oil companies to dissuade the 

American public that they were harming the environment. 



CHAPTER III 

METHODOLOGY 

The methodology detailed in this chapter will demonstrate how 

advertisements will be analyzed--by identifying American values both verbally and 

non-verbally, signs, corporate names, and presenting the relationship between 

them--in order to discover the mythic message of environmental concern by oil 

companies. One of the many issues permeating American culture in the late 

1980's and early 1990's was the protection of the environment. Businesses 

reacted to this issue by undertaking advertising campaigns that would present 

their new identities of environmental concern to the American public. The 

analysis of the advertisements is accomplished by dissecting the oil companies' 

advertisements, verbally and non-verbally, to find the message. American values 

that were presented in the advertisements will be analyzed and a semiotic 

analysis on how the myth was created will be conducted. 

Analysis Technique 

In this study, I will apply Barthes' (1972) methodology to analyze how the 

oil industry constructed their new mythic identities. This analysis of myths uses a 

semiotic approach. Semiotics emphasizes language-oriented sign systems. 

"Each sign is made up of a physical image and a concept" (Sillars, 1991, p. 110). 

Semiotics, when applied to myth, suggests that myth can be understood on three 

levels. These levels include: (a) the signifier (an image), (b) the signified 
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(a concept), and (c) the signification (the myth constructed by the relationship 

between the image and the concept) (Barthes, 1972). 

To analyze the print advertisements, I will first identify the signifiers in each 

advertisement. The signifier is represented by the American values used by oil 

companies in their advertisements. In applying Barthes (1972) system, the 

signifier, or image, is the combination of American values-signs and symbols. 

The signifiers, or values, can be represented verbally or non-verbally. There can 

also be more than one signifier that relates to the signified. The signified, or 

concept, is the identification of the business-name or corporate logo-in the 

advertisements. Finally, the relationship between the values and name 

identification is the signification. The signification, therefore, becomes the 

developed myth. 

Myth construction in advertisements by oil companies relied on American 

values and corporate identities. The American values-puritan pioneer, 

progressive, personal success, and collectivist-represent the first of three 

components of Barthes' methodology, the signifier (1972). These values are 

prevalent in the advertisements and are frequently linked together in separate 

advertisements. The repetition of values in the advertisements is useful and will 

allow for a more complete analysis of the myth. Myth construction also relies on 

the identification of the businesses in the advertisements. This represents the 

second component of Barthes' methodology. American values are symbolically 

connected to oil companies. The mythic identities presented by oil companies 

are the result of the combined usage of values, symbols, and corporate name 

recognition. This construction provides the American people an avenue with 
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which to acquiesce to the myth that businesses were concerned with 

environmental protection. 

Myth construction can be used in any advertisement. For example, 

Michelin Tires uses the three components of myth construction in an 

advertisement. In this print advertisement, the signifier depicted the American 

value of family by presenting a photograph of a baby in diapers, sitting in a 

Michelin tire. The name Michelin represented the signified. The signification, the 

relationship between the signifier and the signified, was the myth that Michelin 

tires keep the family safe. An association was created between child protection 

and buying Michelin tires. This association allows the audience to participate with 

and then acquiesce to the myth that Michelin is concerned for the family. 

Mvth 

Myth is defined as a proposition that is believed with so much conviction 

that it is accepted whether or not it is true or false (Lasswell, Leites, & Associates, 

1949). Barthes (1972) suggests that the foundation of myth is formed by basic 

concepts. He has determined these concepts to include that: (a) "myth hides 

nothing: its function is to distort" (p. 121), (b) "in general, myth prefers to work 

with poor, incomplete images where the meaning is ready for a signification" (p. 

127), (c) "myth essentially aims at causing an immediate impression-it does not 

matter if one is later allowed to see through the myth, its action is assumed to be 

stronger than the rational explanation" (p. 131), and (d) "myth is experienced as 

innocent speech: not because its intentions are hidden, but because they are 

naturalized" (p. 132). Barthes claims that, for the readers of myth, everything 

appears to happen naturally. 
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The study of myth in advertising is important in identifying what impact a 

myth can have on the reader. The reader of the myth consumes the myth 

innocently (Barthes, 1972). The reader does not see the myth as a semiological 

system developed using American values, signs, symbols, and a corporate logo. 

The reader views the constructed myth inductively (Barthes). Once a mythic 

advertisement is read and accepted, the myth becomes real to the reader. In 

advertisements developed by oil companies, the myth was constructed that the oil 

companies were concerned for the environment. This study will analyze the 

advertisements developed by oil companies to reveal how the myth was 

constructed--what values, signs and symbols were utilized. 

Values 

The discourse used by oil companies in the construction of the myth--that 

businesses and consumers can prevent environmental destruction-reflected the 

American value system (Langrehr & Caywood, 1995; McEdwards, 1971; 

Rokeach, 1968; Sillars, 1991). By utilizing the American value system within its 

advertising discourse, corporations projected a value system that appeared 

almost natural to most Americans. "A value system is itself a selection from 

available values reflected in a message. That message is a product of the 

persons and circumstances involved with the message" (Sillars, p. 143). In this 

study, I will examine the four value system orientations. The puritan-pioneer 

value orientation is defined as emphasizing personal and community obligation, 

as well as hard work and selflessness (Sillars). The progressive value orientation 

suggests that progress, change, improvement, and efficiency are fundamental 

American values. (Sillars). The personal success value orientation is defined as 

promoting health, self-respect, happiness and satisfaction (Sillars). Finally, the 
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collectivist value system emphasizes "cooperation, humanitarian aid, joint action, 

order, social good and unity" (Sillars, p. 142). These value systems are prevalent 

in the advertisements selected for this study. The value systems are frequently 

linked together in separate advertisements, strengthening the advertised 

message. 

It should be noted that these value systems have both positive and 

negative aspects. Although the advertisements generally reflect positive values, 

the study will include negative attributes of the values should they be identified. 

By reiterating values that are consistent with the values of the general population, 

corporations are able to use advertising to capture the public's attention and 

direct the public toward the myth of environmental concern (Rokeach, 1973; 

1971). 

These values, resonated in discourse and pictorial forms, come together to 

form myth. As Barthes (1972) states, myth is a type of speech, but it is not 

confined to oral speech: "It can consist of modes of writing or of representations; 

not only written discourse, but also photography, reporting, publicity, all these can 

serve as a support to mythical speech" (Barthes, p. 110). The analysis and 

synthesis of the advertisements will show how the use of American values and 

the manipulation of symbols worked together in the construction of the myth that 

businesses and citizens could prevent environmental destruction. 

Semiotics 

Semiotics is defined as the study of signs, sign systems and codes (Leeds-

Hurwitz, 1993; Sebeok, 1991). The "signs are mediators of understanding and 

can be a help for the interpretation of meaning" (Lange-Seidl, 1977, p. 35). 

Advertisements rely on the use of signs to assist the public in understanding the 
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message. The oil companies utilize signs to represent American values in their 

advertisements. Mick (1986) suggests that signs, verbal and non-verbal, can 

trigger human reactions because people link meaning to signs. The oil 

companies relied on signs and codes illustrating American values in their 

advertisements to lead the public toward the belief that the companies were 

concerned for the environment. 

Conclusion 

The development of the myth of environmental concern constructed by oil 

companies will become apparent by analyzing the components of the 

advertisements, the American values, and the businesses' names. The reader 

of the advertisements can associate the companies with the value systems used 

by the companies. This association allows the audience to view the companies 

as America--what the people hope for, and what the people are. The audience 

can acquiesce to the mythic construction that a partnership between businesses 

and citizens could promote environmental protection. 

In the following chapter, I will apply Barthes' methodology to print 

advertisements developed in 1990, by selected oil companies. The selection of 

advertisements was determined through a purposive sampling of print 

advertisements found in the best-selling magazines in the United States in 1990 

(The World Almanac. 1992). The selection focused on corporate 

advertisements-specifically oil company advertisements-with attention toward 

the environment. Permission to use the oil companies' advertisements in this 

study was granted by the oil companies (see Appendix A). 



CHAPTER IV 

APPLICATION 

In an attempt to subdue the negative impact of perceived environmental 

harm, businesses used discourse that lead to the construction of a popular myth. 

The popular myth was one of collaboration between businesses and people for 

environmental protection. Businesses used the discourse of advertisements as 

a method of constructing the popular myth of environmental concern. In doing 

this, the advertisements portrayed the businesses' new identities of 

environmental concern. Whereas their old identities linked the companies' 

names directly to their products, their new identities connected the companies' 

names with concern for and preservation of the environment. In this chapter, I 

will show how the inclusion of American values and the identities of the 

businesses aided the construction of the myth in print advertisements. 

Environmental Mvth Deconstruction 

In order to utilize Barthes' (1972) methodology for deconstructing the myth 

developed by oil companies, it is essential to identify and examine the signifiers 

and the signified in the advertisements. To deconstruct the myth, it is necessary 

to define the American values, then identify the values that are utilized in the 

advertisements (the signifiers). Photographs, text, and signs in the 

advertisements are used to identify American values. The oil companies must 

also be identified in the advertisements (the signified). The combination of the 
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values and companies identified will determine the constructed myth of 

environmental concern. 

Puritan-pioneer value orientation 

The puritan-pioneer value orientation is defined as people having an 

obligation to themselves and to those around them to work hard and be selfless 

(Steele & Redding, 1962). This American value orientation can be reflected in 

advertisements designed to highlight a business' environmental concern by 

showing the public that the business feels an obligation to others. In 1990, 

Chevron released an advertising campaign which emphasized its concern for the 

environment by concentrating attention on wildlife protection. In one 

advertisement-a full-page, full-color, detailed drawing of three male sage 

grouses-Chevron directed attention toward their prevention of the sage grouse 

extinction (see Appendix B). The title, top-right-center, read "The pipeline and 

the dancing bird." The text read as follows: 

At sunrise in Western Wyoming the strange and spike male sage 

grouse does his mating dance. 

It's the beginning of a process of life that could be endangered if 

anything enters his breeding ground. 

That's why people building a pipeline stopped construction. They 

worked further down the line and came back to finish the job only after the 

chicks had hatched. 

By setting the scene of endangerment to wildlife mating, and including the 

sentences, "That's why people building a pipeline stopped construction. They 

worked further down the line and came back to finish the job only after the chicks 

had hatched," Chevron presented an identity of environmental concern for 
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wildlife by utilizing the American value orientation that people have an obligation 

to themselves and to those around them to be selfless. Chevron's advertisement 

reflected this value orientation by showing that they met their obligation by being 

selfless and stopping construction on a specific area of pipeline until the sage 

grouse chicks had hatched. Chevron is identified in the advertisement by the 

placement of their corporate logo below the text. 

Chevron repeated this method in a second advertisement. This second 

advertisement--a full-page, full-color, drawing of one adult owl and three owlets 

(see Appendix C)~also reflects the puritan-pioneer value of obligation. The title, 

top-right-center, read "The owls who couldn't be moved." The text read as 

follows: 

Owls sometimes build nests in strange places. 

In a Southern California oil field, a nest with baby barn owls was 

discovered deep inside a stalled pumping unit. 

A decision was made not to restart the pump until these fledglings 

grew up and left the nest. 

As the scene was described in the text, Chevron suggested their concern 

for those around them by stating that, "A decision was made not to restart the 

pump until these fledglings grew up and left the nest." Chevron, in its 

advertising, told the American people that Chevron met their obligation by 

protecting the fledgling owls. Chevron was identified in the advertisement by the 

placing of their corporate logo below the text. 

Mobil utilized the puritan-pioneer value orientation in an advertisement in 

1990. Mobil's "Earth, rising" advertisement-a half-page vertical layout, black and 

white, all text, with the Mobil corporation logo at the bottom-center, and reference 
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to Mobil in the text-reflected the myth of concern for and obligation to the 

environment (see Appendix D). Mobil's statements in the advertisement 

displayed their assertion that they have a concern for the environment and an 

obligation to those around them to work hard. The advertisement began with the 

title "Earth, rising," and the text read as follows: 

. . . In Florida, where Mobil has mined over the past 15 years phosphate 

rock from about 9200 acres, the reclamation process goes hand in hand 

with our mining plan. More than 2800 of the mined acres have already 

been restored. Farmers now graze cattle on grassy pasture land that 

once was a mine. 

. . . At our Caballo Rojo coal mine in Wyoming, even the fencing 

was specially designed, after consultation with wildlife biologists, to let 

prong-horn antelope move across and around our land as easily as mule 

deer. 

This advertisement by Mobil reflects the American value of having an obligation 

to others by reclaiming mined land for the benefit of natural wildlife. 

Texaco, in their advertising campaign in 1990, employed American value 

orientations. In two of their advertisements, Texaco incorporated the puritan-

pioneer value orientation. In their "Do It Right" advertisement-full-page, black 

and white, bold title, text and a photograph, their corporate logo on the bottom 

right, and their name repeated in the text-Texaco projected this value orientation 

(see Appendix E), beginning with the title "Do It Right." The following text read: 

"We have a corporate responsibility to do business with a conscience. This 

includes ensuring that the issues we are all passionate about-the environment 

and the quality of life-are not overlooked." 



38 

This advertisement stated from the outset that Texaco is concerned for 

the environment and feels an obligation to those around them "to do business 

with a conscience." This advertisement resonated environmental concern by 

Texaco. 

The second advertisement by Texaco, in 1990, utilizing the puritan-

pioneer value orientation was titled "Keep It Clean" (see Appendix F). In this 

advertisement--full-page, black and white, bold title, text and a photograph, logo 

in the lower right corner, and the corporate name in the text-Texaco used the 

value orientation differently than in the "Do It Right" advertisement. In "Keep It 

Clean," Texaco highlighted their ability to produce clean energy and, therefore, 

fulfill their obligation to those around them by working hard to insure that clean 

energy is available as a viable energy alternative. In the text, Texaco's 

advertisement read as follows: "Keep It Clean," followed by 'The Texaco 

process . . . exceeds the clean air standards proposed by the Bush 

Administration." This statement was in line with the puritan-pioneer value 

orientation of obligation to others and was useful to Texaco in its efforts to lead 

the people to participate in the construction of the myth of environmental 

concern. 

By reiterating the value orientation of fulfilling an obligation to those 

around them of working hard and being selfless, the myth of environmental 

concern was presented to the public through an argument with which the 

American people could easily agree. Because myth hides nothing, it is 

experienced as innocent speech and its intentions are viewed as natural 

(Barthes, 1972). The general public can acquiesce to the myth. 
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The advertisements reflecting this value orientation identify the 

businesses' names, but do not mention their products. Therefore, the people are 

lead to the conclusion that the businesses do have concern for the environment 

and not simply for the promotion of their products. Chevron, Mobil, and Texaco 

were successful in leading the people to participate in the construction of the 

myth of environmental concern by utilizing the puritan-pioneer value orientation. 

Progressive value orientation 

The progressive value orientation is characterized by elements such as 

regard for the future, improvement, and practicality. The American people 

comply with this orientation and, therefore, the use of progressive value 

orientations in advertisements may not be noticed by the public. These 

orientations appeared almost natural to the public and the businesses used 

these value orientations to promote their products. 

Future. In 1990, Phillips 66 incorporated the progressive value orientation 

into their "The eagle has landed" advertisement. The full-page, pastel drawing of 

a hatched egg shell with claw prints in the sand leaving the shell symbolized the 

printed text in the advertisement (see Appendix G). This advertisement 

projected the idea of "future" by stating the relationship between Phillips' support 

of a research center designed to reduce the effects of endangerment to the bald 

eagle by raising eaglets and releasing them, and Phillips' desire to keep the bald 

eagle from becoming extinct. The advertisement, beginning with the title, read 

as follows: 'The eagle has landed.... After all, if Man can land an Eagle on the 

moon, he can surely keep them landing on the earth. (Phillips 66 logo)." 

The title on the page, "The eagle has landed" appeared in bold type. This 

enabled the advertisement to capture the readers' attention. The text included 
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the Phillips 66 name, and the company logo was presented after the last word of 

text, at the bottom right corner. By utilizing the value orientation of future, and 

placing the name and logo of the company in the advertisement, Phillips 66 was 

able to construct the myth that they were concerned for the environment, 

specifically, wildlife preservation. 

Mobil presented their identity of environmental concern by designing 

advertisements that relied on American value orientations. Mobil used "future" in 

two of their advertisements in 1990. In their "'Earth, rising" advertisement, Mobil 

stated, in the last paragraph of the text: "An old saying in business is that people 

have to look at the big picture. And the big picture today is that famous one of 

earth rising, taken from the moon. Business has seen it too. We get the 

picture." This brief statement told the public that Mobil was concerned about the 

earth, that Mobil did see the big picture, and that Mobil was making changes so 

that the future would be better. 

Mobil's second advertisement, "A post-crisis national agenda" also 

projected the value orientation of future. This advertisement had a layout similar 

to other Mobil advertisements in 1990-half-page vertical layout, black and white, 

bold-print title, and the Mobil logo on the bottom center (see Appendix H). 

Mobil's use of future was reflected in the title "A post-crisis national agenda" and 

followed by: 

Today, we'd like to look beyond the current crisis and examine 

what America ought to be thinking about and doing once the crisis is 

resolved. 

. . . America has coal enough to last for hundreds of years. We 

need to reexamine the costs of burning it cleanly under existing 
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technology, and consider the research necessary to transform it into 

environmentally acceptable fuels for the future. 

In this text, Mobil identified two aspects relating to the future: looking beyond the 

crisis, and researching for cleaner fuels for the future. This advertisement told 

the public that Mobil was concerned about the environment, and not just the 

present situation, but the environment in the future. 

Mobil's use of the value orientation of regard for the future enabled them, 

with public collaboration, to continue to construct the myth of concern. The 

people acquiesced toward Mobil's projected concern because the value 

orientation appeared inherent, that people should have regard for the future. 

The public's acquiescence to the idea of environmental concern for the future, 

and recognition of Mobil's name and logo fueled the construction of the myth of 

environmental concern by Mobil. 

Texaco utilized the value orientation of regard for the future in two of their 

1990 advertisements. In their "Go For I f advertisement-two page, black and 

white horizontal layout, bold title across the top third, a photograph of six 

employees across the middle third, printed text across the bottom third, and the 

Texaco logo on the bottom, right corner-Texaco stated their regard for the future 

directly (see Appendix I). The text read: . . Developing products for today that 

are designed to serve into tomorrow. And pioneering the clean energy sources 

that must guide us into the future." With the title, "Go For It," and the statement 

relating to their development of products and energy sources for the future, 

Texaco directed public participation toward the construction of the myth that 

Texaco had regard for the environment. 
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The second advertisement released by Texaco in 1990 regarding the 

future was titled "Keep It Clean'" (see Appendix F). In this advertisement, 

Texaco stated: . . That proposal (the clean air standards proposed by the 

Bush Administration) is for the year 2000. Texaco is ready now.. . . Clearly, 

there is enormous potential for America and its environment. And for the future." 

Through this advertisement, Texaco informed the people that it was ahead of 

what the government required, and that Texaco had regard for America and for 

the environment. These statements allowed the American people to participate 

in Texaco's constructed identity that Texaco had regard for America's future. 

The use of the value orientation-regard for the future-gave Phillips 66, 

Mobil, and Texaco the freedom to make general statements about their 

companies' regard for the environment in the future. The American people 

acquiesced toward this value orientation, and therefore, provided the companies 

with the ability to construct the myth of environmental concern. 

Improvement. Improvement is a value orientation that is characteristic of 

the progressive value orientation. In 1990, Phillips 66 and Texaco promoted the 

improvement value orientation as the improvement of a concept. Because the 

American people identify the orientation of improvement as a normal human trait, 

businesses were able to utilize this value orientation in their advertisements to 

initiate public awareness and understanding. 

Phillips 66 used the improvement value orientation in their advertisement 

"The eagle has landed" (see Appendix G). By using this value orientation, 

Phillips 66 was able to promote their involvement with a research center which 

raised eaglets in order to prevent the continued endangerment of the bald eagle. 

Phillips stated: "Phillips Petroleum supports this unique program to re-establish 
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our endangered national symbol." In this statement, Phillips 66 relayed the 

message that they were patriotic and were supporting environmental 

improvement by supporting the research center. The return of the bald eagle to 

the wilderness would improve the balance of nature and the health of the 

environment. This statement suggested that, because Phillips 66 was 

supporting the environment (a serious concern) then, Phillips 66 must be 

environmentally conscientious, and therefore would not cause harm to the 

environment. The citizens cooperated in the construction of the myth of 

environmental concern by Phillips 66 by identifying with the value orientation of 

improvement. 

Texaco included the value orientation of improvement in their advertising 

campaign in 1990. In their advertisements; "Do It Right" (see Appendix E), 

"Keep It Clean" (see Appendix F), and "Go For It" (see Appendix I), improvement 

was a common factor. In their "Do It Right" advertisement, Texaco stated, 

" . . . We have and do exceed such standards when we believe it is the right thing 

to do." In their "Keep It Clean" advertisement, Texaco stated,"... coal 

gasification is a powerful tool in the fight against acid rain . . . (and) municipal 

sludge. Our process is designed not only to get rid of sludge but to transform it 

into usable energy." And, in their "Go For I f advertisement, Texaco stated,"... 

They're (the employees) part of the new Texaco." All of these statements 

provided the public with the information necessary to participate in the 

construction of the myth of environmental concern. These advertisements stated 

that Texaco made improvements in their company by: (a) exceeding standards, 

an improvement over just following the guidelines; (b) improving coal gasification 

in order to transform sludge into usable energy, an improvement beyond the 
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disposal of sludge; and, (c) having dedicated employees who take risks, an 

improvement over the status quo employee. These statements about 

improvements lead the public to acquiesce to the idea that if Texaco was making 

improvements for the environment, then Texaco must be environmentally 

conscious. This enhanced Texaco's identity of environmental concern. 

The use of the improvement value orientation aided Phillips 66 and 

Texaco in constructing identities of environmental concern. The development of 

these identities enabled the American people to cooperate with businesses in 

constructing the myth of environmental concern. Both companies were able to 

convince the public that, by making improvements toward the environment, they 

were environmentally conscious, and therefore, were not responsible for 

destruction to the environment. 

Practicality. Practicality is defined as the value orientation relating to 

practical decision making and is a trait of the progressive value orientation 

(Steele & Redding, 1962). Practicality was used by Mobil and Texaco in their 

environmental advertising campaigns in 1990. Mobil stated, in their "Earth, 

rising" advertisement (see Appendix D), that, "When we work in tandem--or at 

least pull in the same direction--a lot gets done." Texaco stated, in their "Keep It 

Clean" advertisement (see Appendix F), that, "We keep it clean with a 

gasification process that we invented and perfected." Both of these statements 

referred to the individual companies having the capabilities to make practical 

decisions. The practical decisions refer to the companies' choices concerning 

the environment. Mobil made the practical decision to work together in order to 

accomplish more, and therefore to improve the environment. Texaco made the 

practical decision to develop and then perfect a process which would produce 
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clean energy. Each practical decision was designed to project the companies' 

concern for the environment. Each company, with public collaboration, used the 

American value orientation of practicality in the construction of the myth of 

environmental concern. 

In order to construct the myth of environmental concern, the oil companies 

using the progressive value system relied on two basic concepts of myth. First, 

"myth aims at causing an immediate impression" in order to be accepted naturally 

and without argument (Barthes, 1972, p. 130). To cause an immediate 

impression, the oil companies used symbols and values, such as the 

endangerment of the bald eagle and the production of clean energy as signs of 

their concern, to attract the attention of the public. With myth "it does not matter if 

[the public is] later allowed to see through the myth," the action of the myth is 

stronger than the explanation (Barthes, p. 130). Secondly, the oil companies 

relied on incomplete images to construct their mythic advertisements. Myth works 

with incomplete images, such as the bald eagle, because there is meaning behind 

the image. The image can be blended with value systems to produce the myth. 

Therefore, the oil companies utilized both the progressive value system and two 

basic concepts of myth to construct the myth of environmental concern in their 

advertisements. 

Personal success value orientation 

The personal success value orientation is a part of the American value 

system and is characterized by value orientations such as self-respect and 

satisfaction. Individuals hold the value orientation of self-respect and satisfaction 

in high regard. This value orientation was stressed in the petroleum companies' 

advertising campaigns in 1990. 
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The value orientation of self-respect and satisfaction is defined as the 

positive feeling that an individual or corporation has regarding a goodwill gesture 

or a success. In Chevron's 1990 advertising campaign, the value orientation of 

self-respect and satisfaction was utilized. In their "The pipeline and the dancing 

bird" advertisement (see Appendix B), Chevron stated that: 

That's why people building a pipeline stopped construction. They worked 

further down the line and came back to finish the job only after the chicks 

had hatched. 

Sometimes doing what's required doesn't make work easier, but it 

can make it feel more worthwhile. Do people really put aside human 

plans so nature can take its course? 

People Do (in bold type). 

In their "The owls who couldn't be moved" advertisement (see Appendix C), 

Chevron stated that: 

It [a decision not to turn on an oil field pump] was made by the worker who 

discovered the owls and was wholeheartedly supported when he called 

the office to report. 

So that spring, while other pumps in the field created a landscape 

of motion, one solitary pump stood quietly waiting for nature to take wing. 

Do people make nature a natural part of their business? 

People Do (in bold type). 

Each Chevron advertisement reflected the value orientation of self-respect 

and satisfaction. "The pipeline and the dancing bird" advertisement portrayed 

the self-respect and satisfaction that the workers felt upon their decision to work 

further down the line until the chicks had hatched. That same feeling of self-
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respect and satisfaction was portrayed in "The owls who couldn't be moved" 

advertisement when the field workers made the decision to leave the oil field 

pump off until the owlets were able to fly. Self-respect and satisfaction were 

used by Chevron, as a company, in the final paragraph of text in each 

advertisement. In "The pipeline and the dancing bird," Chevron asked, "Do 

people really put aside human plans so nature can take its course?" In "The 

owls who couldn't be moved," Chevron asked, "Do people make nature a natural 

part of their business?" The answer to each question was, in bold type: "People 

Do." Chevron exhibited to the public that Chevron could feel self-respect and 

satisfaction. This display of feelings aided in Chevron's construction of their new 

identity of environmental consciousness. If the public acquiesced to the idea 

that Chevron, by not destroying a few birds, felt concern for the environment, 

then, the construction of an environmental myth was successful. 

Texaco utilized the personal success value orientation of self-respect and 

satisfaction in their advertisements by including photographs of their smiling, 

happy, employees (see Appendix E, Appendix F, and Appendix I). These 

photographs reflect the self-respect and satisfaction that the employees felt for 

Texaco. The appearance of these photographs in the advertisements could lead 

the people to acquiesce to the idea that, if the employees were smiling, then 

Texaco must be satisfying to them, and that Texaco must be a good company. 

Therefore, if Texaco is a good company, then it must not be responsible for the 

destruction to the environment. 

Texaco and Chevron relied on a basic concept of myth-that myth is 

experienced as innocent speech because its intentions are naturalized (Barthes, 

1972). The oil companies' presentation of wildlife in danger, and the companies' 
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decisions to protect that wildlife, portrayed a natural progression of goodwill. The 

inclusion of the value orientation of self-respect and satisfaction, resonating 

goodwill and success, was beneficial in the construction of the myth of 

environmental concern because the American people accepted the value 

orientation and participated in the myth construction. 

Collectivist value orientation 

The collectivist value orientation is based on the American belief of 

humanitarian aid and social good. Humanitarian aid and social good is directed 

toward animals as well as humans. Chevron, Phillips 66, Mobil, and Texaco 

each incorporated specific aspects of the collectivist value orientation into their 

print advertisements in 1990. These advertisements, when utilizing wildlife, 

targeted highly visible species. 

Humanitarian aid. Chevron continued to utilize American value 

orientations and incorporated the value orientation of humanitarian aid into their 

environmental advertisements in 1990. One Chevron advertisement, "The 

pipeline and the dancing bird" (see Appendix B), designed to project the 

environmental concern of wildlife protection, displayed a drawing of three male 

sage grouses. The text read: "That's why people building a pipeline stopped 

construction. They worked further down the line and came back to finish the job 

only after the chicks had hatched." 

Chevron's use of the value orientation of humanitarian aid in this 

advertisement was constructed to show the public that Chevron was concerned 

for more than just completing a job-Chevron was concerned about the 

environment, specifically, the protection of wildlife. 
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An additional advertisement in Chevron's 1990 campaign reiterated the 

American value orientation of humanitarian aid. In this advertisement, "The owls 

who couldn't be moved" (see Appendix C), Chevron focused attention on barn 

owlets. The text in this advertisement read as follows: 

It [the decision not to restart an oil field pump] was made by the worker who 

discovered the owls and was whole-heartedly supported when he called the 

office to report. 

So that spring, while other pumps in the field created a landscape of 

motion, one solitary pump stood quietly waiting for nature to take wing. 

This advertisement reiterated the message that Chevron was concerned about 

protecting wildlife, not just completing a job. This message represented Chevron's 

new identity in both advertisements. By reflecting the value orientation of 

humanitarian aid in their advertisements, Chevron was able to steer the public 

toward acquiescing to Chevron's environmental identity. This, in turn, lead to 

collaboration between the people and Chevron in constructing the myth of 

concern for the environment. 

The humanitarian.aid orientation was utilized by Phillips 66 in an 

advertisement in 1990. Phillips 66 constructed an advertisement relating to the 

American bald eagle (see Appendix G). The full-page, pastel drawing of a 

hatched egg shell with claw prints in the sand leaving the shell was a symbol of 

the text in the advertisement that read as follows: 

Using precious eggs and dedicated effort, the Sutton Avian Research 

Center is successfully raising eaglets from fuzzy to fierce. And releasing 

them into the habitats bald eagles used to call home. Phillips Petroleum 
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supports this unique program to re-establish our endangered national 

symbol. 

Phillips 66 directed attention toward their concern for the protection of 

wildlife, specifically bald eagles, through both text and symbols. Humanitarian aid 

with a patriotic approach focused public attention and presented the people with 

an avenue to participate in the construction of the myth that Phillips 66 was 

environmentally conscious. 

Social Good. Social good in the collectivist value orientation can be 

defined as an individual or corporation who provides a quality service for society 

(Steele & Redding, 1962). In 1990, Mobil and Texaco included the orientation of 

social good. 

Mobil, in their "Earth, rising" advertisement (see Appendix D) released two 

statements pertaining to social good, (a) "We keep 650 professionals working full-

time on environmental health," and ( b ) . . we already recycle all our plastic 

scrap." In their "Delivered as promised" advertisement (see Appendix J), Mobil 

displayed three aspects of social good that read as follows: 

Here are two recent examples of how the private sector responds to public 

needs-one on clean water and one on clean air. 

And that's where the private sector comes in. Last year, shortly after 

the oil-spill task force was formed, the three major automakers and 14 oil 

companies, including Mobil, agreed to work together on the largest and 

most comprehensive research project ever undertaken on cleaner fuels and 

vehicles. 
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As some "experts" are rushing toward their pet solutions to the 

problem, let's remember that there's another private-sector group about to 

deliver what it has promised. 

These statements symbolize, for the public, the idea that Mobil has concern for 

the environment because Mobil was taking precautions by keeping full-time 

employees working on environmental programs, and by already recycling all of 

their plastic scrap. Mobil also presented the public with the idea of providing a 

social good because Mobil was responding to the call for clean water, clean air, 

and clean fuel. The construction of the myth of environmental concern relied on 

the inclusion of the value orientation of social good. 

Texaco also utilized the value orientation of social good in one of their print 

advertisements in 1990. In Texaco's "Do It Right" advertisement (see Appendix 

E), social good was presented in the statement, "Basically, good business isn't 

just bottom-line efficiency.... It's respect for the environment and for each other." 

With this statement, Texaco was able to tell the people that Texaco respected the 

public and respected the environment. These statements lead the public toward 

the idea that a company who respected people and respected the environment 

could not harm the environment. The public, therefore, participated with Texaco 

in the construction of the myth of environmental concern. 

The construction of the advertisements portraying the collectivist value 

orientation relied on two concepts of myth: (a) that the function of myth is to 

distort, not to hide, and (b) that myth can cause an immediate impression and its 

action can be stronger than any explanation (Barthes, 1972). The advertisements 

dramatizing wildlife protection suggest that this protection is a primary concern of 

an oil company, where it could simply be isolated incidents. These 
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advertisements do not hide wildlife protection, but distort the primary function of 

the oil company. The advertisements displaying research projects in the private 

sector cause an immediate impression that the private sector can protect the 

environment with government influence. Whether or not this is found to be true, 

the myth is formed. The use of these basic concepts of myth, together with the 

collectivist value system, provided an avenue with which Mobil, Chevron, Phillips 

and Texaco could construct the myth of environmental concern in their 

advertisements. 

Conclusion 

By focusing attention on American value orientations and portraying those 

orientations symbolically in advertisements, businesses presented to the public 

the idea that the businesses held the same values as the public. In addition to 

projecting American value orientation, the businesses included their names and 

logos in the advertisements so that the public would recognize their names and 

equate their names with environmental concern. By utilizing American value 

system, symbols (the signifier), and name recognition (the signified), businesses 

constructed the myth (the sign) that they were environmentally concerned. 

The identification of the oil companies resonated American values. The 

people could become confused by the relationship between the value orientations 

and the oil companies. This constructed mythic identity suggested that 

businesses were doing their part to overcome environmental destruction. This 

subtle approach allowed the public to participate in the myth construction. 

Therefore, the tension emphasized by popular opinion that businesses, by not 

protecting the environment, were responsible for its destruction, was alleviated. 
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In the following chapter, I will discuss conclusions and implications of this study, 

and will provide suggestions for future research. 



CHAPTER V 

CONCLUSIONS AND SUGGESTIONS 

The focus of this study is the description and analysis of the myth of 

environmental concern, by four major oil companies, through their print 

advertisements in magazines. This chapter will conclude this project by 

addressing four issues. First, this chapter will offer conclusions to the study. 

Second, specific implications of the study will be identified. Limitations of the 

study will then be reviewed. Finally, suggestions for future study and research 

will be presented. 

Conclusions 

In analyzing the rhetorical strategies used by the oil companies, specific 

conclusions concerning myth construction can be drawn. These businesses, 

forced by popular opinion, constructed new identities through the use of paid, 

print advertisements that lead to the myth of environmental concern. In their 

advertisements, the oil companies constructed new identities that connected 

their corporate names with concern for and preservation of the environment. 

The oil companies represented themselves as environmentally conscious by 

leading the American people to see only that aspect of the companies. The oil 

companies did not present their products, services, or any negative aspects or 

practices of the companies. The advertisements included drawings of 

endangered species, and incorporated key environmental phrases-'The eagle 

has landed" (Phillips 66), "Keep it clean" (Texaco), and "Earth, rising" (Mobil). 



55 

The people acquiesced to this constructed myth of environmental concern by 

businesses and, therefore, reduced their demands on government to institute 

and enforce legislation which would prevent environmental destruction (Berke, 

1990). The reduction of legislative demands by the public allowed businesses to 

continue their operations without additional interruptions or additional costs. 

Because the expected results of the newly constructed identities by oil 

companies appeared to be the alleviation of public attention and possible 

legislative action, businesses were apparently successful in constructing the 

myth of environmental concern. 

Implications 

Popular culture is made up of myths, and people are influenced by such 

myths. By analyzing myths, people can have a better understanding of popular 

culture. Once a myth is constructed, other myths appear in response to the 

previous myth. In this study, two constructed myths are presented: (a) the 

construction of the myth of an environmental crisis, by the media, and (b) the 

construction of the myth by oil companies, that they, with participation from 

citizens, were doing their part to overcome environmental destruction. The 

media first constructed the myth of an environmental crisis. The people were led 

to believe that an environmental crisis was occurring and that the crisis was 

fueled by corporate disregard. The people appeared ready to act when they 

believed that an injustice was being perpetrated concerning the environment. In 

this study, the injustice is an environmental crisis. Popular opinion, registered 

through polls, seemed to suggest that legislative changes would be necessary to 

protect the environment (New York Times. 1990). 

The oil companies perceived this popular opinion as a threat to their 

businesses. The oil companies responded by constructing the popular myth that 
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by forming an alliance with the people, environmental destruction could be 

prevented. This myth was constructed in print advertising campaigns that 

presented the businesses' new identities of environmental concern to the 

American people. When the people believed that the environmental injustice 

was being handled by the businesses, the people tended to accept this action 

and reduce their demands. This myth was constructed by oil companies to 

answer the question posed by the media's originating myth-that the environment 

was in crisis and that corporations were responsible for the crisis. 

This study has suggested how oil companies overcame a rhetorical 

problem by using advertisements to construct a myth. In constructing the myth, 

oil companies utilized the field of communication studies; specifically, persuasion 

and organizational communication (Putnam & Pacanowsky, 1987, Simons, 1970, 

and Tucker & Ware, 1971). The oil companies relied on communication through 

their advertisements to effectively persuade the American public that the 

companies were concerned for the environment. The oil companies persuaded 

the American people through the use of American values and emotions to present 

themselves as environmentally conscious. This exercise in persuasion differs 

from the traditional advertising techniques used by oil companies-emphasizing 

the affordability, quality, and availability of products or services--to persuade 

consumers to purchase products or services. Additionally, the study reflects the 

use of principles from organizational communication. The oil companies allowed 

the public a glimpse at their corporate cultures. The oil companies' 

advertisements emphasized both the environmental concerns of the companies 

as well as the environmental concerns of their individual employees. The oil 

companies presented their corporate culture as one of goodwill toward the 
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environment. Implications of this study can be realized in future research. 

Limitations of this study will be presented in the following section. 

Limitations 

Limitations of this study include time period specifications and the limited 

number and scope of the advertisements. This study is limited to advertisements 

constructed by oil companies in 1990. The study included nine print 

advertisements from four oil companies. The advertisements studied generally 

targeted highly visible species. By expanding the study to include additional 

advertisements such as: (a) advertisements from the same time period, (b) 

advertisements from previous or following years, or (c) television advertisements, 

this study would have a more reliable scientific framework. Even with this 

limitation, this study can be useful for an understanding of how communication 

principles can be used to effectively lead the public in a selected direction. 

The study is also limited by the interpreter's bias of American values and 

how those values are identified in the advertisements. The interpreter's 

perspective of values undoubtably differs from the perspective of other researchers. 

For example, this interpreter views the American value of humanitarian aid to 

include aid to all living creatures, and not just to human beings, as other 

researchers may. Further study by other researchers could validate this 

interpreter's choices of values and value identification within advertisements. 

An additional limitation in this study is that the constructed myth analyzed, 

is currently a popular agenda item. This study could be expanded by focusing 

on the constant variation in media attention on agenda items. It is possible that 

the popularity of the environment was replaced by the media's focus on the 

United States' military involvement in the Persian Gulf in 1991. By expanding 

this study to include other popular agenda items, a more comprehensive 



58 

explanation of the commanding nature of myth on public opinion may be 

achieved. Suggestions for future study will be presented in the next section. 

Suggestions for Future Study 

Future research could expand the scope of this study. The research 

could be conducted by drawing from numerous and diverse advertisements. 

Future research could use additional print advertisements from oil companies 

other than those used in this work. The inclusion of television advertisements 

from oil companies would also enhance this study. This study could be further 

expanded by analyzing and comparing both print and television advertisements 

from other industrial companies, plastics companies, steel and metal companies, 

and rubber companies. The addition of differing advertisements from diverse 

companies would enrich and validate the study of myth construction. 

Future study could also evaluate the outcome of the constructed 

environmental crisis. This evaluation should include: (a) the fate of the 

environmental crisis as a popular agenda item--the media could have lost 

interest in the environment when another agenda item became more popular, (b) 

the loss of, or increase in environmental reporting, and (c) the effectiveness of 

environmental changes by corporations, if changes were actually instituted. The 

study of the myth of environmental concern constructed by corporations will be 

refined through future research. 

Summary 

While the study is limited by the number and scope of advertisements, the 

study does reveal how oil companies utilized communication, through print 

advertisements, to alter public opinion. The oil companies symbolically 

incorporated American values, endangered species and corporate goodwill to 

construct the myth of environmental concern. This researcher believes that the 
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oil companies were successful in creating advertisements that produced a 

positive environmental message and that those advertisements contributed to 

the reduction of environmental and political demands on the companies. Future 

study will determine the success or failure of the constructed myth and the 

communication of the myth, through print advertisements, to the public. 
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7202 Dalewood Lane, Dallas, Texas 75214 

October 6, 1997 

Chevron Corporation 
Public Affairs 
575 Market Street 
San Francisco, California 94105 

Dear Public Affairs Manager, 

As a student at the University of North Texas, I am writing my graduate paper 
on communication and advertising. In this paper, I will analyze corporate 
advertising by major oil companies in the year 1990. I have identified some 
Chevron advertisements in magazines and would like to include these ads in 
my study. 

For completion of this study, I need to have a response from Chevron by 
October 22,1997. I will presume that permission to use some of your 
advertisements has been granted if I do not hear from you by this date. Also, 
if you would like a copy of my study, please let me know by October 22, 
1997, and I will send a copy upon completion. 

Sincerely, 

Mica Barton 
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Mobil Corporation : 2 : « 3 a l - C W S 

= 4 , s p a x v « o . N i A : : 

October 14, 1997 

Ms. Mica Barton 
7202 Dalewood Lane 
Dallas, TX 75214 

Dear Ms. Barton: 

Your recent letter regarding your study of advertising by major oil companies in 1990 has been 
referred to me. There would be no objection to your use of advertisements by the Mobil 
Corporation in that year, especially since they received wide public circulation at that time. 

I appreciate your informing us in advance of your study and would very much like to have a copy 
of your study upon completion. We wish you much success in bringing it to a satisfactory 
completion. 

Sincerely, 

<u£ 
David J. Dickson 
Manager, Media Relations 

DJD/mcs 
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Phillips Petroleum Company 
Corporate Affairs. C-25 Phillips Building 

Bartlesville, Oklahoma 74004 
(918) 661-4663 

Ron Stanley 
Director, Corporate Advertising 
& Video Communications 

October 10, 1997 

Mr. Mica Barton 
7202 Dalewood Lane 
Dallas, Texas 75214 

Dear Mr. Barton, 

You may use reproductions or tearsheets of Phillips advertising in your graduate paper for 
academic credit only. This permission does not extend to publication in a university magazine or 
periodical for public consumption. If that is desired, we would like an opportunity to review the 
paper for context, tone and opinions regarding our advertising. 

Thank you for contacting us regarding your interest in our advertising. 

Sincerely, 

RJSrst 
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'TJtica 

7202 Dalewood Lane, Dallas, Texas 75214 

October 6, 1997 

Texaco, Inc. 
Public Relations 
2000 Westchester Avenue 
White Plains, New York 10650 

Dear Public Relations Manager, 

As a student at the University of North Texas, I am writing my graduate paper 
on communication and advertising. In this paper, I will analyze corporate 
advertising by major oil companies in the year 1990. I have identified some 
Texaco advertisements in magazines and would like to include these ads in 
my study. 

For completion of this study, I need to have a response from Texaco by 
October 22,1997. I will presume that permission to use some of your 
advertisements has been granted if I do not hear from you by this date. Also, 
if you would like a copy of my study, please let me know by October 22, 
1997, and I will send a copy upon completion. 

Sincerely, 

Mica Barton 
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and the 
dancing bird. 
At sunrise tn Western tt'vommg 

the strange and spikv male Sage 
Grouse does his mating dance 

Its the beginning of a process 
of life that could be endangered 
if anvthmg enters his breeding 
ground 

That's why people building a 
pipeline stopped construction 
The\ worked further down the line 
and came back to finish the 10b 
only after the chicks had hatched. 

Sometimes doing what s required 
doesn t make work easier, but it 
can make it feel more worthwhile 

Do people really put aside human 

j | f bm4**- ' * u 

plans so nature can take its course 

People Da 

Kv mar infomuuon wmr toplr Do-I 
PO Hoi S*rt FfWCW) O WJO 
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Earth, rising 
•Late on arty Friday afterrtobn, in any business, you'll see people headings' 
"out fbr the hilts And the beaches. And tfie ski slopes. Wherever Then they 
trundle in—at times are trundled m—on Monday morning, back from the 
great outdoors and ready for another tussle with the profit plan. Can any- • 
one sincerelybelieve that these are foes of the environment? 

• This is not to say that industry's-record on cherishing the natural. 
environment is unblemished. Whose record is? What was thought cus-
tomary and even harmless decades ago—such as hiking across a pnstme 
alpine meadow—is now frowned upon *v?cause the marks of passage 
remain visible for years afterwards. There are oil refineries built once upon 
a time in the rtuddle of nowhere that are surrounded today by thriving com-
munities. What was harmless in the middle of nowhere seems not so 
harmtpss in the r iddle of town. Times change—but business has 
changed, too. We think we're just as friendly with the earth as are our 
cntics. . - ' 

That's why confrontation,' as if there were no-reasonable path 
between two camps labeled business.and environmentaJism. is so waste* 
fill. We don't see two camps. Energies that ought to be joined in collab-
orative efforts are far less productively employed when slinging gibes or 
lawsuits. When we work in tandem—or at least puil tn the same 
direction-a lot gets done. 

• In Florida, where Mob«l has'mined ov<fr the past 15 years phos-
phate rock from about 9200 acres, the reclamation process goes hand m 
hand with our mining plan. More than 2800 of the mined acres have 
already been restored. Farmers now graze cattle on grassy pastureiand 
that once was a mine. * 

• At our Caballo Rojo coal mine in Wyoming, even the fencing was 
specially designed, after consultation with wildlife biologists, to let prong-
horn antelope move across and around our land as easily as mule deer. * 

• We keep 650'professionals working fulMimfc on environmental, 
health, and safety programs, and last year alone spent about $780 miiHon 
on prograrhs to protect and improve the environment. And Mobil is just 
one company among thousands. . • 

' • Though we already recycle ajj our plastic scrap and buy another' 
100 million pounds from others for recycling in ouf manufacturing pro-
cesses/Mcibi I Chemical also has a national'program^with interested 
supermarkets to" recycfe plastic grocery sacks. We are a'founder with 
seven other companies of the National Polystyrene Recycling Co. And 
its goal is to recycle at teast 25 percent of §2 food-servtce and packaging 
polystyrene by 1995. 

This same sort of active environmfcntaiism now imbues businesses 
and industries ail across the land A major chemical company voluntarily 
suspended production of a compound said to cause pollution—a product 
whose annual sales volume amounted to $750 million. Another company 
putting up a power plant in New England allotted $2 million for planting 
trees in Central America to offset the new plant's emission of carbon diox-
ide. The auto and oil industries have joined forces to identify a vehicle-fuels 
system that wiB further reduce auto emissions. And so it goes. 

An old saying in business is that people have to look at the tug pic-
ture. And the big picture today is that famous one of earth rising, taken 
from the moon. Business has seen it tod? We get the picture. 

v iwo MoW Corporation 



APPENDIX E 

TEXACO—'DO IT RIGHT' 



72 

Victor Simo* 
Senior Ptfrotoum Enguwr 
Teioco 

u We have a corporate responsibility to do business with a 
conscience. This includes ensuring that the issues we are all 
passionate about—the environment and the quality of l i fe-
are not overlooked: 

Victor Simon is aTexaco Senior Petroleum Engineer. He is 
committed to making certain thatTexaco's oil and gas operations 
in the Eastern US. are conducted in a manner consistent with 
environmental safeguards. 

"This responsibility includes more than just being attentive to 
government regulations. In every step of our operations, from 
obtaining emission permits to ensuring on-site safety, simply 

' meeting legislated standards isn't enough. We can and do 
exceed such standards when we believe it is the right thing to do. 
We have an obligation to our employees, our contractors, our 
customers and the people in the communities around us to act 
with their interest in mind, not just react: 

Victor and his group have a commitment to corporate quality 
that goes beyond standard business practice. They have a driving 
desire to succeed without wasting time or energy; to make sure 
that when a job is done, it's done right the first 
time and every time. 

"Basically, good business isn't just bottom-line 
efficiency. It's also safety on the job—whether V T W 
you're drilling, producing or supplying. It's respect 
for the environment and for each other: 

It's also people like Victor. 
Stwoftht 

American Road 

TEXACO-WE'VE GOT THE ENERGY. 
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Madeleine Marchess 
General Manager, Marketing 
Texaco Syngas Inc. 

"For five years, Texaco's gasification technology lighted 
100,000 homes with clean energy from coal. We keep it clean with 
a gasification process that we invented and perfected. It's a very 
workable solution to a difficult environmental problem." 

Madeleine Marchese is General Manager, Marketing for 
Texaco Syngas Inc. 

"Our coal gasification process has produced over 2.5 billion 
kilowatt hours of electricity for California residents. That's a record 
no other coal gasification process has even come close to. 

"The Texaco process has not only been proven economically 
it exceeds the clean air standards proposed by the Bush Admini-
stration. That proposal is for the year2000. Texaco is ready now. 

"As a technology, coal gasification is a powerful tool in the 
fight against acid rain. As an alternate energy source, it makes us 
more energy self-sufficient. We have a 300 year supply of coal at 
current consumption rates. 

"Texaco people have even devised ingenious methods to 
expand the technology for the gasification of 
municipal sludge. Our process is designed not 
only to get rid of sludge but to transform it into 
usable energy." 

Clearly, there is enormous potential for 
America and its environment. And for the future. 

TEXACO-WE'VE GOT THE ENERGl 

Staroftha 
American Road 
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The eagle has landed. 
In Oklahoma and Mississippi. Georgia and 
Alabama. Where few bald eagle nests have 
produced young in the last 50 years. Using 
precious egg£ ana dedicated effort, the Sutton 
Avian Research Center is successfully raising 
edicts from fuzzy to fierce. And releasing 

them into the habitats bald e^jes 
- used to call home 
, Phillips Petroleum 

' .supports this unique 
to reestablish 

our endangered 

After all, if Man can 
land an Eagle on the mooff 
can surely Keep them landing on the eartESip 

H more information, contact the Ccror?e Miksch Sutton Avian Research Centec Inc. PO Box 2007, Bartlesviile, OK 74005 (9i3) VS-""77g 
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Toward a rational energy policy 

A post-crisis national agenda 
For the third time in 17 years, (he world* attention is riveted on oil. Today, we'd !ik/ 
to look beyond the current crisis and examine what America ought to be thinking 
about and domg once the crisis is resolved. ^ 

in the immediate days ahead, it* important .-for 'Americans not to panic. 
Other producing countriestare pledged to make up for most of the iracpouvJ 

' Kuwaiti crude mat's now off the market, which goes a long way to ease the srtua- -
tion. We believe they will; failure to do so wouid^e non-supportive of the U .N. reso-
lution carting for sanctions against Iraq. And many of the industrialized consuming' 
countries, the U.S. inducted, have an insurance policy that cfcdn't exist in the 70s--
their strategic petroleum reserves. These are suppberspeaficafy purchased and 
stored for use in any emergencies. 

But the SPRs shouldn't be used prematurely, nor should they be used uni-
laterally. Today's oil market«|hjly international, and the oil stored m SPfls should 
come on the market under multinational coordination to maintain orderly sup-
plies if other ori exporters can't make up the shortfall. Using the SPRs before it 
becomes absolutely necessary would be to waste a truly precious asset. 

While the U.S. cannot quickly increase its own production by as much as 
many other producing nations, it can bring some new oi on stream in a relatively 
short time. One field off California, for example, has been ready to begm producing 
some 90.000 barrels a day for two years. A* that's requ«d are the permits to bring 
the od ashore, either by pipeine or ship.. 

. The U.S. also has the flexibility, gained largely in the 70s, to conserve more 
oil. Many industrial boilers and alectnc utities are geared to use either oi or natural 
gas, and many already have switched. Those with the dual capacity who haven't 
made the changeover should be urged to do so immediately. 

For the longer term, America t w to reexamine its energy options, debate 
them an, and reach a consensus that w i assure both adequate energy and eco-
nomic growth for the decade ahead and Into the next oentury. This country is for-
tunate in the number of option it has. Many of our allies and trading partners are 
far more dependent on off imports than we are. And it is likely that the cost of oi 
imports w i remain lower than the cost of any alternative. 

Here are the options the nation should consider. 
• America has coal enough to last for hundreds of years. We need to reex-

amine the costs of burning it clearly under existing technology, and consider the 
research necessary to transform it into environmental/, acceptable fuels for the 
future. The nation also should consider whether environmental standards need to' 
be modified to encourage the use of coal.' 

• The most promising areas for ol exploration off America* coasts have 
been put off-imts on environmental grounds. We suggest that the nation may . 
want to reoonsider the economic faHout from locking away what are potentialy the 
bestsouroesofnewdomMticproducdon.Letthereatleastbereneweddebate.it 
may be that a new consensus vwJd alow some exploration and some production 
on a portion of those sites. 

• We could reexamine the nudear option. WWe the French and the Japa-
nese get far more of their electricity from nudear plants than we do, nobody n the 
U.S. has even considered fcJdang one here for years, instead, the most recent 
debates have centered on dismantlng plants that were never atowed to operate. 
America needs to again examine the nude* risks against the benefits in a rational. 

Mobil' 

Contributions from each of these options-coal, petroleum, nudear-can 
make a difference in me strength of the American economy, 

No matter what we do as a nation. America w i always have to import much 
of Hs on. But the producing countries w i always need to sea, and to buy what we 
have to sel. 

The trick is for America to make the right energy choices, so its economy-
can remain as strong as possible. Only through our economic strength can we 
maintain our leadership role in the world, and right now. producing as much 
domestic energy as possible makes good, solid economic sense. 

e 19W Mow Cwpomion 
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Marc Rank* 
MoritBtaQ R̂VBSMMM 

The six people on this page 
aren't professional models or 
actors. They're part of the new 
Texaco. Their charge is this: if 
there's a better way to discover it, 
recover it, produce it, ship it or seil 
it../£oforitr For our part, we're 
eliminating the procedures and 
obstacles that can get in their 
way. The results have been 

GtiiMikM 
Senior Supply RaprmMiff 

rather incredible. 
"There's a tremendous team 

dynamic in the company now that 
we hadn't had before. You can 
actually feel the energy around 
here!' Ron 

"Exactly. We don't have two or 
three years to get a project rolling 
anymore. These days, we attack 
projects. We get the necessary 

RonXidnrdi 
Monogv, EmirawMRt Aftoin 

people together in one room, and 
we don't come out until the 
problem is solved. Now we're off 
the drawing board in three to four 
days!' Kelly 

"Our customers are being 
involved in the process, too. It's 
almost like we flip-flopped the 
corporate ladder. Instead of the CEO 
sitting on the top, the customer h a s 

bece 
persv 
ama. 
inpu 

nam 
quae 
now 
Calli 
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Affoirs 
i n d 

off 
four 

It's 

h e 

;eCt-0 
:r lu> 

become t h e most important 
person. I think they're still a little 
amazed that we even ask for their 
input: Marc 

"It's really paid off in our 
natural gas liquids business. We've 
quadrupled our customer base, and 
now we're a worldwide leader? 
Callie 

"We're heading that way in 

Carol TriM 
SmwrinlwJm, Piomriwj ond Shipping 

fuels, too. Our new System3 

gasoline has a lot of our 
competitors taking a second 
look: Bill 

As you can see, there's a new 
energy at Texaco. We're aggres-
sively searching for new oil. 
Getting more from our existing 
fields. Developing products for 
today that are designed to serve 

KatfyMop 
SydmsAmipr 

into tomorrow. And pioneering the 
clean energy sources that must 
guide us into the future. 

"I'm glad to see Texaco taking 
a leadership role. 
I'm really proud that 
I'mapartofit, 
too: Carol l T f 

So are we, Carol. 
Staroftfw 

So are we. American Road 

TEXACO-WrVE GOT THE ENERGY. 
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Delivering 
as promised 

Here are two recent examples of how the private sector responds to public 
needs-one on clean water andpne on dean ajr. 

Just weeks after the March 1989 oil spill uj Alaska's Prince William Sound, 
the oil industry formed a task force. Its mandate: to quickly come up with a better 

. plan to prevent major spills in me future ancffctean up any that do occur. 
. Two months after its formation, the group recommended an ambitious and 

costly program, to be paid for entirely by the industry. On September 6, the indus-
try delivered on its promise and launched the Marine Spill Response Corporation. 
MSRC wtll administer a pew network for containing ahd cleaning up major od spills 
throughout the U.S.-a network vastly larger than any other in the world. 

With five regional response centers, MSRC wiH have state-of-the-art equip-
ment and the besr-tramed people available.to fight catastrophic sprits m U.S. tidal 
and offshorfe waters. MSRC will also audit spill readiness and pursue an active 
research and development program on spills and the technology to clean them up. 
it will be fufly operational in 30 months." 

MSRC wiH need an estimated $800 million for its first five years of opera-
tion. and those funds are coming entirely from an association of. companies, 
including Mow, mat own. ship or receive cnxto oil and potrotoum products. MSRC 
is completely independent 

While no one can guarantew that another'mafor spift will never happen, 
MSRC wtll assure the best effort possible to prevent it and contain it if it does hi 
pen. But MSRC is also an example of how the pnvate sector can respond 
pressing national need and deliver what it promises. 

Then there's the need to improve air quality by reducing pollutants from 
automobile exhausts. Since the automakers and oil companies began addressing 
this problem decades ago, federal tests show that new cars emit 95 percent fewer 
hydrocarbons, 95 percent less cartoon monoxide and 76 percent fewer nitrogen 
oxides. But ozone—or smog—continues to be a problem m certain areas. 

Some ground-level ozone comes frorrf the interaction between nitrogen 
oxides and hydrocarbons from auto emissions arid sunflght.'Cbngmss is now put-
ting the finishing touches on a Clean Air Act t̂ vat could set oew ground rules for the 
composition of automotive fuels. . . ? 

And that's where the private sector comes in. Last year, shortly after the oil-
spill task force was formed, the three.major automakers and 14 oil companies, 
including Mow, agreed to work together on the largest and most comprehensive 
research project ever undertaken on cleaner fuetsttfnd vehicles. ' 

The Auto/Oa Air Quality improvement Research Program is busy amassing 
a vast data base so that legislators and regulators y/H have better information to 
make their decisions. * ft*'** 

in the first phase of that group's projecCresearchers .are using 30 fuels 
meeting stnct scientific cnteria to powet'a arossaection of cars and vans on the 
road'today p*us 20' flexible-fuel vehicles, fertsskxrtests am doneloHowing federal 
test procedures. But the auto/oil industry program goes further than federal tests 
by measuring mom than 150 compounds identified n the vehicle emissions. 

The information gathered goes into a massive data base that's used by air 
modelers to determine how the fuels and engine systems might affect air quality in 
the New York City area, the'Los Angeles Basin and the Dallas-Fort worth 
region. 

Phase One of tNs research effort is expected to be completed early next 
year, offering regulators a bigger and better scientific data base than anything ever 
seen before-one they can draw on as they seek to improve our air quality. 

As some "experts" are rushing toward their pet solutions to the problem, 
let's remember that them* another private-sector group about to deliver what it 
has promised. And let* hope that its findings vyi be heeded, with benefits for our 
air quality as strong as those MSRC represents* for our marine environment. 

Mobil' 

© 1990 MeW Corporator)'" 
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