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COMMUNICATIONS COMMITTEE 

FUNCTION: To advise the Board of Directors and re levant  CMA s t a f f  
on problems and a t t i t u d e s  involving the  chemical indus t ry ' s  
r e l a t i o n s  w i t h  the  publ ic  and t o  provide guidance and a s s i s t ance  
on the i n i t i a t i o n  and implementation of construct ive programs i n  
t h i s  area. 

Most members of t he  Committee come from t h e  top l e v e l  of profes- 
s iona l  communicators a t  m e m b e r  companies. Also included as  a means 
of broadening the expe r t i s e  ava i lab le  t o  the  Committee and t o  i t s  
communications program a r e  a t o p  s c i e n t i s t ,  government r e l a t i o n s  
expert  and a m e m b e r  of top  management. 

TERM ENDING MAY 31,  1981 

Richard C. Ashley ............. Executive Group V i c e  President ,  
(Marketing ) Allied Chemical Corporation, 

P.O. Box 3000R,  Morristown, N J  07960 

H. A. Ericson ................. Director of Public Affa i r s ,  Planning 
and Research, Monsanto Company, 
1 1 1 4  Avenue of t he  Americas, New York, 
NY 10036 

Don A. Goodall ................ Director,  Federal Government 
(Government Relations ) Relations,  American Cyanamid Company, 

1625 I Street, N.W., Washington, DC 
20006 

David C. Green ................ Manager, Corporate Advertising and 
Design, PPG Indus t r ies ,  Inc., One 
Gateway Center, Pi t tsburgh,  PA 15222 

D r .  Kevin J. O'Leary .......... V i c e  President,  Technology, O l i r ,  
(Science) Corporation, 1 2 0  Long Ridge Road, 

Stamford, CT 06904 

TERM ENDING MAY 31, 1982 

Leslye A. Arsht ............... Manager of Communications, C a b o t  
Corporation, 125 High S t r e e t ,  Boston, 
MA 02110 . 
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Kenneth Jacobson .............. 

John F. McKeogh ............... 
I 

Paul E. Pavey ................. 

James Pulver .................. 

I 
TERM ENDING 

B. J. Burkett  ................. 

P u b l i c  Af fa i r s  Manager - Washingtog 
E. I. du Pont de N e m o u r s  & Cornpay 
1 7 0 1  Pennsylvania Avenue, N.W., 
Washington, DC 20006 

Di rec tor  of Communications , Rohm 
and Haas Company, Independence 
West, Phi ladelphia ,  PA 19105 

Coordinator - P u b l i c  A f f a i r s  
Operations,  Amoco Chemicals 
Corporation, 200  E. Randolph Drive, 
Chicago, IL 6 0 6 0 1  

Director of Public Affairs, Gulf oil  
Chemicals Company, P.O. Box 3766, 
Houston, TX 7 7 0 0 1  

MAY 3 1 ,  1983 

Direc tor  of Public A f f a i r s ,  Stauffm ~ _ _ -  

I Chairman ~ Chemical Company, Westport, CT 06884 
I 

M. C. Carpenter ............... 

I . Marshall C. L e w i s  ............. 
~ 

Richard L. Moore .............. 

Kenneth L. Spalding ........... 

Director of Communications, The Dow 
Chemical Company, 2030 Dow Center, 
Midland, M I  48640 

Director of Corporate. Comunicatioa 
Union Carbide Corporation, 270 Park 
Avenue, New York, NY 10017 

V i c e  Pres ident ,  P u b l i c  A f f a i r s ,  W. 1 
Grace & Co., 1 1 1 4  Avenue of the 
Americas, New York, NY 10036 

Business Manager, O i l  Products 
Division,  S h e l l  Chemical Company, 
A Division of S h e l l  Oil Company, 
P.O. Box 2463, Houston, TX 77001  

Staff Executive: James N. Sites 
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COMMUNICATIONS COMMITTEE TASK GROUPS AND THEIR MISSIONS 

Advertisinq Task Group: To monitor CMA advertising programs and to provide .pieace and 
assistance to the Communications Committee and CXA staff on the development and hple- 
mentation of programing in this area. 

B: May 21. 1980 
Chairman: E. A. Ericson 

0:  x: 5 
Staff Executive: Richard L. Wilson 

Company 5 Local Involvement Task Grou : To advise and assist the Communications Committee 
in the implementation of program: to develop the maximum participation by zmher 
companies in camunicationa programing at both the company and community levels. 

8: May 21, 1980 0: M: 2 
Chairman: William M. Metten Staff Executive: James N. Sites 

F i l m s  c AudioiVisuals Task Group: To explore development of communications p r v a m  audio/ 
visual materials, and to advise and assist the Communications Committee on the most 
effective approaches and programs for materials utilization. 

Chairman: Paul E. Pavey Staff Executive: Richard L. Wilson 
B: May 21, 1980 D: M: 7 

Long-Range Planning Task Group: To examine public opinion problems and trends Cfecting 
the chemical industry and to advise and assist the Communications Committee and C X h  
staff in the development of communications program approaches dealing constructively 
with these trends. 

8: May 21, 1980 D: M: 8 
Chairman: Richard L. Moore Staff Executive: James N. Sites 

News Relations Task Grou : To monitor news developments involving the chemical industry 
and to advise the C L i c a t i o n s  Committee and CMA staff in the developent and 
implementation of prograwming in this area. 

C h a d :  Kenneth Jacobson Staff Executive: Jeffrey C. Van 

in the development and utilization of publications carrying out ChemCAP program 
objectives. 

B: May 21, 1980 D: x: 5 

Publications Task Group: To advise and assist the CMA staff and Communications Committee 

8: May 21, 1980 D: M: 1 
Chairman: David C. Green Staff Executive: John E. Slavick 

Public Opinion Research Task Group: To monitor public opinion trends and CMA opiaioa 
research activities and to advise and assist the Communications Codttee on the 
development and implementation of programming in t h i s  area. 

8: May 21, 1980 D: M: 2 
Chairman: Rene D. Zentner Staff Ejlecutive: James N. Sites 

Science Advisory Gro : To advise and assist CMA staff and the Communications CaSmnittea 
on the treatmenyof health and environmental topics i n  ChemCAP communications 
programming; to review and advise on materials development; to serve as industry 
authorities with the news media, where appropriate, on issues of public concern. 

B: Xovembar 1, 1979 0: M: 12 
Chairman: Dr. Etcyl 8. Blair Staff Executive: Jeffrey C. V a n  

Science/Education Task Group: To explore communications program possibilities in the 
science and education areas and to assist the Communications Conunittee and CMA 
staff in these areas. 

B: May 21, 1980 
Chahan: M. C. Carpenter 

D: M: 4 
Staff Executiw: James N. Sites 
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COMMUNICATIONS POLICY REVIEW GROUP 

OF THE CMA BOARD OF DIRECTORS 

1 
James B. Henderson ............ ..President, Shell Chemical Company 
Chairman A Division of Shell Oil Company 

Houston, TX 77001 

Chemicals Group, One Gateway Centg  
Pittsburgh, PA 15222 

Development , The Proctor & Gamble 
Company, Ivorydale Technical Ce 
5299 Spring Grove Avenue, Cinci 
OH 45217 

L. John Polite, Sr..............Chairman of the Board, Essex Ch 
Corporation, 1 4 0 1  Broad Street, 
Clifton, NJ 07015 

de Nemours & Company-, 1007 Market 
Street, Wilrnington, DE 19898 

Etcyl H. Blair..................Vice President, Health & Enviro 
Sciences, The Dow Chemical Comp 
2020 Dow Center, Midland, MI 48 

I One Shell Plaza, P.O. Box 2463, 

J. Earl Burrell ................. President, PPG Industries, Inc., 

William C, Krumrei .............. Senior Director, Research and 

William G. Simeral. ............ .Senior -Vice President, E . I. du Post 
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SUMMARY 

The Communications Committee works primarily to develop 
programming through the Communications Department at CMA 
and to integrate this programming with member companies that 
have these objectives: 

1. To inform the nation of the positive contributions 
of the chemical industry. 

2 .  To increase recognition of our efforts to solve 
industry health, safety and environmental problems. 

3 .  To develop public support for industry policy 

Beginning in 1979, the emphasis shifted: most of the long- 

positions. 

standing public relations programs now work in support of 
the Chemical Industry Communications Action Program (ChemCAP) . 
The staffing pattern of the Communications Department can 
be found in the appendix to this report. 

The reasons why the chemical industry established ChemCAP 
a little more than a year ago lay in growing evidence that the 
public image of the chemical industry is unfavorable, and that 
this has negative results on sales and profits and government, 
employee, financial and community relations. 

Making use of a wide range of modern communications techniques, 
ChemCAP is a long-term effort with one primary objective: To 
increase recognition that the chemical industry is committed 
to act responsibly to protect the public from the health and 
safety risks of its products -- and thereby to develop public 
support for the industry's public policy positions. 

The result of year-long development by member company com-  
munications experts, ChemCAP is zeroing in on five major zreas 
where the public has shown concern: air and water pollution 
control, product safety, transportation safety, worker safety 
and hazardous waste disposal. Incorporated into these areas is 
the story of the industry's essentiality and of its many un- 
counted and recognized benefits. 

The first stage of the program aims at several key audiences: 
"political actives'' - persons active or showing interest in politics; 
government, officials, communicators and academics: and people 
who live near major chemical industry concentrations. 

Guiding the entire effort is the newly established Communications 
Committee, composed of member company communication experts, 
with representatives from the technical, marketing and government 
relations fields. 

. .  
. . ., ._. . . . 
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Publicat ions:  

Most of t h e  program materials were put i n  place du r ing  
the p a s t  year ,  including four  "key i s sues"  booklets on 
t r anspor t a t ion  s a f e t y ,  p ro t ec t ing  the environment, chemical 
worker s a f e t y  and product s a fe ty .  
now been p r in t ed .  

Over 800,000 of these have 

Advertising: 

A cyc le  of s ix  advertisements appeared i n  T h e ,  Newsweek, 
U.S. News and World Report, H a r p e r ' s ,  A t l a n t i c ,  The National 
Journal and The Saturday Review and i n  t h e  New York T k e s  and 
washington Post and Washington Star.  A number of other pub- 
l i c a t i o n s  were added toward y e a r ' s  end including the New Yorker, 
Smithsonian and Psychology Today. 

Speaking Programs: 

A Speakers Resource Manual w a s  developed and s e n t  t o  key 
execut ives  a t  each member company along w i t h  a r eques t  t h a t  
companies g ive  t h e  most s e r ious  cons idera t ion  t o  e s t ab l i sh ing  
t h e i r  own speaker programs. 

News Action: 

a Science Advisory Group and given radio-TV "hot box" training. 
These speakers are being used on "media t o u r s , "  t r a v e l i n g  t o  
a s p e c i f i c  c i t y  or area of t h e  country f o r  r ad io ,  TV and news- 
paper interviews.  I n  1 9 8 0 ,  33 marke t s  w e r e  covered on these 
tou r s ,  r e s u l t i n g  i n  80 TV and 1 0 1  r ad io  interviews.  

A series of backgroud luncheons f o r  t he  news media in Wash- 
ington was begun, and CMA Pres ident  Robert A. Roland and top 
s c i e n t i s t s  taped in te rv iews  f o r  d i s t r i b u t i o n  t o  radio s t a t ions  
and for personal  placement a t  s t a t i o n s  by key indus t ry  commun- 
icatkons and publ ic  r e l a t i o n s  contac ts .  

A select group of speakers  fo r  the indus t ry  was gathered ha 

Audio-Visuals: 

minute s l i d e  p resen ta t ion ,  both of which are intended to help 
spark i n t e r e s t  i n  developing speakers programs. 
Service Announcements have a l s o  been completed and w i l l  be 
d i s t r i b u t e d  t o  800 TV s t a t i o n s  i n  1981.  

Company Involvement: 

Major emphasis is being given i n  t h i s  a r e a ,  both in tews of 
g e t t i n g  companies t o  ac t  w i t h  t h e i r  employees, stockholders and 
customers and t o  support  g ra s s roo t s  act ion through 12 p i l o t  

Also r e c e n t l y  completed were a 21-minute f i lm  and an 18- 

Six Public 



- 7- 

community action committees. 
volvement is the ordering of "key issues" booklets. By 
this standard, approximately 100 companies have ordered 
booklets, with about 35 ordering quantities of 1,000 or more. 

public relations functions and programs that do not fall 
specifically under ChemCAP. 
have been largely integrated into the new communications effort. 

A good measure of company in- 

Throughout this presentation, reference will be made to 

These long-standing activities 
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A. PUBLICATICINS 

From t h e  very beginning, publications have been viewe 
a s  one of t h e  key anchors cf  .the comunications e f f o r t .  
They provide documentation t h a t  allows us t o  t e l l  our st 
i n  a depth not possible in advert is ing,  news releases a d  
other  forms of communication. 

OQ 

The industry,  a s  d i s t r i b u t o r s  of t he  booklets,  and a 
p u b l i c ,  as  those who order and read, va l ida te  t h i s  view of 
publications. T h i s  is seen i n  the  number of copies  or' the 
"key issues" booklets printed--800,000 so far i n  the  past 
year. 
more w i l l  be ordered during t h e  coming year, a s  still  more 
companies gear up t o  f u l l  use of ChemCAP materials.  

Although t h e  ChemCAP program enumerates f i v e  areas of 
concern, only four  booklets were wri t ten during the past 
y e a r ,  w i t h  "Protecting the Environment" incorporating 
action on the  problems of chemical waste disposal.  
work has now begun on a separate  booklet i n  this subject 
area. In general it w i l l  cover such top ics  as recovery, 
reuse and disposal  of chemical wastes, industry ac t iv i t i e s  
under RCRA, t h e  Hazardous Waste Response Center, remedial 
action f o r  problem l a n d f i l l s  and model s i t i n g  legis la t ion.  

It is highly probable t h a t  a t  least h a l f  as many 

HowevGI 

In addition t o  the booklets, CMA printed a p o r t f o l i o  
t o  package a l l  four  booklets i n to  an a t t r a c t i v e  
presentation i t e m .  These have been presented t o  members of 
Congress by the  Government Relations Liaison Group. The 
booklets themselves have received mass d i s t r i b u t i o n  t o  key- 
groups through the  Communications Department and through 
other per t inent  CMA departments and committees. 

Guide and a bimonthly "ChemCAP Action Roundup", which 
describes what companies and CMA are doing w i t h  
communications mater ia ls  and what CMA is doing to  provide 
these and other  support. There is no copyright on ideas, 
and it is hoped t h a t  describing the a c t i v i t i e s  of  companies 
w i l l  a c t  as a catalyst f o r  grea te r  par t ic ipa t ion  by still  
other  companies. 

Companies need information on which t o  base 
decisions a f f ec t ing  proposed pol ic ies ,  and the 
Communications Department serves t h i s  need in seve ra l  ways- 

1 

A l s o  prepared were a ChemCAP Program Materials 

0 New t h i s  yea r  is President Roland's Letter t o  
Executive Contacts. 
the well-established CMA News and ChemEcology. 311 are 
also important means of involving companies in ChemGQt 

Two other  famil iar  publications are 

* 1 
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reprinting ChemCAP advertisements and running stories on 
the latest ChemCAP materials. Both also reprint valuable 
materials that can be used by speakers, edi tors  and others 
who have a role as spokesmen fo r  their companies. And 
because both publications have proved their value, they 
have been expanded. 
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B. F I U 4  AND AUDIO/VISUAL MATERIALS 

The ChemCAP f i lm,  "Doing Something", was designee to 

The concept of using chemical plant employees to 
p u t  a human face on the  chemical indilstry 's  commicztion, 
e f fo r t .  
t e l l  t h e i r  stories in t h e i r  own words, without a script, 
proved highly e f fec t ive .  

Now w e l l  along is the  process of d i s t r i b u t i n g  the fik 
to CMA m e m b e r  companies and seeking t h e i r  own m a x i m u m  
u t i l i z a t i o n  a t  t he  personal, loca l  l eve l .  

0 "Doing Something" w a s  premiered a t  the Semiannual 
Meeting i n  October and shipments "on approval" w e r e  
completed t o  all member companies by December. 

prepared from the  o r ig ina l  21-minute version. 
A 13Jpminute version f o r  t e l ev i s ion  use  has been 

Six 30-second public service announcements have 
a l so  been drawn from the  f i lm and w i l l  be d i s t r ibu ted  t o  
800 TV s t a t ions  a t  a r a t e  of one a month beginning i n  
January. 

In addi t ion t o  company and CMA use, dis t r ibut ion of 
the  f i lm w i l l  be handled by Modern Talking Picture  Senice, 
which w i l l  also handle d i s t r ibu t ion  of the versions for 
te levis ion.  

0. "Meeting t h e  Challenge of Change", t he  ChemCAP 
s l i d e  presentation, has now been prepared and s e n t  t o  
member companies with suggestions for wide use. The 
presentation comes with a taped corrimentary, but a spezker 
can also read the  commentary t a  an audience. It  is an 
idea l  vehicle for s t a r t i n g  a speakers program, and a p o d  
reason for contacting service organizations and others 
about platforms. 

-0- 
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C. ADVERTISING 

The advertising portion of the Communications Action 
Program was conceived from the start as one of two over-ail 
elements in a complete communications program, with public 
relations activities forming the other element. While 
advertising reaches a larger segment of the public than 
does public relations, it cannot in itself tell our whole 
story. The two elements, then, are mutually supportive. 

the message sent out by other means--booklets, speeches, 
news stories. One major virtue of advertising is that we 
can completely control the content, timing and delivery 
means of our message. 

The frequency of advertising underlines and reinforces 

Advertising also acts as a catalyst for all other 
program elements, giving added support and impact to news 
activities, the speakers effort, the use of booklets, etc. 

Above all, our advertising counters the tide of 
negative reporting and enables us to get'a positive story 
in key publications, including the influential 
New York Times and Washington-Post. 
political impact in the very fact of our going public 

The ads also have 

openly, showing confidence in our case and a willingness 
to fight for our beliefs. They further demonstrate to 
employees how the industry is responding to widely 
publicized issues. 

program, as follows: 
Several criteria were adhered to in developing the ad 

* Credibility. Straight-forward facts were 
set down. Florid, overselling layouts 
and language were avoided. 

* Action and Results. Advertisements were 
constructed to emphasize industry action 
to solve problems. 

* Appearance. The ads were designed to 
emphasize the high technology of the 
chemical industry and to impress on the 
reader the seriousness with which the 
industry regards its problems. Thus, 
there were no splashy graphics; rather, 
schematic drawings were used, echoing 
"Scientific American" approaches. 

CMA 073044 
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* Multiplication. The ads were designed so 
t h a t  individual companies can place them 
over t h e i r  own names i n  l o c a l  newspapers 
and i n  company publications.  

The f i r s t  cycle  of s ix  ads have been widely run and 
are now being redesigned t o  fit a one-page format. 
moving from the  two-page format, w e  can increase the n- 
of inser t ions  f o r  a given amount of money, w i t h  l i t t l e  loQ 
of impact. 
while re ta ining our ser ious image. 

By 

We are looking f o r  a more eye-catching design 

Even so, t he re  is evidence t h a t  t h e  present ads are 
A t  the  end of each ad is an o f f e r  for  one of t h 7  read. 

“key issue” booklets. To da te ,  11 ,000  requests have been 
received fo r  booklets,. a very high figure fo r  this kind of 
advert is ing campaign. 

-0- 
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D. COMPANY AND LOCAL INvOLvEME&~ 

It was realized from the very beginning of ChemCAP that 

It is vitally important that companies become 
the grassroots are the key to the success of the program over 
the long run. 
involved with their employees, shareowners and other contacts 
and carry out local ChemCAP activities. 

To set up models for ChemCAP Community Committees around 
the country, CMa has singled out a dozen selected cities 
or regions with heavy chemiczl industry concentration. 

Philadelphia, Westchester/Fairfield Counties, San Francisco, 
St. Louis, Chicago, Charleston (W.Va.), Parkersburg/ 
Marietta and Louisiana. 

A separately employed or volunteer professional 
communicator from a member company serves as chairman of 
each group. The object is to enlist the services of 
communicators and top local people from member companies 
and to carry out as much of the national ChemCAP program 
as possible locally. 
work closely with viable Chemical Industry Councils. 

taken. In Delaware, the CIC has already placed ChemCAP 
ads in local newspapers. 
Chemical Association has made funds available to promote 
ChemCAP. And in San Francisco, funds are now being 
collected for a more aggressive local effort. 

need in getting the Community programs rolling. 

The areas are: Delaware, Houston, Michigan, New Jersey, 

The program is also designed to 

Some significant activities have already been under- 

In Louisiana, the Louisiana 

Support from top executives is a crucial continuing 

The ChemCAP Speakers program is an integral part of 
the company and camunity involvement effort and is getting ~- 

greater emphasis. 

A workshop on how to set up a speakers program was 
held for about 50 persons in early December to boost company 
interest in such activities. We also wanted to show companies 
that do not have programs that establishing a program is-not 
so hard a task as one might imagine -- and that the rewards 
are great. 

One of the first program materials prepared by ChemCAP 
was a Speakers Resource Manual. About 1,600 individuals 
have received the manual, and more than 350 have asked to be 
on a mailing list for receiving updates to the background 
information contained in it. There has been considerable 
inertia in establishing local speakers programs, but as the 
companies receive both the ChemCAP speakers slide set and 
the ChemCAP film, more and more firms can be expected to use 
these materials as an incentive to install programs. 

-0- 
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E. NEWS RELATIONS 

CMA's News Bureau, f o r  more than a year, has been I 

attempting to convey to the public, through the mass medh,' 

directly involved in day-to-day reporting of CMA activities 

print and broadcast media -- from the most influential big- 

that the industry is aware of and safely handles risks 
involved in the operation of the industry. It is a lso  

in Washington especially, on behalf of the industry. such 
efforts have been directed at all segments of the nation's 

city papers to local radio stations -- and include the 
following program segments: 

Media Tours: By the 'end of 1980, members 
of CMA's Science Advisory Group had visited 33 cities 
and accumulated more than 55 hours o f  television and radi 
Additionally, numerous print interviews with Science 
Advisory Group members have been published in newspapers 
and magazines in these cities. 

I 
An even more aggressive media tour schedule is p l m  

for the next six-month period. CMAs Science Advisory 
Group has been expanded to include additional chemical 
industry scientific and technical experts in the field of 
hazardous waste management, and during the next half-yea 
these experts will visit nearly 40 major U.S, cities for 
print and broadcast interviews on this subject, 

Special News Features: Special news features have be 
created and distributed to all segments of the press, Po 
special news feature packages -- all tied to the publicat 
of the four "key issues" booklets on environmental 
protection, worker, product and transportation safety -- 
have been distributed to more than 3,000 smaller-circulat 
daily and weekly newspaper editors. 

Chemical News Report: The first in a series of C h d  
News Reports was published in October. The two-page, tablo) 
size news feature- package was inserted into Publishers' 
Auxiliary, a newspaper industry trade weekly owned by the 
National Newspaper Association and distributed to more thtn, 
10,000 small-town daily and weekly newspaper editors. 

Hazardous Waste Broadcast Report: Material has 
especially tailored for radio stations-inmajor U.S .  m 
and plant- communities . 
Broadcast Report, the second series of radio packages, 
concentrated on five issue areas of hazardous waste m a n  
an overview of the hazardous waste problem; the ResourC 
servation and Recovery Act; hazardous waste siting; wa 
management technology: and CMAs Hazardous Waste Respon 
Center. Interview subjects for this report were all m 
of CPIA's Science Advisory Group. This report, like an 

The f ive-part Hazardous Waste 
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five-part interview with CMA President Roland 
on key environmental issues, was distributed to CMA 
communications contacts and made available to 600 
radio stations in key U.S. markets. A series of 
broadcast scripts called "ChemEcology Broadcast Report" 
has also been prepared. 

Press Briefings: A series of regular briefings by 
CMA executives is held for members of the Washington press 
corps. 
luncheon sessions at CMA offices to "one-to-one" contact 
between CMA executives and news executives and reporters 
at selected key publications. Recently, CMA President 
Roland appeared as the guest speaker at a special National 
Press Club "Newsmaker Breakfast." 

These briefings vary in format from regular monthly 

Press Contact: CMA's News Bureau is responsible for 
coordinating sustained, day-to-day contact with influential 
members of the Washington and New York press corps and 
coordination of placement efforts by CMA and the Association's 
outside public relations counsel. 

These placement initiatives have included the following 
subject areas : 

*CMA Model Siting Legislation 

*Chemical industry energy conservation efforts 

*Chemical industry environmental protection efforts 

*CMA special projects 

*cHEMTREc 

*Hazardous Waste Response Center 

*Chemical Industry Institute of Toxicology 

*CMA safety awards 

Media contact efforts also have resulted in numerous 
television interviews for CMA staff executives on each of the 
major commercial television networks and the Public Broad- 
casting System. Prearranged media interviews in cities other 
than Washington regularly take advantage of travel by CMA 
officers. 

Other on-going activities include issuing a member company 
information officer directory to the press -- giving them 
a direct contact in each CMA company. There are meetings 
monthly with member company representatives known as the Media 
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Relations Group, in New York City, featuring an exchange 
of views with representatives of the media. 

CMA's News Bureau also takes responsibility 5or 
publicizing CHEMTREC when public relations help may 
be required after a transportation incident. The public 
relations contacts of the companies involved are thus 
quickly made aware of problems and are able to anticipate 
media calls.  

The Association's photography supports News Bureau 
media efforts. 
new employees and whatever other photos are needed fo r  
News, ChemEcoloqy, the Annual Report, directories and 
booklets. 

Picture coverage includes testimony, meetip 

Calls from the media to CMA average about 15 per day, 
at least 3,900 a year incoming calls. This figure does 
not include telephone and personal contacts initated by 
the section. 

Finally, briefings are conducted and media kits prep= 
for major CMA functions, including the annual and serniannud 
meetings. 
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p ,  SCIENCE ADVISORY 

One of the most importznt activities of the Communications 
Committee involves the work of the Science Advisory Group. 
The group is composed of representatives from the scientific 
disciplines of member companies, under the leadership of a 
senior industry scientist, DOW'S Dr. Etcyl Blair. 

Communications Department in dealing with the news media regarding 
the concern areas of ChemCAP. For more information on this most 
important responsibility of the SAG, please refer to the News 
Relations section. 

The group serves as a pool of authorities who work with the 

The SAG also provides expert advice to CMA and member 
companies on health and environmental topics to be covered 
in the communications program. It also reviews advertising 
copy and news materials on request, advising on scientific 
accuracy. 

11 to 16, the additional five members all being experts on 
the disposal of hazardous wastes. 

Membership of the SAG has been increased from its initial 

t 
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G .  SCIENCE/EDUCATIOM 

We are exploring ways in which the chemical industry c u  
promote a constructive dialogue on ways and m e a n s  to work 
with the government, the academic community, environmental 
and consumer groups and other influential segments of the 
public in the management of chemical risks. 

Some possibilities under consideration include seminars wie 
the above-mentioned groups and publications stemning from s u a  
seminars . 

An on-going program of CMA is an awards program that honors 
exemplary professors and teachers of chemistry and chemical 
engineering on the college and high-school levels. 

Catalyst Awards go to 18 teachers annually, with a total 
of 134 presented during the 24 years of the program. We beliep 
it is the only national chemistry awards program honoring high 
school, two-year college and four-year college teachers with 
identical awards, and the only award honoring a two-year coUq 
professor nationally in any field. As an indication of its 
possible effectiveness, the present president of the American 
Chemical Society is an awards winner. 

-0- 
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H. CONSUMER AND ORGANIZATION RELATIONS 

CMA's well-established Consumer Information Program 
is also designed to reach the grassroots, and two of the 
ways it does this is to provide radio and video programming 
opportunities at two annual meetings -- one of the American 
Women in Radio and Television and the other of the National 
Association of Farm Broadcasters. CMA provides the facil- 
ities and the industry representatives for interviews. The 
result in both cases is hours of air time aimed at millions 
of viewers who hear the very positive side of the chemical 
industry. 

0 To give an idea of the impact of these two programs, 
CMA taped 178 interviews at the Farm Broadcasters 
meeting--66 video and 112 audio. It is estimated 
that these interviews will be shown or aired between 
1,500 and 2,000 times in at least 4 5  states. 

0 At the AWRT meeting, CMA taped 88 video and 50 audio 
interviews. In addition, 1,500 tapes of these 
interviews were sent to home extension economists 
in all 50 states. 

One goal of the program is to broaden its scope to 
include as target audiences organizations that range across 
the spectrum of society. Much attention now is given to 
maintaining contact with consumer organizations, primarily 
those working with women, tying in with ChemCAP objectives, 
providing materials and attending conventions and meetings. 
A long-standing advisory group made up of member company 
personnel has operated to assist CMA in this area. It is 
presently headed by Val Reisig of Eastman Chemical Products. 

-0-. 
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I. PUBLIC OPIXTON RESEXRCB 

* The chemical industry faces serious public opinion 
problems even though the American people regard the chemical 
industry in a relatively favorable light and as reasonably 
tr.uthf ul . 

* At the same time, the industry is seen as doing less 
it should about certain key problems, of which waste disposal 
is seen as the most pressing. 

These conclusions came from a survey made for CMA to prov- 
a "benchmark" at the start of ChemCAP. 

Cambridge Reports, Inc. surveyed three distinct publics on 
their attitudes toward a variety of issues affecting the A r n e &  
chemical industry. These included: 900 politically active 
individuals, 200 chemical industry "neighbors" who are also 
politically active, and 150 influential opinion leaders in 
government, education and news media. The interviews were 
conducted last February and March. 

. The basic objectives of the survey: 

I. To assess how aware the publics outlined above 
are to the efforts of the chemical industry to communicate d s  
position on public policy issues. 

2. To gauge the attitudes of the publics toward the 
#+ chemical industry generally and toward certain specific i n d u m  

actions. 

3.  To compare attitudes toward the chemical industry 
to attitudes toward other large industries. 

4 .  To determine, as a guide for ChemCAP, how the pub 
get their information. 

5 .  To begin monitoring opinions of the ChemCAP ad- 
vertisements. 

In general, the chemical industry was rated fourth most 
favorably in a field of six (banking, chemical, insurance, 
nuclear, oil, retail) by politically active individuals and 
chemical industry nexghbors. These industries were chosen 
because banking has always been rated highest by the public: 
oil, at this time, is ranked the lowest. 

News media, government and educator opinion leaders ranked 
the industry as fifth;, 
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The chemical industry fares about the same on the question 
of truthfulness -- fourth. 
rated the chemical industry as the least truthful. 

News media opinion leaders, however, 

In summary, then, the chemical industry's rating is mid- 
r:aWe -- not as good as retailing, but not as bad as oil. The 
industry is less credible than banking, but more credible than 
Oil- 
favorable toward the industry. 

And Of all groups polled, news media leaders are the least 

Other highlights: 

0 Principal issues: The hazardous waste disposal issue 
cases most concern among the respondents, but they feel the 
industry sees it as the issue of least concern. Hazardous 
waste disposal is also the issue X i c h  most people want 
more information. 

o Other issues: After waste disposal, air and water 
pollution rated as the next most pressing issues, with product 
and worker safety in the middle of the rankings. 
were least concerned about transportation safety. 

Most groups 

o Industry achievements: Majorities of the groups 
surveyed felt the chemical industry made efforts to reduce 
hazards in the past few years. They saw product and worker 
safety as the areas of greatest industry effort. 

o Awareness of advertising: There was high awareness 
of specific company advertisers. Opinion leaders were most 
award of advertising about risk reduction. 

0 Awareness of news: The recall.of specific news 
stories about the industry was relatively low. 
of the opinion leaders mentioned Love Canal, and about one in 
ten mentioned other waste disposal stories. 

About a quarter 

o One particularly significant finding appears to be 
a c o r r e l a t ' b e t w e e n a w a r e n e s s u n i c a t i o n s  
efforts and favorably disposed toward industry and have a 
higher opinion of chemical industry credibility than those 
unaware of industry communications. 

0 Main conclusion: Some public awareness of communications 
about risks and benefits already exists. 
industry communications were more favorable to industry than 
were the "unawares." 
remedial effort. 

The "awares" of 

Waste disposal requires the greatest 

A follow-up to the benchmark survey is now in progress, and 
results should be available in March. In addition to the bench- 
mark survey, research is used to help determine the success Of 
the advertising campaign. Such research includes "focus groups" 
that judge the effectiveness of proposed advertisements. Analysis 
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of letters responding t o  our ads show these l e t t e r s  to be 
overwhelmingly favorable. 
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J- LONG-WJGE PLANNING - 

The Long-Range Planning Task Group has been working 
with the Communications Committee to consider any new 
directions ChemCAP might take after June 1981. Out of 
these discussions have come a number of proposals, as 
follows : 

1. Continue advertising program as at present for one 
year beyond June 1981 , at the same time . . . 
"Utilizing newspaper "crisis ads" where appropriate 
to set the record straight on myths and 
misrepresentations. 

examine and recommend any changes that may be 
desired in the nature of our print advertising 
after June 1981. 

*Having Advertising Task Group immediately begin to 

"Keeping open the possibility of doing research 
into expanding the current all-print program by 
supplementary television effort. 

2. Examine beefing up the non-advertising portion of 
the ChemCAP effort, particularly in these areas: 

*Expand news media programming, especially in radio- 
TV areas and by enlistins personal-contact aid of 
total industry- press relations forces. 

*Put more push behind speaking programs reaching key 
public groups on both the national and local levels. 

Continue to encourage member companies to participate 
more tully in the nationwide program, meanwhile 
providing maximum support for organization and effective 
operation of pilot ChemCAP Community Cormnittees. 

3 .  

4 .  Set up system to better define and document industq 
positions on emerging issues -- f o r  instance, on 
groundwater contamination -- as well as on current 
myths and misrepresentations such as EPA "numbers 
game I' . 

5 .  Expand use of 16-member Science Advisory Group to 
include speaking out on current ana emerging issues -- 

, meanwhile- exploring means of expanding the- total of 
"Science Spokesmen" to personnel of all companies 
throughout the industry. 

- 



6 .  Re opinion research on program, postpone Stage 
Cambridge Study as long as possible to allow a&i- 
tional time f o r  the accelerating ChemCAP progracl 
to generate impact. 

(Note: ChemCAP's new motion picture and six P';lblic 
Senrice Announcements, as well as the speaker s l i d e  
set, will not achieve maximum utilization until well 
into 1981. This is also true of individual company 
tie-in efforts.) 

7. Re fundin . CMA Board should be asked to commit 
~-ry to continuing ChemCAP for two more 
years beyond June 1981, meanwhile formally approving 
June 1981-1982 funding at the second-round level 
of $3.6 million, with allowance fo r  cost inflation 
of an additional ten percent. 
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