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One of a series of high school le el units en
business issues, this packet introduces students to & hew type of .

~businass advertising, "issue ads.” This non-product advertising
allows a corporation or business organization to express its
viewpoint directly to the public. Because this is a complex jissue,
the unit is recommended for students with some background in/business
study. A teacher's guide und student materials are provided in two
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Instructor's Guide

+ADVERTISING AND FREE SPEECH
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Business Issues in the Classroom (BIC) introduces students to exciting,

di‘fﬁcult,ia.nd complex decisions that face the business community today. Case

“studies and activities help students understand the setting in which American -

compahies -must function. This business environment include$ many groups with
cbnﬂicting ‘interests: stockholders, consumers, employees, special interest groups,
business co'mpetitors and creditory, and government. These groups affect
pusiness and, in turn, are affected f:‘y business decisions. Each BIC lesson plan
_foéuées on a gpeciﬁc issue which highlights a particular relationship in the

- business decision-making environment.
IC ’ . ‘
/
, _ »

\Natural Environment

State National .
N P

I'd .

’ _.International

4
d"

|
. |
Local \ I
hd []

- LN ] ' - ‘“ .
Creditors, = BUSINESS Owners,
Competitors ¢ N ) Stockholders

Special Interests Employees

Government Customer .

L] »
‘
A .

? e
-

~  THE BUSINESS DECISION-MAKING ENVIRONMENT' h

In this -unit students will study a relatively new type of buSiness
advertising, "issue ads." This non-product advertising allows a corporation or
business organizatipn to express its viewpoint directly to thé'public. Examples

of issue ads inclyded in the‘ student materials speak out on the subjects of

'goverhment-regulatipn, energy, and inflatjon. Business people do not agree on
the use of this type- of ad\}ertising. Students will examine -the a'rgumenis for
and against this type of corporate‘ free speech and conduct their own reasearch
study of its impact. ‘ . '
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JISSUE ADVERTISING AND BUSINESS

’

Activities include an examination of several examples of issue ads, four
business vie vpoints on this type of adverusmg, a legal case on corporate free.
speech, and a research pfO]E\.t. The unit assumes that stuaents ynderstand the
meanmg of a corporation and a stockhmder. The content of an issue ad is
difﬁcult‘ in that it presents one side of a complex issue. If students are just
beginning their study of business, you may wi;h_to use this lesson at a later
date. BN .

s
OBJECTIVES

Students will be able' tos ‘

l. identify issue ads as distinct from product advertising.

.2, state their own viewpoint on this type of advertising.

TIME FRAME
5 or more class periods ; . -‘.b

CLASSROOM APPLICATIONS . ¢

Day | Reading and Discussion: Introduce the' unit by‘r'eading together the
introduction on p. | and the issues ads, p. 2-4. After students have

examined an ad, discuss its meaning by reviewing the definitions of key
terms and asking students to rephrase the argument in their own words.
Once they understand the ad, ask them to hypothesize about reasons for
business placing the ad. Ask the students to imagine arguments that
could be made contrary to the position taken in the ad. ' -

-2-
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Day 2 Small- Group Discussion: Divide the class |nto small groups and refer

them to "Five Vnewponnts," p. 5-7. Ask each roup to answer the
g

R 1)
questions that follow each of the four viewpoints, and to dlSCuSS their

views on issue advertising. After 20 minutes, review the groups
~answers. In the .‘remaininé class time or for. homework, have each
student write Viewpoint #5: his or her own arguments for or against

this type of advertising. ’
. R

u

J

Day 3 Reading nd Dnscussnon. Refer students to the case , study, Corporat€ ‘

~ [ree Speech, p. 8-9. Have the students read the ¢ase and then write &
short essay giving their decision on whethér or:not corporatnons should
be allowed to advertise their oppostition to the proposed ingome tax.
Day 4 DnsCussnon. DlSCuSS students' decisions on the 'Ma'ssachusetts'\corporate~
free speech case,, usmg the discussion questnons -that follow the case.

Give the court's decasnon as p?ovnded in the Background lnformatnon

a

section on p. 5 of the Instructor's Guide. T T . . \

. -
s v -

Follow-up activities: If time permits, have students conduct their-own survey on -

.the amount of issue advertising being done b) business; and its impact’ on
people. On p. 10 of the student matertals is a two-part researsh pro;ect. "The
first - task is to COllect examples of issue ads from the pnnt medna and
television. Then students are to-construct a Ssurvey form to measure awareness
of “these ads and people s reactions to them. Once the form has been desngned,
divide students into pairs to give the survey in other classes. With their data,

they should be able to answer 2 questions: . ) o

. .

sponsoring the ad? ' .
2. Do people react posmvely to the. ads? Are they convincing?
3, Students may wish to examine a partxculer theme, such as Mobu's issue
advertising during the gasoline shortage and long gas lines a few years
ago. Were these ads accurate? Did the predictidns made in the ads turn
out to be correct? ‘0 ‘ oo
B

N 3 ‘ 3e 5 o . .

l. Do people remember the ads and do they know the name’of the~business .

e
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USING A RESOURCE PERSON IN THE (,LA.;SROOM

The+«Business 1ssue$ in the Classroom program BIC) has a talented. group of
business professionals who are prepared to teach one day of this umt. At least
two we,eks in advance, call - the Constitutional Kights Foundation at (213)
473-5091 and ask the BIC Placemen: Coordinator to arrange a classrcom visit,

. -

The business resource person could participate in the following wayst
. ' Day I: lead a dlscussmn of the examples of issue ads N
Day & Jdead a discussion of Five. VleWponts after the "'mall groups
' “have had their discussions "

"« Follow Up: react ‘to the results of the student survey on issue advertising
‘ -

.
’ . \ .
. A
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BACKGROUND INFORMATION
Supreme Court Decision: Corporate Free Speech
_ Figst National Bank of Boston v. Bellotti
' ’ 98 S. Ct. 1407 (1978)

¥

The Supreme Court majority found no basis in the Constitution to limit this
kind of corporate -speech. The expression of views on an issue. of public
importance, in this case the Massachusetts income tax referendum, was exactly
the type of expression _the First {\mendment was designed to protect, The
Court found no evidence that this type of corporate egtp‘ression prevented
individuals from being actively 'in\'/olved in the voting process’ or that it
undermlned confidence in government.

Four of the justices dissented: Whnte, Brendan, Marshall. and Rehnquxst.
Justice \Vhtte ‘drew a distinction between ‘individual self-expression and
corporate speech, and argued that corporate speech is entttled to less First
- Amendment prot‘ectton than individual expression. Individuals in a corporatton
would still be free to communicate their thoughts, even if speech that is not
, directly connected wnth the. purpose of ' the corporation were not protected at
all. In another dlssent, “Justice Rehnquist said' that since a corporatnon i an
artmcml being, created by the state legnslature, it, doesn't automatlcelly, share
.the same hberttes as neturel persons. He suggested that - the Constitution - only
guarantees as much. free: speech as is necessary for the ‘corporation to cdrrr on
with its ~business, Another problem mentioned in the dtssent ls ‘the use ot
shareholder money to express corporate ideas with which the shereholder does
not agree. The state would seem justified in protecting ifs citizers.from being.
forced to choose between supporting the’ pubncetton of views, wlth whlch they\ y
_disagree or else passing up the nnvestment opportunity. The dissent would haye
upheld the Messachusetts law. ] ™~ *
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‘ ;. ADVERTISING AND FREE SPEECH

‘1..\ - . e

Some corpb‘rations advertise more than their products. Th€y take out ads to -

sponsor political candidates, to speak out on pubtic: issues, ®or to suppdrt a
cduse On the next few pages, you will. find - ads that present business *

" viewpo!nts on government regulatton, mflatxon, and energy.

This type of advertising is call "advacacy" or ';issue edvertising."

Corporatmns speak out on a variety of issues that are important to'business

and - society, Mobil Oil  Corporaticn "developed the "op ed" ad, a Weekly
. advertisement oppostte the editorial page of a newspaper. An example of an op

ed adverttsement is the Mobil ad, "On the death of cheap energy." It COStS'o -

Mobil $1 million a year to print these ads. . .
Should companies use issue advertising to communicate .their views to the

.public? Read the ads on p. 2. Do you think they are effective? Are you

persuaded by the arguments? g :

Corporatio..s have a right to free speech. The corporete type of business
organiution is a legal person in the- eyes of the law,’ snd it has some of the
same constitunonal rights that we do. Free discussjon of public issues i3 s"
strong beliét in' our society, but until recently, corporations did not take" out
,ads to speak . out on current issues. Some people think this corporete free
speech is a dangerous thing. They are concerned that the weelth and power of
the corporations will drown out the voices ot individuels in publlc ‘debates. 1In

this unit we will explore the. erguments for and lgainst ln active business '

voice in current issues: ‘
" Activities it the urit includer R
1. INTRODUCTION AND ISSUES ADVERTISBMENTS T
2, ACTIVITY: Five Viewpoints : ‘ __-, .
3. CASE STUDY: Corporate Free Speech ~ = "
4. RESEARCH PROJECT : o

/.-
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«+{ dent..
. Obviously, the rate.of infla.

-tion during recent months is

still distressingly high. The

- President’s standards

__ HOW TOSLOW
THE RATE OF INFLATION -

A VOLUNTARY PROGRAM WILL WORK, IF EVERYONE VOLUNTEERS.

" General Motors has prom-
ised President Carter to keep
within the wage/price stan.
dards he has set for large cor-
porations. And we will keep
that promise. Because'it is the

wish of the President, and be-
cause we believe’ he has em-

barked upon a comprehensive

| program thdt can -succeed,

given time and consistent dedi-
cation. - s
Everyone must help. Presi.
dent Carter has promised to re-
ce government spending, to

| g:duce_ federal deficits, and to
1 reduce government regulation.

He is lespening the inflationary,
pressures of government on the
economy. The budget he has
subm‘ifted for fiscal 1980 is pru-
t will make a difference.

need for everyone to follow the
is more

than ever.

W have w¥itten-to our
o lers, informing them of
“ | them all to

commitment and asking
%o the dame
commitment. We have also:

urged the chief exacutive of-
. 4 ©T ‘ . N

Consumers, too, make a
-|"difference, buying: carefully,

Advertising and Free Speech
ISSUES ADVERTISEMENTS -

CUSTOMER INFORMATION FROM GENERAL MOTORS

ficers of the top 500 U.S. cor
porations to send similar letters
to their suppliers. In advertis-
ing. we are advising our cus-
. tomers to shop carefuily, to get
the most value for their dollar.
_inflation hurts everyone:
rich and poor, big business
and small, wage earnsrs and,
most dramatically, retirees
and other people living on
‘fized incomaes. The real value
of everyones income declines at
exactly the same rate, whether
it's the paychecks of our em-
- ployees or the dividends we pay
to stockholders or the checks .
received by people on pensions
or social security. No one is

spared. ,

The President has asked
that wasteful regulation be
eliminated and that the disci-
pline of cost/benefit analysis be
applied to all government refu-
lation. Now, business. must fol-
low his lead, and not only major
corporations, but all business.

Labor leaders, confident
that business ‘will follow the
standards, can then ander-
sundln?rmd. flexibility in de-
mands from union members.

can

'shopping for the values, |
using their market ‘power o
keep down the pﬂéu of. every-
thing. from commodities tgcars. |
e Joint Econ Com-

= | mittee ofjCongress.has en-

3

L]
« .
. 11 ¢
CEERPAE. & vty o SR

dorsed the voluntary program
and called for incentives to in-
crease investment and produc-
tivity. The consensus of this
bipartisan group was that man-
datory price and waEae controls
must be avoided. Experience
rrovel such controls discourage
nvestment, create shortages,
and slow economic growth.
Moreover, when such controls
are removed, inflation returns
at a more rapid pace than ever.

The inflation problem can
be solved, but it will require
perseverance, restraint, consist- |
ency, and the understanding of
all concerned that amall sacri-
fices now will spare us from
severe sacrifices in the future.
President Carter has set the
gqu{aea\‘le have only to follow
s 162 4.

Thus advertisement is part of our

continus q}‘mb ve custom-
ers unfﬁ’:%‘oma‘t:‘on about

their cars trucks and the "
company that duslds them.

G?'}S{‘g' Motors
People g mmnon

to serve

-

" Reprinted- by permisgion Lo
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Cheap labor is gone So is cheap housmg
Cheap land is vanishing fast, and cheap edu-

. catipn is a nostaigic memory. Cheap medical

and‘hospital care passed on some time ago.
in éach of these cases, there was widespread
public consternation at their demise. Andnow
time has caught up with cheap energy, and
the bell tolis both the funeral and the attendant
public outrage.

To some extent, we and’ many other o:l:&_
companies must plead guilty to the accusa- -

tion that we made energy too cheap for to0.
long. We weren't alone, of course. On natural
gas, for instance, the government maintained
a policy on pricing that ignored the true worth
and replacement cost, intentionally keeping it
so cheap that consarvation was foolish, capi-
tal investment was discouraged, and supplies
of natural gas grew perilously short. And,in the

. meantime, we were searching everywhers for

more energy. Whanever we found it, we mar-

~ keted it at the lowest feasibje cost.

Even when the prices of aimost every
other product were climbing steadily, energy

prices stayed low--a little upward bump now
and then, cushioned by.long periods of stabil- .

ity. In economic terms, measurad by the work
a given unit of energy could accomplish, en-

ergy costs were a freak, an anomaly. Even
today, government controis keep the cost of .

energy in the U.S. a bargain in comparison to

* its cost in most other countries. -

creat-
onjoy

Cheap energy was lnltrumonw
ing a civilization—~the one we no

Some say it made too much clvmuﬂon. in too

many places, on too many pristine shores

" and trnnqull plains. These are the peopie who

criticize Mobil, and comipanies like us, for
having found and delivered ail tﬂis chup
energy tc America. -

Advertising and Free Speef:h
ISSUES ADVERTISEMENTS

On 1he deai'n of cheap energy -

They do not care for the way America had
used its cheap energy, and many agree with

the view endorsed by Amory Loving in Non-

nuclear Futures that “‘even if we had an unlim-
ited energy source, we would lack the disci-

‘pline to use it wisely.” Solar energy appeals to

them,"not so much as a technological solu-

tior, but because, a3 Lovins writes in the same -

book, '...it limits the amount of mischief we
can get into"

it is as though Americans had proved
themselves a gaggle of unruly children. We do

not agree. Is the huge interconnected power

grid that reaches out o every state in the con-
tinental U.S. some sort of biunder? Were we
silly to build the great net of highways that

~ made us a more unified peopla? Is the indus-

trial might of this nation a gross mistake, one.
we should have passed by for the simpler,
agricuitural existence of the 19th century?
Were our farmers deluded in using ‘energy
as the'base for the most sfficient and pro-
ductive agricultural enterprise on earth? Of
course not. )

We think the results of the U.S. energy

Sbom are & magnificent tribute to American
enterprise at ingenuity, the envy of all the
- world. And, if we.had qyr.druthers, we think

America, and ovory other .country, would
make good use of more cheap endrgy.

\_  But at the moment thers isn't any. And
. thare is not likely to bs any for quite some time
to come. lfmou'unymund.mhopotobow

the first to find it or develop and deliverit.

. Until'then, all we can-do about cheap
energy Is join you in mourning the great
times we had with it, and in wishlng it had

‘lasted forever.

-Like ﬂttun-cont movlu and tsbo
roadsters.

Mobll . -

Reprintsd by Ponumm.

&
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Student Materials : ) Advertising and Free Speech
L . ACTIVITY

AJ

FIVE VIEWPOINTS

Read each of the vneweomts on issue advertising and answer the questions
that follow, Then decide what you ‘think about this issue. Are any of the

s N

viewpoints similar to yours?

Viewpoint #1

National opinion polls show that ‘companies that use issue advertising have
high vxsxbnhty with the pubhc. People know who these corporations are, they
remember the ads. The same studies show that 53% of the public do-not find
these ads very convincing, but they still ,r_'ead.them, This kind of advertising
offers business the chance to speak out ‘on all kinds of issues that are
importént to our society and to business - ‘the need for mass transit, wasteful
government regulations, and the .biased news media. Business must show itself
to be a reponsible citizen, ‘concerngd about more than just making money.
Companies have done much for education, for our cities, and for the quality of
life. Why not let people know that we care about more than dollars? We want

‘people to react positively when they hear the name of our company.

l. Does this business leader support issue advertising?

2. what does “hlgh visibility? mean? .

3. Why would a complny spend ‘money on issue ads when over half of the
public does not fmd them convincing?

Viewpoint #2

Business needs to ‘speak out on the issues, but to whom? The average
person on the street is not going to change his or her mind because of-a few
corporate ads. The company would do better to spend its money on lobbying --
putting out the _Mmessage to senators, reprnsentatives, the White House, the .
regulatory agencies. These are the decision-makers, not the average newspaper
Teader. Adverﬁsmg o\opinions in newpaper ads would be a waste and might
create more negltive viev?s gf our company. Face-to-face contact with the
people who make the laws and policies__ ii what we need.
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ACTIVITY

=)
- v’
!

I. Does this business leader supbort issue advertising?

2. What is "lobbying"? ' _

3. Accor‘din‘g to this viewpoint, what groups should business try to
influence? '

4

L4

Viewpoint #3

We need a wide open debate about where  this country is gbing on energy
policy, international trade, big government, taxation, and protection of the
environment. Business has a view that should be heard, but the television and
newspapers do not offer us opportunities to communicate. They're too ‘busy
reporting scandals, murders, and music festivals. When.a business issue .does
come up, the press usually portrays business in a negative way. The public gets
many one-sided reports without even knowing it. If business doesn't take a
strong stand through advertising, how will our ideas ever reach the public? It's
time to get tough and open the debate. Let's have a marketplace of ideas. If a
TV station or a neWspaper gives a biased reporf, let's come back at them with
our arguments. If we buy aQs we can say anything we want. <

l. Does this business leader support issue advertising?

2. What is "a marketplace of ideas"? _

3. Why is this business person critical of the news media (TV and

newspapers)? _ .

Viewpoint #4 \ |
Because the laws protecting the corporations view them -as individuals,
corporations have certain Constitutional rights such as free speech. But who is
_the c'orporation? the stockholders? the managers? the employees? f\Vho decides
what viewpoint on contfoversial issues should go into'_those ads? Managers do
not share the same Jv/iews on all issues, and neither do stockholders nor
employees. Do we tdke a vote among the owners of the cémplny (the
stockholders) to find out their views? The political process in this  country

allows individuais to express their views. Corpon;ions should stay out of this

process. With all of our financial resources and power,, we will overwhelm the
individual's influence. We will end up making more. efiemies than friends.

14
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' : ACTIVITY

¥
l. Does this business leader support issue ad\}ertising’?
2. What are free spee;h rights? |
3. Why does this business person have trouble with the idea of "corporate
free speech"?

t

Viewpoint #5

Write your views on issue advertising:

-7.

IR ) V5 S




Student Materials - Advertising and Free Speech
CASE STUDY

CORPOE{ATE FREE SPEECH: ,
Too Much Business in Politics?

On three di\fferent occasions within ten years, the Massachusetts
Legislature tried to establish a graduated personal income tax in the state.
Similar to the federal income tax, the ‘propos'al would have required individuals
to pay a percentage tax on-their personal incomes. Such a.tax is graduated so
that those people with large iniomes are taxed at a higher percentage and
hence pay more money in taxes. Those people with small incomes pay less tax.

To get such a tax adopted, the Legislature placed a referendum on the
ballot. A referendum is a procedure by which a proposed law is submit:ed to a
direct vote of the people. Each time the income tax referendum appeared on
the Massachu.z.etts ballot, a heated campaign developed. .

Leading the fight against the proposed tax were many of Massachusetts's
leading‘corporations. They believed that such a tax would hdrm the business
_‘climate of the state by making it difficult to attract new businesses and
corporate executives into Massachusetts. To help defeat the proposed tux,
businesses contributed to campaign advertising. One year when the referendum
was on the ballot, corporations outspent thode /éveo\r‘rng the fax 8 to l. Such
efforts were rewarded. Each time the referendum was offered, it was defeated

‘. by the voters.

In 1976, the Legisiature decided to improve the chance of getting the
state income tax adopted by the voters, 5it passed a law which prohibited
corporations from making contributions to influence voters on any issue except
one which directly affected a corporation's business. The law went on to
declare that "no question . & . concerning the taunon of income" .could be
considered to directly affect the business of a corporation. In short, the law
forbade corporations from spending money to ,help det/eet any state income tax

referendum. ‘ |
Several banks and business corporetions tiled suit to have this new law

- declared unconstitutional. They maintained that th¥ law violated corporations'
rights to free speech as guaranteed by the First Amendment of the United
States Constitution. P ' :



Student Materials -’ ' h Advernsmg and Free Speech
CASE STUDY

The state of Massachusetts made two arguments in favor of its right to

regulate the free speech of corporatnqns in this case. First, the state argued ,

that the law was necessary to protect the role and voice of the individual

citizen in, elections. As it stood, claxmed the -state, through the use of
corporate resources for campalgmng and advertlsmg, business had too much
influence in the election process. The state also argued that without such a
restriction on corporation campaign ‘spending,' some stockholders were being
forced to subsidize points of view with which they personally disagreed. If
corporations were not allowed to spend money to communicate their views on
referendum issues such stockholders would be protected.

Deciding the Case

Write your point of view on this case in a short essay. What happened?
What are the issues? Would you strike down the new law as violating the free
speech of corporations or would you support the new law as a fair way of

balancing the interests of the state and corporate speech" Explam. °

Discussing the Case

l. What are the important issues in this case?

2. What is your decision in Ehis case?

3. Your ggacher.has ‘a summary of the\l978 Supreme ’Court decision in this
case. After listening-to the Court's decision, compare it to your own.

4. Do you think corporations should be allowed to spend money to advertise m
favor of certain candidates in an election?

5. Would the lmpact of corporate spending be greater in a referendum than in
an election of candidates? ‘ .

'_6. Would you favor a limit on how much corporations could spend in a
referendum and in a candidate election? Would you favor a limit on how
much any individual or group could spend in an election?

7. ‘What is the purpose of spending limits in elections?

8. Shouid a corporation contact every stockhoider and/or employee and take a
vote on spending money to speak out on political issues before taking any
action? _M ‘

9. What do you think the consequences will be of the Court's decision?

The Corporate Free Speech case was written by Marshall Croddy, CRF staff.




Student Materials i ' Advertisin'g and Free Speech

ACTIVITY
RESEARCH PROJECT

Part 1. keep a record .of any issues ads you see on television or that you find
in magazines or newspapérs for one week. Look for ads by a company or a
business organizétion (The Cotton Council, Chamb}er of Commerce, etc.) that
are not advertising products. The ads might show business support for a

. L
particular cause, a current issue, or a political candidate. Describe the ads and

record the name of the company in the chart below:

Week of __ : - N
Description of ad Company or Source (name of network,
Organization newspaper, magazine)
®»

Part 2, Conduct a survey to ﬂnd out how many people saw these ads and-
what their reactions are to this type of busmess advertising. You might nrunge
with one of your tuchers to take five minutes of class time to give your
survey. You would need to have a short form for students to complcte. You
might hold up the ad or describe the TV commercial. For .each, ad, they should
,Check & "Yes" (I saw that.ad) or "No" (I did not see the ad). Leave a space
on the survey form for students to write their reactions to the ads. You might
ask them to answer these questionst 1) Why do you think businesses do this
kind of advertising? 2) What Is your reaction to this ad?
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