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Hit Excellency the Foreign Minister of the Republic 

of Indonesia, Adam Malik. Mr and Mrs. A. H 

Monad and Mr R dArgenio of Mobil Oil 
Corporation at the opening of the exhibition of 

Indonesian Art 

Although • precis* correlation between sain or 

concessions and the arts can never be proved, Esso 
seems convinced that the arts arc an important 

means of ameliorating the conflict between political 

nationalism and international business 
The diplomatic benefits ol sponsorship of the arts 

to a worldwide business concern have been demon¬ 

strated b» Mobil Oil Corporation's international 

division, which operates in more than 100 countries 

representing divergent cultures, political systems, 

languages and religions Mobil affiliates are encour¬ 

aged to develop and support cultural projects appro¬ 

priate to the countries In which they operate 
The reason is simple: their continued success in 

business depends on identifying themselves In a 

non-political wav with the aspirations and sense of 

pride of the countries in which they operate Mobil 

has found that support for cultural activities, which 

are often neglected or Inadequately funded, helps 

to Identify the company with the increasing national 
self-awareness in the less developed nations. In¬ 

volvement in local arts projects also provides non- 

political access to the nation's political and cultural 

. . the arts are an important means 

of ameliorating the conflict 

between political nationalism and 

international business." 

Columbia Journal of World Buslnem 

leaders 

Moat of Mobil’s recent activity has taken the form 

of art contests, special emhibttiona. films and the pub¬ 
lication of art books—all aimed at enriching the cul¬ 

tural pride of its host countries Mobil discovered 

that this is an effective way of reaching the educated 
and cultural elite of a nation—a group often predis¬ 

posed against foreign industn 

In 1906. Mobil held an art contest in Chana which 
attracted over 500 entries Some 30 of these were 

brought to the United States and shown in New 

York and Washington A second Chana contest was 

held last vear The best works from bgth were 
donated to the Chana Arts Council, which is build¬ 

ing a museum In Accra to house them—the first 
national art collection in that country This project 

won a 'Business in the Arts Award." sponsored an¬ 

nually b\ Esquire magazine and the Business Com¬ 

mittee for the Arts Another activih sponsored by 
Mobil is the publication of a leading Chanian cul¬ 

tural magazine. Image 

In 1970. Mobil held special art contests and exhi¬ 

bitions in Indonesia. Portugal and the Philippines 

The specific objective of the corporation in sponsor 
mg the Indonesian exhibit was to strengthen ties 

with the country s leadership. Sixty -two of the works 

were selected and the initial showing of the collec¬ 

tion—the first exhibition of Indonesia's contemporary 

art—was offlciallv opened by Madame Suharto, wife 
of the nation's president The foreign minister, 

Adam Malik, who had written a two-page foreword 

for the eshibit's catalog, was In attendance 

After display In Indonesia, the collection was flown 

to New York City for an exhibition. There followed 

a ten-day display of the collection in Washington, 

D.C The U S. Information Agency taped television 
shots of the Washington opening for use In a 

monthly program which It beams to Indonesia 

The exhibit is now on a ten-week visit to three loca¬ 

tions in the Netherlands (became of that country's 

links with Indonesia) and will go from there to the 

Art Museum In Beaumont, Texas, where Mobil has 

an Important refinery 

Neat September. 36 of the canvases are scheduled 
to embark on a two-year tour of major U.S. cities 

36 

Finally, let me give you « preview of one of the moat 

ambitious projects we've ever undertaken -- Mobil's contribution 

to the American Bicentennial celebration. We are underwriting 

a major exhibition of post-war American poaters, organized 

by the Smithaonlan Institution in Washington, D. C. (58). 

We also commissioned 13 major American artists, (59) to paint 

thair visions of America. These 13 paintings have been reproduced 

in a limited, signed edition of prints that will be collectors 

items. (60) They will also be available to the general public as 

poakara. After an American tour, the exhibition will travel to 

mayor museums in Europe. 1 urge you to see it, preferably in Paris. 

LIGHTS UP 

I think we've made some progress. We have established 

some credibility for ourselves in Washington; we have built up 

a constituency of people who recognize that we are different; 

we have established a leadership position in oil industry 

coemunicatlons, and we have established a policy of speaking 

out on the issues 

Obviously, there is still s long way to go. Congress persists 

In thinking that battering the big oil companies is preferable to 

taking hard decisions on energy. But we're still optimists — or 

elae we wouldn't be in this business- We do think that ttye media 

understands our viewpoints better than it did. We also think that the 

«o From Dillon. C. Douglas. "Cross-Cultural Communication Through the Arts". Columbia Journal oi World tuamaaa. 

Vol. VI, No. 6. New York. Sept -Oct. 1971 

From 0'Argenio. Raymond (Manager. Public Halations. Mobil Oil Corp.), "FsrsmsW to 9ta Low Profile", 

Caatam Annual Aaaociadon of AaPvertising Aganriaa. New York. Nov. IB. 1f7B 



His Excellency the Foreign Minister of the Republic 

of Indonesia, Adam Malik, Mr. and Mrs. A. H. 

Massad and Mr. R. dArgenio of Mobil Oil 

Corporation at the opening of the exhibition of 

Indonesian Art. 

Although a precise correlation between sales or 

concessions and the arts can never be proved, Esso 

seems convinced that the arts are an important 

means of ameliorating the conflict between political 

nationalism and international business. 

The diplomatic benefits of sponsorship of the arts 

to a worldwide business concern have been demon¬ 

strated by Mobil Oil Corporation’s international 

division, which operates in more than 100 countries 

representing divergent cultures, political systems, 

languages and religions. Mobil affiliates are encour¬ 

aged to develop and support cultural projects appro¬ 

priate to the countries in which they operate. 

The reason is simple: their continued success in 

business depends on identifying themselves in a 

non-political way with the aspirations and sense of 

pride of the countries in which,they operate. Mobil 

has found that support for cultural activities, which 

are often neglected or inadequately funded, helps 

to identify the company with the increasing national 

self-awareness in the less developed nations. In¬ 

volvement in local arts projects also provides non¬ 

political access to the nation’s political and cultural 

, . the arts are an important means 

of ameliorating the conflict 

between political nationalism and- 

international business.” 

36 

Columbia Journal of World Business 

leaders. 

Most of Mobil’s recent activity has taken the form 

of art contests, special exhibitions, films and the pub¬ 

lication of art books—all aimed at enriching the cul¬ 

tural pride of its host countries. Mobil discovered 

that this is an effective way of reaching the educated 

and cultural £lite of a nation—a group often predis¬ 

posed against foreign industry. 

In 1968, Mobil held an art contest in Ghana which 

attracted over 500 entries. Some 30 of these were 

brought to the United States and shown in New 

York and Washington. A second Ghana contest was 

held last year. The best works from both were 

donated to the Ghana Arts Council, which is build¬ 

ing a museum in Accra to house them—the first 

national art collection in that country. This project 

won a "Business in the Arts Award,” sponsored an¬ 

nually by Esquire magazine and the Business Com¬ 

mittee for the Arts. Another activity sponsored by 

Mobil is the publication of a leading Ghanian cul¬ 

tural magazine, Image. 

In 1970, Mobil held special art contests and exhi¬ 

bitions in Indonesia, Portugal and the Philippines. 

The specific objective of the corporation in sponsor¬ 

ing the Indonesian exhibit was to strengthen ties 

with the country’s leadership. Sixty-two of the works 

were selected and the initial showing of the collec¬ 

tion—the first exhibition of Indonesia’s contemporary 

art—was officially opened by Madame Suharto, wife 

of the nation’s president. The foreign minister, 

Adam Malik, who had written a two-page foreword 

for the exhibit’s catalog, was in attendance. 

After display in Indonesia, the collection was flown 

to New York City for an exhibition. There followed 

a ten-day display of the collection in Washington, 

D.C. The U.S. Information Agency taped television 

shots of the Washington opening for use in a 

monthly program which it beams to Indonesia. 

The exhibit is now on a ten-week visit to three loca¬ 

tions in the Netherlands (because of that country’s 

links with Indonesia) and will go from there to the 

Art Museum in Beaumont, Texas, where Mobil has 

an important refinery. 

Next September, 36 of the canvases are scheduled 

to embark on a two-year tour of major U.S. cities 

From Dillon, C. Douglas, "Cross-Cultural Communication Through the Arts", Columbia Journal of World Business, 

Vol. VI, No. 5, New York, Sept.-Oct. 1971 



Finally, let me give you a preview of one of the most 

ambitious projects we've ever undertaken -- Mobil's contribution 

to the American Bicentennial celebration. We are underwriting 

a major exhibition of post-war American posters, organized 

by the Smithsonian Institution in Washington, D. C, (58). 

We also commissioned 13 major American artists, (59) to paint 

their visions of America. These 13 paintings have been reproduced 

in a limited, signed edition of prints that will be collectors 

items. (60) They will also be available to the general public as 

posters. After an American tour, the exhibition will travel to 

major museums in Europe. I urge you to see it, preferably in Paris. 

LIGHTS UP 

I think we've made some progress. We have established 

some credibility for ourselves in Washington; we have built up 

a constituency of people who recognize that we are different; 

we have established a leadership position in oil industry 

communications, and we have established a policy of speaking 

out on the issues. 

Obviously, there is still a long way to go. Congress persists 

in thinking that battering the big oil companies is preferable to 

taking hard decisions on energy. But we're still optimists — or 

else we wouldn't be in this business. We do think that the media 

understands our viewpoints better than it did. We also think that the 

From D'Argenio, Raymond (Manager, Public Relations, Mobil Oil Corp.), "Farewell to the Low Profile", address to 

Eastern Annual Association of Advertising Agencies, New York, Nov. 18, 1975 



The Goodwill Umbrella 1976 

Four-color silkscreen on acrylic plastic (6 panels) 

48 x 36" (121.9 x 91.4 cm) each. 

Edition of three 

Printed by John Campione, N.Y.C. 

First exhibited in individual exhibition at 

Max Protetch Gallery, Washington D.C., May, 1976. 
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When Rawleigh Warner became Mobil's chairman, 
we revamped our entire approach to public relations 

FAREWELL TO THE LOW PROFILE 

The American people have hated oil companies ever since the 

days of the Standard Oil Trust. Today, I'm pleased to report that 

this hate has been extended to all big business. Executives across 

the land are wringing their hands over the recent Harris poll 

reporting that trust in major U.S. companies is at an all time 

low. 

But oil companies are certainly still tops on the publics 

hate list. Some of you may have read The Seven Sisters, Tony 

Sampson's new book which lumps us all together except for a 

few warts and other minor disfigurations that are distinguishing 

marks. 

True, we are all in the same business — oil — but the 

family resemblance ends there. * We think we don't look alike, 

or think alike, let alone act alike. We don't even like each 

other. But who believes this? Nobody — except for a handful 

of truly enlightened individuals who, if you twist their arms 

in private, might admit that Mobil is a little bit different. 

And all of them seem to be employed by oil companies. 

I say "Vive la difference" no matter how "petite" it is - 

because this is exactly what we set out to do six long years ago. 

In 1969, when Rawleigh Warner became Mobil's chairman, we 

revamped our entire approach to public relations, and adopted 

a new program with two goals in mind: 

1. to distinguish Mobil from other large corporations and 

from other oil companies, and 

2. to build a reputation as an outspoken responsible 

company concerned about our energy future and major 

social issues. 

- 2 - 

Two modest but different tools were selected to Implement 

these objectives: Masterpiece Theatre on public television, and 

Op-Ed ads in the Hew York Times. 

We went sailing merrily along, when in October 1973 the Arab 

embargo was declared, followed by price increases, gasoline lines 

and big profits (which lasted for a year only). But the American 

consumer wrapped up the shortage and prices and profits in a neat 

package labeled "conspiracy," and we were in big trouble. 

So we started to dig out from under, regroup, reform, and 

reorganize. As we saw it, we faced two related problems — 

a monumental credibility gap, and a growing energy supply gap. 

To bridge the supply problem, we had to convince our critics that 

our recommendations for a national energy policy were sound. 

What I want to show you now is our present program, which 

grew out of the "energy crisis" of 1973-74, and is still changing 

and developing as we try to get over the message -- that, in 

a real sense, the crisis is still with us and we as a nation 

will be in serious danger till we solve it. 

I'm glad to be able to share our experience with you, although 

I hope you don't have to live through it yourselves. 

(DIM LIGHTS) 

(1) Mobil's public relations programs have bid farewell 

forever to the low profile. This can't be all bad, because in 

recent months we even received a few kudos. 

(2) The Wall f.treet Journal Beems to agree - and even Tony 

Sampson said Mobil is the "most extrovert," "the most aggressive" 

and "the most sophisticated" of the oil companies. This is 

probably because half of our PR executives are women! 



These programs build enough acceptance 
to allow us to get tough on substantive issues. 

Public broadcasting is the keytone 

- 3 - 

(3) Let me begin with our "goodwill umbrella," as I call It. 

These programs, we think, build enough acceptance to allow us 

to get tough on substantive issues. 

Public broadcasting is the keystone. The best known of 

our PBS programs is (4) Masterpiece Theatre, with Alistair 

Cooke. We're proud of Masterpiece Theatre because it has helped 

rescue TV from the desert of mindless shows which still take up 

*bo much time on the airwaves. But it has also helped us achieve 

one of our major objectives -- to make Mobil stand out among 

oil companies as different. And, in doing this, we have created 

^n audience of opinion leaders who may be more disposed to listen 

to our viewpoint on energy Issues. 

Some of our more popular shows have been (5) Elizabeth R. 

(6) Vienna 1905. and, of course, (7) Upstairs Downstairs. 

This season we are offering '8) Shoulder to Shoulder, about 

women's battle for the right to vote in England at the turn of the 

century (9) The Way It Was, a nostalgic program of sports high¬ 

lights soon to be in its second season, and (10) The Ascent of Man, 

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

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

across the nation are now running a series of 13 famous plays, 

such as "Mrs, Warren's Profession" (12), "Candlde, and Macbeth," 

among others, (1?), all with excellent casts. 

Mobil is PBS' largest single supporter. We have such high 

visibility — now two evenings a week — that we often get credit 

from people for programs underwritten by Exxon, Xerox and others. 

- 4 - 

We're also active in commercial television. By deliberate 

policy, we don't sponsor run-of-the-mill TV shows. Instead, 

we present our own high-caliber specials, and restrict our 

advertising to them. Spot advertising of ideas Just didn't work 

for us, but "specials" give us the right framework for what we 

have to say. 

You may have seen some of our programs, like (14) Ccremonle; 

in Dark Old Men with the Negro Ensemble Company, (15) Quteen of 

the Stardust Ball room with Maureen Stapleton, and (16) Moon for 

the Misbegotten. 

From the beginning, (17) we have actively promoted our 

television programs, especially with theatrical posters, many 

of which you have just seen. We also put together carefully- 

designed press kits (l8), with photographs and releases. All 

shows get additional publicity through flyers (19). as well as 

heavy newspaper, magazine, and television advertising. 

All this work was, and still is, done in-house, with great 

attention paid to graphics. These active campaigns not only 

promote the shows, but get across Mobil's concern for good 

programming on television. 

There are dozens of other projects that help us build our 

"goodwill umbrella." Things like (20) "Summergarden" — 

giving the New York Museum of Modern Art money to open its 

sculpture garden free on summer weekend evenings. 



A city-wide jump-rope contest 
This gets even more publicity than 

Senator Jackson and his “obscene profits." 

- 5 - 

Another eommunity procram, (21) In New York is the Double 

Dutch Tournament, a city-wide jump-rope contest for girls aged 

10 - 14, run by a local police precinct. This gets even more 

publicity than Senator Jackson and his "obscene profits". 

We are sponsoring (22) "Twelve Days of Christmas" again 

this year, a series of free concerts at the Kennedy Center, 

Washington, D.C. 

Mobil also underwrites National Town Meeting (23). This 

forum for discussion of major public issues, also at the Kennedy 

Center has attracted a lot of attention and several members of 

Congress have taken part In debates. 

We have many other "goodwill" programs, but these will give 

you the basic idea. We think we're adding some gaiety and 

sparkle to American life. And we're also helping ourselves get 

a hearing with opinion-leaders for what we have to say. 

National Town Meeting, for example,(24) not only provides a 

forum for debates, but dramatizes the fact that there are some 

ideas that can bo debated but can't be discussed on TV -- which 

leads me to tell you something about Mobil's "access" problems. 

When Mobil stopped advertising products in June 1973* we 

prepared a series of "idea" commercials on energy. We had these 

ready when the embargo hit in 1973. Wo wanted to get them on 

the air to combat the skimpy and inaccurate TV coverage that 

told millions of Americans what to think about the oil situation. 

- 6 - 

(2t>) Well, it didn't work. No way — the networks turned us 

down cold, even when we offered to pay for equal time for 

rebuttal by our opponents 1 The TV networks told us that all 

editorial content must be under the control of their own news 

journalists. 

Mobil has kept up this battle for access to the airwaves. 

We've even gained some converts -- government officials and 

even broadcasters who now believe that people with something 

important to say should be able to say it on TV. And we've 

made some strange allies — like the Sierra Club which disagrees 

with us a lot but also felt that it was being denied the chance 

to get its message across. 

(26) We also have a lot of the public with us. We ran 

this newspaper ad describing our problems in getting access to 

television for a relatively innocuous commercial on offshore 

drilling and asking readers what they thought about it. We 

got over 2,000 replies, mostly favoring our right to get our 

message across on the air. 

Unable to broadcast idea ads, we turned to documentary 

commercials (27) that use real people on location talklns about 

their Jobs. We shot commercials in (28) Iran and Sumatra, and 

(29) Alaska and the North Sea. We also produce these in-house. 

These commercials, each two or three minutes long, are 

(30) aired before or after network "specials" or during 

"intermissions." 



We aimed at the movers and shakers in many fields, 
including businessmen, city and state officials ... the media 
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Obviously, since we can't put idea commercials on television, 

we have to rely to a great extent on newspaper and magazine ads 

to get our message across. 

Mobil is best known for its Op-Ed ads (31), always a 

quarter page in The New York Times. At the height of the energy 

crisis, we ran these ads in as many as 100 newspapers. Right 

now, they are running in the six major U.S. metropolitan 

newspapers every week. (32) 

From the outset, we have used Op-Ed space to discuss 

sensitive and controversial topics. The majority of the ads are 

on energy Issues (33), such as the Alaska pipeline, the need to 

find more oil and gas, superports and supertankers, the risks of 

Increased dependence on foreign sources of oil. We also use the 

space to discuss public Issues (3^)» such as the need for mass 

transportation, or to publicize community projects and our own 

"goodwill" programs. We write 52 of these every year. 

We know from the many letters we get that readers pay 

attention to what we 6ay, even when they disagree with us. 

(35), And here's a booklet put out by The Wall Street Journal 

as an exanqple to other companies of how they can advertise. We 

hope others will Join us. 

We think its ridiculous and dangerous that the U.S. still 

doesn't have a national energy policy -- two full years after the 

embargo began! 

- 6 - 

Last fall, ' - launched a major campaign on this subject 

(To) with a full page ad — "An Energy Manifesto" — in 50 news¬ 

papers. We followed up with two ads a week, side by side, addressed 

to specific topic.-. -- natural Gas regulation, offshore drilling, 

the outlook for alternate sources, the need for energy growth, 

and summarized our discussion with another full page ad in late 

December. 

At the conclusion of the campaign, we reprinted the entire 

series as a over:ise booklet (37), "Toward A National Energy 

Policy" and mailed it to everyone who had requested reprints. 

So far, we have over 10,000 requests for the booklets, many for 

large quantities, and hundreds of letters on the ads, about tiO 

percent favorable to our point of view. 

Paralleling (T8) these ads, we applied the same theme to 

a series of ads placed in national magazines. The copy is 

shorter, punchier, and accentuated with dramatic black-and-white 

graphics. The common angle for all of these ads is our call for 

action now on a l.ational Energy Policy — in what we hoped would 

be a Year of Energy Action. We then put them in booklet form 

(3y) and we distributed 250,000 copies. 

As well as popularizing the message that we need an energy 

policy, we have also elaborated on it in a scries of booklets 

(4l) which has Just been completed. For this purpose, we 

aimed at the movers and shakers in many fields, including 

businessmen, city and state officials, environmentalists, labor 

leaders, professors of economics and political science, security 

analysts, and -- last but not least -- the media. 



\ 

We've got our top brass out on the road. 
We put them through J. Walter Thompson's charm school 

before they went out 
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(4l) We are now distributing copies In slip cases to members of 

Congress -- we're ptill optimistic enough to believe that we can 

get our message across to some people in Washington -- before the 

"Year of Energy Action" creaks to an unhappy close. 

(42) We've ale© tried to alert the public and the Congress 

with full-page newspaper ads. (43) Here are our recommendations 

to Congress on the decontrol of oil prices -- another instance 

where Mobil does not see eye to eye with the rest of the oil 

industry. 

While we've cut down on the number of newspapers in which we 

publish Op-Ed ads, we're now beginning a real push with our 

Observations Column (44). Observations is patterned on the signed 

newspaper column. It has a flexible format, basically six or 

seven items. It talks about energy. (45) It talks about 

people doing things for themselves, instead of letting big 

government run the show. It uses woodcuts and cartoons (46), 

As you can see (47), the overall look of the column is varied 

and interesting. Wo run them in 43 newspapers, usually on 

Sundays. The response has been encouraging. 

I've now talked about our "goodwill umbrella" and our ways 

of getting our message across, mainly in print. Now I want to 

get back to television again, to show you some of the ways in 

which we have boon able to use the medium. 

- 10 - 

Mainly, we've got our top brass out on the road, appearing 

on TV talk shows and debates. We put them through J. Walter 

Thompson's charm school before they went out, and they've learned 

their lessons well. Here's Rawleigh Warner (48) Mobil's chairman, 

in a debate on offshore drilling, and one of our vice presidents, 

Dayton Clewell (49), on the same topic. In all, we have half a 

dozen executives traveling around the country all the time. 

And here's our secret weapon — or not-so-secret any more 

— Judl Hampton (50), our consumer affairs specialist. Judl 

tours the country several times a year, talking about energy 

conservation and major energy Issues, including offshore drilling. 

Her last tour covered 20 cities: she appeared on 64 TV talk 

shows on news programs, and on 57 radio programs. Somewhere 

along the line, she also squeezed in 20 newspaper interviews! 

Let me also tell you about editorial replies. (51) 

Sometimes, when local TV stations blasted the oil industry 

during the embargo period, they asked us if we wanted to reply. 

Now, we not only reply when asked, but we record TV editorials 

and send out replies when we think we can score points. They 

have had a high percentage of success; some have been aired as 

many as eight times in a day. 

Speaklnc about radio -- which I haven't done up to now — 

I should add that we have radio programs paralleling all our 

television work (52). Not only have we sponsored entertainment 

programs on radio -- including nostalgic shows -- and presented 

hard-hitting commercials, but we've also used it very creatively 

to get across our ideas on energy. we've Introduced a monthly 



We also commissioned 13 major American artists 
to paint their visions of America 

- 11 - 

Consumer Radio series which mixes consumer tips with hard energy 

information, and we also plan to adapt the Observations column 

to radio — complete with sound effects. Finally, we also have 

a very effective method for-sending out news dispatches to 

radio stations across the country, thus making sure that radio 

news directors have aedess to our side of the story. 

While we've played around in the exciting world of television 

and idea advertising, we haven't neglected the traditional P.S 

Jobs — responding to queries, putting out an Annual Report (53)» 

quarterly reports to shareholders, ar.d an employee newspaper (5**), 

Mobil World. 

We also produce more than our share of executive speeches, 

position papers, and Congressional testimony. And we've added 

some imaginative new publications to our regular list. I'll 

Just mention a few: (55), The Language of Oil, which turned out 

to be a best-seller. Basically, it's Just a glossary of oil 

terms, simply defined. But it's proving useful to media people, 

and to people in government, and we've had a lot of requests for 

it. This is (56) is Mobil and Society, describing Mobil's concept 

of its social responsibility, and (57), a simple, broadbrush review 

of the energy supply outlook, distributed to over 100,000 people. 

Finally, let me give you a preview of one of the most 

ambitious project.- we've ever undertaken -- Mobil's contribution 

to the American bicentennial celebration. We are underwriting 

a major exhibition of post-war American posters, organized by the 

Smithsonian Institution in Washington, D. C. (58). 

-12- 

We also commission' >i 1] major American artists, (5Q) to paint 

their visions of America. These 13 paintings have been 

reproduced in a Imbed, signed edition of prints that will 

be collectors itcii.... (00) They will also be available to tne 

general public as p inters. After an American tour, the exhibition 

will travel to major museums in Europe. I urge you to see it, 

preferably in Pari;. 

LIGHTS UP 

I think we've made some progress. .'e nave established 

some credibility f ■/ ourselves In Washington; we nave built up 

a constituency of ople who recognize that we are* Jilfcrcr.t. 

we have established a leadersnip position in oil Industry 

communications, and we have established a policy of speaUing 

out on the Issues. 

Obviously, there Is still a long way to go. ingress persists 

in thinkin,- that nattering the big oil companies is preferaole to 

taking hard decisions on energy. but we're still etimists — 

or else we wouldn't ue in this ousiness. V'e d_) think that tne media 

understands our vie .points better than it did. V c also t.iink tnat tne 

American people are ahead of tnelr elected representatives on some 

aspects of the enei/y situation, like the need to drill offshore to 

find new oil reserve:.. 

So we'll keep pushing ahead, trying new ways to get the 

message across. V'e like waat we do, we have fun, it's exciting, 

and it's good to Ivive a chance to tell people * it. Tnanks 

for having me. 

UUit 

Facsimile of Advance Copy: Raymond D'Argenio (Manager, Public Relations, Mobil Oil Corp.) "Farewell to The Low Profile", address to 
the Eastern Annuel Conference of the American Association of Advertising Agencies, Waldorf Astoria, New York. November 18, 1975 



Mobil: On the Right Track 1980 

Silkscreen print and collage on photos, 

60 x 43" (109.2 x 52.4 cm) 

Edition of 3. 

Printed by John Campione and Rick Mills, New York 

Photo of Senator Birch Bayh: UPI. 

Photos of Senators Church, Culver, McGovern: courtesy of the Senators. 

First exhibited at John Weber Gallery, New York, February, 1981. 



You ain’t seen nothin’yet! 

Birch Bayh 

John Culver 

Frank Church 

George McGovern 

The defeat of these Senators was made possible, 
in part, by contributions from Mobil. 

Joining us in this effort were the 

• Moral Majority 

• National Conservative 

Action Committee 

• Life Amendment Political 

Action Committee 

We’re putting our money where our mouth is. 

And it works. You will hear more from us. 

Mobil 
On the right track 

*•1980 Hans Haacke 



Creating Consent 1981 

Oildrum, TV antenna. 

73 x 23 x 23” (85.4 x 58.4 x 58.4-cm) 

First exhibited at John Weber Gallery, New York, February, 1981 





Upstairs at Mobil: Musings of a Shareholder 1981 

Photoetching, collage of Mobil stock certificate and drawing, 

35 Va x 21V2 " (90,2 x 57,1 cm) each panel, 

Printed by Hidekatsu Takada and Nancy Anello at 

Crown Point Press, Oakland, California, 

First exhibited at John Weber Gallery, New York, February, 1981. 
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Mobil's problems with the oil glut; prior 
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In appreciation o\ 
Arab friends _ 
entitled "TJhd Genius of Arab Civih'zati 
Source "** ’ 

Mobil makes my money grow! 
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One of tic bits major assets is Herb 
Schmartz f our public relations genius 
and house philosopher. 

If was Herb who made ti bit a colum¬ 
nist of The New York; Times. It was 
Herb who turned PBS into whop our 
enemies cad the Petroleum Broadcasting 
Service . And it was Herb who master- 
minoted our entry into the art World. 
AH this and more for little over 
$21 million annually. 

Herb'-S democratic Partz background 
*' " r,tion ~ u 1 
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M@biLCprp ' 

language and knows bow to keep 
n c bbStm xrfto l^aatd^risti&nog dt&b&in c 

Support, This will be easier under the 
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the Croton-Cortland hlews, as anoth er 
outlet for the tAobil word.The two also 
tried themselves as novelists. 
Takeover is a racy book about big 



Mobil's Italian subsidiary gave $2.1 
million to parties of the Italian coalition 
government. 

Vie recorded these contributions as ad¬ 
vertising and research expenses be¬ 
cause oar Italian friends thought 
this would aid oar common objective. 
That goal was, as we stated before 
a US Senate Subcommittee "to sup¬ 
port the democratic process." Hap¬ 
pily Senator Frank Church is no longer 
Chairman of that Committee. We helped 

‘ ‘ ~ '9*0. 
Could act 

esties, the 
Shah and the Empress of Iran vis¬ 

it Q tech the United States in 1977, we 
and other major corporations cele¬ 
brated^ His Majesty's historic achieve¬ 
ments in a full-page ad in the NY Times. 

4 year later, our Chairman, "Rawleigh 
Warner greeted Her Majesty, Empress 
Tarah, as Chairman of a gala dinner 
given in her honor. 
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Taproteft suck a major /nut 

"Black Americans and to preserve our in¬ 
terests in Nigeria we sponsored a show 

Ark at the Metropolitan 

3 



M bils public relations people make 
a killing through the support of the 
arts. 
Although our tax-deductible contribu¬ 
tions are hardly equal to0.1percent 
of our profits, they have bought us 
exteam 
'ivr -s-i 
of cul 

'/ mr/imm 
' proportioned thef/pretax profits. 

Museums now hesitate to exhibit works 
which conflict with our views, and we 
need not cancel grants as we did at Co¬ 
lumbia's Journalism School. The art 
world hasuzarnlfci our supportArt is 

ost ke.atftif.ui ft 

'il makes my momvsgcGnu! 
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And Jo 1980, oue settled our differences 
with the Council on Wage and Price. 
StoMiity toy foregoing $30 million in 

_ 1980 electiont Mobil helped 
defeat our enemies in Congress. Un¬ 
der the Reagan Administration, free- 
market forces wifi play their natural 
ro\&. We will finally hare a chance 
to^et a fjdf shake. 

ce will he given to the 
m>8ers who have been aecu- 
zoftpot investing our handsome 

s Qr>ergy exploration. And 
^anH to listen any longer to 
eS^/p charges that we hod an 

. .. .*» 4ax rate of less than 
J5 p'er&pt- 

zfhe jjnoia| maj ority is in ascendence. 
gnd we i«? with if. 

frlobil makes my money grow! 
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