
CAN PROMOTERS EDUCATE 
AN0 CAN EDUCATORS PROMOTE? 

I am particiilarly pleased to edclrrss myself ;o ill:, 
topic “Can Proincitc~rs Educate and  Can Ediimtcrs 
l’roniote?” for a couplc~ of reasons. I havc, had srmc 
liniitcd experience in the classroom as a high scho<)l 
teacher. ,4nd secondly, during the past 10 wars,  I 
have worked with the beef information, salrs ‘promo- 
tion, advertising, and public relations programs :if the 
Meat Hoard through the Beef Industry Council. 

There are three basic areas on which I want io 
touch. First, I would likc to illustrate the fact that 
educators arid promcters really have more in ,common 
tlian we have dissimilarities . . . we’re all i n  the in- 
formation business. Second, I want to emphasize ihat 
the necd for effcx-tivc and expanded communications 
within the meat industry and agriculture and food 
production has never been greater than it is today. 
And third, I wodd like to illustrate briefly For you 
how the beef industry wants to work with you and 
your counterparts across this country to do a more 
c.Bc,ctive job in communicating cur meat story, as well 
as the food and fiber story of Amcrican agriculture. 

Let tis look to see how a true public relations prac- 
titioner or advertising executive would approach any 
communications problcm. As I go through these, those 
of you in cdiication, whether it be the classroom or 
cxtension, will find that they are very much the same 
thought processes through which you go. Thcx first 
task of a creditable public relations executive is to de- 
fine his objectives-what does lie really want to ac- 
complish in terms of an obtainable objective. Next, 
he has to determine who is his primary audience and 
who is his scw)ndary riiitlicmcc. In other words, i? :lie 
tiying to reach all adult womm 25-49 who are the 
primary food shoppvrs in this country? Or is his pri- 
mary andiencc, to reach the thought leaders, those who 
organize boycotts, those who take time to write let- 
ters to their Congressmen, those who are community 
leaders? Once he has determined his objective and 
his audience, his next task is to determine the current 
level of understanding of that target audience. What 
do they curreritly knmv about his procluct, about the 
idea or concepts that hc is trying to disseminate? 
There are several different ways to find out. The most 
common way is to survcy thc target audience and 
then, on the basis of those rcwarch findings, he can 
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dt~velop the necessary liackgrouncl information. He 
will call upon gentlemen like yourselves to prcpare 
the c1etailc.d background reports and from these, he 
will determine the message and media strategy. That 
is no t  much different from what you do  in an educa- 
tional. plan, where you put together the course cur- 
riculum and then prepare the lesson plans to reach 
\-our ultimate course objectives. 

Hut: the area that the promoters and the educators 
start to  differ is in the methods of information dissem- 
ination. Techniques and methods vary considerably. 
It is in this area that the advertiser-the promotcr if 
vou prefczr-can get into a “gray area.” He has a very 
limited time with his audience, he is competing for 
their attention, and his job is to zero in on the posi- 
tivc aspects of his product or the idea that he is try- 
ing to sell. And if he is not careful, his message can 
be misleading. The advertising executive’s challenge 
is very similar to that of John Warner who, I believe, 
ii: the cnrrent husband of Liz Taylor. ( I  think he’s hcr 
sixth husband, depending on how you count Richard 
Hurton.) But John Warner is quoted as saying on 
their wedding day, “I know what I ani supposed to 
dn, and I know my time is limited. My challenge is 
licw to make it intcrc.sting.” That is a little bit the. 
samc challcmge that the public relaticxis or advertising 
execiitive faces. 

Let u s  take an example in the industry which is 
probably thc best way to illustrate thc point I am 
trying to make. In the last five years, without a doubt, 
the most dramatic illustration of the gap of misunder- 
standing-the communication gap-between the live- 
stock and meat industry and the public had to be thr 
1 oycott of 19‘73. It took place over four years ago dur- 
ing the first week of April-what we often refer to at 
the Meat Board as the “4pril Fools Week Boycott.” 

There is no question that the classroom is the best 
place to achieve an understanding of something as 
complex as fcocl and meat prices. There you have a - 
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controlled audience. There you are able to give enough 
background information to accomplish the necessary 
learning experiences. But, needless to say, in the class- 
room we were not able to reach d broad enough audi- 
ence. Somehow, through expanded public information 
programs, through public relations, we had to try to 
take the message to the general public. 

In a rather limited period of time, the meat indus- 
try decided the most effective way to spread our mes- 
sage would be to go to the thought leaders, whom I 
defined earlier-those who organize boycotts, those 
who take time to write letters to their Congresmen- 
and to develop an understanding with them. N7e tried 
to help them understand that the meat industry is 
biological industry, that the beef industry takes three 
years iii production time from ccnception to consump- 
tion. We tried to help them understand the role of 
weather and its effect on grain prices and the inter- 
relationship. Secretary Butz, in a rather direct way at 
that time, told consumers the best solution to high 
beef prices is high beef prices, because that sends the 
correct signals back to the producers and the farms 
and ranches to produce more beef, and more beef in 
the supply pipelines will eventually have the effect of 
stabilizing and possibly even lowering prices. But 
those messages were obviously not well received by 
consumers. In  March, we were trying to bring about 
the understanding that goveinment controls and price 
ceilings will not work with a commodity like beef. 
Through thc history of time, they have never worked 
and we tried to emphayize thc fact that they only have 
the effect of creating shortages and over-supply, of 
accenting both sides of the pendulum. Needless to 
say, on the short-term we were very ineffective We  
were not able to $top the pricc cc4lings. Because the 
pressure of public opinion was put on Washington, 
the Nixon Administration put  price ceilings on meat. 
The point that this industry was trying to make to the 
public did turn out to be true. When the price ceil- 
ings went on, we found consumers in  August lining 
up in front of food stores waiting for them to open so 
they could buy some beef. The same consumers back 
in April, just a few months prcvious, were standing in 
front of the same food stores boycotting. 

The short‘ige was caused by that price ceiling. In 
September, producers saw live beef prices drop over 
30 percent in less than a week. A situation followed 
out of which the cattleman is still trying to work his 
way. Now wc are at the point in the beef cycle where 
we are probably going to have overproduction regard- 
less of the price ceilings. The disruption, in the nat- 
ural working of the market, extended the length of 
time it took for producers to work their way out of 
the overproduction. 

The point I’m trying to make is not to dwell 011 the 
beef boycott; too much has been said about that al- 
ready. My point is that the truths that this industry’s 
spokesmen wcre trying to tell the public-although we 
lost the battle on the shortterm-have resulted in ben- 
cfit:, to the industry’s public information program that 
are apparent today. Today, you can turn on your tele- 
vision and watch the evening newscast and you will 
find the weather reporter and other reporters trying 
tc. relate the effect cf the current weather situation 
throughout the country to food prices. There is more 
scmsitivity on the part of consu,iners today to what it 
redly takes to keep a plentiful supply of food and a 
plentiful supply of red meat available. 

A successful educator or promoter depends on his 
ability to present the facts in such a way that they il- 
luminate the truth and inspire his audience to take 
the necessary response. An educator or a promoter 
who tries to sidestep an issue, or tries to whitewash 
ii, or tries to mislead his audience or his students, will 
ultimately fail. Any advertiser knows that if he over- 
sells the bencfits of his products to the extent that 
consumers are disappointcd with them, he will not 
get repeat sales. Unfortunately, all of us have lived 
through the most dramatic example of the power of 
public opinion that our country has ever seen-the 
Watergate scandal. I personally am convinced that if 
Richard Nixon had not tried to continue the cover- 
up, he would not have lcst the support of the Amer- 
ican public. His Administration’s continual desire to 
try to cover up and mislead ultimately led to his 
clownfall- a classic example of trying to mislead pub- 
lic opinion. 

What the American people are really crying out for 
is candor and straight talk, whether from business, ed- 
ucation or government. I t  was said best by John Hill, 
an Indiana farm boy and newspaper man who later 
founded the worlds largest public relations firm, when 
he wrote: “Business needs to close the credibility gap. 
Obviously, the businessman, like everyone else, wants 
to put his b.est foot forward. Rut when this is at- 
tempted by double talk and concealment of pertinent 
facts which the public has a right to know, the only 
wsult is to increase that credibility gap.” 

Unfortunately, in this age of instant information, I 
think we as an industry are probably feeling the im- 
pact of misinformation as much, if not more, than any 
cther industry. This is mainly because we are so close 
to consumers and because we have such a sensitive 
prcduct, one that homemakers are very aware of in 
terms of price, as well a s  the family’s reaction to it. 

I hope I am not too idealistic or Pollyanna in my 
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definitions of promoters and educators. because on 
both sides you can sight several abuses. In the re- 
search-education area, two good examples would be 
Dr. IVilliam Conners of the University of Oregon or 
Dr. Jeremiah Stamler of Northwestern University, for- 
merly with the American Heart Association. These 
two gentlemen for a long time have spoken out in 
favor of the dietary hypothesis and support the con- 
tention that we are consuming too many animal fats 
in this country for good health. Both of these gentle- 
men published books within the last year-Dr. Con- 
ners’ book was called Present Knowledge in Nutrition, 
and Dr. Stamler published a book entitled Your 
Heart and Nine Lices. Personally, as I hear and watch 
them on talk shows, read their interviews in newspa- 
pers, I think this is an example of people who are so 
committed to this concept that they are now turning 
it into a self-serving way of selling their own books. 
I don’t believe that those gentlemen approach the 
heart disease issue with an open mind. This is an ex- 
ample of educator-researchers turned promoters in 
trying to sell their own concepts and their own books. 
Another example would be Dr. Reuben, who a few 
years ago, told us “Everything About Sex That You 
Always Wanted To Know but Were Afraid To Ask.” 
Now he’s on the TV-newspaper talk show circuit tell- 
ing us everything about nutrition! Instant authorities 
in an age of instant information increase our challenge 
to credibly provide information to the consuming 
public. 

In  the area of the government and in the same area 
of the diet hypothesis controversy, a recent ex,imple 
of double-talk would be the report by the Senate Se- 
lect Ccmmittee on Sutrition a n d  Humazi Needs-the 
“Dietary Goals for the United States” repoit that was 
issued in mid-January. First, you need to understand 
the motivation behind issuing this report. The com- 
mittee has held hearings for three or four years, but 
suddenly a move in Congress to reorganize Senate 
committees saw the Nutrition Committee was gcing 
to be eliminated and merged with the Agriculturc, 
Committee. It was the desire of the staff to get a re- 
port out fast to show the need of continuing the Sen- 
ate Select Committee. They did just that. Suddenly, 
in mid-January, we saw Senators Kennedy, McGov- 
ern, Dole and Percy appearing on talk shows and in- 
terviews across the miintry promoting the Dietary 
Goals. 

For those of you that have not had a chance to re- 
view this report, I quickly want to quote to you from 
page 13, the suggested goals to follow in fond selec- 
tion and preparation: “ (  1 )  Increase consumption of 
fruits and vegetables and whole grains, ( 2 )  decrease 

consumption of meat and increase consumption of 
poultry and fish; ( 3 )  decrease consumption of foods 
high in fat a i d  partially substitute polyunsaturated 
for saturated fat; (4) substitutc non-fat milk for whole 
milk, ( 5 )  decrease consumption of butterfat, eggs 
and other high cholesterol sources; ( 6 )  decrease con- 
wmption of sugar and foods high ~ I I  sugar content, 
and ( 7 )  decrease consumption of salt and foods high 
in salt content.” 

To illustrate that there was a disproportionate in- 
put to this report from those who are very much in 
the “p~lyuiisat~irated school of thought,” I would like 
to call your attention to this very slick informational 
piece put out by the Lever Brothers Professional Ser- 
vices Division. The title is “Diet, CholesteroE and Your 
Heart-There Is a Connection.” Ironically, one of our 
own staff members at the hleat Board found this in 
her doctor’s office. Rut if you will recall those seven 
dietary goals I just read and then listen to the rec- 
ommendations in this particular piece, in response to 
thc question “What food changes will limit my in- 
take of saturated fats?’ you will see the similarity with 
the Dietary Goals: “Eat fish, poultry, and veal more 
often than beef, lamb, or pork. Select lean cuts of 
meat and trim off visible fat. Avoid, or use sparingly, 
bacon and sausage, cold cuts and franks. i\void deep 
fat frying, especially with solid fats. Use Promise mar- 
garine and vegetable oils that are highly polyunsatu- 
rated instead of butter and animal fat. Substitute skim 
or low fat milk for  hole milk and cream; sherbet 
and ice milk for ice cream. Eat fewer commercial 
baked goods and mixes containing whole milk and 
eggs.” As you read thiough this very professionally 
done booklet, you will notice that they just happen to 
offer you, on the back cover, a 1% coupon to help you 
purchase yonr first Promiae margarine and get on 
your way to healthy living. 

\Vhat is even more frustrating to you, as well as, to 
us at the Meat Board who are charged with informa- 
tioil disseminaticn on behalf of the red meat industry, 
is the recommendation to Congrc,ss, and I quote from 
p g e  65 of the report, “. . . to encourage achievement 
of the foregoing dietary goals, it is recommended that 
Congress provide money for a public education pro- 
gram in nutrition based on the foregoing or similar 
goals. The initial minimum period for the promotion 
of these dietary goals should be five years. Such a 
campaign should involve the following five functional 
areas: (1) Health and nutrition education in the 
classrcoms and cafeterias of our schools; ( 2 )  nutrition 
and health education for school foodwrvice workers; 
(2 ) nutrition educ.ition in the Federally funded assis- 
tance programs, ( 4 )  nutiition education conducted 
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b? the Extension Sc~ivicc and ( 5 )  extcmsivr’ use A 
telcvis’on to educate tl c’ pul)lic in the potentiil bc.nc>- 
fits of the dietary goals.” 

Somehow, those of u s  in  the food and fiber intlustr! 
havc not effectively cnmmiinicatcd the role of thc 
meal animal and, a5 far as beef is eonccxined, tlic role 
of the ruminant animal i n  the total food chain A tre- 
mendous number of ch~ircli leaders m c l  others very 
I ightfully are ti)iing to I aise our srnsitivity to thc 
world fcod shortage and we must be sen\itive to i t  
\Ye must not, however, allow the meat industrj to be 
the whipping post. We continue to h e x  that grain 
and energy are wasted in beef producticn, that if we 
would eat less meat in this country-eat less beef in 
this country-we would have more food for the hun- 
gry in the world. Somehow, this overshadows the f z t  
that th t  real problem is distribution. Those of us who 
are in communications have a real obligation to tell 
the whole story as straightforwardly and candidly as 
we can. 

Let me give you an example. The beef production 
ind,istry, and, all of y c u  have helped make it happen, 
takc tremendous pride i n  the fact that since \Voi-ld 
War I1 wc have continue3 to incre ise he:f prod71c- 
tion and con5umpticn - in this country. Last j ear, w c  
consumed a record 129 - rxmnds cf beef per capita You 
hear this reported time and time again. Rut how Joez 
that relate 6) a homemaker on the 33th floor of a high 
rise in New York City that has 1400 square feet in 
which her family lives, to whom it looks like vast 
wide-open country out where the cattle people are, 
and here we are with great pride telling her we arc 
producing 129 pounds of beef per capita. What is she 
to conclude? She n‘iturally concludes that each mem- 
ber of her family is consuming 129 pounds of beef 
when in fact, as you know, those are carcass weight 
figures and tlicl real avcrage is more like 2 ounces of 
cooked beef per consumer per day in  this countiy If 
wc took all red meaty, the average would be soine- 
thing like 2 98 oiincc’s of ccoked meat for each con- 
sumer each day. That’s far more relevant in acltlress- 
ing a consumer group. The 129 figure makes it easier 
for those who argue that we aic consuming too much 
beef. 

John Allen, Professor of Food Sjstems Economics 
and hlanagement at  Michigan State University, re- 
cently wrote\: “A growing num1)er of Americans CY- 

periencc a love-hdte feeling with respect to this favor- 
ite among foods. Familiar criticisms voiced b y  shop- 
pers, consumers, and consumer advocate, are suggcs- 
tivca of problcsms increasingly confronting the beef in- 
dustry -Beef co5ts too much, who can afkoicl i t>- 
Beef consumption is linked with c m w r  of the colon- 

Beef is too fatty and exacerbates cholesterol problems 
-Beef varies too much in quality. Some is tender, 
soine tough, some is wholesome, soinc’ unsanitary. Se- 
lecting products in the store is a confidence eroding 
expcrience. Ralph Nader will never eat another hot- 
dog!-Reef prices fluctuate too much. Pricing is con- 
fusing and frustrating. I t  crcatcs a high price image 
for beef-Beef grading for quality is confusing. SO 
are the fanciful names gi\7cn mcat cuts by imagina- 
tive merchandisers-Reef packaging in the store is 
me\5y--In cooking beef, what \hould be done with all 
of the different cuts? Whcre are the cooking instruc- 
tions?” Those are the k i d s  of things that you all are 
hearing and we are continuing to hear from the mar- 
kctplaecl a5 we try to develop our promotion programs 
and education programs. 

It is out of this frustration that tlic beef lxoclucers 
of this country three years ago formed the Beef De- 
velopment Taskforce. They wanted to develop a pro- 
g r a n  that could do something positive in response to 
tl~c,sca challenges. Eight national organizations have 
worked in the formulntion of the Beef Research and 
Information Plan-worked in getting enabling legis- 
lation through Congress and on to where we are now 
at thc refcrrndum stage. hlost of you ale probably 
awarc. that this is the second week of registration for 
eTttlc prodiicers across the country, and from July 5- 
15, cattlemen will be voting a t  their ASCS office on 
whether they want to accept the Beef Rcsearch and 
Information Order. If two-thirds of those cattlemen 
vote in  favor of it, the program   ill be implemented 
wlierc4iy each cattleman will invest three-tenths of 
one percent of tlic, market value of his animals into an 
cxpanded rescarch, informdtion, promotion, ednca- 
tion, and foreign market dcvelopment program. 

I would like to make a comment or two about the 
program. One of the accusations that I’ve heard is 
that it’s nothing but a hIadison i\vcmne “rip-off,” that 
the only real motivation behind these cattlemen in 
trying to put this program together was to get more 
money to do more advertising. Either I am listening 
to the wrong cattlemen or I missed some key meet- 
ings, bnt I can assure you from the three years that 
I have sat in session with the cattlemen on the Task- 
fcrct., that is not their objective. In  any discussions I 
have heard, they are talking in terms of over SO per- 
cent of the total collection (and thcy estimate it will 
I;c $X)- - IO million) to IIC. n s c d  in all types of research 
-markc,ting iesearcli, nutrition research. productioii 
rescarch, distribution research. Secondly, they secl a 
large p i i t  of it going into nutrition education. Let tis 
I ( , (  k at one potcwtial arca-nutrition (ducation. There 
14 something lihe 37 million piipils in the clernentary 
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schools of this country; we have 15 million pupils in 
the high schools. If wc were to develop a nutrition 
education program in cooperation with the school 
systems just for that segment of the market, it is esti- 
mated by the National Dairy Council that it would 
take about lot per pupil to develop the materials, to 
field test them, and then to get them placed with the 
schools. So, that to really do the educational job that 
should he clone in nutrition, this industry should be 
putting in somewhere around $5-6 million. Currently, 
the total investment of the National Live Stock and 
Meat Board in all areas of research, edncation and 
information is less than that. Those of you who may 
bc somewhat concerned that this is all going to be 
used for advertising should not worry-that is not the 
case. I don’t want to mislead you-the Taskforce is 
not ruling out the possibility of advertking as ‘I means 
tc disseminatcl information. It is my feeling that the, 
beef industry has never had a greater need to seek 
thc facts and then use all possible means of commu- 
nications including education, public relations, and 
advertising to keep meat’s rightful place in the diet. 

Later on this morning, you are going to see some 
innovations in the education area. Many other inno- 
vations in the communications field could be talked 
‘ibout in advertising and public relations, but I think 

the important thing we have to keep in mind is that 
credible educators, credible promoters and advertisers 
are on thc same side. Often in our work at the Meat 
Board, we are in the position of interacting with con- 
sumer ~ t i v i s t s ,  and some of them seem downright an- 
tagonistic toward our industry. 

It is always a pleasure for me to meet with a group 
like yourselves where we are all on the same side, 50 

to speak. You may have heard the old story about 
how the phrase “Hurray for Our Side!” really got 
started. Legend has i t  that Lady Godiva askcd hcr 
husband, Lord of Coventry, to lower the excessive 
taxes on her people and he agreed to do it if Lady 
Godiva would agree to ride down the strects of Cov- 
entry nude on the back of a horse. Well, finally, Lady 
Godiva agreed that she would do that, so she rode 
down the streets of Coventry this particular day, nude 
on the back of a horse, riding side-saddle. And, as 
legend has it, half the people that day in Coventry 
were yelling, “Hooray for our side!” 

It has been my privilege to meet with you and dt- 
tend my first RMC Conference. All of 11s in agricul- 
ture and particularly the meat industry have a trc- 
mendous job of getting credible information out for 
our side. 
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