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Preface
Over the last two months I have been interning at Green Row PR.  I have performed quite a few tasks while being there and they range from the mundane to the interesting.  For example, I have put together binders of magazines and newspaper clippings that showcase products so we can have them as reference when we need to make a spread for a client.  I have also contacted many of the main magazines and newspapers in the United Kingdom to gather pricing for their full page online ads and compiled all of the prices into a spreadsheet.  We have a cheese company as a client and we wanted to send baskets with samples of all the cheeses to different magazines and newspapers for tasting and review so I put together baskets to send out and made sure that they all looked presentable for the clients.  
My motivation for my research in environmental public relations stems from my major at my home university.  I am majoring in Environmental Studies, which does not have a huge focus on PR or marketing.  I wanted to maximize my learning from this internship by relating it to my future career and learnings in school.  This internship was a completely new experience for me because it had nothing to do with sustainability and I have never had a job or internship that focused on anything else.  It gave me more insight into what public relations is all about and this sparked my interest in combining my major and PR.  I know now that I do not want to go into public relations as my main field of work but I do think that it is extremely important to understand and have a background in.  
My research is focused on whether or not environmentalists and environmental organizations could utilize public relation companies in a more effective way.  It has been my experience, while learning about environmental studies, that many of the major environmental problems facing our generation have become so wrapped up in politics that they can have a bad reputation among people.  Some of the major environmental groups can have extreme tactics when it comes to protesting and portraying their ideas.  If they were to team up with a public relations company then I think they could get their messages out in a more effective manner and it would be received better by the public.  The main purpose of PR is to sway public opinion in their favour and spin issues so that they are perceived well.  If environmentalists worried more about portrayal and their image, then we would be making much more progress in our sustainability work.
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Research Question: Do Environmentalists Need a PR Makeover?
Section 1: Introduction
Children learn that we are never to speak about religion or politics; as politics are evolving so are the taboo subjects that they encompass.  Environmentalism and the existence or severity of environmental problems are highly wrapped up in our political beliefs and are moving farther and farther away from science and logic.  The most pressing environmental issues that our society is facing and will continue to face into the future, are being refuted and therefore not making the progress that we so desperately need in order to solve them.  Public Relation Companies are masters of persuasion and on a daily basis strive to re-shape public opinion.  Through a variety of methods they are able to completely change a company’s image or spin a controversial issue. Environmental issues in today’s society have become hyper politicized and because of this, some of the most prominent environmental groups and problems can have negative connotations.  If environmentalists utilized public relation companies and their tactics- the most critical issues facing our world today could become less an issue of politics and more of a globally agreed upon priority; If this happens we can stop debating the issues and work on actually solving them.
Section 2: History of Environmentalism and the Biggest Environmental Problems Today 
	The Industrial revolution that took place between 1760 and 1840 has been commonly identified as the beginning of our environmental degradation in the United States.  Our population has more than doubled since WWII and doesn’t seem to be slowing down any time soon.  The earliest traces of what we now know as present-day environmentalism can be traced back to the early 19th century as we started to exploit our national resources for goods and services.  President Theodore Roosevelt, following pressure from activists such as John Muir, created five national parks.  The ideal that “John Muir argued for [was] the preservation of nature for its own sake” (American Environmentalism: The US Environmental Movement).  It was around this time that the sierra club and the National Audubon Society came into existence.  The next largest landmark in Environmentalism was Rachel Carson’s book Silent Spring. “Carson argued that human beings and nature are interdependent.” (https://www.sfu.ca/~andrewf/environment.htm)  We celebrated our first earth day in 1970 and this is when environmentalism really took off in America.  Both sides of the isle agreed that we needed to take serious steps in order to reduce our environmental footprint.   In 1981, Ronald Reagan was elected into office, which is when environmental issues began to become politicized.  Reagan cut the Environmental Protection Agencies budget as part of his economic plans.  His extreme economic views and revamp of the economy gave way for the Right side to form a debate and opposition to environmental problems.  
The List of environmental problems we are facing today is extensive.  The three most well-known and debated problems that we are dealing with are over population, exploitation of finite natural resources, and global warming.  Overpopulation can be most simply explained by the statistic that our current world population is over 7 billion people, and we only have the resources to support 5 billion (Living Well in a World of 7 Billion).  It is our responsibility to work towards reducing the rapidly growing population and the irreversible effects that it is having on our planet.  Although the population is growing, the issue is not as clear cut as it may seem. People that are born in different parts of the world contribute different amounts to environmental degradation, so geography is something that must be taken into account.  Another problem we are facing is that we use finite natural resources for goods and services such as driving, heating our home, and turning the lights on.  Many people don’t realize that oil and coal aren’t going to be around forever.  Oil and coal are becoming scarce and we have to move towards more drastic measures when we are extracting it.  We now use mountain top removal in order to get more coal; this involves blowing up entire mountains and destroying many natural ecosystems in order to get larger quantities.  Fracking is now a commonly used practice when extracting oil, this is a relatively new technology and the environmental impacts are not yet entirely agreed upon.  Finally, Global Warming is arguably the most important environmental crisis that we have, or ever will face.  The Environmental Protection Agency (EPA) projects that CO2 in our atmosphere will increase from the 25 billion tons we had in 2003 to an astounding 44 billion tons in 2030.  Global warming deserves all of our resources and attention but due to the political controversies surrounding it, our progress has been deadlocked.  
Section 3: Most Prominent Environmental Groups & Hyper Politicized Environmental Issues 
Environmental groups have taken on different approaches when trying to convey their message.  Many groups today could be portrayed as extremist due to their tactics, which can turn many people off of the cause.  One of the most prominent groups known around the world is Greenpeace.  This is an organization that focuses mostly on “direct action”.  This means that they are keen to protests and acts of civil disobedience.  I worked for this specific organization during my sophomore year in college.   While I was there we did a protest against Levi Jeans.  We were protesting the chemicals that they use in their products and how they can harm the planet.  We stood outside the Levi store dressed as mannequins and holding signs about their environmental wrong doings.  This type of action is not for everybody and many people who have subtler views can be very intimidated by this.  Due to Greenpeace’s approach to many issues they do not have the best reputation with people around the world.  On the opposite end of the spectrum there is the Sierra Club.  The Sierra Club has over 750,000 members, as it is the oldest environmental group in America.  They do not involve themselves in many direct actions and stick mostly to lobbying for money and changing policy through fundraising and spreading awareness.  They have a much less controversial approach but often times the process for evoking change takes much longer and has less of an effect on the people that it touches.  EarthJustice is an organization with the slogan “because the earth needs a good lawyer.”  They deal with lawsuits against large companies trying to protect our natural habitat.  They have been extremely successful in their PR and as a result, they do not have a negative reputation and manage to accomplish quite a lot (Stein, Jonathan, and Michael Beckel).  
	There are specific characteristics that are associated with democrats and with republicans; when people are deciding which party to vote for these traits are often the deciding factors.  Republicans are known for being fiscally conservative yet being in favour of more defence spending and strengthening our military, they tend to be pro-life, favour stiffer penalties for criminals, and tend to favour a smaller government with less intervention and large government programs.  Democrats generally are in favour of a woman’s right to choose and woman’s issues, they are keen to favour more large government programs and taxes, they generally distrust big business, and finally they are more concerned with our environment and the policies we are passing in order to protect it (Connelly, James, and Graham Smith) .  Globally we have had some successes in halting our environmental destruction but nationally we have definitely had some issues.  “An example of success is the securing of global agreements to ban chlorofluorocarbons (CFCs) to halt the destruction of the ozone layer; an example of failure is the well-publicised refusal of the USA to agree to binding reductions in carbon dioxide levels as a response to the processes of climate change” (Politics and the Environment).  This is mostly because environmental matters that are based around science and logic are conflicting with our economic agenda and has been deadlocked between republicans and democrats for some time. 
Section 4: What is Public Relations VS What it is Perceived To Be?
	Public Relations main goal is to mould public opinion in favour of their clientele.  This involves many tasks that the public is not even aware are happening.  Public relation companies will send out their products to different magazines and newspapers for review, they will sponsor events and concerts of popular bands, hire internet bloggers to write positive reviews of their products, and utilize social media in a multitude of ways.  While working at Green Row PR this summer I have been in contact with large magazines such as Cosmopolitan and GQ as well as small food bloggers, recording all of their prices for full page adds and written editorials.  I have also put together baskets of wine and cheese to send to publishers of the largest newspapers and magazines in the city and contacted the talent managers of the largest talents in England. PR companies will “spin” a product or issue to the public so it is perceived better.  This can be a negative thing as many terrible causes and companies can utilize PR to make themselves more appealing to the general public.  
	It is common misconception that public relations and advertising are the same thing.  Although public relation companies deal with advertising it is only a small part of what they do.  Advertising can be defined as “the activity or profession of producing advertisements for commercial products or services.” Public relation companies will definitely utilize this to help their clients but this is such a small part of swaying public opinion.  Advertising agencies will often team up with PR teams or companies to help them create a campaign in order to communicate themselves in the most effective way.  In order to be effective at public relations you need to also handle press releases, relationships with different media outlets, send outs, and keep up to date on current news and events so you can be aware of what angle to approach certain issues (Public Relations, Advertising & Marketing). 
	Public relation companies deal in marketing, but they are not synonymous terms.   “The main function of marketing is to manage relationships with the organization, outside vendors, and the consumer.” (Public Relations, Advertising & Marketing)  Marketing is usually found within a company while they hire outside advertising and public relation firms.  The marketing branch of a company is generally a main component and connects all other aspects of the company as they deal with products and human relations as well.  Public relations works on spinning stories while marketing and advertising deal more with selling of products and monitoring outside vendors.  The similarities are that marketing, PR, and advertising are all dealing with communication as their main skill and trying to get specific messages and products out to a target audience (Public Relations, Advertising & Marketing).  
One of the largest marketing successes of our generation is Coca Cola.  They have been ranked by Interbrand as the third largest brand in the world and they have over 86 million fans across all of their social media pages (Shively, Kevin).  As a brand that is selling sugary drinks to a world that seriously struggles with obesity, it is extremely important to have a successful marketing campaign.  Coca Cola has done a phenomenal job counter acting this obstacle by sponsoring the world cup this year have having all of their advertisements show active and fit people playing soccer and being endorsed by athletics like football.  On top of their sponsorships Coca Cola has sponsored stay active campaigns to fight childhood obesity, which does a good job of covering the fact that they are producing these high calorie sugary drinks (Swinburn, Boyd).  Diet Coke is another outlet for them to appear healthier than they really are.  I am sure you have seen the ads around town of a man with a sex pack drinking Diet Coke with the saying “zero calories” plastered across the bottom.  This gives consumers the idea that if they consume this product they can look like the people in the ads.  
Section 5: Global Warming and Public Relations
	Global warming is a very real problem and is getting worse as time goes on.  So, why is this issue still being debated in politics and not getting the attention and funds that it deserves?  This is partially because corporations have much more money to spend on marketing and public relations then social and non for profits do.  This allows large coal and oil companies to confuse the public and portray global warming as something that can be questioned as opposed to scientific facts (McDonnell, John J., and Jennifer L. Bartlett). On top of the confusing messages being put out by these large corporations there is also “green washing” which can confuse even the most conscious consumer.  Green Washing is when companies and products will advertise themselves as being environmental and green but they do not actually follow up these claims with any actions.  
[image: ]	The media coverage of global warming has dropped steadily since 2007 as you can see in Figure 1 to the left (Pickard, Bob).  Although the problem is becoming more and more severe it is not getting the responsiveness it deserves because it is such a slow moving problem and the news is very fast paced (Pickard, Bob).  We need to come up with a new marketing campaign to get people more involved with the cause and to get people to start taking action in their everyday lives.  Public relation companies rebrand companies and messages every day and spin stories so they are more appealing.  If we put this energy towards a real problem such as global warming we could make some real progress. 
	Many people see global warming as being a liberal issue that does not need immediate action. Large companies should be paying more attention as it could affect our entire economy.  When there is sea level rise and more extreme weather events it will be impossible to reverse.  If we could re-brand the problem where companies could support the cause without the stigma of political involvement then we would have more resources at our disposal to work on alternate energy forms as well as restoration work.  
	There have been many instances where public relations have worked against global warming.  Towards the beginning of the environmental movement in the 1970’s and 1980’s people were completely on board with strengthening environmental protection laws and focusing on halting global warming.  Around the same time is when corporations started using PR teqniques to confuse public opinion and stop the progress of the movement.  “Corporations were able to take advantage of the new PR techniques and information technologies available for raising money, building coalitions, manipulating public opinion and lobbying politicians” (Sharon Beder).  The large corporations have all of the funds and resources to hire the best public relation firms in the world, and they were all working tirelessly to appoint people into office that would defend their way of thinking.  Ultimately, the environmental movement lost steam and it put issues such as global warming up for debate.  If PR firms have swayed public opinion and influenced legislation surrounding environmental issues before then they can certainly do it again; except this time it will be in a way that works towards progress and change.  
Section 6: Conclusion
The environmental movement has been full of ups and downs with people becoming more involved during specific periods in time.  With our environment in crisis and the problems only getting worse, it is crucial that we rebrand the movement to get people involved again.  Large companies and corporations need to be pressured into actually evoking change as opposed to just advertising change.  PR agencies are skilled in the art of persuasion and have dedicated their whole life’s work to monitoring, changing, and engaging public opinion.  There is no better type of organization to help us tackle the greatest problem we are ever going to face.  Global warming is a worldwide issue that is losing coverage and momentum at its most critical point in history.  It is necessary to partner the large environmental groups such as Greenpeace and the sierra club with PR branding and marketing groups then we have a chance of changing public opinion and actually making progress towards saving our planet.  If we put the energy towards moulding public opinion around environmental issues that we did towards the high paying corporations, I am confident that there would be a shift in public opinion and we would start moving towards change in the right direction.  
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