





Case Studies in
Green Marketing

Leif Frederickson is a history graduate student at the
University of Virginia and the recipient of a Hartman
Center travel grant in 2011.

I came to the Hartman Center to research the
history of green marketing — marketing using
environmental messages to strategically sell
products, build company images, or influence policy
and public discourse. Since the 1950s when green
marketing began, strategies, and the tactics used to
achieve them, have shown both change and continuity.

A familiar green marketing strategy is the use of
environmental benefits to sell a product. The earliest
example of this that I found was J. Walter Thompson
Company’s campaign to sell Phillips 66 motor oil.
Phillips oil contained a detergent that made it less
polluting. As JWT wrote in 1968, “Other oil
companies, in fact, have run institutional type ads
telling of their contribution in this area. But Phillips
is the only company to put the anti-pollution story on
a product basis.” Curiously, despite JWT’s excitement,
green marketing of products was not a serious area
of marketing strategy and research until the late 1980s.

Another type of green marketing uses the dual
strategies of positioning a company as committed to
the public good and also influencing public discourse
and policy. A notable example of this is the Keep
America Beautiful campaign. Manufacturers of
disposable containers started this campaign in the
1950s to promote the idea that litter was the
responsibility of the individual consumer, not the
producer. The Ad Council took over the campaign in
1961 and tried to invoke guilt to prevent littering. A
well-known example was the 1972 “Crying Indian”
commercial, which showed a Native American

weeping at the sight of litter by the highway. An even
more common Ad Council tactic was the use of
children in advertisements. Like the putatively
innocent Native American, the use of children was
intended to induce guilt. Children were also the
targets of these campaigns, for as many marketing
strategists recognized, kids have a profound effect on
the behavior of their parents. Later green marketers
extended this logic to sell “green” products to adults.
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A final interesting example comes from Ford’s 1990s
campaign for its electric vehicle, the Ecostar. At first
glance, the Ecostar campaign looks like green
marketing to sell the product. In fact, Ford hired JWT
to sell the idea that the Ecostar was the most
advanced electric vehicle so Ford could be seen as an
expert and influence discourse and policy related to
electric vehicles. Specifically, Ford hoped to work
against proposed legislation in California that aimed
for zero emission vehicles. In other words, JWT
promoted Ford as an environmental leader in order to
defeat legislation that Ford saw as unrealistic.

These are just a few of the fascinating green
marketing cases from Hartman Center collections. I
hope to return soon to further my research.

—Leif Frederickson

LOOKING BACK

Happy Birthday SPAM!

This year marks the 75th anniversary of everyone’s
favorite processed meat: Spam. In the frontispiece of
Time in late 1936, Hormel Foods announced the
introduction of two new canned meats: a spiced ham
and a spiced luncheon meat. The name Spam was
inaugurated the following year, putting this canned
meat on the road to becoming the most memorable
of Hormel’s product lineup of soups, chili con carne,
and flavor-sealed chicken and ham. Spam, which now
comes in 12 varieties, has sold over 7 billion cans
worldwide. To celebrate this anniversary, Hormel is
introducing its first spokescharacter, Sir Can-A-Lot.

Early advertisements for Spam called it a “tempting
new miracle meat of many uses for many occasions,”
specifically suggesting that Spam & Eggs would be

“grand on Sunday mornings,” that Spam & Salad
would make for “a cool, inviting luncheon,” and that
Baked Spam could provide “a distinguished main
course in only 20 minutes.” Copy highlighted Spam as
: o , the choice of a thrifty
household, claiming that
Spaghetti with Spam could
serve four for only a dime
each. All the advertisements
took care to emphasize that
Spam did not need refriger-
ation, which made it perfect
for picnics or to feed
unexpected guests.
“SPAM’s always ready for
action — morning, noon and
night,” the ads proclaimed.
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2012 TRAVEL
GRANT RECIPIENTS

The Hartman Center
awarded travel grants
and fellowships to 12
researchers for 2012.
Our program assists
scholars from around the
world in using the
Center’s unique collections.

The Center awarded two
J. Walter Thompson
Company Research
Fellowships this year.

Dr. Karen Robert (History,
St. Thomas University) is
working on “Selling the
Falcon: Nationalism,
Progress, and Politics in

Ford Marketing Strategies,
Argentina, 1961-1991.”
Phillipa Haughton
(History, Durham Univer-
sity) is studying modern
British advertising from
1923- 1954. Fellowships
assist scholars who
mainly use JWT collec-
tions and whose research
require at least two weeks.
For more information on
the travel grants program,
please visit our website.
The next deadline for
applications is March

29, 2013.

Our 2012 travel grant
recipients also include:

Faculty:

e Dr. Shalini Shankar,
Northwestern University
o Dr. Anne Schmidt, Max
Planck Institute for
Human Development

* Dr. Brenda Elsey,
Hofstra University

e Dr. Suve Collins,
Michigan Technological
University

® Dr. Marcia Chatelain,
Georgetown University

Independent
Scholars:

® Mary Warlick, The One
Club for Art & Copy

Students:

® Rochelle Pereira-
Alvares, University of
Guelph, Canada

o Loren Miller, American
University

® Bryce Lowery, Univer-
sity of Southern California
¢ Dina Gold, New York
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John Furr circa 1960s.

Center Honors Friend
and Former JWTer,
John Furr

Few people are as passionate about the history of
the J. Walter Thompson Company JWT) as JWT
retiree, John Furr. John worked at the agency for 47
years, starting in 1961 as an intern and working his
way up through account management to Senior
Partner and Worldwide Director of Professional
Development. Throughout his long career he
worked with many colleagues and mentored many
rising stars. Along the way he developed a passion
for the history of this legendary ad agency. During
his time as Worldwide Director of Professional
Development he recognized the need to educate
upcoming agency leaders around the world about
the history of JWT. Countless employees learned
about JWT’s pioneering role in the advertising
industry through John’s speeches, writings and
training sessions.

Not surprisingly, John has also been a major
champion for the JWT Archives and the Hartman
Center over the last 25 years. He has tapped the
Archives for many presentations and has lobbied for
support of the Archives at the corporate level. Over
350 staff members visited the JWT Archives during

retreats that John hosted at Duke. We are grateful
for his support and advice and consider him to be
one of the Center’s greatest friends and advocates.

As part of our celebration of the 25th anniversary of
the JWT Archives at Duke University, we are
honoring John Furr by renaming the JWT
Fellowships after him. Our JWT Fellowship program
awards $1,000 each year to up to three scholars who
primarily use the JWT Archives during their
Hartman Center research visit. Thirty-one scholars
have been awarded JWT Fellowships since 1996. It
seems fitting to name this Fellowship after someone
who has demonstrated such enthusiasm for JWT, its
history, employees and archives. These new John
Furr Fellowships for JWT Research will begin with
the 2013 travel grant cycle. In order to fund this
Fellowship in perpetuity, the Hartman Center is
launching a campaign to raise $50,000 that will be
added to our J. Walter Thompson Company
Endowment, producing income to support these
annual awards.

JWT has graciously provided $10,000 towards our
goal to kick off the campaign. If you would like to
contribute to fund the Furr Fellowship and honor
our well-respected friend and colleague, please
contact our director, Jacqueline Wachholz, or go to
the following secure website:
https:/ /www.gifts.duke.edu/library_hartmancenter,
where you can make a donation online. All donors
will be recognized as we continue to promote this
project. Thank you for your support!
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