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IN CITY COUNCIL

COUNCILLOR DUEHAY September 16, 1991
MAYOR WOLF |
WHEREAS: On Thursday, November 14, 1991, Dr. Edward L. Bernays will be honored by the

WHEREAS:

WHEREAS:

WHEREAS:

WHEREAS:

WHEREAS:

RESOLVED:

RESOLVED:

Rotary Club of Cambndge on the occasion of the celebration of his 100th
Birthday; and

Dr. Bernays, widely recognized as the founding father of public relations, is a

- published author, renowned lecturer and advisor to the United States Presidents

and Captains of industry; and

Dr. Bernays graduated from Cornell University in 1912 and received an honorary
doctorate in Humanities from Boston University in 1966 and an honorary Doctor
of Law in 1977 from Babson College; and

Dr. Bernays has been honored for his works, being the recipient of the rank of
Officer of Public Instruction (France, 1946), the King Christian X Medal
(Denmark, 1946), and the Medallion of Honor of the City of New York to cite
a few; and

Dr. Bernays has contributed his time and many talents to the community serving
as a Trustee of the New England Conservatory of Music and honorary board
member of the National Multiple Sclerosis Society; and

Dr. Bernays is the proud parent of two daughters, Doris Held and Anne Bernays
and the proud grandfather of six; now therefore be it

That this City Council go on record extending its heartiest congratulations and
best wishes to Dr. Edward L. Bernays on the ocassion of his Centennial birthday
and wish for him continued health and happiness; and be it further

That the City Clerk be is hereby is requested to prepare a suitably engrossed copy
of this resolution for presentation to Dr. Edward L. Bernays on behalf of the
entire City Council.

In City Council September 16, 1991.
Adopted by the affirmative vote of nine members.
Attest:- J oseph E. Connarton City Clerk.

f. Cmm&/"‘l

Joseph E. Connarton, Cify Clerk

A true copy;
ATTEST:-
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FAMILY
-~ YMCA

820 Massachusetts Avenue
Cambridge, Massachusetts
02139-3296

(617) 661-9622

X7 CAMBRIDGE

July 30, 1991

Mr. Frank Duehay

City Councillor

City Hall

795 Massachusetts Avenue
Cambridge, MA 02139

Dear Frank,

At the suggestion of Walter J. Sullivan, I am writing to invite you to
sponsor a City Proclamation honoring DR. EDWARD L. BERNAYS
on the occasion of the celebration of his 100th BIRTHDAY.

As a Cambridge neighbor of yours, Dr. Bernays is deserving of the
recognition that will be accorded him on his Centennial birthday!

- The Rotary Club of Cambridge will host Dr. Bernays as its honored

SRS

%),

United Way

guest and keynote speaker on THURSDAY, NOVEMBER 14, 1991

at 12:15 PM at the Howard Johnson Hotel (777 Memorial Drive,
Cambridge). Best known as the "father of public relations in America”,
Dr. Bernays will speak on his remarkable life and career.

I'have enclosed a packet of material on Dr. Bernays, to assist you
and your staff in preparing a suitable City Proclamation. If I may
provide any additional assistance, please let me know.

You are welcome to be our guest at the Rotary Club rheeting and
present the proclamation to Dr. Bernays. Dr. Bernays actual
birthday is November 22nd, a week following.

Thank you, Frank, for your support.

0.

YMCA President
President, Rotary Club of Cambridge

YMCA Mission:

To put Christian principles

into practice through programs
that build healthy body,

mind, and spirit for all.




GLOBE STAFF PHOTO/ JONATHAN WIGGS *

BOOS"NG MORAI.ES Edward Bemays, known as the Jfather of public relations,

has been visiting college campuses recently, talking to students as he celebrates
kis 99th birthday. Last week he visited the University of Massachusetts at '
Amherst, where he tried to boost morale on a campus gloomy under waves of

budget cuts. Bernays met with staff members for two hours, held a two Iumr p're'svs'

conference, and, after lunch, lectured to seve'ral cla.sses LAY

$a 2t s AT




Founding father — Dr. Edward L. Bernays, of Cambridge,
widely recognized as the founding father of public relations, will
speak to thic Marbiehcad Rotary Club on Thursday, Sept. 13,atthe
Boston Yach: Club in Marblehead. Bernays wiii celebrate his 99th
birthday in November. .




INTRODUCTION OF
DR. EDWARD L. BERNAYS

Marblehead Rotary Club
Thursday, September 13, 1990

by Frank J. Zeo

Dr. Edward L. Bernays, the father of public relations,

created and named %ne vccation of publi~ relations. He wrote the

first book on the subiect in 1923, ncrystallizing Public

Oopinion", outlining the principles, practices and ethics of the
o ' ' :
field. He also gave the first university ccurse in the vocation

-

" at New Vork University in 1923. Ke has been Professccr cf Fublic

Relatio&s at the University of Hawaii and Boston University, and
kas lecéured at nmany unive:si:ieé throughéut the country.

|

i

In partnership with his wife, now deceased, he has advised

newspapérs, magazines, TV and radio broadcasting systems,
business and financial institutions, trade and professional
associations, and individuals on their relations with the publics
oh whom their viability depended. Henry Luce, David Sarnoff,
Alfred Sloan, Jr., Eleanor Roosevelt, Thomas Edison, and Enrico

Caruso are among the well-known names he has been associated

with.

He has advised presidents from calvin Coolidge to Dwight

Eisenhower, and has been Public Relations Consultant to the U.S.



state Department, the Department of Commerce, the Department of
Health, and the Department of Education and Welfare. In World
Wwar I he was a Staff member of the U.S. Comhittee on Public
Relations both here and at the Peace Conference in Paris. 1In
World War II he was Co-Chairman of a committee that provided
books for our forces oversees, and he lectured on public
relations strategies and tactics to our armed forces at various
locations. He is at nresent Honorary Chairman’of the United

Service Organization of New England.

He is the author of fourtéen published books on public
relations and public opinion. He has feceived_gecqrations from
France and Dermark, and many other honors from U.S.
Organizations.

He has Honorary Degrees from Boston University, Babson College,
Ball State University, and Northeastern University. He is an

Honorary Chairman of Careers for Later Years and is a member of

social service groups.

After living in New York for seven decades; he and his wife
moved so that he might finish his memoirs. He has spent the last
three decades carrying on his practice, saving the sycamores on

Memorial Drive and fighting for the public good.
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The engineering of consent

EDWARD L. BERNAYS

ramatic changes in our soci-
ety, since the turn of the

&
century, have made knowl-

edge and practice of good relation-
ships with publics essential to busi-
ness. Business has internal publics,
personnel and prospective personnel
and external publics, the general

public, the community, customers,

prospective customers, purveyors and
stockholders, government at all levels.

Good public relations covers all
relations of a unit with its publics. It
strives for adjustment between prin-
cipal and publics, based on coinci-
dence of the private and public
interest,

In the last 50 years, technology,
transportation and communication
have transformed our society. We
are all closer to one another. Per-
vasive people-power dominates
politics and all society’s institutions.

Prophetically Abraham Lincoln
said over a hundred years ago:
‘“‘Public sentiment is everything. With
public sentiment nothing can fail.
Without it nothing can succeed.”

Opinion polls show public confi-
dence and trust in business have de-
clined in this period. The public today
demands social performance from
big and small business alike. Among
challenges to corporations, of public
concern, are size, wealth, political
influence, product reliability, truth
in advertising, equal opportunity, sex

. discrimination, health and safety in

the work place, air, water and waste
pollution. Inflation, high prices,
public visibility of transgressions of
some big businesses intensify public
dissatisfactions with all business.
Public demands cannot be ignored
by any business.

No one doubts people-power and
our dependence on arttitudes and
actions of our publics towards us. To
meet objectives, everv business must
be in adjustment with its own pub-
lics. This means well thought out
planning and action to win publics’
support. This holds for all business,
the beneficent monopoly, the mem-
ber of an oligopoly, the individual

12

manufacturer, wholesaler, retailer;
in fact for every individual.

No one any longer is an island un-
to himself. We are all part of a whole.
Every business can apply what my
wife, my proiessional partner and I
have learned in 56 vears of working
together on the public relations
problems of Aviation Corporation

~ of America, Beechnut Packing Com-

pany, J.I. Case Company, Con-
tinental Baking Company, Inc.,
General Baking Company, General
Electric Company, General Motors
Corporation, Hant Schaffner & Marx,
Inc., Philco Radio and Television
Corporation, Procter & Gamble
Company, United Fruit Company
and varied clients, large and small,
profit and non profit.

Our recommendation program
deals with present public attitudes
and actions and anticipates future
actions. As long ago as the 1930s,
Alfred P. Sloan, Jr., president of
General Motors Corporation had a
specialist on the pavroll, reporting
to him alone. He watched and re-
ported on trends that might affect

manufacture and sales of motor cars,

such as imposition of speed limits,
width of new roads, auto taxes and
the like. His findings became a basis
for company action or inaction. An-
ticipating the future no longer rests
on hunch and insight. Barring earth-
quakes, hurricanes and New England
blizzards (and even they can be fore-
cast to a limited extent), logical se-
quences of events today may be
forecast. -
. [ ]
In 1947, in an article in the Annals
of Social and Political Science, we
used the term ‘‘engineering of con-
sent”’ to describe our acuvity. Thomas
Jefferson maintained that consent
of the governed was the basis of
democratic government. Engineering
of consent applies his thought to
business in our finance capitalist
democracy. An engineering approach
is essential because of the myriad
choices to be made and interests to
be dealt with — internal and external
publics, their group leaders and
opinion molders, the broadcast and
print media. Engineering of consent
deals both with attitudes and actions

of the business man, consistent with
coincidence of the public and private
interest and their communication to
the publics concerned, to inform and
persuade.

Here 1s tne- eight-point program
for the engineering of consent to be
carried out by the CEQ, the public
relations director or/and the counsel
on public relations for the specific
business. ‘

1. Define goals or objectives.

2. Research publics to find whether
goals are realistic, attainable and
how.

3. Modifv goals if research finds
them unrealistic.

4. Determine strategy to reach goals.

S. Plan actions, themes and appeals
to publics. :

6. Plan organization to meet goals.

7. Time and plan tactics to meet
goals. .

8. Set up budget for out of pocket
expenses for the program.

Goals must be based on a coinci-
dence of the public and private in-
terest. We discard the thesis of Miltonr
Friedman, Chicago University econ-
omist, that the sole purpose of busi-
ness is profit. In a democratic society,
profit is also derived from serving

Edward L. Bernays, 87, acknowledged by
Time and other authorities as U.S. Publicist 1
and father of professional counsel on public
relations laid down the principles, practices
and ethics of the profession he founded and
named in his germinal book Crystallizing Pub-
lic Opinion (1922). He taught the first uni-
versity course in public relations (New York
University 1923). He'pioneered in many areas
of practices, techniques and themes and is
responsible for numerous national move-
ments, social beliefs and trends. In great part,
because of his writings, teaching and lecturing,
public relations became a profound influence
in the United States and the free world. He
has become a legend in his lifetime.

In partnership with Doris Fleischman Bernays,
87. Dr. Bernays for over half a century has had
a diversified practice. He has adviced presi-
dents of the United States, U.S. government
departments and bureaus, educational insti-

-tutions, newspapers. periodicals, broadcasting |

sysiems, industrial and financial organiza-
tions, foundations, trade and professional
associations and individuals on relations with
their publics. He nas counseled A.P. Giannini.
George Washington Hill, David Sarnoff,
Alfred P. Sloan. Jr. He helped to introduce
the works of -his uncle Sigmund Freud to
this country. ' :

Dr. Bernayvs resides in Cambridge.

INDUSTRY/December 1976



the public interest.
o .

Goals or objectives may be defined
In many ways: time objectives — im-
mediate, intermediate and long term
profits, attitudes and actions of
customers, prospective customers,
purveyors, stockholders, general
public, community, government at
aii ieveis. Goals may be defined in
terms of buildings, number of em-
ployees, their attitudes and actions.
Goals should be stated in simple
terms, be direct and specific. Henry
Ford’s *‘Out of the trenches by Christ-
mas”’ in World War I was under-
standable by all. So were the 14 points
of Woodrow Wilson we helped to
publicize in World War 1. Herbert
Hoover’s ‘‘A chicken in every pot’’
was easily intelligible. So were the
Four Freedoms of Franklin Delano
Roosevelt. Goals may be public like

_these. Or private for guidance. But -

they should be spelled out.

Research by public opinion polling,
market research and other forms
of study are used to plan effectively
to reach your goals. Public opinion
polls appraise public attitudes and
actions of your publics to you, your
products or services.

Professional pollsters like the Gal-
lups, Ropers, Harrises are available
to carry out public opinion polling.

"Market research is available too.

If funds are unavailable for pro-

fessionals, business men can usually

INDUSTRY/December 1978

enlist cooperation of local university
professors of marketing and public
opinion research to assist them. The
important thing is not to proceed
blindly on hunch or so-called insight.

Research in public opinion polling
may involve sampling questionnaires,
tabulations, interviews, even in-depth
interviews. -

Research discloses adjustment and
maladjustments of publics with your
goals. It discloses areas of ignorance,
knowledge, apathy or prejudice
towards your cause. It discloses at-
titudes, motivations of your publics
and how to reach them. It also pro-
vides bases for changes in your atti-
tudes and actions. It indicates what
favorable attitudes of your publics
to intensify, whose attitudes and
actions are to be converted or negated.

Research also discloses the words,
pictures, symbols that are valid to
convey your cause.

Research may also be applied to
the particular product or service so
that it may best meet the needs of
your publics. '

Here are some ‘‘for instances’’ from
our past practice.

A research recommended for a
large New York savings bank re-
vealed that the dollar input of savings
depended greatly on the number of
people who walked past its doors.
Since the bank was on a side street
with few passersby, we recommended
they open a branch on a street with
crowded sidewalk traffic. They
did. And deposits went up.

For hospitals, we recommended

‘research techniques adopted from

department store comparison shop-

- ping. A patient checked in for a hos-

pital weekend checkup. He noted on
paper every discrepancy from the ex-
pected norm during his stay, from
telephone service to the time it took
for a nurse to answer a call. This be-
came the basis for change to meet
the hospital’s goal of patient
standards.

When sales fell off for a large chain
store operation in Western Pennsyl-
vania, our research revealed the dis-
trict personnel manager hired only
emplovees of his ethnic¢ group, in a
territory, populated by a public of
another ethnic group. The personnel
manager was instructed to carry out
non discriminatory practice in em-
ployment. Sales mounted.

Another instance: research dis-

closed the clientele of the Waldorf
Astoria Hotel wanted personal ser-
vice of a high order. The hotel's suc-
cess and reputation depended on the
attitudes and actions of the door
porter, the telephone operator, front
office clerk, chamber maid, bell boy,
waiter and head waiter. Manuals of
training and service were prepared
for each category of service, with
favorable results. .

Research revealed children hated
soap. Mothers got it into their eyes
when washing them. That meant of
course that they would hate soap as
adults. We initiated soap sculpture
competitions nationwide, in schools,
with an annual exhibition and prizes,
sponsored by Procter & Gamble,
judged by a panel of well known
sculptors. Soap sculpture became an
outlet for children’s creative urge.
Millions of children accepted with
enthusiasm the white floating soap
Ivory. :

We advised the gelatine manufac-
turers to research gelatine at the Mel-
lon Institute in Pittsburgh. Scientists
found that gelatine added to milk
made it more digestible. A new mar-
ket for gelatine in school luncheons
opened up as a result of the research.

The United Fruit Company wanted
to enlarge its market for bananas. We
suggested a research of their digesti-
bility at Children’s Hospital in New
York. Bananas were found to have
highly digestible carbohydrates and
were recommended. for celiac disease
of children. Pediatricians were of

.course notified of these findings. I

recall that when I was a boy, I was
forbidden bananas because they were

. thought indigestible.

" Your research may indicate that your

goals or certain of them are unrealis-
tic and unattainable. You will then
modify your goals to conform to
realities. _

~ Your research will determine
your strategy. Henry Luce, founder
of Time and Fortune, once said to
me that the four Ms are basic to ac-
complishment — mindpower, man-
power, mechanics and money. De-
cision needs to be made as to the
timing and the proportions with
which the four Ms are used by the
business. A blitzkrieg may lead to
one goal, a long term educational
activity to another.

continuedon 36
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Occasionally, a strategic recom-
mendation may be worth a great
deal. At the base of their building on
New York’s Fifth Avenue, we noted
that our client the Aeolian Company
had placed a large sign which read
“‘Reproducing Orgaus for the Home.”
We advised a change.

To increase patronage for Cartier,
the jewelers, we arranged for actress-
es in drawing room comedies on the
New York stage, to wear their jewelry
and display it nightly. A credit line
in the program, read by the affluent
audiences that attended the plays,
brought Cartier new customers.

To find a market for old masters,
selling for several hundred thousand
dollars or more apiece, we recom-
mended to Seligman, New York art
gallery, that they hold an exhibition
of seascapes and paintings ot ships
through the ages and invite the mem-
bers of the New York Yacht Club,
many of whom owned large yachts.
This was so successful we suggested
an exhibition of horses, through the
ages, painted and in sculpture. We
invited the owners of racing stables
to attend. A new crop of art buyers
was the result. '

Allied Chemical and Dye Corpora-
tion asked us to develop a market for
synthetically produced nitrate fertil-
izer in the South. The problem was
to dispel a myth among Southern
farmers that guano, nitrate from
Chilean birds, was better than our
American synthetic made nitrate. It
was the year before the New York
World’s Fair of 1939, with its trylon
and perisphere. We suggested a
medicine man show, a truck with
motion picture screen on it and a
trylon and perisphere, too. The
truck was to visit small towns. The
motion picture showed the efficacy
of American synthetic nitrates. We
engaged an advance man for the
show. Invitations were sent to farm-
ers to attend. Attractive three-sheets
advertised the showings. The motion
picture showings were widely attended.

The company also arranged for
plantings of cotton on two plots of
land on frequented roads. One had
a sign, stating it was fertilized with
Chilean nitrate, the other with Ar-
cadia the American nitrate. Growth
of the crops in both was of course
the same. Sales of our synthetic ni-
trate mounted. The myth was dissi-
pated.

Themes and appeals that project
action to the public play a role in
meeting objectives. These themes ap-
peal to individual and group mou-
vations. They are based on action.
so basic to sound public relations.
Actions speak louder than words.
Words are used to convey reality.

For the beer industry after Pro-
hibition, we set the theme of beer as
‘‘the beverage of moderation.” We
discovered through a University of
lIowa home economics researcher
that George Washington had enjoyed
beer cake. The public visibility given
to these themes helped to reestablish
beer on the American scene.

We worked with book publishers
to increase book sales. We found
book sales depended in great part on
the footage of book shelves in homes.
Book shelves became our theme. We
initiated a campaign aimed at build-
ers, contractors, architects to install -
bookcases in the homes and apart-
ments they built. Simultaneously,
we publicized the opinion of Ameri-
can leaders on the role books had
played in their success.

- Naturally, carrying out an inte-
grated, comprehensive public rela-
tions program requires an organized

(

.

BERKSHIRE
HATHAWAY

97 Cove Street

- New Bedford
‘ Massachusetts

N

\

_J
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approach. In a small business, the
chief executive officer assumes super-
vision and direc:ion of the public re-
lations'program.

In larger organizations, the activity
is carried out bv a public relations
director and staff, with an outside
counsel on public relations. This is
comparable to the legal activity in
larger organizations, inside house

covncel and Auesida anciacal

The planning and timing of tactics
to meet immediate, intermediate and
long term objectives should be in
writing.

A detailed program manual should
be prepared. It outlines objectives,
strategy, organizations, themes and
appeals to modify attitudes and
actions of the business, as well as in-
formational and persuasive activities
aimed at vour publics. :

Charts should be prepared to
cover all tactics to be carried out in
the three time periods. The first col-
umn of each chart lists time periods
by weeks or months. Succeeding
columns list tactics to be carmed out,
in their proper time periods.

The charts also include created
events, celebrations of anniversaries,
conferences or other dramatic actions

to spotlight themes or appeals of in-
terest to vour publics.

For instance. for Westinghouse
and General Electric. in 1929, we
heiped stage a worldwide celebration
of Light's Golden Jubiiee on the S0th
anniversary of the invention of the
electric light by Thomas Edison.
President Herbert Hoover, Henry
Ford and Thomas Edison participated
in its recreation ar ceremonies in
Dearborn. Michigan. Thomas Edison
became a folk hero.

We advised our clients Cheney
Brothers, silk manufacturers, to
prove to American women that their
silks were acceptabie in the fashion
center of the world — at that time,
Paris. Our Ambassador opened an
exhibition of American silks at the
Luxembourg Museum in Paris.

- News of the opening helped change

attitudes in the U.S. towards Ameri-
can made silks.

For another client, we advised that
Al Smith, then governor of the State
of New York, preside at the opening
of its housing development, Knicker-
bocker Village, built on a site where
he plaved as a boy in lower New
York. This focused national attention
on this first housing development

\
built in part with government funds
in‘the great depression.
[ ]

It is important 10 make a budget at
the start to cover out of pocket ex-
penses for the public relations pian.
This should now put anv business
on the road to meet goals effectively,
in this complex world of interest
groups, group interests, group lead-
members of the powerful public.
This method has proven itself.
Public relations today has spread
over the free world, wherever there
is competition in the marketplace of

‘ideas, products, services. . .

Libraries should prove helpful for
follow up on this subject. The first
book on public relations was written
by this writer in 1923. Today there
are some 15,000 items in the bibli-
ographies on the subject. One of them
is Scott Cutlip's Public Relations
bibliography pubiished by the Uni-
versity of Wisconsin Press.

Another is a recent volume of 744
pages, number 114 in their Useful
Reference Series, and published bv
F.W. Faxon Corporation, Inc., titles:
Public Relations, the Edward L.
Bernayses and the American Scene.

Ever wonder who makes the machinery that
makes the paper and plastics’

Boiton-Emerson. for one.

Today. Bolton-Emerson ranks as a major sup-
plier of production equipment for the paper and
plastics industries — with more than 3.000 customers
here and abroad. Its wide array of products runge
from small pelletizing knives for piastics to giant
disc-refiners used in the preparation of paper stock.

Headyuanered in Lawrence. Massachusetts.
the company bousts piants and sales offices in

hiladelphia. Pennsylvania: Atlanta. Georgia:
Seattle. Washington: Paseo de la Reforma. Mexico:
Montreal. Quebec: Lausanne. Switzerland and
San Paulo. Brazil.
Not bad for a company that started in Lawrence
back in 1903.

Bolton-Emerson

9 Osgoad Street
Lawrence. Massachusetts 01842

INDUSTRY/December 1978 .
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A Short Biography: Edward L. Bernays

Edward L. Bernays created and named the profession of counsel an public relations. In great part because of his
weilings, teachings anu lectuning, public refations has Jeve'oped as5a profound influence inthe United States and the
free world. In 1923 he wrole the seminal book on the subject, Crystallizing Public @pinionwhich laid down the
principles, practices and ethics of the profession. In that same year he taught the first course in public relations at an
institution of higher learning at New York University. A nephew of Sigmund Freud, he pioneered the application of
the social sciences o public relations. He has become a legend in his own lifetime. .

The clients that have made up Mr. Bernays’ diverse practice read like a blue book of organizations and in-
dividuals. In partnership with his wife, Donis Fleischman Bernays (deccased), he has advised presidents of the United
States from Caivin Coolidge through Dwight David Eisenhower; legendary figures such as Enrico Caruso. Nijinsky.
Samuel Goldwyn, Thomas A. Edison and Eleanor Roosevelt; and industrial tycoons, among them Henry Ford. Henry
Luce, Ceorge Washington Hill and Alfred E. Sloan, Jr. He has served as counsel on public relations to the United
States Departments of State, Health, Education and Welfare, and Commerce. He has advised United States bureaus.
educational institutions, broadcasting systems, newspapers and periodicals, industrial-and financial institutions, profes-
sional and trade associations, labor unions and numerous individuals. He is responsible for many constructive national
mavements, social changes and trends and has been at the center of decisive changes of our time, many of which he
Waitgled e Sermays’ carzee highlights incudg]

journalist, New York City 1911.1915 Public Relations Director. New York World's Fair. 1939

Editor, Dietetsc & rivpene Cazette & Staft mimber, Medical Consultant, U §. Army, Navy, Air Force, Treasury Cenartment.
Review of eviews, 1913 ' world War Il, 1941.1945

Producer, “‘Damaged Coods,” Dy Eugene Bneux, 1913 Publiic Relaiions Counsel 1o Cepi. of Commerce and Public

Partner, Metropolitan Musical Bureau, 19151916 © Bvents of New York, 1954

Publicity Manager, Diaghileff Russian Ballet tour in U.S. for Foreign Affairs Officer Consultant, U.S. State Cezarment
Metropelitan Opera Company, 1915-1916 Bureau of Educational and Cultural Affairs, 1971.75

Serverd vith United Sales Committee on Public Information, Consyltant, U.S. Dept. of Health. Education and Weifare, 1971
NCYsnd 3 Peace Conference, Paris, 1918-1919 Consyltant, Mentd] Heath Cept.. Massachysetts. 1970-72

Associste Commissioner, U.S. Department of Commerce at Paris Consultant, United States Dept. of Commerce, 1977.78
Exposition, 1925 Consultant, United States Council for the intermational Year of

"~ Counset cn Public Relations 1o Light’'s Golden jubiiee, 1929 Disabled Rersons. 1979 . 1981

Mernoer, President’s Eme: gency. Committee for Employment.
1931-1932

- In z2dditon, he has cammied oui 3 wide range of services for the naticnal and state governments. His Civic activiiies
'in New York and Cambridge. Massachusetts, coverad diverse fieids oi action. He has participated in the work of many:
human service organizatioris. \

Mr. Bernays was graduated from Cornell University, 1912. Boston University gave him an honorary doctorate in
Humanities, (1966), Babson College an honorary Doctor of Law (1977). He has been professor of Public Relations at
New York University, Boston University and the University of Hawair.

Among his varied awards are the rank of Officer of Public Instruction (France 194%), and the King Chnistian X
Vedal (Denmapk 1346). He has received the Medallion of Honor of the City of New York (1961), the Honor Award of
Ohio University (1970), the Achievement Award of the Public Reiations Society of America’s Civicage Chapier (1376),
the Golden Anvil Award of the Public Relations Society of America (1976), the President’s Award of the International
Public Relations Society (1978), the Lincoln Award of the N.E. chapter of the Public Relations Society of America
(1979), the First Teacher of Public Relations Award of the Association for Education in Journalism (1580), the Golden
Trumpet Award of the Chicago Publicity Association (1981), and the Conspicuous Achievement Award of the DeWitt
Clinton Alumni Association (1981).

Mr. Bemaysyimmstrustee of the New England Conservatory of Music, and honorary board member of the National
Multiple Sclerosis Society. He is a member of the advisory board of the Edward R. Murrow Center of the Fletcher
School of Law and Diplomacy, Tufts University, and a member of the Public Communications Seminar at Columbia
University. He is president of the Edward L. Bernays Foundation, founded in 1946, which has served many public
causes.

Mr. Bernays has written and/or edited fourteen bocks on public opinion and public relations, and has contributed
to numerous periodicals. Simon & Schuster published his memoirs, Biography of an Idea (1965). and F.W. Faxon
Company published a bibliography of the Bernayses, Public Relations, The Edward L. Bernayses and the American
Scene (1978). | |

 Mr. Bemnays is the parent of two daughters: Doris Held, psychological therapist and wife of Richard Held, Chair-
man of the Massachuset:s instituie of Technnlogy Psychology Department; and Anne Bernays, the riovelist, wife of
Justin Kap'an, Pulilzer Prize winner. He has six grandchiidren: Lucas. lulia and Andrew Held: and Susanna. Hester
and Polly Kaplan. o
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“Image has become
everything,” grumped
Bernays recently. If so, the
nephew of \ChO"Hd" st
Sigmund Freud must share in
the blame. It was he and
future wife Doris E.
Fleischman who coined the -
phrase “counsel on public
relations” for the
business they opened in
1919, the prototype for the
2,000 or so PR firmns today.
Their stunts were
legendary. Kids hate soap?
Make the enemy a plaything
with a contest for Ivory
soap sculptures. Taboo for
women in the "20s to smoke
cigarettes in public?
Have socialites light up
“torches of freedom” on Fifth
Avenue—and alert the press.
Bernays reportedly
turned down such would-
be clients as Adolf Hitler
and Francisco Franco.
“I wouldn’t want it on
my superego that I did for
money what I wouldn’t do
without money,” he has said.
A1 98 Edward L. Bernays
still advises clients —at

81,000 per hour.
52
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NGLUS..om nomsw INTGHNHTIONHL W ?-.
DISTRICT 793

P.O. BOX1033 MARBLEHEAD, MA 01945 - PUBLIC RELATIONS

/

FOR IMMEDIATE RELEASE - CONTACT:  HAROLD W. FOLEY
‘ 617/665-6466
617/639-0064
TELEFAX:  508/657-8950

DR. EDWARD L. BERNAYS TO ADDRESS ROTARY
Harbletcad, MA (Septeuber =10, i990) =~ ~ The founding father-of-public relations,
advisor to !'nited States Presidents and industry giants, and more recently
selected (by LIFE MAGAZINE)‘as one of "The 100 ﬁost Important Americans of
the 20th Century," Dr. Edward L. Bernays, of Cambridge, Massachusetts, is
scheduled to address the members of the=Rotary Club of Mdrblehecad at the weekly
luncheon meeting, Thursday, September 13, at the Boston Yacht Club. Bernays will
reach hie ninety-ninth birthday in November «
Dr. Bernays will be introduced by long-time friend and Past President of the
Rotary Club of Bos;on, Mr. Frank Zeo of Marblehead. |
In commemoration of the auspicious occasion, the Selectmen of Marblehead have
designated Thursday, September 13, 1990 as "Dr. Edward L. Bernays Day;f They
plan to make an appropriafe preséntafion in this regard during' the meeting.
The Rotary Club of Marblehead is one of approximately 20,000 Rotary clubs,
worldwide, with a membership of nearly one million Rotarians, who devote much
of their energies to community service and the fostering of international goodwill
and peace. /

ENG equipment welcomed.
i



Stat; Department, the Department of Commerce, the Department of
Health, ana the Department of Education and Welfare. In World
" War I he was a Staff member of the U.S. Committee on Public
Relations botih here and at thc Peace Conference in Paris. In_
World War II he was Co-Chairman of a committee that provided
books fdr ourvforces oversees, and he lectured bn public
relationsvstrategies and tactics to our armed forces at various
iocations. He is at precent Honorary Chaifman of the United

Service Organization oi New England.

He ié the author of fourteen published bovks on public
relations and public opinion. He has received decorations from
France and Denmark, and many other honors from U.S.
Organizations.

He has Kcnorary Degrees from Boston University, Babson College,
' Ball State University,‘and Northeastern University. He is an

Honorary Chairman of Careers for Later Years and is a member of

social service groups.

After living in New York for seven decades, he and his vife
moved so that he might finish his memoirs. He has spent the last
three decades carrying on his practice, saving the sycamores on

Memorial Drive and fighting for the public good.
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Edward L. Bernays, the legendary 98-year-old creator of public
- relations, may have been bounced from the New ¥oik Rotary Ciub for
missing a meeting, hut bhe gct & warm welcome from the Marblek: ad

- PR pioneer has
. his own plon
for Massachusefts

.7 By JACK BUTTERWORTH " J#7% * :

IR © . Item Staff - R
t 98, legendary imagemaker Edward L. Bernays is still
in the battle for public opinion with a way of reversing -
the downward spiral of the Massachusetts economy.
. This weekend people will know what it is.
+ The white-haired Cambridge resident, credited by many with
-creating the public relations field in 1919 and widely known as -
an adviser to presidents and giants of industry, let the members
of the Marblehead Rotary Club in on the existence of the plan he
and two other PR men devised for Jim Howell of The Howell
:Group in Boston, who is scheduled to unveil it to Boston Mayor . _
.Ray Flynn on Sunday. S
. Bernays, named in this month's edition of Life Magazine as S B
.,-one of the 100 most important Americans of the 20th century, . . .
* -Spoke with his characteristic quiet confidence as be described > ]
his 14-point plan to “inform, persuade and educate the people .. .-
.of Massachusetts. .. . - ) -
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Crow aeu 1InNto Uit Uity rovil di
‘ ‘ the Boston Yacht Club that he
P . hopes to reverse the current
I don't think President  giiyation 1o the point that his

_ Bush should have effort will be joined by Barbara
Anderson and the Citizens for

scted on his own Limited Taxation.
before Congress took = He reminded them that he -

. has earned his optimism. The
action. To me that first depression ge saw in
seemed like a very America was in 1921, and he
. o go g0 . responded by working
imperialistic action. _successfully o get business o

— Edward L. Bernays, re-employ the ex-servicemen
adviser fo presidents, returning from World War I.
on the Persian Gulf Bernays, whose firm
handshake made an impression
’ , on many of the businessmen in
the crowd, left the specifics of

the plan for the unveiling 48 hours from now.

He had a quick, funny answer for the woman who asked -
what could be doneto raise the level of political campaigns.
“Don't votlg for people who lower the level of campaxgmng," he
shot back.

The man who advxsed every American president from Calvin
Coolidge to Dwight Eisenhower even offered a comment on
President George Bush's response to the Persian Gulf crisis.

“I don't think Presideni Bush should have acted on his own
before Congress took action,” he said. *“To me that seemed like
a very imperialistic action.”

The highlight of his talk was his use of anecdotes from his
long career, which he described as a series of researched
answers to problems pesed by .,trugghng.bu,s)_gg}gnen

For example, the precxdent of the Mack Trerek Co. told
Bernays his company’s business was limited by the shortage of
paved roads outside the cities and towns, because trucks
couldn’t run on dirt roads. , '

Bernays organized 2 lunchzon for polmrlans and the medla :
at New York's most prestigious hotel, where the businessman
called for two superhighways, one running from Mexico to
Canada, the other from New York to San Francisco.

Congress approved the plan, the roads were Yuilt and ““That
started the wholc movement for roads like the Massachusetts
Turnpike,” Bernays concluded.

Proctor and Gamble feared that children would grow up to
hate soap because parents got it in their eyes washing their
faces. Bernays popularized soap sculpture in the schools.

When Beechnut Packing couldn’t sell bacon, Bernays
popularized it as part of a heavy breakfast. Gelatine sales were
down until Bernays publicized it as baby food for children who

’

_ couldn’t eat milk without it.

Life mentions how Bernays popularized smoking for women
after learning from a psychiatrist that cigarettes represented

. torches of freedom to women and organized a protest smoking

demonstration in an Easter Parade, as a protest.

Before the dinner a reporter approached him to ask if he
ever had second thoughts about that, in view of the relationship
between smoking and cancer.

“My uncle was Sigmund Freud, and that gave me a
psychology background,” Bernays explained. “‘When the surgeon
general issued his statement (linking smoking to cancer), 1
wrote to 20 of the most important people in the country and
obtained statements which I used to convince the govern’ment
not to permit radio stations to advertise cigarettes.”

*After those statements were printed, the Federal
Communications Commission took action and there were no
tobacco advertxsements permitted on radio, and then televxsxon
did the same.’ .

“I believe that stopped millions of people from smokmg

Bernays, whose longtime friend, Frank Zeo, had Thursday
named Edward Bernays Day In Marblehead in his honor,
received a plaque from Chairman Thomas McNulty of the
selectmen as well as the club.




Marblehead Reporter  September 20, 1_9'9&"{- :
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Marblehead pays tribute — Selectmen declared Marblehead Board of Selectman Chairman Thoma
Sept. 13 Dr. Edward L. Bernays Day in honor of the ~ McNulty. Life magazine this month selected Bernays,
appearance of the father of public relations before the  who will tum 99 in November, as one of the 100 most
Marblehead Rotary Club. Making the presentationis  important Americans of the 20th century.

. | | - . , } (Phgto by Lynn Sears)':
Father of public relations shows
the importance of people power



_ “BylynnSears -~
. Picture, if you can, a cigarette
as the symbol of a woman's torch

" of freedom. Hard to imagine?

That's exactly what it became
when debutantes sported these
brilliant torches years ago in the
Easter Parade. :

Chalk it up to the incredible
power of public relations. -
Dr. Edward L. Bernays, who
created and named public rela-
tions, talked about that power at
the Marblehead Rotary Club last

Thursday. Those in the packed. -

room at the Boston Yacht Club
saw why the power behind public
relations is Bernays himself. The
buzz around the dining room af-
ter his speech concluded that the
articulate man speaking simply
_ couldn't be afull 98 yearscold. It's
no wonder that Life magazine
this month included Bernays as
one of 100 eminent Americans.

A much younger Bernays, then
atheatriczl publicist, read 2 story
in the New York Times sbout Lhow
the United States planned to use
ideas as “weapons of war.” Presi-
dent Woodrow Wilson had just
launched the U S Commitiee ¢f
Public Information to educate

the public about about his war-

time strategy and to convince
other world powers {o fight for
democracy and wir “the wai lo
end all wars.”

Bernays applied for a position
on the committee and began his
partin the fight to win the war.

Goals were set up, one of which"

‘was “freedom of the seas.”
. “When Switzerland read that,
they came over to our side,” he
_said.
: “Independence for ethnic enti-
“ties,” another goal, “brought Es-
“tonia, Lithuania and Latvia over
to our side.” -
After World War I, Bernays re-
alized his work had only begun.
] decided that if ideas can be
used as weapons of war, they can
be used as weapons of peace,” he
said. :
In 1923, he wrote “Crystallizing
Public Opinion,” a book that laid

.,:;_v.,tt,f\‘,(‘ﬁ..g P

-*~down the ptinéiplés, practices ‘

and ethics of the profession. He

also began to teach the first

course in public relations at New
York University. .

He quotes Thomas Jefferson as
providing the essence of public
relations: “Without the consent of
the public, no institution can
succeed.” S

It was people power he had in
mind the day he received a call
from the president of the Ameri-
can Tobacco Company. The to-
bacco executive wanted Bernays
to solve a problem: “Women are
not permitted by men to smoke on
the streets” but must instead
smoke secretly at home.

This was long before cigarettes
were deemed hazardous to or2's
health and long before the cur-
rent and lamentable “You've

come a long way, baby” campaign

took cn a similar theme.
Bernays, who already had a re-
spect for the powers of the mind
through influence from his uncle
Sigmund Freud, decided to
spend $125 for a few minutes with

apsychiatrist. He came away with

an idea to use cigarettes as vehi-

cles to symbolize man’s inhuman-

ity to women.
_ Henexttried to come up witha
day of freedom on which to
launch his campaign.July4 was a
natural, but he figured there was
too much going on that day al-
ready. He then hit on Easter Sun-
day as a day that symbolized the
renewal of spirit. T
The next step of the campaign,
Bernays said, was to call some
prominent New York debutantes
and ask them if they'd like to light
“torches of freedom” in the Eas-
ter Parade to protest man's inhu-
manity to women because men

“don't let women smoke in publie. -

The debs. fired up their torches
and marched in the parade. Wo-
men from San Francisco to Phi-
ladelphia also began to carry the
torch, and within six weeks, Ber-
nays said, 39 theaters that had not
allowed women in public smok-
ing rooms, lifted the ban.

P
S wd -
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The bottom line, of course, was
that more cigarettes were sold,
making the president of the
American Tobacco Company a
very happy man. B

He applied the same “consent-
of-the-public” principle the day
Procter & Gamble gave him a ca!l.

The problem was soap — a
necessary product with a nega- -
tive image. -

“Kids hate soap because their
mothers wash their faces and get
it into their eyes,” Bernays said.
As adults, people still remember
the sting. o

Bernays did some research and |
found sculptors who used soap in- .
stead of wax. He helped Procter
& Gamble begin a soap sculptur-
ing contest in the public schools,
substituiing sodgfor the wax
traditionally used in classrooms.
The resulting works of art were
displayed in exhibits across the
country. Bernays also appealed
to American frugality by pointing

out that the soap left over could .

be used for cleaning the _school

rooms.

“THe sale of soap went up,”
Bernays said, “and today most
schools still use soap in art
classes.” _

Those are only two examples of
many he gave Rotarians on the
real strength of people power.

Other fascinating stories in-

" clude how the United States sys-

tem of highways was generated
through a public relations cam-
paign between Bernays and Mack

Trucks, how he launched a cam-

paign equating health with sub-
stantial breakfasts through a con-
tract from the bacon industry,
and how gelatin manufacturers
enlisted him to stress the health-
ful aspects of their product.

- Bernays through the years has
advised presidents of the United
States from Calvin Coolidge
through Ike and counseled legen-
dary figures such as Enrico Car-
uso, Nijinsky, Samuel Goldwyn,
Thomas Edison and Eleanor
Roosevelt. Industrial tycoons,

Continued on Page 8




People power. ..

Continued from Page 1
such as Henry Ford, Henry Luce,
and Alfred Sloan Jr have also

asked for advice. He has advised -

United States bureaus, educa-

tional institutions, broadcasting :

systems, newspapers, ficancial
institutions, labor unions and
numerous institutions.

As he prepares for his 89th
birthday in November, Bernays
isn't quite ready to drop out of the
public relations picture. His cur-
rent project, in collaboration
with others, is {o devise 2 plan to
pull Massachusetts out of its cur-
rent disastrous financial plight.

Sound impossible? Remember,
Bernays is the man who got the
American public to equate ci-
gareftes with torches of freedom.
There may be hope for the com-
_monwealth yet.



| SAVE THE DATE!!!

GALA 100TH BIRTHDAY CELEBRATION
FOR
PR, EDWARD T.. BERNAYS

DATE: Friday, November 22, 1991

TIME: 7:00 PM :
Recep®icn and Dinner

PLACE: Hotel Charles
Cambridge, Massachusetts

LESERVATIONS: $59.00 (estimatzd)

' Your name has been added to the invitation list. -You will
receive a preliminary announcement from Hill & Knowlton, Public

Relations, in late August or early September.

THIS WILL BE AN INTERNATIONAL EVENT.

Frank J. Zeo
617-631-6992 home
617-245-0570 office
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IN CITY COUNCIL
COUNCILLOR DUEHAY September 16, 1991

WHEREAS: On Thursday, November 14, 1991, Dr. Edward L. Bernays will be honored by the
Rotary Club of Cambridge on the occasion of the celebration of his 100th
Birthday; and

WHEREAS: Dr. Bernays, widely recognized as the founding father of public relations, is a
published author, renowned lecturer and advisor to the United States Presidents
and Captains of industry; and

WHEREAS: Dr. Bernays graduated from Cornell University in 1912 and received an honorary
doctorate in Humanities from Boston University in 1966 and an honorary Doctor
of Law in 1977 from Babson College; and

~<WHEREAS: Dr. Bernays has been honored for his works, being the recipient of the rank of
Officer of Public Instruction (France, 1946), the King Christian X Medal
(Denmark, 1946), and the Medallion of Honor of the City of New York to cite
a few; and

WHEREAS: Dr. Bernays has contributed his time and many talents to the community serving
as a Trustee of the New England Conservatory of Music and honorary board
member of the National Multiple Sclerosis Society; and

WHEREAS: Dr. Bernays is the proud parent of two daughters, Doris Held and Anne Bernays
and the proud grandfather of six; now therefore be it

RESOLVED: That this City Council go on record extending its heartiest congratulations and
best wishes to Dr. Edward L. Bernays on the ocassion of his Centennial birthday
and wish for him continued health and happiness; and be it further

RESOLVED: That the City Clerk be is hereby is requested to prepare a suitably engrossed copy
of this resolution for presentation to Dr. Edward L. Bernays on behalf of the
entire City Council.
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In City Council,
Sept. 16, 1991





