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Another season, another issue, and an
acedote: A young man interning where I
work recently introduced himself as a huge
fan of Stay Free! We chatted and he elabo-
rated. He is majoring in marketing, has long
been fascinated with advertising, and hopes
some day to make really cool ads. 

Not exactly the hoped-for response.
Sure, readers take what they will. No point
getting uptight about that or trying to shove
something down throats (not that I haven’t
tried). But it does give one pause. (For the
record, Stay Free!’s policy on what to major
in is as follows: Find out which department
at your school has the best teachers—ask
around—and then major in that.)

I got a call the other day from Tommy
Hilfiger’s publicist offering me a chance to
go ride in Tommy’s plane or ship (it was a
vehicle) if I wrote about it. And a man I
interviewed who promotes marketing
practices I clearly oppose has been eagerly
(“aggressively” would sound libelous)
awaiting his appearance in Stay Free! so he
can use it, along with the Village Voice

article that mentions him, to promote his
consultant agency.

Sometimes I think we’re feeding the
machine as much as fighting it, which is
why I hope Stay Free! evolves into
something other than an “anti-commer-
cialism” magazine; something for as-of-yet-
undetermind-but-worthwhile alternatives to
commercial culture/ consumption. (Joshua
Gamson has smart things to say about this,
p. 34). Part of my plan includes organizing

local stunts and pranks. If you’re in New
York, reliable, and interested in this sort of
thing, feel free to get in touch. It would also
be great to have some help with the
magazine itself.

Since the last issue, I’ve started writing
about advertising for the Village Voice. Four
articles here were originally published there. 

The back cover this issue breaks house
rules against hassling people about what
they buy. Forgive us. Sport utility vehicles
must be stopped!

Carrie McLaren
Fall/Winter 1998

Stay Free! does our first-ever action with Goldie
the Friendly Weasel.  Details on p. 9.
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I just picked up my first issue of Stay Free! (#14), and felt compelled to
share a few concerns. My tone can sound didactic at times. Please under-
stand I’m writing out of a good deal of admiration for what you’re doing.

When Mr. Ewen asks you whether you consider yourself of the
left, this is telling. At first blush, one might say, “Of course you’re of the
left; the whole magazine consists of counterculture, radical, subversive
ideas.” Also, you mention your frustration with your parents’ afinity for
Rush Limbaugh, which of course places you to the left.

There are, however, a good chunk of conservative or morally
based writers who arrive at a disgust and thirst-for-change incredibly
similar to yours. Figures like Allan Bloom (The Closing of the American

Mind) and Neil Postman (Amusing Ourselves to Death; I’m not so certain
of his political angle, though he describes problems in U.S. society with a
moral sense these days associated with the right) and Sven Birkerts (The

Gutenberg Elegies: The Fate of Reading in an Electronic Age; again, not
politically spurred but morally or spiritually inspired) are examples of
carefully exacting cultural criticism arriving at a disgust with the
corrosive elements of hip, ironic advertising.

The heavy crap quotient in the recent Miller Time and Sprite ads
is, to my mind, as much a product of runaway capitalist ambition (to
fault of the right, to simplify) as it is a product of the fashionable
smugness and in-your-face-decadence-trumps-the-squareness-of-careful-
reasoning (which found some of its most fertile ground in the ’60s left).

The “anti-conformity” ads of Sprite, which rely on about three
levels of irony, tug at our deep-seated need to see ourselves as original,
even if it means rebelling again “nonconformists,” but also tug at a desire
to belong and “step in line” (as ultimately the schmuck who dutifully
heeds to what he perceives to be a cool ad does when he picks up a
Sprite). Anyhow, please don’t assume that the detritus you’re uncovering
in current culture can only be uncovered from a leftist perspective. After
all, this leeds to a complacency and self-satisfaction—indeed, a
smugness—which are exactly the traits you have so skillfully attacked.

Leif E. Nilsson
Brookline Village, MA

Right. The left and right often agree on what constitute problems—our

focus on materialism, TV overuse, decline of civic values, etc., even while

their ideas about the causes and how to approach them differ.  Neil

Postman has been particularly poignant in showing how left and right

values overlap, so at the risk of being didactic, an excerpt (left). —CM

I am what may be called a conservative.This word, of

course, is ambiguous, and you may have a different

meaning for it from my own. Perhaps it will help us to

understand each other if I say that from my point of

view, Ronald Reagan is a radical. It is true enough

that he continually speaks of the importance of

preserving such traditional institutions and beliefs as

the family, childhood, the work ethic, self-denial, and

religious piety. But in fact President Reagan does not

care one way or another whether any of this is

preserved. I do not say that he is against preserving

tradition; I say only that this is not where his interests

lie. You cannot have failed to notice that he is mostly

concerned to preserve a free-market economy, to

encourage the development of what is new, and to

keep America technologically progressive. He is what

may be called a free-market extremist. All of which is

to say he is devoted to capitalism. A capitalist cannot

afford the pleasures of conservatism, and of

necessity regards tradition as an obstacle to be

overcome. How the idea originated that capitalists

are conservative is something of a mystery to me.

Perhaps it is explained by nothing more sinister than

that capitalists are inclined to wear dark suits and

matching ties. • In any case, it is fairly easy to

document that capitalists have been a force for

radical change since the eighteenth century,

especially in the U. S. This is a fact that Alexis de

Tocqueville noticed when he studied American insti-

tutions in the early nineteenth century. “The American

lives,” he wrote, “in a land of wonders; everything

around him is in constant movement, and every

movement seems an advance. Consequently, in his

mind the idea of newness is closely linked with that of

improvement. Nowhere does he see any limit placed

by nature to human endeavor; in his eyes something

that does not exist is just something that has not

been tried.” • This is the credo of capitalists the world

over, and, I might add, is the source of much of the

energy and ingenuity that have characterized

American culture for almost 200 years. No people

have been more entranced by newness—particularly

technological newness—than Americans. • That is

why our most important radicals have always been

capitalists, especially capitalists who have exploited

the possibilities of new technologies. The names that

come to mind are Samuel Morse, Alexander Graham

Bell, Thomas Edison, Henry Ford, William Randolph

Hearst, Samuel Goldwyn, Henry Luce, Alan Dumont,

and Walt Disney, among many others. These

capitalist-radicals, inflamed by their fascination for

new technologies, created the twentieth century.

—Neil Postman, “The Conservative Outlook,” a

lecture to conservative business people in Austria. In

Conscientious Objections, 1988.

MR. POSTMAN
Stay Free!
P.O. Box 306
Prince St. Station
New York NY 10012
stayfree@metalab.unc.edu
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Perhaps you’ll find this interesting. I started
reading Stay Free! because of a question I
stumbled across while thinking (the source of
all my problems) about various “what if”
situations. Here’s the question: Suppose the
corner vender makes the best ham (or tofu, if
you’re a vegetarian) sandwiches in the world.
Everyday on your way to work you stop by
and buy one for lunch. Now, you never really
talked with the guy, but he seemed nice
enough. He was always polite and friendly.
Then, one day, through a reliable source, you
learn that this same friendly vendor goes home
and beats his wife. Do you continue to buy
your sandwiches from him?? Granted, you’re
giving him money for services rendered, but
where do morals fit into this equation? Should
you stop supporting this creep because of what
he does in his personal life? Or should you just
accept “business is business” and leave it at
that? Is it a person’s responsibility as a
consumer to do “research” on every product he
or she buys? But where does one’s personal
privacy come into play? I avoid Blockbuster
because I don’t want to support the Christian
Coalition. But the owner of Blockbuster just
happens to be a major supporter of the
Coalition. Blockbuster isn’t advertised as
“Christian Coalition Headquarters.” In fact,
the Coalition has nothing to do with
Blockbuster as far as the business aspect is
considered (I think). But, knowing that extra
information directly affects whether or not I
will do business with them. Is ignorance truly
bliss? So then I decide to go to a mom and pop
video rental place . . . yet the mom and pop
video store that I do visit could be turning
around and giving all their profits to the
Christian Coalition as well. So am I supposed
to start asking them what they do with their
money? Or should I just give them money for a
video rental and let them do whatever they
want with their money? Anyway, these are the
questions that are keeping me awake at night,
and that’s why I read your mag! Keep up the
good work! 

Mike Mueller
Novi, MI

Last night, I was watching TV and a PSA came across
the tube. It was a young girl and a local anchorwoman
talking about a famous artist who had been inspired by
a teacher. Turns out to be Georgia O’Keefe, someone I
deeply admire and respect.

I was pleased, to say the least, to see a reflection of
my tastes flashing across the screen like that, even if it
was only 30 seconds’ worth. After the PSA, the words
“brought to you by Chevrolet” lit up for five seconds or
so. This really pissed me off. How dare they co-opt my
favorite artist to sell their fucking cars? 

This morning as I drove to work I got to thinking
about it again. This shit is going on everywhere! On
July 4th I went to an Independence Day celebration in
York, Penn., to see some fireworks and watch some
friends play in the symphony. The first thing I noticed
(because I look for things like this) was a huuuge Bon-
Ton (department store chain) banner behind where the
symphony was going to play. Underneath that was a
smaller banner for the York Newspaper Co. 

When the proceedings got started they mentioned
Bon-Ton five times, and York News three. Each
company had a representative get up on stage and talk
about the great deeds that Bon-Ton is doing, sponsoring
the fireworks and symphony, blah blah blah. There was
one mention of the fact that it was the nation’s birthday
(and a smattering of applause in response).

Since there were 1500 Bon-Ton employees occupying
the prime seats in the grandstand, a huge round of
applause rang out every time a Bon-Ton moment
occurred. I felt very alone. If 1,500 people start to clap,
the other 5,000 suckers sitting behind them will
automatically start clapping, too. Ugh! 

It didn’t end there. After a horrible, horrible
presentation by Up With People! that lasted nearly an
hour, the fireworks started. The notable feature of the
show was the ground effects display near the end. Lit
up in flaming points of light were the words, “Thank
You Bon-Ton and York News.” It was disgusting. 

Stadiums get bought out by corporations, which
plaster their names everywhere. Sporting events are
heavily underwritten by corporations which attach
their names to the event.
Ray Charles hawks for
Hardees. “Life in a
Northern Town” was
licensed for a hayfever
drug. Nothing is sacred
any more, and so I was
inspired to create this
picture. Hope it slightly
amuses you. 

John Nolt
Harrisburg, PA

Yikes!  Get it off!
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All babies may look alike, but just
wait until they can talk. Western
International Media has published a
study called “The Nag Factor” to
figure out the different “nagging
styles” kids use to pressure their
parents to buy.  Indulgers (29%)
give their kids everything they want.
Kids’ Pals (15%) want to have fun
like their offspring.  Conflicted
(22%) buy out of guilt and contain
a high proportion of single or
divorced parents. Bare Necessities
(32%) have the highest median
household income, yet are the least
likely to give into kids’ pleas.
According to the study, it’s the
quality—not the quantity—of
nagging that counts. “Importance
nagging,” a form of manipulation
where a kid argues a need (“I’ll die
if I can’t go on Space Mountain!”)
increased purchases of food and
beverages, CD-ROMs, and visits to
theme parks by 42%. (Brandweek,
4/13/98)

Super Jockey is a Japanese
comedy/game show in which
celebrities compete in eating
disgusting flavors of ice cream,
playing charades, etc. Not terribly
unlike American Gladiators except
for one thing: the show’s unique
plan for giving sponsors air time.
Instead of paying for commercials,
sponsors can earn a spot by
bringing bikini-clad women on to be
dunked in scaldingly hot water. The
longer the women can stay in the
water, the longer she is allowed to
deliver a commercial. Most women
last three or four seconds in the
heat, after which they rub ice over

themselves or jump up and down in
pain as the camera focuses on their
reddened breasts and legs. Once
they have cooled off, they can
advertise whatever product they
want for exactly the among of time
they were able to stay in the water.
(New York Times, 7/14/98)

A decade ago, about a quarter of
the nation’s nursery schools had
computers. Now, nearly all do.
Child-care giant KinderCare
Learning Centers Inc. uses
computers for three- and four-year-
olds at all of its facilities.
Computertots offers computer
training for two year olds via 238
franchises around the world.
Knowledge Adventures plans to
unveil JumpStart Baby in summer
1998. The product is called
“lapwear”—meaning an infant may
have to sit on a parents lap while
playing—and it is geared to those
between ages nine months and two
years. (WSJ, 4/2/98)

Moms-to-Be Resource Center in
Atlanta is but one of several clinics
reaching out to teenagers with fun
and games. Visitors can play Fetus
Bingo (U is for uterus, F is for fetal-
alcohol syndrome, S is for Sex . . .
FETUS!); watch the “Magical
Moments of Birth” video;  or coddle
fake, finger-sucking fetuses (three
sizes available: 10 weeks, 15 week,
20 weeks). For each activity, partici-
pants rack up points: 5 for reading a
“Teen Esteem” pamphlet, 35 for
watching “Smokey Sue Smokes”
inhale. Points can be redeemed for

Avon products, Winnie-the-Pooh
outfits, or other gifts. 
(WSJ, 1/26/98)

The following memo was sent to
magazines that Coca-Cola advertises
in. It’s from Coke’s ad agency,
McCann-Erickson, and stipulates
where Coke ads may be placed in
the mag:

The Coca-Cola Company requires
that all insertions are placed
adjacent to editorial that is
consistent with each brand’s
marketing strategy/positioning. In
general, we believe that positive and
upbeat editorial provides a
compatible environment in which to
communicate the brand’s message.
We consider the following subjects
to be inappropriate and require that
our ads placed adjacent to articles
discussing the following issues:

• Hard News
• Sex related issues
• Drugs (Prescription or illegal)
• Medicine (chronic illnesses such as

cancer, diabetes, AIDS, etc.)
• Health (mental or physical

medical conditions)
• Negative Diet Information

(bulimia, anorexia, quick weight
loss, etc.)

• Food
• Political issues
• Environmental issues
• Articles containing vulgar

language
• Religion

If you have a positioning question
or if an ad needs to be moved due

WORLD VIEW SELECT MARKETING
HEADLINES
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to inappropriate editorial, you
must contact the AOR immediately
and provide positioning options. If
an appropriate positioning option
is not available, we reserve the
right to omit our ad from that
issue. The Coca-Cola Company
also requires a minimum of 6
pages separation between compet-
itive advertising (any non-alcoholic
beverage, including water, juice,
coffee, milk). If there is more than
one Coca-Cola brand running in
an issue of your magazine, we
require 6 pages of separation.

TV news broadcasters in California
had a rude awakening when KTLA
broadcast a debate between candi-
dates for governor and had their
usual morning ratings double.
KTLA news director Jeff Wald
explained, “We had been caught
up in other things and hadn’t
realized that this is a very inter-
esting race.” According to Wald it
was “because of the May Sweeps.”
Wald said the sweeps “discourage
political coverage in the month
before the primary at all stations.”
(Washington Post, 5/23/98, via
Newspeak)

To discourage overzealous
collectors, Target employees in the
Southwest have punched holes in
the packaging of commemorative
NASCAR race-car replicas. In the
race to acquire these limited-
edition cars, collectors have been
paying children to locate them.
Some of the kids have been lining
up before stores open to get first
crack at the shelves. Fistfights
reportedly have broken out at
some places, with kids getting
knocked down in scuffles between
adults. It’s the same sort of mania
that has been driving the Beanie
Babies market, and the Kenner
action-figures market before that.
(San Francisco Examiner, 6/13/98)

What do Shaquille O’Neal, Jamie
Lee Curtis, Michael Bolton, Dom
DeLuise, Mary Chapin-Carpenter,
Kirk Douglas, John Travolta, Sarah
Ferguson, Carly Simon, and Patrick
Ewing have in common? They’ve
all recently authored children’s
books.  From Mr. Bolton’s The
Secret of the Lost Kingdom:

The prince told him of the
mysterious warrior, who was so
like himself, and of the many 

others who fought courageously
for what they felt was rightfully
theirs. “Father, I’ve always believed
that when I fight for Mentor-ia, I
fight for what is right and just. But
if we are going to slaughter poorly
armed men, then I must leave.”

According to a Scholastic
spokesman for Patrick Ewing,
“He’s definitely involved” in his
series Patrick’s Pals, explaining,
“He does write.” (WSJ, 5/4/98)

When it opens next year, the new
Novergies Centre garbage plant
will have an artist-in-residence, an
exhibition hall, a teak sun deck, a
view of the cathedral, even catering
facilities for receptions. Unlike the
U.S., which enjoys enough space to
dump most of its garbage in
landfill sites, Europe burns a lot of
its waste. No one wants an indus-
trial eyesore in their backyard, so
town planners and municipalities
are turning to architects and
artists. “A community won’t accept
a site unless it’s beautiful. It has to
look like a ship or a wave,”
saysHerve Guichaoua, a project
director for Foster Wheeler Corp.
(WSJ, 6/10/98)

WORLD VIEW
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STAY FREE! ACTION
As we go to press, Goldie the Friendly Weasel has been greeting people

across New York City. Goldie is the decidedly unofficial mascot of the

Golden Marble Awards, the Golden Marbles being the ad industryÕs new

prize for advertising that targets kids. Sponsors of the Golden Marble

include Nickelodeon, Fox Kids, the Cartoon Network, and several multi-

national ad agencies.

To help promote the Golden Marbles, Stay Free! created a comic

book,Goldie the Friendly Weasel, and handed copies out to the public

around FAO Schwarz toy store, Nike Town, and the Disney Store the day

before the Golden Marbles ceremony. If I didnÕt have to send the zine

to the printer in three hours, IÕd write more about this amazing, surreal

experience. IÕm convinced that everyone should spend at least one day

of their life hanging out with a nasty, 5-foot tall, tie-wearing weasel

(at any rate, people are about ten times more likely to take your liter-

ature if youÕve got such a creature in tow). We quickly lost track of

requests for Goldie photos and terrified, crying toddlers. Mission

accomplished!

Special copies of Stay Free!#15 include a copy of

Goldie. If you would like one, send $1 to Stay

Free!, P.O. Box 306, Prince St. Station, NYC 10012.

Goldie co-conspirators: Tim Ries, Dale Flattum

(who did the illustrations), Alexandra Ringe (the

weasel), David Glenn, John Aboud, Matt Ransford,

David Gochfeld, Andrew Hearst, Elisabeth Vincentelli,

T.L. Popejoy, and Carrie McLaren. Photos by Carrie.

One more
year and then IÕll
finish my novel...
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