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Scientology adds WPP units to attac'

By Gary Lavin

NEW YORK—WPP Group's Hill &
Knowiton, the giant publicﬁmhﬁgll: cy
charged with generating favarable images
for clients, is having public relations prob-
lems of it own.

The latest controversy surfaced last
month, when the ageney was forced to re-
sign the $2 million Church of Scien
International account a week after a May 6
Time cover story labeled the church a “cult
of greed” that had bilked its followers of
millions of doilars.

The church quickly began an ad cam-
m in USA Today attempting to discredit

ime, culminating in a 28-page ine-
style insert June 14 (AA, June 3).

Faor some time, Scientology has been at-
tacking drug marketers and Eli Lilly & Co.
in particular for anti-depressant cts
like Lilly’s Prozac, which the church
claimed could drive users to homicide and

J. Walter Thompson Co., which like Hill
& Knowiton is owned by WPP Group, counts
Lilly as its most important healthcare client
and pressured WPP to force the PR agency to

give up the Scientology sccount. Lilly repre-
sents & significant share of the JWT Health-
care unit's $40 million in billings

In the insert, the church claimed WPP Chief
Executive Martin Sorrell “found himself
wedged between JWTs losses of major client
accounts (referring to the period shortly after
WPP's 1987 takwvzofﬁmag!ncy]anduny‘s
demands that Hill & Knowlton abandon its
account with the Church.”

The ad, created in-house, said Time’s
story was motivated by a desire to protect
WPP's healthcare advertiser clients, and
therefore Time’s own revenues. The insert
claimed “perhaps 15%" of the magazine's
ad revenues, or “an estimated $57 million
come from companies “controlled” by Lan.
don-based WPP, and implied those reve-

————a

nues could have been j
iting the Scientologists.

“Lilly, through its advertising conn
tions and media influence, has attemptec
silence the Church in order to salvage :
protect its billion-dollar Prozac emrp

the Time article,” the ad said.

“I'm not sure quite honestly I underst:
between
Lilly, WPP and Time, but the idea that W
had any hand in the story is ridiculou
said Robert Pondiscio, a spokesman :
Time. He said the newsweekly stands by

the connection they're drawing

article.

Frank Mankiewicz, Hill & Knowlton v .
chairman, described as a “logical fallac
that the Lilly conflict led to the Scientol
resignation, uyinﬁjﬁ was the agency’s o

& Knowiton sour
disputed that assertion; WPP declined

decision. Other

comment.

Meanwhile, SmithKline Beecham Co:
assigned Hill & Knowlton a d:
similar to Prozac less than a week bef:
the Time story appeared, pulled the :
count three days later but left its overs:
business intact. SmithKline wouldn't co
ment but is said to have been unaware t}
the agency even represented Scientolc

which had

and learned of it only from Time.
Top executives were said to be

is slumping.

Many observers trace Hill & Knowito.
appetite for touchy issues to Bob Dile
ider, the agency's flamboyant pre
dent-ceo. He declined to be interviewed -
this article but has been the subject of ¢

lier, unflattering magazine profiles.

“1 think of it as Dilenschneider's style .
and the nature of his perception of wh:
money ¢an be made in PR,” said Lau
Goldberger, analyst at Shearson Lehm

(Centinued on Page 47)

ized if T- -
hadn’t come to Lilly’s rescue by discr

“unco
fortable” with the Scientology account t
didp't want to give up it up at a time wk

(Continued from Page ¢)
Bros., who follows WPag' Under
Mr. Dilenschneider, the agency
hag bw'xl embroiled in controver-
sies involving the U.8. Conference
of Catholic Bishops and the Citi-
2éns for a Free Kuwait.

“The perception was Hill &
Knowlton was an old gray lady,”
said ope executive at the agency.
“What [Mr. Dilenschneider)
wanted to do was wake it up and
bring it to the forefront

A spot check of other clients

didn’t turn up any major concerns
about the con

“Our view of that kind of thing
is that's Bob Dilenschneider’s
problem.” said Wright Elliott, exec
VE.director of corporate commumni-
c;fﬁ:y at Chase Manhattan Rank
“ were taking a tion on
bank deregulation, :T'.}v. oneg
thing But I don't think that ought
to get into our relati ip.”

“They've done a good job
for us, and we don't tell them how
to run their business,” said Donna
Galotti, publisher of Ladies’
Home Journal.

Gary Gerdemann, public rela-

Scott Donaton and Alison
Fohey contributed to this story.




