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A CITIZEN’S GUIDE TO  
AUTO SHOW ACTIVISM 

 
Almost every week, somewhere in America a greenwash of monumental proportions 
takes place. The Auto Industry, which consumes 70% of all the oil in U.S. and produces 
more greenhouse gases than 198 countries, holds auto shows to promote its gas-guzzlers 
to new audiences. With all the glitz and glamour of a Las Vegas casino, these shows are 
one of the largest public relations opportunities for the Auto Industry. The North 
American International Auto Show (NAIAS) in Detroit alone brings 750,000 participants 
and 6,640 reporters from around the world through its doors. These auto shows are one of 
easiest ways for companies to promote their vehicles and generate a market buzz. 
Because of their significance auto shows are one of the best ways to attempt to change 
the industry.  
 
Auto Shows Are the Place to Be 
Auto Shows are the biggest events in the entire industry. With a few well-planned events 
you can help change the tide and push the industry for real change. This guide is intended 
to give you a few ideas on how to go about it.  
 
Auto shows can be the perfect place 
to speak out against oil addiction. 
At these spectacles, automakers 
showcase their latest cars, the press 
develops their analysis of the latest 
vehicle lineup, and millions of 
people go to check out the hottest 
cars on the market.  These are the 
three groups with which our 
campaign tries to engage.  
 
Read on to learn about some of the 
best ideas we’ve tried at autoshows 
across the globe. Not every idea 
will work in your area and we are 
sure that there are more ideas out 
there. Feel free to play around with 
them and adapt and create your own. If you find something that works email it to 
info@freedomfromoil.com so we can share it with others. Send in your pictures or videos 
and we will be sure to get them on the site and send a few to the automakers themselves, 
as well. 
 
Also take a look at www.4x4network.org to see what our partners in Europe are doing at 
autoshows—from green helmets to mock funerals, ideas abound. Most importantly, while 
doing this work, have fun!  It’s a long battle to break America’s oil addiction and if we 
aren’t laughing, we aren’t going to make it. 



 
 
Why We Need the US Auto Industry to Change? 
 
America's oil dependence endangers our nation’s security, 
our economy, and our environment. The U.S. consumes a 
quarter of the world's total oil, but has less than 3 percent of 
its known reserves. A safer, more secure energy future is 
well within our reach but we need to reform the auto 
industry to do it. 
  
We are calling upon the auto industry to dramatically 
improve fuel economy - to the benefit of consumers, the 
environment, national security and their own financial 
futures. Increasing the fuel economy of cars and trucks is 
the fastest and cheapest way to reduce U.S. oil dependence, 
while simultaneously saving consumers money, improving 
our nation’s security, and reducing our greenhouse gas 
emissions. 
 
The technology exists today to raise average fuel economy to 40 miles per gallon. While 
this fuel-saving technology is currently on the road in some models, it should be in all. 
But instead of putting this technology to work, it is gathering dust on Detroit’s shelves.  
 
What would 40-mpg give us? 
 
A fleet wide average of 40-mpg would save us nearly 4 million barrels of oil a day—
more than we currently import from the Persian Gulf and could ever get from the Arctic 
Refuge, combined. 
 
Instead of laying workers off in the tens of thousands - raising average fuel economy to 
40mpg by 2015 would create an estimated 161,000 new jobs and save consumers $23 
billion annually.  
 
The 40-mpg standard would also eliminate 1 billion tons of global warming pollution. 

  



ACTION IDEAS  
 

1. Oil Addicts Anonymous: 
 
Oil Addicts Anonymous (OAA) has one primary 
purpose: to help ourselves, our corporations, and 
our governments end oil addiction. 
 
There are those who predict that OAA may soon 
become a worldwide movement for spiritual 
awakening. When our allies say these things, they 
are both generous and sincere. But in OAA, we 
know that we must take it one guzzler at a time. 
 

The first step in breaking any addiction is to admit that you have a problem. With the 
auto industry guzzling 1 in every 7 barrels of oil in the world today, the problem is self 
evident but getting them to admit it is a little more challenging. Since AA has such a long 
and successful history in helping addicts get into recovery, we hope that OAA will do the 
same for the auto industry. 
 
The next time that the auto industry comes to town why not hold your own OAA 
meeting? It’s not that difficult--a few chairs, some coffee& doughnuts and a public 
address system and you are ready to go. We held our own OAA meeting outside of the 
Los Angeles Auto Show and thought we would share the script to give you some 
inspiration.  So, invite your friends, invite the press, and invite the auto CEOs and start 
down the Road to Recovery. 
 
 

Hello, my name is Rick W., I'm the CEO of 

General Motors, and I am addicted to oil.... 

And it's gone from bad to worse. The other 

night we were binge guzzling in my corner 

office, Alan M was there, we were high on 

fumes. Then Lee R. came over from Exxon, 

and we all got into bed together. Next thing I 

knew, I woke up in a pool of my own carbon 



OAA Meeting Minutes - LA Auto Show, November 29, '06 

Attending: 
Bill W. (generic LA commuter) 
Alan Mullaly, CEO of Ford 
Willie Nelson 
Fujio Cho, CEO of Toyota 
Fred Flintstone 
Rick Wagoner, CEO of GM 
 
Script: 
Bill W: My name is Bill W., I 
commute to work from Burbank, 
and I am addicted to oil. [Hey 
Bill.] Let's begin today's meeting 
by reciting the Oil Addicts 
Anonymous serenity prayer. 
 
God grant me the serenity to accept the carbon emissions I can not change, 
the courage to reduce the carbon emissions I can, and the wisdom to know 
the difference. 
 
A lot of you already know my story: I've been an addict since I was 16 
when daddy got me started with a hand-me-down Buick back when all I 
had was my learner's permit. Feels like I've been stuck in traffic ever 
since. I've got two kids now, and it's been real hard on 'em. Like father like 
son, I guess. Used to take a real bite out of the family finances too, 
especially with gas prices what they are. I just couldn't keep going like 
that. It took me 20 years, but last March I got myself a Prius, and now I 
bike whenever I can, too. [That's great Bill.] [Yeah, way to go, brother.] 
[Clapping?] 
 
Before I sit down let's thank Jo who brought the donuts, and David for the 
coffee. And let's everyone turn to the person next to us and say hello. 
Now, who else would like to speak? 
 
Alan M: Hello, my name is Alan M., I'm the CEO of Ford Motor 
Company, and I am addicted to oil. [Hey, Alan.] I've been an oil addict so 
long I can't even remember being sober. But there was a time, back in 
1923, when my Model T got 25 miles per gallon, and life seemed so full 
of promise. But the demon of cheap oil took hold of my soul and I've been 
backsliding for 80 years. In spite of my fancy talk and technology, most of 
my cars get less than that now. My Explorer SUV gets only 16, and my 
Expedition only 12. And I've broken promises to the people I love the 
most -- my customers. And now they're deserting me in droves -- and who 
can blame them? I said I'd raise SUV fuel efficiency and I didn't. I said I'd 
build 250,000 hybrids and I didn't do that either. I'm letting everyone 



down. And this week I'm announcing an Explorer FCV concept car that 
won't ever hit the road. What's my wife going to say when she finds out? 
[Hang in there Alan.] 
 
Willie N: Hello, my name is Willie N., I'm a country singer, and I am 
addicted to oil. [Hey, Willie.] Vegetable oil, that is. I've been clean and 
sober now for almost 3 years. I drive a bio-diesel bus, because, well, 
because global warming is always on my mind. When I walk out that 
door, I'll be burning vegetable oil, french fry grease, top-grade A1 
McDonalds compost. And I just can't wait to get on the road again. 
 
Fujio C: Hello, my name is Fujio C, I'm the CEO of Toyota, and I am 
addicted to oil. [Hey, Fujio.] We didn't have a lot of oil when I was 
growing up -- my family comes from small island in the Pacific -- so I 
learned to conserve. With the most hybrids on the market and 2nd highest 
overall mpg I always thought oil addiction was somebody else's problem. 
But lately I've found myself staying out late after work, selling large-
platform trucks like the Tacoma and the Tundra. I was so high on the 
profit margins that I didn't even notice the irony. You know, if I sell 
enough Tundras there won't be any Tundra left. Until one night I stumbled 
home, started drunk dialing my entire engineering staff and had them kill 
the RAV 4. Just like that: no more Electric Vehicle program. What was I 
thinking? How could I have done that? I realized then and there that oil 
addiction can happen to anyone. 
 
Fred F: My name is Fred F. [Hey, Fred.] I live in Bedrock, with my wife 
Wilma, and my modern stone-age family, and I am addicted to dinosaur 
bestiality, cave painting porn, and obelisk gambling, but not to oil. 
 

Rick W: Hello, my name is Rick W., I'm the CEO of General Motors, and 
I am addicted to oil. [Hey, Rick.] I've had a guzzling problem for years. 



You guys know what it's like. Dow Jonesing for a joy ride. Driving alone. 
The smog, the asthma. The denial, always the denial. I even hired 
scientists to tell me I don't have a global warming problem. Finally, I 
thought I got a handle on it with the EV-1 -- all electric, zero-emissions, 
even Tom Hanks had one. I was cleaning up. My wife took me back. Then 
I don't know what got into me, but I lost it again, crushed them all, 
brought out the Hummer. And then the H2, and then the H3. And it's gone 
from bad to worse. The other night we were binge guzzling in my corner 
office, Alan M was there, we were high on fumes. Then Lee R. came over 
from Exxon, and we all got into bed together. Next thing I knew, I woke 
up in a pool of my own carbon emissions. I realized that global warming 
was real and it was destroying my family and my country and my planet 
and I called my wife and I told her this time, this time, this time, I would 
really get clean and sober. I told her about the new Yukon SUV hybrid, I 
told her about our new plug-in hybrid. But she'd heard it all before. You 
still have the lowest fuel standards in the industry, she said. Your plug-in 
won't be available for years. How can I trust you? And what could I say. I 
guess I've just got to try harder. 
 
BILL W : I feel your pain Rick, I drove your cars for years, and I think 
Rick speaks for all of us here at Oil Addicts Anonymous, Downtown LA 
Chapter. Does anyone else want to share their story? No? Okay. 
Remember, it's tough out there for all of us. All we can do is follow our 
motto. Say it with me. One guzzler at a time. [One guzzler at a time.] 
Remember, no matter where you are, you belong here. We are all addicted 
to oil. We all belong at Oil Addicts Anonymous, even if you don't think 
you do. 
 
And now to close our meeting here's a few words from our special guest 
today, Nell G., from the Freedom from Oil Coalition... 

 



2. PLEDGE DELIVERIES: 
 
If you really want to test how committed the 
auto company of your choice is to improving 
fuel-efficiency, lowering greenhouse gas 
emissions, and saving jobs, money and the 
environment, why not try to get them to sign an 
actual commitment? If a company is truly 
committed to Freedom from Oil, it should be 
no problem to put it in words and sign it in 
front of you, now should it? 
 
At the LA Auto Show, we followed up on a 
very inspirational speech by GM CEO Rick 
Wagoner with just such a stunt.  Members of 
the Freedom from Oil coalition dressed in their 
finest business attire, posed as members of the event team, and respectfully approached 
CEO Wagoner on stage. They shook Rick’s hand and tried to get him to sign a pledge to 
commit to everything he just outlined in his speech.  
 
Check out the results at http://www.youtube.com/watch?v=XoQkVYn0gCU&NR 
 
Download a pledge at www.freedomfromoil.org today and see if you can get a signature. 
 
 

 



3. OIL ENFORCEMENT AGENCY:  
 
Sometimes companies refuse 
to do what is necessary for the 
good of the planet and the 
country.  When that happens, 
an agency needs to step in and 
start laying down the law. The 
Oil Enforcement Agency 
(OEA) is just such an 
organization. 
 
The Oil Enforcement Agency 
was founded on January 31, 
2006, by an act of civic 
charter following the 217th 
State of the Union Address.  
In his address, the President of the United States established the Agency's mandate: "We 
have a serious problem: America is addicted to oil. To break this addiction ... we must ... 
move beyond a petroleum-based economy."   
 
The mission of OEA is to enforce this mandate by bringing to justice those organizations 
and leaders that are involved in oil-addiction-fostering extraction, manufacture, or 
distribution of oil or oil consuming vehicles; and to recommend and support programs 
aimed at reducing dependence on said oil and other fossil fuels. 
 
While the OEA is a relatively new agency and we are still developing the full arsenal of 
its tools we do have a few early tools perfect for the auto show in your area. 
 
 
Tickets:  
 

 
 
Another tool that you have at your disposal as a member of the OEA is vehicle citations. 
Many of us have gotten tickets for speeding or parking too close to a fire hydrant. Our 
tickets are much more serious with fines ranging in the millions of dollars for global 



warming, wars, forest destruction etc. You don’t want to get one of these on the hood of 
your car. The guideline we use for ticketing is that anything that gets a lower fuel 
economy rating than a model-T Ford (24 mpg) gets at least a ticket or two. 
 
To request a batch of tickets, email info@freedomfromoil.com 
 
 
The Survey:  
 
With some of the leading causes of global warming and asthma inside the doors of your 
auto show, it is integrally important that the public is aware of the health and safety risks 
of entering the show.  
 
We’ve put together a survey to help auto show attendees asses the risks associated with 
auto shows and oil addiction.  So, grab a clipboard 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Climate Crime Scene: 
 
If vehicles are really atrocious polluters– say a Hummer, a Ford Expedition or a Toyota 
Tundra Crew Max-- you may want to consider setting up your own little climate crime 
scene while dressed as Oil Enforcement Officers.  Grab some caution tape, cordon off the 
vehicle, and keep people safe until security arrives to secure the scene for you.  

 
 
 



4. GREENWASH CARWASH: 
 
During the last Auto Show in Los Angeles at the exact same time GM CEO Rick 
Wagoner was giving his speech on how environmentally friendly his company was, a 
team of lawyers representing GM and the other major auto manufactures were in the 
Supreme Court of the United States arguing that “carbon was not a pollutant” and thus 
should not be regulated under the U.S. clean air act. 
 
At auto shows as companies like GM make these grandiose speeches and unveil eco-
friendly concepts not intended for people to actually drive them it’s integrally important 
that we put some of these 
concepts into perspective. We 
want progress not PR and we 
want actual commitments not 
more concepts. 
 
The green wash car wash is a 
great way to remind the press, 
attendees and the companies 
that we are on to their game.  
 
If someone you know drives a 
gas-guzzler ask to clean it for 
them. Drive it to your nearest 
auto show. Get out your roller 
skates, dust off your Beach 
Boys eight-track, and get some sponges, green tempura paint and water and you are ready 
to rock.  
 
Take a look at some of our video from LA so you know what we mean -
http://www.jigsawedit.com/laautoshow/ 

 



5. SHOOT AN AMBUSH VIDEO 
 
Calling all video activists! One of the best and easiest 
ways you can help the fight for human rights and our 
planet is getting in there and asking the tough questions 
or putting together your own short you-tube video to 
help spread the message about US oil addiction. 
 
An ambush video is an unscheduled interview with a 
public figure (i.e. an auto industry executive) on a 
controversial subject (global warming, releasing 
concepts rather than commitments, oil addiction etc.). 
With ambush videos we want the facts, not the spin. We 
want commitments not green wash. You are looking for 
the most revealing response you can get! 
 
We want to get auto execs on the record. Ambush 
interviews help to highlight hypocrisy, greed, influence 
peddling, weak excuses, and all the other ways the auto industry is sabotaging our future 
by committing to gas-guzzlers rather than ending their addiction.  
Check out one example from the LA auto show of what Auto industry folks will say if 
you give them the opportunity - http://www.youtube.com/watch?v=UFDjz1VqFlE&NR 
 

How to Shoot an Ambush Video
1
 -  

 
Your job is to get answers to tough questions on video. 

·  Practice. Get a friend to roleplay.  
·  Ask one question at a time.  
·  Don’t be a wimp! Push for an answer.  
·  Start out with one or two non-controversial questions. Ease into your tough 

questions. 
·  Once you ask your question, stop talking. The more you talk, the less your subject 

needs to.  
·  Act professional! You may be ambushing your subject, but don’t let them walk 

away from you because you act like a jerk.  
·  If your subject storms off, keep the video rolling. That may be the most important 

part of what you get!  
 
Make it look good!  Focus on the factors you can control. 

·  Get close to your subject so that his or her face fills the frame.  
·  Keep your camera still.  
·  Turn off the date/time “stamp” on your camera.  
·  Don’t zoom in and out. 
·  Make sure there is enough light in the room.  

                                         
1 from http://www.ambushtv.us/html/modules.php?name=Content&pa=showpage&pid=2 



·  Focus on the person you are interviewing—you are not the news. (Sorry!)  
·  Don’t get cute with your editing – don’t try to “phony up” a question-and-answer 

sequence.  
 
Make it sound good! 

·  The questions asked must be audible on the video.  
·  The answers from the interviewee must be audible. An external microphone 

attached to the camera and pointed at the subject should take care of this. 
·  The quieter the location, the better. Too much background noise will ruin your 

submission. 
 
Post It on You Tube: 
You Tube is another amazing phenomena. Within hours of posting a video on you-tube it 
can be viewed by thousands of people all around the world. You can help harness this 
resource to help end America’s oil addiction by shooting your own short video. 
 
Check out two examples: 

1. Kermit goes to the North American Auto Show and resigns from Ford Motor 
company - http://www.youtube.com/watch?v=3GEfqM3P4ZA 

2. A video from an amazing group called autoshowshutdown in Chicago - 
http://www.youtube.com/watch?v=bbOC3kaPi28 

 
IF YOU HAVE VIDEO PLEASE SUBMIT IT TO info@FreedomF romOil.org 

 
 
 
 
 



MEDIA 
A How-To Guide 

 
For every action (if it’s appropriate), we recommend that you invite the media. While the 
problems with corporate media are many, it still among the best ways to reach the 
millions of people that we’d like to hear our message. Below are a few tips for getting 
great media: 
 
Step 1: Plan a really great event – see above.  
Step 2: Write a Media Advisory (Sent out 3-5 days before event) 
Step 3: Write a Press Release (Sent out 1-2 days before and follow up calls made) 
Step 4: Give interviews to the media that arrive (See tips) 
Step 5: Write a letter to the editor and get others to do the same 
 
 
HOW TO WRITE A MEDIA ADVISORY 
(Adapted from Salzman’s “Making the News” and SPIN Project Materials) 
 
What is a Media Advisory? 
·  Functions as an FYI that alerts journalists to an upcoming event 
·  Gives basic information: the who, what, where, when and why. 
·  Sent out a few days before the event. 

Elements 

·  Headline.  This will make or break the advisory—include the most important 
information in the headline, and make it punchy. The headline can be up to four lines 
if necessary, including a sub-head, if used, but keep it short (and remember to use a 
large font – it’s eye-catching!). 

·  Short description of the event and the issue.  Make it visual (“Citizens will carry 
large placards and life-size puppets to the Governors Mansion to protest the latest cut 
in education funding.”) 

·  List the speakers at your event. 
·  Include a quote from somebody from your organization who works on the issue. 

This quote should be the main message that you are trying to convey to the press, and 
in extension, to the public. Therefore, it should be clear, well thought out and 
strategic 

·  Contact information.  In the top right corner, type names and phone numbers of two 
contacts. Make sure these contacts can be easily reached by phone.  Include the 
contact’s home phone number, if appropriate. 

·  Include a short summary of your organization in the last paragraph. 
·  Mention “Photo Opportunity” if one exists and be sure to send it to the photo 

editors of local news outlets as well as to reporters – they don’t always share 
information with each other! 

 



Structure / Form 
·  In the top left corner, type “Media Advisory.” 
·  Beneath “Media Advisory,” type the date 
·  Type “  -30- ” at the end of your advisory.  This is how journalists mark the end of 

copy. 
·  Type “MORE” at the end of page 1 if your advisory is two pages, and put a contact 

phone number and short headline in the upper-right hand corner of subsequent pages 
·  Print your advisory on your organization’s letterhead. 

How to distribute it: 

·  A media advisory should arrive at news outlets 3 to 5 working days before the event. 
·  Fax or mail (if time permits) your advisory to the appropriate reporter, editor or 

producer at each news outlet on your press list. 
·  If your region has a “daybook” (you can find out by calling the newsroom of your 

largest local newspaper) be sure to submit your advisory.  A daybook lists news 
events scheduled to take place in the region on that day.  Major news outlets review 
the daybooks each morning. 

·  ALWAYS make follow up calls the day before your event, and have the advisory 
ready to be faxed.  

 
 
HOW TO WRITE A PRESS RELEASE 
(Adapted from Salzman’s “Making the News” and SPIN Project Materials) 
 
What is a Press Release 
·  Informs reporters about your event, report, or issue. 
·  More detailed than the advisory—should tell all the information a reporter needs to 

write their piece. 
·  Envision, then write the press release as the news story YOU would want to see 

written. 
·  Sent out the morning of or the day before the event. 

Elements 

·  Headline.  This will make or break a news release—include the most important 
information in the headline, and make it punchy. The headline can be up to four lines 
if necessary, including a sub-head, if used, but keep it short (and remember to use a 
large font). 

·  Important information should jump off the page—most reporters will only spend 
30 seconds looking at a release. 

·  Spend 75 percent of your time writing the headline and the first paragraph.  
·  Use the inverted pyramid style of news writing. Make your most important points 

early in the release and work your way down. 
·  Keep sentences and paragraphs short.  No more than three sentences per 

paragraph.  
·  Include a colorful quote from a spokesperson in the second or third paragraph. 



·  Include a short summary of your organization in the last paragraph. 
·  Mention “Photo Opportunity” if there is one.  Be sure to send a copy of the release 

to the photo desk. 
 
Structure / Form 
·  In the top left corner, type “For Immediate Release.” 
·  Below “For Immediate Release,” type the date.  
·  Contact Information: In the top right corner, type names and phone numbers of two 

contacts. Make sure these contacts can be easily reached by phone.  Including the 
contact’s home phone number, if appropriate. 

·  Type “ -30- ” at the end of your release.  This is how journalists mark the end of a 
news copy. 

·  Type “MORE” at the end of page 1 if your release is two pages, and put a contact 
phone number and short headline in the upper-right hand corner of subsequent pages. 

·  Print your release on your organization’s letterhead. 

How to Distribute It 

·  A release should be sent out the morning of, or the day before, your event.  In some 
cases, you may want to send an “embargoed” copy to select reporters ahead of time, 
meaning that the information is confidential until the date you specify. 

·  Generally, send a release to only one reporter per outlet.  
·  ALWAYS make follow up calls after you send the release.  If your release is 

announcing an event, make the calls the morning before your event is scheduled.  
·  Have a copy of the release ready to be faxed when you make the calls.  
 
 
HOW TO GIVE A GREAT INTERVIEW  
·  Discipline your message!  Use your slogan or message as much as possible. 
·  Familiarize yourself with (memorize!) three soundbites (with backup information). 

Write them down.  
·  Always turn the question back to your message. 
·  Anticipate questions, practice your answers in advance. 
·  Know the opposing points. 
·  Practice—even people who speak all the time practice. 
·  An interview is never over even if the tape stops rolling.  Everything you say to a 

journalist is on the record 
·  Don’t get frustrated by difficult questions—just stick to your messages 
·  If you slip up, don’t worry.  Just ask the reporter to start again (unless it’s live). 
·  If you need more time to think, ask the reporter to repeat the question or ask a 

clarifying question—or simply pause and think before answering. 
·  If you don’t know an answer to a question, don’t force it.  Try to return to your 

message. If it’s an interview for print media, tell the reporter that you’ll track down 
the answer later call them back. 

·  Tell the reporter you have more to add if he or she overlooks something you think is 
important. 


