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WEEK TEN: LECTURE/DISCUSSION





Theme for the week: How industry won the battle for pollution control at the Environmental Protection Agency (EPA).





Does environmental policy still prevail over energy policy?





Memo from Haley Barbour, a former Republican party chairman who was a lobbyist for electric power to Vice President Dick Cheney. “Does good energy policy trump clean air policy?” Marc Racicot, another influential energy lobbyist who would become chairman of the Republican National Committee, joined in with Barbour. President George W. Bush shifted the balance to the energy side.





Coal-fired plants. Dozes of plants were facing lawsuits over air pollution and fearing billions of dollars in new costs when the policy changed. The regulation of emissions of carbon dioxide was slowed. No new pollution controls were to be put into modernized plants. Regulatory revision transformed domestic policy. The clean up of the air was slowed from a few years to almost two decades in the future.





Source: Christopher Drew and Richard A. Oppel, Jr., “How Industry Won the Battle of Pollution control at E.P.A.,” The New York Times, March 6, 2004, pp. A1, A10. David Vogel, “How Green is Judaism?” Business Ethics Quarterly, 11:2 (April 2001): 349-363.





The ethics of environmental protection. See Shaw, BE, chapter 11. The costs of pollution control. Who should pay the costs? Those responsible or those who would benefit. Cost allocation: Regulation. Incentives. Pricing mechanisms. Pollution permits.





Free rider. There is a temptation to shirk individual responsibilities and be a free rider. The failure of companies to “internalize” their environmental “externalities” spells unfairness. Others are forced to pick up the tab when companies do not pay all the environmental costs involved in producing their own product.





Obligations to future generations.





Consumers. See Shaw, BE, chapter 10.





Product safety. The legal liability of manufacturers. From let the buyer beware to strict product liability. Protecting the public. How effective is regulation? FDA. CDC. Responsibilities of business.





1) Business should give safety the priority warranted by the product.


2) Business should abandon the misconception that accidents occur exclusively as a result of product misuse and that it is thereby absolved of all responsibility.


3) Business must monitor the manufacturing process itself.


4) When a product is ready to be marketed, companies should have their product-safety staff review their market strategy and advertising for potential safety problems.


5) When a product reaches the marketplace, firms should make available to consumers written information about the product’s performance.


Companies should investigate consumer complaints.





Product quality. Express and implied warranties. Prices. Price fixing. Labeling and packaging.





Deceptive advertising. Deceptive techniques. Ambiguity. Concealed facts. Exaggeration. Psychological appeals. Ads directed at children.





In an attempt to persuade, advertisers are prone to exploit ambiguity, conceal facts, exaggerate, and use psychological appeals. What is deceptive advertising?





In Los Angeles county, 80 percent of the K-Mart, Wal-Mart, and Macy’s outlets had at least one overcharge, and 33 percent had more than one. These numbers went up during temporary sales campaigns, such as “Blue Light Specials” and “Four Hour Sales.” These campaigns are deceptive advertising. Cases: K-Mart and Wal-Mart.








Consumer needs. Market economics. Free speech and the media.





III.  Cases in Shaw.





Breast Implants. Hot Coffee at McDonald’s. Sniffing Glue Could Snuff Profits.


Closing the Deal.


Waste Sites and Wasted Funds. Poverty and Pollution. The Fordasaurus.


The Fight over the Redwoods. 
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