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THE CHATTER

was a
rfect storm

- pork.”
eith Ashdown
‘Taxpayess for
DI Senees,
nonpartsan public interest
oup, on the special-mterest
ausmes in the corporate tax-cut

1l prsged lnst week.

‘they're tainted,
lf fix them.”

arry C. Stonecipher, Boeings
wef enecutive, on whether

mitracts for the C-130 and C-17

irge plane programs would
= swept up in the Pentagon
miract scandal.

ot another
nlorable example
a massive, mulfi-
eted fraud at a
1jor corporation.”

homas Mewkirk, an msociabe
whorcement dinector at the
sourities and Exchange
smmassicn, describing the
counting scandal at Ahold,
= biwr sunermarket ooerator.

Goldman Sachs
Goes Green

Whensame dist ressed debt owned
by Galdman Sachs finally flat-dined
not long ago, the inves trvent bank
foumd (211 in possess on of 200 un-
sl ool ateral: 00,000 acres of un-
developed land in Tierrade] Fuego.

Mot having an immediat e nead it-
zelf for 1,250 square mies of wind-
awept wildermess at the sowthe rmitip
of South Amerlca, Goldman found
somenneele who could use most of it
— the Wildlife Conservation Soclety,
which saves wildlife and wild lands
aroundthe world and, in New Yaork,
runs four zoos and anaguariam.

“This is the most exciting deal ['ve
ever done " Lawrene e H. Linden, a
Gaoldman managing director, saldat
a party a We y at the Central
Park Loo. And what does Goldman
get out of it? “A very big taxdedoc-
tom,™ he 2aid. Henry M. Paulsan Jr.,
Gaoldman's chalrman, added, * Sone-
tines dalng the right thing is good
business ™ C_ I Satt erwhite

SEX AND THE 50DA The whale point of
celehrity endorsers s to draw atten
tlom to prodocts, of course. [H's just
not always the right kindof attention.

Take the dec isionby Cadbury Schweppes and its
ad agency, Young & Rublcam, tohire Cynthia

Misnd, of the televisionseries “ Sex and the Clty,”
to promote T Up Plos, a berry-flavored diet soda

OPENERS

SUITS

WALL sTREET ROCKS Chris Heasman, left, Ken Schweighardt and Tim
Wheeler were among the hedge fund workers at a benefit Tuesday for
A Leg to Stand On, which helps disabled children in the third world.

The ad campaign, which also includes another
“Sex" star, Kristin Davis, is scheduled tostart to-
maorrow, b Ma Nizon & att racting maore atten-
tiomnto her personal 1ife than to the product: Us

Weakly and other news outlets have

reparted that she 12 in a relationship
with a woman after being in e with
a man for years,

While zome adve rtlsers shy fram
anything unconventional invabring
celabr ity endorsers — Mestlé, for in-
stance, droppedM agic Johnson after
e zaid he was H.1V. positive in 1991
= TUp iz standing by its star.

“Her persona, her character, her
imsage {it with what we'r e trying to
do with thiz brand,” sald Randy Gler,
the chiel marketing officer for Cad-

Schwe Americas. “In
munf m@m life, that's her
persanal 1ife ™ Studert Elliate

RESISTANCE IS FUTILE Having s pent
years battling Wal-Mart, first at
Sateway Stores and then for the last
year at the discount-stor & chain Dal-
lar General, Lawrence V. Jackson
;o:lmdtheumpm].r.tm warld's
argest retaller, last weelk

His exper ence, inchding 18 years
at Pepsl, has been largely in opera-
tons, but at Wal-Mart he signed o
as the executive vice president of the
“peaple divizion” — what ather ocom-
pandes opee gualntly rel erred toas

“personnel

That is ablg challenge, and not
just becase Wal-bart has 1.5 mdl-
liom em ployees — er, assoclates —
and i=2 hiring more people faster than
any other company. Wal-Mart 15 aleo

the target of a concerted, if sofar fruitless, undon-
argandzing effort, and i= the defendant in class-ac-
tion lawswits alleging sax dise riminat on and

farced unpaidover tme

Mark A Stein

THE COUNT

‘Hi. Enron Calling.
Do You Want a Jobh?'
Wh, 1"l Call You."

When a company 8 loaking for
new execut ives, the aroma of
seandal &, of courss, a dizmal re-
crulting tool. But some odars are
o re potent than others a2 shown
ina survey by The Ladders, an ex
ecutive jobsearchservice.

Asked abowt galng toworkat
varlous companies, respondents
gave the bggest thumbs down to
Enrmm; 72 percent sald they
wold turn down a job there. But
WorkiCom and Adelphia Commu-
nicatims — whose names have
also becam e symomrm s with
oo rpar ate el ght-of-halance-
sheet — ran close behind.

As for Martha Stewart Living
Omnimedia, execiwtives couldn't
seem to make up thelr minds,
with 51 pereent saying thanks bt
no thanks to apositm there.

Flip some of the figares around,
thaaegh, and you will see 2omwe-
thdng oz ling : fully 28 percent
waotildl take an execwtive job at
Enron — even though all bt 17
percent of thoss surveyed sald
that a company's reputation was
a “veryimportant factor™ in pick-
ing an emplayer.

Hulvert B. Herring
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