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ACTIVISM:  PREPARING  COUNTERACTIVE  STRATEGIES 
 
If your product, business identity, or reputation is in the highest echelons of your business or activity 
category, you may already be the target of activist attack.  These attacks are emotional, often so 
blatantly and intentionally inaccurate that companies, organizations, and individuals are paralyzed, 
victimized, and unable to effectively respond. 
 

The range of anti-corporate activism covers a spectrum from the lone individual – perhaps an 
intensely focused disgruntled former employee or associate – to major collaborative efforts between 
religious organizations, labor groups, and non-government organizations (NGOs). 
 

On the Web, if you want to quickly gain the scope of anti-corporate activism, go to Yahoo.com 
and click on “consumer opinion.”  You’ll see hundreds of companies listed.  Click on “boycotts” and 
you’ll find a list of nearly 1,000. 
 
 
THE REALITY OF ACTIVISM 
 
Whether we like it or not, there are a handful of specific attributes, which are easily recognized and 
identified, for which appropriate counteractive strategies can be adopted.  Four of the most potent 
current realities are: 
 
• Emotionalism has replaced reason 
• Activism has overtaken science and data 
• Exaggeration has overwhelmed precision 
• Grassroots manipulation is the new realism 
 

Activist tactics haven’t changed much in decades, yet I’m surprised at how little serious study 
and analysis has been done by those who are the major targets of anti-corporate activist action.  
Perhaps the classic anti-government American activist of the last century was Saul Alinsky.  He 
authored two important manuals on the topic, which are still critical references and teaching works in 
the activist arena today: 
 
• Reveille for Radicals, Vintage Books, New York, © 1969 
• Rules for Radicals, Vintage Books, New York, © 1971, revised edition, 1989  
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