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PRAISE FOR DAVID KUPELIAN’S


THE MARKETING OF EVIL


“It’s often said that marketing is warfare, and in The Marketing of Evil, David Kupelian clearly reveals the stunning strategies and tactics of persuasion employed by those engaged in an allout war against America’s Judeo-Christian culture. If you really want to understand the adversary’s thinking and help turn the tide of battle, read this book!”


—DAVID LIMBAUGH, NATIONALLY SYNDICATED COLUMNIST AND AUTHOR


“Every parent in America needs to read this book. David Kupelian skillfully exposes the secular Left’s rotten-apple peddlers in devastating detail. From pitching promiscuity as ‘freedom’ to promoting abortion as ‘choice,’ the marketers of evil are always selling you something destructive—with catastrophic results. Kupelian shines a light on them all. Now watch the cockroaches run for cover.”


—MICHELLE MALKIN, AUTHOR, AUTHOR, NATIONALLY SYNDICATED COLUMNIST, CABLE TV NEWS ANALYST


“David Kupelian is one of the very few must-read writers in the 21st Century. He has the insight and wisdom to perceive the true state of the culture and the world, and he has the incredible ability to tell the Truth in a readable manner that helps the reader not only understand the Truth, but to understand how to redeem America’s culture as well.”


—DR. TED BAEHR, CHAIRMAN OF THE CHRISTIAN FILM AND TELEVISION COMMISSION, AUTHOR, AND PUBLISHER OF MOVIEGUIDE


 “David Kupelian dares to tell the truth about the overwhelming forces in our society which take us far away from our original American concept of freedom with responsibility, happiness with commitments, and traditional values. The Marketing of Evil is a serious wake-up call for all who cherish traditional values, the innocence of children, and the very existence of our great country.”


—DR. LAURA SCHLESSINGER, AUTHOR AND RADIO TALK SHOW HOST


“Over just a few years, life in America has become indescribably more squalid, expensive, and dangerous. Like the dazzling disclosures in the final page of a gripping whodunit or the fascinating revelation of a magician’s secrets, The Marketing of Evil irresistibly exposes how it was done. It will elicit an involuntary ‘Aha!’ from you as you discover who did it, and your soul will soar with optimism as you discover the only way we can undo it. In years to come Americans will acknowledge a debt of gratitude to David Kupelian for his honesty, courage, and laser-like insight in this must-read book.”


—RABBI DANIEL LAPIN, AUTHOR, RADIO TALK SHOW HOST, AND FOUNDER OF THE AMERICAN ALLIANCE OF JEWS & CHRISTIANS


“Did you ever want to know—I mean really know—how and why America is being transformed from a unified, Judeo-Christian society into a divided, false, murky, neopagan culture? Even if you think you know the answers to those questions, in fact, especially if you think you know the answers, you must read David Kupelian’s The Marketing of Evil. So clearly does it expose the incredible con game to which Americans have been subjected that it offers real hope—because when our problems come this sharply into focus, so do the solutions.”


—JOSEPH FARAH, FOUNDER, EDITOR, AND CEO OF WND, AUTHOR AND COLUMNIST


 “David Kupelian’s research brings into sharp focus what many have sensed and suspected for a long time: the effort to change America’s mind on issues like abortion, homosexuality, church-state separation, and more is a well-thought-out strategic campaign that uses the methods of Madison Avenue to market rank lies. But the good news is that the truth will eventually win out, and Kupelian’s important and groundbreaking book makes enormous progress toward that end.”


—D. JAMES KENNEDY, PH.D., PASTOR, AUTHOR, CHRISTIAN BROADCASTER, FOUNDER OF D. JAMES KENNEDY MINISTRIES


“The Marketing of Evil takes no prisoners. David Kupelian brilliantly explains how a clever, radical elite is persuading Americans to accept evil as good, and good as evil. With precise clarity, the book blows the lid off the most successful—and dangerous—cultural scams. In addition, Kupelian’s personal vignettes and vigorous writing hold the reader’s interest throughout.”


—ROBERT KNIGHT, COLUMNIST FOR THE WASHINGTON TIMES AND SENIOR FELLOW FOR THE AMERICAN CIVIL RIGHTS UNION


“Excellent! Simply excellent. If you want to solidify your Christian worldview—or just understand what the culture war is all about—you owe it to yourself to read David Kupelian’s The Marketing of Evil.”


—DONALD E. WILDMON, CHAIRMAN AND FOUNDER OF THE AMERICAN FAMILY ASSOCIATION


 “David Kupelian’s book is like a giant x-ray machine that exposes the atheistic, secular Left’s brilliant marketing campaigns aimed at seducing America away from its founding Judeo-Christian faith. If you want to know how such a thoroughly decent country as America could go so wrong so fast, you simply have to read The Marketing of Evil.”


—HAL LINDSEY, COLUMNIST AND AUTHOR OF MORE THAN TWENTY BOOKS, INCLUDING THE LATE, GREAT PLANET EARTH


“One of the most important books of the last 20 years. David Kupelian profoundly explains the marketing tactics in continuous use by the Left in their attempt to destroy God and His created order and replace them with a world where mankind is sovereign.”


—REBECCA HAGELIN, AUTHOR, COLUMNIST, CEO OF UNITED IN PURPOSE


“First it was ‘live and let live.’ Now the purveyors of behind-closed-door aberrant behavior are spreading their destructive lifestyles into our homes through television programming, our schools through ‘tolerance education,’ and into our legal system by legislative and judicial fiat in the name of ‘social justice.’ We’ve read and heard about these attempts to soften our resolve against moral relativism in bits and pieces, but David Kupelian loads our plate with a full course of their plotting agenda. It’s not a pretty tale, but it’s a necessary one. One of the best books I’ve read in a long time on what’s really going on and what we can do about it. To be made aware is to be prepared.”


—GARY DEMAR, PRESIDENT OF AMERICAN VISION AND AUTHOR OF OVER TWENTY BOOKS, INCLUDING THE THREE-VOLUME GOD AND GOVERNMENT


 “David Kupelian’s fascinating guided tour of today’s toxic culture and subverted institutions provides a powerful explanation as to why more and more American families are homeschooling their kids. If you want to preserve the brightness and innocence of your children, I urge you to read The Marketing of Evil.”


—MICHAEL FARRIS, CEO OF ALLIANCE DEFENDING FREEDOM, PRESIDENT OF PATRICK HENRY COLLEGE, FOUNDER OF HOME SCHOOL LEGAL DEFENSE ASSOCIATION


“David Kupelian’s The Marketing of Evil should be required reading for politicians, clergy, grandparents, parents, and youths in every high school and college. His vivid writing and solid research continually provide that ‘Aha!’ light bulb moment that is often a turning point in life. As someone who thought she already knew more than necessary about the ‘evil’ market, this book gives me new dots to connect to old dots. Ignorance is not bliss, and Kupelian reveals how ignorance of evil can cost us our lives, the lives of our loved ones, and the life of our nation.”


—JUDITH A. REISMAN, PH.D., AUTHOR, RESEARCH PROFESSOR AT LIBERTY UNIVERSITY SCHOOL OF LAW, CONSULTANT TO FOUR U.S. DEPARTMENT OF JUSTICE ADMINISTRATIONS
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AUTHOR’S PREFACE TO THE 2022 EDITION



I must confess that when I wrote The Marketing of Evil in 2005—exploring the powerful persuasion campaigns that have seduced millions of Americans into embracing ideas and behaviors that all previous generations considered evil or insane—I didn’t anticipate that just a decade and a half later these indoctrination and propaganda campaigns would have driven our beloved country virtually to the brink of civil war.


The book’s basic premise is that sophisticated marketing strategies deployed by political, cultural and sexual revolutionaries have succeeded, over the course of several decades, in radically transforming a great nation and her people. Chapters focus on everything from the stealth takeover of America’s school system by atheist “progressives,” to the tactically brilliant campaign not only to mainstream homosexuality and trans-sexuality but to celebrate them as oppressed minority-group identities, to the shockingly deceitful marketing of abortion up to the moment of birth and beyond.


Unprecedented as many of these developments were—same-sex marriage, for example, had never before existed in American history—it is nevertheless surreal to contemplate just how much further, wider and deeper the debasement of our great nation has progressed since the book was first published.


For that reason, this expanded edition of The Marketing of Evil includes two new chapters at the end, exploring some of the latest developments in the marketing of destructive lifestyles, worldviews and political agendas that, just a few short years ago, almost no one dreamed could ever take root in America: Everything from teaching our children to hate their own country as an evil land rooted in “systemic racism” and “white supremacy,” to allowing biological men to participate in, dominate and essentially destroy women’s athletics, to city councils self-righteously “defunding” their own police departments while celebrating Marxist/anarchist mobs rioting, vandalizing and burning their cities.


The marketers of evil have gone into overdrive in recent years, and I’ll do my best to lay bare their latest tactics and techniques in these pages.


Hopefully, this new edition will also provide some clues as to how good people, of which there are still a great many in America, can prevail in what ultimately is an all-out psychological-spiritual war being waged against the most decent, successful, free, and benevolent nation in history.


DAVID KUPELIAN





INTRODUCTION



AS AMERICANS, WE’VE COME to tolerate, embrace, and even champion many things that would have horrified our parents’ generation—things like abortion-on-demand virtually up to the moment of birth, judges banning the Ten Commandments from public places, a national explosion of middle-school sex, the slow starvation of the disabled, thousands of homosexuals “marrying” same-sex partners, and online porn creating late-night sex addicts in millions of middle-class homes.


At the same time, our courts have scrubbed America’s schoolrooms surgically clean of every vestige of the religion on which this nation was founded—Christianity.


Indeed, in fifty years we’ve gone from a nation unified by traditional Judeo-Christian values to one in which those same values are increasingly scorned, rejected, and demonized.


What’s going on? Are today’s Americans inherently more morally confused and depraved than previous generations?


Of course not. But we have been taken in—big-time—by some of the boldest and most brilliant marketing campaigns in modern history.


A generation ago, in his perceptive best seller The Hidden Persuaders, Vance Packard explained how Madison Avenue was greedily using knowledge of mass manipulation gleaned from modern psychology and psychiatry to induce us to buy everything from cigarettes to cars to soap.


But do we really think modern marketing’s sophisticated and powerful propaganda techniques are being used just to sell soap? No, there are far more precious commodities being sold to us every day—namely, new beliefs and, especially, new feelings about things we formerly rejected. And we’ve bought some whoppers in recent years.


The plain truth is, within the space of our lifetimes, much of what Americans once almost universally abhorred has been packaged, perfumed, gift wrapped, and sold to us as though it had great value. By skillfully playing on our deeply felt national values of fairness, generosity, and tolerance, these marketers have persuaded us to embrace as enlightened and noble that which all previous generations since America’s founding regarded as grossly self-destructive—in a word, evil.


In his classic book, People of the Lie, Dr. M. Scott Peck reflects on what “evil” actually means:


It is a reflection of the enormous mystery of the subject that we do not have a generally accepted definition of evil. Yet in our hearts I think we all have some understanding of its nature. For the moment I can do no better than to heed my son, who, with the characteristic vision of eight-year-olds, explained simply, “Why, Daddy, evil is ‘live’ spelled backward.” Evil is in opposition to life. It is that which opposes the life force.1


Peck also points out that people caught up with evil are liars, “deceiving others as they also build layer upon layer of self-deception.”2 The marketers of evil not only lie to us continually—and to themselves—but the purpose of their lies is to promote behavior and beliefs that oppose life.


For instance, most people believe—in accord with our modern cultural mythology—that the “abortion rights” and “gay rights” movements were spontaneous grassroots uprisings of neglected or persecuted minorities wanting to breathe free. Few people realize America was actually “sold” on abortion thanks to an audacious, calculated, and brazenly deceptive public relations plan that relied heavily on lies and fabrications—as the campaign’s cofounder confesses in these pages. Or that giant corporations voraciously competing for America’s $150 billion teen market routinely infiltrate young people’s social groups with undercover “culture spies” to find out how better to lead children into ever more debauched forms of “authentic self-expression.”


Few of us realize that the widely revered father of the “sexual revolution” has been irrefutably exposed as a full-fledged sexual psychopath who encouraged pedophilia and whose vaunted “scientific surveys” included interviewing incarcerated sex offenders and prostitutes while pretending they were typical World War II–era Americans. Or that the “gay rights” movement—which transformed America’s former view of homosexuals as self-destructive “deviants” into their current status as victims and cultural heroes—is following an in-depth, published plan laid out by professional Harvard-trained marketers.


But beyond exposing these campaigns by today’s not-so-hidden persuaders who have transformed modern America, this book will show you how the marketing juggernaut continues at full throttle into the present. You’ll see—often in the marketers’ own words—exactly how corruption, selfishness, and foolishness are expertly positioned and packaged so as to make them appear enlightened, liberated, and even spiritually advanced. In effect, turning reality on its head.


How can this be happening in America? How does child molesting become “man-boy love”? How does crushing a baby’s skull and sucking out his brains become a “constitutional right”? How does quoting the Bible become “hate speech”? How exactly is evil made to appear good, and good made to appear evil? How has America—which still boasts an 80 percent Christian population—seen fit to embrace what can only be called a culture of death, rather than a culture of life?


We’re about to discover how all this has been accomplished—right before our eyes.


Think of this book as an up-close, modern-day look at what is traditionally known as temptation—the “art and science” of making evil look attractive by appealing to the weaknesses in all of us that invite such deception.


Thus, while we’re discovering why, when, where, and how phony experts and social revolutionaries have sold us the lies that now threaten the future of the greatest nation in history, we’ll also discover something else: we’ll see clearly how the moral confusion and relativism that have permeated the West, especially since the 1960s, have made us ripe for all this deception—and more. And that’s a critically important part of the story.


After all, if we don’t understand what the marketers of evil in this world are doing—and especially if we don’t comprehend our own inherent flaws that allow us to be conned—our fate is already sealed. But when we finally come to understand, with crystal clarity, the subtle seductions and bold manipulations that have led our culture into captivity, the spell is broken and we’re free.


It’s that simple. If we know the marketer is a con man, we just tell him to get lost.


We’ll start our exploration of The Marketing of Evil with one of today’s most successful and intimidating public relations campaigns—the selling of homosexuality to America. The explanations by “gay rights” marketers of their own tactics of mass manipulation are so amazingly clear and brazen that they will enhance your understanding of all that follows throughout the book.


So let us begin our journey …
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MARKETING BLITZ


SELLING “GAY RIGHTS” TO AMERICA


“I DID NOT CHOOSE to be homosexual. I would change my sexual orientation if that were within my power.”


So confessed Robert Bauman, the powerful conservative congressman from Maryland. Americans were stunned in 1980 when headlines revealed Bauman had been caught red-handed having a sexual rendezvous with a young male prostitute. In his book The Gentleman from Maryland: The Conscience of a Gay Conservative, Bauman revealed the conditions that shaped his own tortured double life as a pro-family Republican congressman and closet homosexual.


At the tender age of five, Bauman had been sexually seduced by a twelve-year-old neighbor. Reflecting on that pivotal experience, as well as subsequent similar episodes, Bauman described the powerful feelings he found welling up within him at a young age:


This was not a matter of chance attraction to a forbidden object. This was a frightening force from deep within my being, an involuntary reaction to the sight, smell, and feel of other boys. I neither understood nor accepted it. And I came to hate myself because of the presence within me of this horrible weakness, this uncleanness of spirit over which I seemed to have no control….


I was sure my predicament was a unique punishment designed only for me. Unable to understand it myself, I could never even attempt an explanation to someone else. I countered my dilemma with a plan that constituted the essence of simplicity. I made up my mind that I was not “queer.” I heard all those denunciations of homos by my military school peers and firmly resolved I could never be considered one of such a despicable breed.1


Bauman was elected in 1973 as representative of the First Congressional District of Maryland, became chairman of the American Conservative Union in 1979, and, many thought, was on his way to becoming Speaker of the House. But he was leading a double life as a married man with four children while at the same time engaging in anonymous homosexual one-night stands. He described the wrenching emotional aftermath he experienced after every episode: “Each time I would feel great guilt and head for Saturday confession at St. Peter’s or St. Joseph’s on Capitol Hill so I could make amends with God and be in the state of grace for Sunday Communion. I would always vow to myself and God I would never do it again.”2


Submerging himself “in the excitement of politics where compliments, victories and deference helped reassure me I was a good person,” Bauman looked every bit the quintessential conservative, family-values congressman. “If I could save the world,” he later mused, “I might avoid having to save myself.”3


Looking back on his secret double life, Bauman engaged in some painful self-examination:


How could any normal and moral human being do what I did? How could anyone, however callous, repeatedly be unfaithful to one’s spouse (lying, evading responsibility, breaking solemn vows)? I have described how it could be done. Why I did it is the serious question. And I have no answer, even to this day. I do not know. In many ways I was driven by a force over which I seemed to have little control.


Of course, my choice was conscious and deliberate. It could have been altered. But some compulsion drove me, blotting out all I had learned, diminishing in importance all that was most dear and important. I seemed willing to risk my marriage, my wife and children, even life itself.4


It’s hard not to have compassion on a fellow human being desperately struggling to overcome a powerful compulsion he “neither understood nor accepted.” What happened to Bauman was a tragedy. He needed help—not rejection and condemnation for being a “queer,” nor acceptance and praise for being an “oppressed minority”—but real help in understanding and overcoming his sexual problem.


In today’s polarized climate, however, it seems most of us either condemn homosexuals as evil corrupters of society or we fawn over them as noble victims and cultural heroes. We either accuse them of “choosing” to be “wicked sexual deviants,” or we claim—utterly without evidence—that “gayness” is an inborn, genetic trait.


Reality, however, lies somewhere else. Deep down, people of conscience know homosexuality is neither an innocent, inborn “minority” characteristic like skin color, nor a conscious choice to become evil and to corrupt others. But without understanding what we’re really dealing with, we’re not only powerless to help others but easily confused and corrupted ourselves.


Bauman, under the sway of an overwhelming and self-destructive compulsion, even admits in retrospect that perhaps he wanted to be caught so he could get help.


I can see numerous instances when my conduct, which I thought carefully discreet, was really designed to reveal to someone, anyone, what was happening to me. Perhaps my unconscious conclusion was that someone else must deal with the chaos of my life because I was rapidly reaching the point at which I could not do it myself.5


Finally, in 1980, at the age of forty-three, Bauman got his wish and was found out. After the dramatic public exposure of his solicitation of a teenage male hustler, the congressman saw his political career crash. He lost not only his reelection bid but also his family, his historic home, and many of his powerful friends as well.


In truth, Robert Bauman’s sad story is in some ways not too different from that of many others in America before today’s era of “gay pride,” out-of-the-closet politicians and celebrities, “lesbian and gay studies” in most colleges, “Gay Day” at Disneyland, and powerful homosexual lobbying and journalistic and legal groups throughout the land.


Back then, most people like Bauman remained “in the closet” with regard to their homosexuality. And in their secret world they suffered conflict, fear of exposure, and sometimes worse.


Today, thanks to America’s politically correct “gay-friendly” culture, millions of human beings in the grip of this same unnatural sexual compulsion find it much easier to accept—even to wear as a badge of honor. But they still don’t understand it. In fact, they have less desire than ever to understand it—just as the larger society has also lost interest in understanding homosexuality. But sometimes not knowing what you’re dealing with can be dangerous. So let’s take off the rainbow-colored glasses and objectively explore this phenomenon we call “gay rights.” It grew out of the “sexual liberation” movement of the 1960s. To be precise, the June 11, 1969, “Stonewall riot”—when a group of homosexuals at New York City’s Stonewall Inn resisted police commands to disperse—is widely regarded as the birth of the “gay liberation” movement.


This emerging political force made considerable strides during the ’70s, most notably in persuading—many say intimidating—the American Psychiatric Association in 1973 into removing homosexuality from its official list of mental disorders. But “gay rights” was young, inexperienced, underfunded, and understaffed as political movements go, and the issue received little support from politicians or the nation in general. “Equality for gays” was not yet a phrase that reverberated in the hearts and minds of Americans.


Then came AIDS.


THE PROBLEM OF THE PLAGUE


Surely, many activists thought, this would be their movement’s death knell. For while they were trying to convince the mainstream that homosexuals represented a normal, healthy alternative lifestyle, along comes a modern plague—horrible, incurable, fatal, and spread primarily by promiscuous homosexual men.


AIDS—originally named GRID (gay-related immunodeficiency disease) until activist homosexuals pressured the medical establishment to switch to the generic acronym AIDS (acquired immune deficiency syndrome)—was the ultimate public relations nightmare. It gave society a brand-new reason to fear and shun homosexuals—namely, concern over becoming infected with a nightmarish new disease.


And AIDS did something else. In order for the medical establishment and news media to communicate to the public how the disease was being transmitted, it became necessary to focus publicly on the one thing homosexuals most wanted to downplay—the sometimes-bizarre sexual acts in which they engage and their often astronomically high numbers of sexual partners. (A widely cited 1978 study by Alan P. Bell and Martin S. Weinberg reported that 43 percent of homosexuals had more than five hundred sex partners during their lifetime.)6


In addition, the “silver bullet” medical cure Americans had virtually come to expect, having grown up in the age of miracle drugs like the polio vaccine and penicillin, never materialized. Rather, AIDS experts and public health authorities issued dire warnings about a disease reminiscent of the bubonic plague of the Middle Ages:


By the early years of the next century, we could have lost between 50 and 100 million people worldwide. There’s no question about that. —SURGEON GENERAL C. EVERETT KOOP


Ninety percent of the people infected [with HIV] don’t even know it. —DR. ROBERT GALLO, CODISCOVERER OF THE HIV VIRUS


In many areas, the number of persons affected with the AIDS virus is at least 100 times greater than reported case of AIDS. —DR. JAMES CURRAN, DIRECTOR OF AIDS AND HIV IMMUNOLOGY AND PREVENTION ACTIVITIES AT THE CENTERS FOR DISEASE CONTROL7


Meanwhile, throughout the ’80s and beyond, as AIDS infection and death rates skyrocketed with each passing year, high-profile figures were dying of the disease, including actor Rock Hudson in 1985, ABC News anchor Max Robinson in 1988, and ballet superstar Rudolf Nureyev in 1993.


During this time the public experienced two distinct and widespread reactions to the unfolding AIDS epidemic. One was the natural sympathy evoked by witnessing the terrible suffering and death of AIDS victims. But the other, if less politically correct, was fear and loathing of homosexuals. After all, there was no way back in those early days of the disease to rule out AIDS transmission via “casual contact”—that is, by means other than sex and intravenous drug use. As prominent Harvard AIDS researcher Dr. William Haseltine warned at the time: “Anyone who tells you categorically that AIDS is not contracted by saliva is not telling you the truth. AIDS may, in fact, be transmissible by tears, saliva, bodily fluids and mosquito bites.”8


Fears that AIDS would “break out” into the general population were further fanned by horror stories such as that of Kimberly Bergalis, a Florida girl who contracted AIDS (along with several other patients) from her homosexual dentist, David Acer.


As a matter of fact, many Americans not part of the two main “at-risk groups” (male homosexuals and IV drug abusers) were dying, mostly from HIV-tainted blood transfusions. One of them, Ryan White, an eighteen-year-old Indiana boy with hemophilia who became infected with HIV through a blood transfusion, died of AIDS in 1990 and became the poster boy for rallying Americans to support AIDS research. Two years later tennis great Arthur Ashe, also infected by an HIV-tainted transfusion, succumbed to the disease.


As a public relations matter, AIDS was daunting. This modern plague, if not handled brilliantly in the court of public opinion, could result in homosexuals being widely shunned.


On the other hand, perhaps the sympathy factor could be harnessed and multiplied to advance the activists’ cause.


The movement definitely needed help. The defiant, stormtrooper tactics of in-your-face groups like ACT-UP (AIDS Coalition to Unleash Power) may or may not have been successful in pressuring the federal government to increase its commitment to combating AIDS. But such tactics definitely were successful in giving activist homosexuals a very bad name.


One infamous incident was the assault on New York’s famed St. Patrick’s Cathedral on December 10, 1989. While Cardinal John O’Connor presided over the 10:15 Sunday morning Mass, a multitude of “pro-choice” and “gay rights” activists protested angrily outside. Some, wearing gold-colored robes similar to clerical vestments, hoisted a large portrait of a pornographically altered frontal nude portrait of Jesus. “You bigot, O’Connor, you’re killing us!” screamed one protester, while signs called the archbishop “Murderer!”9


Then it got really ugly. Scores of protesters entered the church, resulting in what many in the packed house of parishioners described as a “nightmare.”


“The radical homosexuals turned a celebration of the Holy Eucharist into a screaming babble of sacrilege by standing in the pews, shouting and waving their fists, tossing condoms into the air,” recounted the New York Post. One of the invaders grabbed a consecrated wafer and threw it to the ground.


Outside, demonstrators, many of them members of ACTUP, carried placards that summed up their sentiments toward the Catholic Church: “Keep your church out of my crotch.” “Keep your rosaries off my ovaries.” “Eternal life to Cardinal John O’Connor NOW!” “Curb your dogma.”10


Clearly, the young movement was flirting with oblivion if it persisted in such ugly, indefensible tactics. It needed a new, more civilized direction if it ever hoped to convince Americans that homosexuality was a perfectly normal alternative lifestyle.


This new direction would somehow have to convert the fearsome AIDS epidemic from a negative into a positive. What was needed was a comprehensive, long-term public relations campaign that had to be brilliantly conceived and skillfully executed.


WAR CONFERENCE


In February 1988 some 175 leading activists representing homosexual groups from across the nation held a war conference in Warrenton, Virginia, to map out their movement’s future.11 Shortly thereafter, activists Marshall Kirk and Hunter Madsen put into book form the comprehensive public relations plan they had been advocating with their gay-rights peers for several years.


Kirk and Madsen were not the kind of drooling activists that would burst into churches and throw condoms in the air. They were smart guys—very smart. Kirk, a Harvard-educated researcher in neuropsychiatry, worked with the Johns Hopkins Study of Mathematically Precocious Youth and designed aptitude tests for adults with 200+ IQs. Madsen, with a doctorate in politics from Harvard, was an expert on public persuasion tactics and social marketing. Together they wrote After the Ball: How America Will Conquer Its Fear and Hatred of Gays in the ’90s.


“As cynical as it may seem,” they explained at the outset, “AIDS gives us a chance, however brief, to establish ourselves as a victimized minority legitimately deserving of America’s special protection and care. At the same time,” they warned, “it generates mass hysteria of precisely the sort that has brought about public stonings and leper colonies since the Dark Ages and before…. How can we maximize the sympathy and minimize the fear? How, given the horrid hand that AIDS has dealt us, can we best play it?”12


The bottom line of Kirk and Madsen’s master plan? “The campaign we outline in this book, though complex, depends centrally upon a program of unabashed propaganda, firmly grounded in long-established principles of psychology and advertising.”13


Arguing that, skillfully handled, the AIDS epidemic could conquer American resistance to homosexuality and form the basis of a comprehensive, long-term marketing campaign to sell “gay rights” to straight America, After the Ball became the public relations “bible” of the movement.


Kirk and Madsen’s “war goal,” explains marketing expert Paul E. Rondeau of Regent University, was to “force acceptance of homosexual culture into the mainstream, to silence opposition, and ultimately to convert American society.” In his comprehensive study, “Selling Homosexuality to America,” Rondeau writes:


The extensive three-stage strategy to Desensitize, Jam and Convert the American public is reminiscent of George Orwell’s premise of good-think and bad-think in “1984.” As Kirk and Madsen put it, “To one extent or another, the separability—and manipulability—of the verbal label is the basis for all the abstract principles underlying our proposed campaign.”14


Separability? Manipulability? Allow me to translate this psychological marketing jargon: we can change what people actually think and feel by breaking their current negative associations with our cause and replacing them with positive associations.


Simple case in point: homosexual activists call their movement “gay rights.” This accomplishes two major objectives: (1) use of the word gay rather than homosexual masks the controversial sexual behavior involved and accentuates instead a vague but positive-sounding cultural identity—gay, which, after all, once meant “happy”; and (2) describing their battle from the get-go as one over “rights” implies homosexuals are being denied the basic freedoms of citizenship that others enjoy.


So merely by using the term gay rights, and persuading politicians and the media to adopt this terminology, activists seeking to transform America have framed the terms of the debate in their favor almost before the contest begins. (And in public relations warfare, he who frames the terms of the debate almost always wins. The abortion rights movement has prevailed in that war precisely because it succeeded, early on, in framing the debate as a question, not of abortion, but of choice. The abortion vanguard correctly anticipated that it would be far easier to defend an abstract, positive-sounding idea like choice than the unrestricted slaughter of unborn babies.)


Okay, you might be wondering, even granting the movement’s cutting-edge marketing savvy, how do you sell Middle America on those five hundred sex partners and weird sexual practices? Answer, according to Kirk and Madsen: you don’t. Just don’t talk about it. Rather, look and act as normal as possible for the camera.


“When you’re very different, and people hate you for it,” they explain, “this is what you do: first you get your foot in the door, by being as similar as possible; then, and only then—when your one little difference is finally accepted—can you start dragging in your other peculiarities, one by one. You hammer in the wedge narrow end first. As the saying goes, allow the camel’s nose beneath your tent, and his whole body will soon follow.”15


In other words, sadomasochists, leather fetishists, crossdressers, transgenders, and other “peculiar” members of the homosexual community need to keep away from the tent and out of sight while the sales job is under way. Later, once the camel is safely inside, there will be room for all.


Rondeau explains Kirk and Madsen’s techniques of “desensitization,” “jamming,” and “conversion” this way:


Desensitization is described as inundating the public in a “continuous flood of gay-related advertising, presented in the least offensive fashion possible. If straights can’t shut off the shower, they may at least eventually get used to being wet.” But, the activists did not mean advertising in the usual marketing context but, rather, quite a different approach: “The main thing is to talk about gayness until the issue becomes thoroughly tiresome.” They add, “[S]eek desensitization and nothing more…. If you can get [straights] to think [homosexuality] is just another thing—meriting no more than a shrug of the shoulders—then your battle for legal and social rights is virtually won.”


This planned hegemony is a variant of the type that Michael Warren describes in “Seeing Through the Media” where it “is not raw overt coercion; it is one group’s covert orchestration of compliance by another group through structuring the consciousness of the second group.”16


“Structuring the consciousness” of others? If that phraseology is uncomfortably reminiscent of various mind control and brainwashing tales you might have heard over the years, don’t be surprised. Manipulating the emotions and thereby restructuring the thoughts and beliefs of large numbers of people is what modern marketing is all about.


THE ROAD TO CONVERSION


“Jamming,” explains Rondeau, “is psychological terrorism meant to silence expression of or even support for dissenting opinion.”17 Radio counselor and psychologist Dr. Laura Schlessinger experienced big-time jamming during the run-up to her planned television show. Outraged over a single comment critical of homosexuals she had made on her radio program, activists launched a massive intimidation campaign against the television program’s advertisers. As a result, the new show was stillborn.


But perhaps the highest-profile example of jamming occurred after the 1998 murder of University of Wyoming freshman Matthew Shepard. Lured from a bar, robbed and savagely beaten by two men, Shepard died five days later of head injuries. In the frenzied, saturation media coverage that followed, the press and homosexual activists singled out conservative Christians as having created a “climate of anti-gay hate” in which such a brutal act could happen.


NBC’s Today show took the lead, focusing on a Christian ad campaign running at the time that offered to help homosexuals change their orientation. Reporter David Gregory narrated: “The ads were controversial for portraying gays and lesbians as sinners who had made poor choices, despite the growing belief that homosexuality may be genetic…. Have the ads fostered a climate of anti-gay hate that leads to incidents like the killing of Matthew Shepard? Gay rights activists say the ads convey a message that gay people are defective.”18


And in a now-infamous interview, Today’s Katie Couric asked Wyoming Governor Jim Geringer: “Some gay rights activists have said that some conservative political organizations like the Christian Coalition, the Family Research Council and Focus on the Family are contributing to this anti-homosexual atmosphere by having an ad campaign saying if you are a homosexual you can change your orientation. That prompts people to say, ‘If I meet someone who’s homosexual, I’m going to take action to try to convince them or try to harm them.’ Do you believe that such groups are contributing to this climate?”19


Consciously or not, the media were following Kirk and Madsen’s playbook to the letter, discrediting anyone who disagreed with the homosexual agenda by associating them with lowlife murderers. In reality, none of the Christian groups smeared by NBC had ever condoned mistreatment of homosexuals—in fact, they had explicitly condemned it.


As if to add even more shame to the whole-hog jamming of Christians after the Shepard murder, in 2004 a comprehensive new investigation by ABC News 20/20 concluded that homosexuality very likely wasn’t a factor in Shepard’s murder, but rather Shepard had been targeted for his money.


So much for desensitization and jamming. But what about “conversion”? Here, Kirk and Madsen announce defiantly:


We mean conversion of the average American’s emotions, mind, and will, through a planned psychological attack, in the form of propaganda fed to the nation via the media. We mean “subverting” the mechanism of prejudice to our own ends—using the very processes that made America hate us to turn their hatred into warm regard—whether they like it or not.20


Transforming another person’s hatred into love (“warm regard”) is the object of classic brainwashing. As Kirk and Madsen explain:


In Conversion, we mimic the natural process of stereotype-learning, with the following effect: we take the bigot’s good feelings about all-right guys, and attach them to the label “gay,” either weakening or, eventually, replacing his bad feelings toward the label and the prior stereotype….


Whereas in Jamming the target is shown a bigot being rejected by his crowd for his prejudice against gays, in Conversion the target is shown his crowd actually associating with gays in good fellowship. Once again, it’s very difficult for the average person, who, by nature and training, almost invariably feels what he sees his fellows feeling, not to respond in this knee-jerk fashion to a sufficiently calculated advertisement.21


We’re talking about some serious messing around with Americans’ minds here. Do the homosexual activists thus engaged really know they’re deceiving the public, or are they convinced they’re just telling the truth?


“It makes no difference that the ads are lies,” write Kirk and Madsen, “not to us, because we’re using them to ethically good effect, to counter negative stereotypes that are every bit as much lies, and far more wicked ones.”22


HOMOSEXUALIZING HISTORY


Another important technique promoted by After the Ball, and employed repeatedly to great effect in recent years, is to claim that famous historical figures—“from Socrates to Eleanor Roosevelt, Tchaikovsky to Bessie Smith, Alexander the Great to Alexander Hamilton, and Leonardo da Vinci to Walt Whitman”—were homosexual or bisexual. Although the authors know these claims are unproven at best and often baseless (they refer to them as “suspected ‘inverts’”), that doesn’t stop them from advocating the tactic.


A recent example of this was the highly publicized, though utterly unsubstantiated, speculation that Abraham Lincoln was a homosexual. Even more outrageous was the suggestion by openly “gay” New Hampshire Episcopal Bishop Gene Robinson—a comment he quickly retracted after a firestorm of protest—that Jesus Christ was a homosexual!


As Kirk and Madsen explain:


Famous historical figures are considered especially useful to us for two reasons: first, they are invariably dead as a doornail, hence in no position to deny the truth and sue for libel. Second, and more serious, the virtues and accomplishments that make these historic gay figures admirable cannot be gainsaid or dismissed by the public, since high school history textbooks have already set them in incontrovertible cement.23


The flip side of this “celebrity endorsement” tactic consists of associating all detractors of the radical homosexual agenda with negative images of universally despised tyrants and lowlifes. After the Ball lists some of the negative images with which opponents should be associated—including “Klansmen demanding that gays be slaughtered or castrated,” “hysterical backwoods preachers, drooling with hate,” “menacing punks, thugs and convicts who speak coolly about the ‘fags’ they have bashed,” and a “tour of Nazi concentration camps where homosexuals were tortured and gassed.”24


Indeed, says Rondeau, “perhaps the most menacing focus of the campaign is the special treatment reserved for the religious dissenters. The strategy is to ‘jam homo-hatred by linking it to Nazi horror.’”25


Kirk and Madsen explain the leverage gained by this nasty technique:


Most contemporary hate groups on the Religious Right will bitterly resent the implied connection between homo-hatred and Nazi fascism. But since they can’t defend the latter, they’ll end up having to distance themselves by insisting that they would never go to such extremes. Such declarations of civility toward gays, of course, set our worst detractors on the slippery slope toward recognition of fundamental gay rights.26


Homosexual activists love to compare their opponents with Adolf Hitler and Nazis, apparently undaunted by the fact that, according to William L. Shirer’s twelve-hundred-page The Rise and Fall of the Third Reich, widely regarded as the definitive book on Nazi Germany, “many of the early Nazis” were homosexuals.27


But this is not about truth. It’s about manipulation. In a sense, modern psychology–based marketers understand people better than people understand themselves. They use emotional threads to tie their “product” (in this case, homosexuality) to preexisting positive attributes in the consumers’ mind. And in a cultural-political campaign like this, they also successfully tie all who oppose their agenda to preexisting negatives, such as Nazis. The net effect of this conditioning can be so powerful over time that ultimately one’s prior beliefs—based on experience, religious training, conscience, and common sense—are overwhelmed and replaced as a result of successive waves of emotion-driven reprogramming.


Still, one wonders how the press could allow itself to be used in such a blatantly propagandistic way and in pursuit of such a subversive agenda. And make no mistake, the “gay rights” agenda, which includes indoctrinating kindergartners with pro-homosexual propaganda and legalizing same-sex marriage, is extraordinarily subversive to America’s foundational values and institutions. For the answer to that question you have to realize what’s happened to the news media in recent years.


As you no doubt already know, the establishment press is oriented far to the left of the American mainstream, as study after study for the past three decades has documented beyond rational dispute. But did you know that, in addition, a major homosexual presence has emerged in the “mainstream” media, especially since the dawn of the 1990s?


Indeed, part of the mobilization that occurred in the wake of the 1988 War Conference was the recognition that the news media represented the prime tool for changing the hearts and minds of Americans. And if getting your message before the media was the name of the game, how much better would it be to actually be the media? Thus 1990 saw the launch of the National Lesbian and Gay Journalists Association (NLGJA), which has since grown into a formidable organization.


To celebrate its tenth anniversary, homosexual journalists from many major news organizations gathered in San Francisco for NLGJA’s gala conference held September 7–10, 2000. The discussion on center stage was surreal. It focused on the question of whether or not, when reporting on stories related to homosexuality, mainstream journalists have a responsibility to include any viewpoints that contradict those of homosexuals. (You heard me right.)


MSNBC producer Ramon Escobar framed the issue this way: “This whole issue of ‘balance’ that we as journalists are supposed to achieve…. When we cover the black community, I’ve never seen a newsroom where you’re covering one side and then you have to go run out and get the Klan’s point of view: ‘Well, I’ve got to go do my Klan interview.’ How do you be fair?”28


NLGJA member Jeffrey Kofman, at the time a CBS correspondent who later migrated to NBC, restated the question: “The argument [is]: Why do we constantly see in coverage of gay and lesbian, bisexual and transgender issues the homophobes and the fag-haters quoted in stories when, of course, we don’t do that with Jews, blacks, etcetera?”


Paula Madison, vice president of diversity at NBC and news director of WNBC in New York, added: “I agree with him. I don’t see why we would seek out … the absurd, inane point of view just to get another point of view.”


“All of us,” Kofman rejoined, “have seen and continue to see a lot of coverage that includes perspectives on gay issues that include people who just simply are intolerant and perhaps not qualified as well.”


Are you getting the picture? Whereas fifty years ago a news story portraying homosexuality as normal and respectable was unheard of, now we’re facing exactly the opposite spectacle. Up on that glitzy convention stage were representatives of top broadcast news networks debating whether or not professional journalists should give voice to the Christian or traditional viewpoint on homosexuality. Or, they suggested, wouldn’t it be better just to censor such “hateful” and “bigoted” viewpoints as being the moral equivalent of a “pro-racism” or “pro-bigotry” viewpoint, and thus beyond the margins of civilized debate?


By the way, lest you think this was just an unrepresentative group of radical journalists blowing off steam in their off-hours, here’s who sponsored this particular homosexual journalists conference: Hearst Newspapers; Knight-Ridder, Inc.; CBS News; Gannett Foundation; CNN; Bloomberg News; NBC News; the Dallas Morning News; Fox News Channel; the Los Angeles Times; the New York Daily News; the San Francisco Chronicle; Time, Inc.; the Wall Street Journal; the Washington Post; and the San Jose Mercury News.29


No wonder the “mainstream press,” overwhelmingly sympathetic toward the “gay rights” agenda, seems to be on the same page as homosexual activists engaged in desensitizing, jamming, and converting Americans to their worldview. As a matter of fact, as we saw in the Matthew Shepard case, it’s hard to tell them apart.


Thus a lot of the credit for the “gay-ing of America” can be laid at the door of the news media who, intentionally or not, have worked in tandem with the movement’s public relations machinery for years now.


WE FORGOT ONE THING


Today the homosexual activist movement is a juggernaut, racking up success after success. Even the occasional losses, such as voter rejection of same-sex marriage in the 2004 election, are simply the expected “one step back” in the time-honored “two steps forward, one step back” mode of most long-term political wars. (After all, by audaciously conducting thousands of illegal same-sex marriage ceremonies, homosexuals all but guaranteed legal and social acceptance of their fallback position—homosexual civil unions with the full legal force of marriage, something most Americans regarded as radical and unacceptable just a few years ago.)


As just one of a multitude of success indicators, consider that the popular teen magazine Seventeen conducted a reader poll in 1991, shortly after activist homosexuals abandoned the streets in favor of the television studio. At the time, only 17 percent of the magazine’s adolescent readers accepted homosexuality as appropriate. In 1999, after eight years of intense “gay rights” marketing, a whopping 54 percent, more than three times as many teens, accepted homosexuality as appropriate.30


This stunning turnaround is reflected in virtually every area of society. Whether in culture, politics, law, business, the news media, entertainment, education, or even the church, homosexual strides have been nothing short of astonishing. Once condemned as “immoral deviants,” homosexuals and lesbians today are honored, idealized, defended as victims, and celebrated as role models. Thanks to “hate-crimes” legislation, they are now afforded extra protections as a special class of people—protections not granted to all members of society. (If you were assaulted, the perpetrator would get one sentence, but if you were assaulted because of your homosexuality, the perpetrator would receive a more severe sentence under hate-crimes sentencing guidelines.)


Meanwhile, in what was once a vibrant Judeo-Christian culture, Christians and other proponents of traditional biblical principles are routinely cast as bigots and “homophobes,” thanks to constant jamming. Direct quotes from the Bible regarding homosexuality are routinely condemned as “hate speech,” and—as we have seen—pro-homosexual journalists piously agonize over whether or not they should dignify the traditional, biblical viewpoint by even acknowledging it.


Multitudes of activists—with almost limitless time and energy to devote to advancing their agenda, largely unencumbered by any need to change diapers, pay for dental braces, or attend their children’s soccer games, as do most heterosexual married people—have succeeded in their goal of transforming society. As public relations campaigns go, it’s been an unqualified success.


However, in the “gay rights” movement’s relentless struggle to legitimize homosexuality, and in the greater society’s veneration of homosexuals as heroes of the great civil rights crusade of the new millennium, we’ve forgotten one thing. In the endlessly clever media campaign that’s bamboozled everyone, “restructured their consciousness,” turned their hate into love and their rejection into acceptance, something crucial has been lost.


We’ve forgotten about reality. We’ve been living in a Madison Avenue fantasy world of marketing images and carefully crafted rhetoric in the foreground, with court battles, fascist-like intimidation, and relentless waves of persuasion in the background.


But what about the truth we’ve left behind? What about the reality of homosexuality, of what causes it, and of what it means physically and spiritually for those so oriented? Do we even care anymore?


Let’s rewind and go back to former Congressman Robert Bauman, who in poignantly describing his internal struggles against his homosexual compulsions confided that he had been sexually seduced when he was five years old by an older boy.


Did that experience have anything to do with Bauman’s future homosexuality?


There was a time when psychiatry, psychology, religion, and common sense all said “yes.” In fact, sexually abused young males are “up to 7 times more likely to self-identify as gay or bisexual than peers who had not been abused,” concludes the peer-reviewed 1998 study, “Sexual Abuse of Boys,” by William C. Holmes, M.D. and Gail B. Slap, M.D.31


On that topic, a reader recently wrote to me: “We are a family of eight siblings and the oldest is gay, and has lived with the same partner for 41 years. At various times, my siblings and I have tried to discover why he is gay and none of the rest of us are. We finally found out through an older cousin that my brother was repeatedly sexually molested when he was six years old by a 19-year-old man.”32


Even Kirk and Madsen, who advise activists to claim they were born homosexual, know better. “We argue that, for all practical purposes, gays should be considered to have been born gay,” they write, “even though sexual orientation, for most humans, seems to be the product of a complex interaction between innate predispositions and environmental factors during childhood and early adolescence.”


If “environmental factors” are involved—and everyone knows they are, whether or not they publicly admit it—why then advise homosexuals to claim they were “born gay”?


“To suggest in public that homosexuality might be chosen,” Kirk and Madsen explain, “is to open the can of worms labeled ‘moral choices and sin’ and give the religious intransigents a stick to beat us with. Straights must be taught that it is as natural for some persons to be homosexual as it is for others to be heterosexual: wickedness and seduction have nothing to do with it.”33


Unfortunately, with all the brainy marketing behind the campaign to mainstream homosexuality, what’s been swept under the rug is the recognition—once commonplace in America—that flawed early relationships or sexual victimization can put a child on the road to homosexuality.


Children are exquisitely impressionable, so much so that sexual seduction or assault is a major trauma that can, and often does, reprogram the victim’s identity—his view of who and what he is. While the Holmes and Slap study confirms this, the point is self-evident: our prisons are full of child molesters who were molested as children and batterers who were battered as children.
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