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A 1970s Franco-German initiative aimed at righting energy trade imbalances morphed over the next
decade into a global oil-and-coal phaseout campaign falsely advertised as an effort to protect Earth’s
atmosphere from carbon dioxide overload. Seeking to level the playing field between their resource-poor
homelands and the Anglosphere’s fossil fuel superpowers, the Paris-Berlin Axis uses “Climate Change” to
domestically impose, and globally export, renewable energy and electro-mobility. Success hinges upon
capturing the Anglosphere’s cultural assets. This report profiles eight enterprises comprising the vanguard
of European attempts to control Anglo-American culture; namely:
1.
2.
3.
4.
5.
6.
7.
8.

Bertelsmann
Holtzbrinck
Deutsche Welle
Agence France Presse
Vivendi
Publicis
Elsevier
Spotify

(“Anglosphere,” “Anglo-America” and “English-speaking world” refer to: USA, UK, Canada and Australia.)
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Bertelsmann
In 1835 Carl Bertelsmann began printing hymnals, prayer-books and a faith-based Westphalian
newspaper. Carl sowed and reaped Evangelical revivalism. His son Heinrich added romantic novels to the
family’s oeuvre. Heinrich’s only child, Fredericka, betrothed loyal employee, Johannes Mohn, who took Page | 3
over operations after Heinrich’s passing.
Johannes’ son, Heinrich, was an early donor to the Nazis, as were his pastor and church. Heinrich joined
the SS, as did his son Reinhard (1921-2009). Bertelsmann’s in-house theologian was pro-Nazi.
Bertelsmann’s star poet wrote the speech inaugurating the 1933 book-burnings.
With wares freighted with Volkish and anti-Semitic content, Bertelsmann became the Third Reich’s largest
publisher. In 1943 they moved 19 million books. Bertelsmann supplied special editions to the Wehrmacht
and boosted profits by exploiting slave labor in Eastern Europe and Holland.
Post-WWII Bertelsmann stayed afloat partly by having hoarded paper at war’s end but mainly by
transferring control to Reinhard, whom Allied commanders found palatable. (Reinhard spent much of
WWII in a Kansas POW camp.) Bertelsmann printed books commissioned by British intelligence.
*
Bertelsmann’s first sortie into the Anglosphere was their late-1970s acquisition of Bantam Books. In 19867 they purchased Doubleday and opened a New York office. In 1998 they bought Random House. A 2013
merger hatched Penguin Random House; 75% Bertelsmann-owned.
Penguin Random House, the world’s largest commercial book publisher, churns-out 70,000 digital
offerings and 15,000 printed volumes per year for the English and Spanish-language markets. Annual sales
of print, audio and e-books exceed 600 million units. A 10,800-strong workforce (5,000 in North America)
harvests annual revenues of $4 billion.
Penguin Random House hides behind 320 brands called “imprints.” These imprints are the putative
“publishers” found on books’ information pages. Imprints tally the venerable houses captured by
Bertelsmann; i.e., Viking, Knopf, Ebury, Hamish, Putnam, Ballantine, Puffin, DK and Vintage et al.
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Bertelsmann supplies its German customers through Verlagsgruppe Random House, owner of 40
additional illustrious brands.
Wholly-owned Bertelsmann subsidiary, Bertelsmann Printing Group (BPG), does all Bertelsmann’s printing
and prints catalogs and brochures for outside customers. In addition to its German operations, BPG’s five Page | 4
American and one British plants employ 7,200 workers. BPG hauls in annual revenues of $1.5 billion.
Bertelsmann Education Group’s 1,600 staff sell $350 million worth of: online training courses, digital
teaching aids, school marketing, and student recruitment services every year. Their wholly-owned online
university, Udacity, serves the Silicon Valley milieu with tutorials about Cloud and Artificial Intelligence.
60,000 apply for Udacity’s 15,000 available annual positions. Bertelsmann employees take preference.
*
Bertelsmann’s Climate Change contribution is multi-pronged. Regarding publishing, it campaigns on nonfiction and fiction fronts.
The total catalog of non-fiction global warming alarmist books issued by Bertelsmann probably exceeds a
thousand titles. Recent additions include: Uninhabitable Earth: Life After Warming (David Wallace-Wells);
Climate Leviathan (Joel Wainwright); No Immediate Danger: Volume 1 of the Carbon Ideologies (William
Vollmann); and the illustrated kids’ book: What is Climate Change? (Gail Herman). Book releases warrant
company-funded author tours and talk-show interviews, as were arranged for Al Gore’s An Inconvenient
Sequel.

Excerpt of Matthew Nisbet’s review of Bill McKibben’s work. Lockdowns and Green New Deal policies
appear to emulate much of what McKibben promoted.

Bertelsmann practically invented alarmist supremo Bill McKibben (End of Nature; Global Warming Reader
etc.). They definitely invented ‘Climate Central’ – “the trusted source of information on all things climaterelated” – sponsor of collectibles like: Global Weirdness and Where is Climate Heading? Bertelsmann reformatted the US Government’s Global Change Research Program’s report into: Climate Report (2019).
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More insidiously, Bertelsmann’s climate fiction offerings depict apocalyptic futures wracked by humaninduced global warming. “Cli-fi” bestsellers include: The Water Knife (Paola Bacigalupi); Year of the Flood
(Margaret Atwood); Green Earth (Kim Stanley Robinson); The Gracekeepers (Kirsty Logan); Gold Fame
Citrus (Clare Vaye Walkins); and Solar (Ian McEwan).
The cli-fi genre was co-engineered with Holtzbrinck (see below) in whose library one finds: The Dry (Jane
Harper); The City in the Middle of the Night (Charlie Jane Anders); Odds Against Tomorrow (Nathaniel
Rich); and Green Like Dying (Rouxi Chen).
Since 2007 hundreds of cli-fi novels along with countless cli-fi short-stories and screenplays have
miraculously appeared. Librarians buy cli-fi by the tonne. Cli-fi potboilers are required reading in high
school and undergraduate literature courses where they melt into millions of malleable minds.
*
Altogether Bertelsmann’s 8 divisions employ 130,000 workers. They generated sales of $19 billion in 2020.
Wholly-owned, Arvato, provides e-commerce and IT services to German banks, telecoms and retailers. As
well, Arvato’s 36-language, 48,000-employee, call centres field inquiries on behalf of hundreds of
corporate clients world over.
Bertelsmann’s RTL owns 67 television channels, 38 radio stations and 10 streaming platforms. RTL
operates Germany’s largest private television network. RTL is either the top, or second to the top,
television broadcaster in 8 EU countries. RTL’s Radio Deutschland owns 17 stations. RTL owns four
advertising firms. RTL’s 15,686 employees produce most RTL content. Yearly revenues approach $7 billion.
Bertelsmann’s Gruner & Jahr (G&J) showers 500 print and digital magazines onto Europe but mainly onto
Germany and France where half the population buys at least one G&J periodical. G&J wholly owns the
weekly Stern (circulation: 750,000) and 25% of its rival, Der Spiegel (circulation: 840,000).
G&J’s flagship daily, Dresden-based Sachsische Zeitung (circulation: 230,000), is co-owned with the
German Social Democratic Party.
G&J and Holtzbrinck co-own Germany’s premier journalism college.
RTL and G&J moil the internet with 1,500 YouTube channels. Monthly views are in the billions.
Bertelsmann’s music division, BMG, deploys 974 specialists at 20 facilities to provide audiovisual,
recording and steaming assistance to “indie” artists. BMG also offers marketing, licensing, royalty and
copyright services.
Hoarding music copyrights since 1984, BMG now owns 3 million songs including many vintage hits
appearing in movie soundtracks and on radio playlists. BMG is the world’s fourth largest music company.
*

Bertelsmann’s “corporate responsibility” webpage parades an array of internal carbon-cutting, papersaving, tree-planting and obligatory employee “be green” initiatives. Bertelsmann aspires to carbon
neutrality by 2030. GCP Media, the German wing of Bertelsmann Printing, recently carbon neutralized its
entire operations.
Bertelsmann’s pursuit of Climate Change objectives tracks the company’s deep ties to several German Page | 6
Government agencies pushing the same agenda; notably the Goethe-Institut. Pre-1945 this institute, then
named “German Academy,” and was a “worldview weapon” and espionage center wielded by Rudolf Hess,
and later by Goebbels. Renamed “Goethe-Institut,” it now employs 1,000 staff and a $400 million stipend
from the German Foreign Office, to spread the German language; instil positive images of Germany
abroad; and, facilitate cooperation with German institutions.
*
Bertelsmann is owned 19.1% by the Mohn family, and 80.9% by 3 entities: BVG, Reinhard Mohn
Foundation, and Bertelsmann Foundation. BVG owns all voting shares. The Mohns control all 3 entities.
Christoph Mohn chairs Bertelsmann and the Reinhard Mohn Foundation. Christoph is also a BVG
shareholder and chairs BVG’s steering committee. Christoph’s mom, Liz Mohn, is Bertelsmann Foundation
Vice Chair and a Bertelsmann Director. Her daughter, Brigitte Mohn, is an Executive Director of
Bertelsmann Foundation, a Bertelsmann Director, and a BVG shareholder.
Summoned by the Mohns to Bertelsmann’s board are four Bertelsmann subsidiary managers and reps
from the Danish renewable energy giant, Orsted; and, from Deutsche Bank, Daimler and Volkswagen –
German behemoths inseverably attached to the climate-industrial-complex.
*
Liz Mohn followed her late husband Reinhard into the uber-environmentalist Club of Rome. Bertelsmann
Foundation began formal collaborations with the Club in 1993.
Bertelsmann Foundation issues no grants. It is a self-financed think tank with annual expenditures of $90
million and 360 employees. The Foundation hosts 200 confabs yearly to advance 70 separate projects –
typically joint ventures with German universities. The Foundation spawns hundreds of reports and books
(including a 6-volume Reinhard Mohn compendium). Its annual 500-page Sustainable Development
Report, co-written with UN Special Advisor Jeffrey Sachs, bashes governments for falling short on their
climate commitments. The Foundation is committed to “enhancing international cooperation” toward
reifying the Paris Accords.
The Foundation scrutinises public opinion, especially voting behaviour. Foundation execs decry
“populism” as a threat to EU integration. Their ‘Twelve Stars Initiative’ invites philosophers to envision a
fully-operational EU Armed Forces. A government relations specialist runs the Foundation’s American
branch where she enlivens Washington with forums, exchanges and multi-media shows.

Holtzbrinck
Georg von Holtzbrinck’s father sold his distressed Westphalian estate after WWI. With hyperinflation
vaporising the proceeds of this sale, Georg took up magazine distribution while still a student.
Georg joined the Nazi University Section in 1931 while the group was under sanction for assaulting Jewish Page | 7
students and professors. (Uncle Erich was an SS Commander.) Georg joined the Nazi Party in 1933.
Parlaying personal commendations from Hitler’s lawyer, and aid from the Party newspaper, Georg
acquired distribution rights for German Labor Front magazines (annual circulation: 28 million). Georg
personally designed the special edition celebrating Poland’s invasion.
Georg joined a cabal of businessmen who plundered Jewish-owned publishing firms. He then became a
prominent book publisher, producing volumes for the Wehrmacht.
Allied prosecutors described Georg as a devoted Nazi who benefitted immensely from Party contacts.
Nevertheless, Georg got off with a mere fine. He carried on publishing. Like the Mohns he also benefitted
immensely from hording paper at war’s end.
In the late-1940s Georg took over the German Book Association. Over the ensuing 20 years he capitalised
on his role as book middleman, and on close relationships with a cabal of German publishers, to acquire
minority stakes in newspaper and book publishing firms. In 1971 he pooled these acquisitions into
Holtzbrinck Publishing Group. His son Georg-Dieter (b. 1941) assumed command in 1980, three years
before Georg’s expiration.
Under Georg-Dieter (r. 1980-2001) Holtzbrinck acquired German newspapers and English-language
publishers; the latter specialising in science and education.
Georg-Dieter transferred Holtzbrinck Publishing to his sister (Monika Schoeller, 1939-2019) and his halfbrother (Stefan). He retained ownership of select newspapers and co-owns Die Zeit with his relatives.
*
Stuttgart-headquartered Holtzbrinck Publishing Group is a multinational. Half its sales are in Englishlanguage markets.
Springer Nature, is 53% Holtzbrinck-owned.
The original journal, Nature, was published by Macmillan from 1869 until its 1995 purchase by Holtzbrinck.
The acquisition setoff a proliferation of Nature-branded journals.
Berlin-based Springer-Verlag dates to 1842. BC Partners bought Springer Science+Business Media in 2013
for $4 billion; merging it with Holtzbrinck 18 months later.
Springer Nature owns many of the world’s most-cited scientific journals such as: Scientific American,
Scientific Reports and Nature.
Scientific American was founded in 1845. Holtzbrinck bought it in 1986. Scientific American comes out
monthly in a dozen languages. Each edition sells 10 million copies in either print or digital form. The
magazine counts 200 Nobel Prize winners among its past or current stable of authors.

Scientific Reports, the world’s largest open access scientific mega-journal, possesses an extensive Earth
Science and Enviro-science collection containing innumerable climate-related papers.
With 53,000 weekly subscribers, and an 8.0 pass along rate, Nature retains 424,000 regular readers.
Nature is the world’s second most influential science journal (behind AAAS’s Science). Nature.com
receives 9 million unique monthly viewers.
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Nature Communications publishes several dozen journals. Regarding Climate Change, the most relevant
being: Nature Earth and Environmental Sciences, Nature Ecology and Evolution, Nature Sustainability,
Nature Energy, and Nature Climate Change (the world’s highest impact climate publication).

Nature Partner Journals are co-ventures between Springer Nature and various institutes. For example,
NPJ Climate and Atmospheric Sciences is co-published with the King Abdullaziz University’s Center for
Climate Change Research (home to the world’s most powerful climate modelling computer).
Holtzbrinck also owns Macmillan Learning, Macmillan Publishing and Palgrave Macmillan.
Macmillan Learning sells educational materials, classroom kits and teaching tools. They: “maintain deep
partnerships with the world’s best researchers, educators, administrators, and developers.”
Macmillan Publishing targets English and German retail book markets. Among its imprints are: St. Martin’s
Press, Henry Holt, and S. Fischer.
Palgrave Macmillan targets academics and businesses with books and periodicals focussed on economics,
history and political science.
Holtzbrinck owns hundreds of academic journals; scores of which run climate-related papers.
Finally, subsidiaries Holtzbrinck Science and Holtzbrinck Digital oversee 30 companies engaged in software
development and marketing. These companies dovetail with numerous tech start-ups bankrolled by
Holtzbrinck Ventures.
*
Holtzbrinck family-owned newspapers include:
Handelsblatt – a Dusseldorf-based business daily, circulation: 127,000.
Tagesspiegel – a Berlin-based current affairs daily, circulation: 148,000.
Die Zeit – a high-brow Hamburg-based weekly with 500,000 buyers and 2 million readers. For decades Die
Zeit was co-published with former German Chancellor, and renowned climate pioneer, Helmut Schmidt.
Die Zeit’s internet portals attract 14 million unique monthly visitors (15% of Europe’s German-speakers.)
*
Holtzbrinck’s board consists of: Stefan von Holtzbrinck (CEO), Dr. Bernd Scheifele (Chair), Dr. Jurgen
Mlynek, and Christiane Schoeller (Monika’s daughter).
Dr. Scheifele chairs both Heidelberg Cement and Phoenix Pharmaceuticals.

Theoretical physicist, Dr. Mlynek, put in 16 years at the German Research Foundation (GRF); the last 4 as
Vice President. Despite a notorious past, GRF annually channels $4 billion in government largesse toward
100 university departments.
From 2005-15 Dr. Mlynek ran the Helmholtz Association of German Research Centres. With a $5 billion
budget this Association employs 43,000 science workers across 19 centres. Listed climate-oriented Page | 9
funding categories include: Polar and Marine, Environmental Health, Environmental Research,
Geoscience, Coasts, and Oceans.
CEO Stefan von Holtzbrinck personally directs several philanthropies while playing a key role in the Max
Planck Foundation (MPF). While MPF’s budget is modest (it disburses revenues from a pooled $550
million endowment) it provides Stefan and his circle insights and input into the Max Planck Society (MPS)
– the designated recipient of all MPF grants. MPS accepts $2.1 billion from various levels of German
governance to fund 86 separate institutes that employ 23,969 scientists, researchers and support staff.
In total, Holtzbrinck subsidiaries and officials oversee some forty philanthropies most of which participate
in the 22,000-member Association of German Foundations.
Holtzbrinck communiques abound with references to organic growth and sustainability. After years of
agonizing over their carbon footprints, Holtzbrinck’s subsidiaries achieved carbon neutrality in 2020. The
Holtzbrincks donate to: Earth Day Network, Ocean Conservation, Goddard, Euroscience Open Forum, and
Science Media Centres.

Deutsche Welle
Deutsche Welle (DW, German Wave) is a German Government-owned broadcaster dedicated to reaching
foreign audiences via radio, television, websites and YouTube.
DW’s Director-General answers to a 16-member Broadcasting Council and a 6-member Administrative
Board. Four Council members also sit on the Board. Each member represents a separate German political,
religious, government, business or labour organization. DW’s annual allowance from the German
Government tops $600 million.
DW maintains facilities in 60 countries and broadcasts in 30 languages. Television broadcasts are in
English, Arabic and Spanish. DW’s television and radio satellite network cooperates with 5,000 partnering
stations. DW’s 4,000 employees are half full-timers, half freelancers.
DW claims 250 million weekly foreign user contacts. DW TV attracts 111 million weekly contacts. DW
YouTube has 2.4 million subscribers. DW specifically and narrowly defines its target audience as ranging
from: “young people, to opinion leaders, and to those actively involved in public debate.”
Caracas and Moscow both accuse DW of interfering in their domestic affairs. DW occupies large studiooffice complexes in Brussels and Washington (six blocks from the White House).
The company’s training centre for media professionals, DW Akademy, is funded by the German Ministry
of Economic Cooperation, the German Foreign Office, and the EU. Amongst other things, the Akademy
offers a Masters’ Degree in International Media Studies. According to DW, the Akademy is: “on track to
becoming the leading European institute for media development.”

DW strives to meet stringent environmental standards in all operations. Its messaging is equally green.
For instance, in 2018 DW released the documentary: Climate Cover-up: Big Oil’s Campaign of Deception.
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Agence France-Presse
The world’s oldest news service, Agence France-Presse (est. 1837), went global in the late-1800s. This
Paris-based affair has 4 regional headquarters including one in Washington. AFP’s 151 news bureaus circle
the planet. AFP operates in 6 languages and owns a separate German subsidiary. AFP’s English-language
YouTube channel boasts a million subscribers.
AFP was nationalised after WWII. A 1957 law gave it some independence, but the bulk of its budget
continues to come from subscriptions paid for by government agencies and from direct government
subsidies. Five of AFP’s 15 directors are government appointed. Two directors are AFP managers and 8
represent French journalism which is itself dominated by French Televisions and Radio France – both
state-owned. The board elects a CEO for 3-year terms. Current CEO, Fabrice Fries, is also board Chair.
In November 2021 the French Government ordered Google to pay AFP $600 million for having used AFP
material without permission. Shortly afterwards, Fries announced that Google and AFP had entered into
a new long-term partnership.
Seventeen hundred of AFP’s 2,400 employees are journalists, many of whom graduated from in-house
journalist training programs.

AFP’s Washington office conducts comprehensive socio-political analyses of American political culture
with a keen focus on race relations. AFP coverage of US election cycles is sweeping. Membership in the
White House reporting pool allows AFP to fix an unwavering eye on sitting US Presidents.

Vivendi

Page | 11

Bollore SE’s 79,000 employees garner yearly sales of $28 billion.
Bollore SE began as a papermaker in 1822 before branching into shipping and manufacturing. Presently,
the conglomerate is deeply sunk into Europe’s energy transition. Bollore manufactures patented Lithium
Metal Polymer batteries used as heavy equipment engines and as stand-alone storage units. One
subsidiary, Bluebus, builds electric commuter buses while another, Bluecar, builds electric minicars.
Bluecar’s top customer, the car-sharing service Autolib, is another Bollore subsidiary.
Vincent Bollore is President and CEO. His son, Yannick, is Vice-Chair.
Bollore owns 30% of media giant, Vivendi SE. (Vivendi’s next largest shareholder, French mega-bank
Société Générale, owns 5%.)
Yannick Bollore is Chair of Vivendi and CEO of the key Vivendi subsidiary, Havas. Yannick’s brother, Cyrille,
also sits on Vivendi’s board.
Vivendi is governed by a 7-member Management Board and a 13-member Supervisory Board. One
Director is a Société Générale exec. Two Directors represent France’s lucrative perfume and cosmetics
industries. Significantly, one directorship is reserved for Laurent Dassault of Groupe Dassault.
(For 70 years Dassault Aviation has supplied Mirage fighters to the French Air Force. Groupe Dassault
moils Europe’s energy transition through co-ownership of Electric Vehicle Society and through
manufacturing components for electric cars. Dassault owns Le Figaro – France’s largest circulation
newspaper – and a dozen other French magazines and newspapers.)
*
Vivendi consists of 6 integrated firms: Gameloft, Dailymotion, Editis, Universal Music Group (UMG),
Groupe Canal, and Havas. In 2020 Vivendi’s 44,500 employees raked in $18 billion in sales.
Gameloft is the world’s largest supplier of computer games.
The streaming service, Dailymotion, provides music, news, sports and entertainment videos to 350 million
users. Dailymotion has agreements with 280 content producers; including 70 US-based ones.
Editis is the leading French-language book publisher. Vivendi’s primary book publishing asset, however, is
its 45.1% ownership of Lagardere Groupe, parent of Hachette Livre – one of the “Big Three” global booksellers. Hachette also publishes French newspapers and magazines.
Hachette bought Time Warner Books in 2006 and Hyperion Books (from Disney) in 2013. Among
Hachette’s 110 English-language “imprints” (nominal publishers) one finds: Perseus, and Little, Brown.
*

UMG is 18% owned by Vivendi and 10% owned by Vincent Bollore. This Netherlands-based company is
the world’s leading music firm. Its music catalog is the largest.
UMG’s 105 labels include: Capitol Records, Island Records, Decca, Def Jam, Deutsche Grammaphon,
Polydor, Motown, and Republic. Within UMG’s stable of 1,000 recording artists reside legends like: Rolling
Stones, Beatles, Bob Marley, Frank Sinatra and Leonard Bernstein. Amongst those still recording we find: Page | 12
U2, Eminem, ABBA, Justin Bieber, Lady Gaga and Niki Minaj. UMG accounts for 26% of global sales of
physical music products and 34% of global sales of digital music products. Their share of English-language
music markets is much larger. UMG has six offices in the USA, one in London, and another in Toronto.
(The company has been busted for bribing radio stations.)
*
Vivendi subsidiary, Havas, employs 20,000 and pulls in $2.2 billion annually. Havas provides advertising,
marketing, public relations, internal communications, and merger-and-acquisition consultation services.
Customers include: Durex, Puma, Burger King, UNICEF and Hershey’s. Havas managed the City of Chicago’s
Covid messaging, and they executed a successful anti-plastic campaign for Greenpeace Turkey.
Havas CX provides “customer experience” through 25 ‘villages’ (6 in North America) that collectively
employ 1,800 staff specialising in “customer journey mapping” and other techniques designed to assist
clients in perfecting brands and deploying emerging technology. Havas CX works for French giants:
Lacoste, Louis Vuitton, Renault and Orange S.A. Other clients include: GAP, Royal Mail, Danone and
Starbucks.
Havas Health and You, provides similar services to the rapidly expanding health and wellness sector.
Havas Media Group (HMG) recently inked a 5-year, $300 million deal with JDE Peet wherein the tea and
coffee multinational handed over its offline and online activity to HMG.
*
Vivendi’s wholly-owned Groupe Canal employs 7,700. Canal+ is France’s top television network and one
of Europe’s leading television show producers. Canal+ emits both advertising-free encrypted television
signals and advertising-loaded free-to-air signals. Canal+ owns 36 specialty channels.
Subsidiary, Studio Canal, Europe’s number one movie producer, finances 25 feature length films per year
and distributes another 25 films produced by partnering companies. Studio Canal also produces 200 hours
of television dramas per year. Branch plants in the UK and Germany produce additional content.
Groupe Canal’s library of 6,000 films might be the world’s largest and is probably the most valuable given
its stash of Hollywood classics.
The MyCanal app has 20 million downloads in France where it averages 2 million unique visits per day.
An array of agreements with telecoms and other content aggregators ensure far-reaching exposure for
Vivendi’s products. Vivendi owns 24% of Telecom Italia and 29% of the Italian media giant, Mediaset.
*
According to its masthead:
“Vivendi is a global leader in culture.”

Leadership affords political as well as commercial opportunities. Vivendi seeks to raise “public awareness
through committed content.”
The unabashedly political UMG issues state-like communiques on current events (which in the USA are
usually race related). UMG uses “the collective power of our passionate community of music lovers” to
advance “meaningful positive change.” UMG’s ‘Defend the Planet’ campaign commands 355,000 climate Page | 13
activists.
Havas was the first global media company to join Conscious Advertising Network – an alliance of 70
groups opposed to “hate speech” and “fake news” (the latter includes scepticism of climate orthodoxy).
Part of Vivendi’s ‘Unlimited Creation’ self-branding exercise is its ‘Creation for the Planet’ initiative.
Internally this translates into “aiming for environmental operational excellence.” Regarding in-house
energy use, Vivendi plans to achieve Net Zero Carbon status by 2025. Havas received an ISO 14001
certification – the highest environmental standard.
Rumor has it that cash-rich Vivendi covets Publicis Groupe. Should this marriage be consummated,
Vivendi (Bollore) shall achieve hitherto unseen global cultural influence.
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Publicis
Paris-headquartered, Publicis Groupe, is the world’s oldest (est. 1926) and third largest marketing,
advertising and public relations firm. The company extends its grasp through a partnership with the
world’s fifth largest ad agency, Japan’s Dentsu. Publicis has enjoyed cozy connections to the French Page | 14
Government since the post-WWII boom.
Publicis employs 80,000 and owns $33 billion in assets. Annual sales exceed $10 billion.
Publicis is in the brand business. Relentless acquisitions of smaller firms allows Publicis to practise the
ancient art of brand proliferation. Publicis operates behind dozens of brands; i.e., Saatchi & Saatchi, Leo
Burnett, Epsilon, Sapient, Razorfish, Starcom, Zenith Media and Spark Foundry et al.
Chairman and CEO, Arthur Sadoun, is transitioning Publicis from being a “holding company” of acquired
agencies into a “platform” in its own right. This is evidenced by new subsidiaries like: Publicis Media,
Publicis Healthcare Communications, and the event management specialist, Publicis Live.
(Sadoun’s wife is a lead presenter for the French Government’s France 2 television network.)
*
Hovering over Sadoun is a Board chaired by the much-decorated 50-year company man, Maurice Levy –
protégé of Publicis’ founder, Marcel Bleustein-Blanchet. Elisabeth Badinter, daughter of the company
founder, is Vice-Chair. She owns 13% of the company; the largest block held by one entity. (Institutional
investors own half the shares.) Simon Badinter, Elisabeth’s son, is also on the Board, as is Marcel’s
granddaughter, Sophie Dulac.
(Simon relocated to Ohio where he produces a relationship-themed radio show syndicated to 30 American
stations. Sophie owns 5 cinemas (2,400 seats) in downtown Paris and an artsy (money-losing) film
distribution company.)
Rounding out the Board are: a former Italian Prime Minister; a former Quebec Premier (Jean Charest); a
Hudson Institute economist; and, a former Microsoft exec fresh from a stint as US Ambassador to
Switzerland.
Publicis operates in 130 countries. It has extensive operations across the English-speaking world where it
does advertising, brand design, customer analytics, social media, public relations, e-commerce, and
website design for thousands of businesses, government agencies and non-government organizations.
Publicis helps McDonalds design sandwiches. For Samsung they had Jimmy Fallon shoot an episode of his
show on Samsung’s latest phone thus turning the entire show into an infomercial. Other notable clients
are: Tik Tok, Ralph Lauren, and Electrolux (the Swedish manufacturer of energy-efficient, climate-friendly
appliances). Europe’s leading electric and hybrid car manufacturer, Renault, is a marquis Publicis client.
Publicis Healthcare’s 5,000 staff operate through 18 separately branded agencies. Their main customers
are pharmaceutical giants but they also pitch the health food lines of Procter & Gamble and Nestle.
Another subsidiary, Qorvis, manages public relations for the Kingdom of Saudi Arabia. They helped the
Kingdom weather the fallout from 9/11 and they continue to whitewash its human rights record.

Publicis’ “Take Down Gun Violence” initiative targeted the US population while their “Save the Koalas”
campaign was deemed a success by their client, WWF-Australia.
*
Publicis’ climatism manifests in a recent strategy statement:
“Added to this is our commitment to the fight against climate change, which we are strengthening again
this year by joining the Science Based Targets Initiative (SBTi) to specify our new qualified targets by 2030,
based on scientifically qualified criteria.”
Publicis is one of 200+ corporate signatories of the French Business Climate Pledge. Said companies have
combined annual sales exceeding $2 trillion and a combined workforce exceeding 6 million. All signatories:
“…re-affirm the need to collectively change course by accelerating innovation and research and
development through their investments in low carbon solutions, in order to initiate a drastic reduction in
the world’s greenhouse gas (GHG) emissions.”
France’s largest banks (Société Générale, Credit Agricole and BNP Paribas) are signatories, as is Vivendi.
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Elsevier
Unlike other organizations profiled in this report, Elsevier, cannot unequivocally be said to be EU-based.
Nevertheless, Elsevier’s essential Euro-centrality coupled with its uniquely immense contribution to the
climate campaign necessitates its mention.
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Founded in the Netherlands in 1880 Elsevier remains headquartered in Amsterdam where many of its
8,600 employees reside. Half of Elsevier’s top 12 execs hail from EU countries. The remainder hail from
around the globe. Since the 1990s Elsevier has been a subsidiary, albeit an independent one, of Londonbased, RELX Group plc. RELX’s Chair is a Brit and most directors are British or American. RELX’s CEO,
however, is a Swede and its Chair of Independent Directors is a German.
Elsevier is by far the world’s largest publisher and disseminator of scientific information. The company’s
2,650 journals deal mostly with science or medicine. Elsevier publishes Cell, Lancet, and Gray’s Anatomy.
In 2021 Elsevier published 600,000 peer-reviewed articles. Elsevier’s e-library contains 43,000 books. An
astounding 18% of all global research flows through Elsevier. 99% of Nobel Prize winning scientists publish
in Elsevier journals.
Elsevier still produces paper versions of many of its books and journals; however, digital offerings now
account for 86% of revenues. Elsevier’s 15 online platforms attracted 1.6 billion downloads in 2021, many
passing through paywalls. Subsidiary, Science Direct, the world’s largest online platform dedicated to
peer-reviewed scientific research, hosts 19 million pieces of content. Subsidiaries, SSRN (an open-access
online pre-print communication hub) and Mendeley (a public research repository) draw in millions of
academics.
Elsevier’s business model compels politicization. Elsevier journal editorial boards, on occasion, resign in
protest of head office decisions. (Said boards are usually promptly replaced by head office.) Particular
controversy surrounds Elsevier’s notoriously high subscription fees. The research Elsevier sells is often
government-funded. Elsevier’s core subscribers are government-funded academic libraries. Elsevier is
thus a middle-man trafficking in tax-payer funded product. Moreover, the scientific community’s
inclination toward free open access collides with Elsevier’s paywalls. Elsevier must engage in intense highstakes lobbying of politicians to preserve its paywall embargoed status quo.
Other facets of Elsevier’s political orientation can be gleaned from its mission statements. Under the
heading: “Partnering for a Better World” Elsevier commits to “play(ing) our part …in tackling climate
change.”
Climate Change activism pervades the Elsevier Foundation. Three of the Foundation’s 11-member board
sport impressive UN/Green credentials; notably Marcia Balisciano – founding director of RELX’s Corporate
Responsibility Department. Balisciano chairs both the UN Global Compact Network (UK) and the
Corporate Responsibility and Sustainability efforts of the US-based, Conference Board.
Elsevier Foundation repeatedly affirms its dedication to UN Sustainable Development Goals, especially
the climate ones. The Foundation formerly funded the Green and Sustainable Chemistry Challenge, and
currently funds the Chemistry for Climate Action Challenge which awards cash prizes for advancements
in biofuels.
This commitment to the climate-rationalized oil-and-coal phaseout cannot help but spillover into
Elsevier’s main business lines. Hundreds of Elsevier’s journals discuss climate and energy. Many Elsevier
journals focus directly on Climate Change topics i.e., Atmospheric Research, International Journal of
Greenhouse Gas Control, and Journal of Cleaner Production et al; while other journals deal broadly with
climate-adjacent topics like: meteorology, energy economics, computer modeling, human geography,
hydrogen fuel, solar power, and renewable energy. These journals are company property. Editorial
placements are company prerogatives.
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Spotify
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The upstart among European media giants is the Stockholm-based streaming service, Spotify. Emerging in
2006, and entering English-speaking markets in 2009, Spotify now maintains operations in London,
Toronto and New York. Over 2,000 of its 7,700 employees work out of its New York offices.
Spotify’s 180 million subscribers primarily reside in the EU or in English-speaking countries. Subscriptions
cost $10-$15 per month. Subscribers seek access to Spotify’s catalog of 82 million songs which largely
belong to UMG (Vivendi) and BMG (Bertelsmann). UMG owns 4% of Spotify.
Spotify also streams 3.6 million podcasts, most famously the Joe Rogan Experience which Spotify bought
for $100 million.
About 15% of Spotify revenue comes from advertising. To facilitate this the company entered into
promotional partnerships with Nokia and with cell-phone service providers in Asia.
As with all EU-based media giants, Spotify is a climate activist; its website intoning:
“The consequences of climate change are mounting by the day.”
And:
“We’re using our global reach to raise awareness of the climate crisis.”
Spotify reduces its carbon emissions through scrutiny of its supply chain. Spotify produces its own climate
alarmist podcasts.

Final Comments
The above-profiled firms maintain profound, unacknowledged and unwarranted influence on AngloAmerican culture. Their combined market share of the music industry effectively designates them
“America’s DJ.” Most music listened to in the Anglosphere comes through these companies.
These firms also publish most books sold in English-language markets. Never mistake hundreds of imprints
for hundreds of independent publishers. Most books displayed on retail shelves, nearly all climate-related
ones, should rightly bear the imprints of the French or German foreign offices.
Their control of English-language science publications is even greater. Abandon all notions of impartial
climate science. In publish-or-perish academia, publishers rule professors. In the Bertelsmann-ElsevierHoltzbrinck legion march thousands of science journal editors. Regarding climate-related publications,
scientific or otherwise, the market share held by these firms approaches monopoly.
Advertising opens a separate pathway for EU states to colonise Anglo-American culture. Many EU-based
multinationals, including many “strategic” enterprises, sell wares into Anglo-American markets. To do so,
they purchase advertising space from domestic media companies. The full list of European businesses

buying such ad space would run into the hundreds and would include: IKEA, Christine Dior, Michelin,
Heineken, DHL, and Bayer et al; plus many firms programmatically, irreversibly committed to the energy
transition i.e., Shell, Electrolux, Renault, Volkswagen, Daimler and BMW et al.
A 2018 study of the largest 50 purchasers of American advertising named 5 European enterprises: AB
Inbev, Louis Vuitton, Fiat, L’Oréal and Nestle. These firms each bought between $1.4 billion to $2.2 billion Page | 18
worth of ad space in the USA. They collectively handed over almost $10 billion to mainstream US media
companies. The total sum moving from EU-based multinationals to the English-speaking world’s
mainstream media must be some multiple of that. Furthermore, much of this money spools through the
advertising subsidiaries of Publicis, Vivendi and Bertelsmann.
Ad campaigns influence the zeitgeist in incalculable ways. More importantly, this quantum of ad space
buying necessitates close continuous contact between “strategic” European conglomerates and the inner
sanctums of Anglo-America’s mainstream media. Such interactions present irresistible opportunities to
advance the omnipresent, overarching climate agenda.
In addition to commercials, music, books, and academic papers – these firms also flood English-speaking
markets with movies, video games, news articles and YouTube videos. Still, the cultural force these firms
exert in the Anglosphere is weak compared to the influence they exert in western Europe where they are
inseparable from their host governments’ information agendas. In Europe’s northwestern quadrant these
same firms own well over a thousand mainstream television stations, radio stations, weekly magazines
and daily newspapers. They also publish most educational material, and own outright four of the top
journalism, media studies, and digital communication colleges.
The coordinated efforts of these firms, and associated government ministries, is formalised and solidified
through entities like the aforementioned French Business Climate Pledge. Another example of structured
centralization is the European Data News Hub – a joint venture of European agencies like AFP and the
German News Service (DPA). The Hub disseminates news stories while stimulating internal discussion
among members about pressing issues, notably “the environment.” DPA, in turn, is owned by 177 German
media investors. DPA’s 1,248 employees work out of 95 offices, 41 of which are outside Germany. In
addition, 12 state-involved German media companies belong to the hyper-active European Broadcasting
Union where they join 8 Dutch, 4 French and 3 Swedish agencies.
To conceptualise these media conglomerates as anything but a unified bloc is a sociological error. These
firms transfer assets from one to another in ways that require intimate protracted high-level contact. They
engage in joint ventures with one another, and they have mutual memberships in trade associations and
political initiatives. They often work for, and they are embedded within, the same interlocking network of
European multinationals.
The greatest attractor pulling together Europe’s media giants is their common integration into their host
national governments. Each firm is a de jure or de facto “strategic” enterprise operating in conscious,
institutionalised tandem with its host government. Said governments are without exception openly and
forcefully devoted to the climate-rationalised energy transition. Each firm, through word and deed,
demonstrates authentic commitment toward advancing this energy transition; and they utilise the
cultural assets at their disposal to press this agenda.
These media conglomerates sit at the nucleus of a tight policy compact encompassing scores of European
government ministries, mega-banks, and manufacturing enterprises. Prominent among them are giant

firms deeply vested into electro-mobility and renewable energy (Orsted, Bollore, Dassault, Volkswagen,
Renault, Société Générale, Siemens, Deutsche Bank, Daimler, and Credit Suisse et al).
Unfortunately, the social movement in the Anglosphere resisting the climate agenda often imagines the
climate crusade as being rooted in, and/or funded by, the Russian Federation or People’s Republic of
China. They are barking up the wrong tree. Apart from lacking a motive, and apart from the lack of Page | 19
evidence for this allegation, Russia and China simply do not possess the capacity to implement such a
comprehensive politico-cultural campaign. These two countries combined do not exert one percent of the
sway on Anglo-America that EU states, and their attendant commercial enterprises, do.
A related error is the envisioning of Climate Change as a “Leftist” campaign. Climate Change was initiated
by, and continues to be orchestrated by, sections of the European oligarchy (along with their similarly
socially elevated allies from similarly resource-challenged metropolitan environs of Anglo-America). These
folk are neither radical levellers nor sincere internationalists. They are elitist plutocrats and Europefirsters. The political ideology of this cohort is best described as “centrist” albeit with tendencies toward,
and historical roots in, Eurofascism.
The oil-and-coal phaseout actually makes sound economic sense to West Europeans. They plan to build
their way toward that long-cherished goal of European Energy Independence. They wish to overcome
comparative economic disadvantages born of resource-poor homelands. With the same stroke, they hope
that by occupying the ground floor of the energy transition they will dominate crucial future industries
(electric cars, wind turbines, bio-fuel digestors, energy saving appliances et al). For Western Europeans
Climate Change is win-win. Conversely, for Anglo-Americans this same energy transition spells a wholly
unnecessary economic catastrophe.

European Media Giants
Agence France Press Plateforme de l’info | AFP.com
Bertelsmann SE & Co https://www.bertelsmann.com/#st-1
Deutsche Welle About DW | DW
Deutsche Welle Annual Report | About DW | DW | 16.07.2020
Elsevier Elsevier | An Information Analytics Business
Holtzbrinck Publishing Group https://www.holtzbrinck.com/
Publicis Groupe Home | Publicis Worldwide
Spotify Contact – Spotify
Vivendi Vivendi – Unlimited creation

Some Connected Organizations
Association of German Foundations Home | Federal Association of German Foundations (stiftungen.org)

Bertelsmann Foundation https://www.bertelsmann-stiftung.de/en/home/
Conscious Advertising Network CAN - Conscious Advertising Network (consciousadnetwork.com)
DW Akademy About us | DW
Elsevier Foundation The Elsevier Foundation
European Broadcasting Union Home | EBU
European Data News Hub About us – European Data News Hub (ednh.news)
French Business Climate Pledge Signatory companies | French Business Climate Pledge
German News Service German News Service | DW
German Research Foundation DFG, German Research Foundation
Goethe-Institut Goethe-Institut | Sprache. Kultur. Deutschland.
Helmholtz Association of Research Centres Home (helmholtz.de)
Max Planck Foundation About us | Max Planck Foundation
Max Planck Society Homepage - Max Planck Society (mpg.de)
UN Global Compact Network Homepage | UN Global Compact

Some Articles of Interest
Charting the U.S. Top 50 Advertising Spenders (howmuch.net)
Persistent Rumors About The Publicis Takeover Could Lead To Big Changes On Madison Avenue
(forbes.com)
Landler, Mark. Bertelsmann offers regret for its Nazi-era conduct; New York Times, October 2, 2002.
https://www.nytimes.com/2002/10/08/world/bertelsmann-offers-regret-for-its-nazi-era-conduct.html
O’ Toole, Flintan. Empire of Publishing built on barbarism, Irish Times, June 19, 1998.
https://www.irishtimes.com/opinion/empire-of-publishing-built-on-barbarism-1.164668
Cicero article on Holtzbrinck:
https://www.cicero.de/wirtschaft/nutznießer-der-nazis/39444
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