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‘ol e b4 ﬂw\
m..BE&E.m shady Snznm reminiscent

of Watergate dirty tricks, sponsors of a

forthcoming national newspaper adver- "
tisement on behalf of beleagured Pres-

ident Nixon -are erroneously telling .

prestigious Democrats that Dean Rusk
and Lady Bird Johnson have agreed to
sign the ad.

The ad itself is the brainchild of the

White House and has been entrusted
to longtime Nixon intimate Donald M.
Kendall, Pepsi-Gola chief- executive
and beneficiary of multiple Nixon ad-

. ministration blessings the past five ..
years. -‘Kendall’s role; To make the
defense .of Mr. -
Nixon without scaring off high-level.

. strongest possible

Democratic signers.
.EE:. the first version. of the ad ap-

peals in fulsome terms to the patriotic
necessity of “preserving this nation” as

distinct from preserving President

Nixon. That is the obvious come-on for

Democrats who would never sign an

outright appeal to support a man_ most-

of them loathe.

One former Johnson cabinet mem-
ber was specifically told on behalf of
Kendall that President Johnson’s
widow and former secretary of State
Rusk both had agreed to sign. That

nEE had the desired result ¢m u:&nm

the former cabinet member under in-

tense pressure to: amu uﬁmmﬁ .9; he ¢

nevertheless refused. - . .

‘When we called Prof. Umuh E.Ew mﬂ
the University of Georgia Law School,
he told us he had no intention of Bm_u.

ing the ad. His version of the adver-

tisement, he said, had arrived under
conditions of EE.@B@ secrecy several
weeks ago and not- from Nmﬂnwn Eﬂ.

- self.

Rusk, mmﬁ.mg of ueuen ‘for “both
John F. Kennedy and 5@@% B. John-
mo_ﬁ. ._mvﬂ e

son, said he never. mmmun pe
ters or ads.

in bﬁﬁn. .H.mn.. Eum HQE_S. uo_pn..
son's personal secretary -told us

through an intermediary she ' had
heard nothing about the ad. Mrs. John-
son, she said, did not make a practice
of signing - public nuwotu or -Sno.
ments.

Another top-drawer J aﬂuhon m.Em re-
ceived his copy of the proposed adver-
tisement 10 days ago. Describing it as

- a bald “Save Nixon"” effort skillfully

wrapped in “Save America” camou-
flage, he told us he would never sign.
The language: of the .ad, titled “A

ﬂﬁﬁnm >w2=. ﬂﬂwmauh BE.&E.
strongly supports that view: . -

racy cannot survive ‘where mob rule

flourishes. We -cannot surrender 3

government by outery.”
There ensues-an emotional appeal E
“follow the rules of the Constitution

. that for 200 years has served us su-

© premely well. ‘Let us observe the con-
- stitutional grounds for E.umwnwﬁauol.
“ treason, bribery and other high crimes

and misdemeanors,”
“Let us remember,” the ad mumﬁ.ﬁ‘

“that Congress cannot impeach a Pres- " :

ident because it is tired of him, nor im-
peach a judge because. it does not like
his opinions. Let us not surrender our
birthright to mob hysteria and let us
resist the shouters that would stam-
pede us into doing so0.”

Those words expose the ad's under-:

lying theme: Convert Mr, Nizon’s per-
vasive and personal crisis into a car-

bon copy of Mr. Johnson's narrow-

based predicament at the height' of the

Vietnam war, when he was indeed be- -
- gieged by antiwar demonstrators, :
By such misdirection, the ad’s clear

purpose is to round up LBJ Democrats

: nun mquﬁ Bm_n animus against ﬁum .
. political left, the former college dem-
“We can preserve this upgb only if
- we realize—immediately/—that democ-

onstrators and what Mr, Johnson used

_to call the “haters” at the unww of anti-

war agitation.

In short, the ad tries to divide the
country down the lines of the great

" Vietnam schism, appealing to “the love
. of our. country.” So far out of touch

with reality is the Nixon White House
that it still does not grasp fundamental '

“differences between Mr. Nixon's over-

all critical plight and the far more re-

- stricted crisis of his predecessor.

Moreover, Republicans who know

+and still; nmnE.m Mr, Nixon are aghast:
that Kendall was given a role in the ad

campaign. “With Don Kendall’'s debts
to Nixon, and Nixon’s obligations to
Kendall well-known,” one pro-Nixon

. Republican told us, “using Kendall to
- get signatures is EnnmEvG stupid.”

Kendall’s sponsorship of the ad ecam-
paign destroys the intended message
that the issue is not the President but
the presidency. If the real issue were
saving the presidency and not Richard

. M. Nixon, far more objective sponsor-

ship than Don Kendall would have
been at hand.



