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A poke at the pig
I wish I were a bear with a ranger

hat and a shovel, because then every-
body would love me. Grown-ups would
point to me as a lovable example of
responsible behavior, children would
want their picture taken with me, and
furry defenseless woodland creatures
would revere me as their savior and buy
me drinks. But, alas, I am not a bear
with a ranger hat and shovel; I am a
biker with boots and jeans and a leather
jacket. And for some bewildering rea-
son I’m being demonized by the
Department of Energy and the Alliance
to Save Energy as the “Energy Hog,” a
creepy, gluttonous slob in biker attire
portrayed in public service ann-
ouncements as bent on squandering pre-
cious resources at exactly that point in
time when the price of energy is blow-
ing through the roof and conservation is
of critical importance.

Why me? Why us? What does it
take to get a damn break around here?
Just when it appeared that our day had
finally arrived, and the fuel and space
efficiency of motorcycles would at long
last be acknowledged, appreciated, and
celebrated as an example of responsible
motoring, we are rewarded instead with
the trotting out of a cartoon biker pig
as the new national symbol of wanton
waste.

The Energy Hog campaign is the
brainchild of the Ad Council, the same
folks who brought you Smoky the Bear,
and is intended to publicize the impor-
tance of energy conservation in the
same way Smoky championed wood-
land conservation, especially among the
young. But unlike Smoky, who offered
virtues for the young to aspire to, the
Energy Hog is no fuzzy hero. The cre-
ators decided to make him a rapacious
fiend in denim and leather instead, pre-
sumably to scare kids into behaving
responsibly—and we all know how well
that works in the long run. And since
none of this makes a lick of sense, I did
a little digging into the whole selection
process of an evil biker pig as our new
cultural nemesis and through the
Freedom of Information Act I was able
to acquire the following internal memo
sent by the campaign’s point man at the
Department of Energy in response to
the initial cartoon proposal from the Ad
Council’s creative team. It might shed
some light on the whole affair.

From: Department of Energy,
Undersecretary of Juvenile Propaganda

To: Ad Council Public Service
Cartoon Committee

In Re: Feedback on Energy
Cartoon Campaign ideas

Gentlemen: Thank you for your
expeditious efforts and all the hard work
you’ve obviously put into this important
project. I ran your proposal and sugges-
tions by the administration and there
seems to be some resistance to adopting
an “Energy Camel Jockey” as the evil
cartoon character. Some officials at
State think it might come off as insensi-
tive to our Saudi friends and since they
have all the oil we don’t want to tweak
their big noses. They’re already in a snit
about our whole “democracy”
harangue. It’s also been pointed out by
Health and Human Services that the
whole camel thing could backfire with
the kids since, apparently, they all
learned to smoke and drink and shoot
pool from some character named Joe
Camel, and they love him for it.

They’re also not crazy about the
“Energy Fat Cat” approach, and feel
that the specter of an obese Garfield-
styled lobbyist flying congressmen to
golf dates around the Caribbean in a
private Gulfstream while writing up a
national energy policy on cocktail nap-
kins over pitchers of margaritas isn’t
scary enough to children. “Too cere-
bral,” is what I heard.

I didn’t get too far with the “Energy
Ostrich,” either, even though I suggested
it could be slightly altered so that the
bird’s head is stuck in the sands of Iran
instead of up its own sphincter. I guess
this one was “too cerebral” too, so
unless you guys can brainstorm some
other ideas, I guess we’ll have to go
with the Energy Hog/evil biker concept.
FYI, there could be some trademark
issues here. Apparently some outfit has
rights to the word “hog” in reference to
motorcycles, but I think Justice can han-
dle that. Beyond that it looks like the
path of least resistance. I can’t think of
anyone of consequence who might be
offended except fundamentalist
Muslims, who hate the sight of pigs.
Win/win, I say. Carry on.

So there you have it, and it’s cer-
tainly not the first time bikers have been
gratuitously stigmatized, and it won’t be
the last, and frankly I find being per-
ceived as a societal menace to be a real
plus at times, like when I’m trying to
skate on jury duty, or run Jehovah’s
Witnesses off the porch. But what
grinds me in this context is that bikers
are in reality the least profligate of fossil
fuel consumers, routinely getting well
over 40 miles out of a gallon of gas on a
Big Twin, and adding virtually nothing
to traffic congestion—and even less in
those enlightened jurisdictions that per-
mit lane-splitting by bikes. The average
four-wheeled vehicle gets less than half
that mileage when actually in motion,
and when it’s stuck in traffic, it gets
exactly zero miles to the gallon. If any-
one in Washington really wants to
implement quick and painless pallia-
tives for fuel consumption woes they
could push for federal legislation to
enable lane-splitting in all 50 states in
the same way they used the withholding
of highway fund largesse to cram hel-
met laws through so many statehouses.
That would be a start. That would make
us the good guys. But it wouldn’t make
much of a cartoon.

It’s all right here in the diaries. L

Got something on your mind? 
Write us! We’ll fit as many 
letters as possible in each 
issue. Letters may be edited to 
fit; that’s EDITED, not censored. 
                            , 4865 Scotts 
Valley Drive, Suite 200, Scotts 
Valley, CA 95066. Or e-mail:
tpress@affinitygroup.com.

THUNDER PRESS

Give vets a break
This is an open letter directed to the
manufacturers and sellers of all
American bikes, wherever you 
may be.

Recently, my best friend and brother
returned from active duty in the
Middle East. The first thing he did
upon getting home was to go out and
buy himself a new Harley. Out of
curiosity, I asked if he was given a

discount of any sort for his service.
I’m disappointed to report that none
was offered to him, nor was one avail-
able.  I would like to remind all man-
ufacturers and dealers nationwide that
it was our veterans who made our
lifestyle possible, and they are the
ones directly responsible for the
whole genesis of our culture. These
are men and women who have served

See “Letters,” page 48, column 1
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