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he sight of the stars
makes me dream of
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the beginning of hwman time have
gazed at the brightest object In
the night sky, the moon — gazing
at it untll it feels that it gazes upon
us, burns within us. The Image of
the moon persists as our constant
companion in our Journey around
the sun. The stars, the moon, and
space have served also as an ave-
nue of escape from earthly care,
from our human condition. And for
some It serves as a sense of our
role In the interstellar/intergalactic
unlverse, and perhaps the exten-
slon of the bounds of human pos-
sibllity and desire.

Scott and Jurek's beautifully
mounted coffee table boolk — featur-
Ing owver three hundred photos and
Images — Is a celebratory work. It
celebrates the branding of our lunar
gaze In the selling of the MASA's
Apollo Lunar Frogram to land a
man on the moon and bring him
safely back before the end of the
19605, This was the mew frontler
that President Kennedy brought us
to concelve of and surmount as
part of Amerlca’s exceptional role
In the world. Getting Americans to
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buy Into this dream and endeav-
or was the result, Scott and Jurek
arngue, of a ploneering set of pub-
lic relations techniques. These are
techniques of the Mad Men — who
constitute what Max Horkhelmer
and Theodor Adorno labeled the
culture Industry. The particular
technigues chronicled have come
to be referred to as “brand jour-
nalism” and “content marketimg”:
driving the buzz; connecting with a
sense of authenticity and credibility
not spin; bullding target audlence
participation not through repetition
of slogans but through developlng a
sense of affinity with and participa-
tion in the program.

We are told that Dr. Wernher von
Braun — the key developer of the
Third Relch’s V2 rocket and ballistic
missile programs and two decades
later Director of the Marshall Space
Flight Center — had “devoured™ the
popular sclence fiction of Jules
Verne, Rurd Lasswitz, H.G. Wells,
and Hermann Oberth, and rec-
ognized such fantasy storytelling
could Inspire others as It did him.

Already In 1955 and 1956, von
Braun appeared on Tomorrowland
eplsodes of the new ABC TV show
Disneyland. Von Braun, reflecting
upon Mell Armstrongs walk In July
1969, would say that the public
relatlons job of selling the Apollo
Program was cruclal In securing
political support and funding. Von
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Braun sald that without the Inces-
sant public relations campalgn “we
would have been unable to do it.”
Brand journalism bullds more
than awareness. It engages and posi-
tlons a target audlence, which in
the case of the Apollo program was
the Amerlcan public. A public rela-
tions campalgn set out to attach the
American public to the Apollo pro-
gram throwgh the power of 8 well-told
story. MASA's Publlc Affalrs Office
{FAD), as developed at the end of the
19505 by Walter Bonney and In the
19605 by Jullan Scheer, ks presented
as “the first brand newsroom.” For
Sooitt and Jurek this was a landmark
contribution to the history of adver
tising. FAOs misslon was to brand
our lunar gaze In terms of MASA's
Apollo Program, bullding on the
public’s fascinatlon with all things
space travel and exploration. FAO
hired top journalists who had cov-
ered the early dvll rights movement
and the Mercury space program that
preceded Apollo. Thelr misslon was
nmot just to write press releases to
pitch to journalists, but bo provide
newsworthy articles, background
materials, television newsreels, radlo
broadcasts, sound effects, spon-
sored symposia, and sclentific kits
for schools. They were to do 50 by
providing a receptive audience with
credible communications content:
concrete facts and Inclsive imagery
about space ravel and exploration.
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In the Idiom of Madison Avenue,
FAD was to provide “news feed on
behalfl of the brand.” They were
to create a coherent and consls-
tent brand framework within which
brand stories could be created,
and within which the brand was
“positioned.” They were aggregat-
Ing more than reporting. They were
focused on sustalning the public's
Interest In a time-sensitive man-
ner, as well as thelr trust In the
program. The time-sensitive tar-
gets were front-page storles In an
era when dally newspapers were
still dominant, as well as top bl
Ing on television news in the days
when there were only three TV net-
works. The ultimate ohjective was
a human walking on the moon as
the most tele-visually watched real-
time event, with an estimated six
hundred millon viewers. Prior to
Armstrong’s walk on the lunar sur
face, public Information releases
on television had been on a thme-
delayed basls.

Historlcally for Scott and Jurek,
brand management came to be
concelved as brand journalism
cultivating the Information land-
scape. It was for the co-authors
“the largest, and we belleve, the
most Important marketing and pub-
lic relatlons case study in history”
Here the campalgn lnvolved nation
branding in which the PR campalgn
was to make the public feel closer
to the natlon's space project. If we
go back in the development of mod-
ern American advertising, Elmo
Calkins had stressed positloning
brands as concrete expressions of
valued ldeals and asplrations.

By the 1950s, David Ogllvy
and Leo Burnett reflned the guid-
Ing principles of selling the brand
Image, now emphasizing a brand-
ed content campalgn wherein
the target audlence’s deslres are
miolded Into a sense of a volitional
cholce and participation In what

ought to be in the good life, as
well into an acquiescence In and
support of the brand’s authority.
The goal Is to sustaln an affective
“buy In,” wherein the brand is
Included In the self and its aspl-
ratlons. Brand jowrnalism estab-
lishes the framework within which
non-interrupted content market-
Ing builds brand credibility; and
both sustains and grows the brand
attachment attitudes and behavior.

The content |5 the well-told
story. With the Apollo program it
was a packaged quest story as a
national misslon, the wonder of a
sense of adventure and participation
In a quest President John F. Ken-
nedy referred to as a “Mew Frontier.”
The key elements of a quest are ful-
filled In the telling of the story. The
hero here is the Mation. There Is the
goal: sending a man to the moon
and bringing him back safely before
the end of the 1960s. There Is the
recurrent reminder of the hardships
along the way: none before “ever so
difficult and expensive.”

But the wundercurrent to the
content story was the goal of oon-
vincing America and the World
of our natlonal competence. The
Imagery of spaceflight was to be
presented as a powerful and tan-
gible weapon to be wielded in the
Cold War. Americans were remind-
ed of the Russlans launching an
artificlal space satellite called
Sputnik In October 4, 1957; and
orbiting the first man In space, cos-
monaut Yurl Gagarin, on 12 April
1961. The deeper patriotic mes-
sage was that Americans did not
want to see space dominated by
vehicles and astronauts of other
natlons; did not want to see the
natlon's falling behind the Soviet
Unlon in the new space race theatre
of the Cold War; did not want to see
the Soviet Unlon get to the moon
first. Quoting President Lyndon
B. Johnson:"Mow would you rather
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have us be a second rate nation or
should we spend a litthe money?*

In an Interview with laguilre.com
(March 27, 2014), Scott express-
es regret that the Apollo marketing
“was nt sustalned. That's why we
haven't landed humans on Mars.” It
Is here where Scott reveals the lim-
Its of his celebratory narrative, and
demonstrates a mentalilé taken alm
at in bwo other books on the Apolio
Frogram published In the past year
and a half. First, there Is Intellectual
historlan Matthew Tubbe's Mo Requil-
em for the Space Age: The Apol-
lo Moon Landings and American
Culture (Oxford University Fress,
2014). Tubbe recalls Presldent Rlch-
ard Mixon slghing during the 1973
OFEC oll embargo that he cowldn’t
aet America come together o meet
the new challenge “in the Splirit of
Apollo? Tubbe calls attentlon to
the crumbling of the Robert McMa-
mara aura of technocracy incarmate,
as conservative congressional con-
tempt for government “expertise”
began to sumge. Tubbe notes that
the Amercan mood for space explo-
ratlon started to flag and shift after
Mell Armstrong stepped on the modon.

Starting again in the later 1970s,
new generatlons of Amerdcan had
their fascination with space, technol-
oqy and now robotics rekindled by
Geonge Lucas’s epoch-shifting film
Star Wars. *May the force be with
you.” In the next decade Freskdent
Ronald Feagan would turn agaln to
the quest story of American tech-
nological prowess and resolve In
winning the Cold War. This time
Reagan's Star Wars ballistic misslle
Strateglc Defense Initative (SDI)
was used as a ploy to explicitly new-
tralize the Soviet Unlon"s nuclear
arsenal, but implicitly to force Rus-
sla Into a misslle defense system
race that sped the Soviet Unlon's
eventual fall into fimanclal collapse.
The other extraordinary recent com-
plementary book on the Apollo
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program Is Micholas de Monchaux's
Spacesult: Fashioning Apollo
{(MLLT. Press, 2013). It stresses the
Intricacles and Interconnections of
technology and design that went
Into both the fashloning of the
Apollo spacesult and attending to
human physical needs in space
travel. De Monchaux very well com-
plements Scott and Jurek’s thor
ough description of the Importance
of the parmership between govern-
ment, corporations, labor, and the
media to make Apollo a success
and on tme.

The spacesult tselfl derved from
an earller vislon of Christlan Dior
and the close Involvement of the
Maldenform Bra Company. There
was also the heavy Involvement of
Hasselblad cameras, Zelss Blogin,
Omega watches, Morth Amerlcan
Rockwell, General Motors, Raythe-

on, TRW, SOMY tape recorders,
Harris Electric, Grumman Englneser-
Ing. Del Monte and Stouffers foods.
Of course, there was also CGeneral
Foods touting Tang its powdered
orange julce as “aboard” the Apollo
fight, even If the astronauts never
mixed and drank It. Yes everyone got
a publicity plece of the action, but as
both de Monchaux as well as Scott
and Cooper amply demonstrate this
was an awesome and exemplary
national collective effort.

In the end, we are left with the
gazre of the astronauts not only on
the barren surface of the moon
with the Amerlcan flag reflec-
ton on thelr visors, but with thelr
non-branded lunar gaze — now
ours — of Earth floating in black-
ness. The new gaze would become
the symbol of the global ecology
movement which stimed Into prom-

inence near the same thme. Beyond
the brand joumnalism and content
marketing. Scott and Jurek never
neglect to note how as a result of
the Apollo Frogram sclence has
been endowed with so much more
knowledge and many more clues,
and with the reality of interstellar
space transportathon.
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The Enigma

Sandy Zabell

Alan Turing: The Enigma. By Andrew Hodges. Frincefon University Press, 201§ edition.

n 1970, Alan Tur-

Ing was best known

I for his work In two
areas: mathematical

logic and computer

sclence. In the years immedlately
prior to World War 1. Turing had
solved Hilbert's Entscheldung-
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sproblem, that Is. the “decision
problem,” whether there exists a
mechanical procedure for determin-
ing If a mathematical statement
expressed In a formal language has
a proof. In order to do this Turing
Introduced the concept of what Is
now termed a “Turlng machine,”
a mathematical abstraction of an
algorithm. After World War 11, Tur
Ing then turned to the foundations
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of computer sclence, Including his
famous popular paper on whether
a machine can think, which intro-
duced the “Turlng test,” the orlginal
Imitation game.

But for the perlod of the war
itself, almost nothing was known
of Turlng's activities. In her 1959
biography of her som, Sarah Turing
devated just a short chapter to the
war, noting:
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