


use of EPA’s appropriations for unauthorized propaganda and
lobbying. The propaganda and lobbying were aimed at further-
ing _EPA’sWOIUSm]cimplenwnmﬁon,whichmany farmers,
})usmesses,citizensandmembetsofCongmsshavecitedas
‘flagrant over-reach” beyond the original intent of the Clean
Water_Ad.'Ihus,EPAaspmtofﬂ:eObamaamninisuation;used
American taxpayer dollars, appropriated by Congress, to then
lobbprng:&s.s'tostopCongt&ssionalaﬂexnptstoblockthe
“EPA from foisting its own WOTUS definition upon the
American people. =
In essence, the report reveals a giant and subversive circle of
‘nsmggt!nlgmd-eamedtaxdol]atsofAm_eﬁmnstopushﬂle
administration’s own environmental and social agenda back
onto the backs of American farmers and workers by covertly
lobbying Congress through what appeared to be grassroots
communications : :

- Social media platforms like Facebook and Twitter are more
1 y us ,rtadgg;ygovmnmentagegcicsascmmica-
tion tools. When these platforms are used for political action
(*alpbbymg) on the American taxpayer’s dime, it can become
a subversive attempt to use the peoples’ money to push the
administration’s agenda in a way that people don’t realize they
are being used as mouthpieces and vehicles.

“In the case of WOTUS, that agenda arguably goes against the
wishes of the people on the land. To think the hard-earned tax dol-
lars of farmers, businesses, and other citizens were used to work
agai:mﬂaewillofthepeopleasexptmsedby’electedmembers of
Congtess,nbecmmsobvmhuwfocusedmeOhamadnnms-
u‘aﬁon,EPAandenvixmmcntalistshavebecomeincharﬁngtheir
own chosen path for the future of the Clean Water Act in formu-
lating their WOTUS rule and definition over which at least 22
states have taken the EPA to court.

- Specifically, the EPA attempted to gather support for their
WOTUS rule in 2014 and 2015 by unleashing a social media
blitz that included Twiter, Facebook, YouTube and Thunderclap.
The multi-platform social media blitz called upon the American
iaeoplemcontactCongws'stopushtheirsq;pmofﬂleClean

The GAO cites the Thunderclap campaign, alone, as having
reached over 1.8 million viewers with the specific ask for signa-
tures to send Congress the message “Clean water is important to
me. I support EPA’s efforts to protect it for my health, my family,
and my community.”

(In other words, tell Congress: “Trust me. I'm from the gov-
ernment and I'm here to help.”)

In its summary, the GAO found that EPA concealed the fact
that these social media messages were coming from the agency
itself.'lheysetthemselvesupastheirownlobbyistsandinchxded
links to other advocacy groups where the lobbying action was
taken to the next level.

Not only were laws broken about “covert propaganda,” EPA
also violated the federal anti-lobbying law, the GAO concluded.

As evidence of covert propaganda, the GAO charge states that
an EPA public affairs officer pretended to be an “ocean surfer” in
a blog post, complaining about not wanting to get sick from pol-
lution and adding a hyperlink to take readers to an advocacy
gtmlpthatmgedthemto“tell@ngresstostopinterfeﬂngwiﬂx
your right to clean water.”

Yes, American tax dollars pay that EPA public affairs officer’s

According to the GAO, “Federal agencies are allowed to pro-
mote their own policies, but they are not allowed to engage in
, which means covert activity intended to influence

the American public.” =
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ptoposedtosuengﬂlenpmtecuonforﬂleclemwmﬂlatlsvnalto
all Americans.”

OncehegoalwasmetofSOOsupponets the GAO found that the
EPA 'Ihlmderclap would automatically post messages to the sup-
porters’ accounts, saying: “Clean water is important to me. I support
EPA’s efforts to protect it for my health, my family, and my commu-
nity” followed by a hyperlink to EPA’s webpage on the proposed
rule, and EPA actively promoted its Thunderclap campaign by
encouraging people to sign up and spread the word so that others
might sign up as well. ,

On Sept. 9, 2014, the EPA Blog available at http:/blog.epa. gov/
blog/2014l09/do-you-choose-cleanwater/ announced the campalgn
and stated -- after explaining
that the greater protection pro-
posed was necessary to ensure
clean water -- “We hope you’ll

our clean water pro-
posal. To help you do that, and
get your friends to also voice
we're a
Y,
mmmm_..
Leading up to the post date
- for the Thunderclap message,
~ EPA’s Twitter and Facebook
accounts advertised the cam-

suppomng clean water,” "Ihll
your friends ﬂl;tat you choose
clean water: let Thunderclap
send a message,” and “Helpus
spread the word about the
of clean water. We
need 500 people to sxgn up to
share the
EPA met and exoeedad its
supporter  goal, causing
Thnndetclap to post the
agency ’s message on 980
social media accounts on
September29 2014, at 2 pm.
‘Based on the followers and
friends of these supporters,
Thunderclap estimates that
EPA’s message potentially
reached about 1.8 million peo-
ple,” the GAO report revealed.
Also at issue were the “Get
Involved” buttons leading to
an action page. According to
the GAO report, when the
action page was visited on
June 5, 2015, it stated:
_“Federal lawmakers in DC
are trying to prevent the En-

cy from restoring Clean Water
Act (CWA) protection for
nearly 20 million acres of wet-
lands, two million miles of
streams, and the drinking water
for 117 million Americans.

Members of both the U.S. Sen-
ate and the House of Rep-
resentatives have proposed
attaching ‘dirty water’ riders to
spending bills to block the
EPA’s efforts. These small
strmandweﬂmdsneedour
protection as they impact the
quality and health of down-
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vide drinking water for 117 million Americans and support healthy
water downstream at the beach. “Tell Congress to listen to the Amer-
imnwblicmadofjndumypommandopposemybgisla-
ﬁonorspendingbil]sthatwoukimdennimtheClmnWata‘Rule.”

IndiscussingthechatgeagainstEPAinitslettertotthenatﬁ
Committee, the GAO reported: “We recognize that by allowing
'Ihmx!etc]aptopdstEPKsm&sagemmeirsocialundiammts,
supportelsmayhaveakloptedﬂ)emsage.Bm&repmposeofﬂ)e
publicity orpmpagandaprohibiﬁonistoensme_ihatthegovem-
ment identifies itself as the source of its communications.”

The GAO concluded here that, “a supporter’s adoption or
acceptanoeofEPA’smessagedoesnotalterthefacttlmtEPAused

as conduits of an EPA message campaign intended to

reach a much broader audience than just these conduits, and EPA

failed to disclose to that broader audience that the message was

,anddisseminatedbyEPA.EPAoonsmlctedamessage

tobeshmedbyothelsmatmfastoEPAinﬂgﬂﬂgipersmmd

ocates support of the agency’s efforts. In stating ‘clean water

is important to me’ and ‘I support EPA’s efforts,” EPA deliberately

disassodMitselfasdxewriter,wlmttxemessagewasinfact
written, and its posting solicited, by EPA.”

EPA denies that it violated federal laws, calling its actions
“appopuiaﬁe”anddwcnbmgtheacﬁonsas“afarmgeﬁmt
toedncatetheAmerimnpub]icabomanimponantpmtofEPNs
mission: protecting clean water.”

EPAatguwﬂlatitmadenoanexnpttoconweloroﬂmwise
misleadrecipientsasto-ilsmlemcxeaﬁngﬂleinformaﬁoncon-
veyed on social media.

y mi 'lhlmderclapspeciﬁmlly,tthAOoonchxied
d:atwhileEPAmadeitsmleevidenttgﬂ:oseinilssocialm(ﬁa
netwotksviewingitscampaignpoms;itdidnotidenﬁfyitsmleto
the ultimate audience of an estimated 1.8 million people whose

Onthzlbbbyingmd-mmaﬁms,meviolaﬁonofSecﬁm
715 of the Financial Services and General Government

iations Act, 2015, is also involved. This section provides

that: “No part of any funds in this or any other Act

publicity or propaganda purposes, and for the preparation, distri-
bution or use of any kit, pamphlet, booklet, publication, radio, tel-
evision, or film presenta ion designed to suppm’tmdefeat legis-
:  Congress, excepl in presentation to the

tﬁeAamdafedemlhppealsobmthaSstalledﬂerPA’sWUrUS
impler ion nationwide.
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