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2. The health care debate

The fine art
of negotiation

One of the advantages of being a large company is the purchasing power such
size suggests.

For examiple, when we need widgets, we don't go to the local hardw
store and order them by the dozen—or even the gross. We'll go to the largest
ufacturers of widgets, and some of the small ones, as well, and, using a biddi
process, we'll negotiate for the best bulk price for the very substantial number o
widgets we need.

We do the same thing—where we can—when it comes to our employees’
medical care.

One of the fastest growing costs to Americans the country over is health
care. This year alone, we will spend $1 trilion on medical care nationwide. That
averages out to about $4,000 for every man, woman and child living in the United
States.

Rising health care costs—both for the care itself and the insurance to cover
those costs —have hit every employer that provides such coverage to their
employees as part of their basic benefits package. Those costs have also a
up for our employees. Under the Mobil plan, our employees on the lower
the pay scale pay about 16 percent of their health insurance premiums and,
upper end, about 33 percent (Mobil pays the difference). Our employees alsc |
a portion of their medical bills.

We've been able to control some of these costs, however, by negotiating
fees with doctors, hospitals and other care providers in areas where we have large
numbers of employees. And we notify our employees where take advan-
tage of these negotiated prices. It may not be exactly like b ats, but the
principle is the same. In size and in numbers there is streng

Until recently, most hospitals and physicians were billing on a cost-plus
basis whatever fees the market would bear. Consumers were not represented in
setting the price, nor were they even aware there might be a choice of alternate
medical services that varied in price. But the is changing with managed
care organizations and many employers no 1g seriously for the best,
most cost-effective medical care the dollar ¢

This is why it will be important for Congt in the weeks ahead, as they
consider the various health care bills, to pass legislation that will change the nec-
essary tax and antitrust laws to make such bargaining for purchasers a reality
nationwide.

All individuals and busit aking to purchase health care should be
permitted to form purchasing ves, or to join others in doing so. This
should result in lowering prices sason is simple: On a national basis, the
country has many mare hospital beds and physicians than are needed 1o service
the population as a whole.

What's missina are privately run organizations that can handle the bargain-
ing on behalf of i | citizens or small groups. It's a concept whose time has
come. And, wt 1d other large companies have only just begun such
negotiation ac rly results seem promising — for companies and
employees.

The next step is for America’s legislators to recognize the need and to work
in a spirit of bipartisan cooperation to produce the legislation that will help lower
the of access to health care for all Americans

that should be nonnegotiable.
week: Paying the price.
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Woodstc

Twenty-five years later, there were clean-cut fans,
Pepsi as the official soft drink, and cash machines

By CHRISTOPHER JOHN FARLEY

ELL, IT TURNS OUT EVERY-
thin; didn’t go exactly ac-
cording to plan. Desplte
the chain-link fence sur-
rounding the 840-acre

site, despite the 550 state troopers, the

metal detectors. the confiscation of drugs
and alcohol and the roaming private secu-
rity force with the Orwellian name “Peace

Patrol.” a bit of the anarchy

of the original Woodstock

crept into its successor 25

years later. Several hun-

dred people crashed the
gates. The transportation
system broke down early
on, stranding huge num-
bers of fans and making
the roads impassable. The
audience pitched tents all
over the grounds, despite
pleas from the stage to do
so only in designated ar-
eas. Perhaps most telling,
the overcrowding made it
impossible for workers to
empty the 2,800 Port-O-

Sans. If there was one

thing about Woodstock "94

that was going to distin-

guish it from the original, it
was that the Port-0-Sans would work.
Like the first festival. Woodstock 94

did not actually take place in Woodstock.

It was held over three days last weekend

in Saugerties, New York, and attracted

about255.000 people, half the number

who/ made up Woodstock Nation in |

Bethel, an hour’s drive away. The crowd
was overwhelmingly white and middle-
class. The bands, 50 of them, were more
diverse and included everyone from sexy
female rappers Salt N Pepa and trippy al-
ternative rockers Blind Melon to punk-
funksters Red Hot Chili Peppers and even

BACK TO THE GARDEN: An
iconic pose is re-created

Woodstock '69 classic With a Little Help

from My Friends.

Rock has expanded since 1969—
these bands indicate, there are now many
thriving subgenres—but like sports he-
roes, the performers have gotten smaller.
There were no young musiéians at Wood-
stock "94 who compared in sheer potency
to Pete Townshend or Jimi Hendrix or Ja-
nis Joplin. Still, some turned in rousing
sets. Rappel B-Real of Cypress Hill flout-

ed authority, smoking a
7 marijuana joint onstage
¢ and then throwing himself
L into the crowd to surf on
the hands of his fans. Gui-
& tarist-singer Melissa Eth-
eridge offered a punchy,
joyous version of her pop-
rock hit Come to My Win-
dow. And the Irish rock
group the Cranberries
won over the crowd with
their moody, introspective
sound. “We expected [the
turnout] to be large, but it
was still a bit of a surprise.”
says Cranberries guitarist
Noel Hogan. “Once we got
onstage, it was just a vast
sea of heads”
The first Woodstock
became a symbol of com-
munalism by accident. Says John Scher,
an executive with Polygram Records,
which invested in Woodstock "94: “There’s
this myth that Woodstock was a free festi-
val. It wasn't a free concert at all, and it
wasn't intended to be a free concert.” On
that weekend in '69, the kids broke down
the fences; the promoters couldn’t stop
the influx, so they gave in to the inevitable
and announced that the show was free. It
was a huge money loser for its backers.

This time around, the financial stakes
KIDS TODAY: Shannon Hoon of alternative
band Blind Melon wore barrettes and a

soul crooner Joe Cocker, who reprised his | dress and removed his underwear onstage







were hig
first conce
spent $3 n
stock 94
$30 mill
original
they we

be purchased in
1969 th

and he ad to
pairs. In
werent even
T shirts; in 1994
re will be an official cp-
ROM. The Eco-Village, os-
tensibly devoted to educal—
ing the public about the
environment, resembled a
strip mall where you could
buy clothes, camping gear
and even Woodstock air
(52 a bottle). The promot-
ers will reap an estimated
55 million to $8 million
from pay-per-view fees:
the concert was broadcast
in 27 countries.

Corporate sponsors in-
cluded Pepsi, which paid
$2 million to be the con-
cert’s official soft drink; Ap-
ple Computer; and Hia-
gen-Dazs. A Haagen-Dazs
spokesman explained why
his company wanted to be
linked to the festival: “This
is a progressive event dedi-
cated to the idea that peo-
ple can have it all. Peace on
earth, great music, high
tech, great family life that
blends perfectly with our
message—reward, indul-
gence and nutritional bal-
ancing” Also Vanilla Swiss
Almond.

In an action that be-
spoke little peace and love,
the organizers of Wood-
stock ’94 lodged an $80
million lawsuit against ri-
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OLD AND NEW Organizers prowded mud pits and Joe Cocker for that
authentic Woodstock experience; the Cranberries’ O’Riordan

vals who tried to hold an event called \ jected invitations to appear at Saugerties,

Bethel '94. That festival was to take place |
on the original Woodst@@lesite and was to
include such perfofiers ashelanie and
Country Joe MacDonalds Who appeared
in 1969. The suit waSgettled out of court.
Although Bethel 94 was later officially
canceled, 12,000 people gathered there
spontanegusly, and Woodstock veterans
like Ad@Gaithiic stopped by to give free,
imprgmpta pérformances.

Themmaked capitalism of Woodstock

’94 ran counter to the professed ideals of

many of the musicians who played there.
The roster included such “alternative”
groups as Red Hot Chili Peppers, Porno
108 Pyros and Candlebox, which are sup-
posed to be anti-commercialism. Some
0D alternative acts, such as Pearl Jam, re-

as did rocker
those who played the first Woodstock.
The morals vs. money debate raged
among fans. “I refuse to participate in
something I believe is nothing more than
making money off people’s lust for the
past,” said graduate student Tony Novo-
sel, 41, in a message sent over thé Inter-
net. But commercialism wasn't a prob-
lem for Woodstock 94 attendee Suzanne
Poretta, 24: “For three days of music,
camping and parking space, $135 is not
bad. But this no-alcohol thing I can’t
handle”

The promoters of Woodstock 94, and
some of the musicians, say the commer-
cialism can actually help support ideal-
ism. “[Woodstock] is really corporate,’

Neil Young, anothez of

';’ ¢ admits bassist Mike SDIFRE
F of the Berkeley punk\atid
'z Green Day. “But that’s Of€
¢ of the reasons we're play-
> ing. It's helping us make up
a lot of @€ Meney we've
» lost  tofiEmg Béing out
» there keepmgionr ticket
2 prices loweiBhe best-paid
acts received $250,000,
and all will receive a share
ef ancillary royalties. Pro-
moter Scher of Polygram
Reeords says he turned
down sponsorship offers
from such companies as
Marlboro, Coors, Budweis-
er and Seagram’s. “This is
1994, This is not 1969.
What everything costs is
hundreds of times what it
cost in 1969,” he says. “Had
we taken the beer spon-
sorships and liquor and
tobacco ads that were of-
fered us, we probably could
have lowered the ticket
price to $25.”
Despite these argu-
» ments, cynics, pundits and
alternative-music  ideo-
logues were predicting
Woodstock *94 would be a
& corporatized simulacrum
of the original festival. A
'60s myth would be used to
sucker the 16- to 30-year-
old demographic. Wood-
stock '94 was seen as the
ultimate musical sellout,
the sort of thing that made
Kurt Cobain leave this
world riding on a shotgun
blast. MmTv, which televised
some of the festival and
* launched a home-shop-
ping show during it, ran an
ad for its coverage with the
slogan, “All you have to do to change the
world is change the channel.”
But the totalitarian, exploitative hor-
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| ror show didn’t quite materialize. Over

the three days, there was some chaos, but
the fans got along, remaining friendly
and happy. Huge mosh pits formed in
which audience members danced and
slammed into each other in pools of mud.
The music was good, and most people
didn’t seem to let the involvement of
Hiagen-Dazs ruin it for them. In the
movie world, the sequel tends to earn
about 60% of what the original does.
Less than a cultural milestone but more
than a concert, Woodstock ‘94 was the
typical sequel—calculated, but about
60% as good as the real thing. —Reported
by David E. Thigpen/Saugerties
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