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We knew Goldman Sachs Group was taking an increasingly aggressive stand on defending itself, 
but its response to an article in Tuesday’s New York Times article is taking that public-relations 
effort to a new level. 
 
 

 
Goldman Fights Back       Everett Collection 
 
The NY Times article described various conflicts that Goldman had had with such clients as 
Washington Mutual, Thornburg Mortgage and the University of Pittsburgh Medical Center, a 
nonprofit hospital.  
 
With regard to Washington Mutual, the article cites documents unearthed by Congressional 
investigators showing that Goldman was betting against WaMu’s shares at the same time it was 
selling the thrift’s securities to investors. In another case, cited by the article, Goldman allegedly 
told the non-profit hospital to keep investing in auction-rate securities even as the Wall Street 
firm was getting out of the market ahead of that market’s eventual collapse. 
 
If readers clicked on over to Goldman’s website this morning they would have been greeted by a 
company statement: “The article includes grave inaccuracies, cites accusations from anonymous 
sources and is fundamentally misleading.” 
 
And what followed that was a document with the questions that The New York Times submitted 
and Goldman’s answers to those questions. The point, it seemed, was to show that the Times was 
selective in which information it chose to print from Goldman’s responses.  
 
Of course, there is only so much space a newspaper article can devote to a company’s responses. 
And the Times asked detailed questions about specific potential conflicts of interest and 
Goldman gave several nonspecific answers.  



 
Still, it is Goldman’s tactic that is most interesting. It seems designed to send a message that 
Goldman is willing to expose the journalistic process of fact gathering to the same public 
scrutiny as the company’s internal dealings are receiving amid the Abacus case.  
 
The Daily Intel thinks the response to the Times story shows Goldman’s lead PR Man Lucas Van 
Praag is losing his touch. “In an e-mail to the reporters, he fails to deliver a single intricately 
constructed barb in the Queen’s English and instead has settled for robotic, efficient rebuttals.” 
 
On the contrary, we think that the sword of Goldman’s PR machine has never looked sharper.  
 
If the Abacus episode has taught Goldman executives to be careful what they put in emails, this 
shows that reporters might also need to be wary as well. 
 


