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Proposal A supporters had much less funding in their political coffers. However, they were

able to garner a substantial amount of earned media through press releases, press conferences,
“town hall” meetings, newspaper op-ed columns and letters to the editor, and media interviews.
They also purchased time on radio stations.? A key message in their paid and unpaid media
communications was the role of the tobacco companies in funding the opposition campaign.
On a television program in Traverse City, for example, Governor Engler held up an empty
Marlboro package and said,
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Reproduced with permission of The Detroit News.

Joe Camel is the only thing that stands in the way of our being successful on March 15. We are
not going to let cigarette companies come in here and bankroll the whole campaign, blow a lot
smoke about what proposal A is or isn’t, all in an effort to protect the manufacture of cigarettes
in North Carolina and Kentucky.’

The role of the tobacco lobby in funding the anti-Proposal A campaign was covered extensively
by the media in its news and editorial pages. For example, at least eight editorial cartoons on
the subject were published in major newspapers during the three-month campaign—two in
the Detroit Free Press (March 9 and 10, 1994), three in the Defroit News (February 23,

March 10, and March 17, 1994), and three in the Grand Rapids Press (March 4, 13, and 15,
1994). The theme of teachers and tobacco interests as “strange bedfellows” was featured in
one of these cartoons and in editorial commentary:

Allied against the March 15 school finance ballot plan are quintessential strange bedfellows—
those who teach kids good habits and those who sell bad ones. The Michigan Education
Association (MEA) wants to help kids. The tobacco industry wants to hook them.!

In the end, voters approved Proposal A by a huge margin—69% to 31%—giving Michigan
the highest cigarette tax rate among all 50 states. After the vote, Chris Christoff, a political
writer for the Detroit Free Press, noted that the campaign against the referendum “was
criticized for its misleading advertisements and its highly negative tone.”’! William Ballenger,
editor of the newsletter Inside Michigan Politics, said that “In terms of truthfulness, the
anti-Proposal A campaign is right down there in the quagmire, the worst I've seen going
back 25 years.”'? Craig Ruff, president of an independent, Lansing-based consulting firm,
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attributed the passage of Proposal A—at least in part—to the tobacco industry’s role in the
opposition campaign:

The opponent’s misuse of their war chest to fight the ballot question can be described only as
highway robbery, and the tobacco industry got stung. The campaign against Proposal A set new
and anything but laudable standards for purposeful misinformation. Political strategies have
underestimated voters before, but never on this scale. The stockholders of the tobacco companies
ought to sue for recovery; rarely have millions of bucks been so misspent. How many computers
in Michigan classrooms could those North Carolina millions have bought??

After passage of Proposal A, the state legislature adopted legislation creating the Healthy
Michigan Fund, into which were placed the earmarked revenues from tobacco taxes. About
$4 million from this fund were appropriated annually for tobacco control programs, although
that amount has been reduced in recent years. Because of large disparities in cigarette tax
rates between Michigan and other states (especially Indiana, a neighbor state, whose cigarette
tax was 15.5¢ per pack at the time), another $1 million from the fund was allocated for law
enforcement efforts to interdict interstate cigarette smuggling.
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nicotine replacement therapy (NRT), advertising
of, 434, 448, 455, 458, 469, 607
“Nicotine Soundbites” advertisement, 561
nicotine yield, deceptive advertising and, 77
Nigeria, 85, 116-117
NIH (National Institutes of Health), 433
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pre-quitters, 87
price competition, 269
price discounts, 150, 599
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rating systems, movie, 400-401, 404-408
rational thinking, 33
reach, audience, 374-376
Real Edge (magazine), 145

646



Monograph 19. The Role of the Media

Reality Bitfes (film), 389
rebelliousness theme, 220-222, 278, 362, 364, 393
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as rationale for regulation, 75, 87
state initiatives on, 584
secular trends, research design and, 482, 511,
535-536
Seeking Tobacco Alternatives with Realistic
Solutions (STARS) project, 403
segmentation. See market segmentation; specific
segment
self-conflict, 231
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social network-level framework, for media effects
research, 25, 27, 40-44
social norms
behavior change and, 30-32, 446, 455
effect of tobacco advertising on, 100
entertainment media and, 389
media messages reinforcing, 41
movies and, 363-364
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stereotyping, youth smoking and, 265
Stewart, James, 360
STMSA (Smokeless Tobacco Master Settlement
Agreement), 84
Stone’s theory of causal stories, 583
stop-smoking contests, 442—443, 503
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taxes
antitobacco programs funded by, 525, 528-529,
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devices restricting access to, 409
exposure to, 359-360
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thinking, rational versus experiential, 33
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marketing expenditures, 272-274, 273¢, 280
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corporate advertising, 190-196, 202-203
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tobacco industry. See also specific company
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