











press release about experiments saying
it might be harmful.” Brin said smok-
ing means destruction of the body,
therefore it is a sin. Not accepting the
ads hurts financially, he told the Jour-
nal. “And because 20% of out readers
are college students, the cigarette com-
panies would love to have us. But they
never will.”

The relatively large number of Jew-
ish physicians and the value placed on
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health by the Jewish community would
logically lead one to conclude that pub-
lishing of advertisements promoting
cigarettes in Hadassah Magazine and
numerous other Jewish newspapers
(Fig 6) would be nothing short of scan-
dalous. Instead, the virtual absence of
protests suggests that this setting repre-
sents an ideal opportunity for tobacco
companies to foster complacency, or
even a positive image, about smoking.

(“If Hadassah accepts it, then smoking
can’t really be that bad.”)

In spite of the sponsorship by Philip
Morris of the Vatican art exhibition
and in spite of the acceptance by Catho-
lic Charities of tobacco money, the
Catholic press does not accept cigarette
advertising. The weekly newspaper
New York Catholic has long refused
such advertisements because, accord-
ing to sales representative Charles
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Murray, they are “not conducive to
good health.” Chicago Catholic busi-
ness manager Mary Healey told the
Journal that cigarette advertising
*“doesn’t seem to be congruent with the
general ambiance of our newspaper.”

One Catholic theologian who isn’t
content to let tobacco companies—and
their shareholders— escape responsi-
bility for their actions is Father Mi-
chael Crosby. Writing in the magazine
Christianity and Crisis (May 30,
1983:212-215) Crosby accuses tobacco
companies of extreme unethical conduct
in their failure to include warnings on the
health risks of smoking in their increas-
ingly aggressive advertising campaigns
in developing nations. Crosby believes
stockholders should play a greater role
in influencing corporate decisions.
Crosby’s religious body, the Midwest
Province of the Capuchin Franciscan
order, invests in stocks as a way to earn
income for its work among the poor. But
the order also uses the leverage of stock
ownership to question the morality of
company policies. With its 10 shares

each in Philip Morris and RJ Reynolds,
the order has sought through shareholder
resolutions a review of their cigarette
marketing practices in the Third World.
In 1982 resolutions to this effect were
vigorously opposed by management and
were defeated by 98% (Philip Morris)
and 96% (RJ Reynolds) of the vote.
Crosby noted that the top five American
insurance companies (Prudential, Met-
ropolitan, Equitable, Aetna, and John
Hancock) each holds thousands of shares
of both tobacco companies and did not
support the resolutions.

“At this point,” concludes Crosby,
“any sharcholder protesting export
policies of tobacco companies will be
even more the voice of one crying in the
wilderness than is the case with share-
holder protests against policies of arms
manufacturers or the makers of infant
formula.” All the more reason, he sug-
gests, to maintain a constant presence
within tobacco companies and to step
up the challenges. In the short term, he
says, “We expect to lose—but not to
quit.”
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Some religious groups have begun to
re-examine their investment portfolios
for possible financial links to cigarette
companies and other manufacturers of
harmful products. (In January 1985,
when the British Medical Association,
in conjunction with Social Audit, an in-
vestigative journalists’ group, released
a comprehensive list of religious and
medical organizations that owned
shares in tobacco companies, there was
a great hue and cry—followed by a
massive sell-off.) A long-time propo-
nent of *‘social investing”—the pur-
chase of stock in companies whose pro-
ducts and services, employment prac-
tices, and public policies meet a certain
moral standard—is the Interfaith Cen-
ter on Corporate Responsibility (475
Riverside Drive, New York, NY
10115), a group affiliated with the Na-
tional Council of Churches. In addition
to proposing stockholder resolutions on
such issues as apartheid, military pro-
duction, and pharmaceutical marketing
practices abroad, the center represents
$10 billion in investments by 17 Protes-
tant agencies and 200 Roman Catholic
orders and dioceses.

The center’s director, the Reverend
Tim Smith, is dismayed by the increas-
ing ties of cigarette companies to reli-
gious organizations. “They are pushing
a series of lies to gain approval in soci-
ety, in spite of what they provide and
sell,” Smith told the Journal. “It is the
height of irony that the Vatican’s reli-
gious art was sponsored by Philip Mor-
ris, who through advertising and pro-
motion is one of the greatest contribu-
tors to the death and deterioration of
millions of people.”

Alan Blum, MD,
Kathleen Fitzgerald

Ms Fitzgerald is a freelance journalist
in Chicago and a former reporter for The
San Diego Tribune.

IN-THE-STREETS PREVENTION

An example of what may have been the first series of paid counteradver-
tisements in the United States aimed at undermining tobacco propaganda.
From 1977 to 1979 bus bench ads such as this appeared throughout Mi-
ami, Florida. They were purchased by DOC (Doctors Ought to Care, Floyd
Medical Center, Rome, GA 30161) after billboard companies refused to
sell space to the physicians group. The low cost notwithstanding (less
than $25 per month per bench), these ads, aimed at young people,
sparked national publicity and led to the formation of other DOC groups.
The absence of mass media counteradvertising in a community or society
enables the tobacco industry to control the imagery, vocabulary, social
acceptability, and flow of information in regard to cigarette smoking.




