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BUYING INFLUENCE

The tobacco industry spends billions of dollars to influence public policy. Tobacco companies make major cash contributions to elected officials, candidates, 
and political parties; subsidize air travel; and finance political fundraisers, conventions, and inaugurations. Buying influence and favors through political 
contributions is common practice; however, most countries do not require mandatory reporting of tobacco industry inducements. In the United States, 

tobacco companies gave more than $34.7 million to federal candidates, political parties, and political action committees between 1997 and 2007. 
To enhance their public image, tobacco companies often donate a small percentage of their profits to civic, educational, and charitable organizations worldwide. 

Accepting donations from tobacco companies is controversial within the academic community, and many institutions abjure it to protect their academic integrity. 
Tobacco companies may sponsor research, assuring complete independence, only to suppress unfavorable findings. Findings that support the tobacco industry have 
been published without proper disclosure of the sponsor’s identity.

Despite the tobacco industry’s long history of successfully buying favorable public policies and scientific research, the weight of scientific evidence and the tide  
of public policy continue to mount against Big Tobacco. 

“If  you’re using blood money, you need to tell people you’re using blood money.”
—Otis Brawley, chief medical officer of the American Cancer Society,  

on revelations that a tobacco company funded lung cancer research, 2008

“The chicanery of the tobacco industry is something you almost have to admire. They are ahead of us at every turn, and 
they have enormous resources. . . . It’s like using a muzzle-loading musket against a machine gun.”

—Former U.S. Surgeon General C. Everett Koop, 2007

Buying favors 
Top tobacco industry contributors to federal 

candidates, parties, and committees, USA, 
January 1997–October 2007

Total: $34,759,294

Note. All of  the figures for the 2007–2008 election cycle  
are based on incomplete, partial-cycle data released by  
the Federal Election Commission on August 7, 2007.
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Buying influence
U.S. tobacco company lobbying  

expenditures, 1999–2006 

“In the coming year, therefore, we have to intensify our lobbying and briefing meetings with the political and government leadership through formal and informal contacts.” 

—Agriconsult, 1991
“The law was actually drafted by us but the government is to be congratulated on its wise 

actions.”

—British American Tobacco, 1994

KENYA

“In the Philippines we have successfully delayed the passage of national legislation and more recently local legislation.”

—Philip Morris, 1989

PHILIPPINES

“All we’re doing is basically writing a check. I hardly think it’s fair to point the finger at tobacco 
companies and say we’re somehow implicated in decisions made by the state legislators.” 
—J. Singleton, spokesman for R.J. Reynolds Tobacco Holdings Inc., 2003 

U.S.A. “There was nothing underhanded, nothing wrong with having our views heard. W.H.O. shouldn’t be surprised.  It’s simply lobbying.”

—D. Betteridge,  spokesman for British American Tobacco, on company efforts to undermine the Framework Convention on Tobacco Control, 2003

U.K.

“Our objective is to limit the introduction and spread of smoking restrictions and maintain 
the widespread social acceptability of smoking in Asia.” 

—Philip Morris, 1989

ASIA

“About 90% of legislation 
at the state level [adversely] affecting our industry will not be enacted. . . . [Why?] Because we’re good. That 

may sound arrogant, but I 
don’t know any other way 
to put it.”

—Walker Merryman, vice president, the Tobacco Institute, US, 1989

USA
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