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The Maryland Children’s Initiative: 
Raising Tobacco Taxes 

to Save Lives
Vincent DeMarco 410-235-9000

demarco@mdinitiative.org

Executive Director
Maryland Children's Initiative

President
Maryland Citizens’ Health Initiative

The Maryland Child ren's I nit ia t ive

Addiction Treatment 
Advocates of Maryland

1993 - Cigarette tax raised by $0.20

1996 - Smokeless tobacco tax 
defeated

1997 - 6 tobacco tax bills defeated
MGA wants to pass a $0.05 tax to balance 
budget

1997 – Baltimore Sun Headline
"Foes of tobacco lost big -- again;  All-or-nothing 
tactics, some say, got them 'sucker- punched'"

The Maryland Children's I nit ia t ive

Addiction Treatment 
Advocates of Maryland

1997-1999 – State awash in money
$600 M Surplus + booming economy
$4 B Tobacco Settlement

1999 – State passes tobacco tax
$0.30 increase in cigarette tax, 15% 
manufacturers tax on OTP, $21 million annually 
for prevention & cessation

2002 – State passes tobacco tax
$0.34 increase in cigarette tax
ELECTION YEAR!

The Maryland Child ren's I nit ia t ive

Addiction Treatment 
Advocates of Maryland

Build Organizational Power

Communication plan (listserv, blast 
fax, webpage)

Set up organizational structure 
501(h) and 501(c)4 

Raise funds!!

Build Organizational Power

Recruit lead organizations & launch 
campaign

Outreach to community groups of 
all kinds, especially faith community

Feature unique, special, or strong 
constituencies throughout
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What do you want from your 
endorsers and key partners?

To educate the leadership and their members 
about the issue.

To show them true friendship and partnership
in their groups’ struggles (i.e., relationship is a 
two-way street).

To eventually get “evidence” of their support
for your issue.

To build a long-lasting relationship with 
leaders and members to facilitate later action.
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Evidence of support?
Have them sign something!

Resolution or statement of support
Helps organization with decision-making 
process
Invites debate on level of support for 
initiative

Opens door to a relationship

Helps you ask for help in 
future

Build Momentum Locally

Pass local tobacco taxes

Court county executives / County 
Councils

Pass county government resolutions

Earn media locally -- launching local 
campaign, releasing poll data
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EDUCATING THE PUBLIC:  
501(h) Activity

Educated the public about these 
issues using earned media.

Asked coalition organizations to sign 
a resolution of support.

Conducted polling showing these 
issues were popular and could be 
key issues in the election.

EDUCATING THE PUBLIC:  
501(h) Activity

Educate organizational endorsers 
about key components of your plan:

Raising the tobacco tax by $1.50 per 
pack

Dedicating the money to tobacco use 
prevention, lower class size, after-school 
programs, substance abuse 
treatment/prevention, and local children’s 
boards.

EDUCATING POLCIY MAKERS:  
501(h) Activity

Sent educational materials to 
incumbents that were running to 
keep their seats.

Called and met with target 
lawmakers, etc.

Tried to convince them that our 
issues were good policy and good 
politics.  Asked them to publicly take 
a stand. 

Trial Run

Conduct Poll 
test the actual program specifics (tobacco tax for 
prevention, reduced class size, after-school 
programs, etc.)

Introduce the bill
Write bill
Testify at hearings
Pay attention to opponents arguments
Acquire additional research
Hone in key messages
Involve your Coalition
Earn media
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Voter Ed:  501(c)(4) Activity

c(4) sent a pledge form to all 
candidates running for state office.

c(4) rented the (h)’s organizational 
list and informed coalition of the 
pledge campaign.

c(4) asked all candidates to sign the 
pledge

Voter Ed:  501(c)(4) Activity
c(4) asked all endorsers to call 
candidates urging that they sign 
pledge.

c(4) asked all endorsers to bring up 
the issues during candidate forums 
and ask for support.

Earned media around state – who 
signed and who did not.

Voter Ed:  501(c)(4) Activity

Peer to peer letters by physicians + 
fundraising for Gubernatorial 
candidate who supported Initiative

The ministers ad and brochure 
targeting gubernatorial candidate 
not signing pledge

“Bang, Cough, Ka-Ching”



6

Voter Ed:  501(c)(4) Activity
Buttman shadowed gubernatorial 
candidate not signing pledge

Candidate's use of issue
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Voter Ed:  501(c)(4) activity

How did we do?
Elected 69 Delegates (71 majority)
Elected 23 Senators (24 majority)
AND Governor Parris Glendening who 
partly attributed his win to this issue.

From the Baltimore Sun… “I ran on the 
tobacco tax to protect our children and 
won big," Glendening said.”

Take it to the Legislature…

Hearings & earned media

Respond to industry's PR
Cross border sales
Smuggling
Hurt the poor
Editorials
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Use the Pledge from Voter Ed…

When we found resistance among 
pledge signers, we faxed the 
lawmakers signed pledge to the 
media.

Media framed issue as a matter of 
honesty, keeping their word, 
following through with their 
promises, etc.

The results…
A $0.30 increase in the cigarette tax

A new tax on other tobacco products

Bill language that requires the Governor 
to budget at least $21 M for tobacco 
prevention each year

In 2002 (an election year), the General 
Assembly passed another $0.34 cigarette 
tax increase for education
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Lessons Learned

Use science and polling data to develop your 
"program" and buttress your arguments.

Build your organization and power potential early 
before you attempt anything legislatively

Recruit and showcase unique, diverse, and 
committed partners (especially religious groups)

Communicate regularly with your coalition

Take it for a test run - learn the arguments, hone 
your message, build momentum

Lessons Learned

Build momentum by organizing key local 
communities

Earn media statewide and use letters-to-the-
editor throughout the campaign

Take it to the voters - Get Political

Recruit people to fund raise and electioneer for 
candidates

Elect some lawmakers to demonstrate your power

Pay particular attention to electing the right 
candidate for Governor

Lessons Learned

Take it to the lawmakers
Answer the industry's PR
Concentrate on swing votes
Use paid media to put you over the top

Maryland Packs Sold…
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Tobacco Tax Passed
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Maryland Revenue Raised…

Tobacco Tax Increase
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Maryland Tobacco Use Prevention 
Funding…


