BUYING TIME 2004:

Television Advertising in State Supreme Court Elections

Michigan
January 1 — December 31, 2004

Figure 1. Spending on Supreme Court Campaign Ads, by Sponsor

Number of
Number of Ads Airings Cost of Airtime
Kelly* 1 316 $350,324
Markman* 0 0 $0
Schwartz 0 0 $0
Thomas 0 0 $0
Zahra 0 0 $0
Citizens for
Judicial Reform 2 390 $372,094
Michigan
Chamber of
Commerce 1 806 $997,919
TOTAL 4 1,512 $1,720,337
Figure 2. Tone of Ads, by Sponsor
1000 -
7]
o
£
< 500
o
o}
o)
£ 0
z PROMOTE | ATTACK |CONTRAST
O Candidate 316 0 0
B Group 804 390 0
O Party 0 0 0

BRENNANSCENTER FOR JUSTICE

AT NYLSCHOOL OF LAYW

161 Avenue of the Americas, 12" Floor
New York, New York 10013

(212) 998-6730
www.brennancenter.org




BUYING TIME 2004
Television Advertising in State Supreme Court Elections

Michigan (Continued)

Figure 3. Theme of Ads, by Sponsor

Themes of Ads

CIVIL RIGTHTS

FAMILY/CONSERVATIVE
VALUES

JUDICIAL DECISIONS

O Party
m Group
SPECIAL INTERESTS o Candidate
CRIMINAL JUSTICE
0 200 400 600 800 1,000 1,200
Number of Airings
161 Avenue of the Americas, 12" Floor
\[P, New York, New York 10013
BRENNANSCENTER FOR JUSTICE (212) 998-6730

AT NYUSCHOOLOF LAW www.brennancenter.org




