Propaganda Techniques

--These stem from social psychology studies; governments use the findings to best manipulate the public.

· Stereotyping/Name-Calling:
arouses prejudice in an audience by labeling the person, group, or idea as something the target audience fears, loathes, or finds undesirable.  In linking the person or idea to this negative symbol, the audience will reject the person or idea based on the label, not based on evidence.  Further, anyone who believes in this idea will also be associated with the negative symbol.  Ex:  “commie,” “hippie,” “conservative,” “liberal”
· Glittering Generalities:
uses intense, emotionally appealing words so closely associated with highly valued beliefs that they carry conviction without requiring supporting reasons.  Ex:  patriotism, home, desire for peace, freedom, glory, honor, etc.
· Euphemisms: 
attempts to pacify the audience with pleasant-sounding phrases for unpleasant realities.  Ex:  “shell shock” -->  “post-traumatic stress disorder”
· Appeal to Fear:
instills fear in the general population in order to build support.  Ex:  you don’t want Mr. Jones to come back, do you?

· Appeal to Authority/Testimonial:
cites prominent figures to promote a position, idea, or course of action in order for the audience to identify itself with that authority or believe in the ideas based on the authority’s role, not the veracity of the statement.  “I am candidate x, and I approve this message”

· Bandwagon:
attempts to persuade the audience to do “what everyone else is doing.”  This comes in two forms:  

· “join the crowd” reinforces people’s natural desire to be part of the winning side and attempts to convince the audience that they will be part of an irresistible mass movement; it is in their best interest to join.

· “inevitable victory” invites people not on the bandwagon to join them on the road to certain victory, and reassures people already on the bandwagon that they made the right decision.   Ex: “mission accomplished”

· Transfer:
projects positive or negative qualities of a person, entity, object, or value from one to another in order to justify or discredit the second.  Generally, it is used to transfer blame from one member of a conflict to another.  Ex:  Nazis used science to justify eugenics (they were getting rid of the weak members of the species)
· Common Man:
the “plain folks” approach attempts to convince the audience that the ideas presented reflect the common sense of the average person.  Ex:  mispronunciation(?), dressing down, etc.  [John Kerry perceived as coming from elitist family]
· Scapegoating:
assigns blame to an individual or group not necessarily responsible for actions or issues, thus alleviating feelings of guilt from those who are responsible and detracting from finding solutions to the problem.  Ex:  Osama Bin Laden
· Slogans:
uses brief, striking phrases to repeat an idea or belief and, through repetition, enforce agreement.  Ex:  Four legs good, two legs bad.
· Rationalization:
using vague and pleasant phrases to justify questionable actions or beliefs.  “We don’t want the milk and apples, but we have to have them—they’re brain food.”

· Oversimplification:
uses simple answers to complex social, political, economic, or military questions.  Ex:  “Remember the Maine” in the Spanish-American war

	Technique
	Definition
	Example

	Name-Calling
	Arouses prejudice by labeling people or ideas as something the audience fears or hates.  
	hippie, zealot, terrorist

	Glittering Generali-ties
	Uses intense, emotionally-appealing words related to core values.  (Opposite of name-calling)
	glory, honor, patriotism, family, freedom-fighter

	Euphem-isms
	Attempts to pacify the audience with pleasant-sounding phrases for unpleasant realities.
	“ethnic cleansing” ( genocide

	Appeal to Fear
	Instills fear in the general population in order to build support.
	“Loose lips sink ships.”  (WWII appeal to silence and distrust)

	Appeal to Authority/ Testimonial
	Cites prominent figures to promote a cause in order for the audience to believe in the authority, not in their statement.
	Robert Redford on ads for a ballot measure (Prop 87)

	Band-wagon
	Attempts to persuade the audience to do “what everyone else is doing.”  Affirms power in numbers and inevitable victory.
	WWII ads to “Do your part” (esp. Rosie the Riveter)

	Transfer
	Projects positive or negative qualities of people, objects, or values from one to another in order to justify or discredit.
	Nazis tortured prisoners in experiments “for science”

	“Common Man”
	Attempts to convince the audience that the ideas reflect the common sense of the average person.
	Jimmy Carter as “peanut farmer from Georgia,” etc.

	Scape-goating
	Assigns blame to an individual or group not necessarily responsible for actions, thus detracting from finding a solution
	Immigration waves (“No Irish Need Apply”)

	Slogans
	Uses brief, striking phrases to repeat an idea or belief and, through repetition, enforce agreement.
	“Remember the Alamo!”


