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Propaganda is commonplace now, and
aluvays has heen, however it is finding and
has found its way into advertising but in

an unknowwn amount. This may be due toits
ahility to affect those witnessing it without
the knowledge of the consumer.

“Propaganda is
commonplace now”

analysing the events that influence the
dynamic and shifting border of the two
and exposing the techniques often used
that allow propaganda fto leak its way
info the spheres of branding and perhaps
even, without appropriate supervision,
replace it entirely.

Without being documented and
researched the effects of propaganda
in advertisements can run rampant and
influence every decision any human ever
makes. Within this dissertation both
exposed and unexposed examples of
propaganda in advertising will be analysed
and researched for the purpose of
attempting to begin the tracking of the
border between propaganda and branding,
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4 Introduction

The hattle for people's minds has heen ever
prevalent throughout history, there has
never heen a people without it.

While it has alwauys existed,
has the creaftional pace of propaganda
increased, in correlation with its secrecy?
The modern propaganda machine has been
perfected into a covert weapon used by
not only many governments, but more
recently, many manufacturers and retail
companies. With the shift from explicit to
implicit messaging methods, is it right that
the general public should be influenced by
these shadowy ftactics, should companies
be treating their customers as though they
are unable to create their own impressions
on the product that appears hefore them?
Studying these advertisement methods
will lead to a greater understanding and
awareness of the unknown problems faced
by multitudes of people.
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Chapter One

In order o understanding complex and subtie
changes in the hehaviours of branding and
advertising over time, one must first understand
exactly what braning is and how to create it. By
first listing the key characteristics of branding and
advertising; Firstly, Name Brand Recognition is often
used by larger companies wherehy they wil often
throw their previous successful products into
advertisements in order to convince audiences to
trust newer products. A product branding ranges
anywhere from the packaging of the product itself,
to the logos and the advertisements, hoth physical
and digital that potential customers may see
around the world. While branding has existed for
thousands of years, tiating back to when farmers
would brand their cattie (Fig. 1)

For others to recognise that they are
owvned as well as who the owner is, the most
common form of modern advertisement seen by
the largest portion of the general public, as well
as easiest to hide hidden messages within are T.V
Ads. These ads can reach any member of the public,
anywhere in the world, providing they watch
any form of television or leave their house at any
given point. Genuine advertisements will attempt
to translate their products message in a neutral
manner, simply displaying what the product is and
how it can benefit the individual encountering the
advertisement.

"this type of advertising relies on facts
and figures to trigger a desired action; the ad's
message is usually framed in a compeling wau.

“The average
modern person
is exposed to
around 5,000
ads per day”
(Clario, 2020)

Informative advertising uses techniques that,
instead of focusing on a clever way to convince
customers to buy a product or service, chooses
to rely solely on the strength of product
features to encourage consumers to make
purchases.” (Auburn Adverfising, 2614)

Branding surrounds us in almost every
object we encounter, ‘the average modern
person is exposed to around 5,000 ads per day’
(Clario, 2620). Whether it is Something as obvious
as a'Logo’ displayed onto the project, or it is
the unique shape in which the product is made
that makes it recognisable as that company's
product e.g. Adidas Yeezy Boost trainers' unique
soles (Fig 2) or Grey Goose Vodka's siender body
and neck (Fig 3).
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Propagandas

true and
unaltered
definition is simply
the spread
of
information
in support of a cause.
It's meaning
has
been twisted and
malformed

over centuries

of use.




13 Chapter One

this is often surprising to the

untrained eye that propaganda is

not naturally sinister, it has instead
been malformed and twisted due to

its heavy involvement during wartime
when propaganda is used to promote
governments/individuals evil and unjust
viewpoints unto the world (Fig 8). There
is no word in the English language”
“whose meaning has been so sadly
distorted as the word for ‘propaganda
(Bernays, 1928).

27

What is

Older propaganda is mostly responsible for
the word'’s current reputation (Fig 9) due to
older propagandas crystal clear visibility
today, we can clearly see the fascist posters
claiming a need for genocidal actions. Older
propaganda often uses simpler forms of
publication and psychological manipulation
of viewers, simple colour theory clearly
labels villains present within the posters and
billboards that were often supported using
an overwhelming amount of content assists
to induce an altered psychological state
within the ‘victim'. Examples of this were
seen often in World War Two, when forces
would air drops crates of propaganda
instilling false messages within the public (Fig
10), sometimes being the more famously
seen poster formats or simply false reports
of wartime losses to indicate the public need
to fear and ever advancing enemy is upon
them.

While older propaganda messages
are now highly transparent, the falbrication
of false news reports was indeed a
much easier process during the early
20th century due to a lack of publicly
available technology, viewers of the
propaganda techniques could not simply
access the internet and see other people
perspectives and video evidence. “One of
the most popular shows in Britain during
the time, Tommy Handley's It's That Man
Again was able to reach up to 40% of
the British population (Clario 2020). This,
however, could also be utilised the in the
opposite direction, if a country is perhaps
experiencing heavy losses the truth could
perhaps be covered up by printing false
reports of victories and hiding away from
any negative news, falsely instilling belief in a
certain object/regime.
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Recentiy an alternative to the Queens speech has heen
released, containing a deep fake, a concerning tool for
those exposed to the effects of propaganda, the ability to
create entire, undetectable alternatives shouvcase the
sophisticated ahility to make a convincing translation of
almost anything, including events, products and certainiy
celebrity appearances, hending brand images to the

Propago




19 Chapter Two

In contrast, branding does not attempt to manipulate
emotions without the presence of facts and wil
therefore push the same information to allits viewers,
whereas propaganda may hide certain elements of the
product/service. Branding uses a wholly informative
base to create content. This allows the free exploration
of the viewer to formulate their owvn opinion ahout the
piece of branding presented hefore them. This in turn,
creates a variation in outlooks by evicting heavy use of
——gmotional manipulation, largely regulates and controls
the responses to viewing the advertisement.

“Propaganda may
hide certain elements
of the product/
service.”
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Keep Calm &
Carry on ¢
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“Few images of the last decade
are quite so riddled with ideology,
and few ‘historical’ artefacts are
so utterly false”

(Hartherly, O, 2016)




