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Propaganda is the deliberate, systematic attempt to shape perceptions, manipulate
cognitions, and direct behaviour to achieve a response that furthers the desired intent of the propagandist.

 Garth S. Jowett and Victoria O'Donnell, Propaganda And Persuasion
Propaganda shares techniques with advertising and public relations. Advertising and public relations can be thought of as propaganda that promotes a commercial product or shapes the perception of an organization, person or brand. 
News propaganda is covert propaganda packaged as credible news without transparency as to source and motivation. The lack of transparency is critical to distinguishing news propaganda from traditional press releases and video news releases.
As with any propaganda, news propaganda may be spread for purposes including political or ideological reasons, partisan agenda, religious motivation, and commercial motivation. In wartime, propaganda can be motivated by national security reasons.
The following persuasion devices or propaganda techniques are used in advertising, political campaigns, editorials, viewpoints, letters to the editor, etc.

· Ad Hominem: Attacking your opponent, as opposed to attqacking their arguments.
· Appeal to authority: Appeals to authority cite prominent figures to support a position, idea, argument, or course of action. 

· Appeal to fear: Appeals to fear seek to build support by instilling anxieties and panic in the general population.

· Appeal to Prejudice: Using loaded or emotive terms to attach value or moral goodness to believing the proposition. For example, the phrase: "Any hard-working taxpayer would have to agree that those who do not work, and who do not support the community do not deserve the community's support through social assistance." 

· Bandwagon: Because everyone is doing it, you should too. 
· Inevitable victory: invites those not already on the bandwagon to join those already on the road to certain victory. 

· Join the crowd: This technique reinforces people's natural desire to be on the winning side. 

· Black-and-White fallacy: Presenting only two choices, with the product or idea being propagated as the better choice. (e.g., "You are either with us, or you are with the enemy") 

· Big Lie: The repeated articulation of a complex of events that justify subsequent action. The descriptions of these events have elements of truth, and the "big lie" generalizations merge and eventually supplant the public's accurate perception of the underlying events. 
· Card Stacking: Telling only one side of the story, as though there is no opposing view.

· Common man or plain folk: Using the typical “target” person of the ad to communicate the message.
· Demonizing the enemy: Making individuals from a different ethnic group, or those who support the opposing viewpoint appear to be subhuman, worthless, or immoral, through suggestion or false accusations. 
· Direct order: This technique hopes to simplify the decision making process by using images and words to tell the audience exactly what actions to take, eliminating any other possible choices.
· Euphoria: The use of an event that generates euphoria or happiness, or using an appealing event to boost morale. Euphoria can be created by declaring a holiday, making luxury items available, or mounting a military parade with marching bands and patriotic messages. 

· Flag-waving:  Connecting a person, product or cause with patriotism.
· Glittering generalities: Using positive or idealistic words based on a detail to associate someone or something with something that is good, valued, desired or pure.
· Inuendo: Causing audience to become suspicious of a product, by hinting that negative information may be kept secret. 
· Intentional vagueness: Generalities are deliberately vague so that the audience may supply its own interpretations. The intention is to move the audience by use of undefined phrases, to cause people to draw their own interpretations rather than simply being presented with an explicit idea. In  trying to "figure out" the propaganda, the audience foregoes judgment of the ideas presented. 
· Name calling: using derogartory words to associate a person or object to something that is bad, feared or distasteful.

· Oversimplification: Favorable generalities are used to provide simple answers to complex social, political, economic, or military problems. 

· Quotes out of Context: Selective editing of quotes which can change meanings. Political documentaries designed to discredit an opponent or an opposing political viewpoint often make use of this technique. 

· Rationalization: Individuals or groups may use favorable generalities to rationalize questionable acts or beliefs. Vague and pleasant phrases are often used to justify such actions or beliefs. 

· Red herring: To highlight minor detial to draw attention away from more important issues.
· Repetition: A jingle or word that is repeated over and over again, thus getting it stuck in someones head, so they can buy the product.
· Scapegoating: Assigning blame to an individual or group, thus distracting attention from the need to fix the problem for which blame is being assigned. 

· Slogans: A brief, striking phrase that may include labeling and stereotyping, devised to influence people. 

· Snob appeal: Associating product, person or cause with successful, wealthy, admired people conncting the consumer with the “in-crowd”.

· Stereotyping or Name Calling or Labeling: Attempts to arouse prejudices in an audience by labeling the object of the propaganda campaign as something the target audience fears, hates, loathes, or finds undesirable.

· Testimonial: Using the testimony of a person to persuade you to think as they do.
· Transfer: Linking personal goals or ideals with a product or cause in order to transfer the audience’s postive feeling to it.
· Virtue words: Words in the value system of the target audience which tend to produce a positive image when attached to a person or issue. Peace, happiness, security, wise leadership, freedom, "The Truth", etc. are virtue words. In countries such as the U.S. religiosity is seen as a virtue, making associations to this quality affectively beneficial. 
 (Source: Wikipedia, Paul Crowner “FCAT Reading & Subcategories)
Websites on Propaganda:
www.propagandacritic.com
http://www.readwritethink.org/lessons/lesson_view.asp?id=829
http://www.highschooljournalism.org (search: propaganda). 
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