COMM 2301A 
Persuasion and Public Life 
Lecture Notes

- characteristics and features of communication
- world of communication and how it is connected to persuasion 
- persuasion and communication work hand in hand 
- models of communication
- communication is about action, from the moment we enter the world communication is part of our lives 
- initiates you into your environment: baby crying, if baby wasn’t crying doctors would wonder what was wrong 
- “There are four ways, and only four ways, in which we have contact with the world. We are evaluated and classified by those four contacts: What we do, how we look, what we say and how we say it” Dale Carnegie, 1888-1955 
- example of if we saw a drunkard when we entered the classroom, actions of the individual and appearance allow us to make a judgement 
- people assume doctors are rich because of the connotations of the employment of doctor 
- appearance for a job interview and the impression it gives, looking unprofessional could mean you are unreliable and leaves a bad impression 
- people using multiple swear words, reconsider the morality of the person, making certain judgement calls based on this
- all examples are applicable to how we say 
- the way we place an order at Tim Hortons can change the way the cashier perceives you greatly, using manners and saying please and thank you makes a difference and sends a different message 
- some times we need to say things in the way in which we need to 
- appearing to people with respect 
- what we say: an individual can seem unstable based on what they say (depressing), some people can seem optimistic based on what they say (always in a good mood, always polite, saying positive things) 
- by virtue of the baby’s cry it allows them to have relationships since none of them can speak yet, only way to communicate is through smiles, crying, noises, all means through which they mean to get attention 

Characteristics of Communication
1. Communication is interactive: system based on interaction, communication needs to be two or multiple ways, not just one, involves the censoring of information, part of what glues society together, keeps it intact and allows it to flow, interaction that allows different functions, interaction allows for politics 
- “Society not only continues to exist by transmission…, but it may be fairly said to exist in transmission, in communication” (1944:4, John Dewey) 
- communication is more than just sharing information, it is the foundation of our existence 
- reading this week reflects this notion, interacting, living off of one another and our interactions 
2. Communication is symbolic: which can be in the form of verbal and non-verbal ways 
- signs as an example of non-verbal communication that we are able to make sense of 
- socialization that we have been brought into that allow us to know where to go without having to tell us (boy vs. girl bathroom signs) 
- symbols also to regulate our speed and therefore our behaviour, may not follow the rules but we know them (green means go, red means stop), do not need police to tell us the rules, symbols communicating to us 
- example of verbal communication (symbolic) is the blowing of a whistle, catches our attention quickly 
- colors as symbolic and communicative as well (red=danger, black=the devil) 
3. Communication is dynamic: evolves continually, never ends always continues, ongoing process that moves constantly and has the ability to change your mood after it has finished 
- constantly engage ourselves in discussion, that’s why when we go to any communication class we realize how broad of a process it is 
4. Communication is contextual: context with everything 
- context of the environment could mean the physical space, cultural space, cyber space, multiple environments 
- communication also requires context to occur, place and time for everything that happens (art gallery example, looking at art and realizing it had a time and place) 
- setting of a job interview, synagogue, church or graduation ceremony: context sets up the way you communicate, knowing what is appropriate or not, the environment structures how we communicate 
- conversation with your parents vs. conversation with siblings or friends, very different contexts 
- the way a ball is changed based on the sport played, the context changes the meaning of the ball for different people (soccer ball: kick with foot, basketball: bounce with hand)
- cultural context can change meaning (asking for bathroom vs. loo, different meanings or words in different cultures)
- free to express ourselves but there are many restrictions which can create inefficient communication (reading) 


Models of Communication 
- three dominant models of communication 

1. The information/transmission model: focuses on objective, transmission of data or information 
- distributing or passing the information straight back
- see it more as a form of objectivity
- sender-> encoding-> message media-> decoding-> receiver-> response-> feedback-> sender (all possibly centered or affected by noise [in the middle]) 
- radio vs. reading, cannot check the dictionary, people need to be able to understand the information right away which changes the language and sayings you must use, or the communication is lost and becomes noise, radio moves fast, message needs to keep up with this 
- resume and cover letter are classic examples of sending out information in an objective way
- message of condoms for someone who is religious vs. someone who is not, different values, message is objective depending on your values, will not be the same for each group 
2. Ritual or Expressive Model: speaks more to the emotions and shared belief systems, depends on association and cultural symbol
- meant to maintain a collective identity and values, speaks more to emotions
- celebration days (Canada Day) as good examples of this, everyone dressing in red communicates our shared identity, celebrating the collective identity 
- cheering for your team (do not care about the people themselves, excited about the activity which has brought us together), cheering together, keeping the team alive 
- minister is preaching a church, they give certain values with which you identify, as with the rest of the group, unified by the communication of the religious leader 
- looking at things together, as one, as a nation 
- ritual is more about bringing people together
- transmission model is not the same, not appealing to emotion, just putting data in place 
- information model is linear (transmission), ritual not the same as there are multiple players affecting it 
3. Publicity Model: more about spectatorship, attention gaining and attention-seeking
- consumption, attracting others 
- advertising is more a spectacle, creating a fantasy, not about emotion but about drawing them in and getting them to consume 
- Tampax Protecting Futures ad: appealing to people, getting their attention to buy their product 
- model example: being skinny, get the ads, catch attention, leads to other things 
- this model of communication is often in the spotlight 
- covers a large segment of media activities in: Public Relations and advertising, Media Spin by Government, Politicians and Corporations, media bias, propaganda and agenda-setting 

Bringing it All Together 
- everything is united by persuasion 
- persuasion: humans/people communicating, attempting to influence others, seeking modification of judgements, action, behaviour, opinion 
- ending television shows on high note: persuading people, communicating to them so they want to tune in next week
- labels on products communicating, influencing you
- people communicate and try to influence you in a certain way 
- position of an editorial in a newspaper is trying to persuade you, argument of the paper can change the way you cast your vote, persuasion affecting that 
- persuaders, especially in our media-mediated/media saturated world, depend on the following elements: ethos, pathos and logos (note: these 3 elements originated from Aristotle’s concept of Artistic Proof) 
- credibility gives you more ability to communicate with authority (Bill Clinton’s ability to talk to democrats, or convince citizens to vote for Obama) vs. Sarah Palin who has questionable credibility 
- presidents make references to former leaders to build on the credibility of them 

Reading 
- super powers of Russia vs. USA: propaganda which messages get across 
- looking at the function and structure of communication, explains why 
- Why did the author start the article with a series of questions? 
	- What do you make of these questions?
- act of communication being laid out at the onset, speaks more to the act of communication as transmission
- message has to originate from a source, what is this source saying? 
- looking at which channel it is being said within (mass media, school system) 
- when you are studying communication you need to examine things bit by bit, research is important, the method matters 
- analyzing the message, in analyzing those messages you determine the type of message, from which point you can examine the impact, what does the receiver get out of it? 
- allows us to look at the effectiveness of the medium being used to communicate the message 
- whoever controls the media controls the message 
- media is not objective, media institutions subscribe to certain ideologies and these ideologies shape the news they communicate to us (how the final product comes out, Fox News as example) 
- alternative media vs. conservative media representing a protest (police representing peace vs. violence) 
- media are our eyes and lenses into the world 

Discussion Section 
- What are the three functions of communication that the author outlined in his article?
	- highlighted on pg. 38 
- media is just an institution but communication as a bigger enterprise 
- When the process of communication of any given nation-state in the global community is examined, there are three specialists that help us make sense of the world?
	- Who are they? And what are their roles? 
	- pg. 
	- diplomats, embassy workers, foreign correspondents, editors, journalists, speakers 
- foreign correspondents making sense of the war for us, bylaws making sense of us (telling on people in Ottawa [noise complaints etc.]) 

- Twitter is supposed to be effective for communicating yet you are limited by 140 characters, context shapes the message 
- censorship of information can damage communication 
- ignorance, applicable to foreign correspondent, may not be fully exposed to the element, crisis forces them there, send reporters in pack journalism (flying solely because of that incident), only depending on second hand information at times, not from people off the streets (danger), context is not there so you cannot make full sense of the story or crisis situation 
- issue of the aggregate public and why they need to be mobilized, contribute more efficiently in the political process if they are, if not they do not move things in the right direction
- communication is key no matter how we do, moves us to be passive or active
- we as people, we are active and we are willing to accept information and make changes to our lives, environment can constrain or restrict us from getting the information that we need, sometimes stops society from collectively moving forward because we feel powerless, cannot move the institution of communication, do not control it, but really we do 
- a smile can change things; do not know how many lives we can touch with a smile 
- media industries are not external, they came from us, feeding into each other, shaping the dynamic of society 

Persuasion and Public Life
Media Use and Gratification Theory
· Use and Gratification Theory…
· Look at the flow of communication and the choice of communication/media channels from the audience’s perspective
· It’s more about psychological aspects of comm. --- individuals or groups of individuals select media outlets and the content to get certain wants/desires --- it’s based on the satisfaction that you want to know something in a particular manner 
· Your belief system shapes your media consumption; i.e. on a Saturday night you only want to watch MTV, or you only want a sports channel because you want to know what’s happening in the sports world 
· Individual’s have a degree of control on how mass media affects them --- because we select what we want, and these choices are embedded in our wants/needs; there are also more specific selections (i.e. CBC news vs. fox news based on your beliefs) 

“For the most part, we do not first see and then define, we define first and then see” – Walter Lippman ---- i.e. Google, we know what we want to search for and then we search it 
For example, phenomena of selective exposure, use and perception of media: 
· affect your choice of TV program
· your magazine subscription 
· electronic comm. 

Factors that influence these conscious choices or selections include: 
1. A structure of motivating needs that you seek to gratify --- i.e. you read the Charlatan to find out about student life 
2. Socio-psychological reason --- i.e. you feel good about reading the news/being informed; i.e. you’re not interested in football, but your significant other likes football, you therefore educate yourself on football so that you two can spend time together (creates an intimate relationship) 
3. Peer-pressure and socio-cultural norms --- i.e. Facebook, because most people have an account you feel like you need to have one because it’s “normal”; and also in our society we’re inter-connected, if you’re not apart of this then you could be missing out 

Any implication of these on the models of communication, in particular, the publicity model of communication?
· That’s in term of directing messages to the audiences/people 
· By media outlets, politicians, advertisers, PR agents and others 
Video Clip
· Luntz, specialty of using language to persuade the public --- listens and knows what the public wants to hear, can shape a message so it’s appealing/positive --- worked a lot with politicians to best sell an issue 
· How we think is based on 20% intellect and 80% emotional --- Luntz is more concerned about how we feel rather than what we think 
· Having certain words apply to a particular policy can be marketable for public support on a particular subject 
· “The Word Lab” --- ‘State Tax = Death Tax’ --- rhetorical construction changed how this state tax was perceived (people were for it, and then once renamed were against it) --- People were being taxed at death (they didn’t know what an estate was, but they knew was a death tax was) --- i.e. war on Iraq vs. war on terror --- climate change vs. global warming 
· Politicians need to target various demographic groups accordingly … Acxiom corporations --- large database that stores information on individuals (from products/general surveys/tax credits etc.) --- says that it’s the solution for clutter, companies need to target their appropriate audience and Acxiom allows them to do just this (you can’t just have an advertisement and hope for the best) 
· ***Narrowcasting --- allows politicians to say things to some people that others may not want to hear (selective advertising)
· If more people starting using this then there’s going to be no “us” and “them” as we’re all going to be persuaders 

Gratification speaks more about how we use media and what kind of choices we make… in order to make those choices, we must persuade ourselves  
Demassification Approach: 
(a) customization of information, and (b) audience segmentation/narrowcasting 
--- companies are gearing their information to certain psychological needs/wants that we have 

The concept of an active audience implies: 
(1) Utility, the uses people have for communication
(2) Intentionality or prior motivation that directs communication behavior
(3) Selectivity or prior interest and desires that affect communication choices and content (Blumler and Katz, 1974; Palmgreen et al. 1985). 

Guosong Shao’s Article
· Producing
· For self-expression 
· For self actualization 

· Participating
· For social interaction
· For community development 
· Consuming 
· For information
· For entertainment

Jackson and Lilleker’s article: seeking unmediated political information in a mediated information.
 Media and Public Life
Media is considered to be the Public Sphere, also will touch on what is a spectator of media when it comes to spectatorship.
“Without journalism there is no democracy, but without democracy there is no journalism either” – James W Carey (1999)
· Relationship between democracy and journalism can be seen as a form of social contract
· Why – the media performs the role of journalism in the same way that democracy depends on public participation in policy management. – One cannot exist without the other
· Media and journalism cannot function properly without democracy that protects:
· Freedom of expression – in absence of freedom of expression there cannot be freedom of the press
· Independence – Marketplace of ideas – there are several different independent sites, which allow for a marketplace of ideas, rather than all media outlets being owned by one company.
· Market of Ideas – Media must be independent of the executives – are being representative of the people.
· Public media, Private media and “Me” media (social networking sites/ sites run by the users).
· Media is conserving the democratic principle in that they are bringing issues to our attention
When media holds true to these democratic traits it becomes the “watch dog”.  In which we are able to find out what went wrong in parliament or in the world because of the media bringing it to our attention.
The media also plays the role of educating us.
The media plays the role of:
· “Watch dog”
· Education
· Political regulation
Media is then the “blood” of democracy because it provides us with the information needed to make informed decisions and have discussions in the Public Sphere. 
As such the media is seen as the modern day public sphere 
· Which is essential in a democracy….” If what..
· Public sphere is the heart beat of democracy
Some classical/historical examples of the public sphere:
· The agora in ancient Athens
· Coffee houses in the 17th and 18th England
· The New England town meeting in pre-Independence America
· The African- American church in periods of political struggle
· The Royal Court in the days of Monarch rules.
According to Jürgen Habermas, public sphere in its ideal form is:
· “made up of private people gathered together as a public and articulating the needs of society with the state”
· This was around the age of enlightenment, where people were talking and disseminating information
· The printing press also shaped the public sphere because there was then a way for information to be disseminated amount large groups of people.  Instead of having to go to the priest to get information or forgiveness people could read it for themselves
People who come into this public sphere are not representing anybody; they are coming to discuss political and worldly matters in an informed and educated manner without bias.
In the political liberal theory, it is the:
· Arena between the distinct areas of state and civil society that guarantees the protection of the individual.
· The freedom of expression is not absolute, there needs to be a use of common sense in the way that it is ok, as long as it is not harming or infringing on the rights of others.
According to the traditional liberal political theory, media must perform the following three functions to ensure a functioning democracy:
· Act as the watchdog over the state as an independent 4th estate
· Act as the agency of information and debate for citizens to participate in democracy
· Act as the voice of the people in the state.
**Diagram on Web CT
· The information is flowing, which shapes Public Opinion
The public and the state the way the market is for the economy
· Product of the public sphere is public opinion,
· Ideas are the “goods” that are exchanged
Public Sphere = free market place of ideas
People may not be able to solve all the problems of humanity, but they can change one part of it.
To this end, the success of the public sphere will depend on:
· The level of access
· The degree of autonomy
· The rejection of hierarchy
· The rule of law – to make sure we are not taking the freedom to the extreme, so we cannot manufacture lies and create slander.
· The quality of participation
It has to be a serious conversation, not a conversation for entertainment.  Unless it is advancing the public life it is not a discussion in the Public Sphere or Public Opinion
Video
· Students in Mexico felt that the major news station was giving far too much broadcast time to the leading political candidate; they were speaking against television bias.
· The leading political candidate was giving the station money for favorable coverage.
· There are only two media television giants in Mexico and both favor the one candidate, not providing equal coverage of all candidates
· The vast majority of Mexicans are receiving a one sided view of the presidential race, they are only receiving information about one of the parties, rather than equal coverage of all the parties

· The American political race is now more than ever stretching and manipulating the truth and the **American media is not doing its role properly by doing the fact checking for the people and keeping the politicians honest.
· Campaigns make a decision to, even when a statement is false, they keep repeating it… the reason they are able to get away with this is because the media is NOT doing it’s role in keeping the government honest and check the facts
· Because media outlets are so fractured, if one media outlet calls a politician a lira the candidates don’t necessarily have something to worry about, because there are so many media outlets and there is no longer any “gatekeeper”
· The people who create the attack ads “super packs” are strategists siting outside of Washington and when the media tries to hold them accountable there no one to be found to question.
· Miss-information overload.
Discussion Session:
Chapter 3
· In the 1660’s there was a newsletter in the process of fighting “fame is mightier than the sword”
· Anglo Liberal system is built on John Locke’s ideas/ thoughts. What are some of these thoughts that formed the foundation of the liberal democratic system?
· Freedom to accumulate wealth
· Freedom from the monarchy (Lord, King, Queen, etc.)
· More Access to information and participation
· Law is applicable to all
· People have the right to overthrow/ throw out the government.
· The Monarchs and Rulers are NOT above the law.
· The politicians/ Rulers are accountable to the public
· Media should be independent of the state and should protect the people.
· Can now scrutinize the leaders’ position and statements
· Freedom of expression
· Two-tiered media systems.  What are they?
· Satire? – while not completely accurate it brings issues to light
· What roles did media play in the emergence of what Eric Louw called “HYPE-OCRACY”
· News stories that take away from what the politicians are saying, (Attack ads) however this makes people get to start wondering what is actually happening, causing them to do research and become more educated.
· All the political ads you see are meant to take away from the truth of the issues and attack the other candidate, but as an active consumer you are able to research and find the truth.
· (pg 32-34) The early parliaments developed three new policy-making practices that became important features of contemporary liberal democracies. What are those practices?
· Open Scrutiny, Anyone can question a politician on their policy and platform – politicians come to you, to try and recruit your vote
· Many political parties today emphasize collaboration. 
· Sharing of public opinion
· Election of those who are able to govern effectively

“The Press may not be successful in telling us what to think but is stunningly successful in telling us what to think about” – Bernard Cohen, 1963 

(SNL comedy on Sarah Palin, everyone remembers her saying she can see Russia from her house)

-Agenda-setting
-“Ability of media to focus public attention on a few issues and/or the events at the exclusion of others”
-See things in certain ways, what they want us to see, setting an agenda of what to show us, showing certain things and keeping other things buried 

-Results = how we characterize race, stereotypes, people, certain events/information, politicians
-News: what is selected and not hidden from us, not all info is shown, selective, constructed (only 5 mins on radio, only 10 pages in newspaper), what is most important/prominent 

Agenda-setting = three-part process
1) Media Agenda (news media, influential media, polling agenda, entertainment media)
2) Public Agenda (interest groups, influentials, family/groups/fields, issue publics)
3) Policy Agenda (President/PM, lower/upper house, committees, political party, bureaucracy)
*Cyclical cycle and Real-World effect all 
-Ongoing process (all part of same society) 

Formula for the “construction” or “packaging” of news ^
	-5 Ws and 1 H
	-Who says What in the society, When, Where, Why and How
 	(There will always be a position taken, and always another side of the story) 

Distinction between:
	-“Issue” and “Event”

	-Event: “is defined as discrete happenings that are limited by space and time”
		Ex: Breaking into Building overnight at Carleton

	-Issue: “is a cumulative series of related events that fit together in a broad category”
		Ex: Broad/Various crimes of Break and Entry 

Gate-Keeping
	-Selection or filtering of what event or issue becomes ‘newsworthy’ 
	-News values = Criteria for newsworthiness:
		-Impact (how many people does it affect)
		-Proximity (how many people are close to the event)
		-Timeliness/Currency (has to be recent or people aren’t interested)
		-Prominence (how important to the real world/people is it really)
		-Conflict/Bizarre (people love strange stories over boring ones)

	-The gatekeepers in the media production include:
		-News Sources (depends what is available/happening at the time)
		-Reporters (depends what reporter thinks is important in their report)
		-Assignment Editors (have authority to keep this in and take that out)
		-News Directors/Producers (^)
		-***Owners/Advertisers and others*** (^) 
			*All help shape final outcome of story/news released 

Framing is how selected issues or events are portrayed
	-Construction of reality based on certain attributes or descriptors or wording of messages 
Ex: Story #1: 25% of students don’t get jobs 1st 6 months of graduating Carleton
	*Could be other university trying to bring down Carleton and support their school
      Story #2: 75% of students get jobs 1st 6 months of graduating Carleton 	
	*Could be Carleton promoting its school to new students 

READINGS (Prof’s take) 

Trimble and Sampert – ‘Who’s in the Game? The Framing of the Canadian Election 2000 by the Globe and Mail and the National Post’

-What are the problems with game frame in this paper?
	-Exclusion: gender played a role (more focused men than women)
	-Care more about who is going to win and not what that candidate stands for/will do
	-Not all party groups are at presidential debate (hierarchies)  
	-Reducing it into a sport, not something serious “game time”

-Why was the headline selected for this analysis?
	-Window to the story, 1st thing people see
	-Reflects ideological position and culture of paper
	-Headline frames issues and if it had nothing to do with policy, no good 
	-Colourful and catchy (we only pay attention for so long and to so much) 

-How did the papers’ ‘ideological’ position and value shape their coverage? 
-^

Chapter 4 of The Media and Political Process 

-How would you characterize the relationship between media and politicians, in light of what you read in this chapter? 

-What is the relationship between this chapter’s arguments and what Habermas discussed in his article about the public sphere’s decline? 
-If mass media throwing biased shit at the public and they don’t care and are absorbing it blindly, there is no difference from the mass media today and the church/feudal lords who threw biased religious scripture at the blind peasants

Propaganda and Persuasion

Propaganda
· Has both connotative and denotative meanings over the course of human history, depending on how it applies.
· Denotative meaning:
· In actual sense of it
· To disseminate or promote particular ideas
· In Latin
· It means ‘to propagate’ or ‘to show’
· In biological sciences, ‘to propagate’
· Plant production by ‘seeds’
· In ancient days
· Propaganda was seen as a strategy of Truth (Taylor, 1999). Example: Pope, Catholicism and spread of Gospel in 17th century
· Alexander the Great and Napoleon are among the greatest propagandists
· International radio broadcasting was a prominent weapon in the arsenal of propaganda. (Jowett & O’Donnell, 1986
· When the Nazis came to power in 1933
· 4 million German homes possessed radio receivers
· in 1938, their numbers had risen to 9 million and in 1942 there were 16 million
· Propaganda is an organized persuasion
· It conveys a specific ideology to audience
· With the goal to make the audience to see or act in a specific way
· Forms of propaganda
· White
· Overt, attributable to a definite source
· Real world example: justifying Iraq war to the American public
· Black
· Covert, deliberate deception, fabrication
· Creative deceit, big lie
· Grey
· Situated between white and black propaganda
· There is no clear indication of origin or the origin is attributed to an ally
· The truth of the information is uncertain
· Common elements of war propaganda
· The big lie
· War atrocity stories (the Operation Desert Storm, 1991, Kuwaiti babies)
· WWI the human soap factory (1919)
· Demonizing the other
· Deck of 52 most wanted of Saddam Hussein’s colleagues
· Axis of evil: Iraq, Syria, North Korea

· Brand is usually defined as:
· A distinctive and legally protected name, term, expression, sign, symbol, or design or a combination of them to differentiate ‘a country’s offer’ of products.
· Logos/symbols
· Canada’s maple leaf
· Catchy slogans/mottos
· Nations
· Singapore – ‘So easy to enjoy’
· Poland – ‘The natural choice’
· Spain – ‘Everything under the sun’
· Cities/provinces
· Ontario – ‘Yours to discover’
· Three stages of branding
· Brand definition
· Creation of the identity of a product or organisation/nation based on functional, symbolic and/or experiential benefits target.
· Case study:
· Nelson Mandela’s branding of South Africa as a ‘rainbow nation’
· Aim at changing political and cultural perceptions
· Brand communication
· The voice of a brand
· The promotional means/channels
· Brand management
· Nation branding serves two purposes:
· To promote the brand internationally to investors and tourists, and
· To promote it domestically to the very people who inhabit the country
· Crucially, a country’s citizens are the ‘media of the message’ who must ‘live the brand’ in order for it to succeed.



Media, Image Politics & ‘Celebritization’ of politicians

Increased importance of media use during Reagan’s race for presidency. Assistant to the president, Michael Deaver, basically was a producer, constructing images that favourably represented Reagan. If the pictures/videos were good, it was covered multiple times during evening news. Mediatization of politics.
Americanization of Canadian politics during 1988 election, favourable media depictions of Malroney. 
BBC tried to stay objective, even-ended in its coverage of the Falkland war between the UK and Argentina. This raised questions about whose side the BBC was on.
Political leaders want to have control over their image.
· Political Campaigns:
· Important in electoral process/elections
· Communication is key to success and failure of every political campaign
· Communication in the political campaign
· Bridge between the political candidates and the electorates (you and I)
· Types of Political Campaign TV ads
· Talking head
· Speech like address to the electorates (talking directly to the audience)
· Example Ross Perot (1992 election)
· Production (or concept) AD:
· Convey important ideas about the candidates or ‘big ideas/brand’ of the political parties
· Cinema like spot ad
· Depiction of the candidate in the real life setting interacting with people
· Personal witness ad
· Enlisting the views of common people for endorsement
· Endorsement for high profile celebrities, political leaders and others
· Personal accounts in ads can contribute to both the positive and negative image of a political leader
· Neutral reporter formatcv
· Factual statement about the candidates/political parties or about their opponents.
· Image-building and personalization narratives
· Harper Government versus Government Canada (Canadian government branded/personalized as ‘Harper government’)
· Political communication specialists & spin doctors in action
· Three step formula:
· Control the message
· Keep it simple
· Repeat it, endlessly
· Consequences of all these on public life and democratic participation
· Trivialization of public life and meaning of it.

Seminar questions – chapter 5
What is the drawback of the Bush’s event-based news making strategy?
Any difference between the PR-ized politics in the UK and the US?

· Humanitarianism
· Philosophically, it emerged in the liberal political philosophy of the 18th century.
· Historically, it is rooted in the Judeo-Christian tradition.
· Collectively, humanitarian non-governmental organizations (NGOs):
· Build a form of global compassion
· Promote the normative discourse of ‘politics of pity’
· Speak to the norm of universal human rights.
· That’s media serves as a bridge: It links
· NGOs (aid agencies and the works that they do in the field, with
· Public and potential donors
· Deploy celebrities as:
· The ‘face of the humanitarian cause and campaign’
· Celebrities ‘can reach into people’s lives and speak to them in ways that Oxfam spokesmen cannot. They can also reach out to people who might not normally listen to what Oxfam has to say.’ (Phil Bloomer, Oxfam UK)

CNN Effects & Public Diplomacy Campaigns
· Public diplomacy involves:
· Civil servants/policy officials (diplomats)
· Politicians
· ‘Unorganized’ Public (Public opinion)
· ‘Organized’ Public (interest groups and their lobbyists)
· Media
· CNN Effect refers to:
· Real time Communication/TV broadcast/Satellite broadcast provoking major responses to a global event from the international community.
· It’s a ‘Tele-diplomacy’ (media being a mediator in crises)
· ‘Television’s ability to bring graphic images of pain and outrage into our living rooms has heightened the pressure both for immediate engagement in areas of international crises and immediate disengagement when events don’t go according to plan’ – Madeleine Albright, former US Secretary of State.
· Pressure to act emerges from:
· The breaking new format & 24-hour News Cycle
· The continuing crisis coverage with a special logo such as ‘America at War’ or ‘The Middle East Crisis’
· Manifestation of three inter-related effects on foreign policy decision-making/actions:
· Media as an agenda setter
· Media as a decision catalyzer
· Media as a decision impeder
· Former UN Secretary General Boutros-Ghali has complained that:
· CNN is the 16th member of the Security Council
· President George Bush (senior) admitted during the 1990-91 Gulf crisis:
· [bookmark: _GoBack]I learn more from CNN than I do from the CIA.
