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“Why, of course, the people don’t want war. Why would some poor slob on a farm want to risk his life in a war when the best that he can get out of it is to come back to his farm in one piece? Naturally, the common people don’t want war; neither in Russia nor in England nor in America, nor for that matter in Germany. That is understood. But, after all, it is the leaders of the country who determine the policy and it is always a simple matter to drag the people along, whether it is a democracy or a fascist dictatorship or a Parliament or a Communist dictatorship….[T]he people can always be brought to the bidding of the leaders. That is easy. All you have to do is tell them they are being attacked and denounce the pacifists for lack of patriotism and exposing the country to danger. It works the same way in any country.”

Hermann Goering, a Nazi official second in command to Hitler, as quoted in Nuremberg Diary by Gustave Gilbert (1947)

“All propaganda has to be popular and has to adapt its spiritual level to the perception of the least intelligent of those towards whom it intends to direct itself.”


Adolf Hitler, Mein Kampf (1933)

“From a marketing point of view, you don't introduce new products in August.”

White House Chief of Staff and former automobile industry lobbyist Andrew Card explaining on Sept. 6, 2002, why the Bush administration waited until after Labor Day 2002 to promote American military action in Iraq.

“The lowly worker can choose either to criticize the discipline to which he is subjected or else to endow it with an ideology. He usually does the latter, for otherwise, instead of participating as a co-worker in the order which has seized him, he falls victim to loneliness.”


Hans Speier, German White-Collar Workers and the Rise of Hitler (1986)

“Only the mob and the elite can be attracted by the momentum of totalitarianism itself; the masses have to be won by propaganda.”


Hannah Arendt, The Origins of Totalitarianism (1966)

“Like the effect of advertising upon the customer, the methods of political propaganda tend to increase the feeling of insignificance of the individual voter. Repetition of slogans and emphasis on factors which have nothing to do with the issue at stake numb his critical capacities. The clear and rational appeal to his thinking are rather the exception than the rule in political propaganda – even in democratic countries. Confronted with the power and size of the parties as demonstrated in their propaganda, the individual voter cannot help feeling small and of little significance.”


Erich Fromm, Escape from Freedom (1941)

“In such cases, issues are cast as melodrama, emotions usually replace reason, images replace argument, and choices dressed as heroes or villains are strutted across the stage. The groundlings acclaim a hero, affirming decisions made by men and women they do not know and have never seen except perhaps in the media. Advertising and public relations practitioners are always big players in such a process, inventing ingenious rationales for ‘what has to be done’ or making heroes out of personalities, ideas, or causes.”

Robert Jackall & Janice M. Hirota, Image Makers: Advertising, Public Relations, and the Ethos of Advocacy (2000)

Course Objectives:
Monarchs, conquerors, dictators, elected officials, and corporations always try to convince the public of the validity of their decisions and policies. The messages used to portray those who govern and their policies as necessary and beneficial are called propaganda. Prior to the mass media, it was possible for average citizens to live at a remove from propaganda. But with the development of television, radio, mass circulation newspapers, the Internet, and industrialized warfare, the public realm has become saturated with propaganda. Moreover, it becomes difficult to distinguish between propaganda and disinterested reporting and commentary because the mass media frequently offers as “news” declarations of fact and intent issued by government officials with little skepticism or critical analysis. This is troubling in a democracy because modern politics takes its cue in the dissemination of propaganda from techniques developed and refined by commercial advertising and public relations experts who specialize in the distortion of reality. This course examines the history of propaganda and its contemporary manifestations in order to answer two general questions: (1) Are those who control the messages we receive able to control our thinking? and (2) If citizens of modern democracies are susceptible to persuasion by propaganda, what are the consequences for the future of democracy in a technologically driven world?

Dr. Churchill’s Web Site: 
Go to http://stacweb.stac.edu/~cchurchi/ for links to this syllabus (bottom of page), additional course material, and links to web sites relevant to sociology and psychoanalysis.

Final Grade:

Participation   


= 20%




In-Class Presentations

= 20%




Midterm In-Class Essay
= 30%




Final In-Class Essay

= 30%

Office Location: 
Maguire 12

Office Hours:

By appointment

Office Telephone #: 
(845) 398 – 4387

E-mail: 

cchurchi@stac.edu


Important Dates: 
January 8 (Mon.)

–  Student presentations begin




January 12 (Fri.)

–  Midterm essay (in-class)




January 18 or 19 (Th. or Fri.)
–  Final essay (in-class)

RESOURCES:

I.
Required Texts (available in College bookstore):
Orwell, George. (1949) 1984. (novel)

II.
Photocopied Texts (to be distributed in class):

Selections from some of the following books (articles from the mass media and political journals will also be distributed):


Arendt, Hannah. (1966) The Origins of Totalitarianism.

Borjesson, Kristina. (2002) Into the Buzzsaw: Leading Journalists Expose 

the Myth of a Free Press.

Critical Arts Ensemble. (1998) The Electronic Disturbance.

Ellul, Jacques. (1965) Propaganda: The Formation of Men’s Attitudes. 

Ewen, Stuart. (1977) Captains of Consciousness: Advertising and the 

Social Roots of the Consumer Culture.
Fellman, Gordon. (1998) Rambo and the Dalai Lama: The Compulsion to 

Win and Its Threat to Human Survival.

Howard, Martin. (2005) We Know What You Want: How They Change 


Your Mind. (social/media critique)

Jackall, Robert, ed. (1995) Propaganda.

Keen, Sam. (1991) Faces of the Enemy: Reflections of the Hostile 

Imagination.

Phillips, Peter and Project Censored, ed. Censored 2001-07: The Top 

25 Censored Stories (multiple volumes)

Rampton, Sheldon and John Stauber. (2003) Weapons of Mass Deception: 

The Uses of Propaganda in Bush’s War on Iraq.

III.
Films & Documentaries


Bowling for Columbine (Michael Moore; 2003; 120 minutes)

“The United States of America is notorious for its astronomical number of people killed by firearms for a developed nation without a civil war. With his signature sense of angry humor, activist filmmaker Michael Moore sets out to explore the roots of this bloodshed.”


Captive Audience: Advertising Invades the Classroom (Media Education 

Foundation; 2003; 45 min. + 40 min. additional footage)

Examines the growing youth market as in-school advertising has steadily increased in America's public schools in recent years with little or no public awareness. Includes interviews with teachers, students, parents, and activists.

Constructing Public Opinion: How Politicians and the Media Misrepresent the 

Public (Media Education Foundation; 2002; 31 min.)

The media regularly use public opinion polls in their reporting of important news stories. But how exactly do they report them and to what end? In this interview, Professor Justin Lewis demonstrates the way in which polling data are themselves used by media to not just reflect what Americans think but instead to construct public opinion itself. Addressing issues such as the role the media play in "manufacturing consent" for political elites, what polls really tell us about public opinion, and what Americans actually think about politics, the program provides a new way to think about the relationship between politics, media and the public.

Counting on Democracy (PBS 2002; 1 hour)


Analysis of the 2000 presidential election.

Is the Press Really Free (Project Censored 1999; 1 hour)

Describes five news stories from Project Censored files. Project Censored is a California State University research project that compiles an annual list of censored news stories. Includes excerpts from interviews with media censorship experts Ben Bagdikian, Peter Phillips, and Carl Jensen. 

Mickey Mouse Monopoly (Media Education Foundation, c2002; 52 min.)

This program takes a close and critical look at the world Disney films create and reaches disturbing conclusions about the values propagated under the guise of innocence and fun.

The Military in the Movies (Center for Defense Information www.cdi.org/adm ; 

1997; 30 minutes)

A discussion of the role of the military in the media age. Hollywood and the military have cooperated in the movie-making business for over 90 years. The Pentagon uses the movies as part of a larger public relations effort aimed at selling the armed forces to the American public. Is it appropriate for the military to rewrite film scripts in exchange for its cooperation? What does it cost the taxpayer? And should the military be involved in the entertainment business at all? Participants include Philip Strub, Hollywood Liaison, DOD and Lawrence Suid, film historian. With illustrative film clips.

No Logo: Brands, Globalization, Resistance (Media Education Foundation/Naomi 

Klein, c2003; 42 min.)

Using hundreds of media examples, No Logo shows how the commercial takeover of public space, destruction of consumer choice, and replacement of real jobs with temporary work (the dynamics of corporate globalization) impact everyone, everywhere. It also draws attention to the democratic resistance arising globally to challenge the hegemony of brands.

Peace, Propaganda, & The Promised Land: U.S. Media & the Israeli-Palestinian 

Conflict (Media Education Foundation, 2004; 80 min.)

This critically acclaimed video exposes how the foreign policy interests of American political elites work in combination with Israeli public relations strategies to exercise a powerful influence over news reporting about the Middle East conflict. Combining American and British TV news clips with observations of analysts, journalists and political activists, Peace, Propaganda & the Promised Land provides an historical overview, a striking media comparison, and an examination of factors that have distorted U.S. media coverage and, in turn, American public opinion.


The Persuaders (PBS 2004; 90 minutes)

In "The Persuaders," a 90-minute documentary, media and culture critic Douglas Rushkoff examines how changes in marketing practices are influencing U.S. culture and politics.

A State of Mind (PBS/Wide Angle 2003; approx. 90 minutes)

As the United States confronts North Korea over its impending resumption of nuclear weapons production, North Koreans prepare to celebrate the 50th anniversary of their supposed "victory" over the South in the Korean War. This documentary will tell the story of two teenage girls and their families as the girls prepare to participate in this year's Mass Games, an intricately choreographed display of dancers, acrobats, and karate-chopping soldiers, celebrating North Korea's statehood and revolutionary zeal in one of the last surviving Communist showcase pageants. North Koreans rehearse for millions of hours in preparation for this unique extravaganza. We'll see the girls and their schoolmates practice their routines in Kim Il Sung Square, their diligent efforts leading toward an awe-inspiring public performance. This film yields surprising insights into family life and daily activity in the little known world of the "hermit kingdom."

School of the Americas, School of Assassins (Maryknoll World Productions;

1994; 18 min.) 

Describes the military assistance and training that the United States provides to Latin American countries at the U.S. Army School of the Americas. All too often the graduates of the school have used their training in attacks against their own people. Human rights advocates would like to see the school closed. 

Science for Sale? (Bill Moyers “NOW” PBS 2002; approx. 30 minutes)

Thirst (Bullfrog Films, 2004; 62 min.)

A documentary without narration that explores how water and the ownership and control of water figure into community resistance to corporations rapidly buying up local water supplies. Examines the environmental and human rights issues associated with governments and companies making the world’s fresh water supply into a commodity at the expense of local communities. Visits locations in Stockton, California, Bolivia, and India.

Toxic Sludge is Good for You (Media Education Foundation, c2002; 45 min.) 

Tracks the development of the PR industry from early efforts to win popular American support for World War I to the role of crisis management in controlling the damage to corporate image. The video analyzes the tools public relations professionals use to shift our perceptions including a look at the coordinated PR campaign to slip genetically engineered food past public scrutiny. 

Unprecedented: The 2000 Presidential Election (L.A. Independent Media Center 

2002)

IV.
Web Sites:


WBAI Radio – 99.5 FM in New York City (www.wbai.org)


“Democracy Now!” (broadcast on WBAI at 9:00-10:00 a.m. daily)


www.democracynow.org

FAIR (Fairness and Accuracy in Reporting; FAIR’s program “Counterspin” is broadcast each Friday on WBAI from 10:00-11:30 a.m.) (www.fair.org)


Media Matters for America (www.mediamatters.org)


Media Research Center (www.mediaresearch.org)

V.
Periodicals 


Adbusters (www.adbusters.org)


Advertising Age (www.adage.com)


AdWeek (www.adweek.com)


Campaigns & Elections (www.campaignline.com)

Center for Media and Democracy: Publishers of PR Watch (www.prwatch.org)


In These Times (www.inthesetimes.com)


The Nation (www.thenation.com)


O’Dwyer’s PR Daily (www.odwyerpr.com)

VI.
Other Related Books:


Ellul, Jacques. (1964) The Technological Society.

Fromm. Erich. (1941) Escape from Freedom.

Jackall, Robert & Janice M. Hirota. (2000) Image Makers: Advertising, Public 

Relations, and the Ethos of Advocacy. 

Machiavelli, Niccolo. (1532). The Prince.

May, Elaine Tyler. (1988) Homeward Bound: American Families in the Cold War 

Era.

Mills, C. Wright. (1956) The Power Elite.

-----. (1951) White Collar: The American Middle Classes.

Reich, Wilhelm. (1946). The Mass Psychology of Fascism.

Schlosser, Eric. (2002) Fast Food Nation: The Dark Side of the All-American 

Meal.

Snow, Nancy. (2002) Propaganda Inc.: Selling America’s Culture to the World. 

Speier, Hans. (1986) German White-Collar Workers and the Rise of Hitler. 

Requirements & Policies:

1) Participation: 20% of your grade depends on your in-class participation. This means that you are required to make comments, ask questions, and participate in class sessions. A central part of the learning process in the course hinges on your direct involvement.

2) Presentations: 20% of your grade depends on in-class presentations. Details can be found at the back of this syllabus.

3) In-Class Essays: 60% of your grade is determined by your performance on in-class essays – one at the midterm (30%) and one at the end of the course (30%).

4) Reading: To be done as assigned. Each session you will be told what the following session’s reading is to be.

5) Attendance: This is a short course. Missing a session will hurt your performance.

6) E-mail: Questions about assignments and scheduling should be addressed to me directly in class and only via email in an urgent situation. I will not respond to email inquiries about grades, but you are welcome to see me in person to discuss your grades.

7) Grading: The standard in grading all student work in this course can be found in the St. Thomas Aquinas College Catalog; it is duplicated on the next to last page of this syllabus. These standards will be adhered to strictly. It is your obligation and to your advantage to be completely familiar with them. While the STAC grading scale does not include minuses (e.g. A –, B –, C –), my own scale does include these designations. At the back of this syllabus, you will find a chart explaining how I convert my grades to the STAC system when I calculate your final course grade.  

PRESENTATION GUIDELINES

This project is intended to let you steer the class discussion in a direction pertinent to your own reaction to the materials we are covering. You will be given a newspaper article or a news analysis in advance of your presentation. (With advance permission, you may instead use an article you have independently selected.) Using the article, you are expected to:

(a) Relay to the class the core problem presented in the article;

(b) Contextualize the article within the arguments we have covered to date;

(c) Assess the degree to which propaganda techniques, overt or covert, are revealed by the article;

(d) Suggest ways in which the class can use this to discuss the day’s assigned reading.

Be creative, take intellectual risks, and provide an analysis rather than a simple summary.

STAC Grading Standards

(Excerpted from College catalogue; emphasis added.)

A (94-100%)
Excellent. Indicates unusually high achievement. Students who merit A, in addition to fulfilling the minimum requirements, give evidence of the ability to work independently, read rather widely on their own initiative, organize the materials of the course in relation to its wider implications, give evidence in skill subjects of habitual errorless mastery.

B+ (87-93%)
Very good-superior. Indicates achievement demonstrably above average and an intelligent fulfillment of course requirements in a manner that approaches the excellence of the highest grade.

B (80-86%)
Good. Signifies a consistently high level of achievement and indicates that the course requirements have been fulfilled in an intelligent and above-average manner.

C+ (75-79%)
Very satisfactory. Signifies a more acceptable degree of understanding and consistent achievement than a C. Indicates that a student has mastered the basic course material, attended classes regularly, fulfilled assignments as required, and given evidence of mastery of the skills required for the course.

C (70-74%)
Satisfactory. Signifies acceptable understanding & consistent achievement of quality that satisfies the required graduation grade.

D (65-69%)
Inferior-passing. Indicates understanding and achievement below the average level expected of students and therefore warrants only minimum approval.

F

Failure. Indicates that the student’s work does not merit a passing grade.

GRADING CONVERSION CHART

STAC to Dr. Churchill
STAC




Dr. Churchill

Letter

%


Letter

%

A

94 – 100

A+

100

A

95 – 99

A – 

94

B+

87 – 93

B+

87 – 93

B

80 – 86

B

84 – 86






B – 

80 – 83

C+

75 – 79

C+

75 – 79

C

70 – 74

C

74






C –

70 – 73

D

65 – 69

D+

67 – 69





D

65 – 67

F

0 – 64


F

0 – 64*

*NOTE: 

If you hand in work which earns an F, the percentage equivalent for that F is usually 64%. If you fail to hand in an assignment, the F you receive for it has the percentage equivalent of 0%. In the latter case, the F is technically worth far less than an F for a completed assignment and will have far more damaging consequences for your overall grade. In all cases of plagiarism and cheating, an F is worth 0% and the violation is recorded in a permanent file in the office of the Vice President for Academic Affairs.
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