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ABSTRACT 

In this analysis of the paradigm of propaganda, we have dealt with only a few of the most relevant 

characteristics of what we consider to be a “historical experience”, a fact the evolution of which has 

been the subject of many researches we took into account. There are of course, many other important 

consequences of the phenomenon itself which it will be dealt with in detail during our informative 

research. 
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1.  INTRODUCTION 

 

We witness daily the phenomenon of subordination of media of social-political 

objectives and mass-media coordination in the official propaganda system. Defined by some 

experts as “an essential form of communication, perhaps the most important form of social 

communication beyond the interpersonal communication”, New Propaganda includes both the 

publicity and the public relations, therefore it is complete (Combs & Nimmo, 1992) and deals 

with the ephemeral interests of the masses. This term does not represent a rupture from the 

previous propaganda, but a direct continuation with manifestations of the type of election 

campaigns and Public Relations. Its system of techniques uses the mass-medial also as a 

mechanism to constrain the masses in addition to the function of transmission relay. Regarding 

the external characteristics, it simultaneously deals with the individual and the masses, it uses 

all available technical means (press, radio, television, brochures, cinema), it is continuous and 

long in order to cause the adhesion and urge the receiver to action” (Bertrand, 2001; Borowski, 

2014). 

 

 

2.  TAXONOMIES OF PROPAGANDA 

 

According to researchers, the internal operation of propaganda is done according to five 

“laws” aimed to create the conditioned reflexes and not human rationality, particularly relying 

on the emotional effect.  

They are: 

- Rule of simplification (not very complicated subjects that would stimulate the energies 

on a single individual in charge); 
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- The rule of thickening and disfiguration (conscious amplification of facts); 

- Rule of orchestration (designing the messages according to the target-audience and 

their constant repetition in order to divert the attention from something else); 

- Rule of transfusion (indicating own prejudices in order to destabilise the convictions of 

others); 

- Rule of unanimity and contagion, identical with the individuals’ appetite for 

conformism (Auby & Ducos-Ader, 1982). 

The first theorist of propaganda, Niccolo Machiavelli, is considered a predictor of 

contemporary political marketing. “To govern – he says – means to make people believe", in 

the context where the “people always judge by appearances”. Forerunner of some 

contemporary realities such as image (of a politician), positioning (of the product) where 

rhetoric and television are in a total symbiosis, Machiavelli was considered by Jacques Ellul 

“the theorist of appearance” (1962). 

Propaganda has undergone a multitude of definitions due to the different way to deal with 

the concept and locate it in the general context of mass communication (Dima & Vlăduţescu, 

2012; Vlăduţescu, 2013; Vlăduţescu, 2014). 

From a social-political perspective, the term of propaganda expresses a “specific form 

of mass persuasion (involving the production and transmission of some specifically structured 

texts and messages) designated to generate or encourage certain reactions of the mass 

audience” (Concepte fundamentale din ştiinţele comunicării şi studiile culturale, 2001). Since 

the communist period, when it had acquired positive connotations and until now when it 

becomes a negative identity, the term deteriorated due to the frequency at which it is used in 

political, social communication and in the press (Grabara, Modrak & Dima, 2014; Bosun & 

Modrak, 2014; Bosun & Grabara, 2014). 

This is why it is nowadays identifies with the deliberate distribution of information, 

rumours, ideas with the purpose to destabilise movements, beliefs, institutions or governments. 

We are facing that type of contemporary propaganda, specific to the 20th Century, which has 

become total and permanent, because “it uses the entire media, including the content of cultural 

industries, school, so that no segment of the audience remains untouched” (Popescu, 2002). 

For the practitioner of (communist) propaganda, V. I. Lenin, it is continuous, just as the 

class fight and its major purpose is to indoctrinate the masses by means of agitators, by 

censorship and by truncated, diverted, altered information subservient to own interests (Bajdor 

& Grabara, 2014; Siminică & Traistaru, 2013; Traistaru & Avram, 2014).  

Serge Tchakhotine (1939) designs an organised structure of the relation of propaganda 

messages in the form of a pyramid: doctrine provides the base that results in a program, in a 

synthesised manner, in its turn into a slogan focused on a symbol that “the more suggestive it 

is, the more efficient it is; in other words, it transmits the idea of action related to the movement 

it represents and especially the emotional basis which this movement reaches: threat, 

compassion, material interest, etc”. 

The true propagandists realise the reality that propaganda can no longer be done starting 

from nothing and it can no longer be imposed to masses any idea, regardless of the moment. 

“Any public speaker knows the principle that one should never openly contradict a crowd, but 

one should start by declaring they agree with it, by placing oneself in agreement with it before 

kneeling it” (Domenach, 1952). 

The reality of affirming the propaganda rather in democratic regimes than in totalitarian 

systems is obvious, becoming dominant in the 20th Century by addressing some manipulating 

symbols and speeches. In most cases, the simple concepts tend to master people’s spirit. 

Therefore, a veridical, yet complex idea will not have the force of a false one expressed 
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however with transparency and accuracy. In this case, we cannot neglect the involvement of 

the press by constantly presenting to the public some absolutely incomprehensible phenomena 

and states, such as corruption, political tensions, revenge, arrests, punishments, etc. Over time, 

disinformation and propaganda have been true “weapons” used by those in power to manipulate 

the masses in favour of the government. “Constituting as a system of persuasion techniques 

aiming to change the behaviour of the public in relation with ideas, social practices, 

personalities, propaganda is based on a manipulative argument, since the message transmitted 

is deliberately distorted, in order to reach a precise objective (Roşca, 2002; Grabara, Kolcun & 

Kot, 2014; Grabara, Man & Kolcun, 2014). 

We tend to believe that there are similarities between advertising and propaganda through 

repeated attempts to transform or confirm opinions, but its purpose is a political one and not a 

commercial one. 

Jean Cazeneuve (1976) identifies three types of contemporary propaganda:  

- Competition propaganda (easy to identify in election campaigns, it has as objective the 

political change accepted by the society, representing an “organised conflict”). It also 

approaches advertising, because it aims at establishing, consolidating or rather cancelling the 

prestige of the personality in question. The focus is on communication, characterised by 

specialists through conceptual ambiguity, through the ubiquity of phenomena in relation with 

the political field, the discursive practices becoming political practices. The current political 

life is characterised by a continuous effort to communicate the political figures, in order to 

legitimise the actions, the stake being the election. Therefore, referentiality is always present 

in the performative use of language through the dimension of meaning, without any solid 

connection with the reality, the speaker turning to a number of “language” or “meaning games”, 

which prove to be purely “linguistic speculations”. 

- Propaganda of integration. In this case, a privileged position is held by education (the 

education system), and also by Public Relations (particularly the area of Public Affairs). 

According to the specialist Jackues Ellul (1962), the essence of this type of propaganda would 

subordinate other two branches: The vertical one (designed by a leader who authoritatively acts 

manipulating the crowd located on a position of inferiority) and the horizontal one, which uses 

the “dynamics of groups”. He concludes that vertical propaganda is ideological and the 

horizontal one is sociological (the Chinese model and the American model, as Human 

Relations.) 

- Propaganda of subversion specific to a political organisation, which aims to acquire 

power through force.  

 

 

3.  CONCLUSION 

 

The picture of the political life in our country, viewed in close-up, is a political stage in 

continuous activation, where politicians are in a constant oscillation between their own interest 

and the national one, determining the journalists to think true prophecies (most of the time 

negative ones), because the impact is greater. In this case, the idea that the press is tributary to 

some classical stereotypes in the collective mentality: it is the obvious case of the eternal 

complex of inferiority which we, Romanians, are marked of, permanently supervised, delayed, 

controlled and directed by Europe. 
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