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The purpose of presented study is to discuss chosen theories, mechanisms and tools of social
impact, understood as a process that allows influencing individuals and groups, in reference to Polish
political discourse. The issue of effectiveness of media content on the recipient, defined as achieving
results expected by the sender (such as changes in behaviour, attitudes etc.) is still current and worth
being analysed.

This paper is both theoretical and empirical. Theoretical background consists of the concept of
social impact and origins of forming public opinion. The empirical contribution involves content
analysis of set of examples from presidential and parliamentary elections 2015 in Poland. Describing
which techniques classified and outlined by American Institute of Propaganda Analysis (1937) has
been broadly used in contemporary Polish political discourse and in media content.

Information struggle is a special case of combat: part of a social control process, aimed to
destroy opponent (or enemy) by means of information. Contemporary societies are not resistant to
propaganda technique — despite the fact of highly developed communication skills and “technology
literacy” (in comparison to earlier stages of social development).

Presenting techniques classified and outlined by American Institute of Propaganda Analysis
that were broadly used in latest Polish election campaigns a conclusion can be drawn that some
appeals remain effective and worth repeating. No matter how educated and aware of language use
contemporary societies.

Referring to already classical examples of media impact, the accuracy of propaganda tools was
discussed. Analyzing cases mentioned below, a conclusion is drawn, that techniques such as word
games, false connections, special appeals, name calling, glittering generalities, work effectively in
contemporary persuasive communication.
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Ounexkcangpa CuHoBeny

BUKOPUCTAHHSA NTPOITATAHIMH I TIEPEKOHJIMBUX CYIKEHbD
Y HOJBCBKOMY HOJITUYHOMY JUCKYPCI

MeTow HBOro AOCTIAKEHHSI € 00roBOpPeHHsI OOpPaHUX Teopiid, MexaHi3MiB i iHCTpyMeHTIB
COLiaJILHOI0 BILIMBY: MPOLECY, SIKUH J03B0JIsSI€ BIVIMBATH SIK HA OKPEMUX JIIOJei, TaK i Ha coliaibHi
rPpynu, Ha MPHUKJIAAI NMOJbCbKHX BHOOpuMX KammnaHiii 2015 poky. 30epirae cBoro akTyaJdbHicTb
NUTAHHSA NP0 e(eKTHBHICTH BIUIMBY Melia-KOHTEHTY Ha ojAepikyBauda iHdopmauii, BUBHAYeHHH SIK
JOCATHEHHsI OYIKYBAaHUX PpPe3yJbTATiB BiNpaBHUKa (HANPUKJIAA, 3MiHM B MNOBeldiHUi, 3MiHH Yy
BiIHOCHHAX i T.1.).

CTaTTA € TEOPeTHYHUM TAa eMIipUYHHUM JOCTiTKeHHSAM. TeopeTH4yHi 0CHOBH CKJIagal0ThCAd 3
KOHIeNnuii coniaTbHOr0 BILIUBY i BUTOKIB (OpMyBaHHA rpoMaiacbkoi AyMKH. OCHOBHHMM KepeioM
JJIS1 bOTO TOCTIIKEHHS € KJIACMUHUIl aHami3, sikuii npoBiB /:kon 3amnep "Ilpupona i moxoa:keHHs1
rpomajacbkoi 1ymku'" (1992). EmMnipuyHuii BHeCOK MICTHTh KOHTEHT-aHATI3 JeKUILKOX NMPHUKJIANIB
KOMYHIKaIiifHUX TeXHIK, BUKOPHCTAHUX MiJ Yac MPe3MJeHTCHKHUX i MmapjaaMeHTcbKUX BHOoOpiB 2015
poky B [loabmii. MeToam, siki onucas i kiacnpikyBaB aMepukaHcbkmii IHCTUTYT aHani3y mponaranau
(1937), 6y;10 IUPOKO BUKOPUCTAHI B OCTAHHIX MOJbCHKUX BUOOPYHUX KAMMAHisIX.

Indopmaniiitna Ooporbb6a - 0codauBHI BUA O0OPOTHLOM: YacTHMHA TMpouecy COLiadbHOIO
KOHTPOJIIO, CNIPAMOBAHMII Ha 3HUIIEHHS CYNPOTHBHHMKA (200 Bopora) 3a J0nmomMorow iHdgopmamii.
CyuacHi cycmiibcTBa He € CTiHKMMM 0 NPONAraHAUCTCHLKOI TeXHIiKH - He3Ba)Kal0UM HA BHMCOKMIi
pPiBeHb KOMYHIKATHBHMX HABHYOK i «T€XHOJIOTiYHOI TPAMOTHOCTI» (y MOPiBHAHHI 3 paHHIMU cTAAIIMU
CYCIIIIBHOTO PO3BUTKY).



IlpencraBiasiroun MeToaAu, Kiacu(pikoBaHi Ta onucaHi AMePUKAHCHLKUM iHCTUTYTOM aHAdi3y
NMpoONAara”im, siki IHUPOKO BHKOPHUCTOBYBAJMCH B OCTaHHIX BHOOpuux kammnadisx Iloabini, MoxHa
3po0MTH BHCHOBOK, WHI0 JesiKi amesimili 3aJMmanTbes e(eKTHBHMMH i iX BapTo NOBTOPIOBATH,
He3aJIe5KHO Bil TOro, HACKiIbKH OCBiYeHOI0 i YCBiZOMJIEHOI0 MOBOI0 KOPHCTYIOThCA CYYacHi
cycminberBa. IloBepTarouuch 10 Bike KJIACHYHHUX NMPHUKJIAAIB BIVIMBY 3ac00iB MacoBoi iHdopmaiii,
00roBOpeHO TOYHICTH NMPONMATaHAUCTCHKUX iHCTPYMEHTIB. AHAJI3yl0UHM BHMIAIKH, 3rajaHi HUkKYe,
po0UMO BHCHOBOK, III0 TaKi MeTOIH, fIK: rpa cJaiB, XuOHi 3B’SI3KH, cneliajbHi 3aKJAMKH, 00pa3u,
3araJibHONPUITHATI 3BepHEeHHS eeKTHUBHO NMPALIOI0TH He3a1€KHO Bil TOro, 4M cy4acHi JIoau i rpynu
JII0/ieil MOJIIMIIMIIN CBOI KOMIIeTeHNil B KOMYHiKamii.

Kuarouogi ciioBa: corianbHU BIUIMB, TEXHIKH MPOTATraHy, NEPEKOHIMBI TBEPIKCHHSL.

1. Posted questions, basic theoretical concepts and methodology. The XXth century was called “the
century of propaganda” [1, 9]. In fact, in the twentieth century propaganda has been developed to a large-
scale mechanism of influence on individuals and societies. The aim of propagandists is to change people’s
behaviour and leave them in the belief that achieved effects are the result of free will; in order to control
people’s attitudes multiple communication techniques are used [2, 87]. Process, due to which comes to
changes in behaviour, attitudes, emotions or motivations is called social impact. Social impact consists of
various techniques, as followed: persuasion, propaganda, advertising, media manipulation, education
(symbolic violence), unintended media influence. According to Aronson and Pratkanis, this process occurs
as a result of real or imagined behaviour and/or opinions expressed by another person or group [1, 10]. The
concept of propaganda came into common use only until early XXth century, when it began to identify the
persuasive tactics used during World War |, and later by totalitarian regimes [1, 17]. Development of mass-
communication enabled access to audiences measured in millions. Press and particularly radio and cinema
played a great role in the possibility of “management over souls”. The most comprehensive studies on mass-
communication were devoted to propaganda content. Analysing propaganda content Harold Lasswell drew a
theory of magic bullet (media content reach a recipient at once and triggers an immediate response), Walter
Lippmann developed a theory over public opinion (his concept of stereotypes is in curriculum worldwide and
still actual) [2, 91-98].

Disinformation, black propaganda (spreading lies), grey propaganda (information that can be but also
can be not false) and other tools used to influence human minds did not vanish with the end of so called Cold
War. Creation and reproduction of ideological superstructures is doing well in democratic societies as well.
Techniques classified and described by Institute of Propaganda Analysis are broadly used in mass
communication nowadays. They just refer do certain historical situation and context, they reflect reality and
reveal the structure of processes taking place in societies. Therefore studying tools and mechanism of social
impact, made on the ground of sociology and communication theory, can lead to very interesting conclusions
how in fact persuasion works.

The aim of this study is to examine chosen tools and examples of propaganda use in Polish political
discourse 2015. In other words — the objective of this study is to show how broadly understood media
influence human minds and societies Examining case studies as followed, one can notice, that techniques
such as word games, false connections, special appeals, name calling, glittering generalities, euphemisms
and more [3], work among individuals and groups with improved communication competences and skills.

3. Propaganda and persuasive statements used in Polish political discourse. Information, access to
information and use of information these are valuable resources. Preparing, delivering and broadcasting
information is not only the matter of social communication field, but also a part of broad process of social
engineering, aimed at winning the audience for a particular point of view, attitude, way of behaviour.
Information war is a feature characterizing the Third Wave societies [7]. According to Toffler, post-industrial
societies have noticed and appreciated information as a powerful resource, worth struggling for. One of the
fields, where information war can be observed as an object of analysis, is politics. Therefore election
campaign can be defined as a kind of lens in which many different techniques and tools of social impact
combines. Attention should be paid to set of mechanisms and instruments distinguished by American
Institute of Propaganda Analysis (IPA). In order to educate the public, IPA extracted and exemplified “seven
common propaganda devices” [3]:

— Name calling: using insulting or abusive language either to a person or a group, (recalling ad
personam: one of rhetoric arguments collected by Arthur Schopenhauer. Ad personam is frequently used,
when opponents lack of rational arguments). This strategy is popular especially in political discourse.

— Glittering generalities: “glittering generality has two qualities — it isvague and it has
positive connotations. Words and phrases such as common good, reform, courage, democracy, freedom,
hope, patriotism, strength, are terms with which people all over the world have powerful associations and



they may have trouble disagreeing with them. However, these words are highly abstract and ambiguous, and
meaningful differences exist regarding what they actually mean or should mean in the real world” [3].

— Transfer: “this is a technique of projecting positive or negative qualities (praise or blame) of a
person, entity, object, or value (an individual, group, organization, nation, patriotism, etc.) to another in order
to make the second more acceptable or to discredit it. It evokes an emotional response, which stimulates the
target to identify with recognized authorities. Often highly visual, this technique often utilizes symbols
superimposed over other visual images™ [3].

— Testimonial: consists of a person’s written or spoken statement extolling the virtue of a product [3].
Frequently seen in advertising and politics.

— Plain folks — pretending to be an average Smith “a plain folks argument is one in which the speaker
presents him or herself as common person, who can understand and empathize with a listener’s concerns.
The most important part of this appeal is the speaker’s portrayal of themselves as someone who has had a
similar experience to the listener, and knows why they may be sceptical or cautious about accepting the
speaker’s point of view” [3].

— Card stacking “is a propaganda technique that seeks to manipulate audience perception of an issue
by emphasizing one side and repressing another. Such emphasis may be achieved through media-bias or the
use of one sided testimonials, or by simply censoring the voices of critics. The technique is commonly used
in persuasive speeches by political candidates to discredit their opponents and to make themselves seem
more worthy” [3].

— Bandwagon: it is a “phenomenon whereby the rate of uptake of beliefs, ideas, fads and
trends increases the more that they have already been adopted by others. In other words, the bandwagon
effect is characterized by the probability of individual adoption increasing with respect to the proportion who
have already done so. As more people come to believe in something, others also hop on the bandwagon
regardless of the underlying evidence” [3].

Techniques listed above were used during two political campaigns that took place in 2015 in Poland.
These persuasive tools appeared in political ads, political meetings, speeches and debates. Below, the
examples of three propaganda technique will be provided. Examples refer to two main political oppo-
nents — PIS Party (right-wing “Law and Justice Party”, ruled by Jaroslav Kaczynski) and PO Party (liberal-
conservative “Civic Platform”, ruled by Donald Tusk and after his nomination for President of European
Council — by his nominee Ewa Kopacz).

3.1. Name calling. Using insulting or abusive language is one of the strategies frequently used in
contemporary political discourse in Poland. This kind of persuasive communication was also a part of
discourse especially in social media. Name calling it is a type of message that neglects rational
argumentation, in turn refers only to emotions, mainly negative ones. The strength of name calling can be
seen on many available examples of hate speech, where interlocutors throw insults one to another or towards
a certain group of people (for example ethnic and religious minorities). Supporters and opponents of
candidates and political parties argued by means of vulgar, insulting and aggressive comments. It was also
revealed, that election teams hired and paid for offensive comments spread in the Internet [8]. Therefore
from this point of view, two last Polish election campaigns were exceptional. This time communication
through social media — vertical interactions (from candidates and political parties to public opinion) as well
as horizontal interactions (between social media users) — was equally important as traditional election spots
and political conventions. Some of the name callings used in the process of communication during election
campaign was of formative type. For example opponents of Bronislaw Komorowski frequently called him
“Komoruski”, which is a kind of wordplay joining name of the candidate and adjective “ruski” in Polish
language standing for “Russian”. In the discourse of opponents Komorowski was perceived as a person
involved in Russian interests. Supporters of Civic Platform were labelled as “sickies” by right-wing
followers — this term in Polish language is also of a formative kind, as “POpaprancy” means sick people in
Polish slang, but by indicating Civic Platform followers by prefix “PO” a message is clear: Civic Platform
supporters are mentally ill people. In turn, Civic Platform followers named Law and Justice party supporters
by offensive term “PISiory”, which associate abbreviation of party’s name (PIS) with English informal verb
“to pee” or “to piss” that is a synonym of “to urinate”. For description of political ideology introduced by
Law and Justice, followers of Civic Platform invented a term “kaczyzm” — in meaning very close to “duck
doctrine” or “ducktator”, joining surname of its leader with a noun “dictatorship”. In turn Civic Platform and
left-wing parties supporters used a rhetorical comparison dividing people into “Europeans” (modern, young
and educated people willing for Poland’s development in EU structures) and “traditionalist” (older, reserved,
attached to confession and more traditional lifestyles). Thus political discourse split voters into two
contrasted groups, integrated around two different, but actually not true, visions of Poland.
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3.2. Glittering generalities. Glittering generalities evokes positive emotions connected for example
with patriotism, willingness to consent or desire for national glory. So thus they are appropriate instrument
for a slogan. The slogan endorsing political campaign of applying for re-election Bronislaw Komorowski
was: “Choose consent and safety”, why the main opposition candidate Andrzej Duda appeared under motto:
“The future’s name is Poland”. Slogan of Komorowski was built on the assumption that right-wing
candidates were unpredictable and choosing one of them could harm Polish image and position painstakingly
built over the past years. The main message hidden in this slogan is “protection of status quo”. In turn, motto
chosen by Duda’s staff was referring to the future, which means establishing new vision of Poland’s
development. Duda’s slogan recalled also the concept of motherland Poland. Both slogans and billboard
compositions of two main candidates were static and maintained in conventional style. “We are still waiting
for a slogan like Obama’s Yes, we can!” — one of the journalists of Newsweek Polish Edition commented.

3.3. Transfer. This technigue involves transfer of authority and prestige form one object to another for
which we want to win people’s favour [9, 14-15]. At most, symbols important for particular community are
used to associate objects, ideas or people with positive connotations. National symbols such as flag, emblem,
anthem or religious symbols such as cross are used instrumentally to win people’s support. These signs
evoke positive emotions and that is why they work efficiently in persuasive and propaganda messages.
Flapping flags during the political conventions, flags and national symbols used in election commercials
these are typical examples of transfer technique. Transfer is a kind of false connection — on the basis of false
premises we make judgments about reality. Second transfer tactic is establishing honorary committees,
engaging famous intellectuals, actors, sportsmen and other celebrities in favour of a candidate or political
party. Transfer as a propaganda device is effective due to positive attitudes it moves from common symbols
or people endowed with respect to ideas and other objects.

3.4. Testimonial. Testimonial is very similar to transfer. What actually differs both techniques can be
defined as directness. Testimonial consists of a person’s written or spoken statement extolling the virtue of
a product [3]. If a famous person directly recommends a candidate or political party — it is called testimonial.
Citations of significant and recognized people make political statements reliable. Since 2010 (catastrophe of
president’s aircraft in Smolenk) mainly actors are involved in providing testimonials to the main political
actors — Civic Platform and Law and Justice Party. A well-known person wears a halo of fame and
popularity above his or her head. Halo — as in the case of saints — attracts people and make them think: if
such a person supports candidate “X”, I also will! During last election campaigns many of Polish celebrities
gave public statement of support to candidates in presidential elections and/or to political parties. At the
finish of presidential campaign even several chief editors of newspapers and magazines (for example
“Newsweek — Polish Edition”) gave direct support to particular political option in editorials. Strong emotions
were seen both in right-wing and left-wing press.

3.5. Plain folks. Plain folks can be described as a special appeal using the idea of ordinariness to
justify an activity or an object as proper and adequate. In practice, politicians or candidates want to present
themselves as average citizens in order to be seen more reliable and trustworthy. Plain folks device
encourage politicians to act in more casual way — to show their ordinary, plain side, in y different context
than official one people got used to. During Polish election campaigns 2015 this strategy was also adopted in
a few cases. In the race to the post of president Andrzej Duda was travelling around Poland in his
“DudaBus”. The idea was very simple, but effective: being closer to people’s problems. Duda didn’t focus
on the electorate of Warsaw and other big cities, but obtained people’s favour by visiting small towns and
outermost regions. Not without significance remained the fact that the bus of future’s president was a product
of Polish factory which became insolvent in 2013. In fact “DudaBus” occurred to be a very good public
relations move, providing with message: “It is time for Poland, Polish factories and Polish products”. In
turn, during parliamentary election campaign, Civic Platform introduced a slogan and idea for Prime
Minister Ewa Kopacz to travel around Poland by railway: “Kolej na Ewg”. This slogan has an ambiguous
meaning, as “kolej” in Polish language means either “turn, in turn” or “railway”. Thus “Kolej na Ewe” can
be decoded as “It is Ewa’s turn”. Travelling by train in order to obtain people’s favour, was assumed on a
possibility of direct contact and interactions with Polish citizens. At the same time, the candidate for Prime
Minister on behalf of Law and Justice exactly repeated Duda’s manoeuvre with the bus. According to
analysts, knowledge of problems of local communities, direct communication and showing interest for those
leaving far from the capital city were the key features of electoral victory. Dynamic campaign in American
style and being close to the people’s problems resulted in the award of voters trust.

3.6. Card stacking. Card stacking means such selection of facts and fakes, logical and illogical
arguments to create positive or negative impression about an object, situation, person or group of people.
With card stacking we can usually deal in political programmes and debates, where politicians have a
possibility to present and defend a vision they consider true one. The aim of card stacking is to appeal to the



emotional sphere of the recipient and to evoke the appropriate response, for example objection towards a
candidate or a political party. In practice — candidates talk only in superlatives about themselves while totally
discrediting opponents. During both campaigns Law and Justice was using “Poland in ruins” metaphor to
describe Poland eight years under the Civic Platform government. During campaign tour across Poland Law
and Justice was taking advantage for example of shabby wall, demolished hangar or closed factory as a
scenery for briefings, in order to illustrate thesis of “Poland in ruins” [10]. Civic Platform was talking about
the danger that can be caused by seizure of power by Law and Justice. Liberal-conservative wing was
playing the card called “unpredictability” towards opponents. Another card used by Civic Platform was “We
have done everything possible, we will do more”.

Discourse between Civil Platform and Law and Justice was black and white only. Both forces were
stacking cards to prove and justify opponent’s blame for all the failures and wrong decisions. The strategy of
Law and Justice was based on accusing Civic Platform for of obscurantism and abandonment of decisions,
while Civic Platform seized all recognized successes on own account.

3.7. Bandwagon. Bandwagon is a ploy of forcing the usually false thesis that all members of a given
community (for example the whole of society) accept a political program, so each voter has to agree with
them [3]. Bandwagon effect is directed to the social groups, to the crowd, to the groups of certain age or
profession. In general — messages are addressed and delivered in a similar way to snowball effect: the more
people from a group support the idea, the faster it disseminates among the group. Two ideas introduced in
parliamentary elections caused such an effect: 1) 500 zlotys for second and subsequent child, 2) restore the
retirement age to pre-reform status. Showing support to ideas mentioned above in surveys could make an
impression of general acceptance for a certain political program. The proposed ideas were so attractive that
it was hard to disagree with them.

4. Conclusions. It should be noted in conclusion, that there are more propaganda tools than seven
mentioned and briefly characterized above. The choice of particular propaganda techniques depend on
possibilities, technical capabilities and target groups to whom propagandists address messages. Classification
made by Institute of Propaganda Analysis was criticized and considered too simple — propaganda messages
are often sophisticated and use more than one technique of influence on the recipient [11]. But still typology
worked out by IPA is a good basis for analyzing persuasive statements in contemporary communication
although IPA didn’t take into account differences among different target groups. In presented paper | wanted
to give an insight into general strategies of political communication — as one can see not strongly referring to
different target groups. Examples discussed in this analysis show that techniques described by IPA scientists
are still applied in political discourse to win the audience.

Information struggle is a special case of combat: part of a social control process, aimed to destroy
opponent (or enemy) by means of information. Contemporary societies are not resistant to propaganda
technique — despite the fact of highly developed communication skills and “technology literacy” (in
comparison to earlier stages of social development). The most important issue is still described in Aristotle
thought: how to find a key to someone’s soul? What appeal should be used: emotional or rational?
Presenting techniques classified and outlined by American Institute of Propaganda Analysis that were
broadly used in latest Polish election campaigns a conclusion can be drawn that some appeals remain
effective and worth repeating. No matter how educated and aware of language use contemporary societies
are.
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