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Propaganda Instruments in Contemporary Campaigns:
Comparison of Estonian Political Television Advertsements
and Modern Television Commercials

Agu Uudelepp

Abstract

The author argues in the present article that ath@ropaganda is considered mostly a tool
of ideological communication suitable for use dgnmars or in totalitarian states, it is still
used in contemporary democratic societies at peaeetnd there are no major differences
between employing instruments of propaganda irptl®ic or the private sectors. The
present analysis is based on the similarities a@fereihces between Estonian political
television advertisements and modern televisionrmoergials with an emphasis on the
application of propaganda instruments. The authgleyed content analysis when studying
the sample in which were 100 non-political and B#tical advertisements. This research
shows that Estonian political television advertisets and international non-political
television advertisements share some significaniiaiities: cognitive propaganda
instruments are more widely employed than sociachnological ones. The role of
technological propaganda instruments is diminisking such instruments are replaced by
structural ones. A major difference is that, onrage, there are more propaganda instruments
per advertisement in political television adventigmts than in non-political television
advertisements, and technological propaganda msimts are not employed in non-political
television advertisements.
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1. Introduction

Attempts to influence the minds of others are a$ @ human communication (Taylor
2003:6). Many artefacts from prehistory and fromliest civilizations provide us with
evidence that attempts were made to use the egquivad modern-day propaganda techniques
to communicate to the peopllee purported majesty and supernatural powers lefswand
priests (Jowett and O"'Donnell 1999:48). Early textsten in hieroglyphs also bear symbols
which describe history in the way useful for lead@ratkanis and Aronson 2001:11).

The term “propaganda” has distinctly religious orgy On 22 June 1622, Pope Gregory XV
issued the Papal Bullnscrutabili Diviniae establishing theSacre Congregation de

Propaganda Fidé The new congregation was colloquially called pgmala. (Jackall

1995:1)

So propaganda as a process is of ancient origindatterm, it is of medieval origin. Still, no
theoretical analysis of propaganda was made uigit the World War |. Prior to the World
War |, it was believed that developing a conditibmeflex was sufficient to influence people
i.e. if a message is repeated frequently enougpleenuill start believing it (Uudelepp 2005).
The World Wars necessitated broadening of prackoalwledge of propaganda because of
the need to conduct wide scale propaganda campaldnad gave the term “propaganda”
negative connotation which it still has in demoicratates.

Negative connotation means that it is politicallgcarrect to admit application of
propagandistic tools in order to achieve the aifrenainstitution or organization. This in turn
causes a controversial situation where the impoetaof a desired influence on target
audiences is rising and, at the same time, theaixppplication or demonstration of proven
principles is not acceptable. There are severaiplessolutions to the contradiction: first, to
abandon propaganda in modern societies; secomigvelop other ways of influencing public
opinion such as public relations; third, to renathe techniques formerly known as
propagandistic and continue applying them. The @udrgues in the present article that
although propaganda is considered mostly a toat@dlogical communication suitable for
use during wars or in totalitarian states, it i gsed in contemporary democratic societies at
peacetime and there are no major differences bet@e®loying instruments of propaganda
in the public or the private sectors.

Several problems arise from this hypothesis. Camsid the limited space of one article, it is
impossible to analyze all the aspects of propagaftarefore, the research question is
formulated as follows: what are the main similastand differences between the application
of propaganda instruments in political and nontmal TV advertisements? The question can
be divided into groups of more specific questions:

1. Are any propaganda instruments used?

2. If yes, are they applied only in politics or in etlspheres, too?

3. If they are applied both in politics and other gpise what are the specific aspects of

the use of such instruments in various spheres?

The present analysis is based on the similaritiek differences between Estonian political
television advertisements and modern television mergials with an emphasis on the
application of propaganda instruments. This comsts a new approach to research into

! The Sacred Congregation of Disseminating Faith
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propagandistic messages in Eastern Europe. Itnsrmm to study the messages contained in
advertisements or their influence (Kaid and HoleeBa 1995:207). Context analysis of
propaganda instruments in television advertisemsmew in the Eastern European context.

Propaganda instruments are deliberate and funttios@uctions and ways of interaction to
influence people. It is customary in the literat@igout propaganda to refer to the seven
propaganda devices defined by the Institute fop&ganda Analysis in 1937hame calling,
glittering generalities, transfer, testimonials,rishwagon, card stackingndplain folks Such

a classification is not academic and the wordingls® more suitable for popular sciences.
The author aims at presenting in his article a macademic and theoretically sound
abstraction of propaganda instruments.

2. Methodology and sampling

The current research is focused on the study oftigadl and non-political television
advertisements. There are two reasons for chodslagision advertisements as the basis of
the analysis. First, advertisements are the ontynfof mass communication over which
political or business communicators have total mni.e. each message is formulated and
presented exactly as wanted (McNair 1995:95). Siconmost countries, television is the
major channel of advertisements and most peoplsidenit the major communicative link
between politicians and their electorate (McQuaid224). It is also easier to create suitable
emotional conditioning via television because thatual effect of sound and images can be
applied. The same is possible in films but televiss a much more immediate means.

The sample of the study consists of all televisadrertisements of Estonian major political
parties from 2003-2005, 84 advertisements in tddaé above timeframe was chosen because
it included all direct elections at various levetdd in Estonia at the time: in 2003, there was
a general election; in 2004, there was a Europeatiafment election; in 2005, there was a
municipal election. The political parties coveredthe study include the Centre Party (CP),
the Reform Party (R)}Pro Patria (PP), the People’s Union (PU), the Social Demasc(aD,
they participated in the 2003 election as ModejaadRes PublicdRP). All the parties won
seats in the parliament in 2003 and all of themdooted wide-scale television campaigns.
The electoral/public support to other Estonianiparis marginal.

The non-political advertisements, a total of 108revchosen from among the award-winning
advertisements of the 2002 Cannes InternationaleAbing Festival. These advertisements
were selected understanding that the informationth@n most modern ways of making
television advertisements was available for th@lian political campaign managers in 2003.

In addition to propaganda instruments, the apptinatof humour and story-telling in
advertisements is also analyzed since humour isidered one of the tools to make someone
likeable (Kidron 2004:211). Therefore, it is pos$sjbby using humour, to enhance the
pleasantness of a communicator and also increaskehicredibility (O"Keefe 2002:190).
Thus, it can be concluded that humour has a desidmteffect: if it is possible to make
people smile, it is also possible to create appréimathe presented cause (Taylor 2004:51).
The presence of story-telling is analyzed becatmges enable to attract and hold people’s
attention while the message is presented.

2 Institute for Propaganda Analystdow to Detect Propaganda // Propaganda. EditeddineR Jackall. New
York University Press 1995. pp 217-223. Reprintethf Propaganda Analysis, vol. 1, no. 2, 1937
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The author employed content analysis when studyiagample. The method is considered to
be suitable for establishing differences and sintiéss (Kleinstauber 2004:68). According to
the classical definition, content analysis is aaesh technique for the objective, systematic
and quantitative description of the manifest cont@ncommunicative messages (Berelson
1952:18, cited in Bryman 2001:178). It is commomse the research technique for analyzing
the content of messages intended for broad audiefiMeuendorf 2002:22) and specifically
for propagandistic messages (Krippendorff 20048)xing the World War Il, it was believed
that it was possible to manipulate masses with agess disseminated via mass
communication channels, and quantitative contealyars was partly developed for scientists
and politicians to be aware of symbolic aspectsa$s culture and to identify propagandistic
messages and their influence (Deacon et al 199916}k It is characteristic of content
analysis that the researcher presents the resgqasdtion, not the hypothesis (Krippendorff
2004:32).

Content analysis has also its limitations. The négplre enables the researcher to gather and
compare data but it is not possible to explainfildings and the causal relations between the
different aspects of messages (Bignell 2004:21hptAer limitation is that content analysis is
not suitable for analyzing the effects of the mgeg®umser 2001:199). Also, it is difficult to
answer the questiowhy and inevitably the codebooks leave some spacénferpretation
(Bryman 2001:191). However, these restrictionsnateimportant in the context of this article
as the research question is formulated to find ipEsgropaganda instruments in television
advertisements and to identify the similarities athfferences between political and non-
political advertisements, not &xplainthem.

3. Concept of propaganda: core and variations

Conceptual understanding of propaganda varies. drike first definitions of propaganda
was offered by Walter Lippmann in his book “Pubpinion” in 1922: propaganda is an
effort to alter the picture to which men resporm stibstitute one social pattern for another
(Lippmann 1997:16). In 1928, Edward Bernays defipempaganda as@nsistent, enduring
effort to create or shape events to influence #ations of the public to an enterprise, idea
or group (Bernays 2004:52). In 1934, Harold D. Lasswelimed propaganda in its broadest
sense as the technique of influencing human adijothe manipulation of representations
(Lasswell 1995:1). These were the three most imaporpropaganda definitions before the
World War Il. Thus, in the first half of the ®0century, it was not yet agreed whether
propaganda was an action or a formation of teclasgli was clear, however, that the aim of
propaganda was to influence people.

Such a dual view of the concept of propaganda coatl after the World War Il. One of the
most influential writers about propaganda in thestpgar period, Jacques Ellul, defined
propaganda as set of methods employed by an organized groupathiats to bring about the
active or passive participation in its actions ofreass of individuals, psychologically unified
through psychological manipulations and incorporhi@ an organization(Ellul 1973:61).
However, the understanding that propaganda is @fsetethods did not prevail. Garth S.
Jowett and Victoria O"Donnell, two frequently qubteropaganda theorists of the laté"20
century, define propaganda #se deliberate, systematic attempt to shape peimept
manipulate cognitions, and direct behavior to agkie response that furthers the desired
intent of the propagandigfowett and O"Donnell 1999:6).

The above definitions allow drawing conclusions w@hbeertain characteristics of propaganda
(Table 1): the aim of the propagandist is to infice the attitudes and behaviour of the target
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group formed of individuals who are an integratad pf the society; the propagandist tries to
manipulate both the way people perceive the reditg also the way their emotions are
created from these perceptions of reality.

Based on the above definitions, propaganda is stast in this article ashaping of the
attitudes and behaviour of a person in a way dessibg the propagandist. The person is
considered to be an integrated part of the publi &he propagandist’'s arguments are
derived from the socio-cultural context, based gmisols and stereotypes and targeted at
emotions.

Table 1
The characteristics of propaganda
Altering . : -
Author attitudes/ Manlpu_latlng Target Activity/Set of
b ; reality group methods
ehaviour
. Altering Forming social -
Walter Lipmann attitudes patterns People Activity
Altering , , : .
Edward Bernays attitudes Altering relations Public Activity
Harold Lasswell Altering Manlpulatlor_l of People Technique
both representations
Jacques Ellul Altering Psthologlcal Organized Set of methods
both manipulations group
Garth Jowett & Altering Manipulate People Activit
Victoria O"Donnell both cognitions b y

For better understanding of propaganda, the autlasr constructed a propaganda model
(Figure 1). The socio-cultural context is considet@ be the basis of propaganda. The socio-
cultural context, and propagandist and mass medliaence each another. Everything done
during a propaganda campaign influences the sadtaral context and this has to be taken

into account when planning future actions. Influegcthe context is defined as a social

propaganda or pre-propaganda. Its aim is not tad@dmmediate change in action but to

prepare the ground for that, and to insist on thudes favourable for the propagandist while

reducing the impact of the unfavourable attitudes.

In modern societies the information flow (I) is opeThis means that an essential
characteristic of totalitarian propaganda, - cesisipr (Bartlett 1940:13-14) - is no longer

valid because massive censoring of informationlisoat impossible. In modern societies
censorship is superseded by manipulating the irg&fons of facts. In other words, the

propagandist interprets events, objects and argtsmerthe way most suitable for him. Also,

he tries to enhance the credibility of favouralbbeirses and disregard possible opposition
with a myth. The facts, the data, the reasonindl -ara forgotten and only the impression

remains (Ellul 1973:86). Therefore, the task of firepagandist is to create an irrational
reaction based on rational and factual argumenteatdhe target group would act in the way
desired by the propagandist (Uudelepp 2005).

Propaganda must cover all intellectual and emotiaspects of everyday life; there must be
no way of escaping the propagandistic message.mdw effective means for reaching the
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public is mass media. Personal contacts are alssidered to be valuable, especially while
communicating with opinion leaders (O).

SOCIC-CULTURAL CONTEXT

INSTITUTION

L Il

INTERPRETATION |¢—— PROPAGANDIST
OF FACTS -

A

S E
L 4 ¥ v E W
SYMBOLS | | MYTHS | | STEREOTYPES| D| ARGUMENTS
. . B
\ A3
A '] v K
MASS MEDIA

PUBLIC

Figure 1. Model of a contemporary propaganda
Source: Uudelepp, 2005

According to the definition, the aim of propagansldo shape attitudes and behaviour. Both
components are equally important. Social propagasdesed to shape attitudes in the way
favourable to the propagandist and, by that, theaphere for calls to action is created. Then
it is easier for the propagandist to manipulateppes behaviour in the desired way. Every
person is considered to be an active part of tlegegointeracting with other people both
within his/her social group and outside of it. Byirth that, he/she filters new messages. The
propagandist needs to create the circumstancesewhergroup is ready to support his/her
messages and diminish the importance of competegsages.
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4. Developing conceptual basis for propaganda instiments

According to the above propaganda model, theretrae different sets of instruments for
possible manipulation. The first set is derivedhirthe socio-cultural context. It is cognitive
and based on simplification - complex issues argbiied and made easily comprehensible.
This level is based on symbols and stereotypes wglunoh propagandistic arguments are
built. It allows the propagandist to manipulate tey we perceive those symbols and adapt
stereotypes. The importance of symbols in propagasddased on the understanding that
ideological signs are connected more to symbolslessl to issues (Conover and Feldman
2004:213). This connection between propaganda afeblagy is important because
propaganda is commonly understood as discoursengedeology (Burnett 1989:127).

The meaning of symbols is essentially social arel rileanings are altering with persons
(Millar and Millar 1976:4). Thus, no symbol has assential connection with the meaning
ascribed to it. This is an opportunity for propagjats to establish connections that suit their
aims. Stereotypes are closely connected with sysnbBtereotypes are generalizations,
particularly the attribution to an individual of atacteristics ascribed as universal to a group
from which that individual is drawn (O"Shaughne2694:57). The importance of stereotypes
in propaganda has been known for a long time; ctypes were the cornerstone of
Lippmann’s writings about public opinion and propada. He wrote that in the world
overflowing with information people are searchirg the first familiar sign and after that
stereotypes fitting to that sign are applied (Ligwm 1997:59).

The second set is social and based on people’stogdentify oneself and become part of the
society. It is possible to guide people’s behavibyrdirecting them to act according to the
role model set by the élite and opinion leadergyothe fellow members of their social group.
Explicit ideological self-knowledge is not commamsually it is limited to rulers, opinion
leaders and other members of the élite (van Dijg52021). Classic propaganda is vertical -
its source is the leader, the political or religidiead who acts from the superior position of
his authority and seeks to influence the crowd wgBllul 1973:80). The assumption that the
ruling elite can indoctrinate and manipulate pedpke way suitable for the élite is based on
that (Lukes 1988:77) and when experts alter trgEplogical understanding the public will
follow after some period of time (Zaller 1992:328).there is no example from trusted
leaders, people tend to base their decisions ontbdwehave and what to think on the values
presented by the other members of the same sawapgThis means that people tend to
decide on the right and wrong relying on othersal@ni 2005:121). In totalitarian
propaganda, it was one of the core statements.

The third set is based on the different ways afct@lg suitable information and is, therefore,
technological. It is based on either censorshipoormanipulating with facts and their
interpretation. In the Interwar period, it was agtehat successful propaganda is impossible
without effective censorship (Lippmann 1997:28,tkdtr 1940:13). Censorship is still present
in modern societies but its forms have changed.ideldooses “facts” that are in accordance
with the interests of the élite or attract publiteation thus influencing mental models of the
broader public while the possibilities for mincegito present their cause in the mass media is
limited (van Dijk 2005:218). As applying censorslispnot possible for every propagandistic
body and direct lying is difficult, censorship is, most part, replaced by manipulation of
interpretations of facts. For example, Ellul clagn&llul 1973:52) that direct lying must be
avoided but the propagandist is free to manipuwiatie context and presentation of facts.
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5. Typology of propaganda instruments
Hence, it is possible to develop a certain typolajypropaganda instruments. Table 2
presents the instruments, their connection withssita propaganda devices, propaganda
technique3 and possible indicators for every technique. Thielet is a summary of the
research instrument for the content analysis optleeent study.

Table 2

Propaganda instruments, their bases and indicators
Bases of Propaganda Crlgszicanda Propaganda techniques Possible indicaLors
instruments| instruments | POPad pag 9
devices
Name calling | 1Ad hominenarguments Gr_eedy_,
unintelligent etc
2. Ridiculing Comparison with
animal etc
3. Selection of emotionallyBest, new, future
appealing words etc
Symbols Cognitive Glittering 4. Selection of emotionally Children, animals,
and propaganda e R
: generalities | appealing images sun etc
stereotypes | instruments
(CP1) 5. Calls for altruism Clalmlng that
person is good etq
Transfer 6. Referring to accepted | University,
symbols church, flag etc
7. Referring to accepted | Doctors, judges,
professions teachers etc
, . 1. Emphasizing on Scientist, Cabinet
Testimonial . T
authority Minister etc
2. Emphasizing on Sports star, singel
celebrity etc
3. Image based on target| Clothing, haircut
audience etc
:ér:;‘:g(ac)r;ce of Sr%C'ZI anda Plain Folks 4. Behaviour based on | Visiting same
i propag target audience market etc
social group| instruments
(SP)) 5. Creation of confident | Lots of followers
image on image etc
Band wagon 6. Utilization of absolutesAlways’
everybody etc
1. False inductivity Stacmple too small
Distortion Technological . : Switching cause
. propaganda | Card stacking| 2. False causality
of reality : and effect
instruments
(TP1) 3. Oversimplification C_reatlng false
dichotomy
4. Manipulating with Mixing

numbers

percentages etc

® The propaganda techniques are based on HenryrigeB@’s book ,Propaganda Techniques®.
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We can conclude from the table that there are tarradictory categories: élite vs. social

group and benefiting from patterns of cognitive gass vs. distortion of input to cognitive

process. Based on these two pairs, the authordresdracted the axis of propaganda (Figure
2).

Ao Benefiting from patterns of
cognitive process

< »
<« >

Influence of social Influence of élite
group

vy Distortion of input to cognitive
process

Figure 2. The axis of propaganda

There are four possible types of propagandisticsagess according to the axis:
1. The message is based mostly on the socio-cultardégt and the example of a strong
2. I'I('er?g ?lzlessage is based mostly on the socio-cultoraégt and the example of a social
3. g’Loeurr)n’essage is based mostly on the manipulatiéect and the example of a strong
4, I‘I?r?((ej?;’essage is based mostly on the manipulatidacts and the example of a social

group.

6. Results and discussion

Comparison of Estonian political parties’ televisadvertisements

The frequency per advertisement with which Estopianies apply propaganda instruments is
presented in Figure 3. It is obvious that the Gemarty,Pro Patria andRes Publicaapply
more propaganda instruments per advertisement themremaining three parties that use
propaganda in relatively similar proportions. Then@e Party and the Reform Party are the
only two employing technological propaganda insteuis.
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O CPI
B SPI
OTPI
OTotal

CP R PU PP SD RP

Figure 3 The average representation of propagandauments in political television
advertisements

All parties use cognitive propaganda instrumentsremfsequently than other types of
instruments. The Reform Party amks Publicaemploy cognitive instruments the most
frequently (Figure 4); the usage of cognitive instents by Pro Patria is also above the
average. The Centre Party and Social Democratsogmgagnitive and social propaganda
instruments in relatively similar proportions. Thuke author draws a conclusion that the
Estonian right-wing parties focus in their propagjatic television advertisements mostly on
the usage of symbols accepted by the society wihiée centre and left-wing parties’
advertisements use a more balanced proportiongsfittee and social instruments. The usage
of technological propaganda instruments is limitedly in the case of the Centre Party the
percentage of technological instruments employedhas/e 10.

90%-
80%-
70%-
60%+
50%-
40%1]
30%1]
20%]
10%1

0%+

BcCPI
B SPI
aTPI

<

<

<

<

<

CP R PU PP SD RP Total

Figure 4. Division of propaganda instruments intpall television advertisements

Figure 5 presents the usage of humour and stdiggeHumour is employed by the Reform
Party and People’s Union; story-telling is usedliy Centre Party, the Reform Party and the
People’s Union. Other three parties have used ewritHowever, only the application of
humour in the Reform Party’s advertisements caocdmsidered deliberate; story-telling in the

10
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Centre Party’'s advertisements and both humour &my-telling in the People’s Union’s
advertisements are casual.

30,00%-

25,00%+

20,00%+

15,00% OHumor
B Story-telling

10,00%-

<

5,00%

0,00%-
CP R PU PP SD RP

Figure 5. Humour and story-telling in politicaleglsion advertisements.

Comparison of political and non-political televisiadvertisements

All categories of propaganda instruments were usgablitical television advertisements but
in non-political television advertisements, teclugstal propaganda instruments were not
applied. So the further comparison of technologirapaganda instruments is not possible.

Figure 6 presents the frequency of propagandaumeits per advertisement in political and
non-political television advertisements. The foliog/two major similarities become obvious:
» Cognitive propaganda instruments are more ofterd uban social propaganda
instruments;
« The application of cognitive and social propagaridatruments is similar in
proportion.

Two major differences are also obvious:
» Technological propaganda instruments are not erepldg non-political television
advertisements;
« On average, more propaganda instruments per ashleint are applied in political
television advertisements.

3,51
3.
2,51
2. dcCPI
1,51 B SPI
14 aTPI
0.5 OTotal

0.
Political TV Non-political TV
advertisements advertisements

11
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Figure 6. Average representation of propagandaumsnts in political and non-political
television advertisements

Figure 7 indicates that the proportion of cogniprepaganda instruments applied in political
and non-political television advertisements is aply similar but practically identical. The

difference in the proportional application of ség@opaganda instruments is marginal and
caused by the fact that 4% of instruments usedoiitigal television advertisements are
technological.

80%1

O CPI
B SPI
aTPI

VY
VY
Vi
Vi
Vi
VY
Vi

Political TV Non-political TV
advertisements advertisements

Figure 7. Proportion of propaganda instruments dtitipal and non-political television
advertisements

At the same time, there are major differences eapplication of humour and story-telling
(Figure 8). While in political television advertisents, the usage of humour and story-telling
is rare, these instruments are in constant usemrpolitical television advertisements. If we
consider it together with the fact that technolagiigropaganda instruments are used only by
1/3 of the sample political parties and not atiralhon-political TV advertisements, would it
be possible to assume that there has been a chatigeset of propaganda instruments?

As pointed about above, censorship was considevitdlgart of propaganda in the early"20
century and manipulation with facts in the middletioe previous century. But perhaps
technological propaganda instruments are loosingir timportance in contemporary
propaganda and are being replaced by instrumergedban the structural aspects of
propagandistic messages? These are then structstiaiments which can be used to create
messages suitable for commercializing media anektgodn that case it is not that important
in contemporary propaganda to concentrate on hidmdistorting information because the
political process itself does‘itlt is more important to create the message iore fthat
attracts attention, holds it for a time long enougtdistribute symbols and information, and
evokes a positive emotional memory. This is in ataonce with the understanding contained
in propaganda theory that propagandistic argumemanessages have to be rational but their
effect has to be emotional.

* See Taylor 2003, p 86-103

12
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Figure 8. Humour and story-telling in political andn-political television advertisements

Based on the formulated questions and the gatraata] it is possible to place the sample
political parties on the propaganda axis, and neakemparative analysis between them and
the propagandistic placement of non-political atisements. The coordinates for the
placements are calculated based on the averagesespation of propaganda technigues in
different sets of advertisements. In order to disfalcoordinates for the vertical axis, the
average representation of technological propagamstauments in political advertisements
are subtracted from the average representatiomg@fitive propaganda instruments in such
advertisements. To establish coordinates for théztwtal axis, the sum of the average
representations of techniques based on the infeuena social group, i.e. an image based on
the target audience, a behaviour based on thet taugkence, projecting a confident image
and utilization of absolutes, is subtracted frome #um of the average representations of
techniques based on the influence of the éliteenghasizing authority and recognition.

Table 5
Coordinates for placing advertisements on propagand
Vertical axis| Horizontal axis
Centre Party (CP) 1.7 -0.8
Reform Party (R) 2.3 -0.3
People’s Union (PU) 1.9 0.7
Pro Patria (PP) 2.8 0.5
Social Democrats (SD) 1.7 0.8
Res Publica (RP) 3.4 0.6
Political TV advertisements (P) 2.4 0.1
Non-Political TV advertisements (NP) 1.5 -0.6

The propaganda axis shows that political partiestEadivided into three groups (see Figure
9). The first group comprises the Centre Party #rel Reform Party, the second group
consists ofPro Patria and Res Publica,and the third of the People’s Union and Social
Democrats. The former two parties are placed ingtneater of the axle which shows that the
propagandistic message is based mostly on the-sattiral context and on the example of
the social group. The latter four are placed indbarter that is based mostly on the socio-
cultural context and on the example of the straegiér. Non-political advertisements are in
the same quarter with the Centre Party and therRefarty, and political advertisements
with Pro Patria, Res Publicathe People’s Union and Social Democrats. It baset pointed

13
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out that the previous statement is not very infdiveabecause different parties function as
each other’s counterbalance; generally, politicsleatisements are in the centre.

FN

e Res Publica

¢ Centre
Party

m Reform
Party

People’s
Union

Pro Patria

+ Political
» Reform Party

Pro Patria
2 P
People’s Union
x Social

« Centre Party x Social Democrats
Democrats

- Non-politica
® Res
Publica

+ Political

H

- Non-
political

D

-2 -1 0 1 2

Figure 9. Placing of political parties on the prgpada axle

The placement of non-political advertisements atheeeisements promoting the Centre Party
and the Reform Party is interesting. It shows tiwad Estonian parties which have been
constantly successful at electidndorm the propagandistic construction of their
advertisements in a similar way to the award-wigmon-political advertisements competing
at the Cannes International Advertising FestivdiisTraises a question about possible casual
relations between specific patterns of the usageafaganda instruments and the success of
persuasive communication in contemporary society.

As a result of this study, it is possible to coudthat cognitive propaganda instruments are
more widely employed than social propaganda instnts At the same time, there is no clear
application pattern of cognitive instruments whictight determine success in persuasive
communication. The application of social instrunsemiakes a clear difference: parties

concentrating on the influence of social groupsrmaoge successful than those emphasizing
the role of the élite.

In the case of the Centre Party, it brings outraerresting contradiction. According to the
propaganda axis, the Centre Party is the closetitedaexample set by the modern award-

® The Centre Party won the 2003 and 2005 electindszame second in 2004; the Reform Party was thense
in 2005, and the third in 2003 and 2004.
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winning television advertisements. But if we spediout a possible shift in propaganda
instruments, the Centre Party is the most stagfzstbnian political party employing
technological propaganda instruments more widedy thll the other parties combined. This
means that they still apply instruments consideredonger vital and, like all other Estonian
political parties, neglect modern additions to @gg@nda instruments.

The second group consisting Bfo Patria and Res Publicais also interesting. These two
parties merged after the 2005 election. It migkiidate that parties with similar ideological
background may apply propaganda instruments iméssiway. The third group consists of
two parties the closest to each other on the attie People’s Union and Social Democrats.
These parties had a joint campaign in Tallinn at2B05 election meaning that some of their
television advertisements were done by the sampl@edhat might be the reason why these
two parties are placed so close.

In conclusion

This research shows that Estonian political telewisadvertisements and international non-
political television advertisements share someiagmt similarities. Cognitive propaganda
instruments are more widely employed than socialtemhnological ones. Parties that
emphasise in their advertisements the role ofrifieeénce of social groups rather than that of
the élite are more successful. The role of techgiodd propaganda instruments is diminishing
and such instruments are replaced by structurad.ohenajor difference is that, on average,
there are more propaganda instruments per advedige in political television
advertisements than in non-political television etigements, and technological propaganda
instruments are not employed in non-political ted®n advertisements.

The author would also like to draw attention to fiblwing questions raised as a result of his
present research. First, presumably there is aewtiom between successful persuasive
communication and ways of implementing propagam$&ruments as the placement of the
successful international non-political advertisetaeand the Estonian political propagandistic
messages in the same quarter on the propagandmdiciates.

Second, the analysis showed that Estonian poliiaeies differ in their usage of propaganda
instruments and are, thus, differently placed oa pmopaganda axis. There are several
possible reasons:

» Different ideology, for example maybe liberal ar@hservative parties differ in their
implementation of fact manipulations or technigaésed at using the impact of the
élite or social group

» The preferences, requests and know-how of partielseor campaign managers.

» The background, professionalism, experience andvimaw of the agency hired to
make the advertisements.

Probably there is a major shift in the sets of pggmda instruments. This raises the third
question: why are humour and story-telling not &pin Estonian political advertisements
although they have been proved necessary at tmaiional non-political level? There are
also several possible reasons:

® Then the Reform Party arléro Patria ,or the Centre Party and the People’s Union shbeldntuitively
similar, not the Centre Party and the Reform Pantyl the People’s Union and Social Democrats asethidts
of this research indicate.
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» Elections are considered to be too serious a psoaed, because of that, presenting
the party platform in a humorous way is regardeshagpropriate.

« Agencies are not capable of writing copies for sadtertisements

» This option has not been considered important aeful

The fourth question concerns possibilities for Hert generalization. For example, are
Estonian non-political television advertisementsrensimilar to contemporary non-political
or Estonian political advertisements? And whetherdbsence of humour and story-telling is
characteristic of Estonian political advertisingyoor is it also commonplace in the states
with a long tradition of free elections? If it i®thcommonplace elsewhere, maybe it is a
further proof of evolution in the field of propagiminstruments?

Answering these questions requires further reseamdhregarding the former three questions,
application of qualitative methods.

" This cause might not have a very high probabititie as the Reform Party and the People’s Uniore hsed
humour in their advertisements.
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