12 Propaganda or Persuasive Techniques
Name Calling – Using negative words, usually in politics, to turn you against a competing person without giving evidence or facts

Ex. “My opponent didn’t tell you the truth!”

Plain Folks Appeal – Trying to show that a person or product is good for “ordinary” people, because a person is “just like you” and understands you
Ex. An ordinary looking family sits together at a table to eat a certain brand of macaroni.

OR

Politicians show pictures of themselves playing with a dog or with their children, wearing casual clothing

Glittering Generality – Telling only positive things about something or someone, without giving evidence or facts. This is a type of propaganda that is commonly used in television. It uses words that are attractive, patriotic, and catchy. However, the catch is that they don't really mean anything. All they are doing is generating interest Words often used as glittering generalities are honor, glory, love of country, and especially in the United States, freedom.
Ex. An example of a glittering generality is saying, "Drinking this water is like sipping the 'crisp, luscious ocean'" - it's not true, because it doesn't really mean anything, but it will get people to buy it.
Or

“Made only from the finest ingredients.”

Or 

I support education. 
The environment is important. 

We need to do something about poverty. 

People / Politicians will use “Glittering Generalities” to fill space in their communication and to attempt to garner greater appeal since such general statements have no opposition. To use the above examples, no one opposes education and few people do not think the environment is important (although they may disagree on what if anything needs to be done to maintain the environment) etc.
Unfinished Comparisons – Comparing a product or person to another, without providing the other half of the comparison. The major difference between this and a glittering generality is that a glittering generality will contain the other half of the comparison even though it has no meaning. Showing only the good qualities of your product and mentioning a few positive traits of your product then mentioning the other product without directly comparing the two products to imply yours is better. You highlight your  product but not actually doing a direct comparison.


Ex. “This soap cleans better!” – better than what?

OR

“This politician works harder for America.” – harder than whom?

Bandwagon – Convincing us to accept someone or something because of its popularity 

Ex. Commercials that show everybody’s got one, or everyone’s doing it!

Ex. America runs on Dunkin.
Testimonial – Using a famous person to try to make you buy or support something or someone

Ex. Tiger Woods wears Nike clothing, and if you want to be like him, then you should, too!

OR

A famous actor is voting for a candidate, so you should, too.

Hidden Fears –Suggesting that a person or product will protect you against something unpleasant or dangerous

Ex. If you don’t want “ring around the collar,” use a particular detergent.

OR

This person will protect America against terrorism.

Snob Appeal – Suggesting that association with a person or product can make you special

Ex. The people who drive this kind of car wear fancy clothes, live in mansions, or go to great places.

Facts and Figures – Using tests, statistics or information that sounds “scientific” to prove that one product or person is better than another

Ex. “Four out of five dentists recommend this toothpaste.”

OR

“73% of Americans believe this candidate will do a better job – can they all be wrong

Repetition – Repeating a name, slogan or product over and over in the same advertisement

Ex. “Buy it for less at Jamisons” repeated at least four times in the same advertisement

OR

“He says he didn’t know” repeated over and over about a politician in the same advertisement.

Weasel Words, or Empty Phrases – Using broad promises or phrases that don’t really mean anything

Ex. “With this diet, you can lose up to 100 pounds.”

OR

Ex. “Vote for this politician. He’s a real American!”
Emotional Appeal / Transference – links the authority or prestige of something well-respected ore revered such as a church or nation  Using emotional appeal or transference, the commercial is intended to make viewers feel certain emotions, such as happiness, sadness, or excitement. The viewers may transfer their feeling to the product.

Ex. “Cleanliness is next to Fordliness.” 

Ex.  With one sneaker being pretty much like another, it's the feeling of a Nike swoosh that makes for major advantage. 

Ex. The “Kodak Moment” with those soppy commercials that could bring people to tears.
‘
Ex. Kosher meat, we answer to a higher authority.
