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Preface

Three guys walk into a bar—Sun Tzu, Niccoldo Machiavelli, and Saul
Alinsky. It sounds like the starting point of a bad joke, but, aside from the
setting, it is actually the starting point for understanding a ubiquitous
element of contemporary politics and political communication. Take the
vision and discipline of the best-known military thinker of all time.
Supplement that with the hard-nosed pragmatism, dedication and insight
of the legendary sixteenth-century political advisor to the Medici. Then
add the imagination, street smarts, and sheer audacity of the dean of
twentieth-century community organizers. Throw in the last hundred years
or so of knowledge gain in the social sciences, sprinkle with the latest
information and communication technologies and techniques, and the mix
is complete. Welcome to the exciting world of twenty-first-century
information and influence campaigns.

Information and influence campaigns (IICs) are a particularly cogent
example of the broader phenomenon we now term strategic political
communication. If we think of political communication as encompassing
the creation, distribution, control, use, processing and effects of informa-
tion as a political resource, whether by governments, organizations, groups,
or individuals, we can characterize strategic political communication as the
purposeful management of such information to achieve a stated objective
based on a sophisticated knowledge of underlying attributes and tenden-
cies of people and institutions—which is to say, based on the science of
individual, organizational, and governmental decision-making—and of
the uses and effects of communication as a means of influencing them. IICs
are more or less centralized, highly structured, systematic, and carefully
managed efforts to do just that.

In several earlier books (Manheim 1991, 1994a, 2001, 2004), I have
provided extended examples of these multifaceted, large-scale, and system-
atic efforts at influence, and of the motivations and strategies that drive
them. While I will provide a number of illustrative examples in the present
volume, the objective here is to extract from the full range of these
campaigns in rather more abstract terms the underlying strategy that is
common to them all—to examine the decisions that confront the campaign
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strategist and the criteria that are employed in making them. Some of
these decisions are explicit in character, others implicit. Some are simple
and straightforward, others complex and far from clear-cut. Some are based
on gut instinct, others on highly sophisticated underlying knowledge.
Some are opportunistic, others highly creative and original.

To my knowledge, there has never been a “perfect” information and influ-
ence campaign, one in which a strategist has sat down and literally worked
through all of the elements we will delineate here. Doing so would require
perfect knowledge, perfect information, perfect resources, perfect command
of those resources, and perfect control of the campaign environment. Not a
single one of those conditions is likely. So in that sense, we will over-describe
campaign strategy in this book. On the other hand, most or all of the
elements of strategy we will develop here have, in fact, been employed in one
campaign or another—they are present in the strategic toolbox and available
for use. So the world of decisions we are about to tour is a real world.

The book opens with a brief history lesson. Though its form is contem-
porary, as we'll see the information and influence campaign has deep roots
in the Western political experience, whether in pursuit of the public
interest or of something much narrower. In that sense, everything old
really is new again. And yet, there is something new in the campaigns that
we see today. Over the last century or so, whole new fields of study—the
social sciences—have emerged from the mother ship of Philosophy to
claim their space in human knowledge. And, because of their observational
and experimental methodologies, along with them have come new, empiri-
cally supported theories about many aspects of human behavior, and vast
bodies of supporting research and data. All of this, or at least much of it, is
grist for the mill of the campaign strategist. Indeed, we can think of
campaign strategy at the highest level as the systematic exploitation of the
available theory and research in the design and implementation of informa-
tion and influence campaigns. Where once the best campaign strategist
could afford to render seat-of-the-pants judgments about what to do, when,
where, how and why, today anyone running a seat-of-the-pants campaign
is most likely to lose his shirt. Original thinking and good judgment are
still requisites of the successful strategist, but so are good data and solid
conceptual grounding.

With that in mind, the main body of the book is devoted to identifying
and delineating key elements of strategy. The model here is not that of a
cookbook offering recipes for campaign success, but more that of an intro-
ductory physics book. Just as in physics, I would argue, there are certain
basic principles and tendencies (not laws) that explain how and why things
work in information and influence campaigns. And just as in physics, if one
wants to understand the operations of a system of action like the campaign,
one must first master the basic rules. The purpose of this volume is to
delineate the rules. Campaign specifics are of secondary, or even tertiary,
importance at best. So buckle up.
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In Chapter 1, we’ll look back in history to the origins of the information
and influence campaign, but end with a contemporary example that should
help place in context the more abstract discussion to follow. Chapter 2
serves as a general introduction to the information and influence campaign,
its elements and its applications. Chapters 3 and 4 focus on information
and its role in campaigns. The first of these chapters looks in a relatively
traditional way at content—at persuasion based on substantive argument.
The second employs some leading theories of attitudes and other psycho-
logical states to look at persuasion in more structural terms. Chapters 5
and 6 make the turn from information to influence through the mechanism
of social network analysis. They examine the relationship between protago-
nist and target, the benefits to be derived from recruiting various types of
intermediaries to carry the campaign from the former to the latter, and
some of the important strategic considerations that come into play in iden-
tifying, mobilizing and exploiting these third parties. Chapter 7 closes this
portion of the argument with a strategic look at the targets themselves,
and the use of strategic communication and relationship management that
can be employed to influence them.

Chapter 8 looks at the campaign as a whole, but from the perspective of
the target, and asks the question: How does one defend against this? The
answer, I will suggest, derives from reverse engineering the campaign
itself. Chapter 9 steps back to gain perspective through a consideration of
the campaign as a social phenomenon and its implications for democratic
systems, for political dialogue, and for daily political life. Appendix A
discusses the uses of research in developing, implementing and assessing
campaign strategy.

That brings us to Appendix B. The architecture I have selected for this
book is a bit out of the ordinary, and I want to make it explicit. The core of
the argument here is that campaign strategy has been greatly impacted by
developments in the social sciences. Yet as you read the core chapters that
follow, you will find very few references to the literature in which these devel-
opments are, well, developed. That is by choice, in part to facilitate making
the argument of the book, which is complicated enough in its own right, and
in part to serve the interests of non-scholarly readers. However, this argu-
ment about the grounding of campaign strategy in theory and research is not
only real, but it is central to the thesis of this volume. Accordingly, the inter-
ested reader will find, in Appendix B and in the list of sources that follows it
in Appendix C, an overview of representative literature that relates to and
underlies many of the points made in the main body of the book. In effect,
this is a review of strategy-related or strategy-applicable scholarly literature
organized around the thematic outline of the book. My hope is that this will
serve as both a validation of the assertion of the intellectual grounding of
campaign strategy and a gateway to the relevant literatures.

All authors benefit, not only from the kindness of strangers in the form
of anonymous referees, but from the generosity and insights of friends and
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colleagues who take the time to read and critique their work while it is still
in progress. For my part, I express my sincere gratitude to Lance Bennett,
Nick Cull, Tony Dyson, Bob Entman, and Bruce Gregory for their excel-
lent suggestions, advice, and counsel, which have combined to make this
volume better than anything I could have produced without them. And I
thank the editorial crew at Routledge, starting with my editor, Michael
Kerns, and including as well Mary Altman, Sioned Jones, Donna White,
and Belinda Cunnison for their invaluable assistance in bring this project
to fruition.

Writing this book has been both a pleasure and a challenge. The plea-
sure has come from having the opportunity to draw together into one,
unified argument a wide array of facts, theories, ideas, trends and interpre-
tations with which I—along with many others—have wrestled for a long
time. The challenge has come from the need, incumbent on any author, to
do so effectively. I hope that you will find reading the book, too, to be both
a pleasure and a challenge. The pleasure will come if, having shown a
modicum of interest in the topic, you find its presentation here both lucid
and illuminating. The challenge will come when, having completed your
journey, you take a few moments—or perhaps longer—to consider the
implications of what you have read. As any author should, I accept full
responsibility for what I have written. I hope, in return, that you will take
full responsibility for what you have read. And for that, I thank you.
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You have to learn the rules of the game. And then you have to play
better than anyone else.
Albert Einstein






1 Points of Origin

The government of one country trying to influence the economic, military or
other policies of another. Environmentalists trying to influence the practices
of a corporation. A labor union trying to influence the behaviors of an
employer. An insurgent movement trying to gain supporters by legitimizing
itself. A company trying to gain an advantage over a competitor in the
marketplace. An advocacy group trying to influence legislators to change
public policy. In these and many other efforts, one of the most common
forms of engagement is through the conduct of some form of information
and influence campaign.

For the moment, let us define the information and influence campaign
(IIC) as an effort by one party, through some combination of communica-
tion and action, to change the behavior of another party to its advantage.
Such campaigns are commonplace these days—they are undertaken by, or
targeted against, such diverse entities as governments, international orga-
nizations, labor unions, nongovernmental advocacy organizations, corpora-
tions, or even insurgent groups—and they have about them the feel of a
distinctly contemporary phenomenon. But like all such complex and
sophisticated patterns of human behavior, the campaigns we observe today
are the products of evolution. They build on a history of innovation, trial
and error, redesign, adaptation to events and new technologies, responses
to changing expectations, and all the other factors that make politics so
much fun, whether as a spectator sport or as a profession. Before turning
our attention to the principal focus in this volume, the strategies and
tactics that characterize contemporary IICs, then, let us pause to consider
these points of origin. We’'ll do that by looking at three examples that
happen to fall at 100-year intervals.

The World’s First Social Justice Campaign, 1787-1807'

On the afternoon of Tuesday, May 22, 1787—precisely three days before
delegates across the ocean convened the Philadelphia Convention or, as it
is known today, the Constitutional Convention, to draft the eponymous
document—another group came together at a printing shop in London.
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These twelve men, too, had a mission. Spearheaded by a young clergyman,
Thomas Clarkson, who remained a driving force throughout, they met to
form the first national advocacy association, the Society to Effect the
Abolition of the Slave Trade, and in the process to initiate a grassroots
social movement of a sort unknown in its time, and whose innovations
resound to this day.

At the time, the trade in human beings was more rule than exception,
and though moral outrage was oft expressed, it generally had little prac-
tical impact. That was about to change. Those at the May meeting, and
others who soon joined their cause, launched one of the world’s first
comprehensive information and influence campaigns. Among them were
Clarkson, who traveled widely in the following years organizing and
agitating for change; Olaudah Equiano, an articulate former slave whose
testimony regarding his personal experiences gave a face to the issue; John
Newton, a repentant slave ship captain best remembered today as the
composer of the hymn “Amazing Grace”; Granville Sharp, propagandist
and pamphleteer; budding young industrialist and designer Josiah
Wedgwood; and parliamentarian and eventual front-man for the move-
ment William Wilberforce.

Their campaign—and that’s what it was—was remarkable for its imagi-
nation, its organization, its breadth, its diversity, and its sheer inventiveness.
The campaign was a faith-based effort, finding early and continuing support
among Quaker communities, which lent it an immediate aura of moral
authority. While one might assume today that an anti-slavery movement
would hardly need additional moral garb, social values were different in the
eighteenth century and this religious grounding, eventually to be augmented
with support by other faiths, was an important anchor point. Though many
persons at the time did, in fact, regard slavery as a moral evil, it was nonethe-
less an evil in the abstract and thus easily opposed in principle without
requiring action. By recruiting and lending prominence to the aforemen-
tioned Olaudah Equiano, the Society personified slavery as a real, concrete
evil, and one requiring remediation.

To gain legitimacy and influence in the political sphere, the Society
recruited Wilberforce, a prominent and respected Member of Parliament,
who became its principal legislative voice. Not coincidentally, Wilberforce,
a close friend of William Pitt, who served as Prime Minister during much
of the period in question and encouraged his engagement with the issue,
was an Anglican, and his involvement also served to insulate the move-
ment against marginalization as a purely Quaker undertaking. The Society
initiated petition drives—an accepted expression of public opinion in an
era that lacked polling—eventually producing an estimated 103 such
documents signed by somewhere between 60,000 and 100,000 people that
were submitted to Parliament in 1788 alone.

The slave trade was at heart an economic issue, driven by the demand for
labor to produce agricultural products, principal among them sugar. The
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abolitionists took this head on, launching a consumer boycott in which
some 300,000 Britons refused to purchase or eat slave-grown sugar. Other
tactics included:

e research and fact-finding, primarily by Clarkson at the outset of the
campaign, in anticipation of a Parliamentary inquiry into the question
of slavery, and the development of narratives based on the horrors
uncovered thereby,

* newspaper and magazine story placements,

e participation in commercial debating hall programs, the contempora-
neous equivalent of talk radio (half of all advertised debates in 1788
dealt with the slave trade),

e cartoons and other forms of ridicule intended to demonize and reduce
the acceptance of slave traders,

e publication of a children’s book about the evils of slavery, Little Truths
Better than Great Fables, by William Darton,

e publication of books and essays on the moral and practical aspects of
the issue by Clarkson and others, their translation into the principal
languages of the slave-trade—French, Portuguese, Danish, Dutch,
Spanish—and their international distribution to key markets,

e campaigns of correspondence including the production of 500-1000
copies of letters that amounted to a prototype for the contemporary
newsletter, ongoing exchanges with American supporters of the move-
ment (important since the emerging new nation across the Atlantic
was a primary market for the slave trade), as well as personal letters to
the kings of Sweden and Spain,

e display of the first anti-slavery painting (Execrable Human Traffick by
George Morland) at the Royal Academy in London,

e design and printing of wall posters and their display in public houses
across Britain (the best known being a portrayal of the accommoda-
tions on the slave ship Brookes, an image that is still widely used today),

e the production of medallions (precursors of today’s campaign buttons),
used on snuff boxes and cufflinks by men and on hatpins by women,
featuring a logo, designed by Josiah Wedgewood and praised by
Benjamin Franklin, showing an African kneeling in chains, circled by
the slogan, “Am I Not a Man and a Brother?”,

e celebrity endorsements,

e fundraising correspondence, the forerunner of today’s direct-mail
appeals,

¢ lobbying Parliament, and, throughout the campaign

e meticulous scheduling, organization, and record-keeping, which has
allowed historians to reconstruct the Society’s activities.

The result? In early 1807, after a twenty-year campaign, Parliament passed
a bill abolishing the British slave trade by forbidding slave ships from
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departing British ports after May 1 of that year. On March 25, King
George I1I assented, and the bill became law. The problem of slavery was
by no means solved, but in fairly short order the slave trade, the object of
the Society and its campaign, was greatly diminished.

A Justice Campaign of a Different Sort, 1887-1890°

In November 1887, Thomas Alva Edison wrote a letter to the New York
State Death Penalty Commission, charged at the time with finding the
most humane means of executing criminals, urging that the state adopt the
electric chair for this purpose. Edison wrote, in part:

The best appliance in this connection is to my mind the one which will
perform its work in the shortest space of time, and inflict the least
amount of suffering upon its victim. This I believe can be accom-
plished by the use of electricity and the most suitable apparatus for the
purpose is that class of dynamo-electric machine which employs inter-
mittent currents. The most effective of these are known as “alternating
machines,” manufactured principally in this country by Mr. Geo.
Westinghouse, Pittsburgh.

(Essig, 2003: 117)

With this letter, America’s most famous inventor launched his latest inno-
vation, a version of the information and influence campaign tuned to
advance a set of private interests in a competitive environment.

In point of fact, Edison was an opponent of capital punishment, and he
wrote reluctantly, and only after the repeated urgings of Commissioner
Alfred Porter Southwick, a Buffalo dentist and death penalty advocate.
Southwick had qualified for membership on the Commission based in part
on his own experiments, in which he gathered up many of the stray dogs
that were at the time causing trouble in his home town and executed them
with jolts of electricity, and in part on the fact that he had initiated,
through a friend in the State Senate, the legislation establishing the
Commission. Other members of the Commission included Elbridge T.
Gerry, whose grandfather was a signer of the Declaration of Independence
and attended the Constitutional Convention in 1787, and who himself was
a prominent philanthropist and served as legal counsel to the American
Society for the Prevention of Cruelty to Animals, and an obscure Albany
lawyer named Matthew Hale. This august group began with a considera-
tion of all of the ways that deserving criminals might be put to death.
Their list included, among others:

e Beating with clubs
e Beheading
* Boiling in water
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* Boiling in oil

¢ Boiling in melted sulfur

® Breaking on a wheel

¢ Burning

® Body illumination (tying the victim down, boring holes in his body,
filling these with oil, and setting the oil alight)

e Burying alive

e Cannon, as in shooting from

¢ Crucifixion

¢ Dismemberment

* Drowning

e Exposure to wild beasts or snakes

* Flaying alive

*  Garrote

®  Guillotine

e Hanging

e Impalement

* Piercing with spikes in a device known as an iron maiden

¢ Poisoning

e  Pressing to death

e Shooting, as by a firing squad

e Stabbing

e Stretching on the rack

e Stoning

e Strangling

e Suffocation

e Throwing from a cliff. (Essig, 2003: 91-96)

Perhaps not surprisingly, the Commission judged all of these methods to
be inhumane to one degree or another, and cast about for some new means
of execution. It considered, but then rejected, lethal injection with a hypo-
dermic needle, on grounds that this might prejudice the public against the
then emergent potential for delivering helpful medications by injection.
(It was during the debate over this method that Dr. Southwick wrote to
Edison asking his views of electrocution, the good doctor’s preferred meth-
odology, so that he could buttress his views against the objections of Gerry,
who favored the needle.) Then, and perhaps not surprisingly, since it had
been constituted for precisely this purpose, the Commission settled on a
high-tech solution to the problem: death by electrocution.

As the Wizard of Menlo Park weighed Southwick’s request, the soon-
to-be-proverbial light bulb clicked on in his head. For Southwick had just
presented Edison with a possible solution to his own most vexing problem,
the competition posed by Westinghouse and his alternating-current elec-
trical systems. If Edison could establish in the public mind the perception
that Westinghouse’s alternating current system was dangerous to use, and
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hardly something one would want to introduce into one’s home, while his
own direct current system was safe as could be, he stood to gain the upper
hand in the emerging competition to electrify the country. And what
better proof could there be than the decision by the State of New York to
employ alternating current to kill?

Like many subsequent campaigns, this one was constructed on a body
of belief and expectation that was already established in the public
mind, and sought to position the protagonist—in this case, Mr. Edison—
squarely atop the moral high ground, even as he moved to gain a tangible
advantage.

On New Year’s Eve 1879 Edison had stirred the public imagination,
not to mention generated quite a bit of excitement, with his legendary
demonstration of electric lighting at his Menlo Park, New Jersey, labora-
tory. Less than two years later, he had established a generating station and
was laying conduit under Lower Manhattan, and on September 4, 1882, he
flipped a switch that served only fifty-nine customers but lit the world. By
1887, he had 121 central generating stations in place.

But Edison had a problem. His entire system operated on direct current
(DC), which had the advantage of being relatively safe, but the disadvan-
tage of dissipating after traveling a very short distance—only about a mile.
Asaresult, Edison’s power grid required the building of generating stations
at the rate of approximately one per square mile—an expensive undertaking
to say the least. That created an opening for competitors, and one principal
adversary did emerge in the person of George Westinghouse. Westinghouse’s
system employed a different technology, alternating current (AC), which
had a keen advantage in that it could travel through miles of wire and still
turn on the lights. This was the case because alternating current could be
distributed at very high voltages—essentially higher pressure that would
push it further through the wires—then, through electrical induction,
stepped down to the much lower voltages required to power lighting and
other applications. This is the function performed today by transformers,
from the large oval boxes that hang on power poles and convert transmis-
sion voltages to household voltages, to the small plastic boxes we plug into
the wall to further reduce the flow before it reaches laptop computers,
cellular phones or other delicate electronic devices. Unfortunately for
Mr. Edison, however, direct current does not work the same way, and
cannot so easily be stepped up and down. The Westinghouse system thus
required far fewer generating stations than the Edison system, and that
made it potentially far more economical. By April 1887, the two men were
in direct competition and cutting prices to win business, and by the fall of
the year, Edison’s sales agents were clamoring for assistance. It was at that
moment that Mr. Southwick’s request arrived.

As it turned out, Edison had a card to play. From the outset, he had laid
his electrical cables underground. But the same could not be said of some
competitors who employed alternating current and saved money by
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stretching their high-voltage distribution cables on poles that crisscrossed
city streets. These overhead wires were genuinely dangerous, and they were
everywhere. Edison realized, as he once put it, that “If we ever kill a
customer, it would be a bad blow to the business.” And he saw both value
and urgency in helping the public to distinguish between safe (DC) and
unsafe (AC) electricity. He was also growing to dislike Mr. Westinghouse,
with whom he became involved in a series of patent disputes.

Sometimes a problem is an opportunity in disguise. Edison believed
that, if he could play on the public’s growing concern about electrical
safety in such a way that people made a distinction between the two gener-
ating systems, he could drive demand toward the DC system that he
largely controlled. The solution? An electric chair—a high profile, high-
tech solution to a contemporaneous controversy—operating on the most
effective form of electricity for killing a human being: alternating current.
Game on.

Elements of the campaign included the following. In 1888, the Death
Penalty Commission delivered its report to the legislature, along with a
draft bill providing for death by electrocution. Later in the year, that bill
became law. Along the way, Mr. Edison was asked by a reporter from the
New York World how death by electrocution might be accomplished.
Edison obliged by building and demonstrating (using a dog) an electric
chair. “The current,” Edison noted, “should come from an alternating
machine.” And when asked his opinion about what term should be applied
to death by electrocution, Edison turned the problem over to his lawyers,
one of whom proposed privately that an executed criminal should be said
to have been “westinghoused” or have been sent “to the westinghouse.”

Early in 1888, Edward Johnson, who headed the Edison Electric Light
Company, published an 84-page pamphlet—what today we would term a
white paper—titled A Warning, in which he set forth the technical and
business advantages of the Edison system, before moving on to highlight
the destructive power of AC systems with their accompanying high volt-
ages. This document was organized around five so-called “cautions” and 21
appendices. Of the latter, Appendix J cited press accounts of deaths and
injuries attributed to electrical shock, while Appendix K focused on tech-
nical aspects of the threat posed by “High Electrical Pressure.” Per the
document: “It is a matter of fact that any system employing high pressure
.. . jeopardizes life . . . Any interruption of the flow of the current [i.e., by
touching a wire} adds to its destructive property, whilst its complete
reversal, as in the Alternating (Westinghouse) system increases this
destructiveness enormously” (quoted in Klein, 2008: 262).

Also in 1888, Edison Electric hired a surrogate, one Harold Brown, who
set about killing all manner of animals, from dogs to horses, using
Westinghouse electrical generators, and publicizing his “experiments.”
Both Brown and Edison long denied that the former was an agent of the
latter. Mr. Brown also became a regular contributor to the newspapers and
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journals of the day, where he advocated for the superior safety of DC
systems. He wrote in the New York Evening Post, in a letter dated May 24
but published June 5, 1889, that “The only excuse for the use of the fatal
‘alternating’ current is that it saves the company operating it from spending
a larger sum of money for the heavier copper wires, which are required by
the safe [DC} systems. That is, the public must submit to constant danger
[from sudden death in order that a corporation may pay a /ittle larger dividend”
(quoted in Klein: 263—-264). Brown then attended a meeting of the New
York Board of Electrical Control to insist that his letter be read into the
record. That same year, both Edison and Brown, who was identified as a
“New York State Expert on Electrical Execution,” published articles in the
North American Review pointing out the dangers of alternating current.
Later in 1889, Mr. Edison attacked his opponent’s character, most notably
in telling the New York Herald, “Westinghouse used to be a pretty solid
fellow, but he has lately taken to shystering.”

That same year, after three New York City workers lost their lives by
electrocution in separate accidents involving overhead high-voltage wires
owned, through subsidiaries, by Westinghouse, Edison noted dryly to a
reporter, “They say I am prejudiced, but if I had anything to say I would
abolish the alternating current.” To another, he posed a simple question:
“Have they killed anyone there today?” In February 1890, Mr. Edison testi-
fied before a committee of the Virginia State Senate that was considering a
bill to limit AC transmission to not more than 200 volts, which, as we have
seen, would make it far less competitive. The bill died in committee. And
later in the year, when Ohio considered legislation imposing similar restric-
tions, rather than testify, Edison dispatched a team with an AC generator
to Columbus, where they conducted a demonstration of the dangers of AC
by electrocuting a calf and a horse.

Through all of this, Mr. Westinghouse declined to acknowledge the
dangers of high-voltage AC, and when, after a particularly egregious elec-
trocution death, the Mayor of New York convened the city’s Board of
Electrical Control and ordered the removal of unsafe wires, Westinghouse
obtained a court injunction preventing the city from touching the wires of
his companies. Advantage Edison.

Of course, in the end, that advantage was lost. Not only was alternating
current more economical to distribute than direct current, but it also
proved to be far more flexible in its applications. That, and the economic
exigencies of the day, led to a series of reorganizations and mergers through
which, in 1892, Mr. Edison’s interests came to be known by the name they
bear today—General Electric—and began to engage in a serious competi-
tion with Westinghouse . .. to provide alternating-current and related
technologies.

Though he did not likely see his efforts as any sort of formal campaign,
Edison’s actions through this period were, in fact, prototypical of that
latter-day phenomenon in many respects. He had a clear objective—to
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repel the challenge to his budding electrical empire posed by alternating
current. He had a defined enemy—Westinghouse—whom he sought to
demonize. He had a strategy—Ilinking alternating current in the public
mind with death and danger. He identified an opportunity in the contro-
versy over implementation of the death penalty, defined the moral high
ground of maximally humane execution, and reified this in the form of the
electric chair. He did this, incidentally, despite his own objections to
capital punishment, and in the face of evidence that death by electrocution
was not all that humane. He remained focused on his message—alternating
current kills—and considered, though he ultimately rejected, creating
terms of art that explicitly linked death by electricity with his opponent.
He employed surrogates to provide seemingly neutral and independent
confirmation of his arguments. He supported legislative actions that
advanced his cause, and did his best to generate public interest and support
for them. He was opportunistic when events occurred that could be turned
to advantage. He was an active publicist for his cause, he was adept at
working the media, which he did systematically, and he knew how to
leverage his personal fame and standing to lend credence to his arguments.
A century and a quarter later, that playbook, though greatly augmented
and refined, retains a familiar look and feel.

Sweatshop Days and Philip Knight, 1987 (okay, 1989)
to the present’

Our third example represents an extension and an amalgam of the first two
in that it was designed around a public-regarding objective—the abolition
of sweatshop working conditions around the world—and gave rise to a social
movement targeting this evil, but at the same time was intended to advance
a much narrower set of interests, those of organized labor in the United
States. A full appreciation of the campaign requires a bit of background.
The labor movement in the United States reached its greatest market
share of the American workforce, and hence its peak of influence, in 1954,
following which, for a variety of reasons that lie outside of our discussion
here, it began upon more than a half-century of nearly unbroken decline. By
the midpoint of this reversal, around the mid- to late-1970s, some of the
movement’s more insightful leaders began casting about for an organizing
methodology by which they might reverse the trend. As it happened, just
such a methodology was at hand. It derived from an approach called “power
structure analysis” that was being developed around that same time by a
number of activists on the political left, among them several alumni of a
1960s student organization, the Students for a Democratic Society (SDS).
Power structure analysis plays a central role in IIC strategy today, and we
will have a great deal more to say about it later in this volume. For the
present, let me summarize the core concept thus: The way to force a change
in the behavior of an opponent is to find ways to leverage against that
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opponent the interests of its own friends and allies, so that they become, in
effect, the agents of the campaign. Labor unions began to experiment with
this approach in a prototypical campaign against a clothing manufacturer,
Farah Manufacturing, in 1972, and it soon evolved into a common instru-
ment in labor’s toolkit known as the “corporate campaign.” By 1989 there
had been perhaps two dozen such efforts.

One of the reasons that American unions were in decline had to do with
the off-shoring of jobs. These were the early days of the phenomenon we
now term globalization, and there was a race, driven by competition with
Japanese companies, to maintain market share in the manufacture of price-
sensitive goods like shoes and clothing by transferring production to those
countries with the lowest labor costs. The U.S. balance of trade with coun-
tries such as South Korea and Indonesia was hemorrhaging, and for compa-
nies on the losing end, the choice was simple: control this flow of goods, or
be displaced by it. They chose the former, and began moving their produc-
tion to these new East Asian markets and, as a consequence, reducing their
workforces in the U.S. This was a large-scale trend, and one that developed
fairly quickly, but even within the overall trend, still more change was
underway. By 1990, much of the low-cost production had come to rest in
a single country, Indonesia, where the government went out of its way to
attract foreign investment.

Riding this trend-within-a-trend, three shoe companies—Nike, Reebok,
and Adidas—began shifting their manufacturing capacity to Indonesia. By
the spring of 1990, Nike and Reebok were each ordering approximately
400,000 pairs of shoes each month from contractors based in that country.
For Nike, the result was dramatic. Through the 1980s, the company had
struggled to hold its own. But from 1989 forward, its profits soared. It
came to dominate the market for athletic shoes, and it attracted a great deal
of attention on Wall Street, where Nike stock became a favorite. But it also
attracted unwanted attention in another quarter.

Jeff Ballinger was a young labor lawyer who had played a minor role in
the Farah campaign before doing a stint as a labor educator and organizer
in Turkey. In 1989, Ballinger was dispatched by the AFL-CIO to Jakarta
to see what might be done about Nike and other companies that were, in
the eyes of the labor federation, profiting at the expense of its membership.
Ballinger focused on what he saw as the abuse of Indonesian workers, who
tended to be young and mostly female. He worked through local social and
religious groups to meet with them secretly and to collect anecdotes, which
he then packaged, together with observations by religious and human
rights NGOs, into a series of reports on working conditions in Indonesia.
He distributed these reports to labor organizations, the media, Nike, and
many of the athletes who endorsed its products. In 1993 Ballinger returned
to the United States, where he founded a one-man organization, Press for
Change, to carry forward his efforts. He did, however, return to Indonesia
briefly that year, accompanied by a crew from CBS News that interviewed
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a number of Nike’s contract workers and, in the ensuing report, gave both
visibility and legitimacy to Ballinger’s allegations. At that same point in
time, a number of other organizations sprang forth or redirected their
efforts to pressure Nike, which became for a time a pariah, or in the term
often used in the corporate campaign, a corporate outlaw. In May 1998,
Nike CEO Phil Knight, in a speech at the National Press Club in
Washington, went so far as to apologize for his company’s practices and to
agree to a principal demand of his critics, that Nike accede to third-party
review of its Indonesian producers.

In fact, however, there was a level at which Nike’s labor practices in
Indonesia were never really the issue. Just ten days after Knight's mea
culpa, AFL-CIO President John Sweeney dismissed the company’s conces-
sions as “meaningless,” and labor resumed its attack. Nike, it seems, was
useful primarily as an iconic target around which could be consolidated
symbolically a much more general, and a much higher-level, campaign
effort, and the cost of letting the company off the hook was too high.

Recall that Nike came to labor’s attention initially not on its own
“merits,” but as a prominent example of a fundamental and threatening
trend, the off-shoring of unionized American manufacturing jobs to the
detriment of the labor movement. Another factor contributing to labor’s
loss of influence was its loss of popular support. Again, the reasons for this
lie beyond our scope here. But by the 1980s, and most especially among
younger age cohorts, the movement was losing its legitimacy. That’s where
the Nike campaign and all that followed it came in.

In the early years of the last century, organized labor was generally held
in low esteem, and labor leaders were widely seen as hoodlums, anarchists,
or worse. Though the term would never have occurred to anyone at the
time, an image makeover was in order. One of the events that contributed
to that makeover, albeit a tragic one, was a deadly 1911 fire in a New York
City clothing sweatshop, the Triangle Shirtwaist Factory. The fire, the
photos of the burned bodies of women and girls who had worked at the
factory and been trapped inside, and the appalling working conditions that
contributed to the toll seared into the public consciousness a set of images
that surely impacted greatly on the mainstreaming of the labor movement
under the New Deal two decades hence. They also provided the movement
itself with a visualization of its soul, the fight against sweatshops.

But with social and political acceptance, with the recognition of its
collective bargaining rights, and with genuine gains in wages, hours, and
working conditions, labor rapidly evolved away from its social-movement
roots and toward its future as an economic powerhouse. It then went on to
demonstrate its power through the strike and at the ballot box. At its peak,
labor was a major player in both arenas—economic and political—and had
to be accorded due respect. That’s when things began to fall apart. Fast
forward to 1989, and we can see that the campaign against Nike was in
many ways a surrogate for a broader, and relatively explicit, effort to
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reclaim the soul of organized labor as a social movement, and to restore its
public standing. Nike was useful in that regard, not only because it was the
Wall Street darling de jour, but because its primary clientele—high school
and college students—was exactly the target market for the unions’ effort
to rebuild a basic social constituency, by generation, from the ground up.
Nike, then, became the index case for a new and much more extensive
movement-building campaign that echoed in both theme and intent the
efforts of the Society to Effect the Abolition of the Slave Trade. The goal
was nothing less than restoration of the labor movement; the means was
through a morally irrefutable and broadly attractive movement to bring an
end to sweatshops.

That campaign today continues to expand in breadth and depth, across
boundaries, across industries, and even across divergent working condi-
tions, and even a dedicated volume might not do it justice. Instead, and in
keeping with the purpose at hand, let us simply list some of its salient
elements. They would include:

o Enemy construction. Mr. Knight and his company are but one example,
and in many ways it is industrialism itself that is demonized in this
campaign as a system that encourages the egregious exploitation of
workers.

o Selective targeting. There is reason to believe, as an example, that all
three companies operating in Indonesia at the time of Mr. Ballinger’s
visit (and since) had very similar production practices. Adidas,
however, did not export from Indonesia to the United States, and was
thus neither a threat to American labor nor an easy target, and Reebok
was less prominent and, initially, took a more cooperative position
with respect to the demands that were being made. So Nike was “It.”

o Demographic market segmentation. The new-generation-centered appeal
of the anti-sweatshop campaign, focused on college and HS students,
has been accompanied by other, more instrumental initiatives such as
internship and training programs designed for the same groups.

o Unassailable moral high-ground framing. The sweatshop thematic has not
only deep and reverential historic resonance in the labor movement,
but it has a natural appeal, especially to the target demographic.

o Graphic imagery. Think Josiah Wedgewood on steroids. The contempo-
rary emphasis on institutional icons, logos, talking points and slogan-
eering, and drive-by, image-intensive media coverage, combined with
the newly available (in historic terms) design capabilities of graphics
software and the easy access for producers and consumers of such images
alike to Internet-based distribution systems, have all developed largely
during the same period as that in which the anti-sweatshop movement
has matured. Every one of these new capabilities has been fully exploited,
if only because the target cohort of the campaign is the very same cohort
that has generated these technological innovations.
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Targeting of influential stakeholders. Because it is directed primarily at
university students, and because the universities they attend are both
prominent direct customers of Nike and other targeted manufacturers
and, through their selection of logo-wear, aggregators of student
demand, the anti-sweatshop campaign has generated pressure on
universities themselves, as key corporate stakeholders, to disassociate
themselves from producers whom labor deems to condone sweatshops.
Two facts, that university endowment funds may also be invested
in the stock of such companies, and that universities themselves
tend to be open communities with large and influential pro-labor
internal constituencies, provide additional inducements to focus the
campaign here.

Ease of action to generate identity with campaign. While the anti-
sweatshop campaign welcomes and encourages student activism, its
real objective is to generate identity with the labor movement. The
campaign is positioned to accomplish this with ease, because all it
takes to participate, and hence to identify with the cause and feel that
one is a contributor, is to forgo purchasing a particular piece of logo
wear from a particular manufacturer.

Grassroots organizing. At the same time, organizing is essential in so
long-lasting a campaign, and it is extensively present in this one.
United Students Against Sweatshops, a nationwide organization with
regional and campus chapters, is one case in point, but there are many
others.

Coalition and alliance formation. Even as it draws in its targeted demo-
graphic on university (and high school) campuses, the morality play
that unfolds through the anti-sweatshop campaign has a natural appeal
to others as well. Most notable among these are the clergy and other
faith-based activists, particularly toward the left and center of the
political spectrum, and such persons and groups have lent their own
moral authority to the campaign in many ways. Similarly, the imagery
of sweatshop labor appeals to consumers and organizations that repre-
sent them, though it is also the case that many of the latter have their
own ties to the labor movement and can thus be seen primarily as
advancing the interests of an ally.

Consumer boycotts and demonstrations. As an extension of these alliances,
the campaign has included demonstrations and some explicit boycott
efforts, as, for example, at factory-owned Nike stores.

Media/news management. In the tradition of Mr. Edison, this is a mainstay
of all contemporary campaigns. Recall that the initial public impetus for
the pressure on Nike came from media coverage of Mr. Ballinger’s
reports from Indonesia and from CBS’s Indonesian tour.

Massive web activism. As noted, the anti-sweatshop campaign has devel-
oped in tandem with the advent of Internet activism. If one had looked
for campaign-related websites in the earliest days of the World Wide
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Web circa 1995, as the author did, one would have found a mere
handful—literally less than ten. The same search via Google in 2009
produced 745,000 hits. A refined search using the term “stop sweat-
shops” reduced the total to 574,000 hits.

o Pressure for industry self-regulation. There is an extensive story to be
told about the role of demands for standards of conduct in the anti-
sweatshop campaign. Here let me simply note that the manufacturers
of shoes and clothing came under great political pressure to establish
a code of conduct, which they did in consultation with labor and
other activists. Immediately thereupon, the unions and other critics
disavowed the code and established a rival standard-setting organiza-
tion, with which they have since pressured universities to affiliate. The
contest between these two rival organizations has emerged as one of
the key institutional dimensions of the campaign.

o Political engagement. Opposition to sweatshops is a political lodestone,
drawing politicians to the cause like so many metal filings. In addition
to congressional hearings on the issue, at least one U.S. President,
Bill Clinton, has personally intervened to pressure manufacturers.
Various state and local legislative bodies have also become engaged,
generally in the form of disinvestment initiatives or the prohibition of
governmental procurement from offending companies.

o Continuity of action over decades. As we have seen, the anti-sweatshop
campaign, and the parallel effort to revitalize the labor movement,
took root in the 1980s. Today, it is almost a part of the U.S., and
global, political culture.

o Generalization to other industries. The campaign, or at least the core
theme, has not been limited to the industries that are generally thought
to employ sweatshops. It has been common in recent years, for example,
to encounter references to “high-tech sweatshops” in which, the verbal
imagery suggests, highly educated software writers cluster together in
dimly lit rooms to write code. There may be limits to how well this
metaphor travels across industry boundaries, but it is, nonetheless, a
powerful one that garners attention and communicates succinctly an
essential point.

Everything Old Is New Again

By now it should be clear that the focus of this book, the information and
influence campaign, has been with us in one form or another for at least a
couple of centuries. In that sense, it is old news. And yet, there is some-
thing different about today’s campaigns. For while all of that social move-
ment organizing and self-interest pursuing was going on in the real world,
there was great ferment in the halls of academe. During this same period,
and most especially over the last century or so, a revolution has occurred in
the ways that scholars study and understand human behavior. The social
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sciences—social psychology, sociology, political science, economics, mass
communication, geography, and the rest—are the product of that revolu-
tion. For more than a century now, social scientists have been asking, in
ever more sophisticated ways and with ever more empowering methods,
questions about how individuals process information and make choices,
about how organizations and governments function, about how individuals
and organizations interact with technology, and about a host of other
topics. And they have been finding answers—not always good or enduring
ones, not always insightful ones, but answers nonetheless. Today, the mass
of questions and answers in some fields is nearly 100 years deep, in others
less so. But in sum, we know a great deal more about the behavior
of humans and their social creations than we ever have before, and that
knowledge base is growing daily.

More and more, the fruits of that knowledge have found their way into
the development and implementation of campaign strategy. They repre-
sent, after all, the most advanced state of human knowledge regarding
things of great strategic importance to any campaign—information and its
effects, attitudes and their dynamics, institutional actors and their motiva-
tions, and the like. The campaign that does 7ot do its best to incorporate
this new knowledge into its strategy and tactics is consigning itself to
disadvantage. All of the incentives clearly cut the other way.

It follows that the bridge between theory and practice in information and
influence campaigns is of necessity much traveled. And yet, it is not well
marked. The literature of campaigns tends to be anecdotal and a-conceptual,
while the literature of social scientific inquiry tends to be unconcerned with
real-world applications and implications of the discoveries reported there.
Neither trend is surprising or unnatural; taken together they explain why
the translation and exploitation of the knowledge base in campaigns is
incomplete, inconsistent, and unequally distributed. It is my purpose in this
book to mark the bridge—to identify the areas of social scientific inquiry of
greatest relevance to those engaged in information and influence campaigns,
and to suggest some of the ways this knowledge can be applied. We will
turn to that task in the next chapter.



2 Information and Influence
Campaigns

Nothing just happens in politics. If something happens, you can be sure it
was planned that way.
Franklin D. Roosevelt

The United States is par excellence a country where public opinion plays
an important role, inspiring, orienting, and controlling the policy of the
nation. Nothing can be achieved or endure without it, and its veto is final.
It is characterized by the fact that it is both more spontaneous than
anywhere else in the world and also more easily directed by efficient propa-
ganda technique than in any other country.

André Siegfried

One approach to mass media is to look not for reality, but for purposes
which underlie the strategies of creating one reality instead of another.
Harvey Molotch and Marilyn Lester (1974: 111)

It is true that people win politically because they have induced other
people to join them in alliances and coalitions. But the winners induce by
more than rhetorical attraction. Typically they win because they have set
up the situation in such a way that other people will want to join them—
or will feel forced by circumstances to join them—even without any
persuasion at all.

William H. Riker (1986: ix)

An information and influence campaign is a systematic, sequential and multi-
faceted effort by one actor to inform, or to influence the perceptions, prefer-
ences or actions of, some other actor or actors. By definition, then, campaigns
are, at their hearts, complex, longitudinal acts of communication—exchanges
of information designed to accomplish a specific objective. As we shall see,
they can involve many other forms of exchange as well.

Each of these elements is central to the nature of a campaign, and critical
to its potential success. To begin with, information and influence campaigns
are not, and cannot succeed as, collections of random acts of communica-
tion. Absent thoughtful selection, guidance and control of their form and
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content, their channels and messages, any such collection will necessarily be
inefficient, and occasionally, if not generally, self-contradictory. Messages
will reach unintended audiences for which they are potentially counter-
productive, even as they fail to reach intended audiences or, when they do
so, may have minimal or contrary effect. Absent organization and logic,
such bundles of information would seem to have as much potential to
undermine the achievement of any given objective as to advance it.

Second, the need for a campaign in the first place would seem to suggest
a stipulation on the part of the campaigner, whom we will hereafter term
the protagonist, either that a given target requires some encouragement to
adopt a change, or that the target requires reinforcement to prevent it from
doing so in the face of contrary pressures that may arise from changing
circumstances of the target, changes in the social, political or economic
environment, or competing campaigns waged by the protagonist’s own
adversaries. Given that change is a longitudinal phenomenon—it can only
be understood by a comparison of preferences or behaviors or the like
across multiple time points—campaigns must comprise progressions of
messages, message effects and observed changes in the target. They are,
then, inherently sequential. It is the case that, on rare occasions, singular
events can alter the psychological states or behaviors of individuals,
organizations, or even governments. But it does not follow that singular,
purposeful bursts of information per se, which is to say an intensive
single-time-point communication campaign, can have the same effect.

Third, campaigns typically incorporate messaging schemes that are
layered and subdivided, employing variations in timing, distribution
channels, near- and long-term objectives, and other characteristics that
render them complex rather than simple affairs. The more sophisticated
the campaign, the more it employs the differentiation of messages, the
segmentation of audiences and other techniques, the result of which is that
the campaign may take on a very different appearance depending upon the
social location and perspective of the observer. Different observers, or
targets, will quite literally experience the campaign differently. And yet all
of these partial views of the campaign will—should—Dbe woven together
through common and overlapping elements so that, even as an observer
may encounter elements of the effort with which he or she may not be
directly familiar, these will nevertheless demonstrate a sufficiency of
continuity and touch points to lend them an air of familiarity.

When most people think about campaigns in politics, they focus on elec-
toral campaigns—those designed to influence the selection of candidates
for public office. That is quite natural, if for no other reason than the fact that
these electoral campaigns are regular, frequent, and designed to be noticed.
Visibility is an essential component of electoral campaign strategy. In
addition, electoral campaigns are primarily directed at the public, or at least
at the voting public, in an effort to influence votes on election day. Electoral
campaigns are accepted as legitimate. Electoral campaigns focus on a specific,
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publicly regarded behavior that must be undertaken on a date certain, after
which the campaign ends. Electoral campaigns are more or less transparent—
we know who is running them, who is funding them, who is supporting
them, how much money has been spent, and often how it has been spent.
But not all campaigns seek visibility, and some pointedly eschew it. Not all
campaigns target the general public. Not all campaigns, were they to become
known, would be generally regarded as appropriate. Not all campaigns
have clear and specified end dates, and some continue for a very long time.
And not all campaigns are transparent in any of the regards just listed. In fact,
there are many other kinds of campaigns, with diverse objectives, tactics and
strategies, that have the potential to determine political outcomes or to influ-
ence the political life of a community, a nation, or the international system.
They include, among others, public information and educational campaigns,
image and product advertising campaigns, social marketing campaigns,
public policy and lobbying campaigns, union organizing campaigns, reputa-
tion management campaigns, public diplomacy campaigns, propaganda
campaigns, nation- or movement-building campaigns, insurgencies, and
psychological or information warfare campaigns. In this book, we employ the
term “information and influence campaigns”—and the shorthand acronym
“IIC"—to reference a// of these variants.

From Information to Influence

Though information and influence campaigns are, by definition, hybrid
phenomena, Figure 2.1 suggests that the term IIC actually masks a
continuum of differentiation between campaigns that are primarily

Information- Influence-
centered centered
campaigns ( campaigns
Information driven Relationship driven
Persuasion by Dynamics of Dynamics of Persuasion by
argumentation attitude change networks pressure

Define Exploit
interests interests

Figure 2.1 From Information to Influence: The IIC Continuum.
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informational in content and objective, and those that focus mainly on
exercising influence. The differences relate to the style of the campaign—
whether it is centered primarily in managing information or managing
relationships—the mechanisms of the campaign—which can range from
the power of one’s arguments to the power of one’s alliances—and to the
relationship of the campaign to the interests of the actor or actors whom it
targets. Information-centered campaigns are often designed to define these
interests, while influence-centered campaigns are often designed to exploit
those that already exist. This is an argument to which we will return later
in this chapter, and at length over the course of this book.

As Figure 2.1 suggests, part of our purpose here will be to examine the
nature and extent of strategy-driven variations across different classes of
campaigns and to extract their common elements. And as we will see, these
campaigns do vary quite widely with respect to their scope and duration,
their targets, their objectives or desired outcomes, their tactics, and their
visibility, to name but a few key factors. Some will be directed at the general
public or at major segments thereof, others at economic or political elites.
Some will seek broad policy change, others narrow behavior change. Some
will be highly aggressive and confrontational, others less so. And so forth.

Though we will draw on all of the aforementioned campaign types and
still others in this book, we will focus on none of them. Rather, our
empbhasis here will be on a central underlying component that is common
to every campaign, regardless of scope, focus, style or objective. That
commonality is the development and application of a campaign strategy—
an underlying idea of bow to bring about the desired outcome of the
campaign, whatever that may be. It is through the medium of strategy that
we will bring together the diversity of campaign decisions, actions, appli-
cations, and outcomes into a single, more or less unified argument about
the campaign phenomenon per se.

In general, a campaign strategy is an overarching directional framework
for action, a concept or idea that integrates the many diverse parts of the
campaign into a more or less unified whole. It is the ideational tapestry
that weaves together, and makes sense of, the tactics through which the
campaign is implemented. At its most effective, this strategy will be
knowledge-based and responsive to changes in both the social environment
of the campaign and the cognitive frames by which it is processed by those
it touches. A smart strategy, then, will be one that is enlightened and
unified by governing theories about such matters as the then-current
psychological states (perceptions, preferences, identifications, etc.) and
behavioral propensities of the target audiences and of any likely effects of
the campaign itself on them, one that monitors and recognizes changes in
the target(s) and in any other salient actors (such as opponents or counter-
campaigners), one that routinely senses and adjusts to changes in the
external campaign environment, and one that demonstrates dexterity in
identifying and using the available toolkit of campaign techniques and
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channels. Let us postpone for the moment a discussion of underlying
theories, and focus our attention on the remainder of these elements.

Elements of the Campaign

A campaign is generally built around a purposeful bringing together of
three elements—the protagonist or its interests; the perceptions, wants
and needs of the target; and the perceptions, wants and needs of any inter-
mediaries whose participation is required to channel the campaign from
the protagonist to the target. The first of these will drive the campaign,
rather like an engine; the second will steer the campaign to its objective;
the third will fuel the campaign at essential points along the way.

The protagonist will engage in campaign activity by positioning, or
repositioning, itself either as aligned with the interests of the target or of
sufficient import to justify some moderation of those interests by the target.
That is to say, the protagonist will use campaign communication to
demonstrate either its direct affinity with and support for the target, or its
ability to impose some sort of costs or disadvantages on the target. The
campaign for cessation of smoking will position the protagonist as an ally
of the smoker determined to preserve his/her health. The campaign to
impose environmental reforms on a polluting industry will position the
protagonist as able to impose political or regulatory costs on the industry
that would far exceed the price of voluntary compliance.

In general, portrayal of the protagonist in a campaign will comprise two
sets of elements, which we can think of as substance and style. Substantive
elements would include such items as the protagonist’s personal or organi-
zational traits—such things as trustworthiness, candor, representativeness,
continuity, reach, power and influence—any relevant expertise or experi-
ence, issue or policy preferences, objectives, and an indication of the
constituencies the protagonist purports to serve. It often incorporates some
reference to the protagonist’s allies, or those other actors who can be
expected to rally to its side, as well as its enemies, who can be expected to
rise in opposition. This could be done through the expedient of appropriate
naming, for example, of the group or coalition of groups that is waging the
campaign—think of the many entities that position themselves on the
abortion controversy with reference to the words “life” and “choice”—or
more subtly, as through the listing of one’s allies or coalition members on
a website or in a brochure or news release. And of course, where strategy
dictates, such pro—con alliances can also be masked in ambiguity. Finally,
and perhaps most importantly, the portrayal of the protagonist must incor-
porate some indication of the status or degree of its legitimacy and the
sources from which that legitimacy derives.

Legitimacy is the acceptance on the part of a given audience that a partic-
ular actor—in our context this could be a protagonist, an intermediary, or a
target—is generally seen to be acting properly toward pro-social objectives
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within an established set of values, norms, and expectations. Writing for an
audience of business scholars, sociologist Mark Suchman (1995) suggested
that legitimacy might be pragmatic in origin, arising from the self-interest
of key stakeholders; moral, reflecting a normative acceptance of the actor and
its behaviors; or cognitive, or, in effect, simply taken for granted. Within this
framework, he proposed a variety of strategic mechanisms for gaining and
maintaining legitimacy, and for restoring it when lost or damaged. With
respect to gaining legitimacy, for example, he noted, “Legitimacy-building
strategies fall into three clusters: (a) efforts to conform to the dictates of pre-
existing audiences within the organization’s current environment, (b) efforts
to select among multiple environments in pursuit of an audience that
will support current practices, and (c) efforts to manipulate environmental
structure by creating new audiences and new legitimating beliefs” (587).

Stylistic elements of the portrayal of the protagonist in the campaign
include such things as its appearance and mannerisms, its real or apparent
accessibility or transparency, the issues and other actors with which it is
associated (including linkages to other situations or campaigns where it
has been visible to the target or to third parties that are expected to play
roles in a given campaign), and even its communication skills. Most impor-
tant here is the lexicon employed by the protagonist—the verbal language
and nonverbal imagery by which it chooses to communicate. This has an
effect on the perceptions that come to be associated with the protagonist,
but it also has the far more fundamental potential literally to define just
what is at stake in the campaign.

Though it is tempting to assume that substance trumps style, that is not
necessarily the case, and it may actually be the exception. Take, for example,
the selection of language. What one calls a thing matters greatly. Is an act
of violence in the Middle East one of terror, or one of liberation? Is a legis-
lative initiative that pumps money into the financial services industry a
bailout of Wall Street banks, or a rescue of Main Street businesses? Is a
popular, freely elected leader who maintains power by changing his nation’s
constitution to extend his term indefinitely a populist democrat, or an
antidemocratic autocrat? The fate of nations turns on such matters of defi-
nition. But those definitions are seldom naturally occurring phenomena.
They are grounded in existing cultural and social perspectives that may
themselves be differentially distributed, but they are energized and
rendered significant through systematic efforts to mobilize, shape, direct,
and generally control the projection of those existing perspectives into
contemporary disputes. Common understandings of many actors, events,
and circumstances—the building blocks of definitions—exist in potenti-
ality; it is campaigns that may cause them to resonate in reality. And they
affect the full array of intermediaries and targets, from public opinion and
the media to political leaders and governments.

In the context of campaigns, the interplay of substance and style is
perhaps at its zenith when the lexicon that defines the issues and actors in
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the campaign—that literally shapes the common understanding of what
the campaign is about—simultaneously defines, acknowledges or reifies the
legitimacy of the campaign protagonist. Think of the campaign as a compli-
cated and protracted morality play in which one side represents good, the
other evil. Many campaigns play out in just this way. Now, consider the
value of being the protagonist who gets to determine from the outset just
what it is that constitutes good, and what constitutes evil. Chances are,
those definitions would establish the moral superiority of the protagonist
and, quite possibly, the moral inferiority of the target. Healthcare profes-
sionals good; smoking bad. Public interest good; corporations bad. Freedom
fighters good; terrorists bad. Freedom fighters good; extant regime bad.
Preferred position constitutional; opposing position unconstitutional. Add
to that some other stylistic elements, such as associations between the
key players and other social actors of high or low esteem—religious
institutions, first responders, or the middle class versus greedy executives,
corrupt politicians, or child pornographers—and one begins to see how
substance and style interact in establishing the strength of the protagonist’s
positioning.

Box 2.1 Redefining the Target to Advance the Campaign

In their 2003 book, Insurrection, Global Exchange corporate account-
ability activists Kevin Danaher and Jason Mark pointed to a vulnera-
bility of the corporation as an institution. They wrote:

The idea that the corporation has rights apart from what is granted
by the state has led to a series of judicial rulings giving corporations
many of the same protections as flesh-and-blood persons. Courts
have ruled that corporations enjoy freedom of speech rights as well
as due process protections and freedom from unreasonable search
and seizure. But there is virtually no popular support for the notion
that corporations are the same as people. The idea violates
common sense: Ask anyone on the street if they think a corporation
is a person, and most people will say “no”.

(Danaher and Mark, 2003: 299)

They proposed that accountability activists leverage this discontinuity to
redefine the boundaries of proper corporate behavior. The idea
was to argue the absurdity of corporate personhood, using that argu-
ment to justify campaigns focused on rewriting the laws under which
corporations are chartered and those that define the fiduciary responsi-
bility of corporate executives, thereby converting these powerful centers
of private interests into servants of the public interest.
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The perceptions, wants and needs of the target can be of several different
types—psychological, cultural, sociological, economic, political, ideolog-
ical or programmatic among them. Psychological attributes of potential
significance to a protagonist might include the target’s worldview or
perceptions of the issues that are in play; its relevant preferences and beliefs
(and, if the target is an individual or an assemblage of individuals, its atti-
tudes); its emotional state or tendencies, or in the case of an organization or
a government, its inclination toward rational or irrational action; and its
identities or associations. Cultural attributes might include its identifica-
tion with a particular nation or region, an ethnic group or cluster, or
perhaps a linguistic or other bloc. Sociological identifications, such as with
a particular social class, group or community, can similarly be brought into
play, or, in different circumstances, can restrict the range of play. Political
considerations might include partisanship, either on the part of the target
itself or as a factor in the campaign environment, but more generally would
include the system dynamics and/or the existing body of public policies
that serve either to advantage or to disadvantage the target—especially
vis-a-vis the protagonist. Closely related to those, of course, would be any
ideological or programmatic preferences or commitments associated with
the target.

Some of these target attributes are visible to all or some of the partici-
pants in the campaign. The target will be, in some measure, self-aware,
and will know and understand certain things about itself. And through
experience or simple observation, the protagonist will also be aware of
these attributes. We can think of these visible traits as the manifest attri-
butes of the target. At the same time, a given target—whether an indi-
vidual, group, organization, institution or government—may have certain
attributes of which it is largely unaware, or which it has not associated
with the setting in which the campaign occurs. For its part, the antagonist
may also be unaware of these attributes, though it may also uncover some
or all of them through research. We can think of these less apparent traits
as the Jatent attributes of the target. There are some potential differences
between the role played by manifest and latent attributes in a campaign.
For example, making a particular attribute manifest as a way of locking
in the target’s preferences, as, for example, in applying a strategy of social
or psychological inoculation (to be discussed in Chapter 8), can be an effec-
tive campaign tactic. But by and large, the two sets of attributes tend to
occupy the same dimensions, and may, more often than not, be parallel and
complementary.

That brings us to the perceptions, wants and needs of prospective
campaign intermediaries, or third parties. Here we risk getting ahead of
our argument, but it is worth characterizing briefly the most salient consid-
erations. In IICs, there tend to be six principal types of intermediaries, any
one or more of which may play a vital role. These include allies of the
protagonist, surrogates for the protagonist, grassroots supporters of the
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protagonist, allies or constituents of the target, journalists, and the media
organizations for which they work. Each of these prospective campaign
participants has an array of wants and needs that must be addressed in a
campaign that defines a role for them, and that can be used by the campaign
to recruit and motivate their participation.

Allies of the campaign protagonist are independent actors whose exis-
tence generally predates the initiation of the campaign, who maintain their
own agendas, which may overlap in greater or lesser degree with the agenda
of the protagonist, and who have, for reasons of their own, chosen to join
forces with the protagonist in some number of its past or present under-
takings, or who might be induced to do so. There are a great many potential
such inducements of a material nature—money or other resources, promises
of future support, access to important contacts or associates of the protago-
nist, and so forth—and each of these may meet a want or need of the ally in
question. But there are as well certain psychological inducements—a sense
of common purpose, a feeling of being valued—that can prove to be equally,
or even more, important.

Where natural and pre-existing allies of the protagonist do not exist or
cannot be recruited, it is commonplace for a campaign to create them in
the form of surrogates. A surrogate is a seemingly independent actor that
rallies to the support of the campaign, and that may, in some circum-
stances, play a central role in it, but that exists only at the initiative of the
protagonist, and may well cease to exist either during or at the conclusion
of the campaign when the need for it dissipates. The typical surrogate is a
shell organization with a high-sounding name and a presence that is
centered primarily in the media, online, or in some other virtual space. The
idea is to portray the surrogate as if it were a real ally. So in this instance,
while the protagonist must supply sufficient material supports (including
leadership and staffing) to allow the surrogate to function, it is the appear-
ance of common purpose and the appearance of being valued that are
essential to empowering such entities.

In campaigns that rely on public support or that assign some other role
to members of the general public, or an issue-public, demographic
grouping, or other subset thereof—and not all campaigns do so—the
wants and needs of that public must also be taken into account in the
development of campaign strategy. This set of requirements operates at
two distinct levels, recruiting popular support and, when it is in hand,
exploiting it to greatest effect. For a public to engage with and support a
given campaign, the protagonist must generate in that public some combi-
nation of the following: a sense of identification with the protagonist or its
cause, a sense that the public has been consulted, a sense of participation in
the campaign, and a sense of representation. Allies and surrogates can be
helpful in generating public identification with the campaign, either by
expanding its apparent support in the first instance, or by helping to define
or focus its objectives in the second. A sense of consultation can be achieved
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Box 2.2 Who’s on First? No, Who’s Really on First?

As the 2009-2010 debate over healthcare reform made clear—and it
may have been the only thing that debate made clear—it is not always
easy to tell just whose voice is being heard. Among the many coalitions
and surrogate groups that represented underlying interests: the Institute
for Liberty, which went from a one-man interest group with a $25,000
budget and a post office box in 2008 to a downtown Washington office
and a $1 million advocacy campaign in 2009 while declining to name its
donors; Health Care for America Now, a consortium of unions and other
groups with a $42 million budget; the Partnership to Improve Patient
Care (pharmaceuticals industry); American Council on Science and
Health (also an industry-friendly group); Center for Medicine in the
Public Interest, funded by a research institute that is, in turn, funded by
industry grants, and headed by the global healthcare chief at Porter
Novelli, a public relations firm whose clients include such major com-
panies as Pfizer and Wyeth; and the 60 Plus Association, which posi-
tions itself as an alternative to AARP, the powerful seniors’ lobby, but
has no members and declines to name its donors, though it says they
do not include drug or insurance companies (Eggen, 2010).

by establishing any visible mechanisms of public expression or feedback 7o
the campaign or the protagonist. Examples would be requests for advice,
opportunities and encouragement to comment (as, for example, in response
to blog entries or webpage content), or some applications of opinion
polling. The sense of participation can be generated through protests,
public demonstrations, attendance at rallies, or other events; through
grassroots lobbying activities; or through invitations to help shape the
campaign itself, as, for example, by developing one’s own blog or creating
and sharing campaign-related videos or other similar materials. Importantly,
the sense of participation can be reinforced by providing the opportunity
to contribute financially to the campaign, and thus, in a sense, to become a
part-owner. Finally, a sense of representation can be created through such
devices as campaign rhetoric that gives voice to values and preferences
held, or aspired to, by the public in question, by claiming and publicizing
the fact of popular support per se, or by campaign actions such as peti-
tioning or making demands in the name of a given public that are, in
context, inherently representational in character.

Even in campaigns in which the role of public support is essential, the fact
is that such support may or may not be forthcoming. Where it is present,
campaign strategy can incorporate mechanisms to exploit it. This might
include many of the motivational and representational activities described
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above, which can serve dual purposes—at once building support for the
campaign and converting that support into influence on the target. Where
real public support is lacking, however, but where the public is, or can be
portrayed by the target or others as an important actor, the strategy must turn
instead to creating the appearance that public support is present. A common
pattern here is for the campaign to play a proportionately greater role in
creating and generating expressions of public opinion, as, for example, in the
form of newspaper op-eds or letters to government officials, or in the genera-
tion and publication of highly selective opinion polls. These techniques, often
referred to as “Astroturf” campaigns—a name derived from the first artificial
playing surface in an indoor sports stadium, Houston’s Astrodome—amount
to the public opinion equivalent of creating a campaign surrogate.

Media in the Campaign

Leaving aside paid advertising, which may be extensive in many electoral
campaigns but is less common in other situations, to the extent that a
campaign relies on the mass media to legitimize its objective (or even the
protagonist itself), to carry its messages, to generate visibility, or for any
other purpose, it must, in effect, recruit and mobilize journalists to serve
this function. This is accomplished, not by soliciting the explicit support
of reporters and editors, although having such support is a decided advan-
tage to any campaign, but rather, by understanding and serving the cultural
needs and wants of journalists as a group, and by facilitating the fulfillment
of their professional obligations. In this, the strategist is able to take advan-
tage of an exceptionally broad and deep body of scholarship on journalistic
norms and behaviors, and on newsroom decision-making. We know for
example, that journalists are storytellers, and the effective campaign will
provide them with a good story to tell, complete with good guys (the
protagonist), bad guys (the target, which can be another actor or simply a
problem of some sort that needs solving), a socially beneficial objective, a
responsible and public-regarding plan of action, and a morally imperative
outcome. Such a story can be irresistible, even if it is woven nearly out of
whole cloth, and can be rendered even more so if it can be aligned with the
known values and predispositions of the journalists themselves. In addi-
tion, journalists pride themselves on their inherent skepticism and their
widely self-proclaimed independence, both of which they project as a basis
for deserving the respect of newsmakers, including the campaign protago-
nist or its agents, and the public alike. All of this provides the grounding
for a measure of moral certitude on the part of many journalists that can
border on hubris. Given this psycho-cultural posture, an effective campaign
strategy that relies in any degree on managing media portrayals will incor-
porate mechanisms for explicitly valuing these same traits on the part of the
journalists with which it deals even as it turns them to advantage in
shaping, placing and gaining credibility for its story.
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Box 2.3 The Strategist as Storyteller

Public relations specialist Michael Sitrick (1998: 42—43) pointed out that
reporters, editors, and news producers share a common belief that a
good story—in the full sense of the word—is what makes the news tick.
Journalists need that story, and campaign strategists need to provide it,
complete with dramatic personae, Sturm und Drang, a touch of novelty,
and a satisfactory resolution. “For the would-be spinmeister,” Sitrick
observed, “the implications of this are clear. To get your message
across, you must present it in the form of a story—that is, as a well-
turned tale, complete with clearly drawn heroes and villains, exciting
twists and turns, and all the other accoutrements of the storyteller’s art.
And the more taut and compelling your narrative, the better.”

Once the psychic needs of journalists have been met, there remain
their professional requirements. One of the most important of these is
access to key campaign decision-makers and events. In some situations,
campaign strategy will call for providing, and perhaps even maximizing,
such access. In others, it may be that restricting or prohibiting access
will better advance the cause. Which strategy to use may be determined
by factors we will explore later in this book. At a more mundane level,
journalists deal every day with the basic requirements of their jobs—
obtaining information, finding sources that will express on the record the
range of views or analyses they want to incorporate in a given news item,
and completing daily assignments in a timely manner. In reality, most
news is not so new. Rather, most news is predictable, schedulable, and
formulaic. As a result, and notwithstanding the occasional unexpected
newsworthy event, newsrooms operate in a highly routinized manner, and
the routines and rhythms in question are widely known and understood
both within and beyond the newsroom walls. The campaign that
effectively anticipates these routines and rhythms as it services the media,
and in the process facilitates the commission of journalism, will be
rewarded.

When we think of the media, we often think in terms of journalists,
news content, editorial content or the like, and to be sure, all of those are
part of mass mediated communication. But journalists work for, and news
is produced by, organizations that have their own issues and needs. Most of
these organizations, at least in the United States, are private commercial
enterprises, typically subsidiaries of corporations that may have news
production and distribution as their primary function, or that may include
a wide range of business lines of which the news business is but one. In
either event, the commercial incentives are such that news organizations
are revenue dependent for their well-being. That, in turn, means that they
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Box 2.4 Reducing Access to Information to Improve News
Coverage

Back in the 1970s, the country that today we know as Zimbabwe
was called Southern Rhodesia. Its white, Apartheid regime was
confronted by a violent insurgency and, in December 1976, signed on
with a US public relations firm to help manage its image in the US
media, and especially to de-link the regime with news of political
violence. Acting, presumably, on the advice of its consultants, the
government established an information office in Washington, conducted
a press tour of a village that had recently been attacked by the insur-
gents, told reporters of the kidnapping of black children by rebels based
in neighboring Botswana, drew attention to raids on Catholic missions
and to the establishment of protected villages for the black population,
and circulated a rumor that white women throughout the country were
contemplating suicide at the mere prospect of majority rule.

One of the government’s particular concerns was the extent of news
coverage of violence per se. At the time, the regime was in the habit of
issuing weekly bulletins listing the number of casualties by race, gender,
age and political affiliation, information that it controlled completely and
for which no other source was available. One might read that 17 white
women and children had died in a given week, along with 520 vicious
rebels. These reports actually generated about twice their weight in
news stories referencing the violence. Almost immediately after the
public relations contract was signed, the government ceased issuing
its casualty reports. The result? Straight news of violent events was
unaffected, but editorial commentary as well as that by international
figures pertaining to violence in the country was substantially
reduced within one month of the signing of the contract. By cutting off
access to the casualty figures, the government was able to improve
its news image (Albritton and Manheim, 1983; Manheim and
Albritton, 1987).

are dependent on generating and maintaining an audience whose subscrip-
tion fees directly support the organization and whose exposure to the
advertising content that accompanies the news does so indirectly and in far
larger proportion. Since the advertising content is seldom sufficiently
attractive in its own right to draw an audience, the organizational impera-
tives require that the news content be sufficiently appealing to do so. The
story selection, style of presentation, and personalities of those who present
the news can all be factors in generating that appeal, and, more to the
point, they must be so.
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This economic imperative is accompanied by a far more subtle, but no
less important, political one. The fact is, the news media—and let’s take
again here as a point of reference, albeit a momentary one, the United
States—occupy a highly privileged social position. They are granted access
to influential persons and institutions that are, effectively, off limits to
individual citizens. They are granted credence. They are granted monopoly,
or near monopoly, access to such valuable public resources as the broadcast
spectrum. They are granted protections in law—even in constitutional
law—that assure their rights of expression, and even their right to with-
hold information or the names of sources from duly constituted authorities
of the state. Like other corporations, their owners are granted limited
liability for their actions. And like other commercial enterprises, they are
subsidized through the creation of state or common carrier infrastructure
that they use in creating and distributing their products. In sum, the media
occupy a distinctly advantageous social location. It is reasonable to expect
that they would act in ways that defend it, not least of which is to assert
and maintain the myth structure that assigns sufficient value to the media
as to render this special treatment not merely tolerable, but socially essen-
tial. Small wonder, then, that any perceived threats to media legitimacy are
met with immediate and overwhelming responses.

Where the goal, or simply the positioning, of the campaign is likely
to accord with the imperatives of media organizations, strategy will focus
on maximizing the apparent connectedness of the two. That’s the “easy”
challenge. There are, however, protagonists who conduct campaigns for
purposes contrary to the self-interest of the media, or whose campaigns do
not excite, or may even directly antagonize, those interests. In these
circumstances, the campaign strategist may be called upon to overcome
institutionalized opposition from the media. A strategy of that type will
simply turn the privileged positions of these organizations around, seeking
to exploit public (or elite) jealousy over the privilege itself, or perhaps its
apparent abuse. Except in the most unusual circumstances, this is not a
strategy that a campaign would typically adopt at the outset. But where
the media have inserted themselves in ways the protagonist deems disad-
vantageous, or where they can be expected to do so, it may provide a means
of offsetting these negative influences.

Campaigning in Context

All these relationships, wants, needs, perceptions and actions, and the
attendant positioning of the players, take place in a setting that can also
impact significantly on any given campaign, and that cannot be taken for
granted. At the very least, the campaign setting is not necessarily, nor even
inherently, neutral. It can very easily favor one side or the other. Laws and
systems of laws, customs and systems of customs, cultural factors, social
patterns and expectations, and the tenor of the times are but a few of the
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factors that can facilitate or support certain actors or deeds, and impede or
raise the degree of difficulty for others. Importantly in this context,
campaigns can be greatly affected by what social scientists have termed
“focusing events”—events that occur, often independently of the campaign,
that become game changers. Examples might include scandals, interna-
tional crises, major economic changes, political realignments, policy fail-
ures or any of a host of occurrences that alter the status quo ante or the
perceptions thereof. Such events can create windows of opportunity that
can be exploited by a campaign that is sufficiently nimble to take advan-
tage of them, can generate momentum (or stop it cold), and can energize or
re-energize a campaign that is appropriately positioned to benefit. Think
corporate scandals and corporate reform, deaths from tainted foods and
regulatory reform, mass shootings and gun control. Some campaigns are
able to take advantage of these fleeting opportunities, others are not.

Campaigns Arise from Asymmetries of Power

Before going further, we would do well revisit the distinctions we intro-
duced in Figure 2.1, and to clarify a boundary assumption that delimits the
argument of this book. For there are, in fact, two distinct archetypical
styles of information-based campaigns, as represented by the endpoints
of the continuum in the figure, and the complexity and requisite level
of sophistication of a given campaign increases as one moves from left
to right.

The first style, comprising in its purest form so-called public informa-
tion campaigns (PICs), employs information, rhetoric, communication
and persuasion to frame or reframe issues and to shape public opinion,
either globally or within national boundaries. The objective is usually to
persuade the public to change its behavior in some desired way. Say no to
drugs. Abstain, or practice only safe sex. Stop smoking. PICs generally
take the form of public relations, advertising, or argumentation and debate.
They are likely to be effective primarily where the campaigner is accepted
as legitimate, where the principal target is public opinion or some segment
thereof, and where the message initially lacks sufficient visibility, clarity
or exposure to be persuasive. In other words, PICs are intended to solve a
communication problem.

The second style, comprising the information and influence campaigns
(IICs) of particular interest here, employs these same techniques, but as
components of more sophisticated, and far more elaborate, strategies and
tactics designed to generate pressure on the target of the campaign suffi-
cient to cause that target to alter its policies or behaviors in some signifi-
cant way. Public relations efforts and other persuasive communications
often play a role in these campaigns, but that role may range from central
to largely peripheral, and the campaigns themselves are far more complex
and more intellectually refined than their PIC counterparts. They are
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employed in situations where the campaigner lacks the leverage on its own
to bring about the desired change on the part of the target, which may be
another actor or a policy, but is seldom the public per se. IICs, then, are
intended to solve a political problem, one that usually arises from an imbal-
ance of power. For our purposes, they include all of the elements of PICs,
but generally exclude the actual end case of an information-only PIC.

In our conceptualization, then, information and influence campaigns are
designed to address problems that are in some measure political, and to do
so using strategies and tactics that are in some measure, and perhaps signif-
icantly, communication-based. Given the inherently political nature of
such endeavors, it follows that their underlying strategies are always
grounded in and reflective of one or more extant power relationships.
Indeed, IICs are perhaps best understood in terms of these relationships.

At the most basic level, let’s posit two actors, A and B, with competing
objectives, and posit further that, in some given arena, Actor A is superior
in power to Actor B. In this relationship, Actor A is relatively unlikely to
employ an IIC to bring about a change in B’s behavior for the simple
reason that it is more likely to have the capability to impose its will through
more direct means. Actor B, on the other hand, must find a way to persuade
Actor A to change its behavior if B is to achieve its objectives. This may
require that B enlist others who may be better situated to influence A in its
behalf. The greater the discrepancy in power, the greater the likely differ-
ential reliance on an IIC, i.e., the less need A has to resort to indirect
means and the fewer alternatives to such a campaign B has available. A and
B could be governments, corporations, NGOs, terrorist networks, drug
cartels, activist organizations, or individuals, to name but a few of the
possibilities.

That said, even A is likely to depend for its superior power on its own
relationships with some set of supportive stakeholders, and it is that set of
dependencies that opens the path to IIC influence. If A is a government,
for example, the critical stakeholders might include citizens and taxpayers,
political parties, organized interests, bureaucracies, legislators, media,
domestic elites, international allies, and the like. If B is an NGO, stake-
holders might include, among others, members, allies, donors, media, or
the public. Indeed, one way of conceptualizing any social or political actor
is to say that it occupies a point in social (or political or economic) space at
which is precisely balanced, at any given point in time, an array of overlap-
ping and competing interests that interact with one another in greater or
lesser breadth depending on the scope of the enterprise. In this scheme, the
function of the actor is to generate and maintain a sufficient balancing
of these diverse forces to sustain itself and advance its own interests.
Corporations must be responsive to both shareholders and customers,
though their respective interests are served by different outcomes (higher
versus lower prices, for example). Governments must be responsive to the
needs of citizens, e.g., for security, and to taxpayers (an overlapping but
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not contiguous stakeholder group), e.g., for minimal or reasonable taxes,
and to constitutional principles, e.g., for civil liberties, though not all are
equally well served by any given action. The capabilities of each actor are
determined by an admixture of resources, real power, sources of influence
and grants of legitimacy.

Now let’s throw in a wrinkle. Suppose that A, the more powerful partner
in this little dance, is being targeted, not by B alone, but by yet another
actor, C, who would also like to influence its behavior, but in a direction
opposite to, or at least different from, the direction in which B is pushing.

Box 2.5 Moving Up the Food Chain

UANI, or United Against Nuclear Iran, is an advocacy NGO that backs
the imposition of strong sanctions against Iran in order to pressure that
country to abandon its nuclear weapons development program. The
group engages in lobbying on Capitol Hill and in the executive branch,
and some of its founders and advisory board members have actually
held positions of influence themselves. They include the likes of Dennis
Ross, who has served in a number of high-level State Department
posts related to Middle East policy, top-ranking American diplomat
Richard Holbrooke, and former CIA Director James Woolsey. So UANI
is by no means a marginal player in influencing US foreign policy. Still,
the group does not have the ability to impose its will on Iran. Iran is “A”,
while UANI is definitely “B”. What to do?

Taking a page from the disinvestment strategy that eventually pres-
sured the Apartheid regimes in Southern Rhodesia (now Zimbabwe)
and South Africa to yield to majority rule, UANI has focused much of its
effort on companies that, directly or indirectly, have maintained some
form of economic engagement with Iran. Using the dual threat of adverse
publicity and prospective congressional sanctions, UANI has convinced
such companies as General Electric, Siemens, Eni, Munich Re, Allianz,
Ingersoll Rand, Caterpillar, KPMG, and Royal Dutch Shell that continuing
to trade with Iran was not in their best interests. Other companies on the
group’s to-do list as of this writing: Total, Petrobras, Daimler, Honda, and
HSBC. Clearly UANI hopes and expects that corporate disengagement
on such a large scale will accomplish what the group alone is not able to
on its own—a decision by Iran’s political leadership that the benefits of
nuclear weapons development are not worth the costs. The strategy
may or may not work in the end, but one thing is clear—UANI has
enough influence in its own right to provide a good test (Morris, 2010a,
2010b, 2010c, 2010d).
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Think two competing interests, each dependent on policies of the same
government agency, but each with a different benefit structure. Decisions
that advantage B may actually disadvantage C, and vice versa. This may not
be precisely a zero-sum game, in which gains for one side are precisely offset
by losses to the other—there could be some shared interest between the
two—but in general, these two lesser-powered actors want different
outcomes from the same superior actor. Should both B and C decide to
engage in an information and influence campaign—and if one does so, the
other is highly likely to follow—the situation becomes more complex, as
reflected in Figure 2.2.

In the figure we see three classes of campaigns. The first is the unidirec-
tional campaign that we have discussed earlier—one protagonist, one
target. This is the architecture of the most basic IIC, and, for that reason,
it is the architecture that we will employ for the greater part of this book.
The second is a competitive, or bidirectional, campaign in which there are
two competing protagonists of roughly co-equal power. Each will seek
advantage relative to the target in a competition in which resources are
essentially balanced, while luck, skill, circumstances, and strategic know-
how—all factors that can affect the outcome—may or may not be. The
third is also a bidirectional campaign, but in this case between two
competing protagonists that are not equally matched. To the extent that
power and resources are determinative of outcomes, the advantage here

1

Unidirectional campaign

Bidirectional symmetrical campaign

Bidirectional asymmetrical campaign

Figure 2.2 Directionality in Campaigns.
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will clearly lie with the stronger of the two, but in the real world, other
factors, including strategic skill, can sometimes overcome even significant
imbalances of power. Clearly, the introduction of a countervailing
campaign carries with it added degrees of difficulty for the strategist, who
must incorporate additional oppositional messaging and alliance forma-
tion, some of which may actually be much more aggressive than that
which would normally be deployed by the target itself. Even with that
added contextual dimension, however, the underlying logic of each
campaign is essentially the same as that of a simple, asymmetrical effort.
For that reason, and to avoid further complicating our argument, we will
keep our focus here on that basic commonality of form.

Box 2.6 A Battle of Co-Equals

For our purposes, power is best understood to be situational rather than
absolute. Regardless of their absolute levels of power, all actors are
likely to find themselves in specific situations in which others, including
their targets or antagonists, have power greater than or equal to their
own. As a result, those who might be targets in one setting may be
campaigners in another. Consider, for example, the political competi-
tion between two more or less equally powerful package-delivery
companies, FedEx and UPS.

FedEx began life as an air freight company, and for that reason, its
labor relations were governed by the Railway Labor Act (RLA), which
extends to airlines. UPS began life as a trucking company, as a conse-
quence of which its labor relations were governed by the National Labor
Relations Act (NLRA). In general, the RLA is regarded as the more
employer-friendly of the two laws, and the NLRA as friendlier to unions.
Much of that has to do with the rules set under each for workers to vote
on being represented by a union.

By the early twenty-first century, both companies competed with one
another for both air and ground shipments. But FedEx enjoyed a
competitive advantage because of the less restricted labor rules under
which it operated. So in 2009 UPS launched a campaign of lobbying,
alliance building (including the Teamsters Union), advertising, and the
like, to pressure the Democratic-controlled Congress into rewriting the
labor laws to eliminate the FedEx advantage. FedEx responded with its
own effort, ranging from a website criticizing UPS to a threat to post-
pone the purchase of billions of dollars worth of new Boeing aircraft
(this was both an economic threat and a political one, since Boeing is a
major employer in Washington State, generally regarded as a
Democratic Party stronghold) if Congress did change the law. FedEx
claimed that UPS was seeking a government “bailout”—a red flag term
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at the time because of extensive government efforts to rescue ailing
financial services firms and automobile manufacturers—by using
Congress to disadvantage a competitor.

The campaign took an odd turn when one group that had joined the
UPS coalition, the American Conservative Union, was alleged by
FedEx to have sold its services to the highest bidder. The evidence?
FedEx produced a letter signed by the organization’s executive vice
president offering to produce in behalf of FedEx a series of op-eds and
articles, contacts with more than 150,000 people in every state, and a
radio advertising plan tailored to pressure individual key Senators—all
for fees which were listed in the letter. UPS denied having paid for the
group’s support.

There are two points to make about this incident. First, for all prac-
tical purposes, FedEx and UPS are equal in power, and their dueling
campaigns can be seen as an extension of their commercial competi-
tion, each targeting one another. But second, in this instance neither
FedEx nor UPS had the power to achieve a resolution. That power
rested with the Congress, and really with an elite group of leaders within
the Congress. It was the members of this leadership elite and, perhaps,
some number of their colleagues, who were the real targets of these
campaigns (Roth, 2009).

In sum, then, IICs are driven by the need of one actor, the protagonist,
to exercise influence over another actor, the target, where the protagonist
does not have the ability to compel compliance with its wishes, and where
both are dependent on the support of their own clients and constituents. It
is in the context of this external imbalance between actors who are them-
selves engaged in the continual maintenance of 7nzernal balances that I1Cs
are best understood. They represent efforts by a (co-equal or) relatively
weaker party (the “protagonist”) to impose change on a (peer or) relatively
stronger party (the “target” of the campaign) through indirect action—by
inducing imbalance in the internal stakeholder relationships of the stronger
party, which has the effect of requiring the latter to respond to pressure from
its stakeholder(s) by changing its behavior, #nd by channeling that behavior
change in some direction that achieves, or at the least advances toward, the
objectives of the campaign initiator. Relative strength or weakness is deter-
mined by the situation—A may have the advantage in one circumstance, B
in another. So the strategy that serves B today may serve A tomorrow.

That being the case, there would seem to be less value in studying A and
B—whoever or whatever they may be—than in studying the elements of
the strategy itself—the type and range of decisions that can or must be
made in the design and implementation of an information and influence
campaign. We will turn to that task in Chapter 3.



3  Strategy and Tactics in Campaign
Communication I: Winning
the Argument

Here comes the orator! with his flood of words and his drop of reason.
Benjamin Franklin

Reason may be the lever, but sentiment gives you the fulcrum and the
place to stand on if you want to move the world.
Oliver Wendell Holmes, Sr.

... You do what you can with what you have and clothe it with moral
garments.
Saul Alinsky (1971: 36)

... Action makes propaganda’s effects irreversible. He who acts in obedi-
ence to propaganda can never go back. He is now obliged to be/ieve in that
propaganda because of his past action. He is obliged to receive from it his
justification and authority, without which his action will seem to him
absurd or unjust, which would be intolerable. He is obliged to continue in
the direction indicated by the propaganda, for action demands more
action. He is what one calls committed . . .

Jacques Ellul (1965: 29)

When most of us think of campaign communication, we think in terms of
argumentation. We think of the communication challenge in these situa-
tions as that posed by the need to generate sufficient power of reason,
emotional appeal and evidentiary support so as to persuade the recipient, or
collectively, the audience, to adopt a change of mind or behavior, or at the
very least to move closer to the preferred views or behaviors of the campaign
protagonist. As Aristotle put it in the second chapter of The Rbetoric, Book I,

Of the modes of persuasion furnished by the spoken word there are three
kinds. The first kind depends on the personal character of the speaker;
the second on putting the audience into a certain frame of mind; the
third on the proof, or apparent proof, provided by the words of the
speech itself. Persuasion is achieved by the speaker’s personal character
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when the speech is so spoken as to make us think him credible. We
believe good men more fully and more readily than others: this is true
generally whatever the question is, and absolutely true where exact
certainty is impossible and opinions are divided. This kind of persua-
sion, like the others, should be achieved by what the speaker says, not
by what people think of his character before he begins to speak. It is not
true, as some writers assume in their treatises on rhetoric, that the
personal goodness revealed by the speaker contributes nothing to his
power of persuasion; on the contrary, his character may almost be called
the most effective means of persuasion he possesses. Secondly, persua-
sion may come through the hearers, when the speech stirs their emotions.
Our judgments when we are pleased and friendly are not the same as
when we are pained and hostile. It is towards producing these effects, as
we maintain, that present-day writers on rhetoric direct the whole of
their efforts. This subject shall be treated in detail when we come to
speak of the emotions. Thirdly, persuasion is effected through the
speech itself when we have proved a truth or an apparent truth by means
of the persuasive arguments suitable to the case in question.

(Bekker Index 1356a)

That definitively traditional view not only grounds the very art of rhetoric,
but in contemporary society it also echoes the widely espoused values of
democratic systems, which are grounded in informed public consent. For
this reason alone, most campaigns will make some show of providing a
reasoned and appealing basis for supporting their objectives.

But in fact, such “pure” argumentation, as a central component of
strategy, occurs in a relative few classes of campaign settings and primarily
in certain types of campaigns—generally those that we described earlier as
Public Information Campaigns, or PICs. Speaking very broadly, that is the
case in no small measure because actual position-altering persuasion of the
classical type is very difficult to achieve among “persuadees” who have
already-established perceptions and preferences on the issue in question.
Depending on such factors as their self-perceived self interest, the level and
content of prior information they have in hand, their degree of personal
identification with the existing issue position and with the issue itself,
their autonomous interpretation of the “real” motives of the messenger,
and the nature or relative attractiveness of the persuasive messages, many
of those targeted by campaign communication will demonstrate consider-
able resistance to persuasion. This means that change-inducing persuasive
effects will be greatest among, and may actually be restricted to, those who
are least interested, least informed, and least engaged with the issue.
Unfortunately for the would-be persuader, this same most susceptible
cohort will be relatively unmotivated to engage in the dialogue that might
produce the desired persuasive outcome, as evidenced by its initial
availability as a message target, and, based on its demonstrated inertia,
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least likely as well to act on any change that persuasive communications
might induce.

Persuasion in PICs

It does not follow that such issue-neutral, minimal-acting, persuasion-
capable audiences cannot be engaged constructively in a campaign setting.
To the contrary, these “swing” cohorts can sometimes be mobilized (or
immobilized) to great advantage and in ways that materially advance the
objectives of the campaign. But it does follow that this is far more likely to
be true in some types of campaigns than in others. In particular, classical,
change-inducing persuasion will be most effective in campaigns where the
issue in question is new or non-controversial, where opinions are not well
formed or deeply held, and where the purpose of the persuasive message,
if not the overall objective of the campaign, is easily achieved. These
conditions are found most commonly in PICs.

Most public information campaigns are inherently educational in nature.
They seek to call attention to, and to redress or advance, some aspect of
social behavior—the dangers of smoking, the threat posed by a communic-
able disease, the value of staying in school, the benefits of seatbelt use, the
opportunity to support a worthy cause, the virtues of tolerance or purity of
behavior, the importance of electoral participation. The objectives of such
campaigns are often behavioral—stop smoking or don’t start, stay in school,
strap in, contribute time or effort, be open-minded, be a good person
(however defined), vote—and they are typically portrayed as individual in
nature and yet collectively pro-social in impact. Indeed, most of the action
objectives of such campaigns are so closely associated with widely held, or at
least widely espoused, societal values that there is little opposition to them
and little likelihood that anyone would choose to launch a counter-campaign
taking opposing views. Go ahead. Smoke yourself to death, but first drop
out of school, choose a dead-end job, be selfish, never wear a seatbelt, demon-
strate prejudice, and while you are at it, by no means vote? It seems unlikely,
perhaps so much so that the argument appears trivial. But the point here is
decidedly nontrivial: It is the very sociability of these situations that creates
the conditions, and perhaps the only conditions, in which a campaign driven
primarily by argumentation can achieve a substantial effect.

The strategies and tactics appropriate to these campaigns are by now
fairly well known and understood. In a more contemporary form (the late
1980s), they were expressed quite succinctly by William J. McGuire, a
leading student of persuasion and its converse, resistance to persuasion, in
the form of a “communication/persuasion matrix,” each of the elements of
which plays a role in shaping campaign effects. In this scheme, the drivers
of persuasion include the source of the campaign communication, the
message, the channel, and the receiver. Responses to the campaign, which
include both stages of persuasion and more advanced outcomes, include
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Box 3.1 Appealing to Pro-Social Values in PICs

It is common for American First Ladies to adopt a cause to serve as the
centerpiece of their time in the White House. These causes become foci
for public information campaigns that receive substantial publicity. In the
1980s, Nancy Reagan adopted drug abuse as her cause, around which
was built a campaign asking teenagers to “Just Say No.” The following
excerpt from Mrs. Reagan’s September 14, 1986, remarks in a joint
national address with the President provides a sample of the campaign
rhetoric typical of these efforts.

For 5 years I've been traveling across the country—learning and
listening. And one of the most hopeful signs I've seen is the building
of an essential, new awareness of how terrible and threatening
drug abuse is to our society. This was one of the main purposes
when | started, so of course it makes me happy that that's been
accomplished. But each time | meet with someone new or receive
another letter from a troubled person on drugs, | yearn to find a way
to help share the message that cries out from them . . ..

Drugs steal away so much. They take and take, until finally
every time a drug goes into a child, something else is forced out—
like love and hope and trust and confidence. Drugs take away the
dream from every child’s heart and replace it with a nightmare,
and it’s time we in America stand up and replace those dreams.
Each of us has to put our principles and consciences on the line,
whether in social settings or in the workplace, to set forth solid
standards and stick to them. There’s no moral middle ground.
Indifference is not an option. We want you to help us create an
outspoken intolerance for drug use. For the sake of our children, |
implore each of you to be unyielding and inflexible in your opposi-
tiontodrugs. ...

So, to my young friends out there: Life can be great, but not
when you can’t see it. So, open your eyes to life: to see it in the
vivid colors that God gave us as a precious gift to His children, to
enjoy life to the fullest, and to make it count. Say yes to your life.
And when it comes to drugs and alcohol just say no.

(Found online at http://www.cnn.com/SPECIALS/2004/reagan/stories/
speech.archive/just.say.no.html)
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Communications Element -> | Source | Message | Channel | Receiver

Effects Sequence WV

Exposure to Communication

Attention to Communication

Interest in Communication

Understanding of Communication

Attitude Change

Placing Content & Concurrence in Memory

Drawing on Content & Concurrence

Behaving Responsively When Cued

Consolidation of Position

Figure 3.1 Framework for Identifying Components of Persuasive Communications.

exposure to the campaign’s communications, paying attention to these
messages, feeling an affinity and becoming interested in the campaign,
understanding the campaign messages, acquiring the skills to respond to
those messages, changing one’s attitudes, filing away in memory the
content of the campaign messages and the fact of one’s concurrence,
retrieving this information at an appropriate time, acting on the informa-
tion in a way that accords with the campaign objective, and through such
behavioral expression consolidating one’s new position (McGuire, 1989:
44ff). A modified version of this matrix appears in Figure 3.1.

Sources of Campaign Communication

The column headers in Figure 3.1 point to more or less controllable elements
of a given communication campaign that can be expected to contribute to
its effectiveness. The source from which campaign communication emanates
might be the campaign protagonist, but might be some alternative actor
who is perceived to have an advantage in bringing about the desired
outcome. That decision will be based on an assay of the attributes of the
protagonist or others as a communications source. This assay might take
into account such potentially effects-relevant source characteristics as
personal or organizational traits, experience, known policy positions or asso-
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ciations, known objectives, established or prospective constituencies, known
or suspected allies and enemies, and the status and origins of the would-be
source’s legitimacy and credibility. In each instance, the questions are
whether, how, and within what constraints a given attribute of the source is
likely to advance or retard effective persuasion. The list, then, is in effect an
operational statement in a more complex environment of the notion of char-
acter employed by Aristotle. But other factors are likely to come into play as
well. Are the appearance and mannerisms of the source likely to instill confi-
dence and induce persuasion? Does the language employed by the source—
visual as well as verbal—resonate with the target audience? That is, does the
source’s lexicon empower or impede change-inducing persuasion? And how
good are the source’s communication skills themselves? Can the source
effectively connect with the audience, either individually or en masse?
Finally, there are the questions of numbers: How many sources should there
be? How uniform or diverse should they be—demographically, organiza-
tionally, and so forth? And to what extent should they agree with and
reinforce one another, so as to sharpen the message or condense its appeal,
and to what extent should they differ from one another, so as to broaden the
message or its appeal? Either individually or in combination, these and
similar decisions can affect the impact of campaign rhetoric.

Campaigns Messages and the Control of Language

Message effects can similarly be driven and conditioned by strategic
decisions regarding content and form. The most effective campaigns are
generally built around a relatively unified core message that literally defines
the terms of debate. That core message can then be subdivided and differ-
entiated to match the wants and needs of separate audiences or separate
subsets of the same audience, so long as the partial-core messages remain
consonant with one another so that differential messaging that overlaps
into adjacent audience spaces does not create the impression that the
campaign is inconsistent, saying one thing here, another over there.

The core message should identify the campaign protagonist and, in the
same motion, identify that protagonist with the audience whose beliefs,
preferences or behaviors the campaign seeks to put into play. Who is the
protagonist? Who is the constituency the protagonist serves or represents,
where that constituency is inclusive of, or in some other way, clearly and
significantly connected to the audience in question? Why are the protago-
nist and the members of the audience natural, de facto allies? What are the
issues in the campaign, and on what basis should they be debated? Why is
this basis for debate—presumably the most advantageous for the protago-
nist or least advantageous for the ultimate target of the campaign—
legitimate and preferable, while the alternatives are illegitimate or inferior?
What is the moral high ground in this situation? Why does it belong, self-
evidently, solely and irreversibly, to the protagonist?
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Box 3.2 Effective Core Messages Connect the Protagonist
with the Audience

As a component of its strategy to withdraw from military involvement in
Iraq, in 2007 the United States began a hearts-and-minds campaign
among the Iragi public. The objective was to position both the engage-
ment and the withdrawal in a context of Arab values, and in the process
to raise broader questions about Arab World support for terrorism.

One aspect of this strategy was managed by a “Digital Outreach Team”
of Arab-language bloggers in the State Department’s Counterterrorism
Communication Center. Members routinely participated in about a dozen
mainstream chat rooms run by the likes of the BBC, Al Jazeera, other
Arab news sites, and charismatic Muslim leaders. A key approach was to
raise questions about events within a context of Arab values. Example:
Why do many in the Arab World quickly condemn the deaths of Palestinian
civilians, yet remain silent on the frequent killings of women and children
in Irag? That one generated four days of exchanges, most of it thoughtful
civil discourse.

A State Department official summarized the underlying strategy: “We
try to put ourselves in the mindset of someone receiving the message.
Freedom for an Arab doesn’t necessarily have the same meaning
it does for an American. Honor does. So we might say terrorism is
dishonorable, which resonates more.”

In addition to actual content, the campaign itself may communicate a
vital message—in this instance, said some at the State Department,
that might include a recognition that the United States is not too
arrogant to listen to Arab grievances (MacFarquhar, 2007).

These decisions regarding the substantive content of campaign messages
will be complemented by a range of stylistic determinations. For example,
campaigns may vary in the type of language they employ. In the abstract,
and from the social psychological perspective, clarity and simplicity are
desirable attributes in campaign rhetoric because they are likely to facili-
tate persuasion. But from a more political perspective, there are other
circumstances in which complexity or deliberate ambiguity could actually
be preferable. Political scientist Murray Edelman (1964) once set out a
typology of power relationships that were established and maintained
through linguistic structures. He suggested, for instance, that lawyers,
courts, regulators and administrators maintain their positions of authority
vis-a-vis the public by creating the appearance of clarity, rationality, dispas-
sion, and equality in the form of openly published laws, forms and
regulations, while simultaneously employing deliberate ambiguity, in the
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form of precedent, procedure, interpretation, and implementation, to
retain privileged social positions, i.e., political power, for themselves.
Politicians or leaders of social movements also rely for their power, in
Edelman’s view, on appeals that are openly ambiguous, albeit more
emotional in nature than those employed in law or administration. It
follows, then, that the setting and objectives of a given campaign may force
difficult choices between the political objectives of the protagonist and the
likely persuasive effectiveness of the language it employs. Other poten-
tially important stylistic elements of campaign communication include
such items as the selection of verbal and visual imagery—resonant phrases
or evocative images, for example—and the demonstration of the protago-
nist’s intelligence, compassion, and command of the situation.

An example of the dynamics of language as power that is a common-
place in a number of campaigns is the debate over so-called “codes of
conduct.” These codes are statements of the internal value structure of an
organization—which could be, for example, a non-governmental organ-
ization, a religious institution, or a corporation. These codes function
rather like a constitution does for a government—as a framework for
converting shared values into styles of behavior, or conduct. But like a
constitution, they can be far more ambiguous than they may appear at first
glance. There can easily be, in other words, a disconnect between values
and behaviors. And yet, the values are there as clear statements of commit-
ment. And therein lies the potential for leverage in a campaign. Does the
target have a code of conduct? If not, does it have an obligation to adopt
one? If a code exists, is it fully legitimized? Was it, for example, developed
in consultation with other affected parties? And just what does the code
say? What are the values of the target? Are they the “correct” values? Are
they simply abstract statements, or do they have the real and the “correct”
meaning? And then, is the code being properly implemented? Who makes
that determination? Are they to be trusted? In these exchanges, the
campaigners will seek to employ the often-deliberate and unavoidable
ambiguity of such codes—their style of language—as a key pressure point,
a vulnerability that is greatly enhanced by the simple fact that the target
has itself set the standard. (Manheim, 2000)

Messages have other types of stylistic attributes as well. They may be
more, or less, informative. They may be well, or less well, organized. They
may be explicit or implicit in their statement of the argument or point.
They may be more, or less, repetitive. They may incorporate a variety of
cues regarding such factors as the salience of the information they convey
to members of the intended audience, or the implications or practical
utility of their content. They may, as Aristotle correctly noted, appeal to
reason and judgment, or to the emotions, or to some combination of the
two. To the extent that the campaign can either control campaign-related
communications directly, or hope to influence them indirectly, these and
related decisions will be made with likely messaging effects in mind.
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Box 3.3 Defining the Moral High Ground

The late community activist Saul Alinsky once advised: “Make the
enemy live up to their own book of rules. You can kill them with this, for
they can no more obey their own rules than the Christian church can
live up to Christianity” (Alinsky, 1971: 128). A union organizing campaign
among workers at a Catholic healthcare system took this quite
literally.

In 1996 the Service Employees International Union (SEIU) embarked
on a nearly decade-long campaign to organize workers at Catholic
Healthcare West (CHW), a major West Coast hospital chain owned by
several communities of women religious (nuns). In 1998, speakers from
the union and one of its allies, the National Interfaith Committee for
Worker Justice as it was known at the time, participated in a panel
discussion on defining the “just” workplace under Catholic doctrine. In
very simple terms, Catholic religious doctrine requires that employers
provide a just workplace. The nuns who owned CHW believed that they
fulfilled this obligation by giving workers the freedom to select union
membership if they so chose. The union took the position that no work-
place can be just if it is not unionized.

SEIU advanced its view through newspaper advertising asking
how the Church could support unionization for farm workers, but not its
own healthcare workers. It published a white paper, A Time to Break
the Silence, arguing that CHW was out of step with Catholic teachings
on the right to organize, and took the issue to local congregations
nationwide on a National Day of Prayer and Reconciliation. It mailed
videos to the various religious orders and purchased advertising on
cable television systems in several markets, and bought a full-page
advertisementin the influential National Catholic Reporter, all advancing
its argument. It conducted prayer vigils and candlelight rallies at CHW
facilities.

In the end, the union persuaded the National Council of Bishops that
SEIU, and not the nuns of CHW, had the proper interpretation of
Catholic teachings, thus setting one part of the Church against the
other. The Bishops trumped the nuns, and pressured the company to
facilitate organizing by the union (Manheim, 2001).

Campaign messages trace to a number of points of origin. In the case of
PICs and other argumentation-style campaigns, these would primarily
center on the protagonist’s agenda or objectives. In other types of campaigns
with more complex strategies, they would expand to include the relative
priorities of various interim and end-case objectives and of specific elements
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of the protagonist’s agenda, the availability and suitability of potentially
unifying themes, the availability and suitability of potentially unifying
images, and the probable appeal of message elements to the audience. In
the most complex campaigns, in which, as we shall see in a later chapter,
the strategy requires mobilizing several types of intermediary actors (third
parties) to interrelate with one another in ways that advance the campaign,
the strategist would also take into consideration potential interactive
effects between message elements, on the one hand, and the relevant third
party and/or channel effects, on the other.

Channeling the Campaign

The latter of these, channel effects, arise from, or are associated with, attri-
butes of the specific means of communication employed by a campaign—
interpersonal communication, various of the mass media, so-called “new”
or Internet-based media, and so forth—and the ways in which those attri-
butes interact with or otherwise influence audiences. (In a later chapter, we
will introduce an additional notion of channeling, through networks of
intermediary actors, but those types of channels are not generally treated as
communication effects per se. So in the interests of parsimony, we will not
include them in the present discussion.) Channel attributes and channel
effects, then, are basically two sides of the same strategic coin, and in some
ways difficult to separate for purposes of discussion. In the present instance,
though, and recognizing that the distinction is somewhat artificial, let us
at least try to distinguish between two different sets of criteria upon which
the strategist can base channel-choice decisions: desired attributes, and
desired effects.

Channels can vary from one another in many ways. In strategic terms,
one of the most crucial is probably the degree to which they engage the
audience member in the actual processing of the information they transmit.
As early landmark research by Herbert Krugman (much of it compiled in
an anthology by his son, Edward P. Krugman, 2008) demonstrated, some
channels permit, or even require, the active psychological involvement of
the audience member in the communication process, while others rely on
audience passivity. Krugman was a researcher with General Electric who
had an interest in advertising. In a series of experiments in the 1960s and
1970s, he measured human responses to communication using such indic-
ators as brain wave activity and galvanic skin response (changes in the level
of electrical resistance of the skin), interpreting greater volatility in each
instance as indicative of a higher order of psychological involvement in the
processing of incoming information. The 1960s being the age of Marshall
McLuhan, who argued that media varied in their “temperature”—with
so-called “hot” media being more intensely interactive than so-called “cool”
media—Krugman set about the systematic comparison of television
viewing and reading. He found consistently that television viewing, then
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emerging as the dominant form of political information gathering, was a
relatively passive activity, demonstrating low volatility on his indicators,
while reading was inherently psychologically involving.

For the strategist, this is a highly significant result. For it follows from
this that certain types of messages—those that are intended to engage the
audience in the making of rational choices, for example, as anticipated in
the traditional, argumentation-based notions of persuasion, or those that
seek to convey relatively complex information—will best be communi-
cated by means of highly involving channels, such as print. But other types
of messages, those that are intended to influence purchasing or other behav-
iors without activating the defensive mechanisms (see below) available to
the audience, for example, or those that seek to convey very simple, and
often primarily symbolic, information will best be communicated by low
involvement channels like television. Of course, these distinctions
are not always clear-cut. Today’s computer-based “digital” media, for
instance, comprise an ever-evolving category that includes such applica-
tions as print and video services provided by both traditional and non-
traditional media organizations, delineated organization-based segments
of cyberspace (web pages), more personalized web logs (“blogs”) that often
encourage audience members to post their own views on a given topic,
user-driven libraries of amateur and professional videos, social networking,
global and targeted advertising, specialized-interest online communities,
simulation spaces and pseudo-societies like Second Life, and much more.
Many of these new media are designed to maximize interactivity, either
through personal engagement with the individual user, online communal
activity such as the viral distribution of videos, or the facilitation of real-
world communal interactions, for example, swarming. This makes these
media highly involving, perhaps more so even than the printed word.
But at the same time, cyberspace is replete with reading material and
television-like video content that differ from their counterparts in
Mr. Krugman’s era primarily in that they are consumed via computer
rather than television sets, books or newspapers. Even that distinction is
blurring, of course, as computer and television technologies converge and
book-like electronic devices begin to proliferate.

Variations in channels and channel characteristics, and the ability to
select among them for message placement, provide the strategist with
many other potential tactical choices as well. Information channels can be
differentiated, for instance, by their relative credibility or legitimacy,
either in general or with specific audiences, which characteristic can become
bound to a given message. Some channels, too, are more easily or directly
controlled than others. In fact, this is arguably an inverse relationship, in
which the limits on controllability, in and of themselves, are the primary
contributors to the credibility of a channel—the more independent the
channel, the greater its credibility. It has long been a rule of thumb in
electoral campaigns, for instance, that messages conveyed through news
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Box 3.4 Uses of Digital Media in Campaigns

The evolution of digital technologies is revolutionizing, well, revolu-
tion, as well as many lesser forms of political activism. Two cases in
point:

Following the 2009 election in Iran, a widespread suspicion that the
winner, incumbent President Mahmoud Ahmadinejad, had employed
electoral fraud to defeat his nearest competitor, reform candidate Mir
Hussein Moussavi, gave rise to a pressure campaign against the
government, which responded with various forms of repression.
Because the government controlled the traditional media and was able
to monitor and manage web-based activism as well, the protestors
moved to social networking media such as Twitter to share news,
exhort one another, and organize protests—at one point at a rate of 30
new postings per minute. One of these so-called “tweets” captured the
essence of this new forum: “We have no national press coverage in
Iran, everyone should help spread Moussavi’s message. One Person =
One Broadcaster” (Stone and Cohen, 2009).

Two years earlier, in a somewhat more whimsical but equally indica-
tive vein, ltalian IBM workers launched, in the online world known as
Second Life, the world’s first virtual strike—establishing sign-carrying
pickets—actually avatars ranging from bananas to T-shirted young
women and even what appeared to be an Elvis impersonator—
demanding improved working conditions. The workers set up a virtual
strike task force, prepared informative materials in three languages, and
held more than 20 online strategy meetings. Though this might seem to
have been a trivial effort at first glance, recall that the target audience
included current and potential IBM employees, a tech-savvy group with
a more than usual interest in cyberspace. It was, in fact, an interesting
and sophisticated selection of a campaign channel. And the “strike” was
successful. It led to renewed negotiations with the company and an
eventual agreement, not to mention the resignation, about three weeks
later, of the CEO of IBM in Italy (Au, 2007; Smith, Costello, and
Brecher, 2009).

organizations are far more believable, and hence potentially influential,
than those conveyed by candidate advertising precisely because they are
filtered by journalists and given enhanced importance by virtue of their
having been selected, and hence defined, as newsworthy. Electoral
campaigners refer to such channels (and content) as “earned” media, and a
great deal of effort has traditionally gone into influencing their content,
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which is to say, into approximating control as nearly as possible in the
hope of determining which messages are gifted with this added, news-
based credibility. We will address some of these efforts in a later discussion
of information intermediaries.

Because news management of this type is never fully effective, and can
be only minimally so, electoral campaigns also deploy direct communica-
tions. During the television era, roughly 1960 to the present day, the bulk
of these efforts have taken the form of campaign advertising delivered
through the purchase of time on broadcast and, more recently, cable televi-
sion. Such purchases can be controlled in a number of ways—channel selec-
tion, timing, frequency, duration, precise content, surrounding content,
audience demographics, audience size—that are beyond the capability of
even the most effective news management. This advertising can be effec-
tive in some important ways, most notably reinforcing and mobilizing the
campaign’s supporters. But, because it is so easily identified with the self-
interest of the source campaign, it is usually of only limited value in
inducing the desired behavior change among undecided or opposing voters.
Most recently, these direct communications have begun to assume new
forms, primarily through a dramatically increasing reliance on digital
media, where the proliferation of available “news” channels, the enhanced
interactivity of many formats, the power of self-selection into the audience
and the related ability to zero in on individuals and on like-minded
clusters of individuals, and the emergence of user-generated or user-
enhanced viral media, may be fundamentally altering the control-
credibility equation.

In addition, when some campaigns have found themselves unable for
some reason effectively to manage news content, they have adopted
a strategy of undermining the presumed objectivity of the news
media, either in general or selectively. Here the objective is to limit
the influence of those channels that cannot be successfully controlled at
the required level by depriving them of their inherent credibility. In the
U.S. for example, conservatives often complain of the liberal bias of
the East Coast elite media, while liberals rail against the conservative
bias of talk radio. The reverse of this strategy, or perhaps more correctly,
its natural companion, is to promote the virtues of those “independent”
channels that comfort a given campaign while attacking those that
afflict it.

Channels and channeling strategies can also differ in terms of their:

e vividness, or the extent to which a given channel conveys rich
imagery;

e intrusiveness, or the degree to which members of the intended
audience can escape exposure;

e immediacy, or their time/iness, the extent to which they are “of the
moment”;
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e permanence, or their timelessness, the extent to which they are likely
to endure;

e informativeness, or the density of their substantive content;

e prestige, or the extent to which they convey a feeling among the
audience of participating in an elite experience;

e and their entertainment value, or the degree of enjoyment, fantasy, or
release associated with their use,

to name but a few. Marketing strategists have, in fact, identified many
other potentially decision-relevant channel characteristics, including such
elements as total reach, selective reach (e.g., upscale adults), audience-size
cost ratios, breadth of distribution, localization potential, frequency control-
lability, time-of-day and day-of-week control, seasonal audience stability or
trends, the predictability of audience levels, and flexibility in the timing of
placement decisions (i.e., the ability to make a decision at the last minute).
Strategists often design campaign communications to maximize the match
between the attributes of message content, on the one hand, and these
diverse channel characteristics, on the other.

Added to this mix is a difference in the information available to the
strategist about such factors as the level and timing of audience exposure
to campaign communications and the specificity with which those commu-
nications can be directed at the desired audience. The reach of traditional
broadcast media—radio and television—is determined through various
ratings services, most notably the A.C. Neilsen Company and Arbitron.
These companies conduct audience research by recruiting individuals or
families to “participate” in surveys of their program preferences and
listening/viewing habits. Members of these samples may be asked to main-
tain diaries of their media use, or their behavior may be monitored through
the use of so-called “people meters” or other devices that capture their pres-
ence in a room where a particular program is being viewed. Newspaper and
magazine readership is similarly measured through distribution counts by
the Audit Bureau of Circulation. Book sales and motion picture box office
receipts are also measures of exposure to traditional media. All of these
measures, however, have significant methodological limitations, whether
arising from small or biased samples, unrealistic expectations of respon-
dents’ willingness or ability to observe themselves, the inability to monitor
secondary audiences (think bar patrons watching a television program or
hand-me-down readers of a book or magazine), and none of these provide
clear, real-time evidence of message exposure.

Contrast that with the online world, where data-mining technology like
that pioneered by such companies as Google and Amazon has the capa-
bility to provide user-specific, real-time data about not only who is online
and onsite at any given moment, but what information they are receiving
and, in some instances, how they react to it. Moreover, because over
time self-identified (logged-in) users, or at the very least, their uniquely



52 Winning the Argument

identifiable (using Internet Protocol, or IP, addresses) personal computers,
establish patterns of preference for and reaction to online information that
can be captured, stored, and converted to decision-making algorithms, it is
possible for the strategist to communicate online with unlimited numbers
of individuals while employing highly personalized messages.

Audience Selection: The Whole versus the
Sum of the Parts

The fourth element of campaign communications specified in Figure 3.1 is
the receiver of all this communication or, in the aggregate, the audience.
Of interest to the strategist in this regard are differences that occur—and
the ability to reach and differentiace—both within and across audiences.
This distinction will become especially important in a moment when we
turn our attention to communication effects, but it is well worth keeping
in mind here as well. For the key to both breadth and selectivity in defining
the audience(s) for a campaign lies in segmentation, the ability to pick and
choose among prospective receivers those who will actually be targeted by
the campaign. Segmentation is the art and science of using the available
information about the audience, which is to say the work product of all
that rating and data-mining, to best advantage.

In very general terms, we can think of audiences as being structured in
one of three ways, as illustrated in Figure 3.2. If (effectively) all of the
members of the audience are alike with respect to some perception, prefer-
ence, behavior, or attribute, we describe that audience, represented in
Figure 3.2(a), as being homogeneous. Where the audience is divided into
more or less tightly bounded and clearly differentiated subgroups, as in
Figure 3.2(b), we characterize it as clustered. And where the audience is
widely scattered and generally disorganized with respect to a given charac-
teristic, as in Figure 3.2(c), we describe it as diffuse. In the first instance,
since all members of the audience are essentially alike or like-minded,
there is no reason to engage in audience segmentation. There is only one
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Figure 3.2 Segmentation and Market Structures.
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segment. And in the third instance, where the audience is, for want of a
better term, perfectly differentiated, there is no reason to engage in audi-
ence segmentation. There are zo segments, only individuals. Only in the
conditions specified in the second instance, that of clustering, does audi-
ence segmentation make real sense as a component of communication
strategy.

In reality, of course, these three conditions represent the endpoints and
midpoint of a continuum of audience structures, so the true decision crite-
rion with respect to the value of segmentation is simply whether and to
what extent functional segments can be (a) identified, (b) isolated, so that
the members of each segment receive only, or almost only, the messaging
intended especially for them, and (c) reached.

Thinking here primarily in terms of the general public—and recalling
that not all IICs are designed to engage the general public—there are at
least five basic forms of segmentation available to the campaign strategist,
depending, of course, on access to the relevant audience research. The first,
most basic, and perhaps most easily accomplished of these, at least for
campaigns that rely on traditional media as primary channels, is geographic
segmentation, targeting audience members on the basis of their locations—
by country, region, state or province, county, city, or neighborhood, or, for
some purposes, by population density (urban, suburban, rural) or other
areal characteristics. There are ways of tuning national media and some
digital media to limit the geographic distribution of information, but this
is generally most easily accomplished through an emphasis on appropri-
ately bounded local channels, such as newspapers, radio, cable systems,
area-code limited telephone or automated telephone contacts, or delivery
(ZIP) code-limited direct mail.

A second basic form of segmentation, and arguably the most commonly
used, is demographic segmentation—reaching those individuals and
groups among the potential audience who/that are of greatest interest to
the campaign, whether the objective for each is to mobilize, persuade, or
demobilize, so that the appropriate messages can be delivered with the
greatest efficiency and with minimal spillover into other audience segments
where they may have unintended or undesired effects. Key demographic
categories employed in many campaigns include such groupings as age,
gender, income, occupation or employment status, education, religion, and
race/ethnicity/nationality. In some campaigns, other characteristics such as
family size or life-cycle status (young single; young married, no children;
and so forth) may also be employed. The idea of segmentation is to design
messages in demographically appealing clusters, and then to deliver them
efficiently to the targeted subgroups of the overall audience. In the case of
mass media, particular outlets can be judged both by the extent that they
reach the intended segments and by the extent to which that reach is
segment-specific. This latter characteristic is often referred to as narrow-
casting or, particularly for digital media, micro-targeting, and is typically



54 Winning the Argument

used to distinguish, for example, specialized cable networks designed to
appeal to, say, women or young adults, across their full spectrum of content,
from over-the-air broadcast networks that are designed to reach the
maximum possible undifferentiated audience, while providing a mix of
content that will have somewhat specialized demographic appeal that
varies from one program or content cluster to the next.

A third basic form of segmentation is a division of the potential audience
based on a known distribution of psychological states. This is commonly
termed attitudinal segmentation, though technically it incorporates more
than attitudes per se. The core idea here is to identify those individuals who
hold particular perceptions, preferences and/or loyalties that are of interest
to the campaign, and to reach them with specialized messages that appeal
to, leverage or simply address their existing states of mind. An additional
layer of segmentation can be added here to the extent that the strategist
can ascertain, or estimate, the susceptibility of individuals or sets of indi-
viduals to persuasion of one type or another. This might include the sort of
argumentation strategy we have discussed above, but it is perhaps more
likely to employ other approaches to inducing attitude change that we
have yet to address. (We will remedy that in Chapter 4.) If one can know
in advance with some degree of certitude which members of a given
audience are, for example, favorably or unfavorably disposed toward the
campaign or its objective, what campaign-relevant information or beliefs
they hold, and what social or other identifications are important (or

Box 3.5 Strategic Audience Segmentation

Digital media are facilitating whole new dimensions of audience
segmentation. Consider, for example, the following assessment by a
group of labor activists.

With a single keystroke, social movements can now push informa-
tion out to millions of people and lift up marginalized voices into
national, and even global, spheres. But scale increasingly does not
just mean trying to reach the whole world, especially as it has
become increasingly difficult to break through the online noise.
Scale is also about surgically communicating with discrete sets of
readers. At [Global Labor Strategies], for example, rather than
targeting the global labor movement writ large, we have tried to
target the narrow subset of the global labor movement that is
grappling with long-term, strategic questions of worker and class
representation in the global economy. Two decades ago we
could never have precisely and cheaply carved out this audience.
(Smith, Costello, and Brecher, 2009)
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anathema) to them, and if one can identify and employ channels that reach
these clusters of likeminded souls with substantial efficiency, it may be a
rather straightforward matter to design messages that will incorporate the
relevant appeal. The next step up the ladder of sophistication—designing
messages that will, depending on the goals of the campaign, facilitate or
impede actual attitude change—is more challenging, to be sure, but where
the strategist has in hand the relevant estimates of susceptibility to persua-
sion and the ability to maintain contact with the target audience over the
requisite time period, even segmentation by persuasive potential can be
within reach.

A fourth basic form, termed psychographic segmentation, is similar
to attitudinal segmentation, but is based instead on a mix of sociological
and other factors, principal among them social class, life style and person-
ality, as well as some elements of demographic analysis. Where attitudinal
segmentation seeks leverage in clusters of differences in the internal
building blocks of audience predispositions, psychographic segmentation
is an effort to leverage differences among groups of audience members in
the way that they relate to the larger society. Taking lifestyle segmentation
as an example, if suburban soccer moms are more likely than successful
small town residents to respond favorably to a given campaign or share its
objectives, then the campaign will be wise to engage them through its
communications.

The final basic form of segmentation, known as behavioral segmenta-
tion, is similar to attitudinal segmentation in that it relies on prior
knowledge of audience attributes and an ability to reach relevant subgroups
with differentiated messages. But in this case, as the name suggests, the
attributes in question are behavioral. They include things like participa-
tion patterns, group memberships, benefits sought, or even just the incli-
nation (or disinclination) to act in ways that interest the campaign.
Individuals who in the past have routinely joined groups that reflect, repre-
sent, or advance their interests, for example, will be more likely to join
such groups in the future than those who are not inclined to be “joiners”.
That knowledge, especially when combined with more detailed informa-
tion regarding which specific groups, or types of groups, these individuals
joined, can be put to good use in designing behaviorally segmented
messaging. By extension, discoverable information capturing any other
behavioral tendencies can also be employed to advantage, subject only to
the strategist’s ability to isolate and reach the audience segments in
question.

In every one of these approaches to segmentation, the appeal and poten-
tial paradigm-changing impact of new media and their accompanying
data-mining is evident. To be effective, traditional segmentation strategies
require the making of informed judgments about audience clusters based
on the shared characteristics of their members. These aggregate judgments
invariably incorporate assumptions about the commonality of the members
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of a given segment that mask the nature and degree of differences across
individuals, and that may well overstate the functional homogeneity of the
segment. The more “mass” the medium, the more likely it is that such
errors will creep into the strategy. Moreover, even in the best of circum-
stances, the delivery vehicle(s) or channels by which individual members of
a segment can be reached are differentiable only as a matter of degree from
general audience channels. They cannot for the most part be customized at
the level of the individual. But in the world of cyber-channels, not only can
the targeting of messages be based on individual-level data and uniquely
addressable channels, but in many instances the individuals self-select into
virtual communities operated or exploited by the campaign, and volunteer
information regarding their beliefs, preferences, wants, needs and behav-
iors that usually remains well beyond the reach of traditional audience
research.

Effects of Campaign Communication

Returning to the matrix summarized in Figure 3.1, we now turn our atten-
tion from the columns representing communication attributes to the rows
representing communication effects. This is an area that has been of great
interest to mass communication scholars for many years, as even the very
selective summary of their efforts in the literature review in Appendix B
will attest. These measures of impact are generally referred to in that litera-
ture as “media” effects, and although the approach we take here, focusing
as well on channels that are not considered part of the traditional media, is
somewhat more inclusive, we will adopt that language for the moment.

Maguire’s conceptualization of effects, on which Figure 3.1 was based,
focused primarily on micro-level, or individual-level, effects, and, because
he wrote as a social psychologist with an interest in the mechanisms that
change attitudes and behaviors per se, centered on the staging of those
mechanisms. That receiver-derived view of communication effects is both
a valid and a valuable perspective and one with which the strategist must
be conversant. It is, however, a perspective that we will wait until the next
chapter to examine. Here we will limit our consideration to the view from
upstream, which is to say, to a protagonist-derived perspective on commu-
nication effects.

From that perspective, a given combination of messaging and chan-
neling can have a variety of different types of effects, any one or more of
which can be managed to serve the interests of the campaign. Among the
possibilities:

o Personal or social gratification. Media may be used by some members of
the audience, at some times, to satisfy a variety of needs—for informa-
tion, for escape, for a sense of identity, for a measure of social inter-
action, or simply for entertainment. To the extent that such motives
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are in play in a given communication situation, messaging that is
designed to provide such gratification can serve as a carrier for content
that advances the interests of the campaign, much as oscillating radio
frequencies carry the audible or visible content of broadcast media.
They facilitate access to the audience by enhancing the likelihood of
its members’ exposure and attentiveness. An interesting variant
on this theme is provided by the notion of vicarious, or parasocial,
interaction—a feeling that is generated in audience members, by their
media use, that they are actual participants in a reality that they expe-
rience only through the media. An example would be the sense that
one is an actual character in a soap opera, interacting with other char-
acters through the act of viewing. To the extent that such a sense of
personal engagement can be generated through campaign communi-
cation, it can be used to heighten or reduce the prospects for persua-
sion in certain circumstances. (We’'ll say more about this in the next
chapter.) Now consider the interactive nature of certain digital media
applications, where the individual audience member is posting to
blogs, submitting homemade videos to distribution sites, or
exchanging messages with members of a virtual community. In many
ways, such activity would seem to constitute real interaction with the
technology, but vicarious interaction with society. It may well be this
similarity that holds the key to the most effective strategic uses of
digital media.

Emotional arousal. One possible effect of campaign communication is to
arouse emotional responses in members of the audience, or even mass
arousal in the audience as a whole. This is typically accomplished by
the effective use of powerful symbols—what Murray Edelman called
condensation symbols—that connect the campaign messaging with
strongly held personal or cultural values, which that messaging is
designed to activate. Arousal strategies are commonplace in IICs, and
are often deployed to motivate specialized publics, like the members of
certain activist, ideological religious communities, or some self-
perceived class of societal victims charged with populist anger against
a more or less clearly delineated elite, to discharge what amounts to a
duty to advance their common values and interests by acting in some
way against a group of nonbelievers or oppressors, whom the campaign
will conveniently define. In its simplest form, this is basically a friends
and enemies strategy that builds on existing or manufactured affinities
and enmities. Because arousal is a non-rational phenomenon, even
though the decision to employ it is clearly a rational one, it can be both
powerful and difficult to manage.

Knowledge gain. To the extent that a campaign distributes substantive
information, and to the extent to which members of a campaign
audience are exposed to, attend, and internalize that information, the
campaign contributes to the knowledge base associated with the
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issue(s) it addresses. We know from the argumentation model of
persuasion that this can be important in two ways. The first is knowl-
edge creation, the distribution and processing of new information on a
new topic that was not previously possessed by the audience. The
second is knowledge modification, the distribution and processing of
information that relates to, and reinforces or repositions, pre-existing
knowledge on a pre-existing topic. As we will see in our later discus-
sion of the dynamics of attitude change, this is a very important
distinction. In the first instance, the persuader writes on a clean slate,
and has the opportunity to define the issue in question for the audi-
ence. In the second instance, the persuader confronts a static body of
existing information and must find a way to move it in the desired
direction. For the moment, however, let us simply note the common
element of both circumstances: that communication has the potential
to affect the body of knowledge used by the audience to evaluate and
respond to the campaign, and that the communication strategist must,
and can, manage this process.

o Agenda serting. This is a fancy name for a simple idea: Members of the
audience tend to think mainly about those topics or issues that are
receiving media coverage at any given moment. The more, or the more
prominent, the coverage of an issue in the media, the more people will
have that issue in their top-of-mind thought space, the more aware of
it they will be. Agenda setting, then, is, above all, a quantitative
phenomenon—the more coverage an object receives, the more aware of
it, or focused on it, the audience will be. To the extent that this effect
is operative—and the evidence suggests that it is a commonplace of
public affairs communication—the implications for strategy seem
clear. Where one’s interests are best served by increasing public atten-
tion to a given issue (or actor, or element of the campaign setting . . .),
they will be best served by taking steps that maximize media coverage
or other relevant information flows, i.e., tactics that facilitate such
flows and draw attention to them. Issue white papers, hold news
conferences, stage media events, flood the blogosphere, employ adver-
tising. Conversely, where one’s interests are best served by reducing
public attention to an issue, they will best be served by taking steps
that minimize media coverage or other flows, i.e., tactics that impede
such flows and distract from the issue. Deny access to key individuals
or information, redefine the issue, stage distractions, withhold infor-
mation, preemptively shut down websites, threaten litigation against
would-be critics.

o Framing. If agenda setting determines in some measure whether and to
what extent members of an audience think about a given object,
framing refers to the actual content of what they think. More specifi-
cally, it is built around the idea that the specific content of media (or
other relevant) portrayals of issues or actors influences the choices that
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Box 3.6 The Name of the Game is the Name

Fighting the nation’s wars is an intensely physical undertaking—
dangerous (to say the least), dirty, rough-and-tumble ... in sum, the
ultimate in reality. But the same cannot be said for the labeling of these
events, which can sometimes seem to represent the ultimate in unre-
ality. Mission Accomplished.

In point of fact, naming can be a very important aspect of any military
undertaking, and the Pentagon, and sometimes the White House,
devotes considerable thought to doing so. The name of a war, mission,
initiative, or strategy needs to convey critical messages to critical
audiences—inspiration to the troops, moral reassurance to the public,
respect to allies, and fear to the enemy, among others. Shock and Awe.
Once upon a time, the names of war-related events were chosen purely
as labels, and the names selected over the years have included those
of Athenian leaders, Civil War generals, snakes, comic book charac-
ters, sports, movies, and even rappers, among many others. Many
have actually been more or less random, or at least seemed so. But no
longer. Today, naming is framing, and that is simply too important to be
left to whim or chance. It is a marketing exercise.

In the words of General Sean McFarland, “Who is your target
audience? If it’s just internal consumption, you want to give a name
the soldiers and Marines will get pumped up about. But if it's more
for [foreign] consumption, it has to translate well. And if it's going to
be in newspaper headlines and be commented about on op-ed
pages, then you have to give it a more politically correct name”
(Davenport, 2010).

audience members make about what information to retain and asso-
ciate with that object and the judgments or type and level of emotions
they apply to it, which is to say, how they think about the items on
their personal or collective agendas. So framing effects are fundament-
ally qualitative phenomena,; they are a function of the nature of message
content. Here, too, the strategist finds a panoply of opportunities for
communication management—as many as there are choices among
specific images, words, associations, or other cues. In effect, a frame
conveys an explanatory and/or emotional context in which the audi-
ence is encouraged, intentionally or otherwise, to view or understand
the issue in question. Where a given frame is reinforced through
continuity of portrayal, through multiple channels, and over time, and
especially where that frame accords with audience predispositions or
preconceptions, it will color the interpretation of the issue. Thus it is
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clearly in the interests of a campaign to incorporate in its communica-
tions a consistent thematic frame that is designed with existing
audience perspectives in mind.

Box 3.7 Managing Information Flows to Control Agendas and
Frames

Consider two examples, decades and political poles apart, that reflect
common understandings of the strategic utility of information control in
managing agendas and framing.

Case 1. It is 1982, you are Ronald Reagan, and your objective is to
reduce the scope of government. You have just passed an historic tax
cut, and you want to back it up by reducing the demand for government
services. What to do ... One solution implemented by the Reagan
Administration was to reduce sharply the role of the federal government
in gathering, processing, and disseminating a wide variety of social,
economic, and other data—using the just-implemented federal budget
cuts as a justification for cutting the budgets of statistical agencies.
These so-called CESTAs (centralized statistical agencies) included the
Bureau of the Census, Bureau of Economic Analysis, Bureau of Justice
Statistics, Bureau of Labor Statistics, Energy Information Administration,
National Agricultural Statistics Service, National Center for Education
Statistics, and National Center for Health Statistics. Smaller agencies,
fewer data; fewer data, fewer demands; fewer demands, smaller
government. Voila!

In the words of one analyst (Morin, 1994: 436), “Budget changes can
have the force of reordering agency preferences and performances.
Such changes can reflect the programmatic preferences of the presi-
dent” (Chelimsky, 1985; Gardner, 1983; Morin, 1994).

Case 2. |t is the first decade of the twenty-first century, you are a
climate scientist who believes in the threat of human-caused
global warming, and your objective is to save the world. Literally. It is a
high-stakes undertaking, because, based on your science, advocates
are pressing world governments to commit immense resources to the
fight. What to do ... One advocacy organization, the Institute for
Public Policy Research in the UK, commissioned a consultants’ report
in 2006 that analyzed this problem and offered the following
recommendation:

Much of the noise in the climate change discourse comes from
argument and counter-argument, and it is our recommendation
that, at least for popular communications, interested agencies
now need to treat the argument as having been won. This means
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simply behaving as if climate change exists and is real, and that
individual actions are effective. This must be done by stepping
away from the “advocates’ debate” described earlier, rather than
by stating and re-stating these things as fact. The “facts” need to
be treated as being so taken-for-granted that they need not be
spoken.

(Ereaut and Segnit, 2006: 25)

In other words, reframe the issue as one that has already been decided.
And that, we know from some leaked or purloined email exchanges
involving scientists at a major research center in the UK, is exactly what
some of the most influential climate researchers did. They collaborated
to keep evidence contrary to their findings and policy preferences out of
the peer-reviewed literature, then claimed that all of the peer-reviewed
literature backed their views. When scholarly journals appeared to be
breaking this de facto censorship, they conspired to denigrate and
marginalize these publications and their editors. When the data did not
fit their preconceived notions of appropriate results, they cooked the
data. When outsiders began using public access (freedom of informa-
tion) laws to access their data, they conspired to hide or even delete
them. And, when scholars sought out the raw data upon which the
principal climate change models were constructed, it turned out that
the data had been discarded. (An inventory of these emails and related
documents was summarized by Wall Street Journal and was found
online at http://online.wsj.com/article/SB100014240527487047797045
74553652849094482.html.)

Two different eras, two different issues, two very different actors, one
common strategy: Restrict the flow of information to control the policy
agenda or the framing of the issue.

It should be clear that these various communication effects need not,
and generally do not, operate independently of one another. More than
that, they do not function in a binary world, one in which a switch is
flipped and the effect in question is simply turned on or off. Activation (or
deactivation) can occur in stages and by levels, and may be cumulative,
cyclical or interactive. In developing a strategy for employing one or more
of these tools, then, the campaigner needs to take into account the desir-
ability of some of these attributes. Here let us consider three of these in
particular: primacy, recency and duration. All three relate in some way to
timing. Primacy is that condition in which the first messaging or framing
is the most influential. The mechanism here is simple. The communication
that literally defines the portrayal of an object in the process establishes the
terms by which it will be understood and interpreted. Recency is an
opposing condition in which the most recent messaging or framing is the
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most influential. Again the posited mechanism is simple. Individuals will
best remember, and thus be most influenced by, those communications to
which they have only just been exposed. The third condition, duration,
refers to the speed with which, and the degree to which, a given
communication-induced perception, interpretation, belief or preference
decays over time. Some framing effects endure, while others erode rapidly.

This notion of duration, incidentally, was one of the first tested in the
early days of scientific approaches to persuasion, and one of the earliest
examples of the mutuality of interest between basic and applied research in
this area. That point, as well as an important substantive finding, is nicely
illustrated in Figure 3.3, which is based on a 1959 study of advertising
recall conducted by Hubert Zielske. The graph on the left illustrates the
differential impact of clustering thirteen message-delivery points either at
one-week intervals or at equal intervals throughout a one-year period. The
graph on the right illustrates the percentage of the audience recalling an
advertising message after a single delivery and after thirteen deliveries at
one-week intervals. (The use of thirteen delivery points here derived from
the network television practice at the time of creating thirty-nine new
episodes of prime-time series programming, i.e., three quarters of thirteen
weeks each, which then became the basis for advertising sales.) As the
figure makes clear, new persuasive messages have a very short half-life,
regardless of their initial impact. But as it also makes clear, decisions
regarding the timing and aggregation of messages in the form of campaigns
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Figure 3.3 Temporal Sequencing of Advertising Recall.
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can be used to amplify the effects of individual messages and, if it is an
objective, to maximize these effects at a single point in time.

The operation and extent of primacy, recency and duration in any given
campaign situation are empirical questions, the answers to which can be
employed in shaping communication strategy. But in the context of IICs,
they may be related to one another somewhat systematically. It may be
that primacy establishes a set of initial perceptions, the durability and
influence of which are a function of the extent to which they are internal-
ized by members of the audience in ways that generate either personal
interest or some sense of engagement with the issue. Depending on the
strength of the resulting interest or engagement, and on the campaign’s
ability to reinforce, extend, and activate them through subsequent
communications, the initial perceptions will demonstrate a variable half-
life—longer where stronger, shorter where weaker. Where the personal
connection between the individual/audience and the frame has decayed
sufficiently, or where it was never really established in the first place, the
lack of personal involvement with the issue in question opens the door to
influence by alternative, more recent communications, which is to say, to
recency effects.

All of the classes of effects we have addressed here can be seen to have
one thing in common—they are means to an end. Gratification effects tie
the members of an audience to media use per se, which is to say, render
them relatively more available to the campaign for purposes of persuasion.
Knowledge gain establishes or alters the base of information that audience
members will bring to bear on a given issue. Agenda setting influences the
rise and fall of specific issues or other objects of attention in the public
mind. And framing effects help to shape the evaluations and preferences
associated with those issues or objects that are prominently in mind at any
given moment. Ultimately, of course, because we are interested not in
abstract notions of how and why people can be influenced through commu-
nication, but rather in practical notions of how best to accomplish that to
advance a specific campaign objective, we need to go a step further—from
the means to the ends, where the ends are effective persuasion, either in the
form of attitude change or, more likely, behavior change. We will turn to
that task in the next chapter.

A Bit of Perspective

Let us make two last points before concluding. First, many of the concepts
we have employed in this chapter, and much of the underlying scholarly
research from which they are derived, focus on message content, delivery,
and effects as if individual communications, or small clusters of communica-
tions, operating in isolation, are the primary instruments of persuasion. In
the world of research in this area, much of which is experimental or quasi-
experimental in character, that is often the case. In the world of real-world
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IICs, it can almost never be so. Because IICs are, after all, campaigns. They
are more or less long-running aggregations of messages and other products of
campaign strategy, the purpose of which is to work collectively to attain the
desired objective, and they occur in highly complex, multi-layered social
and physical environments. For that reason, it is both unduly limiting and
counter-productive to think exclusively in terms of more or less singular
messages that are delivered under more or less isolated circumstances over a
relatively short period of time. Rather, the strategist should think of the
campaign as a long-, or at least longer-, running series of opportunities to
employ combinations of message content, delivery and effects to generate
the desired movement (or, in some cases, the desired inertia). In that context,
it will be the combination of long-term planning, message building, audi-
ence building, and environmental sensing—enl/ightened by an understanding
of the concepts developed in this and other chapters—that will maximize
the prospects for strategic success.

Second, it is not clear just how many members of the general public,
where engaged, are actually persuaded by a campaign, or for that matter,
whether they need to be. Especially where the target of the campaign is
relatively sensitive to its public image, it may be that all of the visibility
and noise associated with would-be persuasion, more than any actual
persuasion, is enough to cause the target to respond, and hence to get the
job done. Did Phil Knight, to return to our Chapter 1 example, respond to
the anti-sweatshop activists because the public was persuaded of their
argument, or, perhaps, did he respond preemptively because he feared they
might be? Campaign strategists must cope with such uncertainties, but at
the same time, they often feel they cannot afford to take any chances.



4  Strategy and Tactics in Campaign
Communication II: Shaping
the Decision

Information is a strategic resource—less understood but no less important to
national security than political, military, and economic power. In the informa-
tion age, influence and power go to those who can disseminate credible infor-
mation in ways that will mobilize publics to support interests, goals, and
objectives. What is required is a coherent approach as to how we think about
managed information dissemination . . .
Defense Science Board Task Force on Managed Information
Dissemination (United States Department of Defense, 2001: 7)

To assume a petfect correspondence between the nature and amount of material
presented in an information campaign and its absorption by the public is
to take a naive view, for the very nature and degree of public exposure to the
material is determined to a large extent by certain psychological characteristics
of the people themselves.

Herbert H. Hyman and Paul B. Sheatsley (1947: 413)

While rhetoricians, democratic theorists, philosophical purists and others
may object to the characterization, for the strategist substantive argumen-
tation is often tangential and actual content peripheral to the truly essential
decisions regarding the persuasion of individuals. Far more important is an
understanding of why and how such persons of interest to the campaign
hold the attitudes, perceptions, preferences, beliefs, and expectations that
they do, and by what mechanisms these diverse elements can be accessed
and influenced. From a purely strategic standpoint, if one understands the
psychological dynamics that generate and maintain these states and that
govern their projection into the campaign setting, one can then shape
the content of campaign communications to exploit these tendencies.
Argumentation and content, then, are often best understood not as the
essence of persuasion, but rather as the pre-screened and carefully struc-
tured packaging that draws targeted individuals to engage with the
campaign so that more fundamental persuasive elements, intended to take
advantage of underlying psychological structures and processes, can be
conveyed effectively.
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Psychological Structures and Processes

What might those elements be? And once identified, how can they be
accessed and turned to advantage? To answer those questions we will draw
primarily on knowledge developed over the last three quarters of a century
or so in the field of social psychology, bringing in as well some ideas from
advertising theory, political communication and other areas.

As a practical matter, in approaching a persuasive effort, the strategist
must be concerned with four basic questions: What perceptions and prefer-
ences does an individual, or a likeminded group of individuals, hold that
are of potential interest to the campaign? How are these perceptions and
preferences organized and, in the case of groups, how are they distributed;
how do they relate to one another? What purpose do they serve? How, and
to what extent, is the individual aware of, or committed to, them? Let us
begin with these basics, then move toward a more nuanced set of
considerations.

One might think that the natural starting point for a characterization
and analysis of the public mind is with a look at the results of public opinion
polls, which purport to measure precisely such things. But in developing or
understanding campaign strategy, it is often less the results of such inqui-
ries that are of interest than the questions themselves. What is it that the
strategist chooses to measure, and why? The answer to that question can be
quite instructive, because opinion surveys and other campaign-related
research should advance, and may well reveal, the strategist’s approach to
persuasion.

Over the years, researchers have developed many ways of thinking about
the nature and dynamics of persuasion, which, from this more structural
perspective, is best understood as either generating a change in a belief, a
cognition or perception, a preference, an attitude, or an expectation, or
generating enhanced resistance to such a change. The theories vary in the
ways that they conceptualize and target individual psychological processes.
To help put them in context, let us take a very brief tour of the real estate
inside the human brain.

The brain is a mass of neurons, or nerve cells, that collect, process and
store incoming information from and about the environment beyond the
organism, which is to say, the world in which we all function. All of this
collecting, processing and storing is, at the most basic level, an electro-
chemical process by which minute electrical charges are generated and
passed through chains of cells, leaping from one to the next across gaps,
known as synapses, which are themselves filled with chemicals known as
neurotransmitters that serve to facilitate or impede the flow of current.
Some of these chains ultimately produce memories, while others are linked
to behavioral responses to the environment. Cognitive scientists, or those
who study these phenomena, have been employing an array of new tools,
such as magnetic resonance imaging, or MRI, to “observe” this activity,
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noting, for example, that particular kinds of external stimuli tend to
generate patterns of enhanced activity in one or another part of the brain,
which they can literally see heating up or cooling off differentially. This
research is both fascinating and promising, and is a likely source of
guidance for the communication strategist of the future. But it is only
now beginning to be applied to the kinds of message and channel variables
that form the basis for strategic decision-making, so for the moment we
are forced to rely on more impressionistic renderings of the landscape in
cognitive space.

To that end, think of a belief or a perception or a cognition as a point in
space—a sort of minute free-floating mental object. One possibility is that
this object—and let’s use the term cognition as a shorthand—so, this
cognition, is an isolated one, present but unconnected to any other
elements. By its mere presence, our cognition is of potential interest to the
would-be persuader as a building block of some strategy, but its lack of
integration into any broader psychological structure might well minimize
its utility. A second possibility is that our cognition forms the basis for a
more complex structure, one that ties it to some preference or judgment by
which the individual in whose head we are currently swimming about
assigns to the cognition a value, positive or negative. One common term
for such judgments in this context is affect. And this combination of a
cognition with an affect is known as an attitude. Now you see where we are
going. It is actually, of course, a little more complicated than this, because
in one way or another, most notions about attitudes incorporate not merely
internal structures, but ties to external objects. One general definition, for
example, holds that an attitude is a predisposition to respond to a partic-
ular stimulus in a particular manner. That stimulus, or object, is known as
the “attitude object”—the thing the attitude is about. But we are getting
ahead of ourselves.

Stepping back, yet another possibility for our cognition is that it is
connected in some way, either consciously or unconsciously, to one or more
other cognitions held by the same individual. Think of this as a set of
points in space that are in more or close proximity with one another,
perhaps anchored together in some geometric relationship. When one of
these several cognitions comes to mind, others are likely to join it because
the individual in question thinks about (though that may be too purposive
a term) these elements together, or at some level understands them to be a
group. These combinations of interlinked cognitions are known as belief
systems. Belief systems can be broad or narrow in scope, and can vary
widely in the degree to which they are organized, which is to say, the
extent to which they function as integrated entities. The more attention an
individual pays to a given object and the more orderly the way s/he thinks
about it, the more organized the belief system applied to that object will
be. And carrying that argument one step further, belief systems themselves
may be shaped and connected through broader, overarching systems of
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personal values, judgments about the kinds of things one wishes to believe
or prefer.

In much the same way, attitudes—those more complex combinations of
cognition and affect—can be organized into hierarchical structures known
as attitude clusters. Perceptions and judgments about the astributes of a
given object, for example, can be aggregated into an attitude cluster that
produces a net perception and judgment about the object itself, and percep-
tions about individual objects can be clustered to produce a net perception
and judgment about groupings of such objects. So, for example, the judg-
ments one makes about particular characteristics of a person or a company
or a regime may well be set against one another as one forms a higher-order
attitude about the person or the company or the regime as a whole. These
may in turn be conflated to generate a still higher-order attitude about a
group of people who have something in common, or about companies in a
particular industry, or about regimes of a particular ideological stripe.

In a sense, perceptions and beliefs, either on their own or in more or less
integrated systems, are static phenomena. To be sure, they can develop and
change, but in and of themselves they are not self-actuating. But when
linked to judgments or preferences to form attitudes or attitude clusters,
they take on a sort of psychological momentum. These affective elements
convert the static to the dynamic by adding two components of motion,
direction and intensity, to the mix. Affects can be positive or negative,
favorable or unfavorable, supportive or unsupportive, with respect to a
particular object or observation, and whatever their direction, they can
vary quite widely in their intensity, in the degree of psychological force
they exert. They provide a normative, and potentially an emotional, basis
for, in effect, putting one’s cognitions to use. They cause the individual to
lean one way or the other and determine just how far that lean extends.
When we speak, then, of attitudes as predispositions to respond to new
experiences or information, it is this leaning that we have in mind.

In this more structural context, we can think of efforts at persuasion as
having a range of objectives, some of them far more easily achieved than
others. Arrayed from what may be the most easily achieved to the most
challenging, some of these would include:

e reinforcing an existing, deeply held, perception, preference, or atti-
tude, or one firmly integrated into a belief system or attitude cluster;

e reinforcing an existing, lightly held, perception, preference, or atti-
tude, or one that remains isolated or only loosely integrated into a
belief system or attitude cluster;

e attaching a new preference to an existing perception, or linking an
existing perception to an existing belief system;

e implanting a new perception where none existed previously;

e introducing a belief system to integrate existing perceptions, or an
attitude cluster to integrate existing lower-order attitudes;
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e stimulating action based on an existing attitude or preference, or on an
existing attitude cluster or belief system;

e stimulating action based on an existing perception that is not linked
to a conscious preference;

e stimulating action that occurs without reference to perceptions,
preferences, or attitudes;

e changing an existing, lightly held, perception, preference, or attitude,
or one that remains isolated or only loosely integrated into a belief
system or attitude cluster;

e changing an existing, deeply held, perception, preference, or attitude,
or one firmly integrated into a belief system or attitude cluster.

In the context of a particular information and influence campaign, any one
or more of these objectives may come into play, and the objectives of
campaign persuasion will almost certainly vary across audiences and evolve
over time. The challenge to the strategist is to construct that mix of
communications and other actions that best advances the campaign.

Theories of Persuasion

This is where the various theories of persuasion and resistance to persuasion
come into play. Over the years, social psychologists have developed quite a
number of these, each emphasizing some alternative understanding of the
dynamics of persuasion or the relative import of various change agents or
points of access to the process. In truth, none of these theories is truly
global in either its emphasis or its explanatory power. As a result, the strat-
egist must become adept at drawing more or less extensively from some
combination of theories to produce an informed, integrated, and sophisti-
cated plan of attack. Realizing that we cannot do these relatively complex
theories credit here, where our interest is primarily instrumental, let us
touch briefly on a few of the more interesting frameworks to suggest the
kinds of assumptions that a strategist might make about the dynamics of
persuasion, and the kinds of strategic and tactical implications that might
flow from each. (In organizing this discussion, we are guided in part by
the excellent summary of this general topic provided by Daniel J. O’Keefe
(2002).)

Belief-Based Approach. Perhaps the most basic approach to attitude
change corresponds closely with our basic definition of an attitude. As
developed in the 1960s by Martin Fishbein, it focuses on the individual’s
salient beliefs about a given attitude object. Individuals may have a large
number of beliefs about an object, but at any given time some of these will
be more salient than others. More specifically—and here is where the paral-
lels to the earlier argument come clear—this approach defines one’s atti-
tude as the sum of these beliefs and their associated evaluations, a notion
very similar to what we earlier characterized as an attitude “cluster.” The
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theory actually offers an equation, in the form A, = Zb,¢,, which in transla-
tion means that the attitude toward a given object is the sum of the associ-
ated beliefs weighted to account for their respective evaluations. For this
reason, it is often termed the “summative” model.

Box 4.1 Listen Up!

The discussion of the dynamics of attitudes and perceptions in these
pages may seem abstract, but it is often the key to designing and
getting the most benefit from campaign-related research. Good
research lies in knowing what questions to ask and how to ask them.
Benefiting from good research means being a good listener—listening
to what the data have to say.

Historian Nicholas Cull (2009: 28-31) offers a case in point. In the
mid- to late-1990s, the country of Switzerland was experiencing criti-
cism as the world focused on the fact that Swiss banks had been the
depositories of, and had retained, a large horde of Nazi gold from
the years before and during World War Il, much of it from victims of the
Holocaust. Whether in the form of class action litigation and legislative
inquiries in the United States, an official report of the British Foreign
and Commonwealth Office setting the amount in the stockpile at half a
billion dollars, or other actions and allegations directed at both the
country and its banking system—central to the Swiss economy—the
attacks continued to mount, and Switzerland, an intensely independent
country that had remained outside the European Union, found itself
increasingly isolated in world opinion. The response? A strategic
communication campaign.

But the Swiss did not make the mistake that so many countries and
other actors do in such circumstances, one perhaps best described as
“Ready, Fire, Aim!” In this instance, the government established a new
unit within the Federal Department of Foreign Affairs, which it called
Presence Switzerland (PRS), headed by a diplomat of ambassadorial
rank and staffed with professionals in media analysis, public relations,
and branding. This team, in turn, started where all good campaigns
should start, with research. PRS designated seven countries as primary
targets for influence—its four cross-border neighbors, Germany,
Austria, France and Italy, and the three principal world powers, China,
Russia and the United States. Within each of these countries, PRS
then launched an ongoing, iterative image survey, using both public
and elite opinion polling and media analysis, the results of which were
used to develop strategy and tactics, both overall and for each target
country.

The primary result of this research initially showed that the commit-
ment of the Swiss to their existing core values of direct democracy,
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modernity, and humanitarianism, while it accorded with the preferences
of external audiences, was not widely known or, where known, fully
appreciated. Using this information, PRS was able to design maximally
advantageous image-management initiatives and, over time, to assess
their effectiveness. The agency was also able to identify and respond to
country- and time-specific challenges, as, for example, when its surveys
identified a spike of anti-Swiss feeling in Great Britain that turned out to
have resulted from the perception that Switzerland favored the
Conservative Party over Labour at a time when the electorate had
ousted the conservatives. This was traced to the fact that the Swiss
Embassy had continued to sponsor activities tied to the Conservative
Party after the election. The remedy: switch such sponsorship to Labour
activities.

Some obvious and fairly straightforward strategies of persuasion follow
from this conceptual scheme, all of them focused on the individual’s beliefs.
These might include efforts to generate a new and salient belief that is
added to the right side of the equation, altering the outcome on the left
side; altering the strength of a particular belief (“4” in the equation) to
enhance or lessen its impact on the overall attitude; changing the evalua-
tion of a particular belief (“¢” in the equation), making it more or less favor-
able depending on one’s persuasive objective; or altering the mix of beliefs
judged by the individual to be salient, in effect substituting other existing
beliefs for some previously included in forming the attitude, and in the
process changing the terms of the equation. Survey and other data devel-
oped through campaign research can be used to identify those attitude-
critical beliefs that are in play with respect to a given object, as well as
other associated beliefs that might be exploited. Campaign communica-
tions can then be designed to enhance, minimize or move one or more of
these beliefs as needed.

Cognitive dissonance. Developed in the 1950s and most closely associated
with the work of Leon Festinger (for example, 1957), this is among the
best known theories of persuasion. Cognitive dissonance theory is one
member of a family of ideas known as balance theories, so named because
they posit that individuals are psychologically most at ease when their
beliefs, attitudes and other cognitive elements are consistent, or in balance,
with one another, and that they are motivated to restore that consistency
should anything occur that disturbs the balance. Dissonance, then, is a
condition in which two or more of these cognitive elements are out of
balance, and it is, according to the theory, necessarily a temporary condi-
tion demanding remedial action by the individual. Nor is this a simple
binary condition. Dissonance can vary in magnitude from minimal to
extreme, and the greater the dissonance, the greater will be the psycho-
logical pressure on the individual to reduce or eliminate it. Dissonance is
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likely to be greater where the number of dissonant cognitive elements is
greater, or where the dissonant elements are particularly salient (impor-
tant) to the individual. Finally, individuals will opt for the least costly path
toward dissonance reduction, which is to say, they will do whatever is
easiest to ease their minds. If that means rejecting new information, that is
what they will do; if the new information is, for some reason, difficult to
reject, their inclination to restore the balance will be channeled in some
other direction.

In the world of cognitive dissonance, then, the key to changing an
existing cognition, preference, attitude, or even behavior is, first, to induce
dissonance, which has the effect of rendering the individual more suscep-
tible to persuasion, then second, providing mechanisms to reduce the newly-
induced dissonance in ways that advance the interests of the campaign. The
first of these can be accomplished in some circumstances simply by pointing
out to people the (nearly inevitable) inconsistencies that already exist among
their various beliefs, attitudes, or behaviors. In other circumstances, the
persuader might introduce new information in the form of new facts, altered
settings, alternative interpretations, withdrawal of apparent social support
for the existing cognitions, or revaluation of the importance of the issue or
the cognitive elements—all designed to create a measure of dissonance. This
is followed up by presenting an opportunity to restore the balance by
moving away from the original psychological positioning to a new, some-
what different point that accommodates the new data. That opportunity
might take the form of enhanced social support for the new position, person-
ally valued and/or highly credible sourcing for the new information or inter-
pretation, alternative but attractive value or preference structures, and the
like. And, because the individuals being subjected to persuasion will gener-
ally seek out the path of least resistance that leads toward dissonance reduc-
tion, the persuader will want insofar as possible to foreclose all options that
lead to dissonance reduction except the one (attitude change, behavior
change, etc.) that serves the needs of the campaign. This can be accom-
plished by making the alternatives relatively more “expensive,” as, for
example, by denigrating the original sources of information or support.

Of course, not all campaign persuasion is intended to bring about
change. Some, and arguably half in an evenly matched two-sided
competitive situation, may be designed to prevent such change, or stated
differently, to generate resistance to persuasion. On this side of the battle,
the implications of cognitive dissonance theory are equally clear. The
persuader must identify, advance, support, and reinforce information and
actions that either minimize or prevent the generation of dissonance by the
opposing forces, or that lead to a restoration of the original cognitive
balance once dissonance has occurred. Though the direction of their use is
the reverse, the mechanisms by which that can be accomplished are the
same as those that might be employed to generate dissonance and channel
its reduction to produce change.
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Box 4.2 Dissonance Reduction Or Else!

When he was developing the theory of cognitive dissonance in the
1950s, Festinger came across news of a cult in Chicago organized
around a woman who claimed to be receiving messages from another
planet, Clarion, predicting that, on a particular date, most of North
America would be inundated by a great flood. Fortunately, those who
joined the woman’s sect would be spared—by flying saucers that would
pick them up and transport them to safety.

Festinger and his team infiltrated the sect and, for three months,
acted as believers. They watched as fellow believers prepared for their
fate by quitting their jobs and disposing of their possessions. On the
day before the flood, they were told to be at the woman’s house at
midnight to be rescued, but no flying saucer appeared, and then, of
course, no flood ensued.

Fortunately, the group received a message from God at 4:45 the next
morning indicating that he had held off the flood because of their
strength. That is when dissonance theory kicked in. Rather than
avoiding publicity out of embarrassment, as one might expect, members
of the sect became publicity seekers and zealous proselytizers,
desperate to attract additional believers. Festinger’s explanation: If they
could find new converts, the dissonance created by the failure of events
to match their expectations could be reduced (Crossen, 2006).

In campaigns, unlike controlled psychological experiments, of course,
communication settings are relatively complex, and there are many sources
and messages competing for the attention of each individual, few of whom
are likely, in any event, to be focused on the issues at stake in the campaign
or on campaign-initiated communications. This can be a source of oppor-
tunity for the strategist, because, as we argued above, inattention and low
salience can facilitate persuasion. But it can also be a source of challenge, if
only because penetrating the mass of extant communications competing to
reach the individual can require great creativity or the expenditure of
substantial resources. It is important to realize as well that theories like
that of cognitive dissonance are designed to explain or predict the effects
of persuasion at the individual level, and presume knowledge of the
specific psychological elements at work in the head of a given individual.
Depending on its research capabilities, however, a subject we will address
later but whose outlines we anticipated earlier, a campaign may very well
have data that are far less specific—describing classes or clusters within
a prospective communication audience, not the attributes of specific
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audience members. As a result, the strategist is generally forced to inter-
polate within these classes or clusters, formulating and placing messages
based on assumptions about how individuals in each grouping are most
likely to respond.

Social Judgment/Involvement. This approach to persuasion was initially
developed in the 1960s and 1970s, and is most closely associated with the
work of Carolyn and Muzafer Sherif (see, for instance, 1967). To charac-
terize it, let us return to our geography lesson on cognitive space. This time,
picture a point in space representing any given attitude held by an indi-
vidual. Now, picture surrounding that point a hollow sphere of variable
circumference. The sphere is called the “threshold of rejection.” {Actually
the theory specifies more than one such boundary, but the distinctions are
not critical in the present context, so we’'ll keep it simple.} The theory
posits that discrepant information—which means newly arriving affective
information that differs from that incorporated in the preexisting
attitude—will generate attitude change if, but only if, it is sufficiently
similar to the existing affect as to be non-threatening, represented by the
distance between the extant attitude and the new information. The threshold
of rejection marks the boundary beyond which discrepant information loses
its persuasive power. Inside the sphere, the greater the difference between
existing and new information, the greater the degree of attitude change that
may result. Outside the sphere, the degree of discrepancy is irrelevant; any
new information will be rejected because it is too different to merit consid-
eration, and no change will occur. Finally, it is well to keep in mind that
any shift in the position of the point of origin will bring an accompanying
movement in the surrounding sphere within which persuasion is possible.

Clearly, then, if a would-be persuader seeks to employ this dynamic for
change, she must have a good general idea of just how far from the point of
origin for a given attitude and individual the threshold of rejection lies.
And that gets us to the central concept underlying this approach. The
theory holds that the threshold of rejection will move closer to, or further
from, the point of origin depending on the degree to which the individual
identifies with, or feels a sense of personal commitment to, the attitude in
question. The greater the level of personal involvement, the closer in the
sphere will be drawn, and the less susceptible the individual will be to
persuasion. Conversely, the lower the level of involvement, the further out
the sphere will extend, allowing much more room for persuasion-induced
attitude change.

If we think about it, this makes perfect sense. On the issues that people
care the most about, they will be relatively difficult to persuade. On those
they care little about, they will be easier to persuade. What it suggests to
the strategist—and again, we leave the controlled setting of the social
psychologist’s laboratory and return to the real world of field research and
estimates, but also the one-off experiment for the longer-term campaign—
is that one key to developing an effective strategy is gauging the degree of
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personal salience that members of a target audience attach to an issue.
Where salience is high, one of two general strategies is available: move the
point of origin, or move the threshold of rejection. Taking the first
approach, because the persuasive impact of any given message is likely to
be limited in this circumstance, substantial change will only be achieved,
if at all, through a multi-stage effort to generate numerous small incre-
mental movements. Baby steps. Over time, such modest incremental
changes can accumulate into something more substantial, but it is a long
and slow process. Given that expectation, the second approach may be
more attractive. Here, rather than addressing one’s persuasive effort at the
attitude in question, the strategist focuses on the nature and origins of the
underlying personal attachment to it. In some circumstances, it may be
possible to erode that attachment without directly addressing the attitude,
or in effect, to move the threshold of rejection further away, expanding the
sphere of potentially acceptable discrepant information and, thus, facili-
tating persuasion. Where salience is low, the same strategies can be applied,
but they will be easier to implement and proportionately more likely to
succeed.

Elaboration Likelibood Model. The ELM, as it is generally known, is of
more recent origin than the previous approaches, having been developed in
the 1980s, principally by Richard Petty and John Cacioppo (1986). It
focuses on the processing of potentially persuasive information, which it
sees as occurring along one of two possible tracks that differ with respect to
whether or not the individual to be persuaded actively thinks about the
issue in question. The first track, or condition, termed “high elaboration,”
characterizes a process in which the individual engages with the issue
through such mechanisms as attending closely to related communications,
actively comparing this new messaging with previously stored informa-
tion, and thinking through the arguments being proffered. It is very much
akin to the process assumed to occur in the argumentation-based approach
to persuasion we discussed in the preceding chapter. The second, termed
“low elaboration,” refers to situations in which the individual looks for
cognitive shortcuts—cues or connections that allow processing of incoming
information without much conscious effort. Here we can see parallels to
Herbert Krugman’s notion of low-involvement learning, which we also
described in Chapter 3. Within each level of elaboration, the ELM allows
for variations in the nature or degree of active engagement in information
processing. One might thus argue that there is a continuum of sorts
ranging from the most highly engaged persuasion to that which is the least
engaged.

Paralleling the two general conditions, and also paralleling the de facto
continuum between the extremes of each, the ELM suggests that there are
two different paths to persuasion. One, termed the “central route,” is built
around more or less intense engagement and argumentation. It achieves
persuasion by facilitating the individual’s thinking thoroughly through
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the issue and the alternatives and coming to appreciate the persuader’s
position. The second, termed the “peripheral route,” relies not on reason
per se, but on packaging—attractiveness of the message or the medium, use
of evocative symbols, use of an attractive or credible source, and so forth.
The challenge to the strategist in this view, then, is to determine the degree
of elaboration being employed by those he would persuade, then devising
the most effective mixture of substantive arguments and peripheral cues.
These could be enhanced or facilitated through the selection of channels,
taking into account the differential degree of engagement experienced by
users of different channels, per our discussion in Chapter 3.

Functional Approach. Finally, we should consider a somewhat different
question: What is it that a given attitude actually does for the individual
who holds it? Here we are guided by a so-called functional theory of atti-
tudes and persuasion developed by Daniel Katz (1960). This approach
focuses, not on cognitive structures, as was the case in each of the earlier
formulations, but rather on the role attitudes play in establishing and
maintaining the psychological well-being of the individual. In his initial
formulation, Katz identified four basic functions performed by attitudes,
which he labeled utilitarian, ego-defensive, value-expressive and knowl-
edge. Utilitarian attitudes are those the holding of which maximizes one’s
sense of being rewarded and minimizes one’s sense of being punished. If an
individual finds her interactions with a given object pleasant, she will
develop a positive attitude toward that object, the function of which is to
reflect, and thus enhance, the interactive experience. Conversely, where her
interactions are unpleasant, she will develop a negative attitude that
deflects, and thus reduces, the unpleasantness. Ego-defensive attitudes are
those that one holds in order to protect his self-image. These attitudes are
often about other people or groups—colleagues, friends, competitors, those
who differ from the individual in terms of demographics or ideology, and
so forth—though they can also apply to governmental or other institu-
tions, or to issue positions, that one perceives as threatening. The basic idea
is that, by holding relatively negative attitudes about objects that are
somehow threatening, the individual reinforces his own sense of self-worth.
Value-expressive attitudes are those that are used by the individual to
project her underlying values on objects in the outside world. That is to
say, being the type of person that she perceives herself to be, it seems only
natural that she would have a particular attitude toward a given issue,
actor, or some other object. So she does. Finally, in fulfilling the knowledge
function, attitudes can help the individual to organize his understanding
of complex events or situations. If, for example, one holds judgments about
various of the participants in a policy debate—some favorable, some unfa-
vorable—and the debate itself is highly abstract or complex, his attitudes
toward the participants can be used as a shorthand way of interpreting and
evaluating the array of policy options based on the positions assumed by
his perceived friends and enemies.



Shaping the Decision 77

Once we adopt a functionalist perspective, it is not difficult to think of
additional roles that attitudes might play beyond those posited by Katz,
and, in fact, as this approach has experienced a bit of a revival in recent
years, other scholars have suggested some alternatives (see, for example,
Maio and Olson, 2000a). For the moment, however, let us consider more
generally the implications of this general approach for the development of
a communication strategy. The necessary first step toward accomplishing
such a strategy is to determine what the campaign-relevant attitudes held
by an individual are, and what function(s) they serve, or put another way,
why the individual holds them. From that point, divergent strategies may
be available depending on the persuasion objectives of the campaign. One
alternative, designed to maintain the existing attitude, may be to reinforce
a functional connection with messages that explicitly validate it. Or one
may seek to change the attitude by challenging the functional connection
in the hope of invalidating it. A third alternative is to exploit a given func-
tion by attaching the campaign or its objective to an existing attitude, in
effect broadening the application of the attitude in question in ways that
serve the campaign. Or, conversely, one can seek to establish a border
between the attitude and the campaign or its objective, the persuasive
message being that the individual may have a valid attitude toward some
set of objects, but those objects are not relevant to the campaign.

Box 4.3 Elements of Information Operations

In recent years, the US Department of Defense, among other government
agencies, has paid increasing attention to psychological operations
(PSYOP) and information operations (I0) as components of its opera-
tions. The following excerpt from DOD’s IO doctrine suggests the elements
of this effort as they apply to persuasive communications.

(2) The focus of 10 is on the decision maker and the information
environment in order to affect decision making and thinking
processes, knowledge, and understanding of the situation. 10 can
affect data, information, and knowledge in three basic ways:

(a) By taking specific psychological, electronic, or physical actions
that add, modify, or remove information from the environment of
various individuals or groups of decision makers.

(b) By taking actions to affect the infrastructure that collects,
communicates, processes, and/or stores information in
support of targeted decision makers.

(c) By influencing the way people receive, process, interpret, and
use data, information, and knowledge. (United States Joint
Staff, 2006: I-9)
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So How Does A Persuade B?

While these five approaches represent the leading schools of thought with
respect to persuasion, they by no means exhaust the possibilities. But even
limiting ourselves to five approaches, and even ignoring, as we have, subtle
variants of and within each, it is clear that there exists no simple answer to the
question, How does A best go about persuading B? The answer in any given
circumstance surely entails an element of science, but it entails as well an
element of creative insight. One or more of these approaches may be of value,
and once identified can point toward specific strategies and tactics, but
knowing which one to use in a given situation is an art form, and the skilled
strategist an artist. For our purposes, it may be most productive, then, to focus
less on answers than on questions. To what questions should a strategist seek
answers in formulating a persuasive strategy? Here are some possibilities.

o Questions abour the targer’s existing cognitive state. What is the nature and
distribution of existing attitudes, predispositions, preferences, percep-
tions, beliefs, needs, and expectations? How much has the target of
persuasion thought about the attitude in question; how personally
engaged is she with that atticude? How salient is the campaign or its
objectives? How open is the target to persuasion? To what degree are the
target’s emotions in play? What are the cultural or linguistic hurdles in
play in the situation? How great is the discrepancy between the target’s
existing beliefs and the new information? What motivates the target?
Will the persuasion be beneficial to the target—or readily capable of
being portrayed as such?

o Questions abour the target’s general availability for persuasion. Is the target
actively seeking change? Direction or guidance? Has the target been
previously persuaded by a similar persuader or information? Is the target
aware of the persuasion attempt? What does the target think of the
persuader?

o Questions about the target’s access to channels. What channels does the target
use in information seeking? What channels are available to the persuader?
To what extent can the campaign control the channels it employs for
persuasion? What are the target’s social/demographic characteristics?

o Questions about the setting in which persuasion will be attempred. How many
opportunities will likely be available to engage in persuasion? Is there a
counter-persuasion effort in play? What are the target’s expectations, if
any, regarding the persuasive situation? To what extent can the campaign
control the persuasion setting?

o Questions about the source of any persuasive messages. Which sources are
judged as authoritative or credible (or likeable)? What attributes or
behaviors might enhance the legitimacy of the persuader? What
affinity, or points of similarity of self or circumstance, can the persuader
establish with the target?
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®  Questions about message content and objectives. Is the campaign seeking
immediate change? Slow change? Temporary change? Lasting change?
Is the persuader willing to settle for partial persuasion? How complex
is the information? How easily understood? Is the information accu-
rate, credible? What cues should be embedded in the message? Should
the message be explicit or implicit? Should the message be primarily
logical or primarily emotional?

These questions, and others like them, suggest the range of determinations
and decisions that can be incorporated into an effective strategy of campaign-
related communication. It is most unlikely that any single campaign would
have the answers to, or would be positioned to employ to advantage, the full
compendium of potentially useful information. But if we set that as a stan-
dard, it is surely the case that the strategist is best advantaged by gathering
and applying the most comprehensive information available.

The next logical question, of course, is what to do with it. One set of
answers is found in Chapter 3, in our discussion of channel selection and
control, agenda setting, framing, and related processes. When viewed in this
new context, many of these techniques can be employed to shape and place
messages for maximum persuasive effect. A second set of answers can be found
in discussions of alternative persuasive tactics relating to such factors as:

e the specificity of recommended actions (there is some evidence that
greater specificity is more persuasive),

e the inclusion or omission of the conclusion to an argument (inclusion—
effectively doing the “work” for the audience of figuring out the point
of a message—appears to be the more effective strategy),

e the use of one-sided versus two-sided messages (presenting “both
sides” of an issue but refuting one appears to be more effective than
providing both sides without refutation, with the effectiveness of
one-sided messages falling between the two),

e the use of examples (less complete, but more effective) versus statis-
tical arguments (more complete, but less effective),

¢ making incremental small requests that are likely of acceptance versus
making a large opening demand whose rejection creates opportunities
for lesser persuasion (moderate discrepancy seems to be the most effec-
tive in general, but this would seem to depend greatly on such factors
as issue salience or personal involvement),

e fear appeals (the stronger the appeal and the greater the fear it gener-
ates, the more persuasion seems to occur),

and others that have been examined by scholars, but on which we will not
focus further attention here. (O’Keefe, 2002) What both approaches have
in common is the light they cast on how the content and presentation of
persuasive messages can be managed so as best to achieve the persuasion
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objectives of the campaign in its dealing with individuals, either alone or
in collectivities.

The Interaction of Agendas

A third, and rather more structural, way of thinking about this same rela-
tionship between information content and potential persuasive effects comes
from a theoretical construct developed by the author some years ago
(Manheim, 1987), termed agenda dynamics. The basic idea of agenda
dynamics as it applies here is that the information that is directed at a target
during a would-be persuasive episode has a certain dimensionality to it. That
is to say, we can conceive of a space—rather akin to the notion of cognitive
space—that represents the content of information being transferred directly,
through the mass media, through internet communications, or by any other
means to the target. The dimensioning of this space would be along axes that
represent characteristics of that content. For example, based on our discus-
sions to this point, it is reasonable to expect that the sheer volume (visibility)
of the communication would be important, as would the degree to which it
is favorable or unfavorable (valence) toward a given object. Similarly, the
communication might include a great many cues that suggest that the infor-
mation in question is important, or salient, to the target, very few such cues
or none at all. Such a space is represented in Figure 4.1(a). The content of a
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Figure 4.1(a) Dimensions of Information Space.
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given message or cluster of messages might be high or low on each dimen-
sion, with the combination of the three resulting in the “placement” of that
communication in a particular location within the space. This placement,
and movement of the message(s) within the space over time, can potentially
be managed by the strategist.

Similarly—and this draws even more directly on the idea of cognitive
space—we can think of certain important characteristics of the target’s
preexisting mental state vis-a-vis the object about which we are communi-
cating (a policy or policy outcome, an individual, a company, a country, a
political movement, etc.). For example, she may be more or less aware of
the object in question, and more or less favorably inclined toward it, at the
outset of the persuasive attempt. Similarly, she may see this object as
more or less central to her own interests or well-being, which is to say,
as more or less personally salient. These dimensions are represented in
Figure 4.1(b). Again, a given object will score high or low on each
individual dimension, thereby generating a position within the indicated
three-dimensional space.

Agenda dynamics suggests that the combination of attributes—
visibility, valence and salience—incorporated in a given series of persua-
sive messages through framing and other mechanisms will interact with
the psychological attributes that characterize the prior positioning of the
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Figure 4.1(b) Dimensions of Cognitive Space.
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targeted individual in ways that are likely to affect the outcome of the
persuasive effort. That is to say, messages of greater number, frequency, or
length can be expected to raise awareness (akin to agenda setting); those
that consistently support a particular viewpoint or valence may guide or
reinforce similar judgments by the individual; and those that indicate the
salience (or the irrelevance, in alternative persuasive circumstances) of a
given issue or other object may be associated with a greater internalization
of this salience by the individual. None of these is seen as deterministic—
producing lockstep movements—and all are subject to other factors, such
as source credibility, effective channeling and the like. Nevertheless, to the
extent that such structural interactions do occur, the strategist will find
evident benefit in moving to influence systematically the “location” of
any persuasive messages in information space and, depending on the
approach(es) to attitude change being employed in the campaign, may also
want to manage the “movement” of this placement through time, thereby
creating a structurally dynamic change strategy. Such a strategy might be
employed, for example, if one were using the social-judgment/involvement
model, in which perceived salience can be equated with the distance
between the extant attitude and the threshold of rejection, and where
incremental change is the objective. This duality of movement, within
each space and between them, is represented in Figure 4.2. The return, or
feedback, exchange in the figure represents the role that research or other
information about the target plays in influencing the shaping of persuasive
messages.

Campaigns as Sociological Phenomena

With respect to informational content, campaigns represent either efforts
to generate support for new ideas or efforts to modify support for existing
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Figure 4.2 Content—Cognitive Interactions.
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ideas, usually with an eye toward converting the result into behavioral
change of some sort. In our discussion to this point, we have tended to view
this as an individual-centered phenomenon. But in fact, to the extent they
focus on or employ individuals as elements of strategy, campaigns are
frequently more concerned with aggregate-level effects—with influencing,
mobilizing or otherwise affecting large numbers of individuals who share a
social or political space and interact with one another. It follows that the
sociology that operates in that space can be every bit as important as the
psychology, and sometimes more so.

Back in the 1960s, sociologist Everett Rogers (1962) pointed out that
some people are more open to innovative ideas than others. Some are real
risk-takers when it comes to acting on new information; some, though
more small-c conservative in such matters, are nevertheless relatively open
to changing their ways once the benefits of doing so have been demon-
strated; and still others are more resistant to change, or even all but immov-
able. The distribution of such attributes, he found, more or less closely
resembled a normal curve. Now, when we layer upon this foundation the
complex variations across individuals that we have just described in terms
of the nature and strength of their existing perceptions and preferences,
their exposure to discrepant or conforming information, the campaign
setting, the available channels of communication, and the like, the chal-
lenge to the campaign strategist—to bring about a desired change—is
self-evidently complex.

And yet, just as certain components of this socio-political fabric would
seem to constitute natural impediments to change, others can be seen as
natural facilitators. People, after all, do not generally function in isolation.
Rather, they function among networks of friends and acquaintances and
within the context of social, economic and political groups and institutions
that bring them into contact with one another. The more interconnected
they are, it would seem, the more opportunities will exist for naturally
occurring exchanges of information, preferences, and models of behavior
among them—or for a campaign to stimulate such exchanges artificially.
In other words, the natural tendency of its members toward interpersonal
connection and exchange is an inherent facilitator of potential campaign
diffusion through a given population. The more open each member of such
a population is to influence, and the more aligned or common the other
influences to which each is exposed, the more efficient this mechanism can
be as a transmission line for the campaign. Campaign-generated change
can literally cascade through social space.

In truth, things are not quite that simple. Social network theorists tell
us, for example, that the density of a given network—essentially the extent
of interconnection among the members—has a complex effect on the
spread of innovation. At one extreme, where density is very low—where
each member is connected, for instance, with only one other member—
change can be introduced into the network, but the momentum behind it
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will soon be lost for lack of reinforcement. And at the other extreme, where
density is very high—where each member is connected to, and tries to
anticipate the preferences of many other members in forming its own—the
reinforcement of multiple interconnectivity actually tends to preserve the
status quo. But in the middle ranges of network density, there exists
the potential for a more or less rapid adoption and development of social
support for new views or behaviors advanced by the campaign. The nature
and degree of social interconnectedness in the targeted population or
subgroups, then, can be an important strategic factor in campaign
development.

Though we have devoted two full chapters to strategic considerations
in influencing individuals, their attitudes, preferences and behaviors, in
many IICs individuals play a limited role, if any. Rather, the emphasis is
on generating movement, change, action, or inaction on the part of orga-
nized groups, formal organizations, institutions, or even governments. In
Chapter 5, we will turn our attention to information and influence at these
higher levels of aggregation.



5 Networks and Netwaves:
Organizing for Influence

But even if it is true that everyone can be connected to everyone in only six
degrees of separation, so what? How far is six degrees anyway? . . . As far
as extracting resources is concerned, or exerting influence, anything more
than two degrees might as well be a thousand.

Duncan J. Watts (2003: 299-300)

The most successful movements simultaneously seek information about
their [potential supporters} while managing facts about themselves. On
the one hand, if a movement understands a potential supporter’s key inter-
ests and concerns, its proficiency at tapping and persuading the target will
grow. On the other hand, if a movement limits undesired news about
itself—from opponents, the media, or even loose-lipped members—while
producing positive and credible data, it will enjoy greater appeal.
Clifford Bob (2005: 52)

... The term netwar refers to an emerging mode of conflict (and crime) at
societal levels, involving measures short of traditional war, in which the
protagonists use network forms of organization and related doctrines,
strategies, and technologies attuned to the information age. These protag-
onists are likely to consist of dispersed small groups who communicate,
coordinate, and conduct their campaigns in an internetted manner,
without a precise central command.

David Ronfeldt et al. (1998: 9)

In Chapters 3 and 4, we focused on strategic approaches to persuading
individuals to change their minds, to act on their preferences, or to change
their behaviors. In electoral campaigns, whether for candidates or ballot
issues, this may well be the single greatest success-critical aspect of a
campaign. For in electoral campaigns, organizations and institutions—
interest groups, political parties, media organizations—generally act upon
individuals, and it is, collectively, individual behavior that determines the
effectiveness of the campaign and, in some measure, the outcome of
the election. Similarly, in some campaigns directed against corporations,
the effective manipulation of consumer purchasing behavior, as through a
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boycott, may have a direct impact. But in many other types of information
and influence campaigns, the dynamic is actually the reverse. To the extent
that they are brought into the campaign at all—and that is not a given—
individuals may, to a greater or lesser extent, act upon organizations, and
it is the behavior of those organizations that is potentially determinative.
Consumers who may be induced to boycott a merchant, for example, where
that merchant is not the actual target of the campaign but is intended to
become a pressure point against another company that is one of its suppliers
or clients, have at best an indirect effect on the ultimate target. Indeed,
they may be entirely unaware of the objectives being served by the pres-
sures they generate. In this chapter, we will turn our attention to the orga-
nizational and institutional actors that play more central roles in this
broader class of campaigns, and to the strategies that can employ them to
advantage.

In an election campaign, the objective of the winner is usually to gain
control of some agency of power—a government, a corporate board of direc-
tors, a membership organization—and to become the decision-maker. But in
many other campaigns, the objective is, rather, to influence the extant
decision-maker(s) without taking control of them, and without taking
actual responsibility for their policies and actions. This is at once a narrower
objective and a broader one. It is narrower in the sense that the goal is to
affect only a small number of specific decisions, and perhaps only one. It is
broader in the sense that, to accomplish this, the campaigner may find
advantage in, or may be forced into, generating pressure from a wide variety
of internal and external sources. Together these observations provide our
starting point for the present discussion.

Dynamics of the Target’s Decision-Making

Leaving aside all the particulars of a given campaign, what is usually at
stake in these broad-spectrum IICs is a set of outcomes determined by
actions of the decision-makers atop a given targeted social structure. The
structure could be a government, a corporation, an advocacy organization,
a religious hierarchy, or any other similar organization. The outcomes in
question may take the form of public policy, organizational policy, or any
of a wide range of organizational or institutional behaviors. That being the
case, it is constructive to begin from some understanding of how such deci-
sions are made. To an author who values parsimony, that is a dangerous
statement, for it is an open invitation to explore the many dark corners of
organization theory, management theory, and public administration. Let
us resist the temptation. Since our real objective here is to understand how
campaigns can impact these processes, let us instead employ a single, and
admittedly narrow, conceptualization of target decision-making—one that
opens directly upon the kinds of pressures that campaigns are capable of
generating.



Nerworks and Netwaves: Organizing for Influence 87

Building on the approach that we employed in Chapter 4, let us imagine
a three-dimensional space that characterizes the positioning of target
decision-makers at any given point in time. This is accomplished in
Figure 5.1.

The figure specifies three dimensions of the target’s decision-making:
preferences, likelihood of action, and freedom of action. Preferences repre-
sent the substantive content of the policy or action in question, or in the
context of the campaign, its consistency of direction with, and degree of
closeness to, the outcome preferred by the protagonist. Likelihood of action
is, not surprisingly, an indication of the extent to which the target is
inclined to act on its underlying preferences, possibly influenced by
constraints or incentives. Freedom of action refers to the range of motion,
or the degrees of freedom, available to the target should it choose to act.
This dimension, too, is subject to influence by constraints or incentives
that might expand or contract that range. The assertion here is that we can
locate any given policy or behavior within this space at a point in time,
which is to say, we can specify its content relative to the protagonist’s pref-
erences, the likelihood it will be implemented or converted into actions,
and the extent of any constraints operating on the decision-makers in
choosing among various alternative actions. And, having done that, we can
construct a strategy for moving it within this space to a point that is likely

""""""""""""""""""""""" "Likelihood™ """
: of action

|

X Freedom
of action Dol
4 Preferences —» :

Figure 5.1 Dimensions of Target Decision-Making Space.



88  Nerworks and Netwaves: Organizing for Influence

to produce a more desirable outcome for the campaign, i.e., for generating
a change in the policy or behavior of the target. We can accomplish this by
altering the preferences of the decision-makers, by adding incentives that
encourage them to act or disincentives that discourage action (depending
on the objectives of the campaign), and by so structuring the campaign
setting that they are either more, or less, constrained to act. The first of
these can be accomplished by processes akin to persuasion; the second by
adding, modifying, or eliminating points of pressure, including the gener-
ation or defusing of a “crisis”; and the third by imposing or reducing trans-
parency in the decision-making process, increasing or limiting attention to
the issue, and the like. Such efforts might, for example, produce an outcome
that is more favorable, more likely, and more focused on the objectives of
the campaign than would otherwise be the case.

In general, then, conceptualizing the target in this way suggests that an
effective campaign will be one that is designed less to persuade any actor of
the desirability of the outcome sought than it is to move the issue to the
optimal location in this (or some analogous) decision-making space, which
is to say, to so manage the political process that the desired outcome becomes
more or less unavoidable. It also suggests the full range of prospective
objectives of a campaign with respect to the target. These might include:

initiating a behavior;

modifying or reinforcing a behavioral dynamic (an ongoing behavior);
modifying or reinforcing a static position or condition of the target;
ceasing an ongoing behavior or withdrawing a position; or

not initiating a behavior in which the target has yet to engage
(reinforcing 7zaction),

N W0

—each in some manner that advances the interests of the protagonist. The
question before us is that of how and through what mechanisms—
including, but not limited to communications—such objectives can best
be accomplished.

Power Structure Analysis

To answer that question, let us pick up a notion we first presented in
Chapter 2, that of stakeholder relationships. In that earlier discussion, we
argued that IICs were a manifestation of an imbalance of power between a
given campaign protagonist and its target—a set of actions designed to
generate and exercise leverage through intermediaries that was somehow
greater than that which could be exercised by the protagonist directly.
Specifically, the strategic objective is to bring to the support of the protag-
onist the energies and resources of other actors on whose support the target
depends in some measure, and to convert these third parties into e facto
agents of the campaign or, if you will, force multipliers.
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Those who engage in IICs often refer to the identification of these
key stakeholders as “power structure analysis.” Power structure analysis
includes as well an assessment of the nature of each such relationship, the
self-interests of each stakeholder that it sees as being advanced by its
association with the target, and the strengths and weaknesses of each rela-
tionship. The results of this analysis, when arrayed against the capabilities
and resources of the protagonist and its assessment of the opportunities
extant in the campaign environment, constitute the basis for formulating
an order of attack against the target. The campaign itself then takes
the form of systematic efforts to “manage” these relationships to the advan-
tage of the protagonist. Figure 5.2 illustrates the elements of power
structure analysis.

Figures 5.3(a) through 5.3(c) suggest just three of the potential applica-
tions of this general strategic view. In each instance—where the target is a
government regulatory agency, a corporation, and an advocacy group,
respectively—the central idea remains the same even as the actors assume
different roles.

Per Figure 5.3(a), the regulatory agency, as is typical of governmental
organizations, depends on policy proposals from advocacy groups, on
support from the public, and on a willingness by affected companies to
comply with regulations it may issue—just a very few of the stakeholder
relationships it must balance.

Relationships

Stakeholder N Stakeholder 1

SN

Stakeholder 3 Stakeholder 2

Figure 5.2 Power Structure Analysis.
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Box 5.1 Google This!

In January 2010, Google announced that it had been the target of
hackers—presumed to be agents of the Chinese government—who
were trying to access the company’s proprietary software codes and to
harass pro-democracy activists in China and their supporters abroad.
Other companies reported similar experiences in the same time period.
The mechanism was an email with a click-through link that was aimed
at individuals in each target firm who had access to the information of
interest. When clicked, the link embedded a program used by the
hackers.

What made these emails particularly interesting in the present
context is that they were not sent directly to the individuals targeted
within each firm. Rather, they were sent to “friends” of the actual targets
who, prior reconnaissance had shown, were linked to them in social
networks. The idea was that the targeted individuals would be more
likely to click on links in emails they received from their friends than
from unknown sources. In effect, the hackers were using the networked
relationships of the targets to lower their resistance. They identified a
relationship-based vulnerability, and they exploited it. It worked (Menn
2010a, 2010b).

Environmental
Stakeholder N advocacy
group

Environmental
regulatory
agency

General Mining
public company

Figure 5.3(a) Power Structure Analysis: Environmental Regulatory Agency.
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Similarly, as per Figure 5.3(b), a company must manage demands from
advocacy groups, must comply with government regulations (or accept the
costs associated with non-compliance), and must maintain the support of
its shareholders—again among many other complementary and competing
relationships. Interestingly, about a decade after the development of power
structure analysis by activists, R. Edward Freeman (1984) wrote an excep-
tionally influential book in which he employed a precisely parallel analysis
of stakeholder relationships as the basis for what was then a new approach
to management decision-making in corporations. The difference was one of
emphasis—Freeman’s argument centered on ways to establish and use
these relationships, not to pressure a firm, but to strengthen it and assure
its success in the marketplace. That use of alternative lenses notwith-
standing, however, for our purposes we can be confident that, at least in
one subset of IIC activity, those on both sides understand the game in
similar ways.

Finally, per Figure 5.3(c), even an advocacy group can be characterized
as the nexus of diverse stakeholder interests, in this case, its members,
others who may provide it with financial support, and government agen-
cies or other actors with which it seeks to maintain a position of influence
in return for which it must provide information, ideas, or other forms of
support.

Environmental

Stakeholder N advocacy
group

Mining
company

Environmental
Stakeholders regulatory
agency

Figure 5.3(b) Power Structure Analysis: Mining Company.
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Donors/
grantgivers

Stakeholder N

Environmental
advocacy

Environmental
regulatory
agency

Figure 5.3(c) Power Structure Analysis: Environmental Advocacy Group.

Box 5.2 Leverage for the Environment

Perhaps the most detailed and sophisticated analysis of a target’s
stakeholder relationships and points of vulnerability ever published is a
spiral-bound volume from the World Resources Institute (Ganzi,
Seymour, and Buffet, 1998) that parsed the financial services industry.
The authors began by identifying four separate types of leverage that
environmentalists might use, including bottom-line leverage, or a
demonstration that eco-friendly investment can improve profitability;
policy leverage, or the vulnerability of the industry to tax and other
policy pressures; reputational leverage, or the impact of pro- or anti-
environment investing practices on a firm’s public image; and values-
based leverage, which exploits the willingness of some investors to
promote environmental stewardship even if it costs them money.
They then set forth an analysis linking stakeholder interests and
relationships with resource flows, differentiating among the dynamics
of eight separate segments of the industry—commercial banks,
investment banks, mutual funds, pension funds, property and casualty
insurance, life insurance, venture capital, and foundations. In each
instance, the authors provide maps to guide efforts at influence in which
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they specify particular points of access, issue frame considerations,
and the like. In a concluding section, they return to the theme of
alternative forms of leverage, and use their analyses of each
segment as a basis for weighing the relative utility of each. The volume
concludes with a graphic comparison of the eight industry segments
on four key attributes—availability of information, risk aversion, time
horizon, and regulation. These graphic comparisons provide a
quick visual indication of the vulnerabilities and strategies that might be
most in play in campaigns directed at each part of the industry,
respectively.

Power structure analysts examine each of these relationships, seeking
ways to maximize the ability of the campaign protagonist to influence its
target by mobilizing other, more influential actors. Writing in a different
context, three management scientists, Ronald E. Mitchell, Bradley R.
Agle, and Donna J. Wood (1997) have provided important insights into
how a strategist might prioritize the stakeholders the campaign hopes to
engage. They suggest that three stakeholder attributes in particular—
power, legitimacy, and urgency—hold the key. Every stakeholder can be
characterized as possessing one or more of these attributes in varying—and
variable—degrees. As the attributes increase in degree, and as they overlap
and reinforce one another, the stakeholder in question increases in its
salience to the target.

As illustrated in Figure 5.4, Mitchell and his colleagues identified eight
classes of stakeholders derived from this analysis. They include:

e the dormant stakeholder, who holds but does not exercise power with
respect to the target;

e the demanding stakeholder, driven by urgency, but lacking a basis for
influence;

e the discretionary stakeholder, who has an accepted voice and likely
access, but is not necessarily motivated to put them to use;

e the dominant stakeholder, powerful and legitimate, but acting in an
unharried manner in the full measure of time;

e the dangerous stakeholder, powerful and driven, but lacking in
legitimacy;

e the dependent stakeholder, legitimized and in need, but lacking in power;

e the definitive stakeholder, in whom reside power, legitimacy, and
motivation; and

e the non-stakeholder, or outsider, in effect the null case, lacking in any
meaningful access to the target.

Armed with this type of information, the strategist can make a rational
and highly sophisticated judgment as to which stakeholder(s) to attempt
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Legitimacy

Dormant
stakeholder

Dominant
stakeholder

Discretionary
stakeholder

Dangerous
stakeholder

Definitive
stakeholder
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stakeholder

Demanding
stakeholder

Non-stakeholder

Urgency

Figure 5.4 Classes of Stakeholders, by Key Attributes.

to mobilize, using what general types of appeal, and to what optimal ends,
all based on an extant set of attributes and relationships. For example, one
might encourage engagement on the part of a dangerous stakeholder, or
pressure a dominant shareholder to disengage. More than that, the strate-
gist might seek to impart a sense of urgency to those lacking it or reduce
it for those least likely to advance the interests of the campaign; to enhance
the legitimacy of those for whom it is low or, in the alternative, challenge
the legitimacy of those for whom it is high, again depending on the
interests of the campaign; to empower a dependent stakeholder; and
more generally to introduce a dynamic element into the distribution and
exploitation of stakeholder attributes.

Whether explicitly or implicitly, virtually all IICs employ this general
strategy of power structure analysis. Indeed, one might well argue that this
strategic approach is their defining characteristic. And it has two seem-
ingly contradictory implications. One: Every IIC is identical. Two: Every
IIC is unique. Because every (or virtually every) IIC employs the same
overall strategy, these campaigns are readily characterized, compared, and
predictable. But this common strategy produces differing specifics in every
campaign that arise from inevitable idiosyncrasies of the protagonist, the
target, and the campaign environment.
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Taking the first of these two points, it is the common origin in power
structure analysis that generates the underlying regularities of the
campaigns. These include the reliance on motivating and mobilizing third
parties with direct influence on the target, the generation and channeling
of messages designed to achieve this motivation and mobilization in terms
of stakeholder self interest (as distinct from messages designed to persuade
stakeholders to adopt the interests of the protagonist per se), the framing of
campaign objectives (where public) so as to define the moral high-ground
position and assign it to the protagonist, the building of the alliances
required to enhance the protagonist’s power and legitimize its actions in
the eyes of key target stakeholders and to extend its reach, the pursuit of
information and research to support all of the aforementioned functions,
and the marshalling of the organizational and financial resources (including
training and fund-raising) required to facilitate the campaign.

Campaigns as Relationship Management

The dynamic of the campaign, then, is one in which the protagonist
develops or employs a series of relationships of its own through which it
acts upon key stakeholders of the target, with the objective of pressuring or
encouraging them to act, selectively, in their own self-interest in ways that
advance the objectives of the protagonist by causing behavioral change in
the target.

Box 5.3 Personalization, Pejoratives, Power

In 2009 and 2010, a coalition of progressive political groups including,
among others, America’s Voice and Media Matters, wanted to influence
the debate over reforming immigration policy, but were disadvan-
taged because they were relatively small, lightly resourced, and not
especially influential on Capitol Hill. So they hired Chong + Koster, a
communications firm specializing in digital media, to increase their
leverage.

The firm adopted a strategy with three key components. First, it
determined that by latching onto a prominent celebrity associated with
the issue—in this case CNN’s Lou Dobbs, a leader of the opposing
side—the coalition could focus its energies in such a way as to gain
visibility and the clout that would accompany it. The consultants felt
there was an opportunity to exploit a potential disconnect between
Mr. Dobbs’ interests and those of the network. To accomplish this, it
developed an advertisement that it knew would be too controversial to
be accepted for airing on CNN, then used the rejection of the advertise-
ment to drive donations to the cause and to build pressure on
Mr. Dobbs.
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Second, in an effort to keep the news coverage generated by this
manufactured controversy alive long enough to have an impact, the
consultants placed dozens of different paid online advertisements,
which they targeted at media employees, especially those of CNN/
Time Warner, using the nano-targeting capability of a Facebook
feature, workplace targeting. Part of the strategy here was to call out
individual CNN personalities by name in the advertisements, especially
Latinos, asking them to pressure Mr. Dobbs as well. This added what
amounted to a second level of celebrity-centered messaging. For an
advertising buy of less than $2000, within four days the coalition had
reached some 900 employees of the mainstream media, including
about 200 at CNN. This effort was supplemented with banner ads
directed at a more general, progressive and Latino audience through
relevant blogs.

Finally, the consultants leaked the story of their strategy to ClickZ, a
digital advertising publication, which posted the story. This led to an
explosion of visibility as the story became the top return on Google
searches (web, news and blogs) for the term “Lou Dobbs.” At that point,
MSNBC, a rival cable network with a progressive political slant, aired
the original television advertisement, even as the story itself went
national.

Mr. Dobbs resigned his position at CNN, and the coalition raised a
large sum of money online to use in influencing the immigration policy
debate (Koster and Davis, 2010).

This strategic dependence on intermediaries to fulfill a variety of campaign
functions generates what we can think of as a campaign architeccure—
an interlocked network of individuals and organizations that interact with
one another under the guidance, stimulus, or sheer opportunistic actions of
the campaign protagonist in ways that advance the objectives of the
campaign. Where the protagonist lacks credibility or legitimacy, it will
recruit allies or surrogates to speak in its behalf, thereby lending to the effort
their own, presumably higher, standing. Where the protagonist lacks access
to the public or some other more specialized audience, it will recruit or find
ways to “manage” mediating agents such as prominent politicians, celeb-
rities, or prominent intellectuals (e.g., Nobel laureates), or various news or
other media, to deliver its messages. Where the protagonist lacks access to,
or influence with, the target—as is the case in most IICs—it will recruit or
find ways to mobilize stakeholders of the target as more direct points of pres-
sure. This role specialization and sequencing of effort is illustrated in
Figure 5.5, which uses the example of a campaign directed by an advocacy
group against a corporation. When viewed from the perspective of the
protagonist (lower left), the campaign can be seen as a series of concentric
rings reaching out toward the target (upper right).
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In some ways Figure 5.5, and the process it captures, is suggestive of
some of the drawings by M.C. Escher in which objects that are clearly of
one type at one extreme of the drawing are transformed seamlessly into
objects of an altogether different type at the other extreme. In the figure,
the lower left-hand corner is clearly controlled by and associated with the
protagonist, while the upper right-hand corner is clearly controlled by and
associated with the target. The space in between is transformational, in this
instance from the direction and interests of the protagonist to those of the
target, with the combination and assigned roles of the stakeholders
blending gradually to accomplish the whole. That, albeit with variations,
is precisely the dynamic of the campaign, at least in theory.

The critical driving force throughout this process is self-interest, but
not merely that of the protagonist. For some, or many, of the intermedi-
aries the campaign may employ will not necessarily share its objectives or
value an association with the protagonist. They will #// act in their own
self-interest. The key to a successful campaign, then, is often to determine
what the self-interest of each intermediary is in its dealings with other
actors in the campaign and with the target, then to find avenues of approach,
or forms of appeal, that resonate with a given actor in ways that stimulate
it to select out and act upon a subser of its self-interest that can be turned to
advantage by the campaign.

Box 5.4 Intermediaries Act in Their Own Self-Interest

In March 1998, Marriott International Corporation was in the
process of spinning off its food service business into a new company,
Sodexho Marriott. At the time, approximately 20 percent of the parent
company was owned by the founding Marriott family, approximately 30
percent by individual shareholders, and the remainder by institutional
shareholders—mutual funds, insurance companies, and the like. The
company was also interested in issuing millions of shares of new stock
to use in acquiring other companies or new properties, and proposed
that, at the same special meeting called for the Sodexho deal, share-
holders approve a new structure, favored by the family, that would
create two classes of stock. So-called “super shares”, most of which
would be held by members of the family, would carry 10 votes each
rather than just one. Only the regular shares would be used for transac-
tions. Critics objected that this dual class structure, which is not
uncommon at family-founded companies, was intended simply to
assure that the family retained control of the company.

At that time, the hotel workers’ union was engaged in a bitter orga-
nizing dispute at Marriott’s hotel in downtown San Francisco. Sensing
an opportunity to pressure the company, the union launched a campaign
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to line up votes against the proposal. It established a campaign website,
and launched a counter-solicitation asking shareholders to oppose the
new stock structure. The change was approved at the special meeting,
but the company immediately came under so much pressure that it
agreed to resubmit the issue to shareholders at the regular annual
meeting in May.

Enter Institutional Shareholder Services (ISS), a company that
was in the business of advising institutional shareholders on how to
vote their proxies at the annual meetings of the thousands of compa-
nies in which they might hold stock, and a very influential voice in this
area. ISS became a de facto ally of the union, and led a campaign
among its clients to defeat the proposal—not because of the union’s
desire to pressure the company, but because its own self-interest and
that of its clients pointed in that direction. As a result, the institutional
shareholders, who had no common cause with the union, became its
agents in pressuring Marriott over organizing workers in San Francisco,
the restructuring of the stock was stopped, and Marriott got the
message. As summarized afterward by the union’s research director,
“We demonstrated an ability to identify with our fellow shareholders in
Marriott and to build an alliance with shareholders that many people
didn’t think was possible.” (Manheim, 2001: 220-221)

Taking this from an alternative starting point, look back at Figures
5.3(a)—(c). Even from these simplified examples, it is clear that any given
actor will have its own sphere of interests, and will have, as well, different
roles to play in its dealings with various other actors. A member of the
public, for example, may also be a member of an advocacy organization and
a shareholder in a corporation. A group advocating public policy may also
be a membership organization and a grant-seeker. And so forth. These
different roles, at different times, in different settings, and in interaction
with different other actors, may lead to distinctly different behaviors. The
strategic challenge to the campaign is to anticipate what those behaviors
might be, and to isolate and stimulate selectively those that might serve its
purposes.

Stakeholders and Campaign Tactics

Over the years, campaign strategists have developed an extensive collection
of tools that can be turned to this end, with the particular mix adopted in
a given campaign to be determined by such considerations as the identity
of the stakeholders to be “featured” and the nature of their relationships
with the target and with other actors; the opportunities and constraints
inherent in the campaign setting; the “facts on the ground” and the range



100  Networks and Netwaves: Organizing for Influence

of available, potentially credible, messaging and positioning; the attributes
of the protagonist, the target, and any intermediaries; the nature of the
issues to be developed; the resources available to the protagonist; and the
nature of the policy or behavior change that is the campaign’s objective. It
is not feasible here to provide a comprehensive list of the full range of
possibilities. What we can do, however, is to bring together in summary
form some of the more commonplace strategies and tactics that have been
deployed in IICs of various types, as well as a few that have been especially
innovative. This is accomplished in Table 5.1.

With the exception of the initial category, which incorporates over-
arching strategies and tactics, Table 5.1 is arranged by the type of stake-
holder at which a given communication or action is directed. Organizing
the table in this manner, rather than by a classification of strategies
and tactics per se, is intended to emphasize an important point in this
discussion—that the selection of strategy and tactics is not an abstract
exercise, but one that must be made in a particular context and with a
particular purpose in mind. The stakeholders included in the table do not
by any means exhaust the variety of individuals, groups, or organizations
that can be employed for leverage on a campaign target, but they are among
the most common types of stakeholders that tend to be drawn into these
efforts. Some of the entries in Table 5.1 reflect arguments we have made in
the discussion to this point, while others will be supported by subsequent
analysis. Still others have been extensively developed elsewhere. (Manheim,
2000) Because the circumstances of any given campaign will dictate the
relative utility of any strategy or tactic, I have made no effort to prioritize
the items in Table 5.1 except in the most general of ways.

Table 5.1 Strategies and Tactics Directed at Selected Stakeholders

1.0 General thematic strategies and tactics directed at the target

¢ Define and claim the moral high ground

e Develop frames that accentuate this moral superiority

¢ Demonize the target

¢ Disseminate the message through one or more networks of seemingly
neutral third parties with greater legitimacy or credibility than the
protagonist or, in the absence of such allies, through surrogates with
public-regarding names and images

® Deconstruct and disrupt the target’s support network by assessing its key
stakeholder relationships and exploiting any vulnerabilities that
correspond to potential protagonist strengths (including messaging/
positioning availabilities)

e Polarize the target and its stakeholders

o Select and attack the most responsive, as opposed to the least responsive,
target in a given set of prospective targets, using the disposition toward
responsiveness per se as leverage to maximize behavior change
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Direct attacks outside the routine experience or expectations of the target
Distract and occupy the attention of leaders
Build and maintain pressure over time
Maximize attention to the campaign where the cause or protagonist is
popular; minimize attention where the cause or protagonist is
unpopular
® Personalize the campaign
o Bad actors (target)
= Attack the qualities of the target
o Stewardship
o Accountability
o Social responsibility
o Public regardingness
® Attack the reputation and character of its leader(s)
o Character
o Values
o Actions
® Pressure interlocks
o Claim conflicts for leaders serving on other corporate or
organization boards (including among others universities,
religious institutions, charities, nonprofits)
o Pressure other companies, universities, civic associations where
directors interlock
® Stigmatize target’s friends and allies
® Threaten and intimidate leaders, directors, others they engage with
o Their victims
o The cavalry (the protagonist)
e Deprive the target of resources (e.g., by pressuring a company’s customers
to go elsewhere or its principal shareholders to sell their holdings, cutting
off government funding of the target or one of its activities, removing a
program or agency from a government’s annual budget)
e In general, restructure the target’s options and decision-making
calculus by changing its perceptions of the cost of continuing its current
behavior
e Systematic integration and sequencing of campaign activities and
resultant pressures
2.0 Themes and actions directed at individuals, the public, or segments thereof
in such diverse roles as consumers, voters, constituents, members of
secondary associations, or citizens
o Fear appeals based on nature of the target
Personal or public safety
National security
Product safety
Product quality
Damage to environment
e Appeals based on human rights or humane values
e Appeals based on civil rights
o Race
o Ethnicity
o Gender
o Sexual preference
o Appeals based on the expressed values and rules of the target itself (laws,
customs, codes of conduct)

o

[e]
[¢]
[e]
[e]

(Continued Overleaf)
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Table 5.1 Continued

Question the values and rules

Question the target’s commitment to the values and rules

Question the target’s achievement of the values, adherence to the rules
Question the independence of those who judge the target as acting on
its values, within its rules

Encourage third-party (protagonist-allied) evaluations of the target’s
values and behaviors

¢ Solicit and use endorsements of individuals, celebrities, affinity groups

o

Box 5.5 The Perils of Leveraging Celebrity

Corporations, cause groups, and even government agencies often rely on
endorsements by celebrities to add luster to their names or draw attention to
their issues. Case in point: Kathie Lee Gifford and Wal-Mart.

Kathie Lee Gifford is an Emmy-winning American television personality
who was perhaps best known for her fifteen years (1985-2000) as co-host of
Live with Regis and Kathie Lee, a nationally-broadcast talk show. In 1995,
she developed her own clothing label, selling products through Wal-Mart and
becoming closely identified with that company.

In 1996, Charles Kernaghan, head of the National Labor Committee and
dedicated campaigner against child labor and sweatshops, revealed during
Congressional testimony and in a corresponding white-paper report that
Gifford’s clothing line was being manufactured by child labor in Honduras.
Kathie Lee cried, promised an investigation, and terminated the agreement
with the offending factory. But matters only got worse. At a press conference
a few weeks later, one of the workers described the working conditions:

The treatment at Global Fashion is very bad. The supervisors insult us
and yell at us to work faster. Sometimes they throw the garment in your
face, or grab and shove you. They make you work very fast, and if you
make the production quota one day then they just increase it the next
day ...

Even the pregnant women they abuse. They send them to the pressing
department where they have to work on their feet 12 or
13 hours a day in tremendous heat ironing . . .

I’m an orphan. | live in a one room home with 11 people. | have to work
to help three small brothers . . .

Turned out she wanted the jobs returned to the factory. “If | could talk with
Kathie Lee | would ask her to help us” (Duke, 2005; and National Labor
Committee, found online at http://www.nlcnet.org/articlephp?id=436#diaz).

Kathie Lee may have cried, but Wal-Mart, the real target of the NLC
campaign, suffered a huge black eye, the more so because of her celebrity
status. And in the process, Mr. Kernaghan, known ever after as the Man Who
Made Kathie Lee Cry, demonstrated not only the power of celebrity and the
risks that it entails, but also the use of personalization as a campaign tactic.
Small wonder, then, that when class-of-his-own golfer Tiger Woods crashed
and burned—well, crashed—in 2009 when his marital infidelities came to
light, companies like AT&T and Accenture that had ridden his celebrity coat
tails quickly left the scene of the accident.
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One of the most interesting challenges associated with the role of celebrity
has to do, however, not with tears or Tigers, but with Norma McCorvey. You
will know her as Jane Roe, as in Roe v. Wade. Through that litigation and
years of subsequent campaigning on the abortion issue, Ms. McCorvey has
become literally the poster child of freedom-of-choice advocates. But in July
2009, she was arrested for disrupting the Senate confirmation hearings of
Supreme Court Justice Sonia Sotomayor as part of an anti-abortion demon-
stration, and later in the year she began appearing in television commercials
expressing her regret over having had an abortion. “| realized,” she says in the
advertisement, “that my case, which legalized abortion on demand, was the
biggest mistake of my life” (Kane, 2009; the advertisement was found online
at http://www.virtuemedia.org/norma.htm).

This would seem to have left the pro-choice side with a bit of a dilemma.

e Encourage public expressions of concern or dissatisfaction
¢ Develop themes portraying protagonist as ally of public
e Advertising
o Billboards
Print
Broadcast
Online
Direct mail
Telemarketing
Viral
nternet initiatives
Blast emails
Blogs
Attack/watch websites
You Tube videos
Twitter, Facebook groups, and other social networks
Online petitions and letters
o Swarming
Strikes
Boycotts
Picketing and demonstrations
Sit-ins
Public disruptions
Unbounded acts of violence and intimidation
Bounded acts of violence and intimidation
Mobilizing or demobilizing public opinion at specific levels
o International
National
Regional
Local
Sub-local
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Box 5.6 The Compleat Sit-In

Sit-ins are a well-established tactic of civil rights, labor, student, and other
activists. Like other civil disobedience actions, these events may look sponta-
neous, but the most effective ones are guided by a plan.

(Continued Overleaf)
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An example is provided by a 21-day sit-in at the university administration
building undertaken by the Harvard Living Wage Campaign in 2001 to call
attention to low wages on campus. The group organized itself into two teams,
one to operate inside the building and the other on the outside.

The inside team had a six-point plan that included splitting into groups to
seize different areas of the building, distributing letters to workers disavowing
any interest in disrupting their work or threatening them, and posting notices
for the police that they were committed to nonviolence, had no drugs, and
would not destroy property. They were also careful not to touch any adminis-
trator, lest they be charged with assault and battery.

The outside team worked from a 10-point plan that included facilitating
community support through regular major events, producing news releases
and contacting reporters daily, designating police liaisons, maintaining a
24-hour-a-day picket line in front of the building, and constructing a tent city
outside the building.

Using lawyers from the AFL-CIO as intermediaries, the students eventu-
ally vacated the building in return for an agreement to form a committee to
recommend new workplace policies (Offner, 2010).

Table 5.1 Continued

3.0 Themes and actions directed at the media
¢ Thematic campaigns linking numerous more localized actions
Themes that question true motives of the target
Associate the target with conflict, risk, uncertainty, unreliability
Timing to match news cycles
News releases
Video news releases
News conferences
Staged events
Special reports, white papers, backgrounders
Informal media contacts, editorial board visits
Control/facilitate access to key protagonist actors, allies
Development/placement of TV news magazine-format features
Supply finished content to media
Demand complete transparency on the part of the target
Coalition building and naming to mask protagonist and/or its interest
Channel media initiatives and access to cause-friendly reporters
Take advantage of reporter inexperience with issues
Use celebrity actions or endorsements to increase attention
Build extensive Nexis/Google database to pre-frame subsequent news
coverage
¢ Develop independent media production and distribution capabilities
¢ Purchase/placement of attack advertising
4.0 Themes and actions directed at legislators and the legislative process
¢ Encourage hearings called by protagonist-friendly legislators on issues of
critical interest to the target
e Instigate legislative investigations
¢ Encourage introduction of legislation affecting the target or its
interests
e Solicit “Dear Colleague” letters from legislative allies
e Solicit public intervention by legislators on an issue or in a dispute
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Leverage legislative activity as a marker of credibility for other aspects of
the campaign, notably those directed at the media

Pressure government leaders to increase public funding or support that
benefits the protagonist, perhaps at the expense of the target

Pressure government leaders to cut off funding for programs or initiatives
that benefit the target

Raise and direct campaign contributions

Provide campaign volunteers, advice

Grassroots, grass-tops and Astroturf organizing

Action at all legislative levels

o International

o Regional/Supranational

o National

o State/Provincial

o Local

5.0 Themes and actions directed at regulators and the regulatory process

In general, offset costs of the campaign by using regulatory authorities as
de facto partners

Freedom of Information Act (FOIA) or similar requests for documents
relating to the target that may include statements of violations and/or
penalties or mandatory remedial actions, information about internal
operations

Generate pressure from key legislators on regulators to investigate or
address issues or target

Orchestrate waves of complaints (environmental, product safety, human
rights, etc.) that, by substance or sheer volume, necessitate inspections,
regulatory action

Challenge the target in routine proceedings

o Licensing

o Zoning

o Mergers/acquisitions

o Issuance of tax-exempt or taxpayer subsidized debt

o Policy conferences

o Trade negotiations

Use target’s own major initiatives and needs as focal point for regulatory
efforts

Reveal and challenge target’s political activity

Leverage regulatory activity as a marker of credibility for other aspects of
the campaign

Leverage regulatory activity to facilitate the motivation and mobilization
of other stakeholders in pressuring the target

Redefine regulatory standards

Leverage global compacts

Leverage regulatory rivalries

Leverage international alliances

Action at all regulatory levels

o International

o Regional/Supranational
o National

o State/Provincial

o Local

(Continued Overleaf)
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Table 5.1 Continued

6.0 Themes and actions directed at the legal system

File private litigation to which the protagonist is a party
File private litigation through surrogates
Support private litigation that is ostensibly independent
Initiate/participate in/encourage class action litigation
Set traps for the target through potential counter-litigation
o Use extensive discovery to obtain otherwise unavailable information
about the target
Redefine legal standards
Venue shopping
o Domestic
® Federal
® States
o International
® ATCA (Alien Torts Claims Act)
® World Court
® Non-US jurisdictions
Use litigation as a basis for publicizing and legitimizing claims made
elsewhere in the campaign

7.0 Themes and actions directed at advocacy groups, NGOs, religious groups,
civic groups, community activists

8.0

Identify and mobilize allies; establish formal alliances

Create issue-centered coalitions

Link domestic initiatives to existing transnational advocacy networks
Formation of surrogates and umbrella organizations

Training, education, development of knowledge base

Morality and other value-based appeals

Self-interest and issue-interest appeals

Appeals from religious and/or community leaders

Mobilization of specialized publics (taxpayers, patriots, clergy, students,
or victims (real or claimed) of the targeted actor, policy, or behavior, are
among the possibilities)

Localization of claims, disputes, themes as affecting “community”
Local, national, or international community “hearings” or “white papers”
on campaign-related or other useful issues

International exchanges of expertise, concern

Themes and actions directed at bankers, investment bankers, insurers,
principal lenders and creditors, international financial institutions

Issuance of special reports or “audits” alleging improper reporting,
financial irregularities

Claims of malfeasance by target or its principal officers

Demands for transparency, as in the criteria for granting credit or the
terms of loans to the target

General efforts to raise the level of uncertainty or risk associated with the
target, possibly including publicizing of the campaign itself

Initiatives to restrict or channel the actions of public pension fund
authorities in ways detrimental to the target

Intervene in bankruptcy or other proceedings to obtain confidential
records

Currency-related initiatives
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9.0 Themes and actions directed at industry analysts, financial analysts, ratings
firms, institutional shareholders
¢ Produce and distribute special reports critical of the target
Establish specialized newsletters and websites
Monitor and respond to target’s financial reports and conference calls
Attend and disrupt shareholder meetings
Meet individually with analysts to discuss target’s prospects and practices
Flood target-related Internet chat rooms with attacks on the target and
other disparaging information and opinion
Direct pension-fund investment in ways that reward or threaten target
¢ Initiate shareholder resolutions directed at management practices,
corporate governance, or corporate policy, and organize proxy support
for them
¢ Develop domestic networks of investment-action allies
¢ Participate in international networks of investment-action allies
¢ Gain influence or control over proxy advisory firms that advise or vote
shares of institutional shareholders
e Pressure financial services firms to reveal proxy votes as a source of public
pressure to support protagonist initiatives
e Redefine fiduciary responsibility
e Employ specialized themes
o Social Responsibility
o Transparency

Extra-Systemic Intermediation: Thinking
Outside the Box

Campaign networks can sometimes be developed using non-obvious or
even extra-systemic pressure points. In IICs that are inherently global in
character, or that can be strategically globalized by the protagonist, for
example, additional and potentially powerful intermediaries can be brought
into play. This dynamic is exemplified in Figure 5.6, which is based on the
so-called “boomerang model” developed by political scientists Margaret
Keck and Kathryn Sikkink (1998). The action here is initiated (lower left)
by one or more domestic NGOs or other actors within a given political
system seeking to bring about a change of policy or action, but these
protagonists lack the wherewithal to accomplish their objectives. So they
reach out to prospective partners—allies or other like-minded interests in
the international system who may have greater access or influence within
their own respective domestic systems. The pressure for change thus moves
across boundaries from one political system to another (for example, from
the United States to the European Union), and percolates upward within
the second system. There, the objective may be to recruit governments or
their agencies, international organizations such the United Nations or the
Organization for Economic Cooperation and Development, or even corpo-
rate competitors, to adopt the protagonists’ preferred policy position
and to try to impose it on the original government, corporation, or other
actor through treaty negotiations, trade agreements, regulatory schemes,
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or greater international actors

@ Renewed pressure asserted by co-equal

Target < External power
(system 1 (system 2
government, / government,
corporation, etc.) @ corporation, etc.)

International ’ ,’ n

organization(s) _Domest_lc or /) \

international / \

~~~-influence / \

. successfut--L___ \

\\\ /l =
Domestic influence AN /)
blocked /
Protagonist 1 }— - \—-—-—-—-—-—-—-— -\\—/L —>
N\

v

Protagonist 2

Recruitment of
international partners

Figure 5.6 Channeling of Campaign Through Extra-Systemic Intermediaries.

publicity and moral suasion, product development, marketplace pressures,
or some other device. By this mechanism, the agenda of a weak domestic
actor may be multiplied many times over as it is grafted onto, or even
transformed into, the agenda of an external government or quasi-govern-
mental entity. This can be accomplished, at least theoretically, where the
issue in question is not particularly salient to the new power player (e.g.,
government) but where the domestic pressures on that player are sufficient
to cause it to act. But it is most readily achievable where the demands
arising from below accord closely with established self-interests of the
second power and thus provide it with opportunities to advance its own
interests. Consider for example, the multi-dimensional rivalry between the
United States and the EU in the early twenty-first century, and the chan-
neling of domestic U.S. demands for climate-change policy or antitrust
actions against major U.S. companies through the political, diplomatic,
and regulatory structures of the UN or the EU to enhance the pressure on
the U.S. targets, whether corporate or governmental.

The Campaign as a Social Network

While there can certainly be isolated actors and actions within the context
of a given campaign, the essential structural form and dynamic of these
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Box 5.7 Throwing a Boomerang

For many years, environmental, human rights, and labor activists in the
United States were frustrated in their efforts to reform both public policy
and corporate behaviors to accord with their interests. Then, in the late
1990s, they hit upon the idea of implementing a comprehensive global
code of conduct, legitimized and backed by international organizations,
that would increase the pressure on their domestic targets for voluntary
compliance with what the activists regarded as appropriate policy
standards.

In 1998, the Council on Economic Priorities (CEP)—a modest
US-based activist group that traced its roots to the anti-Vietham War
movement—took the first step in this direction, promulgating SA8000
(SA for Social Accountability), a set of labor, human rights and environ-
mental principles. The following year, CEP morphed into a new organi-
zation, Social Accountability International (SAI), and moved to establish
itself as a global arbiter of corporate social responsibility. Also, and
significantly, in 1999, Kofi Annan, Secretary General of the United
Nations, delivered a speech at the World Economic Forum in Davos,
Switzerland, calling for a UN-based, worldwide corporate responsibility
initiative. The stars aligned. SAI and other US-based activist groups
joined with their counterparts in Europe and elsewhere to endorse and
help to shape the UN effort.

The result was a document known as the United Nations Global
Compact (UNGC). The UNGC sets forth ten basic principles that
signatory companies pledge to adopt, and that ratifying nations pledge
to enforce. In keeping with the customary ambiguity of such documents,
the UNGC principles are stated in very general terms, and room is
provided for cross-national variation in the interpretation. But the
language does vary in emphasis from some established US policy,
enshrining the so-called “precautionary principle” in environmental
policy, for example, to a level beyond its general acceptance in the US,
and advancing a more union-friendly interpretation of the principle of
workplace representation than is common in US law, and the UNGC
implementation process seems intended to press toward compliance
with common interpretations. EU governments, seeing an opportunity
to press US-based companies to adopt practices that are common-
place among their European competitors, are generally strong advo-
cates of the compact.

We can see here the operation of the boomerang model at a fairly
high level, bringing international pressure through established global-
governance organizations, most notably the UN, for policy change on a
number of US actors and across a range of issues, all at the same time.
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enterprises is the social network—a collection of inter-connected and/or
interacting participants through which, in this instance, the protagonist
seeks to exercise influence upon the target. The participants might include
any third parties that have relationships with the protagonist, the target,
or one another and that can serve as pathways of influence. These might
take the form of government agencies or legislative bodies (or legislators or
staffs), quasi-governmental international organizations, advocacy NGOs,
denominational religious organizations, national or international media,
political parties, or public opinion, to name but a few—or subsets thereof
that could be defined geographically, demographically, or in some other
manner. These actors can be linked to one another, to the protagonist
or to the target by such factors as interlocking leadership or directorates,
shared staff, flows of funds, programmatic interlocks, formal partnerships,
common memberships, more or less frequent coalition behaviors, or a host
of other means. It is this potentially great diversity of essential network
nodes and links, some pre-existing and some needing to be forged, that
constitutes the strategic challenge in planning an effective IIC, but that
renders the IIC such a robust form of action when it is put to work
effectively.

If a protagonist is successfully to initiate and manage a campaign that is
dependent on such intermediaries, then that protagonist must accomplish
certain tasks relative to its network. These strategic requirements include
(doubtless among others):

o Identification. The protagonist must either possess prior knowledge of,
or conduct research to determine, which intermediaries might be
available for its purposes, how and with what other entities they
interact, what interests they might hold in common with the protago-
nist (if any), whether they have any standing or influence vis-a-vis the
target, and how they might be motivated. This includes the identifica-
tion of pre-existing networks that link these intermediaries to one
another.

o Network formation. Where an existing network does not exist, the
protagonist must form it, or help or encourage others to do so.

o Recruiting. The protagonist will need to recruit individual intermedi-
aries or aggregates of such actors to advance its campaign objectives, or
more correctly, to advance their own objectives in ways that serve to
advance those of the campaign.

®  Relationship Maintenance. The protagonist will need to assess its existing
relationships with prospective intermediaries to assure that its recruit-
ment strategy does not risk alienating such actors simply because it
chooses to bypass them in a campaign that touches on one of their
interest domains.

o Activation. Whether a given network is pre-existing or a creation of the
campaign, it must be activated.
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Expansion. Networks of either class can be extended to include new
members or by forging new links between existing members. Similarly,
the interests or objectives of a network can be expanded, which is to
say, a protagonist may find a network of intermediaries that can be
encouraged to broaden its purpose or focus in ways that bring the
interests of the protagonist within its sphere of activity or common
purpose where they had previously been beyond it.

Focusing attention. It is not enough that a network of intermediaries
exist or be created, and that it be activated. The protagonist must also
focus the action. This requires a framing of positions, a call to action,
a staging of events, or some other activity that sparks intermediary
involvement in the campaign per se.

Channeling. In any network of reasonable complexity, some partici-
pants will be disproportionately more active or influential, and certain
channels will be busier or more accessible, than others. The protago-
nist must find a maximally efficient pathway through the network,
and one that is at the same time maximally effective in pressuring the
target to change its behaviors. In some instances, the shortest, most
direct path may be the best choice, but in others, where, for example,
certain (potential) network participants may carry negative baggage of
their own, a more circuitous path may be preferable.

Motivation. The protagonist must motivate intermediaries to advance
its interests. Where the intermediaries are knowing partners and
natural allies, this can be a relatively straightforward process in which
the protagonist simply makes its needs or wishes known. Where the
intermediaries are unknowing or disinterested participants, however,
as is likely the case for those that are target-proximate, the challenge is
to motivate them selectively to act in their own interests rather than in
those of the protagonist, but to do so in ways that nevertheless advance
the objectives of the campaign.

Direction or control. Networks are characterized by internal dynamics
that will lie more or less beyond the direction or control of the protag-
onist. At the most passive extreme, the interests of the protagonist are
advanced simply by being placed into the network setting, with no
further effort at management, in the hope that they might emerge at
the other end in the optimal form and with the optimal effect. Most
protagonists, however, will be unwilling, or perhaps unable, to stand
back and let things take their course—and often for good reason. As a
result, a protagonist is likely to pursue one or both of two strategies—
carefully shaping the activation of the network (through selection and
recruitment processes, message framing and delivery, point of entry,
and the like) so as to maximize its chances of success, or intervening in
the network from time to time and place to place (for example, through
communication, funding, surrogate formation, or perhaps even threats)
to keep things moving in the desired direction and at the desired pace.
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Box 5.8 Network-Building in Mexico

Mexico is a country with a long history of revolution and agrarian
discontent, but what happened in the southern state of Chiapas in
1994-1996 marked a new form of rebellion, not only for Mexico, but for
the world. Analysts have termed it “social netwar.”

The Zapatista National Liberation Army (EZLN), or the Zapatistas
for short, launched an insurrection on New Year's Day 1994, when
they occupied a handful of towns, declared war on the central govern-
ment, undertook an international media campaign to gain sympathy for
their cause, and invited foreign observers to come to Chiapas. That
outreach, coupled with a heavy-handed response by the Mexican
government, attracted the attention of numerous human rights, indige-
nous rights, and other activist NGOs, which proceeded to swarm
around the Zapatistas—both physically and electronically. Drawn from
the US, Canada, and Europe, these groups linked up with Mexican
NGOs and began to pressure the government—for a ceasefire, for
withdrawal of the troops it had dispatched to the area, for negotiations,
for access, for democratic reforms. In the process, they legitimized
the movement, globalized the conflict, and converted an obscure
movement headed by a ski-masked leader, known as Subcomandante
Marcos, into a worldwide sensation. Had they not succeeded in
building this support network, the Zapatistas would have been, well,
zapped.

The network was grounded in several US and Canadian NGOs that
had earlier come together to oppose the North American Free Trade
Agreement (NAFTA) and US policy in Central America, and, as Marcos
continued to urge NGOs to come to Mexico, the coalition expanded to
include at least nine human rights NGOs (e.g., Amnesty International),
a half dozen ecumenical NGOs, a like number of indigenous-rights
advocates, and a handful of trade and development groups, as well as
at least nine NGOs that specialize in infrastructure-building and network
facilitation (e.g., the Association for Progressive Communications and
Global Exchange), which played a crucial role in facilitating interaction
among the various organizations and their collective efforts to build
awareness and support in the world community. The presence of these
NGOs and the attention they brought helped to keep a lid on the govern-
mental response to the rebellion, while their commitment to nonviolence
both restrained and protected the Zapatistas themselves. As a result,
much of the rebellion was played out through media and communication
strategies (Ronfeldt, Arquilla, Fuller, and Fuller, 1998: 5, 45-69; Cleaver,
1998; Schulz, 1998).
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Not only was the network-building strategy in this instance explicit.
It was generally regarded as essential to the success of the movement,
which endures to this day and which has been developing a set of inde-
pendent local political and social service structures paralleling those of
the Mexican government.

o Endorsement. Where a protagonist has certain marketable strengths that
may complement a network through which it is operating, it might
choose to express public approval of certain actions or actors, even as
it preserves its own anonymity as the initiator of the action. In a
campaign where the protagonist possesses such attributes as high legit-
imacy and affinity, for instance, an endorsement of the network can
facilitate its operation, and even lend it a faux veneer of independence.

*  Funding. As suggested above, a protagonist can provide either open or
latent financial support to a network or to selected participants therein.
In the alternative, the protagonist might recruit other, expressly finan-
cial intermediaries, such as individual high-worth donors or activist
foundations, to provide support for the network. A more subtle variant
of this that may be peculiar to U.S. domestic foundation activism is
so-called fiscal sponsorship, which is designed to circumvent legal
restrictions on political activity by tax-exempt organizations by, in
effect, allowing foundations to underwrite the infrastructure costs of
selected activist NGOs or other organizations without participating
directly in their activism.

®  Communication. Though campaigns have many dimensions and employ
diverse resources, information, whether for purposes of education or
persuasion, is an essential currency, and in most instances probably
the primary currency, of exchange. Protagonists must communicate
effectively if they are to initiate, manage and optimize the actions of
intermediaries working, knowingly or otherwise, in their behalf.

As noted earlier, these various actions are directed at intermediaries,
each of which has its own attributes and inclinations. Some entities, such
as some civil society NGOs, are relatively transparent, while others are less
so. Some are broadly legitimized, others more narrowly so. Some are highly
visible, others less so. And so forth. All will have defined spheres of interest
that both contribute to and limit their reach and legitimacy. The challenge
to the campaign is to marshal these forces in a more or less organized
manner, point them in the desired direction, and push.

Mapping the Campaign

Social network theorists in sociology, political science and other fields have
developed techniques for mapping and analyzing these structures. The



114 Networks and Netwaves: Organizing for Influence

principal elements of these networks are nodes—the individuals, groups,
organizations or institutions that are members of a given network—and
links—the exchanges of money, personnel, programs, and other resources
or activities that flow between or among the nodes. The nodes may be
more or less central to the operation and maintenance of the network,
depending in part on their assigned role and in part on the number and
manner of their connections with other nodes. The links connecting them,
where present, may be more or less intensive, and may be either uni- or
bidirectional. Figure 5.7 illustrates a hypothetical network of this type. In
the figure, the target might be a corporation, a policy-making govern-
mental entity, or the like. The campaign, in this hypothetical instance, is
waged by a collection of advocacy NGOs with financial support from
activist foundations. Acting directly in some instances NGO E with
Stakeholder D) and indirectly, as through Coalition A, in others, they
appeal to, collaborate with, or bring pressure on key stakeholders of
the target.

Some relationships or exchanges in our hypothetical network are unidi-
rectional (for example, Foundation D to NGO E) and others bidirectional
(as between Foundations A and B or NGO E and Stakeholder D), and some
are more important than others (for example, the paths between Foundation
A, NGOs A and B, and Coalition A), indicated here by heavier connecting
links. Not all network members are engaged equally, or for that matter,
actively, in the campaign (Coalition B), and not all of the target’s stake-
holders are engaged (Stakeholder C). The point here is not the identities of
the actors in this particular example. Funding of campaigns can also come
from governmental or international organizations, corporations, individ-
uals, or a host of other sources. Similarly, campaigns themselves can be
waged by entities as diverse as governments and terrorist groups. The
stakeholders attaching to any given target can range more widely still,
including shareholders, regulators, legislators, treaty partners, the public,
the media, religious or community groups, financiers, taxpayers, voters,
and on and on. Rather, the point to be taken here is that, whatever their
composition, the relationships and exchanges that characterize any given
campaign can be represented in this general manner.

While they can be quite extensive and complex, as Figure 5.7 only
begins to suggest, networks tend to resolve themselves into one basic
architectural form or another. As illustrated in Figure 5.8, some of these
basic forms include chains, circles, stars, and all-channel, or fully interac-
tive, networks. These (and other) forms have attributes that may render
them either advantageous or disadvantageous in the context of a given
campaign. For example, chain networks, particularly if they are unidirec-
tional, can provide security to those initiating action by masking their
identity at more than one step of remove; but they are also easily disrupted
by the simple expedient of breaking the chain. Star networks are inherently
hierarchical, can facilitate centralized direction and continuity of action,
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Chain network Circle network

Star network All-channel network

Figure 5.8 Basic Forms of Network Architecture.

and can easily withstand defections at the periphery, but they are fatally
impaired by decapitation, the discrediting or elimination of the central
actor, since no other actor has knowledge of the network’s components.
And an all-channel network is fully redundant, a strength with respect to
continuity and the flow of resources, but a potential weakness with respect
to effective command and control.

Campaign Sequencing Within Networks

Analyses of this sort can be quite revealing, especially when applied to the
network(s) associated with specific campaigns, and as a planning tool can
be of great benefit in identifying, evaluating, and assigning roles to
prospective allies in such a campaign. But for our present purposes, a more
general way of characterizing the use of networking in IICs may be of
equal or greater value. Though in the end it gets us to the same place,
rather than focusing on the identities and specific contributions of partici-
pants and on their interconnectivity per se, as in Figure 5.7, this approach
begins with an emphasis on the sequencing of the campaign and the ways
it might employ those nodes and links. We can begin to understand that
process using the illustration in Figure 5.9.
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IM1a IM2a - - -1 IMna
Protagonist IM1b IM2b -=-=(IMnb ) .
T T T
1 1 1
1 1 1
IM1z IM2z ---| IMnz
Intermediaries Intermediaries
proximate to proximate to
protagonist interests target interests

Figure 5.9 Sequencing of Campaign Intermediaries.

In the figure, potential intermediaries that might be recruited into, or
otherwise deployed in, the campaign (designated “IM”) are arrayed in
columns, or waves, based on their affinity with or proximity to the
campaign protagonist, at the left, or the campaign target, at the right. Put
another way, to the left of the figure are those entities that have the most
in common with, are natural allies of, or routinely cooperate with the
protagonist. Those at the right are those that are closest to and may have
some measure of influence on the target. The ranks between the extremes
are entities that, because of their own established relationships and procliv-
ities, have the potential to connect relatively more protagonist-proximate
intermediaries with those that are relatively more target-proximate.
These waves are numbered from 1 to n, with the lowest numbers being
protagonist-proximate and the highest target-proximate. Each rank, or
wave, comprises some variable number of separate entities, which are
designated here as # through z, where the designation serves only to differ-
entiate one from another. Thus IM 1z and IM 1z are both equally closely
associated with the protagonist, while IM 14 is closer to the protagonist
than IMna. The ellipses in the figure merely indicate the presence of
unrepresented waves, and unrepresented entities within each.

The effect of this alternative approach to network analysis is to focus the
attention of the strategist on certain structural attributes of a range of
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prospective intermediaries, some of which may not be “the usual suspects,”
and on the ways each might be employed within the campaign strategy.
The organizing concept is simply this: understand the positioning of each
prospective intermediary relative to the protagonist, the target, and the
other prospective intermediaries, then use this knowledge to plot a course
through these successive waves of (knowing or unknowing) campaign
“partners,” assigning to each a role based on its particular attributes and
relationships, and shaping campaign actions and communications so as to
facilitate the resulting sequential development. By managing these multi-
layered series of relationships among third parties effectively, one can thus
convert the strengths of the protagonist’s associations and messages into
pressure generated on the target by parties who may be unaware of, and
unmoved by, these front-end assets.

A simplified version of this strategic approach is illustrated in
Figure 5.10. In the figure, the protagonist identifies a subset of its most
proximate intermediaries—think friends and allies—for the initial stage of
the campaign. In this hypothetical example, IM1z and IM1z are judged
potentially to add value to the campaign based on their relationships
with, or influence over, other prospective intermediaries in subsequent
waves. IM 14 has no such identifiable connections, and would add no value
to the campaign; hence it is excluded. Through invitation, negotiation,
communication or other means, IM 1z and IM 1z are then recruited to the
campaign, and provided with support and encouragement in contacting
their counterparts in the next wave. The process continues seriatim until
it reaches the final wave, which comprises the direct stakeholders of

IM1a IM2a IMna

Protagonist IM1b IMnb
T t 1
1 1
1 A

IM1z IMnz

Figure 5.10 Network Structure Arising from Sequencing of Intermediaries.
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the target. Along the way, the messages and other means used to stimulate
successive waves of intermediaries are determined, not by the core
messaging and objectives of the protagonist, but by messaging and motives
particular to the entities that are directly involved in each exchange, so
that ultimately the stakeholders are moved to action based, as earlier, on
their own needs and interests.

While sequencing of the campaign based on the respective proximity
rankings of the participants is central to this approach, the actual patterns
of contact and influence will occur based in large part on pre-existing rela-
tionships among the various intermediaries. Since these parties exist and
have interests outside of the campaign itself, these patterns may or may not
follow precisely the sequences designated in campaign strategy. In the
figure, for example, in addition to its relationships with entities in the
designated second wave of the campaign (IM2) and IM2z), IM1z has a
relationship with IMnb, which the campaign identifies as even more proxi-
mate to the target. This channel, if recognized and exploited, might provide
the campaign with a shortcut to a later wave, with a means of anticipating
or reinforcing communications that will reach the same target-proximate
entity from another source, or with some other strategic advantage. So it is
the organizing concept of sequencing, and not any particular fixed and
inflexible sequence, that underlies this strategic approach.

That point is reinforced with a look back at the example presented in
Figure 5.5, which can now be seen as an application of this proximity-
based sequencing. In that instance—and this is not unusual—a primary
criterion for sequencing is the role assigned to each actor—legitimization,
outreach, and so forth. That helps to make explicit a key point related to
this approach: While the sequencing of a campaign’s rollout should be
“strategic,” it need not be conceptualized only in temporal terms. To the
extent such a plan is linear—or really, multi-linear—its linearity can be
based on criteria other than time. The campaign represented in Figure 5.5,
for example, employs a sequencing strategy based on function in which
temporal considerations are secondary.

Finally with respect to Figure 5.10, to which we now return, note
two aspects of the positioning of IMnz. First, although this intermediary
is a direct stakeholder, it is not assigned a role in the campaign involving
direct contact with the target. There are any number of reasons why
this might occur—Ilack of sufficient leverage on the part of the campaign,
the absence of a sufficiently important self-interest on the part of the
intermediary, a shortage of campaign resources, or simply the assignment
of a lower priority in the campaign, among many others. Though not
specifically illustrated in the figure, some stakeholders are simply beyond
the reach of a particular campaign. Second, note that IMnz maintains a
reciprocal relationship within its wave with IMnb. Most immediately, this
represents the likelihood that different stakeholders may share interests
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and may communicate with one another. More generally, it is the case that
many of the intermediaries within a given wave are likely to have such
networked relationships with one another, so there are likely to be natu-
rally occurring exchanges of information and other resources within waves
that are largely, or wholly, independent of the protagonist or the campaign.
On the one hand, this integration of participants can greatly strengthen
and reinforce the campaign structure. At the same time, it can impose
substantial challenges to message discipline in campaign communications,
the consistency and continuity of which can be tested through these
independent exchanges.

Optimal Pathways to Influence

The objective in all of this networking is to find, or create, a pathway of
influence leading from the protagonist to the target. Once a network and
one or more potential pathways are identified or established, the strategist
has many choices as to how best to activate and exploit it. These may well
resolve themselves into five basic approaches, which can, of course, be used
in combination as circumstances dictate. They include:

o Path of least distance. More often than not, though not always, simplicity
is the strategist’s best friend. Here that mantra translates into selecting
the pathway that employs the fewest intermediaries, and the fewest
links, possible to achieve the desired objective. Other things being
equal, simple networks are more easily managed and controlled than
more complex ones. And at least one student of such social networks,
Duncan Watts (2003: 300), suggests that any pathway longer than
two steps may actually be too long. Yet in reality, it may be difficult
to anticipate or control the number of intermediaries that become
engaged in a given campaign (including some who may act on their
own initiative, independently of the protagonist or its agents), and, as
we noted earlier, those who do will bring their own strengths and
weaknesses to the effort. But at the very least, the efficiencies inherent
in a shortest-distance line of attack point to a guiding strategic
principle—a “rule of parsimony,” if you will—that can be applied
even imperfectly to streamline both thinking and implementation.

o Path of least resistance. This is an alternative application of the rule of
parsimony, one that substitutes for the straightest-line geometry of the
road-builder an appreciation that, even in rivers that bend in upon
themselves, one does not need a pump to keep the water flowing down-
hill. Almost by definition, this strategy conserves the resources of the
protagonist, and may be the only option available to those with very
limited resources. It is facilitated by the availability of naturally occur-
ring allies, by an especially weak target, or by the relatively high vulner-
ability to influence of target-proximate (stakeholder) intermediaries.
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As such a strategy is rolled out, it may also provide the fewest chal-
lenges to the protagonist seeking to maintain low visibility or low
transparency, or to one lacking in legitimacy. Least-resistance pathways
have the virtue of simplicity, which may appeal to protagonists,
including individuals, who may lack an internal infrastructure capable
of sustaining a campaign. They tend to be highly efficient. These
advantages may be offset, however, to the extent that bias toward
efficiency or parsimony results in only minimal impact on the target.
Path of greatest and most sustained pressure. This strategy tends to be more
public, more confrontational, long(er) lasting, and more expensive. It
may be required for targets that are powerful, well positioned, and
well defended. But it raises the risk of discovery or explicit association
with the campaign for a protagonist that is disadvantaged by that, and
may impose associational, financial, political or other burdens on key
intermediaries. All of that said, where the target has demonstrated a
high degree of resistance, where the issue in question is highly visible
and hotly contested, or where the stakes are sufficiently high—and
where the protagonist has the resources and the standing to sustain
it—this can be an effective strategy.

All paths, all channels. Here the idea is simply to overwhelm the target
with multiple points of pressure of varying character and influence.
This approach may find utility where there is no single channel of suffi-
cient influence to induce the desired change in the target’s behavior,
but where it is not necessary to resort to the least-resistance approach.
One might expect to find this style employed where a central issue or
demand of the campaign is broadly popular, and/or the target is broadly
unpopular. A particular advantage of this multi-path strategy is that it
generates pressure across many different dimensions of the target, and
in the process can illuminate and exploit weaknesses in the internal
organization of its decision-making. Target organizations that are
known to have internal communication issues, top-down management
styles, patterns of jealousy or jurisdictional disputes among senior
decision-makers, and the like would be candidates for such a strategy.
At the same time, precisely because they can become highly complex,
using many channels and multiple messages, all-channel campaigns
can be difficult to control. That, in turn, can leave the protagonist
vulnerable to risks associated with the actions or reputation of interme-
diaries that may join the campaign of their own volition or may, at the
very least, be unresponsive to central guidance.

Netwaves against the wall. Think big splash. Taking advantage of
focusing events, such as periods of crisis, policy failures that can be
tied to the target, or failed performance by the target itself, or of
pseudo-events, such as campaign-generated research reports and policy
papers, the idea here is to overwhelm the target with a multi-channel,
intense, but short-lived attack designed to weaken it going forward,
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and perhaps, to weaken it sufficiently to induce the desired behavior
change. This strategy is highly opportunistic, and more episodic in
character than some of the alternatives, and is especially dependent on
the protagonist’s ability to communicate quickly and effectively
through mass media, viral media, and the like, with diverse parties—
its own proximate intermediaries, target-proximate intermediaries,
and perhaps the target itself. It can be used to effect where the time
available for a given campaign is limited, especially where the waves
themselves can be temporally controlled with precision, or where a
longer-running campaign appears to have reached an impasse and
needs fresh momentum. But its success depends on factors whose
nature and timing may lie well beyond the control of the protagonist.

The strategist is, of course, free to mix and match among these altern-
atives as the resources and requisites of the situation require, and is by no
means limited to just these approaches. But taken together, these five
different ways of implementing a campaign should suggest the richness of
network-based efforts at influence. In Chapter 6, we will explore these
implications in much greater detail in the course of a far more systematic
examination of the criteria for campaign decision-making and their
relationship with campaign objectives.

Before we do that, however, let us pause to consider a point we have
made in passing once or twice already. Campaigns are messy things, and
seldom follow to the letter a closely written script. That is surely, and
perhaps especially, true of efforts to manage complex relationships in the
dynamic environment of an IIC. Accordingly, one must view strategic
analysis like that we are offering here as a sort of rational frame, rather like
the frame of an automobile. The frame sets the general limits for design of
the body, but it does not describe the specific appearance of the auto itself,
nor does it prevent a few bumps here and there. In the same way, networking
strategy imparts some form and direction to the campaign, but it does not
carry a guarantee that each will work out exactly as planned. That is where
the skill of the strategist and the uncertainties of the real world bump up
against one another.



6 Riding the Waves: Strategy and
Tactics in Network Activation

... {I1t’s the network, stupid.
Duncan J. Watts (2003: 311)

In Chapter 5, we set out the underlying strategic logic of information
and influence campaigns, which is based on the development and
exploitation of networks to leverage and advance the interests of the
campaign protagonist. Here, we will look more closely at the components
of those networks to develop a generalized understanding of how this
might best be accomplished. At this point, the challenge to the strategist
is straightforward: how best to meet the needs, and how best to exploit the
capabilities, of prospective campaign intermediaries so as most effectively
to convey the protagonist’s needs to the target and achieve the campaign
objectives. But if the challenge is straightforward, meeting it successfully
is anything but.

The Differentiability of Protagonist Attributes

The place to begin is with self-analysis, i.e., with a set of strategic observa-
tions about the protagonist itself. What are its needs? Capabilities? Assets?
Liabilities? Strengths? Weaknesses? The better the protagonist under-
stands itself, the better positioned it is to develop an effective campaign
strategy. And, since our interest here is specifically in the design of IICs,
the criteria used in this assessment should be those deemed most germane
to effectiveness in that arena. Consider, for example, the profiles of various
classes of campaign protagonists summarized in Table 6.1. The rows in the
table suggest principal attributes that might (a) attach to a given type of
protagonist, and (b) affect the ability of such a protagonist to wage an effec-
tive campaign and the strategic style it might be required to adopt to do
so. These include (among many possibilities):

® Legitimacy—the extent to which the protagonist and its actions are
accepted as appropriate by the target or various intermediaries.
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® Transparency—the extent to which the actions, the financing, the
membership and leadership, the structure, and the decision-making
processes of the protagonist are open to public view.

e Visibility—the extent to which the protagonist and its activities are
present in the public mind.

e Resources—the availability of money, information, skilled personnel,
and other forms of support available to the protagonist.

e Infrastructure—the extent to which the protagonist maintains, or can
assemble and maintain, an internal organization that can be employed
to develop and support the campaign.

e Identity of Interest with the Target—the closeness—whether real,
perceived, or merely subject to effective portrayal—between the
interests of the protagonist and those of the target.

The columns in Table 6.1 identify a range of prospective IIC protago-
nists that is offered not to be comprehensive, but simply to indicate the
range of potential differences in pre-campaign positioning. Included are
international governmental organizations (IGOs) such as the United
Nations or its agencies, the World Bank, NATO or the Organization of
American States; a national government acting beyond its geographic
boundaries; a corporation; a non-governmental organization (NGO) oper-
ating in a civil society framework; a mass movement organization; a terrorist
or insurgent group; or even a drug cartel attempting to broaden or protect
its interests. The cells in the table have been filled with arbitrarily assigned
values that are, again, simply intended to suggest the potential for differen-
tiation among classes of protagonists. These values range from Very Low
(VL) through Medium (M) to Very High (VH), which represent estimates
of the level of each attribute that attaches to a given class of protagonist.

Table 6.1 Classification of Protagonists by Attributes
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The table suggests, for example, that protagonists such as drug cartels,
insurgencies, or terrorist organizations will be characterized by very low
legitimacy, while the legitimacy of civil society organizations or mass
movements, as a counterpoint, can be quite high. Similarly, insurgents and
mass movement organizations are less likely to share interests with the
targets of their campaigns than are civil society groups or corporations, and
so forth. Of course, all of these judgments depend on the particulars of the
protagonist in question and on the identity and nature of the target. An
insurgent organization operating a campaign—and remember, we are
talking here not about violence, but about the projection of soft power that
might precede, accompany, or follow it—against a regime that itself lacks
legitimacy will be positioned differently from a similar organization acting
against a popular government. Consider, for example, the 1990s example of
the Zapatista rebellion in Mexico, which was granted considerable support
and legitimacy in some corners of the international system (Ronfeldt,
Arquilla, Fuller, and Fuller, 1998). And staying in country, consider the
alternative example of a Mexican drug cartel seeking to establish a political
base to complement its illegal activities. While such a group might bear
more than a superficial resemblance to a terrorist organization or insut-
gency, in the present context it would likely demonstrate at least two points
of difference—far greater resources (the gains of its illegal trade) and neither
the expectation nor the likelihood of achieving legitimacy.

Box 6.1 Different Strokes for Different Folks

One of the more unusual campaigns of recent years is that launched by
the Taliban in Afghanistan in the spring of 2009. The Taliban, you may
recall, ruled the country from 1996 to 2001, when they were
ousted by Americans chasing Osama bin Laden through the Afghan
mountains after the 9/11 attack. During that period, the Taliban was
noteworthy for what Westerners would characterize as its intolerance
and authoritarianism. Afghan men were required to wear beards
and long hair, and barbers were attacked to enforce the requirement.
Girls older than 8 were denied education, public flogging was
commonplace, and the regime even destroyed the Buddhas of Bamyan,
two sixth-century statues carved into a cliff, a designated World
Culture site.

Fast forward to 2009. Tanned, rested, and ready, the Taliban was
attempting a comeback. But they knew they had a bit of an image
problem. What to do? Mullah Muhammad Omar, the Taliban leader,
had the answer. He initiated an information and influence campaign
aimed at the hearts and minds of the Afghan people. And the center-
piece? A code of conduct for the Taliban itself. No longer were members
to engage in such actions as suicide bombings against civilians,
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burning down schools, or cutting off ears, lips, and tongues. Though
compliance was, as of 2010, reportedly spotty, the objective was
clear: to convert the Taliban from an unpopular insurgent movement
to a local liberation movement with broad public acceptance
(Rubin, 2010).

It is worth noting here that, in IICs, the nature and degree of the protag-
onist’s infrastructure can represent either an asset or a liability. To the
extent that infrastructure provides authoritative decision-making, adequate
staffing including skilled professionals, routine and established access to
key actors (including the media), organizational stability, and the ability to
outsource tasks as required, it facilitates campaign activity. On the other
hand, because campaigns are inherently iterative and depend on their
ability to sense and respond to changes in the campaign environment or to
the actions of competing interests, where infrastructure slows decision-
making, impedes flexibility, and imposes bureaucratic rules and structures,
it is detrimental to a campaign. Infrastructure that renders a campaign
sustainable through time is a plus, while that which renders it less nimble
isa minus. So in essence, the question is whether the protagonist is strength-
ened by its infrastructure, or simply rendered muscle-bound.

Whatever the particulars of a given protagonist, the systematic analysis
of its campaign-relevant attributes is important because those attributes
play a central role in generating the boundaries of any campaign and in
pointing toward both likely strategies and essential intermediate, or
process-oriented, campaign objectives. Some protagonists will be easily
able to engage in actions, or to pursue objectives, that are more difficult for
others, or simply unavailable to them. Because of the freedom of action and
underlying degree of acceptance afforded to civil society-type groups, for
example, they are both better able and more inclined to conduct certain
kinds of campaigns than would be a cartel or terrorist group, a corporation,
a foreign government (as through its propaganda and public diplomacy), or
even an IGO. Similarly, certain classes of protagonist will be able freely
and openly to engage with a variety of prospective campaign intermedi-
aries that lie beyond the reach of others. Corporations, for example, can
employ legal or public affairs strategies that are unavailable to some other
protagonists, either because they are very expensive or because they are
precluded by statute from doing so. In manifold ways, then, the attributes
of the protagonist set the direction and outer limits of campaign strategy.

Protagonist Profiles Drive Campaign Styles

Differentiation along these dimensions of protagonist attributes has the
added effect of helping to establish the objectives of the campaign. Recall
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that IICs are employed primarily by the weaker party in an asymmetric
power relationship, and are designed to mitigate that relative weakness
insofar as possible. What we are doing here, in effect, is defining the nature
of the protagonist’s weakness. It should be no surprise, then, that the
specific liabilities of the protagonist vis-a-vis the target will necessarily
guide the development of campaign strategy. But it is also the case that the
protagonist’s profile—the compilation of its attributes—may be issue- or
campaign-specific. A protagonist that lacks legitimacy in one situation or
vis-a-vis one target, for instance, may have substantial legitimacy in
another, and allies that are available in one campaign may be unavailable,
or of lesser utility, in another. Protagonist attributes, then, are best under-
stood as situational in character. The same is true of the campaign-relevant
attributes of targets and intermediaries—a point worth bearing in mind
through the subsequent discussion.

Table 6.2 suggests some of the ways that such protagonist characteris-
tics might translate into campaign styles. In the table, we have taken the
“row variables” from Table 6.1, which is to say, the array of relevant
protagonist attributes, modified them to identify two contrasting values
on each (low and high), and converted them to column headers. So in
Table 6.2, the columns represent the possible attributes of any given
protagonist. The rows in the figure represent various dimensions of the
general style that might be adopted in a given campaign. As before, the
selection here is intended to be suggestive of such dimensionality, not a
comprehensive list of campaign styles. These elements include:

Table 6.2 Classification of Campaign Styles Associated with Protagonist
Attributes
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e Transparency—the extent to which the existence and nature of the
campaign itself is public, and is acknowledged by the protagonist.

®  Breadth—the diversity of tactics employed in the campaign, including
not just campaign communications, but the full range of campaign-
driven activity.

e Intensity—the force, passion, and concentration of effort with which
the campaign is being pursued.

® Duration—the time frame of the campaign, whether short-term,
intermediate, or long-lasting (often a function of the campaign
objectives).

¢ Directness—the degree to which the campaign confronts the target
frontally and in the name of the protagonist.

e Specificity—the extent to which the campaign identifies and advances
a clearly delineated objective, as opposed, for example, to some more
ambiguously stated notion of “progress”.

e Scale—the sheer size of the campaign effort, as measured, for example, by
expenditure of resources or the number of participating intermediaries.

¢ Redundancy—the extent to which the campaign pursues its objectives
through multiple and generally parallel paths, as opposed to a single
path; the extent to which it is multi-linear rather than linear.

®  Policy Focus—the extent to which campaign objectives are defined in
terms of behavioral outcomes such as policy change.

e Process Focus—the extent to which campaign objectives are defined in
terms of behaviors such as process change.

e Self Focus—the extent to which the campaign identifies and empha-
sizes the interests of the protagonist, per se, as opposed to some broader
set of third-party interests, e.g., the so-called “public interest.”

All are reflective of choices made by, or imposed upon, the campaign
strategist.

The cells in each set of paired columns (e.g., low and high legitimacy)
in Table 6.2 represent possible implications of the differing protagonist
attributes for the selection of stylistic elements of the campaign. For
instance, it is posited in the table that campaigns conducted by low-
legitimacy protagonists will tend toward low transparency, while those
conducted by protagonists that are accorded greater public acceptance
will be more transparent. The rationale is simply that more legitimate
protagonists have less to hide, and/or less reason to do so. To be sure, that
is not a hard-and-fast rule, as the legitimacy of a protagonist might itself
be based on perceptions that could be altered by the release of previously
unknown facts, the shining of a spotlight on known but unappreciated
facts, or the reinterpretation of seemingly unfavorable facts. But as a
tendency of campaign style in the general case, it is a reasonable expecta-
tion. Similarly, albeit selectively, the table also suggests (other things
being equal) that:
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e High-transparency protagonists will be more likely than their low-
transparency counterparts to conduct campaigns that are also relatively
transparent. In part, this would be the product of the natural style of
such a protagonist, but it could also be a reflection of the need to main-
tain continuity of messages and images. Consider, for example, the
deleterious effects on the reputation of a seemingly transparent NGO
that was discovered to have engaged in a “secret” campaign to achieve
some objective. The incentive to avoid such a possibility would be
considerable.

e Similarly, while a protagonist whose interests are very similar to those
of its target might be expected to run a campaign that is relatively
transparent, one run by a protagonist with vastly discrepant interests
from those of the target might profit from a more opaque effort. If, for
example, one assumes that the target’s stakeholders interact with the
target based on their own self-interest, it follows that there is sufficient
continuity of interest between those stakeholders and the target to
merit such interaction. A transparent attack on the interests of the
target might thus be interpreted by some of the stakeholders as an
attack on their own interests as well, and might produce an affirmative
disinclination to pressure the target. In such circumstances, the
campaign protagonist that is dependent on the actions of these stake-
holders for its own success may better be served by masking its efforts.

e Well-resourced protagonists are more likely than poorly-resourced
protagonists to conduct campaigns that are higher in their breadth,
intensity, duration, scale and redundancy, for the obvious reason that
they are better able to do so. But this overlooks one of the important
components of some information and influence campaigns—fund-
raising—which can consume a consider amount of (primarily) early-
stage effort. If there are compelling strategic reasons why an otherwise
under-resourced entity should conduct a campaign that is generally
beyond its customary means, part of the campaign itself may be
devoted to addressing this need by seeking foundation grants, govern-
mental or quasi-governmental grants or aid (such as EU grants to
support environmental campaigns), funding from better-heeled allies,
or other sources.

Other cell pairings could be subjected to similar analysis, and none of
these tendencies is argued to be determinative. And, as indicated by the
question marks in certain cells, the implications of particular protagonist
attributes as determinants of alternative campaign styles may, in some
cases, be unknown, uncertain, or even irrelevant. For example, it is difficult
to see why, in any systematic way, the levels of protagonist transparency,
visibility or available resources would make the campaign more likely than
not to take on a policy focus. Finally, there is a potential transformative
aspect to this entire line of argument. If the circumstances call for a
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campaign of a given style, but such a campaign is inconsistent with the
attributes of the protagonist, it might, in some instances, be possible to
reconstruct the protagonist (or perceptions of the protagonist) before
launching the campaign. The fund-raising example above represents one
such transformation; it is possible to imagine others. The reinforcement or
strengthening, the re-framing, or even the reconstitution of the protago-
nist in advance of the launching of a campaign is often a strategic option,
and can be an important one.

Box 6.2 Packaging the Protagonist to Fund and Legitimize
the Campaign

Clifford Bob (2005: 54-116) tells the fascinating story of how a
Nigerian insurgent group, the Movement for the Survival of the Ogoni
People (MOSOP), emerged onto the world stage in the 1990s under
the leadership of Ken Saro-Wiwa, who himself emerged as an iconic
opponent of Shell Oil, which was active in the region. The key was the
development of a marketing plan for MOSOP itself—a plan that
converted the group from one of many obscure ethnic movements into
a leading voice for environmentalism in the Niger Delta, and in the
process attracted the financial and other support of major transnational
NGOs.

While the details of the campaign are many and quite interesting, it is
this act of conversion that merits our attention in the present context.
Knowing it was under-resourced and needed visibility and legitimacy,
MOSOP set out in the early 1990s to gain the support of outside
NGOs, but it failed, partly because its case was not well framed, but
largely because its cause did not resonate with the agendas of these
established international actors. But beginning in 1993, when MOSOP
reframed its case in environmental terms—in effect claiming that Shell
and other oil giants were plundering the Delta, and, with the complicity
of the Nigerian government, suppressing the rights of the Ogoni to do
it—the movement flourished. This environmental frame accorded with
the interests, and attracted the support, of such groups as Greenpeace
and Friends of the Earth, Human Rights Watch, Amnesty International,
and others. The demonization of Shell both energized and gave focus
to the campaign, but it was the underlying dynamic of matching the
agenda of the would-be protagonist with the agendas of its potential
supporters and intermediaries, that literally made the campaign
possible.

Things did not end well, by the way, for any of the interested parties.
Saro-Wiwa and several others were tried by the Nigerian government
for incitement to murder some rival leaders, found guilty, and hanged in
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1995. Shell was blamed by activists around the globe for these deaths,
and was even charged in the United States under the Alien Torts Claims
Act and brought to trial in 2008. That case was settled out of court in
2009 when Shell agreed to a payment of about $15 million. (Goldhaber,
2009) And as for MOSOP? Events have passed it by. Today military
attacks by insurgents against oil company facilities are commonplace,
not just in the Niger Delta itself, but even against oil rigs 75 miles
offshore (Polgreen, 2008).

This brings us to the critical point of the argument in this chapter, which
is this: The strategic needs of the campaign protagonist will lead it
toward a style of campaigning that maximizes the prospects for a
successful outcome. The requirements of that style, together with any defi-
ciencies the protagonist may display in its ability to adopt it, will guide
the selection of third parties in the campaign and the uses to which they
are put.

Stylistic Requirements Guide Use of Intermediaries

That is to say, the requisite campaign characteristics, in whatever combi-
nation, point toward the most likely configurations of message content,
message sourcing, alliance formation and the like that are likely to delin-
eate any given campaign. Campaigns that are conducted by protagonists
lacking in legitimacy, transparency and identity of interest, such as an
unpopular insurgent movement, will probably look very different from
those conducted by civil society-type groups that leverage their names and
name recognition, their access to decision makers, and their willingness to
garner public attention. But it is the constellation of associated traits, and
not necessarily the protagonist per se, that leads to this determination.
Thus, other things being equal, a foreign government that is lacking in
perceived legitimacy in a second, target country will wage a different style
of campaign—different channels, actors, language choice, media and
message strategy and the like—than one that benefits from strong public
acceptance. And a protagonist that maintains low transparency and low
visibility will probably conduct a campaign designed to exploit and main-
tain those attributes, while a transparent and highly visible protagonist
will follow a different path.

Box 6.3 Who Really Hates Wal-Mart?

Among the longest-running and most visible campaigns of recent years
has been the one targeted at Wal-Mart. There are many dimensions to
this campaign—Ilabor unions that see the company and its policies as a
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threat to their ability to organize workers, small town merchants who feel
threatened by the unrivaled pricing power of this giant corporation, land-
use activists, historical preservationists, environmentalists, local politi-
cians ... the list sometimes seems endless. The campaign often plays
out in local battles over zoning and licensing prefatory to the building of
new Wal-Mart stores, especially where the company has not previously
been present in the local market. But in some cases, it seems, some
of the opposition to the company is not altogether as localized, self-
generated, and independent as it appears.

It turns out that at least one consulting firm, Saint Consulting Group,
has been behind much of the strategy and tactics of anti-Wal-Mart
activism in recent years. Here is how one account describes the firm’s
activities:

For the typical Wal-Mart assignment, a Saint manager will drop into
town using an assumed name to create or take control of local
opposition . . . They flood local politicians with calls, using multiple
phones to make it appear that the calls are coming from different
people . ..
They hire lawyers and traffic experts to help derail the project or
stall it as long as possible . . .
(Zimmerman, 2010)

Members of the local surrogates recruited by these professionals often
believe they are actually aligning themselves with labor unions, and
sometimes those unions are, in fact, Saint’s clients. But more often, it
turns out, the firm’s client is actually one or another supermarket chain
that is trying to preserve its local or regional (or national) market share
against competition from Wal-Mart. Among them, according to the Wall
Street Journal, have been Supervalu, Giant Foods, and Safeway. Were
these protagonists to be known publicly, one must assume, their self-
interest would be clear and their chances of success lessened.

More generally, over the years the firm has conducted about 1500
campaigns in 44 states. Of these, acknowledges founder P. Michael
Saint, some 500 have focused on blocking a development—of oil refin-
eries, shopping centers, quarries, landfills, as well as Wal-Mart stores—
and of those, the majority have been clandestine, which is to say,
conducted through unknowing surrogates. (Zimmerman, 2010)

But, as Saint Consulting and its clients found out in this instance,
strategies employing surrogates are inherently risky, especially where
the objective is to mask the protagonist. A few short days after the Wall
Street Journal revealed the facts of the anti-Wal-Mart efforts on its
front page, the firm reportedly had lost one existing client and one
prospective client (Bustillo, 2010).
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One of the key differences here is the extent to which third parties are
employed as intermediary actors or communicators. Table 6.3, which employs
the same protagonist attributes as Table 6.2, sets forth some of the possibil-
ities. Campaigns can vary as to the number of third parties that are incorpo-
rated, the degree to which their roles are central or peripheral, the availability
of natural allies or insiders or, failing that, the likelihood they will be replaced
by unknowing allies or by surrogates created expressly for the campaign or for
related purposes, and the likely diversity of third-party actors.

So, for example, a protagonist characterized by low legitimacy and low
transparency will be relatively likely to filter, or perhaps “launder,” its
message through other, better positioned, voices or in other ways operate
through third parties in order to mask or offset its lack of public acceptance
and maintain its anonymity, and may well be forced to employ surrogates
since some prospective allies might prefer to avoid any appearance of associ-
ating with it. In contrast, a highly legitimate protagonist will seek to exploit
its legitimacy through open invitations to likeminded intermediaries to join
in expressing their common values or preferences. And a protagonist with
high identity of interest with the target might opt for the same reliance on
third parties, not to mask a weakness, but to exploit a strength.

In the logic of the campaign, this is the point of origin for the develop-
ment of networks and related strategies. The attributes of the protagonist

Table 6.3 Likely Use of Third Parties Associated with Protagonist Attributes
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determine the extent to which it must, or can, be dependent on a structure
of intermediaries, and even the types of intermediaries that are most likely
to prove advantageous. If, as we argued at the outset, it is a power deficit
relative to the target—whether absolute or situational—that gives rise to
the need for an information and influence campaign, it is these attributes
that create the template for developing the architecture of the campaign
itself.

Form and “Feel” of the Campaign

Figures 6.1 through 6.3 are meant to illustrate how these layers of attri-
butes—of protagonists, campaign styles, and third-party requirements—
combine to generate the form and, for want of a better word, the “feel” of
a given campaign. In Figure 6.1 we see the range of protagonists identified
in Table 6.1, which are differentiated by the degree to which each, respec-
tively, displays the attributes that will give direction and set the bound-
aries of campaign possibilities. In effect, these attributes serve as filters that
will allow certain campaign attributes to come into play depending on the
profile of the particular class of protagonist. In simpler language, what we
have here is a picture of the argument that who the protagonist is will go
a long way to determining what kind(s) of campaign it needs, or is able, to
conduct if it is to maximize the chances of achieving its objectives.

Figures 6.2 and 6.3 illustrate the next steps in strategic development,
the translation of optimized stylistic attributes, termed here the “campaign
profile”, as suggested in Table 6.2, and the translation of the requisite reli-
ance on third parties, or intermediaries, as suggested in Table 6.3, into
tactical decision-making. The first of these, Figure 6.2, shows that the
peculiarities of each different campaign profile (on the left)—and the list
here is not intended to be comprehensive—interacting with the optimal
combination of intermediaries (on the right), will point toward the differ-
ential selection of tactics, based bere not on the characteristics of the target
or the campaign setting, but on the needs and capabilities of the protago-
nist. We will argue in a later chapter that target attributes and contextual
elements «/so contribute to the selection of tactics, but for the moment, our
purpose is to illustrate the central role in this decision-making that is
played by front-end, as opposed to back-end, considerations.

Those front-end considerations can lead to a kind of internal campaign
logic that can be applied in developing specific tactics or tactical approaches.
For example:

e A protagonist with low transparency may be more likely to use certain
low-visibility kinds of exchanges, such as money transfers, to recruit
and support intermediaries because it is relatively less likely than
others to be found out. The same consideration may lead to a lesser
reliance on alliances with existing organizations, and a greater reliance



‘suSredwer) 90UINJU] PUL UOIIBWIOJU] UT 3OUSN[JUT JO MO[] PUR SOTWRUA( ['Q a4751,]

“ “ sajnquye ubredweo aysinbay N N

SNoo} SNoo} SNoo}
810 IS $59001d Aoljog Aouepunpay aeos Aoyoadg ssauoallg uoneing Aisuayu| ypeasg  Aouasedsuel]

1

sanquye 1siuobeloid
Mo

J8Y10 1s8I83Ul Jo Ajuap| ainjonJisesju| Anaqisin $90IN0saY Aouaisedsuel| Aoewnyba

[/

h h h A

ubIH

sisiuobejoud [enusiod

dnoib 610
wabinsul Juswanow 05N JuswuIanob
18410 |eyed Bnig ST ssep Koeoonpy uonesodio) ublaio4 09I




136

Riding the Waves: Strategy and Tactics in Network Activation

Strategically maximized campaign profiles

U

Opaque, low key,
indirect, general

U

Transparent,
intense, direct,

§ specific

U

Large, redundant,
direct, policy focus

U

Small, narrow,
opaque, brief,
process focus

U

Long, direct, intense,
self focus

U

Other

N

Differentiation of tactics

Strategically maximized use of third parties

O

Number

O

Centrality

Py
p}
I}
=1
Q@

allies

O

Unknowing
allies

O

Insiders

%

O

Surrogates

O

Diversity

O

Other

Figure 6.2 Attributes, Strategic Requirements, and Campaign Tactics.

on the creation of surrogates and virtual organizations. It may also
require that such intermediaries have a short half-life to reduce the
potential for discovery. In contrast, a highly transparent protagonist is
less likely to rely on exchanges of questionable or hidden resources,
and more likely to rely on openly developed alliances with similarly
transparent intermediaries, such as many civil society-type organiza-
tions. Since these intermediaries most likely exist independently of the
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campaign, they will also be likely to have greater longevity than
surrogates or virtual organizations.

e Visibility, as distinct from transparency, points toward strategies that
are rather more nuanced. In normal public discourse, visibility is an
asset to a protagonist that is favorably perceived by key audiences, and
a significant detriment to one that is viewed unfavorably. So a protago-
nist with favorable standing would be inclined toward strategies
designed to maintain or boost visibility as a way of reinforcing its posi-
tion, while one with unfavorable standing would opt for strategies that
are likely to reduce its visibility.

e In its strategic preferences and selection of tactics, a protagonist with
low target affinity would be confronted with needs similar to, but not
isomorphic with, those of one lacking in legitimacy. The similarity
would be greater at those stages of the campaign closest to the target,
where the absence of affinity would be most telling, but would be of
lesser import in dealing with more protagonist-proximate intermedi-
aries with which the level of affinity might be quite high. This points
to a strategy in which intermediaries proximate to the protagonist are
selected primarily for their access to, and credibility with, key inter-
mediaries that are closer to the target. In effect, the first group vouches
with the second for the validity of the protagonist’s agenda. Whether
that validation extends to the protagonist itself might be determined
by the situation. In contrast, a protagonist with high target affinity
might have no strategic need whatsoever for its own most proximate
intermediaries, opting instead to work directly through those with
most direct access to or influence on the target.

Figure 6.3 illustrates the projection of these tactics into the campaign
proper. Effective campaigning requires the successful management of the
protagonist’s communications and actions, of its relationships with third
parties, and in some measure, potentially, of the separate and independent
relationships among those third parties themselves. Our emphasis in the
present volume has been primarily on communication strategies, and that
empbhasis continues in the figure. It is important to bear in mind, however,
that in a campaign, all actions communicate, and all communications
impact on the relationships that constitute the underlying structure of the
campaign.

Here the connections between the earlier discussions of argumentation
and persuasion, on the one hand, and networks and relationship manage-
ment, on the other, are crystallized. The voices, channels, messages and
audiences illustrated in the figure correspond with those we examined in
Chapters 3 and 4, while the relationships referenced in the figure are those
we began mapping in Chapter 5. And as we also suggested in Chapter 5,
and especially through the inventory of campaign tactics in Table 5.1,
whether or not they literally “speak louder than words,” the actions that
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accompany campaign rhetoric certainly do communicate. They stimulate
and guide the participation of intermediaries, and they certainly get the
attention of the target. Now the larger point should be clear: The tactics
employed in an information and influence campaign will derive in signifi-
cant degree, not only from the attributes of the protagonist, but from the
strategic requirements that arise from managing the campaign per se. The
fact that the campaign exists and takes a certain form, in and of itself,
creates a set of strategic and tactical requirements that must be addressed
in addition to, and in interaction with, the strategic and tactical require-
ments imposed by the objective of the campaign—to affect the target.

In an earlier discussion, we argued that, with respect to the target, a
campaign was likely to have one of five objectives: initiating or reinforcing
a behavior, modifying or reinforcing a behavioral dynamic (an ongoing
behavior), modifying a static position or condition of the target, ceasing an
ongoing behavior or withdrawing a position, or not initiating a behavior in
which the target has yet to engage. If we think of these as the range of
macro-strategic objectives of the campaign, we can see now that there are as
well a series of micro-strategic objectives that relate to motivating inter-
mediaries to act and channeling their actions in desired ways. Here, the
idea is to use campaign communications and other means to move the
various intermediaries around the board. A protagonist’s profile vis-a-vis
its target with respect to attributes like legitimacy or affinity may be
different from its profile vis-a-vis certain intermediaries, particularly those
to which it is proximate. It follows that the form or content of tactical
exchanges between the protagonist and these friendly proximate interme-
diaries may well be different from the form or content of the overall
campaign precisely because they are intended to serve as translators or
interpreters, conflating the profile of the protagonist with their own profiles
to advance the campaign, or simply as veneers to mask it.

In this multi-communicator, multi-audience, and multi-dimensional
world, then, the overall communication objective of a campaign at every
stage is not persuasion, in the classical sense, but influence in the broadest
sense. It is to determine what positioning of each downstream actor opti-
mizes the chances of the protagonist for a successful campaign, what change
in extant positioning is required to move that actor to the desired location,
and what communication strategies, frames and messages are best suited to
accomplishing that. Persuasive communication as typically conceived can
be central in facilitating movement on one dimension—preferences—but
a more comprehensive understanding of potential, salutary communica-
tion effects is required if one is to fully appreciate and capture their role in
a campaign.

Implicit in much of the discussion to this point has been the assumption
of an underlying temporal linearity to the campaign. Because there is, in
fact, a natural flow to certain stages of a campaign—identify the target,
research the target and its stakeholders, plan the campaign, identify
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and recruit prospective intermediaries, identify and obtain the requisite
resources, develop and optimize the message frames and communication
channels, roll out the campaign—this underlying assumption has consider-
able validity. At the same time, however, campaigns are seldom smooth-
running, tightly controlled exercises. Serendipity plays a role—things just
happen. Windows of opportunity open and close. Some tactics work, others
do not. Changes occur in the campaign environment. Unanticipated inter-
mediaries insert themselves into the campaign on their own initiative and
for their own purposes, perhaps consequentially. The target takes steps to
defend itself. The campaign succeeds in some measure, and moves the
target to a new place. These factors—and there are many more like them—
can easily disrupt the linearity of the effort. Or more to the point, they
should do so. For when material changes occur that logically would seem to
require a reassessment, and possibly a redirection of effort, the campaign
that fails to adjust simply fails. So while there is a natural linearity to
campaign logic, there is an essential iterative element to any campaign. The
strategist runs through the logical sequence once, then senses the environ-
ment, makes any necessary changes, and runs through the logical sequence
once again. And once again. And once again. In a campaign of long dura-
tion—and some of them run for many years—numerous iterations will be
required.



7  Feeling the Pressure: The
Dimensionality of Targets

I have with me two gods, Persuasion and Compulsion.
Themistocles

In the field of politics, force and consent are correlative terms, and one does
not exist without the other . . . Every consent is more or less forced . . .
Benedetto Croce

At the outset, I suggested that information and influence campaigns can be
conducted at different levels of complexity and sophistication. We are now
at a point where we can elaborate a bit more on that argument.

Levels of Campaign Complexity and Sophistication

At the most basic level—and let’s call this Level I—campaigns may be
comprised of strategically planned, crafted and delivered bundles of
messages designed directly to persuade a target to alter its behavior in ways
that serve the interests of the campaign protagonist. In a Level I campaign,
by definition then, the protagonist is but one step removed from the target,
and has the capability, independently, to deliver its persuasive communi-
cations. Those communications might take the form of more or less
straightforward argumentation, as we emphasized in Chapter 3, or they
may be developed with an eye toward one or more of the structurally-
derived persuasive strategies we explored in Chapter 4. But in either event,
there are no intermediaries required in the transmission from source to
receiver, except, perhaps, for channels that are purchased, or otherwise
fully controlled, by the protagonist. Level I campaigns are thus centered
entirely, or nearly so, in communications per se. A public information
campaign in which a protagonist uses such means as paid media, direct
mail, and a website to “educate” the public (or a subset of the public) to
perceive differently its own self-interest and to change its behavior accord-
ingly—an anti-smoking campaign (or a sexual abstinence campaign) being
the classic example(s)—would fit this profile.
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If we return as well to our more basic premise, that IICs are employed
where there exists an asymmetrical power relationship between the protag-
onist and the target, we can see that a Level I campaign is most likely to be
employed where the power differential is minimal and may be situational
in character, where the protagonist determines that new information or
enhanced attention, in and of itself, are likely sufficient to bring about the
desired change, and where the means are available to deliver that informa-
tion to the target. But many power disparities are greater in degree and
more complex in form than those characterized by this simple model. At
the next level, for example, which we will perhaps not surprisingly term
Level II, the protagonist may not have meaningful direct access to the
target, but it may have means of communicating directly with, and/or
otherwise influencing, other actors who are themselves influential with the
target. We have termed these influentials the target’s stakeholders, and the
process of identifying them and evaluating their potential utility in a
campaign we have labeled power structure analysis. Here, at two steps
removed from the target, the strategic goal is to achieve the desired
outcome through a more elaborate set of actions and communications that
mobilize one or more of the stakeholders to communicate with, or to act
upon, the target in ways that advance the protagonist’s interests. It may,
and very likely will, be necessary for campaign communications to frame
and rationalize the issues in ways that appeal to the target, but the essence
of campaign strategy at Level II is to influence the stakeholders. So the
communications and actions at Level IT are far more likely to focus, sefec-
tively as we have argued, on the values and interests, not of the target, but
of those other actors on whose good will, support, and other exchanges it
depends. Level II campaigns, then, are much more highly leveraged than
those at Level I.

At the next step of remove—the Level III campaign—the leverage may
come to resemble less that attendant to a fulcrum point than that of a
clockworks in which the force exerted at point A is transmitted to point N
through a series of interlocking gears. Where the protagonist lacks influ-
ence either with the target or with its key stakeholders, which is to say,
where the asymmetry of power between protagonist and target is the
greatest, the campaign necessarily becomes more elaborate, and perhaps
more convoluted. This is the point at which we typically see the emergence
of “netwaves,” successive layers of intermediaries that function to bridge
the gap between the protagonist and the target. Typically, the design of
strategy at this level begins with a basic power structure analysis of the
target and its stakeholders, but then adds as many successive layers as
necessary of additional power structure analyses, this time applied to each
of the stakeholders and other intermediaries as well. At each stage, the
operational question centers on what degree and manner of leverage the
protagonist might exercise on a given intermediary or group of intermedi-
aries. If leverage is available, and if it is deemed potentially sufficient, the
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campaign structure is set. If still greater leverage is needed, the structure
must be expanded by at least one more wave before it can be considered set.
It follows that, at Level III, campaign strategy must be designed to mobi-
lize in the desired direction whatever complex set of relationships among
protagonist, intermediaries, stakeholders, and target are required to
effectuate the effort.

Figure 7.1 summarizes the decision-making dynamic for a Level III
campaign. As suggested in the Figure, campaign strategy operates through
tactics that address three sets of operational objectives—those pertaining
to the communications, actions and relationships, respectively, through
which the campaign will be advanced—each of which must be managed
systematically, consistently, and in constant interaction with one another.
These three decision-making channels must be coordinated effectively if
the objectives of the campaign are to be accomplished. And only if the
objectives of the campaign are accomplished will the protagonist’s desired
outcomes—the reason for the campaign—be achieved. We will return to
this point later in this chapter.

First, however, let us consider another implication of the figure. Note
that Figure 7.1 makes a distinction between the “effectiveness” of a given
campaign and its “success.” This suggests that a campaign could be
successful without achieving the desired outcomes, something we have not
previously considered. And that, in turn, suggests that there are actually
two different sets of criteria we might employ for judging campaign
strategy. Did the strategy produce a campaign that functioned as intended—
managing communications, actions and relationships to generate pressure
on the target in a desired direction? And separately, was the pressure suffi-
cient to cause the desired behavior change? The first of these is, in a sense,
an assessment of campaign technique, and the second of the fundamental
vulnerability of the target to influence in the first place. Not all campaigns—
and not all well-crafted, technically sound campaigns—succeed. In fact,
many do not. Information and influence campaigns, you will recall, are
designed to generate leverage to offset inequalities in the distribution of
power. But in the real world, those inequalities may be so great that even
the best campaign cannot overcome them.

That suggests that target selection is an important first step in developing
a campaign strategy. To this point, we have said a great deal about protag-
onists, intermediaries, and stakeholders, but relatively little about the
targets of IICs. The time has come to remedy that.

Vulnerabilities Assessment and Target Selection

As we have regularly observed in these pages, the potential targets of infor-
mation and influence campaigns are many and varied, as is the range of
campaign objectives. But if the campaign is designed to counter, or coun-
terbalance, the power of the target, just what is it that makes a target
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Figure 7.1 Strategy, Tactics, Objectives, and Outcomes.



Feeling the Pressure: The Dimensionality of Targets 145

powerful? In the context of the campaign, what are the dimensions of
strength and weakness that define the vulnerability to influence? Or, put
another way, what attributes of a prospective target can be put to best
advantage in determining (a) the degree of its susceptibility to influence
through an IIC, and (b) what form and content such a campaign might
adopt to achieve maximal impact? Rather than focusing on the idiosyncra-
sies of targets, are there general tendencies that a strategist might seek out
to determine the likelihood that an IIC can achieve the desired outcomes?

Drawing in part on our analysis from Chapters 3 through 6, and espe-
cially on our discussion of campaign protagonists and intermediaries, we
can identify several generic attributes that increase the potential vulnera-
bility of a given target and thus its attractiveness to the strategist. These
include:

o Low legitimacy. Just as is true of a campaign protagonist, prospective
targets vary in their inherent or perceived legitimacy. Targets of limited
legitimacy, or, importantly, those that can be readily positioned as such,
among key intermediaries, might include a head of state (Hugo Chavez
of Venezuela to American conservatives) or a regime (the Saudi monarchy
to guest workers from Pakistan), an industry (extraction industries such
as mining or petroleum to environmentalists) or a company (such as one
that contracts out work to sweatshop-style producers, to the general
public), a policy (limits on immigration, responses to climate change,
and the like), a relationship (Russia and Ukraine, Hamas and the
Palestinian Authority), an individual actor (name your least favorite
politician) or a class of actors (bureaucrats, conservatives, Social
Democrats, environmentalists, entertainers playing at politics, greedy
corporate executives), and so forth—in short, anything or anyone who
can be portrayed believably to a key audience as lacking in legitimate
authority. Of course, these characterizations are determined based not
on the perceptions of the protagonist, but rather on those of key stake-
holders and other intermediary audiences, or on those perceptions that
can be generated among them. A real or perceived paucity of legitimacy
creates an image vacuum that can be filled with adverse portrayals, as
well as a broader strategic vulnerability that is somewhat akin to a medi-
eval city without a protective wall. Low legitimacy both invites and
facilitates campaign attacks.

Box 7.1 Exploiting the Perceived lllegitimacy of the Target

The conflict between the governments of Iran and the United States
dates back to the overthrow of the Shah and the occupation of the US
Embassy in Tehran in 1979, though the roots of suspicion lie deeper
still. At the core of the conflict is the rejection by each side of the
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fundamental legitimacy of the other, and the exploitation of that rejec-
tion in campaigns for the hearts and minds of global and regional
publics. The US, for example, was characterized in the early days of
the Iranian revolution as “the Great Satan,” while Iran was one of three
countries designated by President George W. Bush in 2001 as members
of the so-called Axis of Evil. The objective of each of these arguments,
and of the underlying campaigns, is two-fold—to position the competing
antagonists at the forefront of their respective constituencies, and to
appeal to those constituencies for support of efforts to limit the ability of
each side to impose its will on the other through global economic and
political institutions.

Given the intransigence of the two sides, it is not surprising that the
rhetoric has changed little over the years. In the words of Iranian
President Mahmoud Ahmadinejad in 2008, for example:

Today, the time for the fall of the satanic power of the United States
has come and the countdown to the annihilation of the emperor of
power and wealth has started.

(Quoted by Agence France-Presse, June 2)

o Widespread negative perceptions. Though similar, a generally negative
image is in a sense a less demanding standard than low legitimacy, one
that allows for acceptance of the target as valid or rightful, but at the
same time positions it as acting badly, espousing unpopular values, or
the like. Extant negatives have the effect of attracting attention even
as they deprive the target of the ability to defend itself affirmatively or
proactively. More than that, if the target is generally accepted as legit-
imate but its actions are judged negatively, the target’s underlying
legitimacy can be used to generate internal leverage on values or
behaviors that can be portrayed as inconsistent with that higher
standing. When, for example, in one of the earliest anti-corporate
applications of these campaigns activist Saul Alinsky sought to change
the minority hiring practices of the Eastman Kodak Company in
Rochester, New York, his leverage derived from contrasting the
implicitly anti-social character of the targeted policy with Kodak’s
status as a pillar of the local business community and the centrality of
that status to the company’s internal culture and collective sense of
self-worth.

®  Highvisibility. Targets that are highly visible may be especially vulner-
able to IICs in part because that visibility itself deprives the target of
certain defenses against a campaign, such as the ability to hide from
view (perhaps even in plain sight), while at the same time assuring
that any campaign successes are likely to be widely noted. Such credit
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claiming can then be employed by the protagonist in subsequent
stages of the campaign, both to enhance its credibility and apparent
potency and as a form of psychic reward to its allies and personnel.
Where high visibility co-occurs with a highly negative target image or
with minimal target legitimacy, the combination serves further to
accentuate any negative perceptions and to render them even more
difficult to counter or reverse. An end case on the spectrum of visibility
is that of a cultural, economic or political icon such as Coca Cola or the
U.S. dollar, the status of which enhances the attractiveness of the
target as well as the impact of any campaign success.

High transparency. Targets that are relatively transparent are inherently
vulnerable to attack simply because it is easy to learn a great deal about
them. Examples would be publicly held corporations, to the extent
that they are required by law to reveal detailed financial and other
information about themselves; membership organizations, which must
report on their activities and operations in order to recruit, serve, and
maintain their members; and government agencies that are subject to
open access, freedom-of-information, or other legal requirements. As
these examples suggest, the degree of transparency and, importantly, the
expectation of transparency, can be vital factors in such assessments.
Low transparency. At the same time, the absence of transparency can also
be an important determinant of vulnerability. In the most obvious
sense, it can represent a negative attribute of the target, since a
no-comment culture generates doubt and distrust among outside audi-
ences at the same time that it leaves the field open for others to describe
and define the target and its actions. But there is a second, and perhaps
less obvious, way in which low transparency might factor into a vulner-
abilities assessment. Targets such as complex public policies or issue
publics may be more susceptible to a campaign because the subtle
changes that can produce desired campaign outcomes can occur outside
of public view and may not be well understood even by those most
directly affected. Modest changes in legislative language that may have
broad but latent consequences that serve the interests of the protagonist
would be an example. Our brief transit of the attitude-change landscape
in Chapter 4 suggests that such subtle, low-engagement changes may
be among the lowest hanging fruit in the campaign orchard.

Box 7.2 Buried Treasure

The debate over reform of healthcare policy in the US that dominated
the news in 2009 and early 2010 centered around negotiations, dead-
lines, secret drafting sessions and, in the end, voluminous legislation,
all reflective of the interplay among numerous competing campaigns
waged by such diverse forces as pharmaceutical companies, insurance
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companies, large employers, small business, labor unions, and progres-
sive and conservative cause groups. Each protagonist had its interests,
and the floating alliances these produced added a patina of political
confusion atop a protrusion of legislative language. In the end, there
were winners and losers, but they were, arguably, determined not by the
overall thrust of the resultant legislation so much as by the subtle twists
and turns of hidden subparagraphs. That, even in this instance where
the public gaze was fixed on the issue for months, it took journalists and
politicians literally weeks to decipher some of this language and to figure
out just what had been passed by Congress, and that the public had by
then altogether lost interest in any devilry that might be uncovered, only
reinforced the value of burying the treasure.

®  Responsiveness, or sensitivity. Targets that have demonstrated a history of
adjusting their behaviors in response to earlier campaigns may offer
advantages to the strategist in a subsequent campaign because they
have demonstrated a risk—reward ratio that is favorable to the protago-
nist. Put another way, such targets are already conditioned to behavior
change, so the campaign can focus on specifically desired behavior
changes rather than on “teaching” the target to change in some more
abstract sense. A corollary is that targets that have demonstrated a
concern for their public image and standing, for maintaining a good
reputation, are proportionately more susceptible to campaign activity,
as in the Eastman Kodak example noted above.

o Agsociation with risk. Those targets that are, or can be, associated with
definable external risks—nuclear accidents or war, unsafe products or
services, threats to public safety or security, economic or political
instability, terrorism, dangerous ideas—will be more susceptible to
campaign activity than those that pose no such risk. The likelihood
of attack increases to the extent that any such risk can be personalized
for key intermediaries such as public opinion or the members of a
particular group.

®  Risk aversion. That said, it is also the case that targets that have
displayed a particularly strong awversion to risk, which is to say a consis-
tent pattern of behavior seeking to minimize or avoid risk or any asso-
ciation with it, ironically, have an increased vulnerability to campaign
pressure for one very straightforward reason: Their behavioral prefer-
ence vis-a-vis risk increases their susceptibility to threats and fear
appeals and, potentially, expedites and multiplies their effects when
employed by a protagonist.

o Physical weakness. Targets that are physically unable to defend them-
selves against attack are, as a result, more likely to be attacked. Physical
weakness might be military in character, but in the present context it is
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more likely to take other forms, such as financial weakness, inability to
communicate effectively, weak infrastructure, weak intelligence capa-
bilities (to detect and appraise the attack), weak leadership, and so forth.
Limited resources. Although it is, by our definition, almost always the
case that the target of an IIC is superior in power to the protagonist,
it does not follow that the target has at its disposal limitless resources.
To the contrary, even governments and large institutional targets
operate within financial, personnel, temporal and other constraints,
and the campaign setting and/or timing can, by accident or by design,
exacerbate these limitations even more. Companies that are experi-
encing downward pressures on cash flow or profits, or government
policy-makers who are operating in a period of high deficits, would be
examples. In fact, from a purely strategic perspective, the absolute
level of the target’s resources may be less important in determining its
potential vulnerability to a campaign than the level of its resources
relative to its extant commitments.

Inberent structural vulnerabilities. Targets are often complex entities, and
some of their component elements—demographic groupings, cultural
norms, religious values, political interests, economic interests—may
be disproportionately susceptible to IIC influence. Examples might
include European Muslims confronting a collective identity crisis that
opens them to certain types of appeals, policies that appeal to signifi-
cant subsets of a population, companies that are dependent on certain
strategically important markets (IBM in the EU, Lenovo in the United
States), and so forth. The more central these elements are to the core
needs of the target, and the more of them the strategist can identify,
the greater the leverage they afford.

Instability. Targets that do not have long established and constant rela-
tionships with their key stakeholders, that are inconsistent in their
policies and behaviors, that are governed or administered by shifting
alliances or processes, and that do not invest in maintaining a stable
operating environment, offer to the protagonist a virtual panoply of
opportunities for leverage and pressure. On the other hand, targets
that do maintain stable relationships, policies or behaviors, leadership
and infrastructures, and that invest resources in stability per se, are by
nature less vulnerable. An exception, or rather, a modification, to this
argument may occur in those instances where the protagonist is
successful in undermining one or another aspect of the target’s stability.
In that instance, it may be that the target is sufficiently inexperienced
in dealing with the resultant instability that it actually enhances it
through its own misguided responses.

A reputation for faulty, inefficient, or impeded decision-making. A govern-
ment, corporation, NGO, or other organization that is known to delay
or defer decisions, or to make bad ones, may be disproportionately
vulnerable to a campaign.
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o Self-generated leverage. One common campaign strategy today is to use
what might be termed a “big want” on the part of the target as a force
multiplier for the campaign. When a target publicly commits itself to
a major new undertaking—a company building a giant new facility or
entering a major new market, a union publicly committing itself to
organizing workers at a company, an advocacy group or a government
committing vast resources to a specific policy outcome, a government
granting public license to an insurgent group in a neighboring country
to use it’s territory as a base of operations in hopes it will overthrow
the sitting government, a government seeking to stabilize another
government by locating military bases on its territory—it effectively
stakes some portion of its reputation on its ability successfully to navi-
gate whatever set of processes and challenges stand between the target
and achievement of this new goal. Achieving the goal may require
various physical, financial, legal, legislative, regulatory, diplomatic,
communicative, persuasive or other accomplishments, each of which
puts the target at potential risk in a given sub-arena. That enhanced
risk, combined with the raising of the stakes, can be turned to stra-
tegic advantage in a campaign, often in a highly cost-effective manner.
In effect, the target grants to the protagonist control over some of its
own resources to use as leverage against it; it subsidizes, or at the very
least facilitates, the campaign.

Campaigns Are Complex, Communication Is the Key

The attack on the target or its interests that is embodied in an information
and influence campaign is often dominated by campaign communications—
framing, messaging, distribution, channel effects, and the like. But as we
have seen, these efforts are broadly interdisciplinary in character, ranging
well beyond polemics to generate pressure for change—an observation that
increases in validity the further one moves along the continuum of objec-
tives from information toward influence. They incorporate psychology—
in forms ranging from activating various mechanisms of attitude change
to generating pressure on key actors through personalization, fear and the
like. They incorporate economics—as in efforts to leverage the economic
relationships between the target and its stakeholders (a company and
its lenders, customers, or shareholders; a government and its trading part-
ners), or to effect a redistribution of resources from or by the target. They
incorporate politics—as in seeking to create and/or exploit weaknesses in
the relationship between a target and its governmental overseers or negoti-
ating partners, or in using extant issues and public perceptions to define or
isolate the target or its policies or behaviors. They incorporate sociology—
as in efforts to align the target with a social class or grouping, or to
demonstrate the absence of such alignment; in the emphasis on pro-social
values and internal institutional cultural norms; and most certainly in the
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development and exploitation of social network structures among campaign
intermediaries. And they incorporate legal, regulatory, diplomatic, and
even, in some circumstances, military pressures as well. A truly comprehen-
sive campaign is a veritable cornucopia of confrontation.

And yet, campaigns are, fundamentally, communication phenomena.
For all of these actions—diverse as they may be—are, in the end, designed
to communicate a single message from the protagonist to the target: You
must change your ways. Actions may or may not speak louder than words,
but the point here is that they do speak. The pressure on the target may be
political or economic or legal or diplomatic in form, but in the effective
campaign, it will always be linked, directly or indirectly, to the objective.
That linkage is not always achieved publicly, and in fact, there are often
reasons in a campaign to avoid making the linkage transparent. Where the
campaign is largely hidden from view, or the protagonist controversial, or
certain key intermediaries are likely to withdraw should their role become
public or should they come to realize that they are actually playing such a
role, for example, a transparent linkage does not serve the strategic inter-
ests of the campaign. But in some way the protagonist must—Iliterally
must—communicate the linkage to the target. Otherwise, any pressure
that may be generated will be interpreted as arising from some source other
than the campaign, and the effort required to generate or direct that pres-
sure will have been wasted. Credit must be claimed.

From this and earlier discussion, and from Figure 7.1, it should now be
apparent that the selection of the communications and actions to be
deployed in a comprehensive, sophisticated information and influence
campaign is not best accomplished by taking a random walk through the
possibilities. While there is often, to be sure, a significant degree of oppor-
tunism in the choice of tactics, at a higher level that selection is guided by
such factors as the extant audience perceptions of the actors and issues; the
available messaging and positioning; the nature of the relationships among
the protagonist, the intermediaries, including but not limited to the stake-
holders, and the target; the attributes of the target and the intermediaries;
and the campaign setting. Each of these elements has the capability of
opening, requiring, facilitating, impeding, or foreclosing entire clusters
of tactics, and each must be taken fully into account by the strategist.

All of that weighing and considering, of course, can add layers of
complexity to the campaign, and to campaign planning and decision-
making. And there is a level at which such complexity is inevitable. There
is, however, as we observed in a more limited context in Chapter 6, a coun-
tervailing principle that any strategist would do well to bear in mind. It is
the principle of parsimony, perhaps stated most succinctly by Leonardo
DaVinci when he observed that “Simplicity is the ultimate sophistication.”
The point is not that requisite complexity should be discarded in the inter-
ests of pure parsimony, but rather that complexity should not be valued for
its own sake. Contemporary information and influence campaigns are, by
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their very nature, multifaceted undertakings, and they are not simple in
any sense of the word. But, perhaps for that very reason, it is quite tempting
indeed for the strategist to make them even more complicated than they
need to be in order to achieve the desired objective. It is that mad rush to
complication that is to be avoided. To borrow from the French writer of the
early twentieth century, Antoine de Saint-Exupéry, the campaign strate-
gist achieves perfection “not when there is nothing left to add, but when
there is nothing left to take away.”



8 Guarding the Castle: Deterring,
Deflecting, Minimizing or
Defeating Information and
Influence Campaigns

Achieving victory in every battle is not absolute perfection: neutralizing
an adversary’s forces without battle is absolute perfection.
Sun Tzu (Huang 48)

It is quite natural that we should adopt a defensive and negative attitude
towards every new opinion concerning something on which we have
already an opinion of our own. For it forces its way as an enemy into the
previously closed system of our own convictions, shatters the calm of mind
we have attained through this system, demands renewed efforts of us and
declares our former efforts to have been in vain.

Arthur Schopenhauer (1970: 124)

Publicity is justly commended as a remedy for social and industrial
diseases. Sunlight is said to be the best of disinfectants; electric light the
most efficient policeman.

Louis Brandeis (1914: 92)

The trick, as in jujitsu, is to find a way to turn a rival’s apparent advantage
into a drawback.
Edward Dolnick (2008: 227)

In medieval days, the seat of power was the castle, which provided protec-
tion against marauding knights, rampaging barbarians, rebellious serfs,
and all manner of challengers. The castle may not always have occupied the
moral high ground that is at issue in the contemporary information and
influence campaign, but it nearly always occupied the actual high ground.

As a defensive system, the castle evolved over time in response to changes
in the strategies, tactics and implements of war available to those who
would besiege it. Ramparts evolved from earthen mounds to rock walls,
and rock walls from simple geometries to complex battlements with over-
lapping lines of sight to permit the control of all of the potential avenues
of attack. Altitude relative to the surrounding territory was its own form
of intelligence gathering, as the view from genuinely high and unob-
structed ground is wide and clear, so castles tended to be built, where
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possible, on hillocks or mountain tops with commanding views of their
approaches. But not all fiefdoms are mountainous, and circumstances
dictated that many castles needed to find other devices to bolster their
defenses. Among these were dry moats, flooded moats, flooded moats
(rumored to be) filled with frightful beasts—all channeling access to a few,
relatively easily controlled, gated points of entry. Castles were built over
springs or around streams to assure access to a water supply, and provided
storage space for grains and foodstuffs, fodder and shelter for diverse live-
stock, barracks and arms for defenders, refuge for supporters fleeing from
invading hordes, and ample supplies of firewood, large pots, and oil for
boiling and dispensing among the enemy—over the counter, as it were.
The walls were high, steep, and as smooth as the local materials and
masonry permitted, and laced with small holes or crowned with architec-
tural dentistry to facilitate defensive archery and to protect those who were
thus deployed. The territory surrounding the castle was given over, where
feasible, to the production of food and other critical materials, and was
populated with loyal subjects of the castle’s owner. Among them, and espe-
cially in more distant lands, spies were embedded among the locals to
provide early warning of any impending threat. Particularly in the later
years, it truly was systemic defense in depth.

Sometimes it worked. Sometimes it didn’t. It was an iterative process of
sorts. Defenses would be erected against all, or most, known threats. Then
some brilliant strategist or inventor would come along with a new kind of
threat. Laying siege. Establish protected water supplies and store food.
Battering rams to penetrate gates. Reinforce the gates and set them at
heights or angles that limited their vulnerability. Mound-building to scale
earthworks. Build higher walls, of wood. Fire to burn down wooden walls.
Build rock walls. Portable ladders to scale rock walls. Boil oil, collect urine
and excrement. Tunneling to undermine the walls, divert water supplies,
or simply provide an unannounced arrival in the defenders’ midst. Build
and flood a moat, and possibly a series of defensive tunnels. Archers to span
the distance across a moat or a no-man’s land, first with longbows, then
with crossbows. Develop protective architecture (slit windows, dental
work) in and on the walls. Catapults, and then trebuchets, to knock down
all but the stoutest of walls. Cannons to do the same. Give up on castles
and find some alternative system of defense.

This iterative character of castellar defense revealed itself only slowly
over many years, over decades, even over centuries. The pace of travel, of
communication, of innovation, of construction, of testing—in short, the
pace of history itself—was deliberate, the rate of acceleration minimal. The
iterative character of attack and defense in contemporary information and
influence campaigns, on the other hand, has been greatly compressed in
time, as befits an age of instantaneous communication. It is—actually
quite literally—as the flicker of a light to the wielding of the quarryman’s
chisel. Information, not rocks or arrows; perceptiofl, not parapets;
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relationships, not breastworks. The alternating stages of challenge and
defense, the duel of competing messages and frames, may last little more
than a single news cycle, and sometimes less. But in both cases, the shaping
and evolution of defenses occurs in anticipation of and response to the
shifting form of the attack.

The Logic of Defense: Reverse Engineering

In the case of the castle, the key to intelligent and maximally successful
defense against each succeeding generation of offensive capability lay in
assessing the territories and battlements to be defended as the would-be
attacker might assess them, noting both apparent and latent strengths and
weaknesses; identifying those lines and means of attack most likely to be
deployed by the attacker, and determining the relative likelihood, form and
potential of each; evaluating the resources, capabilities, and limitations of
the attacker itself, both generally and as they were likely to impact on the
expected confrontation; and then designing and devising defense in depth
that would, if it worked, absorb the attack and consume the attacker’s
resources until they were exhausted—or better still, so demonstrate the
capacity to do so that the attacker would direct its energies elsewhere. In
other words, the best defense in such a complex situation was to reverse
engineer the expected attack, then fortify one’s defenses at the most critical
points, sometimes visibly for the deterrent effect, sometimes invisibly for
the benefit of surprise, but always for advantage (Sun Tzu 101).

In the case of the contemporary information and influence campaign,
the key to intelligent and maximally successful defense is very much the
same. It is built around solid intelligence, insightful analysis, an under-
standing of the dynamics of the attack or expected attack, and defense in
depth or, at least, at strategically selected junctures. Like castellar defense,
it begins with reverse engineering of the campaign itself, either as deployed
by the protagonist or as it is expected to be deployed.

The starting point for devising a sound defense must be the identifica-
tion of an operational theory of the campaign—a conceptual framework
that will consistently explain and predict its development. In the present
context, this is actually easier than it sounds. The dominant operational
theory of IICs is power structure analysis, which provides the basis for
strategic decision-making by the protagonist. It follows, then, that effec-
tive reverse engineering begins with the application of this same concep-
tual scheme to shape the target’s defensive strategy. Recall that the
protagonist uses power structure analysis to identify, assess, and assign
roles to the key stakeholder relationships on which the target depends for
its routine functioning. These various stakeholders are examined with an
opportunistic eye, not necessarily as objects to be persuaded of the merits
of the protagonist’s preferences, but rather as objects to be persuaded to
act, selectively, in their own self-interest in ways that advance the
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objectives of the campaign. In devising its defenses against that campaign,
then, the target must undertake a similar analysis from the perspective of the
protagonist. This amounts to gaming the range of likely attacks, employing
the perspective, objectives and underlying strategy of the protagonist to
anticipate the most likely lines of attack. In this process, the target identi-
fies its own critical stakeholders, examines the interests of each, both gener-
ally and as they relate to the target, and identifies and assesses the strengths
and vulnerabilities extant in each of these relationships. Each of these
factors is evaluated for its centrality to the well-being or continued success
of the target and the likelihood that it can be activated by or in behalf of
the protagonist, and the results are prioritized to generate foci of reinforce-
ment or improvement. In essence, at this level the objective of defensive
strategy is to harden the target—to reduce its susceptibility to pressure
generated through its stakeholder relationships. That may be attempted
across the board, or it may be approached selectively, where the goal is less
to prevent or deflect an attack than to channel it to the relationships that
are least salient to the target or most easily defended—Dbasically inducing
the protagonist to squander its efforts and resources in the areas where they
matter least and are least likely of success.

Box 8.1 Reverse Engineering the Corporation

At least one commonly targeted set of institutions, corporations, should
be well positioned to implement a defensive strategy based on reverse
engineering of the IIC. In his 1984 book, Strategic Management: A
Stakeholder Approach, management scholar R. Edward Freeman set
forth a theory of management that called for an emphasis on identi-
fying, assessing, maintaining, and strengthening the critical relation-
ships upon which every company depends—with its shareholders,
customers, financial backers, employees, regulators, political and
community groups, and the like. He identified three levels at which this
process must operate—understanding who the stakeholders are and
just what their stake in the company is, understanding how the company
manages its relationships with these stakeholders, and understanding
the transactions and bargaining that occur between and among the
company and its stakeholders.

If that sounds familiar, it should. For it is the very same concept
that activists had begun to apply in the 1970s as a basis for
designing strategies to disrupt and redirect the policies of those same
corporations—power structure analysis. In fact, if one were to set the
power structure maps devised by activists side by side with the
stakeholder maps proposed by Freeman, it would be difficult to tell one
from the other. And in later years, as the emphasis in strategic manage-
ment has come to focus squarely on advancing corporate social
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responsibility, these stakeholder relationships have remained at the
center of the action, providing, conceptually, both the rationale for
policy change and the mechanisms by which to achieve it. In effect,
then, management and anti-management are using the same
playbook.

Well, not quite. For although both sets of actors have adopted the
same analytical tool, they employ it to diametrically opposite ends.
Management uses stakeholder analysis to facilitate the company’s
movement toward its objectives, while the activists use it to impede or
redirect that same movement. And that gets us to our point. To defend
itself against 1IC-driven pressure from its stakeholders, a company
need only use the tools already in hand in a new way—by under-
standing and anticipating how they might become cudgels rather than
comforts.

In some instances, especially where the designated target is but one
member of a c/ass of more or less equivalent targets (for example, compa-
nies in the same industry, countries in the same region or alliance, unions
subject to the same labor laws), and where the protagonist has exercised
some discretion in initially selecting a particular target, this strategy has
the potential to reduce the vulnerability of that initial target, and/or to
raise the cost or complexity of the requisite attack, to the point where the
protagonist decides to direct its efforts toward some other member of the
class—perhaps even a competitor. Ironically, then, the mounting of an
early and effective deterrent to an expected campaign sufficient to redirect
the efforts of the protagonist might actually end up strengthening the
competitive position of the initial would-be target, something the protag-
onist would hardly have set out to do.

The same strategy of reverse engineering can then be extended outward
to deactivate likely campaign intermediaries. In gaming inbound attacks,
the target strategist must ask not only which stakeholders are most likely
to be engaged as points of pressure, but how a given protagonist might
expect to achieve that. One set of answers to that question will point to the
particular intermediaries—or at least to the classes of intermediaries—that
are most likely to have a role. Employing the same logic as the protagonist,
for example, the defensive strategist can determine a set of needs that the
protagonist will have to address through its intermediaries. These might
include, for example, acquiring legitimacy, visibility, or resources, or miti-
gating any other weaknesses attendant to its basic profile. What interme-
diary, or class of intermediaries, might help a similarly situated protagonist
address a given problem? Chances are the answer would be reflected in the
campaign. Intelligence gathering at this stage, centered on the protagonist
and on past campaigns in which it has engaged, will also help to identify
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its tendencies in alliance formation and networking, fundraising, campaign
behaviors and the like. What specific intermediaries are routinely associ-
ated with #bis protagonist or have been employed by #his protagonist in
past campaigns? These past proclivities can be good indicators of future
actions, and they are often easily determined for all but the least trans-
parent protagonists by such straightforward means as reviewing news
accounts, Internet postings and public records.

We can illustrate this process of reverse engineering of relationships
with reference to Figure 5.8, which is reproduced here as Figure 8.1. Recall
that this figure illustrates the selection and activation of networked path-
ways through which the protagonist might project its campaign upon the
target. The final rank of intermediaries, designated IMn, of course, repre-
sents the target’s key stakeholders.

Now consider the variation on this process introduced in Figure 8.2.
Here, the dotted lines and open-style arrows represent actions of the target
as it anticipates and responds to the pressure gradients of the inbound
campaign. Four such actions are represented, each reflective of a strategic
alternative that may be available to the target. The first and most straight-
forward of these shows the target operating on the middle stakeholder,
IMné. In the original schematic of the campaign, IMné has been assigned
by the protagonist as the primary point of pressure on the target, as indi-
cated by the number of earlier-stage intermediaries that converge upon and
act through it. Assuming that this stakeholder has been selected because of
its real importance to the target—a point on which, in the illustration, the
target concurs—the defensive strategist will act to shore up this relation-
ship by reinforcing affirmative elements of the association and mitigating

IM1a IM2a IMna
Protagonist IM1b IMnb Target
T |
1 1
1 v 1
IM1z IMnz

Figure 8.1 Network Structure Arising from Sequencing of Intermediaries.
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Figure 8.2 Reverse Engineering of the Campaign Network Structure.

any negative elements. That action is represented by the connecting arrow
in Figure 8.2. As we noted above, however, not all stakeholder relationships
are equally critical to the target, and there may be circumstances in which it
is expedient to channel a campaign challenge through pathways of minimal
importance. That strategy is illustrated in the figure in the relationship
between the target and stakeholder IMnaz. Note that the target has not
sought to preclude pressure arriving through this channel, but has merely
discounted it. This is represented by the dotted line (maintaining the chan-
neling of pressure) but open-style arrow (indicating a decision of the target).

Next, consider the remaining target actions, as represented in the initia-
tives directed at IM1z and IM2z. These intermediaries might represent
advocacy NGOs, governmental agencies, other governments, the media,
or any other kind of actor. In both cases, the target is acting directly on
such intermediaries in an effort to discourage or minimize the chances of
their participation in the campaign, to take them out of play or to deflect
them if they are already engaged. The identification, selection, and influ-
encing of these entities can be among the greatest challenges to the defen-
sive strategist. But, because they have the potential in some cases to pull
the ground out from under a campaign without ever having to engage
either the protagonist or its issues and preferences, meeting those chal-
lenges successfully can be especially rewarding. We have already spoken
briefly of the identification of success-critical intermediaries. So let us now
turn to the matters of selection and influence.
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Power Structure Analysis Redux

Recall that intermediaries, like protagonists and targets, have certain attri-
butes that can be used to determine their prospective contributions to a
campaign. They /5o have established stakeholder relationships of their
own—allies, sources of funding, other entities that they serve and upon
which they are in some way and measure dependent. Some or all of these
independent, preexisting relationships will be of value in the campaign
(and constitute a primary reason for their selection as intermediaries), while
others may not. But all of them exist and are of importance to the interme-
diary in question. To the extent that the target’s strategist can employ his
or her own small-scale form of power structure analysis, and can find points
of access that can be stimulated to discourage or redirect actions by the
intermediary, that intermediary may be neutralized and taken off the
board. The means by which this might be accomplished are precisely those
we have explored at length in earlier chapters. And as in the campaign
itself, the target’s approach in attempting to neutralize real or potential
intermediaries need not engage them in allying with, or even addressing
the needs of, the target. Rather, and just like that of the inbound IIC, it
can (and often must) address elements of their own self-interest. If, for
example, the target has friends among the foundations that support an
advocacy group or allies in international organizations that can affect its
interests, it may be able to work through those third parties to restructure
the decision matrix of a given intermediary actor. The deactivation of an
intermediary is generally best accomplished quietly, subtly, and out of
view of the public and the media, partly because it might come to be
portrayed or viewed as somehow an improper exercise of power on the part
of the target, but more fundamentally because it preserves the dignity and
freedom of action of the intermediary itself.

This is where basic network architecture can come into play. Returning
to Figure 8.2, compare, for example, the campaign connections operating
through IM1z and IM2z. Within the context of this hypothetical
campaign, IM2z is a node in a linear network. If IM2z can be neutralized
or deactivated, one pathway through the network is broken. Pressure
generated on and through stakeholder IMn/ will be reduced proportion-
ately. But this portion of the network is redundant, and other channels are
available to reach this key stakeholder. On the other hand, if the defensive
strategist were able to neutralize IM1z—which in its outward-bound
activity more closely resembles the star form of network architecture, #// of
the sources of pressure on stakeholder IMn/ would be eliminated, and in
the limited example, the campaign itself would have been largely neutral-
ized. Finally, note that the target has initiated no action to neutralize any
of the intermediaries in the “4” (top-most) rank. This channel, directed at
generating pressure through IMng, is linear with no redundancy, and
could be disrupted if any single intermediary were successfully taken out
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of play. Recall, however, that the target made a strategic determination
that IMn« did not represent a viable source of pressure. From this it follows
that there is no need to disrupt this channel of attack. Indeed, there may be
reasons to preserve it, either to burn through the protagonist’s resources, as
we suggested earlier, to allow the protagonist an operating campaign
channel as a face-saving maneuver, or even to observe and model the
protagonist’s campaign techniques for future reference.

The obvious extension of this defensive strategy is to the protagonist
itself. This might be as simple, and even transparent, as direct outreach—
seeking a mutually satisfactory negotiated outcome. It might require
nothing more sinister than a sunshine strategy, publicizing the fact and
dimensions of the campaign itself, which might in some circumstances
embarrass the protagonist—especially one lacking in legitimacy—into
submission. It might more closely resemble efforts to neutralize intermedi-
aries, which is to say, analyzing the dependency (stakeholder) relationships
of the protagonist, then working systematically to remove its supports,
offering to substitute for and enhance them (that is, to buy off the protago-
nist), or in some other way pressuring it to end the campaign. Or the target

Box 8.2 Co-opting the Protagonist

One recent trend in the ongoing dance between corporations and their
environmentalist critics has been the hiring by the former of key leaders
of the latter. A case in point occurred in 2002, when Burson Marsteller,
a global public relations firm with a number of clients—Monsanto, Union
Carbide, the Three Mile Island nuclear plant, etc.—that had experi-
enced eco-wrath, hired Lord Melchett, formerly head of Greenpeace
UK and at the time still a member of the board of Greenpeace
International, to provide them with advice. Needless to say, this caused
quite a stir among activists, though Greenpeace tried for a time to
remain sanguine, suggesting that his appointment might open a new
channel of communication between offending companies and their
critics. That view, however, was not universally shared. One activist
asked, “How can you have a man who is on the board of Greenpeace
International and a policy advisor to [a conservation group] taking
money from the [genetically modified foods] industry and companies
with some of the worst records imaginable?” (Vidal, 2002). In the face
of intense media coverage (like that we have just cited), however,
Greenpeace changed its mind and asked Lord Melchett for his resigna-
tion, not from Burson Marsteller, where he continued to use his
knowledge of the organization and the broader environmental move-
ment to advise clients, but from the Greenpeace International board
(Beder, 2002).
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might try to disrupt the protagonist’s command and control mechanisms,
as, for example, by depriving it of access to certain channels of communica-
tion, or by some non-literal analogue to the military strategy of decapita-
tion of an enemy’s organizational units. This could be accomplished, for
example, by isolating, compromising, subverting, hiring or appointing, or
in some other way co-opting one or more key leaders or strategists.

The end state of such a strategy would be to wage a counter-campaign
against the protagonist, either by the target or by allies or surrogates that it
recruits for that purpose. From the target’s perspective, that is a very
dangerous strategy that can easily backfire, especially where the target acts
directly in ways that are discoverable, or where the third-party veil masking
its role is pierced. There is, for one thing, a hackneyed old aphorism that is
directly on point: “Don’t wrestle with pigs. The pigs love it, and you’ll only
get dirty.” Recall that IICs generally occur where there is an asymmetry of
power. The more powerful actor—typically a government, a corporation, or
some other well-established entity—generally benefits from being viewed
as steady and secure, but suffers when viewed as unstable or risky. In
contrast the less powerful actor—typically an advocacy group, a social
movement, a labor union or the like—benefits when it demonstrates an
ability to generate risk and uncertainty, enhances its own status among its
supporters to the extent it is able to “call out” a more powerful adversary,
and enhances its public stature to the extent it is treated as an apparent
equal by such an adversary. The target, then, has much to lose and little to
gain from such an exchange, and more generally must guard against over-
reacting to the pressures generated by the campaign. Indeed, spurring such
over-reaction is often a key objective in the protagonist’s selection of tactics.
Precisely because the target is the superior power, actions that it might take
vis-a-vis the protagonist—even if they precisely mirror those taken by the
protagonist against the target—can easily be portrayed and seen as a form
of bullying and can detract from the target’s legitimacy. The underlying
asymmetry of power generates differential expectations.

For these and other reasons, such counter-campaigns are extremely rare.
But even with respect to far less aggressive defensive efforts, expectations
and the associated “optics” of the campaign are critically important.
And that means that the successful management of perceptions and
preferences—among the general public and its relevant subsets, among
key elites, among the various news and other media, among other interme-
diaries and stakeholders—is critical to mounting an effective campaign
defense. The strategic defender must be every bit as proficient as the
protagonist, for example, in understanding and taking advantage of the
dynamics of attitude change that we outlined briefly in Chapter 4, and
must also have the capability to recognize and respond to efforts by the
protagonist to employ these dynamics. When employed by the defense,
there are at least two sets of challenges. First, how can the target persuade
a given individual or group of individuals (or audience), and most
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Box 8.3 Outsourcing the Counterattack

The many companies that have been targeted by labor unions for
organizing-related 1ICs are typically in precisely the situation we
describe here—under attack on many fronts, but constrained in their
ability to respond. Some number of them—no one is sure just which
ones or how many, and that is the point—have come together to create
a surrogate organization, the Center for Union Facts (CUF), to carry the
battle to the unions. CUF maintains a website (Unionfacts.com),
conducts and publicizes research that embarrasses union leaders,
designs and purchases large volumes of print and television
advertising, advises disgruntled union members, and in general adopts
a highly confrontational stance vis-a-vis organized labor. Presumably,
the member companies love it. It may be vicarious, but it satisfies their
urge to strike back—and in ways they would not dare do themselves. It
is as close to a counter-campaign as most will, and perhaps should,
ever get.

especially its stakeholders, that their interests remain tied to and consistent
with its own? Here, the challenge is very similar to that confronting the
protagonist, and can be advanced by the careful selection of frames and
arguments, and the reliance on the most relevant theories of attitude
change. But at the same time, there is a complication: the campaign. The
target’s strategist must therefore #/so take into account, and seek to counter,
inbound persuasive efforts initiated by the protagonist. The challenge in
this second instance is not so much to persuade as to induce resistance to
persuasion.

Inducing Resistance to Persuasion

Needless to say, just as social psychologists have developed numerous theo-
ries about how to achieve persuasion, they have as well developed approaches
to resisting it. The classic example is the inoculation theory developed by
William McGuire in the 1960s. The idea here is that an individual can be
inoculated against persuasion in much the way that one is inoculated
against a disease—by exposing him or her to the negative argument in a
way that is easily resisted, then relying on this resistance to protect against
more virulent forms of attack. McGuire actually identified four basic
approaches to inducing resistance to persuasion. One involves inducing the
subject to take some public stand—a statement, an action—that identifies
him or her with the position that is to be defended—to act out the existing
perception or preference, thereby raising the psychological cost of later
changing positions. A second approach is to draw explicit linkages between
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the belief in question and the individual’s personal values, reference groups,
or other beliefs. This provides a cognitive anchorage that may keep the
individual from drifting to a new position. Third, a strategist might limit
the likelihood of persuasion by creating or enhancing mental states in the
subject(s) that represent barriers to persuasion—things like inducing
anxiety about the issue, raising self-esteem, encouraging aggressiveness, or
employing ideological preconditioning. Inoculation represents a fourth
approach, one in which the individual is presented with an easily refuted
attack on his or her existing beliefs, motivated to defend the status quo,
and provided with the information and arguments that can be used in
constructing a defense [McGuire, 1961; Kiesler, Collins, and Miller, 1969:
133—-135}. A variant on this is forewarning: “You may hear someone say
that . . .” More contemporary analyses have extended and complemented
these approaches. Some, for example, treat resistance not as an outcome—
the failure to be moved by pressure to change one’s beliefs—but as a condi-
tion or motivational state—the desire to resist or counter efforts to induce
change. Others see resistance as an attitude in its own right—comprising
affect, cognition and behavioral intent. But as a practical matter, McGuire’s
four categories will suffice to suggest the nature of this added dimension of
psychological warfare that may be available to the defensive strategist and
some of the ways it might be brought to bear.

As with affirmative persuasion, once an approach has been adopted, its
implementation on the scale required to mitigate the adverse effects of a
campaign is generally accomplished through message structures, frames
and the like—all closely paralleling the mechanisms we described in
Chapters 3 and 4 but for the directional purpose and content of the infor-
mation. Just as there are in any campaign certain themes, frames, facts,
messages and other forms of information that advance the interests of the
protagonist—whether to persuade individuals, to manage media portrayals,
to motivate intermediaries, to claim and define positions of moral superi-
ority while depriving the target of same, or for some other purpose—there
are similar structures available to the target to enhance its standing
and protect its prerogatives. To the extent that these information struc-
tures are already widely distributed and generally accepted among a given
audience—to the extent that the target has a good reputation among that
audience, for example—the target may actually begin from a position of
advantage. But where it is confronted with novel frames and claims, and
where the attack is waged beyond the boundaries of existing images and
perceptions, the target is often at a significant disadvantage. The stakes in
the race to determine the terms of debate that shape a given campaign,
then, are substantial. Because of the underlying power asymmetry, the
target may, in some cases, have an advantage in the level of resources it can
bring to this struggle for communication preeminence, but as we will see
in a moment, it may also be subject to certain structural disadvantages that
can be difficult to overcome.
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Box 8.4 Anticipating and Resisting Demands for Information

The tactic of stonewalling requests for inside information is not unusual
among government agencies (consider the vast amount of classified
information) or corporations, but neither is it limited to them. Consider
the following excerpt from one of the purloined University of East Anglia
climate change emails we referenced earlier. Phil Jones (one of the two
most prominent climate researchers) to Michael Mann (the other one),
February 2, 2005:

The two [climate-change skeptics] have been after the CRU station
data for years. If they ever hear there is a Freedom of Information
Act now in the UK, | think I'll delete the file rather than send to
anyone. Does your similar act in the US force you to respond to
enquiries within 20 days?—our does! The UK works on prece-
dents, so the first request will test it. We also have a data protection
act, which | will hide behind. [Another researcher] has sent me a
worried email when he heard about it—thought people could ask
him for his model code. He has retired officially from UEA so he
can hide behind that. (From the selection of emails published
online by Wall Street Journal, November 24, 2009; found online
at http://online.wsj.com/article/SB1000142405274870477970457
4553652849094482.html)

Either way, an effective defense must involve not only capable, strategi-
cally guided outbound communication, but also the careful and competent
management of the target’s proprietary, or at least its non-public, informa-
tion. Because IICs are sophisticated, research driven enterprises, they
depend, sometimes extensively, on access to information about the
target, which they require in order to make good strategic and tactical
decisions. Some of this information will come from public sources, but in
some instances, it can also be gleaned or extracted from the target. A
government agency that is targeted in a campaign, for example, may be
presented with numerous and extensive freedom of information requests
(or the system-defined equivalent). Or a corporation may find itself
engaged in campaign-related (or even seemingly unrelated) litigation in
which unusually wide-ranging discovery requests are issued. In such situa-
tions, compliance with the requests will be governed by relevant legal
requirements, but there is often some measure of discretion as to what
items to include, and what material to redact. Except where there is an
advantage in claiming and demonstrating openness, the incentives here
will generally favor limiting to the fullest extent possible the disclosure of
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any information that might be employed to the advantage of the protago-
nist in the campaign.

Strategic Goals May Vary

All of this, of course, is based on the presumption that the target wants to
resist the pressure campaign, needs to mount a defense, and has the resources
to do so. That is not always the case. Sometimes protagonists get lucky, and
sometimes they make their own luck. Recall that the objective of IICs is to
change the policies, behaviors, or status of the target, and that they are
waged by weaker actors against stronger ones. The campaign succeeds if it
accomplishes such change. From the target’s perspective, it may be that the
policy or behavior in question is not seen as particularly salient, that it is far
down on the target’s own set of priorities. Or it may be that the arguments
or frames set out by the protagonist are actually persuasive. Or it may be
that the target sees the making of concessions on a given issue as preferable
to the risk that the campaign may broaden to more important areas. Or
times may have changed. Or there may have been a leadership transition, or
regime change, in the target. Or the campaign may have actually found and
successfully exploited a significant vulnerability, leading to a recalculation
of the costs and benefits of the target’s original position. Or, as in the case
of campaigns targeting legislators or legislative bodies on matters of public
policy, the very objective of the target may be some form of responsiveness.
Any of these or other circumstances may lead to a change in the target’s
policies or behaviors in ways consistent with the objectives of the campaign.
(We will assume here that one other type of possible campaign objective, a
change in the target’s status—that is, a voluntary surrender of its relative
power, as by a government to an insurgency—would be of sufficient import
virtually to require the mounting of a defense.)

In these circumstances, the target’s strategic goals are a bit different. If
there is a full acceptance of the protagonist’s objectives, the target will
need to frame this affirmatively and seek out ways to benefit from it. If
there is a partial acceptance of the protagonist’s objectives, the target will
need to frame its acceptance as broadly as possible, while preserving insofar
as it can its apparent authority and independence of action. Depending on
the situation, it may also be advantageous to construct an apparent part-
nership, either with the protagonist or with selected intermediaries and/or
stakeholders, built on some assertion of common values and designed to
limit future attacks. But whatever the circumstances, the strategist at this
point will look for mechanisms to maintain both the real and the apparent
control the target exercises over its own actions.

The target’s strategic goals, or at the very least its actual strategy, may
also vary when it is the object of competing campaigns seeking to move its
policies or behaviors in competing or inconsistent directions. In these
instances, there may well be opportunities to form fixed or floating
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alliances with one or the other protagonist, to use the messaging or alliance
structures of the respective protagonists to advantage, or simply to step
back and watch, permit, or even encourage the conflict between the protag-
onists as a means of gaining strategic intelligence regarding their interests
and capabilities, maintaining the moral high ground, or simply allowing
them to burn through their respective resources, which will then not be
available for attacks directly on the target.

Information, Organization, and Effective Defense

Returning to our earlier analogy, the outermost perimeter of castellar
defense took the form of observers and observation points dispersed far and
wide away from the core—an early form of remote sensing or a tripwire.
Dust in the distance might be enough to cause the sounding of the alarm,
and those in the castle were probably quite happy tolerating some number
of false positives lest they be caught by surprise when the real hordes
arrived outside the main gate. Whether or not a given target is inclined to
yield or to resist, it is similarly well-served by establishing an effective
early warning system.

This is not quite as straightforward as it sounds. If there is no campaign
underway, or if there is a campaign underway but the target remains
unaware of it—which is quite possible in the earliest stages of campaign
development—how does one know what to look for, where to look? Most
powerful organizations routinely monitor the economic, political and other
environments in which they operate—they clip news accounts, track legis-
lation and regulatory activity, follow relevant litigation, measure their
images among the public, observe Internet chatter and postings of interest,
solicit consumer or citizen comments, and so forth, and may even engage in
more direct forms of gathering intelligence on known critics or foes as well.
So the “where” is easy. And by this point in our discussion, so is the “what,”
which follows directly from the theory and nature of the typical campaign.
What classes of protagonists—and what specific actors—are most likely to
engage in a campaign directed at the target? What classes of intermedi-
aries—and what specific intermediaries—are likely to be recruited by these
various protagonists? How are they interconnected with one another and
with the protagonist(s)? With the target? Which of the target’s stake-
holders are most likely to be put into play by one or another of these
networks, should it emerge? By what mechanisms? And what policies or
behaviors of the target are the most likely to attract such attention and pres-
sure? Of and by whom? The answers to these and similar questions can be
used to generate specific expectations regarding who interacts with whom,
what they say or what other forms their exchanges take, what forms of
communication or content (as, for example, in news stories) are most likely
to spawn campaign activity, and the like. These expectations are the “what.”
When they show up in the various channels that are being monitored, the
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target needs to take heed. Some, and perhaps many, false positives are inevi-
table. (This is especially the case in the mapping of protagonist-related
networks, where the many non-instrumental, or even random, links among
the nodes will almost surely and substantially outnumber, and may even
mask, those of real significance.) The sensitivity of the tripwires can be
adjusted if needed. But the development of a system of such sensors is an
essential component of any defensive strategy. Recognition of a threat and
the time to prepare for it are invaluable.

One final point is in order before we conclude our discussion of strategic
defense against the information and influence campaign. As we have noted
earlier in this volume, many established organizations that are likely
targets of IICs tend to be highly compartmentalized. Governments and
their component agencies, corporations, international organizations, and
even the largest NGOs have evolved in this direction, whether to better
serve their respective citizens or clienteles or simply to reflect the accumu-
lation of competing internal power centers over time. One consistent result
of this pattern is that problems or challenges that may arise within one or
another of these localized fiefdoms tend to be closely held. Indeed, each
component is often judged on its ability to keep such problems from rising
to the point at which they become known to higher authorities within the
organization. Cross-communication and cross-consultation within such an
organization is effectively discouraged by these norms and practices, a fact
that may be well known in the larger environment within which the orga-
nization functions. A campaign protagonist that studies its prospective
target carefully is almost sure to become aware of this phenomenon, and a
campaign strategist possessed of such intelligence is almost certain to
design a campaign that seeks to take advantage of it. That might take a
simple form, such as by administering a series of relatively discreet attacks,
each against a different part of the system, in such a way that the outside
world becomes aware of them at the same time as, or even before, the top
leaders of the targeted organization. Or it may take the form of more
complex efforts to further disaggregate the target—to set one component
against another—so as to enhance its vulnerability to pressure.

For the defensive strategist, then, the prime directive must be to assure
insofar as possible—and sometimes these organizations’ cultures may prove
remarkably resistant—that all campaign-related information gathering,
all campaign-related decision-making, and all campaign-related actions
are fully integrated and are empowered from the very top of the organiza-
tion. This requires taking advantage of the norms of information sharing
and collective decision-making where they exist, and establishing and
reinforcing them where they do not. It requires maintaining control of the
target’s own actions and communications at all times, recognizing that
literally everything said or done in its name, regardless of how seemingly
remote from the campaign it may be by either content or intended audi-
ence, can be put into play by an able and motivated protagonist. It requires
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an appreciation that, when the game is on in an IIC, the game is omni-
present; there are no secrets, no coincidences, no hiding places. It requires
educating all of the principal decision-makers in the organization regarding
the nature of the campaign and of the strategy that is being implemented
to defend against it. And it requires affirmative and informed buy-in by
the highest levels of leadership all along the way. Absent those building
blocks, an effective defense may be impossible, no matter how compelling
the strategy.



9 Information, and Influence

The social scientist today—and particularly the practitioner and investi-
gator of behavioral change—finds himself in a situation that has many
parallels to that of the nuclear physicist. The knowledge about the control
and manipulation of human behavior that he is producing and applying is
beset with enormous ethical ambiguities, and he must accept responsi-
bility for its social consequences.

Herbert C. Kelman (1969: 582)

Power corrupts, but lack of power corrupts absolutely.
Adlai Stevenson

Strategic Communication is best viewed as an unpredictable and risky
tool, and should be used accordingly.
Steven R. Corman, Angela Threthewey, and Bud Goodall (2007: 11)

In our contemporary society, information and influence campaigns are
ubiquitous. From psychological states to nation states, they touch every
aspect of contemporary political life. Campaigns are employed by all manner
of social, economic, and political actors—advocacy groups, corporations,
governments, international organizations, and even insurgent and terrorist
groups, among others—for a wide variety of purposes: to condition public
opinion and generate support for particular public policies or behaviors; to
expand or contract the freedom of action of policymakers, and to shape the
menu of policy options among which they choose; to alter the decisions and
behaviors of corporations on everything from environmental and employ-
ment practices to the design of product lines and determinations of which
markets to enter or avoid; to generate legitimacy and acceptance for a wide
variety of advocates, regimes, and even insurgencies; to impose the protago-
nist’s political, social or religious values on other actors; to shape global
perceptions of acts of violence (Do they constitute terrorism?); to mitigate
perceptions of weakness following acts of concession; and many more.
Though we seldom pause to recognize and observe these campaigns, or to
credit them with influencing our own behaviors or those of our institutions,
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they nonetheless—or perhaps for that very reason—play a central role in
what we take to be democratic life. They shape and channel debate on many
of the most central issues of the day, and many others far more obscure.

Do Campaigns Matter?

But are information and influence campaigns genuinely democratic in
character? Do they energize political debate, or strategically minimize
political participation? Do they support democratic institutions and prac-
tices, or subvert them? Do they, in other words, serve the core interests of
the polity, or do they operate in shades of gray, exploiting the trappings of
democracy in pursuit of the narrow interests of their respective protago-
nists? Those (if there are any) who have read my earlier works on strategic
political communication will know that I have struggled with these ques-
tions, in one form or another and in one context or another, for more than
three decades. And now I have an answer: It really does not matter.

The ivory tower is a wonderful place. If tall enough, it offers an enlightened
view of all that surrounds it. And from the ivory tower, over these years, it has
been possible to identify and track many trends in political communication
and related phenomena—the expanding body of knowledge about how
humans and their institutions make decisions and the factors that influence
them; the rising popular dependence on television over print, then on digital
media over television; the growing numbers and sophistication of the class of
political managers; the estrangement of advocates of all stripes from compro-
mise and the growing personalization of political conflict; the temporal
collapse of the news cycle, followed more recently by the literal collapse of the
newsroom as an institution; the globalization of everything—Dbusiness,
activism, governance; the growing recognition, and technologically-driven
growth, of social network structures; and yes, the incorporation of all of the
above into yet another locus of growth, the information and influence
campaign. It has been interesting, and frankly more than a little worrying, to
watch all of this evolve. Look out below!

But as intelligence gathering goes, the ivory tower shares with its archi-
tectural cousin, the castle of old, a serious shortcoming. It tends to be rather
remote from the everyday world. And in the everyday world, the growing
use of campaigns to exercise influence, and yes, their growing sophistica-
tion and their inherently self-interested and manipulative character, are
now fully integrated into the political mainstream. The reason this does not
matter is not that these efforts should not be judged on their objectives and
evaluated on their methods. It is that as empirical phenomena, their march
is by now inexorable. They constitute the “new” normal. Because we—or
rather, those possessing the requisite skills and knowledge—ca# conduct
information and influence campaigns almost at will, and because the
disparities in the distribution of political or economic or social power that
drive them will be with us always, they simply “are.” In that sense, it is
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probably less important to critique these campaigns from a normative
perspective than simply to recognize and understand them as central
elements of our lives.

Information and influence campaigns are real, and they look very much
as we have described them in these pages. I readily confess that, as one who
has observed IICs and related strategic exercises in politics for a long time,
I have never seen any single campaign that employed every strategic trick
in this book, or even approximated doing so. Even where the campaign
strategists might possess every requisite skill for doing so, they a/ways lack
the time and the resources to put them all to use, and they are further
constrained by the specific realities of any given campaign setting. It
cannot happen. At the same time, this book is not a work of fiction. In one
form or another, and to one degree or another, as the sidebar exemplars that
have populated these pages only begin to demonstrate, I have seen virtually
every one of these strategies implemented at least once. If you will pardon
the vernacular, I ain’t makin’ this stuff up.

That said, this book—being a book, after all, with a table of contents and
chapters and lots of drawings with circles and arrows—is artificial by nature.
As anyone who has been within fifty feet of one will attest, information and
influence campaigns are chaotic and serendipitous. They often lack, and
cannot obtain, requisite intelligence. Their strategic decisions are not always
rational, and even when rational, the implementation of those decisions
seldom approximates perfection. Their resources are limited, and they may
come with conditions that severely limit the strategist’s freedom of action.
They bring together skilled professional campaigners with highly moti-
vated, but generally less skilled and often uncontrollable, volunteers. They
lurch about, much like a standard-shift automobile in the hands of a student
driver, generally moving in the desired direction, but not always smoothly
or uniformly. They are buffeted by the actions of third parties, including
their own allies or self-proclaimed allies, operating beyond their control and
assuring that the campaign is not, in any sense, a closed system. They are at
best stochastic exercises, sometimes purely random walks through networks
of interconnected actors, and never fully, or nearly, deterministic. And in the
end, they do confront forces that are, by definition, more powerful than they
are themselves. In these pages, then, we have imposed a structure and an
orderliness on the logic and practice of campaign strategy, but such tidiness
will almost surely be denied to the real-world strategist in some significant
degree. And that, too, may be a reason why it really does not matter.

Except, of course, it does. It does matter.

It does matter, when the political life of a community or a nation is
taken hostage by an army of strategists intent on manipulating their way
to some objective, where that manipulation is based, not on assessing the
public will or public interest and serving it, but on exploiting it, or circum-
venting it, or ignoring it altogether. It does matter when a membership
organization is pressured to act against the interests of its members, or a
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company against those of its shareholders, without regard to the larger
consequences of such pressure. It does matter, when the key to political
influence resides not in encouraging open debate, but in avoiding it, not in
rationality, but in emotion. It does matter, when unknowing intermedi-
aries are induced to act to the advantage of others whose interests they
might not wish knowingly to serve.

Yet it also matters when inequalities in the distribution of power
impinge on the rights or well-being of those in the weaker position. It
matters when the boundaries between the powerful and the powerless are
fixed and inviolable, when the disparities are great, and when there are no
established, meaningful avenues for influence. And for the disadvantaged
partner in such a dyad, in some circumstances, an information and influ-
ence campaign can be a great leveler, sometimes issue-specific, sometimes
actor-specific, and sometimes more broadly.

Are There Limits?

The question is not whether these campaigns should exist—there is little
reason why they should not—but within what bounds, if any, they should
be conducted. IICs are, at their core, exercises in projecting the self-interest
of a protagonist onto a target, though some protagonists, such as certain
advocacy groups or some insurgents, will argue that their self-interest
equates with a broader societal interest. But even where there is no such
claim (other than a purely tactical one, perhaps), these efforts by protago-
nists to achieve some objective they define as advantageous are not inher-
ently deleterious to the larger society. In fact, they often can be portrayed
as exercises in public education, collective bargaining, or pluralist democ-
racy, and they can sometimes represent an essential safety valve for releasing
pressures that are naturally generated by disparities in power. They are, in
sum and in general, legitimate exercises in self- and collective expression.
And yet, we must ask: Should there be limits to such efforts? Must
campaigns, for instance, always be truthful? If so, what is true, and what
false? Must they be conducted according to some ethical guideline? What
is that guideline? How, and by whom, is that guideline, once accepted, to
be enforced? If information and influence campaigns are often about
defining and claiming the moral high ground, is there a moral high ground
to the campaigns themselves?

In effect, what we are asking is this: Should there be a code of conduct for
information and influence campaigns?

At some level, all but the most cynical among us are likely to respond
to that question in the affirmative. Of course there should be boundaries
for such activities, just as there are for other forms of expression. But where
do those boundaries fall? What range of action falls within them, and in
what venues? And what approaches, strategies, tactics, words or actions are
unacceptable? The problem is, in rendering such judgments we all bring



174 Information, and Influence

to the table different values, different preferences, different standards of
judgment, and even different perceptions of circumstances and events. At
the very least, we can expect that those who see themselves as prospective
protagonists, as a class, will almost inevitably opt for the broadest accept-
able boundaries on campaigns, while those who see themselves as prospec-
tive targets, as a class, will opt for the narrowest. This division is not merely
one of anticipated self-interest. It is also a reflection of the very sets of
power imbalances that give rise to campaigns in the first place: the greater
the limits set on campaigns, the greater the likelihood that such imbal-
ances will be preserved. The question thus dissolves into a more funda-
mental battle of preferences, between those who prefer and/or expect to
benefit from a system biased toward change, on the one hand, and those
who prefer and/or expect to benefit from a system biased toward stability
and the status quo, on the other. So even as we agree in principle on the
need for limits, we are unlikely to agree on what those limits should be.
In thinking through these issues—and I have no illusion that they will
be resolved here—it might be helpful to revisit the continuum of campaign
styles we set out in Figure 2.1, which is reproduced here as Figure 9.1. As
the figure suggests, some campaigns—those at or toward the left end of the
range—are primarily information centered. They are designed to define
the terms of debate, educate a public or some other audience, and, in more
advanced forms, engage in persuasion. These are basically communication
campaigns, and the value we generally assign to the free and unfettered
flow of information—protected to the extent that it is by the First
Amendment in the United States and by similar organic laws elsewhere,
but at the same time constrained by laws governing libel, slander, truth-
fulness, commercial speech, the protection of official secrets, and the like—
argues for granting them wide latitude. As we move from left to right,
however, and especially toward the right end of the range of campaign

Information- Influence-
centered ( centered
campaigns campaigns
Information driven Relationship driven
Persuasion by Dynamics of Dynamics of Persuasion by
argumentation attitude change networks pressure

Define Exploit
interests interests

Figure 9.1 The IIC Continuum Revisited.
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styles, we find campaigns that are built more and more on the strategic
manipulation of interests, often through actions that generate pressure, not
only on the target of the campaign, but on intermediaries—innocents, if
you will—that are engaged only because of their relationships with the
target and, possibly, still other intermediaries. These are basically action
campaigns, where the action is designed to impose either symbolic or
actual harm on one or more actors. If there is an area that deserves a more
critical eye as we weight the social acceptability of these campaigns,
perhaps it is to be found here. Might these campaigns be somehow less
legitimate, or at least less self-evidently so, than their communication
counterparts? Might they appropriately be held to a different standard?

Interestingly, this debate has already been joined in this general vicinity of
the continuum, at least with respect to one set of actors—international
NGOs. In 2001, Gary Johns, at the time a senior fellow at the Institute for
Policy Analysis, a conservative Australian think tank, proposed a set of proto-
cols for these groups—in effect, a code of conduct for their campaign and
other activities. Centered around the principle of transparency, it called for
openness in such matters as the group’s governance structure and qualification
for tax exemption (if any); its representativeness (for example, the number and
type of its membership), ties to local communities, and international connec-
tions; the sources and applications of its funding; the nature and extent of its
claims to expertise; and truthfulness in fundraising. (Johns, 2001) In effect,
Johns was launching a campaign of sorts against advocacy NGOs, challenging
them to adopt some of the same standards in their own activities that they
demanded of the governments or corporations they sought to influence. The
response came in 2005, when a group of NGOs, including, among others,
Greenpeace and Oxfam, adopted what they termed the Infernational Non
Governmental Organisations’ Accountability Charter, in which they accepted the
call for transparency, and added commitments to freedom of speech, political
independence, good governance, ethical fundraising, and professional manage-
ment (International Advocacy Non-Governmental Organisations IANGO)
Workshop, 2006). We'll see your bet, and raise you.

Like all debates over codes of conduct, this one is far easier to resolve at
the abstract level of shared norms than at the operational level, where
actions speak louder than principles, and where differing perspectives are
most likely to yield differing interpretations. But at least the discussion
has been joined. For most classes of campaign protagonists and targets,
even that measure of civil exchange remains elusive. And the campaigns
continue largely unabated.

The First Rule of Ethics in Information and
Influence Campaigns

It is also reasonable—and important—rto ask whether campaign protago-
nists, their strategists, or for that matter their targets, are acting in an
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ethical manner. One way of understanding campaign ethics is suggested by
the decision tree illustrated in Figure 9.2.

As the figure suggests, there are four critical decision points regarding
any strategy or tactic under consideration for use in a campaign. First, does
it need to be done? What is to be gained if a particular action is taken, or
lost if it is not? If the action or decision need not be taken, the strategist is
in Condition B, and questions of ethics never arise. Condition A, where a
need seems apparent, leads to a second decision point: Can it be done? Is it

Challengers
B
Strategy/
tactics
C
Values
F
Ethics
G H

Fignre 9.2 The Ethics Decision Tree.
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feasible to employ a given strategy or tactic? If not, the strategist is in
Condition C, and, again, questions of ethics never arise. Condition D, or
that of feasible action, leads to yet another decision: Should it be done? It
is at this point that the values of the strategist (or the protagonist) come to
the fore. If the potential strategy/tactic is consistent with those values,
there is no ethical issue in the mind of the decision-maker, producing
Condition F, in which the strategy/tactic is likely to be implemented with
a clear conscience. In the alternative, Condition E, the strategist recognizes
that the proposed strategy/tactic is inconsistent with his or her values. It is
at that point that we get to the ultimate decision point regarding ethics. If
the strategist acts in a value-consistent manner, the result is Condition G,
in which no action is taken—an ethical outcome. If, however, the strategist
acts in a value-inconsistent manner, and implements the strategy/tactic
regardless, Condition H results. The strategist has failed the test of ethics.

Though this seems like a straightforward basis for determining or
judging ethical behavior, in point of fact, it is not. For, once we have
crossed the threshold of feasibility, every subsequent decision hinges on the
values of the strategist, which may differ from those of other actors in or
aware of the campaign, or even from widely held social mores. Indeed,
given the variety of vantage points, needs, behavioral opportunities, and
values extant among the community of strategists, judgments regarding
ethics constitute a veritable minefield of ambiguity. Consider the words of
early campaign strategist Saul Alinsky (1971: 25), which go well beyond
what we might think of as situational ethics, a term of art applied to an
already limited measure of constraint:

The men who pile up the heaps of discussion and literature on the
ethics of means and ends—which with rare exception is conspicuous
for its sterility—rarely write about their own experiences in the
perpetual struggle of life and change. They are strangers, moreover, to
the burdens and problems of operational responsibility and the
unceasing pressure for immediate decisions. They are passionately
committed to a mystical objectivity where passions are suspect. They
assume a nonexistent situation where men dispassionately and with
reason draw and devise means and ends as if studying a navigational
chart on land . . . The means-and-ends moralists or non-doers always wind
up on their ends without any means. [emphasis in original}

Alinsky’s point, which he reinforces with a series of rules of “means and
ends” that make clear his view that ethics are a political outcome, not a guide
to action, is that philosophical discussions of ethical standards and behaviors
are of no interest to the strategist except for what they reveal about power
relationships. Ethics are determined, not by philosophers, but by winners.
Alinsky may have been engaging here in hyperbole, and there are surely
many campaign strategists who maintain a moral compass. But at the same
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time, many advocates, particularly those working in the context of social
movements of the left or right, tend to look to what they see as higher-order
moral imperatives. If it moves you closer to the desired end, it is justified.

There is a level at which ethical judgment may not even be a normative
test at all. Arguably, it simply does not matter whether or not one agrees
with Alinsky. The empirical reality—the principal fact on the ground—is
that the world is filled with campaign strategists who share Alinsky’s views
in some measure, or who, though they may give lip service to disagreeing
or may even do so as a matter of basic belief, find themselves captive to
moments, circumstances, job expectations, personal pressures or any other
forces that steer them in another direction. That may be the single fact that
determines the nature and role of ethics in information and influence
campaigns, and that sets the boundaries of campaign behavior. Ethical
constraint, by whatever standard, must be explicitly in the self-interest of
the strategist (and other actors), or it may be unlikely to prevail.

With that in mind, allow me to suggest the first, and the only, rule of
ethics in these campaigns:

E = MC?

Since we began this volume by quoting Professor Einstein, is it not
fitting that we conclude with another nod to his insight? And it is but a
nod, for the “equation” that constitutes this rule is intended to be less
mathematical than conceptual, and more prescriptive than descriptive. In
the equation, E represents ethics, or more correctly, the adoption of ethical
standards of behavior within a given campaign. It is comprised of the
interaction between two components: M, which represents the combined
volume and valence of Media coverage of strategic decisions made in the
campaign, which we can think of here as a proxy for the standards and
expectations of the community in which the campaign occurs, and C,
which represents the Conscience of the decision-maker. The superscript
“C?” can be read two ways. It can be read as a mathematical power func-
tion, “C-squared,” suggesting that Conscience is the more important vari-
able in the equation and merits disproportional weighting. Or it can be
read, not as a mathematician might render the term, but as “C-sguare”—a
reminder that the optimal turn of conscientious behavior in this context is
that which is most small-c conservative, or, to be colloquial, the most
“square”. The equation thus advises that the strategist or other decision-
maker should act conservatively and with an eye toward how his or her
actions might be judged under the magnifying lens of public attention—
sometimes called the “Washington Post Test,” and in a manner guided by
his or her conscience. In effect, the formulation E=MC? represents an
incentive system in which self-interest becomes self-regulating, whether as
a matter of personal values and preferences or, in the alternative, out of fear
of discovery. Nor are the two mutually exclusive.
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Box 9.1 The Ultimate “Washington Post Test”

Hurricane Katrina, which struck the Gulf Coast in 2005, was the cost-
liest, and one of the five deadliest, storms ever to strike the US. There
were many victims, perhaps not least among them the reputation of the
Federal Emergency Management Agency (FEMA), which was respon-
sible for managing the response to the storm and which, by every
account, failed miserably to do so. So it is not difficult to understand
why, two years later, the agency was still just a tad sensitive about its
image. Alas, it was as adept at managing that as at managing the
Katrina emergency.

On a Tuesday in October, 2007, FEMA held a news conference led
by Vice Admiral Harvey E. Johnson, Jr., the agency’s deputy adminis-
trator and second-ranking official. Well, perhaps. For at this event,
FEMA employees posed as journalists and asked questions, while real
reporters were restricted to listening in on a telephone conference line
and were not permitted to ask questions. Perhaps FEMA thought no
one would notice? They felt the need. They determined they could.
They decided they would. They did. And they got caught . . . by the real
Washington Post. Talk about failing the test!

For Admiral Johnson, it was an embarrassment. “We can and must
do better, and apologize for this error in judgment,” he stated afterward.
But the real loser was obviously John P. Philbin, FEMA’s director of
external affairs (as in press conferences). By Thursday, he was no
longer serving in his post at FEMA. Seems he had (earlier) been
named as the head of public affairs at another agency . . . the Office of
the Director of National Intelligence (Hsu, 2007).

There is, as well, another dimension of campaign ethics that merits our
attention. For want of a better phrase, let us think of it as a fiduciary
responsibility, not to the protagonist, but to the society at large. As I have
argued earlier in this chapter, the growing share of daily political life that
is given over to campaign-driven communication and behavior comes at a
price. Protagonists may base their actions in claims to free speech and free
expression, and their ability to engage in campaigns may be both facili-
tated and limited by a social and political version of the free market. But
in the end, to the extent that they are built around strategies of persuasion,
whether of individuals or organizations, campaigns trade in the manage-
ment of free will. For the manifestation of strategy in the political arena is
the generation, channeling, constraint, and guidance of free will as exer-
cised by those who are subjected to its mandates. While it is true, then,
that the strategist may owe a duty of loyalty to the protagonist, it is also
true that he or she has as well as broader responsibility to be as sure as
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possible that the decisions made and implemented in the course of an IIC,
whatever their intended objective, do not impose harm on the underlying
social structure within which the campaign operates. Frankly, it is not
clear to me, based on years of observation, whether or to what extent
campaign strategists are cognizant of this responsibility, let alone factor it
into their actions. Fortunately, however, the system itself is not without its
defenses.

Systemic Constraints

Notwithstanding their ubiquity and their growing sophistication, and
notwithstanding the willingness of some strategists to test the boundaries
of civil behavior, information and influence campaigns do not operate
without systemic constraints. To the contrary, they constantly bump up
against their inherent limitations. These are of three basic types.

First, not all campaigns achieve, or even approximate, strategic perfec-
tion. The attributes of protagonists that we identified in Chapter 6, for
example—such factors as their legitimacy, resources, and infrastructure—
are, in fact, highly variable. Particular protagonists will have more or less
of each one, and those distributions may even be situation-specific. There
are, to be sure, some protagonists that are better or worse positioned to
engage in a campaign than others, but #// protagonists are at #// times less
than optimally positioned. Similarly, the settings in which campaigns
occur vary in the degree to which they are conducive to information gath-
ering, alliance formation, and all the other elements of the campaign.
Windows of opportunity open and close, interests shift. Even with a perfect
strategy—and that is another unreachable objective—the circumstances of
the campaign will limit its effectiveness. Campaigns can be very well
planned, very well managed, and very well implemented, but they are
complex undertakings in a complex world, and they simply cannot be
perfect.

Second, campaigns tend to generate resistance and counter-activity. To
the extent that a target is well defended or is able to generate an effective
counterstrategy—and that is not always the case—the protagonist’s efforts
will be limited to some degree in their impact. One side pushes, the other
pushes back. And, as in military conflicts, the advantage often lies with the
defender. These disadvantages and setbacks can be mitigated to an extent
by the protagonist through iterative adjustments to the campaign strategy,
but they are unlikely to be offset altogether.

Finally, there are finite limits on the core strategic capability itself. Even
for a perfectly situated, highly skilled, and fully resourced protagonist,
campaign strategy can never be perfect. That is because the knowledge
structures on which the most sophisticated campaigns are based—knowledge
about the nature and dynamics of attitudes, media tendencies, institutional
behaviors, network structures, stakeholder interests, and all of the other
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factors that are in play in a campaign—all of these are probabilistic in
nature, not determinative. Doing A (framing a message a particular way,
employing a particular communication channel, etc.) may improve your
chances of accomplishing B (changing the views of a targeted segment of the
public, motivating particular allies, etc.), but it does not guarantee that B
will occur, let alone that a chain or complex of such accomplishments will
obtain the overall objective of the campaign.

Campaigns can be highly sophisticated, they can be effective, they can
achieve their ends. But they are not perfect. They never will be. Thank
goodness.

The Enduring Challenge of the Information and
Influence Campaign

We are left, then, in the somewhat chaotic circumstance of the present, in
which strategy, albeit within some limits, is king—in which the determi-
nation and effective implementation of that which will work not only
guides the action in information and influence campaigns, but sets the
limits to how they will be conducted. Theory, trial and error, and the
evolution of strategic knowledge. If it works, do it. If it does not, look for
something else that will. It is a fascinating dynamic to observe, but at some
level a perilous one to encourage, especially as campaigns become ever
more effective and still more ubiquitous. We are, after all, testing in these
campaigns the capacity to generate pressure, and sometimes great pressure,
in social, economic, and political systems that have not been fully engi-
neered to contain it. When, in the most sophisticated of these efforts, clever
management transforms itself into purposeful manipulation—of informa-
tion, of issues, of people, of organizations, of economic and political insti-
tutions—and when such manipulation becomes commonplace, the ethical
and other challenges posed by some individual campaigns pale beside the
resultant heightening of systemic risk. Influence, after all, is an entirely
legitimate part of democratic life. Manipulation is not.

How, then, to justify writing this book—a book that imposes order and
structure on the helter-skelter world of campaign strategy and that would
seem, in the process, to do nothing so much as codify and advance this style
of political action. Is it not dangerous to write such a book? Yes. But let
me ask you this. Given the rapid proliferation of ever more advanced infor-
mation and influence campaigns in contemporary society, and the routine
daily application of these very strategies across a wide spectrum of issues
and actions, is it not more dangerous not to?






It is a magnificent feeling to recognize the unity of a complex of
phenomena which appear to be things quite apart from the direct
visible truth.

Albert Einstein






Appendix A Need to Know:
Strategic Intelligence and
Research in the Campaign

The single most important key to success in an information and influence
campaign is good intelligence. That includes solid intellect and street
smarts—both of which will be tested time and again in the typical campaign.
But it also refers to knowledge and data, to what and how much the strate-
gist knows—and wnderstands—about the protagonist, the target, the
prospective campaign intermediaries, the campaign setting, the issues, the
range of potential outcomes and effects, and a host of equal and lesser
elements. Successful campaigning requires a mastery of such information, a
mastery that can only come from research.

Obviously, IICs are not exercises in basic scholarly research of the sort
we will review in Appendix B of this volume. But that does not mean that
they are not research driven, either by the theories and findings of scholars,
some of which can be highly relevant to a campaign, or by their own, more
narrowly designed efforts. Theory can be important in a campaign; solid
applied research almost always is.

It follows that any well-crafted campaign will incorporate in its overall
planning and implementation a significant strategic research component.
The function of this component is to anticipate and answer questions that
arise, and to provide information that is required, as the campaign strategy
is developed and its implementation evaluated. It is not possible here, of
course, to list every question that might come up in a given campaign.
Based on the analysis presented in this volume, however, it is possible to
extract classes and examples of questions that might arise at one or another
point in the course of strategic decision-making in a campaign, and to
suggest in general terms the methodologies that might best be applied to
answering them. Table A.1 summarizes some possible results of this
exercise.

Recall from our earlier discussion that some campaign protagonists have
relatively well-developed organizational infrastructures. In general, these
more institutionalized actors are not one-shot campaigners, but rather,
regular, and perhaps even frequent, users of IIC techniques. In the present
context, it is worth noting that one aspect of these infrastructures is often
an institutionalized research function that generates information of value
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to, across, and well beyond the particular informational needs of individual
campaigns. For example, the World Wide Fund for Nature (WWF
International), based in Gland, Switzerland, maintains a transnational
research program, principally comprising focus group and survey research,
to measure the following sets of campaign-relevant variables:

e the relative importance of the environment as an issue,

e the specific environmental issues that are perceived as important,

* how people behave relative to the environment, and whether they are
concerned enough about it to change their behaviors,

e whether and in what ways environmental activism makes any differ-
ence in perceptions or behaviors,

e whether and to what extent people are aware of environmental groups,
and

e the public’s image of WWF and its degree of willingness to participate
in activities linked to the organization. (Corrado, 2002: 126)

A similar concern with research—or more correctly with the absence of
effective research—is evident in a recent examination of the strategic
communication efforts of the U.S. government as components of the nation’s
military policy, public diplomacy efforts, and other concerns and initiatives.
The value of such research, its outlines, and its context and contribution to
the overall objectives of strategic communication were stated succinctly in a
2004 report prepared by the Defense Science Board, which is charged with
advising the Pentagon on applications of gains in scientific knowledge. Here,
at some length, is an excerpt from that report (United States Department of
Defense, 2001: 53—59), which will serve to conclude our discussion.

The argument of this study is that the U.S. Government must take a
dramatically more disciplined, methodical and strategic approach to
global communication. This, we believe, means selectively borrowing
private sector best practices and creating a range of insurgent U.S.
strategic communication vehicles, programs and products as detailed
below. They are based, for example, on the following approaches:

Analyze Perceptions: Utilizing cutting-edge research and political-
strategic methodologies to better understand global perceptions toward
the U.S., including American values and policies.

Formulate Key Objectives and Strategies: One reason the U.S. has
had difficulty managing the post-war occupation of Iraq is a near total
confusion over objectives and strategies. The definition of post-war
success has never been enunciated clearly. Similarly, in terms of U.S.
strategic communication, a critical step in planning will be to detail
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exactly the destination toward which we must head. Put simply, the new
strategic communication planning function must define what success
looks like. And it must formulate a comprehensive strategic framework
to achieve it.

For example, as with the private sector, it is important for the U.S.
Government’'s new strategic communication function to develop an
understanding of the U.S. “brand” positioning and strategy. In this
sense, the word “brand” simply means a conceptual system to guide
and navigate our constituents to an understanding of the meaning and
essence of the U.S., including its values, interests and policies.

More specifically, strategic communication planning should very
selectively borrow private sector best practices and begin to maximize
the U.S. “brand” positioning in its five key dimensions:

Presence: How will we develop awareness of the U.S. “brand” in terms
of its constituents and audience?

Relevance: How will the U.S. define the role of its “brand” in terms of
the needs and wants of key target audiences?

Differentiation: How will the U.S. distinguish its “brand?” While the
U.S. Government clearly shares respect for human dignity and other
values with many nations, there are attributes that set us apart and are
especially admirable and inspirational to others.

Credibility: How will the U.S. ensure that its “brand” fulfills its promises
and delivers on defined expectations?

Imagery: What images, icons and symbolic elements will help commu-
nicate and enrich this “brand” meaning?

Determine Targets: Identifying audience targets that are “winnable” in
terms of increased U.S. support will be critical to successful strategic
communication. For example, this means borrowing from campaign and
private sector methodologies and conducting political-style attitudinal
research: identifying, as the highest priority, “soft support” targets. [David
Morey and Scott Miller, The Underdog Advantage: Using the Power of
Insurgent Strategy to Put Your Business On Top, McGraw-Hill, 2004,
pages 36—49.]

The best private sector marketing and political campaign manage-
ment use the attitudinal continuum below to organize, maximize and
focus communication resources. And this approach should be utilized
to improve the effectiveness and efficiency of U.S. strategic
communication:
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HO = The Hard Opposition: In a political campaign, for example, these
individuals will come out and vote against you in any circumstances. Of
course, political campaigns do not want to waste a penny chasing their
“un-gettable” votes, but they must also be ready to counter their nega-
tive effect on other voters. In elections, as in product marketing
campaigns, these are the activists who form-up against you.

SO = The Soft Opposition: In a political campaign, these individuals
support your opponent, or prefer in marketing a competitive brand,
but they might not vote, for example, in bad weather. In an
election campaign, you try not to raise issues that will enflame soft
opposition to vote. And in product or service marketing, you realize
these consumers can be moved . . . eventually. But you never target to
their wants and needs directly; that will take the focus off much more
productive targets.

The UNDECIDED: Typically, a political campaign will do virtually
anything to move the undecided before Election Day; after all, it needs
whatever it takes to get to 50.1%. The 2000 U.S. Presidential election
proved this. After hundreds of millions were spend [sic] through prima-
ries and the general election, more millions were poured into the legal
arguments that would decide the election. Campaigns will buy any vote
they can. They’ll run negative advertising. They’'ll rent fleets of vans to
drive hard supporters to the polls. The votes of the undecided can move
at any time and change in a light breeze.

SOS = Soft Support: Constituents who are leaning your way and who,
research tells us, are six times less expensive to move to hard support
as undecided are to move to soft support. To win, you must engage and
activate this segment to vote—or in consumer terms to come back and
buy your product again. Identifying, targeting and moving soft support
to hard support is the highest priority of any U.S. strategic communica-
tions effort.

HAS = Hard Support: Extremely loyal constituents who must
not be taken for granted, but who ultimately are critical to success
in political campaigns or marketing. This is your loyal support.
And you must, in campaign terms, hold these constituents until
Election Day and motivate them to help pull the soft support to hard
support.

Develop Themes and Messages: Based on the research referenced
above—and specifically focusing on moving soft support constituents to
hard support. A strategically formulated, focused and consistent set of
themes and messages is a prerequisite for the success of a transformed
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strategic communication effort. These key themes and messages
should, for example, communicate:

Identify Key Products and Programs: Again utilizing research, the
new U.S. strategic communication effort must reach audience targets
through a customized and even personalized dialogue that is relevant
and credible to those targets. This will involve an array of products and
programs:

Conduct Audience Polling and Analysis: Including ethnographic,
psychographic, demographic, behavioral and tracking research. As
with a successful political or marketing campaign, the reality is you
simply cannot know too much about your audience and their percep-
tions. For example, using hypothesis-testing methodologies in qualita-
tive focus groups and quantitative benchmark research is a critical
prerequisite for strategic communication success.

Undertake Cultural Analysis: Including cultural factors involving
values, religion, entertainment and education. Strategic communication
must adopt a wide and incisive analytical view of how its audiences are
continually influenced.

Conduct Media Analysis: Identifying daily influences on audiences
including content analysis, agenda and biases, relevance and credi-
bility, structure and control.

Communicate to Target Audiences: Identifying and organizing key
targets based on the above attitudinal continuum, demographics and
other attributes. For example, this should include lists of influential
“opinion leaders” country by country. And this should include a “friends
and family” database of soft supporters and hard supporters who “self-
select” themselves and are constantly engaged in a personal, relevant
and credible dialogue.

Use Feedback to Monitor Success: Critical to the success of a new
strategic communication effort will be creating a culture of measure-
ment that helps the U.S. make necessary adjustments and learn from
both past and present efforts and initiatives. This feedback loop must
continually foster accountability and measure success against selected
objectives—looping up to the highest levels of the new strategic
communication function.

Specifically, as in the private sector, this monitoring and feedback
system must measure progress against the ten strategic communica-




Strategic Intelligence and Research in the Campaign 193

tion objectives below. Cutting edge private sector measurement,
models and management systems, both qualitative and quantitative,
should be applied to calibrate progress against the following:

e  WHAT do we want to communicate?

e WHY exactly do we want to communicate this?
¢  WHAT do we want this to actually do?

e WHO are we trying to reach?

e WHAT do we want them to remember?

e  WHAT attitude or behavior do we expect?

e WHEN will this be done?

e HOW much will it cost?

e  WHAT exact results do we anticipate?

e HOW will we measure success?




Appendix B The IIC Knowledge
Base: A Selective Bibliographic
Inventory

Social (and other) scientists make a distinction between applied research—
that which is designed primarily to identify and evaluate solutions to real-
world problems—and basic research—that which is designed primarily to
extend our general understanding of how and why things work. Problem
solving versus theory building.

As one might expect, we find ample traces of applied research in the
strategy development underlying advances in information and influence
campaigns, which are, as we have argued, among the most sophisticated of
all persuasive efforts. Perhaps the best example is found in the path-
breaking work of Herbert Krugman (1964, 1965, 1966, 1971, 1977;
Krugman and Hartley 1970; and the collection edited by Edward P.
Krugman 2008), at the time (1967-1983) manager of corporate public
opinion research for General Electric (and thus a most appropriate heir to
the Edison campaign legacy), whose careful psychological experiments
helped to guide the advertising efforts of his employer even as they contrib-
uted vital new conceptual insights to the emergent science of persuasion
and attitude change. Zielske’s (1959; Zielske and Henry, 1980) studies of
the half-life of advertising recall were similarly applied science at their
heart, and yet basic science as well in their impact. Much of the marketing
and social marketing literature (Andreason, 2006; Andreason and Kotler,
2003; Fox and Kotler, 1980; Kotler and Levy, 1969; Kotler, Roberto, and
Lee, 2002; Schultz, Tannenbaum, and Lauterborn, 1993) is based on
research of a very practical bent.

And then, of course, one finds many of the typically anecdotal case
studies of campaigns by students of labor (Ashby and Hawking, 2009;
Brisbin, 2002; Bronfenbrenner, 2007; Bullert, 1999; Clawson, 2003;
Getman, 1998; Jarley and Maranto, 1990; Juravitch and Bronfenbrenner,
1999; Rosenblum, 1998) and other social movements (Bakir, 2005; Bandy
and Smith, 2005a, Berg, 2003; Grant and Taylor, 2004), the lessons of
which are later often reflected in a variety of operational manuals and
how-to guides (AFL-CIO, 2000; Bobo, Kendall, and Max, 1996; Coalition
for the International Criminal Court, 2003; Ganzi, Seymour, and Buffet,
1998; Greer and Singh, 1995; Gregory, Caldwell, Avni, and Harding,
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2005; LaBotz, 1991; Moyer, 2001; North American Congress on Latin
America, 1970; Oppenheimer and Lakey, 1964; Ryan, 1991; Salzman,
2003; Shaw, 1996) and counter-campaign or other generally defensive or
preventive guides (Bonini, Court, and Marchi, 2009; Deegan, 2001,
Dezenhall, 1999; Nichols, 2001; Peters, 1999; Sitrick, 1998). Finally, we
should note the writing of political consultant Frank Luntz (2007), argu-
ably the premier linguistic tactician of the last twenty years, who, with a
doctoral degree in politics from Oxford University, operates at the very
boundary between theory and application, as he converts fairly abstract
theories of persuasion into very simple rules of engagement regarding the
design of political language.

Suffice it to say that applied research is a commonplace in, and a vital
underpinning of, the development of IIC strategy. We'll have more to say
about some of these resources below.

And yet, in perhaps no other area of professional communication
practice is so central a role reserved for the theories and data developed
in cutting-edge basic research. In every area from belief systems and
media effects to social network analysis and the latest developments
in digital media, the latest relevant social scientific findings find their
way into ever-evolving campaign strategies. This is due in no small measure
to the inherent competitiveness of the campaign setting, where any
advantage one can gain may turn out to have been decisive. But it is, as
well, a natural outgrowth of the origins of contemporary information and
influence campaigns in the propaganda studies of the World War II era
and its aftermath (early works by Cantril, 1940; Ettinger, 1946; Hoffer,
1942; Hovland, Lumsdaine, and Sheffield, 1949; Hyman and Sheatsley,
1947; and Lee, 1944, 1945 are representative), as so ably chronicled
by Glander (2000). Voltmer and Rémmele (2002) argue that the growing
centrality of campaigns in contemporary life virtually requires the
continuing enrichment of practice by applying the latest theoretical
advances and research results, and suggest the ways in which this has
occurred.

I make no claim here that the “knowledge base” underlying strategic
decision-making in information and influence campaigns is in any way
systematic, nor that it constitutes what scholars would think of as a unified
literature. To the contrary, campaign strategists have drawn on an extra-
ordinarily diverse collection of sources, theories, and data. It is that very
diversity, in all its depth and richness, that powers this activity.
Accordingly, my objective here is not to weave an apparently seamless
single tapestry from these manifold threads, but simply to set forth in an
organized manner an inventory of what I judge to have been the seminal
ideas, key developments, most critical tests, and most illustrative applica-
tions of the intellectual foundations on which campaign strategy has been
built.
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Literature on Power, Power Relationships, and
Strategic Communication

Machiavelli’s (1992) sixteenth-century volume, The Prince, is generally
regarded as the touchstone work on strategic political communication, and
is still well worth reading today. Chapters 15 through 21, in particular,
which cover such issues as faith, fame, and fear, commend themselves in
the present context. Though Machiavelli is generally cited as a proponent
of political manipulation on the pro-elite side of systemic power asym-
metry, McCormick (2001), citing The Discourses rather than the more
widely read The Prince, has portrayed Machiavelli as a democrat, arguing
that the Italian theorist/strategist/operative actually provided a roadmap to
constraining elites through direct and robust public participation in the
form of tribunes, public accusations, and popular appeals. Freedman and
Freedman (1975) played off of Machiavelli, staging a dialogue with a hypo-
thetical prince over the course of which they educated him in the art of
social control based on applying social scientific concepts and knowledge.

Deutsch (1963), employing the perspective of cybernetics, which he
characterized as “the science of communication and control,” (76) argued
that governments were best understood not as centers of power, but as
centers of communication. Chapter 9 of this work, with its emphasis on
information processing by governments, capacity, selectivity, channels,
social cohesion, networks, symbols of legitimacy, leadership, morale, and
decision-making, provides a good sense of the comprehensiveness and
richness of this very early conceptualization.

Lipsky (1968) anticipated our argument here about the use of informa-
tion and influence campaigns to address asymmetries in the distribution of
power, proposing a model (1147), reproduced in modified form below, by
which relatively powerless groups might gain leverage through the media
and other intermediaries, which he termed “reference publics,” to generate
pressure on a target so as to achieve material rewards. Though somewhat
time-bound and overly focused on the then-active American civil rights
movement, Lipsky’s analysis nevertheless identified a number of the key
elements of protest strategy, not least the need for and challenge of recruiting
third-party advocates, and was ahead of its time in the analytical framework
it advanced.

Domboff (1980) compiled a series of essays on power structure research
that incorporated many of the assumptions underlying the power structure
analysis that is the basis for much IIC strategy, albeit at a more systemic
social and political level. This power structure research owed much to the
work of C. Wright Mills (most notably 1956), which called attention to
the structure and influence in the U.S. of a so-called “power elite” and gave
rise, in turn, to a related literature (in their latest iterations, for example,
Domboff (2009) and Dye (2002)) that both filled in the blanks regarding

elite membership, recruitment, action and dominance, and at the same
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Figure B.1 Schematic Representation of the Process of Protest by Relatively
Powerless Groups.

time opened a debate over whether this powerful leadership cadre was
class- or position-based. Mills’ work was juxtaposed with that of advocates
of a pluralist theory of democracy (see, for example, Dahl, 1961, and, for a
more contemporary analysis, Bennett and Manheim, 2001)), or one based
on a competition of groups that were presumed to represent and articulate
the full range of competing interests, and there ensued a long-running
elitist pluralist debate, the details of which need not concern us here.
Without entering either debate, Manheim (2004) argued that a progres-
sive counter-elite grounded in Mills’ teachings combined that perspective
with the techniques of strategic campaigning to reassert its lost political
influence. One of the most critical roles in the reverse engineering of the
power elite is that played by activist foundations, which pool and direct
millions of dollars to support their chosen causes. These foundations are
constrained, however, by the need to retain their tax-exempt status, the
terms of which require that they avoid explicitly political activity. Several
foundations commissioned a report by a tax attorney, Colvin (1993), that
set out six operating models by which they could both engage with the
political system and retain their privileged tax status.
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Literature on Public Information Campaigns

The most basic form of IIC, the public information campaign, has been
an object of scholarly attention for many years. Hyman and Sheatsley
(1947), for example, pointed out several barriers to successful information
campaigns, including differential acquisition of information based on an
individual’s level of interest in a given topic, preferential seeking of facts
aligned with and reinforcing existing attitudes, group differences in the
way new information is processed, and the fact that providing/acquiring
new information does not necessarily change attitudes. The implication
was, and is, that those conducting such campaigns cannot rely simply on
increasing the amount and distribution of information that is made avail-
able. Wiebe (1951-1952) proposed systemic requirements by which radio
and television might be used to sell citizenship, which is to say, pro-social
behaviors or values, much like soap. He saw the media as capable of
producing the requisite high level of motivation, but argued that it was
incumbent on the sponsor of the message to provide an effective social
mechanism for converting that motivation to the desired outcome. In other
words, the message effects alone will not suffice, no matter how strong.
They must be accompanied by a recognizable, accessible, and compatible
behavioral opportunity. In pointed contrast to Hyman and Sheatsley,
Mendelsohn (1973) employed a series of case studies to demonstrate that,
despite evidence that media alone were generally incapable of producing
substantial attitude change, collaboration between social scientists and
communication strategists, which is to say, the integration of social scien-
tific knowledge regarding targets, themes, appeals, and media channels
into campaign strategy, could produce successful outcomes.

One of the more interesting collections of essays on PICs is found in
Salmon (1989a), which opened with the editor’s (1989b) acknowledgement
that the phenomena of social marketing and public information campaigns
trace their origins to Weibe’s (1951-1952) question: Why can’t you sell
brotherhood and rational thinking like you sell soap? One contributor,
Pollay (1989), suggested that the packaging of the very notion of an infor-
mation campaign is misleading. In his words, “. .. the bias and hope of
information campaign planners to escape serious ethical reflections is mani-
fest in the very language they commonly use, that is, substituting the term
information campaign for propaganda or persuasion,” and speaking of “managing
social change” rather than “manipulating public opinion” (185, emphasis
in original). Rakow (1989) made much the same point, albeit more broadly,
in suggesting the outlines of a critical theory of campaigns. Taking a rather
different tack, Devine and Hirst (1989) surveyed the range of social psycho-
logical theories available to guide persuasive strategy in a campaign. On
their list: theories of message-based persuasion including the information-
processing model, cognitive-response theory, the elaboration—likelihood
model; and theories of behavioral-based persuasion including social-
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learning theory, heuristic effects, self-perception theory (on this see Bem,
1970), dissonance theory, and operant conditioning. Grunig (1989)
provided a concise survey of approaches to market segmentation.

Rice and Atkin (1989) also brought together a series of essays on many
aspects of public information campaigns. We have already made extensive
use of William McGuire’s (1989) chapter in delineating a basic communi-
cation model of these efforts. Other contributions included a variety of
campaign case studies on such issues as crime prevention, forest fire preven-
tion, family planning, rat control, smoking, and AIDS. Rice and Atkin
(1994) summarized many of the key points of this volume in identifying
the principles that lead to success in PICs.

Weiss and Tschirhart (1994) studied 100 public information campaigns
undertaken by governments to advance policy objectives. They identified
four core tasks to be achieved by a successful campaign, including capturing
the attention of the correct audience, delivering a credible and understand-
able message, delivering a message that is influential, and creating a social
context that facilitates the desired outcome, and delineated the issues and
mechanisms associated with each. Of particular interest in the present
context is the authors’ discussion of the considerations associated with the
engagement of mediating institutions, or in our terms, intermediaries, to
carry a PIC to the desired audience—including the point that some poten-
tial intermediaries may resent being bypassed in a campaign that pertains
to a domain of interest, and that a campaign that does so risks activating
powerful, well-resourced, and newly motivated adversaries.

Klingemann and Rémmele (2002) published a handbook emphasizing
the linkage between public information campaigns and public opinion. In
this volume, for example, Voltmer and Rémmele (2002) identified two
competing models that have been developed to explain the campaign
process: a transmission model, that sees campaign communication as linear
and directed, and an interaction model built on a presumed mutuality of
knowledge and interpretations between the senders and receivers of
messages. Rigg (2002) noted that PICs are designed to accomplish one or
more of four general objectives: cognitive change, action change (a one-
shot or short-term activity), behavioral change (a long-term activity
pattern), or value change.

Elder et al (2004) reviewed eight studies of media campaigns designed
to reduce drinking and driving, which were generally found to be both
effective in reducing the undesirable behavior and cost effective relative to
the resulting social benefits.

Literature on Communication and Media Effects

It is not our purpose here to review the extensive literature on communica-
tion and media effects. Clearly, however, these effects are essential building
blocks of PICs, as well as more complex and sophisticated campaigns.
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With that in mind, let us take a highly selective tour of the related
scholarship.

A good place to begin developing an understanding of media effects is
with one of the available introductory surveys. Shoemaker and Reese
(1991), Bryant and Zillmann (1994), and Sparks (2002) are good examples
of the genre.

Providing a sort of left-side bookend to this summary, Bauer (1964)
pointed out that communication is a transactional process in which the
audience plays an active role, and not an exercise in brainwashing—an
argument he grounded in the social scientific analysis of the act.

In one early study, Hovland and Weiss (1951-1952) found evidence of
a complex effect of source credibility. At the time of exposure to a persua-
sive communication, individuals discounted information that came from
sources they regarded as untrustworthy. Over time, however, they tended
to remember the information but forget their distrust of the source. Not
only was the previously discredited information remembered, but, by the
time a month had passed, lies actually seemed to be remembered better
than the truth. Berlo, Lemert, and Mertz (1969—1970) employed semantic
differential scales arrayed around the dimensions of safety, qualifications,
and dynamism, to assess the criteria actually employed by message recipi-
ents to judge the credibility of message sources, arguing that it is these
perceived attributes of sources, rather than any “objective” external criteria,
that should be used to define credibility. Chaiken and Eagly (1983) found
that the likeability of the communicator was a significant predictor of the
persuasive effect of a message delivered via audio and video, but not for
those in print. The authors attributed the differences in communicator
salience to the more intensive processing of communicator cues by receivers
in the electronic media forms.

Katz and Lazarsfeld (1955) provided the scholarly reference point for, if
not the true origin of, the so-called “two step flow of communication”
hypothesis, one by which messages are issued by the mass media to a seem-
ingly homogeneous audience, then processed horizontally within the audi-
ence by peer-group interactions between influential individuals, termed
opinion leaders, and their followers in a sociological exchange that assigned
localized meaning to the messages. (Chaffee (1972), for example, incorpo-
rated the two-step flow into his somewhat more extensive examination of
interpersonal processes in mass communication.) Though this framework
is now regarded as overly simplified, it proved quite valuable in calling
attention to the complexities associated with the processing of mediated
information and the filters that serve to limit media effects, and remains
influential. Bennett and Manheim (2006) suggested, however, that the
two-step flow of communication hypothesis has been rendered obsolete by
the development and systematic exploitation of new communication tech-
nologies, and by fundamental changes in the relationship between the
individual and society. In their view, strategic advances in the design,
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placement, segmentation and targeting of persuasive communications
have essentially supplanted the role of peer-group interaction in providing
personalized interpretation of mediated messages. The two-step flow has,
in effect, been reduced to a single step.

Katz (1961) compared two research traditions in the study of the diffu-
sion of innovation—those based in rural sociology and in communication
research. Of interest here: the media were found to make different contri-
butions at different stages in the diffusion process, first to make potential
adopters aware of the innovation in question, and later to legitimize the
decision to adopt it. Then in 1962, Rogers produced the definitive treat-
ment of diffusion in his aptly-named book, Diffusion of Innovations, which
he then continued to develop through several subsequent editions. In the
most recent of these (Rogers, 2003), he identified four aspects of the diffu-
sion process, including the innovation itself, the channels through which it
is communicated, time, and characteristics of the social system into which
it is diffused. Rogers defined an innovation as a new idea, practice, or
object. Innovations, he said, can vary in terms of their relative advantage
compared to existing ideas or practices; their compatibility with the
existing needs, values, and experiences of the potential adopters; their
complexity or degree of accessibility; the extent to which they can be tested
with minimal initial commitment; and the observability of their results.
He saw adoption as a five-step process including knowledge acquisition,
persuasion, the decision to adopt, implementation, and confirmation
(observing a positive result), and, ever the taxonomist, specified five cate-
gories of adopters that he termed innovators, early adopters, early majority,
late majority, and laggards. Adoption behavior, in his view, is a function of
the social system, and can be illustrated over time in the form of an S-curve.
The steeper the curve, the quicker the innovation is adopted. Rogers also
identified a critical “take-off period” as a given innovation moves from
narrow to broader adoption.

Krugman (1964, 1965, 1966, 1971, 1977; Krugman and Hartley 1970)
conducted a series of experiments demonstrating that different media
engage differentially with their audiences, with some requiring active
participation in message processing and others effectively rewarding
passivity. By comparing such biometrics as pupil dilation, galvanic skin
response, and brainwave patterns, Krugman’s work showed that different
media were better suited than others to convey particular types of persua-
sive messages—for example, that print media were better suited than
broadcast media for messages requiring intellectual engagement or inter-
nalization, while television was especially well-suited to messages designed
to circumvent active information processing by the audience member, in
effect, to exercise influence without engagement—and that persuasive
strategies must be tuned to the dynamics of the media channels through
which they are to be directed. The full body of Krugman’s research,
including many lesser-known works, has been collected into a Festschrift
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(Krugman, 2008) by his son. As part of a more elaborate analysis of the
hierarchy of effects, Ray (1973) tested Krugman’s low-involvement
approach against two alternative models employed in marketing—
learning, where attitude change precedes behavior change, and dissonance-
attribution, where behavior change can precede attitude change—finding
the Krugman process to be the most commonplace. Manheim (1976)
suggested that, because television use requires and rewards minimal
engagement on the part of the viewer as demonstrated by Krugman, and
because dependency on television for political information was high and
increasing, citizens were losing their ability to process complex political
information and their appreciation of the need to do so. Putnam (2000)
argued more generally, twenty-five years later and in the context of a far
broader social critique, that television viewing has become both addictive
and pervasive, consuming people’s time in an activity that encourages leth-
argy and passivity, even as the viewing itself is unsatisfying, and that heavy
viewing tends to produce lower rates of participation in civic life.

In a review of literature focusing on the uses and gratifications approach
to media effects, Katz, Blumler, and Gurevitch (1973) identified several
assumptions inherent in this approach. These included (1) that the audi-
ence is seen as an active participant in mass communication, (2) that as a
consequence, audience members take the initiative in linking their needs
to media choices, (3) that the media are in competition with other mecha-
nisms by which audience needs can be satisfied, and (4) that the audience
is self-aware of its needs, and can report them to the media in the form of
feedback or research responses, which allows the media to be responsive to
them. Gratification, they argued, could derive not only from content, but
from the form of a given medium and the setting in which exposure typi-
cally occurs. Rubin (1994) provided an updated survey of research within
this framework.

Tichenor, Rodenkirchen, Olien, and Donohue (1973) tested a series of
hypotheses that bear on the localization-of-conflict strategy that is widely
used in IICs today. They held, for example, that increased levels of local
media attention to a community issue are associated with higher levels of
knowledge and a greater level of perceived conflict; and that higher levels
of perceived conflict would generate more interpersonal communication
about the issue in question and higher levels of knowledge, greater recall
of media coverage of the issue, and higher levels of perceived conflict in
media coverage of the issue.

Lanzetta, Sullivan, Masters, and McHugo (1985) studied cognitive and
emotional responses to televised facial images of political leaders in the
news, finding, among other things, that facial displays of such characteris-
tics as reassurance, anger, threat, fear, and evasiveness are perceived differ-
ently and elicit different responses based on such factors as prior attitudes
(especially partisanship), and that these effects are present even when the
displays in question are embedded in the background of a newscast.
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Graber (1984, 2001) employed schema theory—which refers to cogni-
tive structures that organize knowledge about objects and situations based
on past experience—to examine the ways that people process political
information they receive from television news and the Internet, finding
that people are better informed and more capable information processors
than many might believe. DeFleur, Davenport, Cronin, and DeFleur
(1992) compared factual recall from news stories presented through four
media, finding that communication via print and computer screens
produced higher levels of recall than that via television and radio. Zillman
and Brosius (2000) argued, however, that heuristics—an alternative
conceptualization based on cognitive mechanisms that simplify and expe-
dite the reception and utilization of information in order to overcome the
limited capacity of the brain—is a more promising approach to under-
standing learning from the media. In that context, they examined the
influence of exemplification, or the inclusion of examples in the news, as
one facilitating device, finding that exemplars have a significant and
complex effect: they influence perceptions and enliven journalism, but at
the same time they greatly enhance the media’s potential to manipulate
public perceptions. In a study of political discourse on television, Mutz and
Reeves (2005) found that audiences have a tolerance for disagreement, but
that increased levels of incivility in political discourse contribute to
declining levels of trust in political institutions.

Margolis and Mauser (1989), writing even before the advent of the
World Wide Web, concluded that, even though contemporary communi-
cations technologies enhance the already disproportionate influence of
elites over media coverage of issues, they also afford citizens with increasing
opportunities to develop independent sources and channels of their own,
and that, in turn, provides the capacity, demonstrated only on occasion, to
resist elite manipulation of public opinion. Boulianne (2009) found that,
rather than contributing to reduced civic engagement, as Putnam (2000)
and others had postulated, Internet use was associated with increased
engagement, albeit on a very small scale.

Wolfsfeld (1997) noted that, just as there is an imbalance in the influ-
ence of competing antagonists on the news media, there is as well an imbal-
ance in the reciprocal influence of the media on the antagonists. Among
the factors determining this reciprocal influence are, on the one hand, the
organization and resources of the antagonist, its place in the political envi-
ronment, and the importance of the information it controls, and on the
other, the size and status of a given medium and the political influence of
its audience. Conflicts between political antagonists often play out through
the dynamics of these imbalances.

Zaller (1996) provides the right-side bookend here, with his argument
that, at least with respect to political communication, the effects of mass
media, long presumed to be minimal, are in fact enormous. Media, he said,
fundamentally shape the attitudes of citizens who are exposed to them.
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Literature on Language, Symbols, Rhetoric, Drama,
Culture, Pseudo-Events, and Knowledge Structures

Riker (1986) made clear the linkage between rhetoric and strategy, and
made clear as well the place of rhetoric in the present analysis, when he
coined the term “heresthetic” to capture the importance of structuring
situations to assure, or at least facilitate, victory, even in the absence of
persuasion. Here and in a later (Riker, 1996) volume, he provided several
illustrative historical examples.

Much of the scholarly treatment of language and symbols in strategic
political communication traces to the works of Kenneth Burke (see 1966
(originally 1935), 1984), a literary theorist and philosopher. Burke argued
that human motives—and everything we think we understand about
them—are really communication effects, and that this organic communi-
cation takes the form of symbols that are employed situationally. Edelman
(1964, 1971, 1988) made Burke’s and related ideas accessible to political
scientists, and in the process planted the seeds from which grew the study
of political communication and, as part of that process, the political side of
information and influence campaigns. Edelman emphasized the role of
symbols as the psychological organizing loci of politics, as, for example, in
his (1964) delineation of four classes of political language—hortatory,
legal, administrative, and bargaining—distinguished from one another in
their respective uses of referential and affective symbols, and employed
both to reflect and to preserve the power relationships (and, except in the
last of these, the asymmetries) between the affected parties. Graber (1976)
took a wide-ranging look at verbal behavior in politics, starting with such
basic functions as the naming and classification of actors and events, and
moving on to the media, public events, and elites, among other topics.
Writing after Edelman (1964), she picked up on many of his core argu-
ments, but developed them in new and original ways, particularly in a
chapter devoted to condensation symbols. The book is also noteworthy for
its extensive attention to the methods available for studying verbal
phenomena and the challenges associated with the effort.

Anthropologist Edward T. Hall (1971) suggested that communication
varies by the degree to which externalities—things outside the communi-
cation itself—contribute to its meaning. He identified two general classes,
which he termed high-context and low-context communication. Factors
contributing to high-context communication would include such things as
a strong sense of personal and group identity and a clear sense of bound-
aries, a high degree of commitment to relationships, reliance on internal-
ized understandings, temporal flexibility, and active engagement by the
receiver in assigning meaning to the message. High-context communica-
tion derives much of its meaning, then, from the social setting in which it
occurs, and less from the message content per se. Factors contributing to
low-context communications would include a shifting outward (away from
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the receiver) of the locus of meaning, open and changing reference groups,
low levels of commitment to relationships, more reliance on public or
external knowledge, and temporal rigidity. Low-context communication
gets its meaning mainly from the message. The distinction is meaningful
in the present context because it points toward two different communica-
tion strategies, one that is exchange oriented in the first instance, and one
that is delivery oriented in the second. With that in mind, as LeBaron
(2003) points out, special attention must be paid when the communication
occurs across cultural lines. Low-context communicators interacting with
high-context communicators, for example, must recognize that nonverbal
messages may convey more than they customarily would intend, including
aspects of status and identity; indirectness and tact may be more important
than directness and frankness; and it may be beneficial to focus on building
relationships in the near term to facilitate communication effectiveness in
the long term. Similarly, high-context communicators in such a cross-
cultural dialogue would do well to note that messages might be more
likely to be taken at face value and likely to be perceived as less nuanced
than they are accustomed to; that roles and functions may be decoupled
from identity and status; that directness in incoming messages is not
generally meant to offend, and that directness in outbound messages may
not be sufficient to get the receiver’s attention.

Edelman (1993) examined the centrality of categorization schemes and
metaphors employed by political and media elites to political maneuvering
and persuasion, finding that many of these are driven less by facts and
analysis than by the ideology and prejudices of those who adopt them.
Notable among these schemes is the absence of explicit linkage between a
given policy or problem and others with which it is, in fact, connected. The
result, he argued, is that issues tend to be regarded as autonomous, and
broader issue-clusters that may be far more significant tend to be ignored.

In the course of reviewing the literature on language and politics, Graber
(1981) identified the major functions that language plays, among them the
dissemination of explicit information, connotations, inferences, and symbolic
meanings; interpretation and linkage, including reality creation, control
over definitions, manipulation of expectations, and defining interpersonal
relationships; and stimulation to action through direct appeals and mood
creation. As she noted, words and messages can also substitute for action,
even as symbols can also substitute for concrete rewards. Elder and Cobb
(1983) updated and extended Edelman’s early work, using symbols as a lens
through which to view a range of fundamental political processes, including
among others, identification, legitimacy, conflict definition, and mobiliza-
tion. Even the most basic elements of language can have significance in the
context of campaign strategy. Smith (1998), for example, identified a series
of phonetic features in the names of political candidates, then tested their
effect, finding that candidates who scored better than their opponents with
respect to the sound of their names experienced greater electoral success.



206 The IIC Knowledge Base: A Selective Bibliographic Inventory

Smith’s analytical model incorporated three sets of variables—rhythm,
vowel attributes, and consonant attributes—and specified a method of
scoring that should be equally applicable to any other naming objects,
including issues, organizations, coalitions, policies, and the like. Mueller
(1973) linked political language and communication processes with legiti-
macy, arguing that political systems relying on the voluntary submission of
their citizens for stability must maintain control of myth-sustaining informa-
tion and communications. Holmstrom, Falkheimer, and Nielsen (2010)
used the image of a Scandinavian dairy company to illustrate the culture-
bound nature of legitimacy and the challenge it poses in an age of
globalization.

As Edelman (1964) made clear, one important attribute of language is
its degree of ambiguity. Eisenberg (1984) assessed ambiguity as a
component of organizational communication strategy, finding that it
served four distinct functions: balancing the competing needs for consensus
and independence, preserving privileged positions, fostering deniability
(by rendering it plausible), and facilitating organizational change. Allport
and Postman (1946-1947), for example, posited a basic law of rumor: the
amount of rumor in circulation will vary with the personal salience (to
the initiator) of the subject multiplied by the ambiguity of available
information. They posed sixty questions to be used in evaluating rumors,
among them:

e Does the rumor offer an economical and simplified explanation of a
confusing environmental or emotional situation?

e Does the rumor explain some inner tension? Is the tension anxiety,
hostility, wish, guilt, curiosity, or some other state of mind?

®  Does the rumor justify in the teller an otherwise unacceptable emotion?
In telling the rumor, is the teller likely to gain prestige?

e  What relationship, if any, does the rumor bear to the news or the
media?

e Is the story labeled a rumor or a fact? Is it ascribed to an authoritative
source?

Scott and Smith (1969) parsed the rhetoric of confrontation, which they
found to contain several core elements. Among these are radical division,
or the use of language to dramatize the depth of social or political divides;
the rite of the kill, which essentially employs language to establish that a
given conflict is a zero-sum game, in which there can be only one winning
side; and totalism, an expression of complete unity and complete commit-
ment, having nothing to lose and expecting to win. Bowers, Ochs, and
Jensen (1993) looked more broadly at the rhetoric of social agitation and
social control, proposing strategies for each. On the agitation side, they
identified several stages of action including petitioning for change, prom-
ulgation (seeking social support through such devices as picketing,
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leafleting, posters, graffiti, staging pseudo-events, recruiting legitimizing
voices within the media), solidification (reinforcing the cohesiveness of the
group through developing expressive symbols and slogans, internal publi-
cations, songs and other arts), polarization (finding and attacking issues,
individuals, groups, or organizations that represent the opposition in some
highly visible or symbolic way), and nonviolent resistance. On the control
side they noted four rhetorical strategies: avoidance (including counter-
persuasion, evasion, postponement, secrecy with a rationale, denial of
means), suppression (harassment of leading antagonists, denial of demands,
banishment of antagonists, or purgation, i.e., the actual murder of antago-
nists), adjustment (changing the name of an entity, sacrificing personnel,
providing a social space for dissent, incorporating some personnel from
among the antagonists, incorporating portions of the antagonists’ ideology
or program), and capitulation.

Combs (1980) focused on the dramatic aspects of political communica-
tion, which are demonstrated in political rituals and symbolic acts, institu-
tional dramas, leadership, movements, and campaigns. He identified the
elements of these dramas as including rehearsal, scripted lines, gestures,
props, and costume—all physical aspects of dramaturgy—but also fore-
thought about the action to be taken, the focus on a perceived audience, a
sense of the dramatic potential of a given situation, and the actual perfor-
mance. Cohen (1987) showed these same elements at work in the diplo-
matic arena. Gray (2001), in the course of a review of books relating
performance to social activism, noted that social protests tend to be
rehearsed, dramatized and staged with an eye toward their setting,
costuming and props. In his words, “Activists, as the term implies, are also
actors” (64). Though based in an electoral paradigm, Martel’s (1983)
outline of key strategies and tactics of value in political debates reflects a
focus on similar elements of drama.

Boorstin (1961) coined the term “pseudo-event” to describe events that
are not spontaneous, that are staged primarily for the purpose of being
reported, that bear an ambiguous relationship to the underlying reality of
a given situation, and that are often intended to be self-fulfilling prophe-
cies (11-12). He went on to argue that an increasing proportion of people’s
everyday experience of external realities is actually the product of these
artificial constructions. Greenberg (1985) demonstrated the use of staged
media events by Friends of the Earth in the UK to attract public attention
and gain legitimacy. He concluded that the theatrical nature of the events
blended with the group’s serious research met a need on the part of the
media to find a legitimate environmental voice for their stories.

Berger and Luckman (1966) argued that knowledge is a social construct,
and that much, if not most, of our understanding of reality is subjective
rather than objective. Boulding (1969) picked up on this theme, contending
that all human behavior depends, not on knowledge, but on what he
termed “the image.” The word “knowledge” carries with it an implication
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of validity, of some underlying truth. But behavior is based on something
more amorphous, on subjective knowledge, or what one believes to be true.
“The true meaning of a message,” he said, “is the change which it produces
in the image” (7). Nimmo (1974) looked specifically at the manufacture,
distribution, patterns and effects of such images in politics on levels
ranging from the community to the regime. Funkhouser and Shaw (1990)
pointed to the culpability of the media in creating what they termed
“synthetic realities” to serve their own needs. DeLuca (2005) offered a
rhetorical theory of social movements, with particular reference to the
environmental movement, that incorporates an emphasis on imaging and
ideation.

Bitzer (1999) suggested that pragmatic communication—often an
objective in IICs—necessarily involves two rhetorical elements: exigency,
or the presence of some social problem or defect, and remedy, or the avail-
ability of some means of redress. Those engaged in related exchanges, he
said, will focus on such factors as the risk (in time, energy, prestige, danger,
personal commitment, or money) associated with responding, the individ-
ual’s sense of obligation or responsibility (or of other’s expectations in that
regard), familiarity and confidence based on having responded previously to
similar situations, and immediacy, or perhaps more correctly, the belief
that the situation will worsen significantly if not addressed right away.

Kelly (1963) examined the challenge confronting policy experts seeking
to influence policy makers, which centers on the need for communication
upward to the policy elites in a form that will be instrumental and utili-
tarian, and at the same time downward to the public in a form that will
render the expertise understandable and policies that may be based on it
seemingly reasonable and correct. Tichenor, Donohue, and Olien (1970)
found that increasing the flow of news on a given topic produces knowl-
edge gain about the topic on the part of highly educated individuals. The
result is a knowledge gap between the higher and less educated segments
of the audience that may be reduced through continued, intense media
coverage, but that may endure in its absence. Eveland, Hayes, Shaw, and
Kwak (2005) employed a panel design to test several models of unidirec-
tional and reciprocal flows of communication (news) and political knowl-
edge, finding support for the traditional assumption that communication
produces knowledge gain. Gilens (2001) found that policy-specific raw
facts have a substantial influence on the public’s judgments about issues,
and that, as a consequence, ignorance of such facts leads many people to
adopt positions on policy issues that they would not hold were they fully
informed. This effect is greatest for those with the highest levels of
political knowledge.

Fast (2002) argued for the adoption by the U.S. military of a “knowledge
strategy,” one that integrates political, economic, military, and informa-
tional components to project national power through such mechanisms as
information dominance and control over network nodes.
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Literature on Attitudes, Beliefs, Cognitions,
Persuasion, and Resistance

There are many good books available that provide general overviews of
persuasion and attitude change and can serve as points of entry. Perhaps
the best of the early entries in this category was Kiesler, Collins, and Miller
(1969), which appeared at a time of rapid conceptual development. The
book is especially notable for its treatment of two theories, cognitive disso-
nance and social judgment-involvement. The best contemporary example
is O’Keefe (2002), which generally ignores social judgment-involvement
theory, which received relatively little scholarly attention in the interim,
but adds several more recent analytical frameworks. Perloff (2003) drew
some nice connections between these theoretical approaches to persuasion
and the way they are applied in campaign and other settings.

In his seminal work, Lewin (1936) created the foundations of topolog-
ical psychology—a spatial approach (he spoke of the “life space”) to charac-
terizing psychological phenomena that found subsequent applications in,
and fundamentally reformed, the analysis of attitudes. It is this concept
that underlies the notion of cognitive space we have employed in the our
own earlier discussion. Lewin’s book was translated into English by Fritz
Heider and his wife, Grace. So it should come as no surprise that Heider’s
own (1946) brief but equally seminal assertion that a balance among
what he termed “cognitive configurations” was determinative, or at least
co-determinative, of social perception and interpersonal behavior sparked
the development of various schemes designed to characterize and explain
the dynamics of attitudes and other cognitive structures, most notably the
theory of cognitive dissonance. Cartwright and Harary (1956) formalized
Heider’s concept of balance as a series of graph-theoretic relationships, and
generalized it to include asymmetric relationships, units comprised of
more than three entities, negative relationships, relationships of different
types, and such social systems as communication networks and patterns
of power.

It was in this context that Festinger (1957, 1964) introduced, and
through a later series of experiments added dimension to, dissonance theory,
which we discussed at length above and which, arguably, remains one of the
most vital, and most readily applied, theories of attitude structure and
change. Arthur Cohen (1960) tested the dissonance-related effects of
induced discrepancies between attitudes and behaviors, finding that those
who had to work the hardest or overcome obstacles to understand a commu-
nication were likely to experience more dissonance, and hence would be
more likely to change their attitudes than those for whom understanding
came easily or, more to the point, was more greatly facilitated by the
persuader (i.e., “spoon-feeding” the discrepant information). Cohen also
found that those individuals who were most open to new information were
those who were subjected to the least external pressure to accept it. Grupp
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(1971) employed cognitive dissonance theory to explain reported changes
between the motivations to join, on the one hand, and the satisfactions
derived from, on the other, the John Birch Society. In particular, the failure
of the organization to achieve its stated aims was mitigated by the satisfac-
tion associated with participation in its activities and by the social support
derived from sharing that activity with others. Though writing in a different
context, Albrecht and Adelman (1987) offered useful insights on the
processes and importance of social support, the assignment or withholding
of which is one key mechanism in dissonance-based persuasion.

Osgood and Tannenbaum (1955), working within the general frame-
work of balance theories and with an emphasis on semantics, provided an
early attempt to quantify the direction and degree of attitude change based
on what they regarded as the three critical variables: the existing attitude
toward the source of new information, the existing attitude toward the
concept referenced by the source, and the nature of the assertion linking
the source with the content. They anticipated that, when presented with
incongruities (inconsistencies across frames of reference, i.e., the three
stated variables), individuals would adjust their attitudes. Their evidence
supported this expectation, but introduced both an accelerating factor
(polarization) and a retarding factor (resistance due to incredulity). Osgood
(1960) asserted that the congruity approach was superior to other balance
theories because it did a better job of both specifying cognitive interactions
and quantifying the resolution of inconsistencies. Abelson (1959) argued
that resolving structural inconsistencies among beliefs can take any of four
forms: denial, bolstering, differentiation, or transcendence.

Rosenberg (1960) conducted a rather unusual test of the introduction of
inconsistency between beliefs and preferences in which he placed subjects
under hypnosis, introduced preference changes, then measured beliefs in
posthypnotic testing at three time points. A week after the initial session,
he “removed” the subjects’ hypnotically induced amnesia and explained
the experiment to them. Some, it seems, were beginning to suspect they
might have been hypnotized. Before that, however, he did find evidence
that the change in preferences he introduced had indeed carried over to the
associated beliefs.

In a study of voters’ attitudes in the 1980 and 1984 election cycles,
Krosnick (1988) found that those attitudes that people consider to be
personally important to them are more stable over time than those they
regard as less personally important. He also found that variations over time
in the less salient attitudes were the product of true attitude change.
Linking his work to dissonance theory, he went on to speculate that, because
of the bias toward consistency in personally important attitudes, any conflict
induced by a persuasive communication between an important and an
unimportant attitude is likely to be resolved by a change in the unim-
portant attitude, while inconsistency between two important attitudes is
likely to be resolved by denial, bolstering, or some other mechanism.
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Sherif and Sherif (1967) provided a comprehensive summary of the
social judgment-involvement approach to attitude change, which, as
noted, focuses on the success-critical placement of communications in
cognitive space relative to the thresholds of rejection and acceptance, which
are established based on the degree of involvement of the individual in the
attitude in question. Boninger, Krosnick, and Berent (1995) found that
attitude salience is a function of at least three factors—self-interest, social
identification, and value relevance—and that self-interest, in particular,
had a greater impact than previous studies had suggested. Holbrook et al
(2005) found that a high degree of personal salience assigned to an attitude
leads to the acquisition of attitude-relevant information and its storage in
long-term memory, but that relatively extensive knowledge is not a driver
of attitude salience. Personally more salient attitudes were also found to
lead to higher levels of selective exposure to relevant information and to a
greater degree of attitude elaboration, or thinking about the issue.

In both the cognitive dissonance and social judgment-involvement
approaches to attitude change, an important factor in the persuasive impact
of new information is its degree of discrepancy from the individual’s existing
beliefs. Kaplowitz and Fink (1997) examined a number of models for repre-
senting this degree of discrepancy mathematically. Importantly, the authors
also measured the duration of changes induced by more and less discrepant
information, finding, for example, that in some circumstances the more
extreme initial effect of a highly discrepant message may decline over time
to the point where it is less than that of a more moderate one.

Katz (1960) argued that attitudes and attitude change can best be under-
stood in terms of the functions they perform for the individual, which is to
say, the reasons why people hold or change their attitudes. He posited four
such functions: instrumental or utilitarian, ego-defensive, value expressive,
and knowledge—advancing one’s interests, protecting one’s sense of self,
demonstrating one’s values, and organizing one’s world, respectively. Katz
went on to elaborate strategies for arousing and changing attitudes serving
each of these functions. Cook (1980) provided a clear link between the
value-expressive function of attitudes and the use of standards, which he
defined as “ostensibly self-transcendent bases of agreement for justification
of preferences,” as a basis for political appeals. This is precisely the formula-
tion we see in information and influence campaigns that employ codes of
conduct. Interest in this functional approach has experienced something of
a resurgence in recent years. The contributors to Maio and Olson (2000a)
ably summarized recent developments in the literature, in the course of
which they provided an especially rich examination of the several different
functions that attitudes might perform—for example, knowledge
(Thompson, Kruglanski, and Spiegel, 2000), social identity (Shavitt and
Nelson, 2000), and value expressive (Maio and Olson, 2000b)—and the
connections between the functional approach and other perspectives on
attitude change and persuasion—for example, elaboration likelihood (Petty,
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Wheeler, and Bizer, 2000) and social judgment-involvement (Levin,
Nichols, and Johnson, 2000).

Anderson and Fishbein (1965) found evidence that summation theory
provides better predictions of attitude than congruence theory. Fishbein
(1967a, 1967b) then set out the basic terms of the belief-based approach to
attitude change we discussed earlier, including its basic algebraic expres-
sion in which the attitude toward a given object is the sum across all beliefs
about that object of the strength of a given belief weighted by the associ-
ated evaluation. Beginning from Fishbein’s characterization, Danes and
Hunter (1980) examined three factors that might contribute to trans-
forming belief change into intention change, which in the context of their
writing (consumer behavior) is the functional equivalent of what we have
treated here as behavior change; these included consistency, contingency,
and discrepancy relevance. They then tested multi-message modeling
employing these factors, finding the greatest change-inducing effects for
discrepancy relevance. Ajzen and Fishbein (1980) also built on Fishbein’s
summative model of belief-based attitude change by elaborating what they
termed the “theory of reasoned action” and applying it to the prediction,
explanation, and influencing of behavior. Their basic idea was that people
are generally rational, and make systematic use of whatever information
they have at hand. In such a system, intentionality plays a central role.
Ajzen and Fishbein characterized intentionality as a function of two forces,
the preferences of the individual with respect to a given behavior and the
social pressure he or she is under, either to engage in that behavior or to
avoid it. Outcomes, they said, are determined by the degree of continuity
or discrepancy between the two and, where discrepant, by the relative
strengths of each vis-a-vis the other.

As described in detail in the main text, Petty and Cacioppo (1986)
promulgated the elaboration likelihood model of persuasion, which assigns
a central role to the complexity of the information being conveyed in deter-
mining the most appropriate path to successful persuasion—high elabora-
tion for complex information requiring psychological engagement on the
part of the targeted individual, or low elaboration for simpler and less
demanding information.

Converse (1964) argued that politically significant beliefs ought to be
viewed, not in isolation, but in the context of higher level clusters of “idea-
elements,” or belief systems, and that these systems would best be under-
stood as constraints on variability. In a related empirical test, he found that
the level of such constraint declines as one moves from more to less politi-
cally sophisticated individuals. Rokeach (1972), too, examined the work-
ings of belief systems, arguing that beliefs, attitudes, and values are best
understood as distinctive phenomena. And of the three, he argued, values
and value systems are by far the most important. Values, he said, are the
most dynamic of the three because they incorporate not only cognitive,
affective, and behavioral components, but also motivation. Moreover, while
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both attitudes and values are assumed to be determinants of behavior,
values are #/so determinants of attitudes. In addition, values are fewer in
number than attitudes, and thus provide a more parsimonious explanation
of behavior. All of this led Rokeach to call for a shift in scholarly emphasis
away from theories of attitudes and toward theories of value organization
and change.

Zielske (1959) and Zielske and Henry (1980) tested the duration and
decay of message recall in advertising, finding that effects are cumulative
so long as the messages are clustered relatively closely together in time.
Taking a different tack on the question of duration, Petty and Priester
(1994) considered the implications of the elaboration likelihood model for
media-induced attitude change, concluding that efforts to produce lasting
changes in attitudes with behavioral consequences are probably best
accomplished through the central route to persuasion, while efforts to
produce shorter term or less consequential changes in attitudes can employ
the peripheral route. Echoing an argument we have made earlier, they
noted that consequential or enduring attitude change requires that the
individual be motivated to change, and that such motivation is best accom-
plished through strategies that increase the perceived personal salience of
the new information in question.

Doob (1947) defined an attitude as “an implicit, drive-producing
response considered socially significant in the individual’'s society,” a
construct that not only emphasized the cognitive—behavioral link, but also
focused attention on the externalities of attitudes and hinted at the
complexities of their connection to public opinion. Kelman (1958, 1961)
identified three alternative mechanisms of attitude and behavior change
arising from social influence: compliance, identification, and internaliza-
tion. Compliance occurs when an individual is receptive to influence in
order to gain the acceptance or approval (or avoid the disapproval) of a
social group or another individual, possibly, but not necessarily, the change
agent. Identification occurs when receptiveness arises because the indi-
vidual wants to establish a relationship with a particular group or indi-
vidual and sees adoption of the change as the means to this more general
end. Internalization occurs when the content of the new attitude or behavior
itself is judged to be intrinsically rewarding. Schein (1969) examined the
changing of attitudes or behaviors as a phased process, including unfreezing
(motivating to change, as by withdrawing support or confirmation,
inducing guilt or anxiety, or reducing threats or eliminating barriers to
change), changing (developing new responses based on new information),
and refreezing (stabilizing and integrating the changes by tying them to
personality or ongoing social relationships). McGuire (1976), writing in
the context of consumer decision-making, provided a concise summary of
the stages by which individuals process new, incoming, and potentially
persuasive information. These include exposure, perception, comprehen-
sion, agreement, retention, retrieval, decision-making, and action.
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Lewin’s spatial approach has continued to influence the conceptualizing
of cognitive processes and has made cognitive mapping a commonplace
analytical tool. Smith (1968), for example, provided a broadly integrative
schematic map of the relationships among personality, attitudes, and polit-
ical behaviors. Key elements of the map included the historical, economic,
political, and societal contexts that establish meanings and assign cultural
norms; the social environment and experiences that shape the individual
and the way s/he processes information; the structures and functions of
attitudes; and the situational norms and constraints within which the indi-
vidual behaves. Hamilton (1997) delineated what he termed the “omnis-
tructure” by which persuasive messages are processed, which he saw as
including five phases: message exposure, perception, orientation, goal-
directed thought, and causal attribution. He provided detailed conceptual
maps of each process, and of the interactions among them. One interesting
aspect of Hamilton’s approach in the present context is its emphasis on the
stages of evaluation of new information, including both pre-message and
post-message evaluations of the source (e.g., with respect to its dynamism,
competence, and trustworthiness).

Zimbardo et al (1970) considered the circumstance in which a persua-
sive communication is issued in a setting that includes distracting activity.
They found that attention cues play a critical role in such situations. If the
audience is cued that the message is the signal and the distraction is noise,
persuasion will occur. On the other hand, if the audience is cued to attend
to the distraction, it will perceive the message as noise, and persuasion will
fail. Sears and Freedman (1971) reviewed the literature pertaining to selec-
tive exposure and its role in minimizing attitude change. They found some
evidence for the existence of de facto selective exposure in that most mass
media audiences seem to contain over-representations of persons predis-
posed to agree with the views set forth, but more limited support for the
affirmative role typically assigned to purposeful selective exposure in
resisting persuasion. This latter finding, they suggested, pointed to a
greater than expected role for higher-level information processing, which
is to say, the evaluation of information, as a defensive mechanism.
Observing that the mere-repeated-exposure paradigm of influence—in
which a subject is repeatedly exposed to a particular stimulus, toward
which he or she develops a preference—is “a robust phenomenon that . . .
has been demonstrated across cultures, species, and diverse stimulus
domains” (224), Zajonc (2001) argued that such exposure, per se, actually
induces affect irrespective of subjective impression or familiarity, an effect
that is enhanced when the exposure is subliminal.

Chaudhuri and Buck (1995) identified four broad advertising strate-
gies—product information appeals, spokesperson appeals, mood arousal
appeals, and status appeals—which they tested on 240 advertisements for
products in 29 different categories. They found that product informa-
tion appeals (for example, demonstration, comparison, problem solving,
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ingredients, price, value) tended to produce cognitive change in viewers/
readers, and that mood arousal appeals (such as sexual cues, vignettes,
patriotic appeals, nostalgia, fitness, enjoyment, or excitement) tended to
produce affective change.

Kahneman (2003) reprised his work with Tversky (see below), comparing
two systems of cognitive processing, intuition and reasoning, with respect
to their effects on the accessibility of one’s complex judgments and prefer-
ences. He characterized the intuitive system as fast, parallel in form (in the
sense of computer circuitry), automatic, effortless, associative, relatively
inflexible, and emotional; while the reasoning system is slow, serial in form,
controlled, effortful, rule-governed, flexible, and emotionally neutral. The
two systems relate to one another in that judgments and preferences are
controlled by default through the intuitive cognitive system, but can be
modified or deliberately overridden by reasoning (or, by extension, appeals
to reason).

Starting from the assumption that explanations and predictors of atti-
tude organization and change are more or less constant across cultures,
Tanaka (1971) noted that cultural differences nevertheless matter because
they can produce differing evaluative judgments. In a sense this is a
hardware—software argument, with an underlying psychological process
providing continuity of processing, and shared culture determining its
applications. To facilitate effective cross-cultural persuasion, he called for
a multi-channel, multi-stage strategy in which actions are used as the
principal “language” of communication.

McGuire (1961) examined the development of resistance to persuasion
through prior refutation of anticipated arguments, or what has since come
to be known as the inoculation theory of resistance, an approach he posi-
tioned as a means of defending against persuasion based on selective expo-
sure to information. In effect, inoculation takes the ability to control
audience exposure out of the hands of a prospective persuader by pre-
exposing that audience to the message, and in the process raising its aware-
ness of any extant beliefs that might be challenged or circumvented by the
persuader. His study found evidence that this approach does generate a
significant degree of immunity to persuasion. In a related study, McGuire
and Papageorgis (1962) found strong evidence that issuing a prior warning
to individuals that their beliefs are about to be attacked enhances the effects
of immunization against persuasion. Anderson and McGuire (1965)—in
an early test of inoculation theory find that cultural truisms appear strong
but are highly vulnerable to persuasion because of limited experience in
defending them. To get subjects to develop defenses, it is necessary to
threaten them; positive reinforcement does not work. Watson (1969)
delineated several sources of resistance to persuasion, not only in the
personality of the individual (homeostasis, habit, primacy, selective percep-
tion and retention, and dependency, among others), but also in social
systems, where it arises from conformity to norms, cultural coherence,
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vested interests, views that are sacrosanct, and the rejection of outsiders.
Pfau (1997) reviewed the research on inoculation to that date, finding the
theory to be useful in those situations where there is an expectation that
strongly-held attitudes are likely to be seriously challenged. He identified
the key elements of effective inoculation as the introduction of a threat,
which serves as a motivational catalyst, and refutational preemption, which
provides the content with which individuals can defend their existing atti-
tude against change. In one recent anthology, Knowles and Linn (2004a)
provided a particularly good selection of writings on the nature of resis-
tance to persuasion (see, for example, Brifiol, Rucker, Tormala, and Petty
2004), strategies for creating attitudes that display resistance (Wegener,
Petty, Smoak, and Fabrigar 2004), and strategies for overcoming resistance
where it is encountered (as in Knowles and Linn 2004b). Fully half of the
book is devoted to the last of these three foci.

Literature on Public Opinion

If one could read only three books on public opinion, one might do worse
than to select Lippmann (1922), Lane and Sears (1964), and Zaller (1992).
Walter Lippmann all but literally invented the study of public opinion,
even coining the term “manufacture of consent” that would be prominently
adopted by Herman and Chomsky (1988) more than six decades later.
Writing in an era even before the general availability of radio, Lippmann
wrote of the importance of images, or what he termed, the pictures in our
heads, in shaping our views of political reality, of the significance of stereo-
types, of the workings of the newsroom and the role of the publicist, and of
the centrality of all of the above and a host of related phenomena to demo-
cratic practice. Robert Lane and David Sears, writing concisely and in the
midst of the behavioral revolution in American political science, linked
public opinion with the latest theories of the day in social psychology and
attitude change, looking at such factors as cognitive structures, salience,
primary-group influences, the relationship between information availability
and opinion, and the respective roles of rationality, conformity, and intensity.
Their discussion of the pressure toward primary-group conformity was
particularly detailed, including a listing of group characteristics that might
influence conformity, among them size of the group (the smaller the group,
the more pressure toward conformity), frequency of contact, duration of the
group’s existence, degree of member participation in group decisions, cohe-
siveness, the salience of group membership, homogeneity, and feelings of
acceptance, to name but a few (36). John Zaller’'s more recent effort bene-
fited from an additional three decades of research, but also from the rigor of
a razor-sharp analyst. Zaller examined the mechanisms by which news and
other political information diffuse through a population, passing through
the filters of extant values and predispositions, to produce electoral prefer-
ences and responses to public opinion surveys. In his phrase, the “moving
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part” in this argument is media coverage of public affairs information.
It includes two types of political messages: persuasive messages, comprising
arguments or images providing one or more reasons to assume a particular
position, and cueing messages, which provide contextual information
about the implications of the persuasive message. Zaller argued in part that,
the greater a person’s level of cognitive engagement with an issue, the
greater is his/her likelihood of exposure to and comprehension of issue-
related messages, and that people tend to resist arguments that are inconsis-
tent with their predispositions, but only to the extent that they possess the
contextual information to recognize the inconsistency.

Early on, Davison (1958) helped to clarify the boundary between
personal attitudes and public opinion, characterizing public opinion as
comprising a mix of psychological and sociological processes through
which the behaviors of each member of the public relative to a given issue
is a function, not only of the formation of individual attitudes and opin-
ions, but also of group opinion processes, inter-group communication, and
what he termed “personal sampling,” by which he meant a process of
informal, and inherently idiosyncratic, information seeking. Lemert (1981)
argued that the notion of public opinion was itself a subjective one, a self-
generated frame used by an individual to characterize citizen attitudes
toward any given object of controversy.

Downs (1972) identified what he termed the “issue-attention cycle,” a
rhythm of sorts by which the public becomes aware of a given policy
problem, clamors for a solution, discovers the complexities associated with
the various options, and loses interest in the problem. For the strategist,
this suggests both a dynamic that can be exploited to advantage and a
naturally-occurring time constraint that may impinge on a campaign.
Hilgartner and Bosk (1988) approached this problem by treating public
attention as a scarce resource, and modeling the competition for, and selec-
tion of, issue attention in the media and other social venues. They found
that issue growth is facilitated by interactions among various social arenas
(media, foundations, legislative committees, NGOs, etc.), but limited by
their individual and collective carrying capacities (time, space, staffing,
financial resources, etc.). The resultant ebb and flow of issue attention
produces waves of problem definition as cross-cutting networks of inter-
ested parties compete for access to the public agenda. Of particular interest
in the present context was this latter finding—that problem-centered
“communities” of “operatives” exist, and that they interconnect across
seemingly unrelated arenas. These are, in effect, personal links between
nodes in potential issue-specific networks. Henry and Gordon (2001)
tested the notion of cyclic attention to issues on a recurrent issue (air
quality) using a rolling-sample methodology derived from that used in
political tracking polls, finding, among other things, confirmation that the
public reacts less to issue-related messages during periods of declining
interest due to boredom.
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Noelle-Neumann (1974) found evidence of what she termed “the spiral
of silence,” a self-reinforcing tendency within a public to mask or suppress
dissenting views, not as a collective action, but as the aggregate result of
individual self-censorship. The basic argument here was that, for individ-
uals, the fear of social isolation is more important than the risk of error,
which leads them to join in opinions that receive substantial public support
rather than to oppose them. Scheufele and Moy (2000) reflected on this
conceptualization a quarter-century later, concluding that the core notion
may be robust, but that research to that date had failed to account for
cross-cultural differences that impact on the likelihood of expressing a
minority view.

Davison (1983) posited a so-called “third person effect” in which persons
exposed to a persuasive communication in the mass media believed them-
selves to be little influenced, but believed the communication would have
a greater influence on others, who were presumed to be more impression-
able. His analysis concluded with the question of whether individuals over-
estimate the effects of persuasion on others, or underestimate the effects on
themselves. Chong (1996) examined the development of common frames
of reference on political issues. He posited and tested a model with the
following elements: (1) a given issue can be interpreted using any of a
number of frames of reference; (2) differing frames of reference predispose
the individual toward different positions on the issue; (3) an individual’s
preference regarding the issue is based on the frames of reference selected;
and (4) frames of reference can be held in common if there is a particular
interpretation of the issue that has been popularized through political
discourse (200-201).

Mondak, Mutz, and Huckfeldt (1996) began from the common proposi-
tion that social context influences political attitudes, but found this prob-
lematic because people actually function within severa/ social contexts—their
families, neighborhoods, states, nations—more or less simultaneously.
They set out to determine which of these is most important with respect to
economic issues, finding that the accessibility of information is an impor-
tant factor in this determination, and that people generally apply the most
relevant contextual interpretation that is available to them, which may or
may not be the one that is ideally most relevant.

Literature on Agenda Dynamics, Framing,
and Priming

In their modest but exceptionally influential piece stating and testing the
theory of agenda setting, McCombs and Shaw (1972) argued that media
influence public opinion, not by the viewpoints they express, but by the
issues to which they draw attention through the simple mechanism of
affording coverage. They were drawing explicitly here on a statement by
Bernard Cohen (1963: 120): “The press may not be successful much of the



The IIC Knowledge Base: A Selective Bibliographic Inventory 219

time in telling people what to think, but it is stunningly successful in
telling its readers what to think about.” But in naming this observed
phenomenon, McCombs and Shaw placed themselves at the symbolic fore-
front of a significant body of conceptual development. Cook et al (1983)
provided a uniquely well designed test of the impact of agenda-setting in
a study that employed a field experiment with both the general public and
governmental and interest group elites as subjects, taking advantage of
pre-publication knowledge of a forthcoming television news magazine
story and access to the journalists themselves. The authors concluded that
the news story did influence the perceived importance of the issue among
both general and elite audiences, but that collaboration between the jour-
nalists and government staffers, and not the change in public opinion,
accounted for the subsequent policy action. Iyengar and Kinder (1987),
employing experimental design in a laboratory setting in which they
manipulated the order and emphasis of broadcast news stories, found
significant evidence of agenda-setting and priming, a related form of media
influence calling the attention of audience members to particular ways of
filtering their opinions. Willnat (1997) also focused on the underlying
cognitive processes by which media agendas might gain prominence in the
public mind. His analysis, too, centered on priming, or the effects of prior
context on the retrieval of information and its interpretation, which he
viewed as expanding the notion of agenda-setting beyond the mere transfer
of attitude objects to changes in audience attitudes and behaviors.

Dearing and Rogers (1996) provided a comprehensive summary of the
historical development of the concept of agenda setting and of the body of
related research to that point, identifying salience as the “mission critical”
variable in agenda-setting effects. Issue salience, they noted, is determined
by a process of social construction in which cues from the media and from
the communication environment are determinative. Writing nearly a
decade later, McCombs (2004) brought together much of the related
research into an updated statement of the theory. Neuman, Just, and
Crigler (1992) took a different view than much of this literature seems, at
least implicitly, to suggest. They argued that audiences are not nearly as
helpless nor as dependent on the media as some effects theories might
contend, but rather are independent in their thinking and active in
processing information from the news, drawing on a reservoir of common
knowledge and interacting with the media to arrive at the meaning of the
information they receive.

Manheim (1987) delineated the model of agenda dynamics employed
here in Chapters 4 and 5, and specified a typology of hypotheses (510-513)
illustrating its operations both within and across agendas. He identified
four general classes of hypotheses, including those relating to the initial
location of an item on the media, public, or policy agenda; to changes in
the location of the item on one of these three agendas; to the movement of
a given item from one agenda to another (e.g., movement from the media
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to the public agenda, better known as agenda setting); and to the develop-
ment patterns of specific issues or images, or of general classes of issues or
images, over time.

Bakir (2006) employed the Greenpeace—Shell-Brent Spar case to study
use of the media by NGOs to impact the policy agenda. He found that the
primary media effects were the shaping public perception of risk, rather
than of policy preferences per se, and the shaping of policymaker percep-
tions of public opinion. Indeed, according to Salmon, Post, and Christensen
(2003), the goal of so-called “public will” campaigns is to “alter the policy
potential of a social problem in such a way that it moves from having a
relatively low profile on the unstructured and somewhat amorphous public
agenda to a much higher profile on the more structured and concrete policy
agenda” (4). They went on to argue that it is the power, resources, and skill
of those who seek to influence the public to support social change far more
than the objective characteristics of the social problems being addressed
that leads to success in mobilizing the public will.

Berger (2001) in a study of corporate agenda setting, in this case under-
taken by the Business Roundtable, an organization of corporate CEOs,
distinguishes between “public” and “private” agenda setting. The former
has to do with influencing policies of broad or general interest, the latter
with influencing those of narrower scope, lower salience, or more limited
visibility. He identified a space in which private interests have proportion-
ately greater influence, but also one in which their influence can be
constrained by changing the conditions in which it is exercised, notably by
raising (e.g., through the media) the visibility of the issue being contested.

One of the most heavily studied of political communication phenomena
in recent years is framing. Tannenbaum (1955) laid the conceptual ground-
work for the study of framing by pointing out the importance of studying
messages, not as unified wholes, but as composites of multiple elements,
any one or more of which might predispose recipients to a particular inter-
pretation or meaning of the total message. He termed such an element an
“index,” and identified two classes of effects it might have: attracting
attention to the message or influencing how it is decoded. These cueing
mechanisms, Tannenbaum observed, could be verbal or nonverbal in char-
acter. In an essay arguing for the integration of similar conceptual frame-
works across disciplines, Entman (1993) singled out framing as a potential
case in point. In the process, he provided a unifying definition of the term:
“To frame is to select some aspects of a perceived reality and make them
more salient in a communicating text, in such a way as to promote a partic-
ular problem definition, causal interpretation, moral evaluation, and/or
treatment recommendation for the item described” (52). Salience for
Entman had a somewhat different meaning from that we have employed in
the present instance. For Entman, salience referred to making a particular
piece of information more noticeable, meaningful, or memorable to an
audience, whereas we have defined salience in terms of linking information
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explicitly to the extant, self-defined self-interest of that audience, and
might see parts of his definition as more tied to the visibility of the item in
question. These are, however, subtle differences, and while they may be of
interest to scholars, are unlikely to matter greatly to the strategist.
McCombs (2004), on the other hand, argued that framing is essentially a
subset of agenda-setting, which he termed “second-level agenda setting.”
In his view, framing amounts to the establishment in the public mind, not
merely of the issue addressed in media content, but of attributes thereof, by
transferring not merely awareness, but a sense of the issue’s salience as well.

In a classic study of framing effects, Tversky and Kahneman (1981)
found that seemingly inconsequential differences in the presentation of
alternatives—mainly between specific numerical outcomes and probabili-
ties that amounted to the same thing—produced large and systematic
differences in preferences expressed by their experimental subjects. Lundy
(2006) found that the differential framing of benefits in messages directed
at internal audiences within an organization resulted in differentiated
cognitive processing of the topic.

Many contemporary analyses of the media framing of issues trace their
origin to Gamson and Modigliani’s (1989) analysis of media coverage of,
and public opinion regarding, the nuclear power industry. The authors
noted that every issue is accompanied by a sort of culture, an ongoing
discourse of “metaphors, catchphrases, visual images, moral appeals, and
other symbolic devices” (2) that provide interpretations and meanings for
related events as they occur. For many issues, they argued, there also exists
a counter-culture of contrary content, with the result that policy-making
is often a contest of competing symbols, and policy adoption represents the
victory of one interpretation over another. This competition occurs at the
societal level, but also at the individual level, where citizens must make
sense of the alternative constructions of reality with which they are
presented. In the case of nuclear power, the authors identified a series of
“packages” of perspectives on both sides of the issue, thematic bundles that
they on occasion, and we today with regularity, would term frames. They
found tentative evidence that frame-change in media coverage of the issue
contributed to frame-change in public perceptions.

Iyengar (1991) demonstrated that the predilection of television news to
employ episodic framing (stories that emphasize specific events or cases, as
opposed to thematic framing, where the emphasis is on underlying causes
or processes), carries over to the public, resulting in an inability, or at least
a reduced likelihood, to hold public officials accountable for broader prob-
lems and for their resolution. Payne (2001) began a consideration of the
development of international labor standards from the premise that frames
are constructed by what he termed “norm entrepreneurs” in order to maxi-
mize their resonance with audiences. This construction occurs, however,
not in a vacuum, but in a competitive environment where the ultimate
objective may be less to generate audience resonance than to produce
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desired policy outcomes. In that context, the objective of frame construc-
tion is to create a power resource—not new power, but a new or stronger
connection with an existing power structure—that can be employed to
construct new social norms. Entman (2003), in a study of frame competi-
tion following the September 11, 2001 attacks, and more expansively else-
where (2004), proposed a “cascading activation model” in which foreign
policy frames are seen as spreading downward from the top level of a multi-
layered system including, in order, the administration, non-administration
elites, news organizations, news texts, and the public. He concluded that
such cascades help to explain the occurrence of elite discord, which in turn,
creates a political space in which competing frames may develop. In a
subsequent article (Entman, 2008), he extended this analysis to mediated
public diplomacy, suggesting that the influence resident at the top of the
cascade was far more limited in the international system, where it depended
on such additional factors as cultural congruity or the willing acquiescence
of foreign elites, than in domestic political communication.

In an extensive review of the literature, Hallahan (1999) identified seven
different modes—he termed them models—of framing applicable to
public relations, including the framing of situations (or more correctly, of
the relationships among individuals in situations), attributes (characteris-
tics of objects and people), choices (posing alternatives in negative or posi-
tive terms), actions (similar to choices), issues (selection of explanatory
terms), responsibility (attribution of causality, which tends to focus on
persons rather than abstract societal actions), and news reports (use of
culturally resonant themes determined through a competition among
sources), which tend to be employed in combination with one another.

Benford and Snow (2000) offered a richly taxonomic review of the litera-
ture on collective action frames and framing processes, which they saw as
forging a shared understanding of a given social problem among move-
ment adherents, attributing blame for the problem, articulating alterna-
tives, and urging collective action for redress. They argued that action
frames vary with respect to their degree of flexibility or rigidity, their
inclusiveness or exclusiveness, their interpretive scope, and their resonance,
among other factors. Frames are developed and deployed strategically to
achieve such goals as recruitment, mobilization, and resource enhance-
ment, as well as projecting values and beliefs. Ultimately, they suggested,
a key objective is often to re-frame perceptions among extra-movement
audiences so that extant conditions, actions, or events are viewed through
a new lens.

Framing strategies can take advantage of research findings even where
the findings themselves have no direct link to the concept. Brashers (2001),
for example, explored the varied dimensions of “uncertainty management,”
or the steering of communication audiences through ambiguous, complex,
and unpredictable situations in which information is unavailable or incon-
sistent and in which they feel insecure in the level of their own knowledge.
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While he did not address framing per se, his observations may suggest to
the strategist the value in treating with uncertainty, perhaps with an eye
toward either reducing or even increasing it among a given audience,
depending on the objectives at hand.

Pan and Kosicki (1993) argued that news frames are the product of an
interactive “sociocognitive” process involving sources, journalists, and
audience members, all linked together by a shared culture and each playing
a well-defined social role. They saw these arguments as reflected in the
syntactical, script (story), thematic, and rhetorical structures present in the
news, and more to the point here, as products of implicit or explicit
decision-making during the construction of the news.

Druckman (2001, 2004), in a noteworthy and potentially consequential
critique, suggested that framing effects, which seem on their face to under-
mine the notion that people act rationally in rendering political judg-
ments, may be artifacts of the experimental conditions under which they
are established, most notably the forcing of decisions on their participants
absent either context or external social contact, and that these effects can be
largely mitigated when credible advice or assistance in decision-making, in
the form of elite competition (counter-framing), deliberation, or outside
expertise, is available. In a related study, Druckman and Nelson (2003)
found that interpersonal conversations, a mainstay of real-world persuasive
situations which, they argued, tended to be left out of most framing exper-
iments, significantly limit the effects of framing outside the laboratory.

Chong and Druckman (2007a, 2007b) explored yet another determi-
nant of framing effects, the presence of competing frames. Beginning
(2007a) from a discussion grounded in a belief-based approach to attitude
structure and change, they first developed a conceptual model, based
on such factors as the presence and weighting of salience cues and the
degree of conscious deliberation employed by individuals, to suggest which
frame is likely to prevail given the differential information, motivation,
and engagement of the audience. They then (2007b) applied this model
more formally in a series of experiments designed to examine framing
effects in differing competitive environments, finding that in general
frame content proved more important than the frequency of exposure, that
weak frames are generally ineffective and can be counterproductive, and
that the effectiveness of strong frames, though altered, was able to survive
competition.

Nelson, Oxley, and Clawson (1997) focused on whether and how the
framing of news stories actually affects public opinion. They posited a
model in which the influence of framing on opinion is fundamentally
different from the process described in belief-based theories of persuasion.
In belief-based schemes, persuasion occurs when a persuader successfully
delivers new and discrepant information which is converted into attitude
change. The source of influence is thus external to the person being
persuaded. In contrast, Nelson and his colleagues argued, framing works
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not by delivering new information, but by activating existing information
that is already stored in the recipient’s long-term memory. They demon-
strated the distinction with an experiment focused on welfare issues.
McLeod and Detenber (1999) studied experimentally the effects of pro-
status quo framing in television news of social protest—in this instance an
anarchist demonstration—finding that increasing levels of this frame in
news stories led viewers to be more critical of the demonstrators, less likely
to support their right to free expression, less critical of the police, and less
likely to judge the protest successful, or even newsworthy.

Hansen (1991) argued that “cultural resonance” and linkage to powerful
underlying symbolic attachments were essential to understanding why
some environmental issues register strongly among the public while others
do not. In a later study, Hansen (2000) used the Brent Spar controversy to
examine the framing of environmental disputes. He found that Greenpeace
did demonstrate the ability to generate media coverage of its claims, but it
was less successful in influencing the frames that would be employed in
the resulting news coverage. Thlen and Nitz (2008) examined the 2003
competition by opposing interests—environmentalists and the petroleum
industry—to frame media portrayals of an oil exploration project in
Norway. They determined that none of the contestants won the competi-
tion. Rather, the customary “horse-race” frame was adopted by the media.
The authors concluded that interested parties will likely be more successful
in establishing their frames if they rise above a single-issue emphasis and
focus on over-arching master frames with broader cultural resonance. Reber
and Berger (2005) examined framing by the Sierra Club of three core envir-
onmental issues—oil drilling in the Arctic, coal-fired electricity genera-
tion, and urban sprawl—in chapter newsletters as well as regional and
national newspapers. Using the organization’s national website to define
baseline frames, they found, not surprisingly, that the newsletters tended to
follow framing guidance more than the newspapers, though not as closely
as one might expect, and all of these media provided competing frames.
They concluded that the Sierra Club and its allies do enjoy a frame advantage
in the news media, but that the dilution of centrally determined framing
may weaken the organization.

In a study of media framing of the labor movement, Christopher R.
Martin (2004) identified five dominant frames within which labor issues
tended to be presented. They included the adoration of consumerism and
abundance of choice, the absence of a public interest in production, the
driving role of great business leaders and entrepreneurs in the economy, a
vision of the workplace as a meritocracy, and a negative view of collective
economic action. Not surprisingly, he finds these frames to undermine the
claims and interests of labor.

Krosnick and Kinder (1990) used media coverage of the Iran-Contra
controversy, in which the U.S. administration obtained funds from the
secret sale of weapons to Iran and directed the proceeds, again secretly, to
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support militia activity in Central America, to advance the notion of
“priming”—the idea that increased media attention to a particular aspect
of some higher-order object will lead to increased weighting by the public
of that aspect in its evaluation of the higher-order object. In this instance,
for example, media attention to Iran-Contra led to a proportionately greater
weighting of this controversy in the public’s performance evaluations of
then-President Ronald Reagan. Sherman, Mackie, and Driscoll (1990)
found that, after priming subjects in an experiment through the assign-
ment of preliminary tasks that were supposedly unrelated to the actual
experiment, prime-relevant dimensions outweighed prime-irrelevant
dimensions in their evaluations and preferences regarding foreign affairs
and economic policy. They determined that accessibility, rather than
importance or utility, was the operative factor; priming simply brought
the judgments in question more readily to hand.

In an effort to interweave the elements we have been discussing here,
Price and Tewksbury (1997) developed a complex model that integrated
the functions of agenda setting, priming, and framing based on the
psychology of knowledge activation and use. Principal elements of the
model include the knowledge store, or an individual’s existing information
about social objects and their attributes, goals, values, motivations, and
affective state; active thought, or the real-time processing of interactions
with information and the social environment; and current stimuli, which
is to say, the incoming information itself. Arguing that framing itself was
fragmented and lacking in a common perspective, Scheufele (1999) posited
a process model of framing comprising four stages: frame building, frame
setting, individual-level processes of framing, and feedback from audiences
to journalists. He developed a typology based on two dimensions, media
versus individual frames, and framing as an independent versus a depen-
dent variable. With this model as context, Scheufele and Tewksbury (2007)
later reprised the origins and basic tenets of three leading and inter-related
concepts in political communication research that are of interest to the
strategist—agenda setting, framing, and priming—and identified a
number of boundary issues of interest to researchers.

Snow, Rochford, Worden, and Benford (1986) provided a critical
linkage between framing and participation in social movements through
the mechanism of frame alignment processes. These include frame bridging,
or the connection of two or more ideologically congruent frames through
their application to a common issue; frame amplification, or the clarifica-
tion and “invigoration” of a frame as it applies to a given issue; frame
extension, or making explicit the relationship between the frame and
important values and beliefs; and frame transformation, or redefining the
objectives of a movement organization so that they are not undermined by
established interpretive frames. Paul S. Martin (2008) argued that negative
news coverage of social issues stimulates political participation by drawing
public attention to the issues in question within a context that calls for
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policy-related action. Playing off the title of this article just a bit, one
might suggest that bad news for campaign targets is good news for protag-
onists, who are thus encouraged to develop negative frames.

Literature on Selected Elements of Frames and
Messages: Icons, Celebrities, Standards of Behavior,
Branding, Enemy Construction, Critical Events,
and Exemplars

Holsti (1967) applied the then-emerging literatures on belief systems and
on attitude change to explore the construction of enemies in the interna-
tional system, focusing in particular on the nature and source of discrepant
information in efforts to define enemies. Edelman (1988) provided a
systematic view of the rationale for enemy construction and the mechan-
isms through which it can be achieved. Enemies, he said, “are identifiable
persons or stereotypes of persons to whom evil traits, intentions, or actions
can be attributed. Iz is not the harm that matters, but the attribution.” (87,
emphasis added) Bullert (1999) highlighted the importance of enemy
construction—in this case Nike Corporation and CEO Phil Knight—in
the success of the anti-sweatshop movement.

Meyer and Gamson (1995) found that celebrity involvement in social
movements can be either constructive or deleterious. On the one hand,
celebrities can bring hard-to-achieve attention, marquee value for fund-
raising, and other resources to the cause. On the other hand, they can also
be sources of distraction or moderation and, to the extent that they are
independent actors with their own, sometimes broader, agendas, can even
eclipse the issue frames around which localized movements are organized.
Thrall et al (2008) studied the role in issue advocacy and news-making of
more than 200 celebrities, finding that these prominent personalities make
relatively little impact on the shaping of traditional news, but have a signif-
icantly greater, and growing, impact on impression formation through
nontraditional media including entertainment, unmediated narrowcasting
(such as web sites), and horizontal media (such as MySpace, chat rooms, and
email-this-page utilities). One implication the authors noted is that celeb-
rities can play an important role in movement building and mobilization,
even if their impact on traditional news coverage is minimal; and as mass
mediated news itself loses significance to newer and more personalized
forms of communication where celebrities are vital resources, that role is
likely to increase in importance.

Bennett and Lawrence (1995) suggested that certain objects in the news
take on a life that far exceeds that of the event that gave rise to them. These
“news icons” begin as memorable images or word pictures that crystallize
a given originating event, and that are so compelling that they become
vessels of meaning that move across other, topically related stories and



The IIC Knowledge Base: A Selective Bibliographic Inventory 227

provide symbolic cues and cultural linkages suggestive of over-arching
stories or news frames.

Critical events, sometimes referred to as focusing events, include time-
limited or time-specific and generally dramatic interruptions in the normal
flow of events. Examples would include major economic dislocations, envi-
ronmental disasters, intense confrontations (large-scale rioting, terrorist
attacks), fundamental changes in public policy, and the like. Critical events
tend to draw extensive media attention, and to focus public attention; they
redefine the social or political context in some basic way. This creates
opportunities for strategists to exploit the potential for game-changing
shifts in perception. Kraus, Davis, Lang, and Lang (1975) offered a research
strategy for evaluating critical events, which can be important factors in
determining social change and other outcomes. Some of the event attri-
butes they saw as important included the degree to which the event is
spectacular, the level of anticipation built up by the media in advance of a
scheduled event, the availability of independent (unmediated) information
about the event, and the degree of elaboration in subsequent media accounts
of the event. Pride (1995), in a study of conservative activism surrounding
a local school-tax referendum that he treated as a critical event, found, for
example, that the activists were able to use the vote as a fulcrum, and to
reduce post-referendum public evaluations of school performance despite
data to the contrary. Giffard and Rivenburgh (2000) examined the hosting
of global media events—in this instance six United nations summit
meetings—as a means of enhancing the image of the host country. They
found that hosting did raise the news visibility of each country, but that
only the Western hosts, and not those from the developing world, received
more positive coverage than before. Manheim (1990) illustrated the signi-
ficant risks of such hosting with respect to the Olympic Games, finding
that nations that sought explicitly to use the Games to improve their inter-
national images, such as Mexico and South Korea, actually experienced
highly negative portrayals and elevated levels of visibility.

Brosius and Bathelt (1994) compared the effects on personal, and
perceived public, opinion of baseline information in media accounts of
issues and the use of exemplars, or illustrative individual cases. They found,
not surprisingly, a variant of the old saw that a picture is worth a thousand
words, i.e., that exemplars had a strong effect on the perceived distribution
of public opinion and a moderate effect on personal opinion regarding the
issue in question. In a similar vein, Gibson and Zillmann (1993) found
that print news stories that included direct quotations—in this instance
challenging the safety of amusement parks—had a greater impact on
readers than those containing indirect testimony (i.e., paraphrasing) or no
testimony whatsoever.

Ehrenberg (1974) examined the impact of repetitive advertising on
brand preferences of consumers in the context of an awareness-trial-
reinforcement model, and concluded that advertising could reinforce
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existing brand loyalties, but could not drive significant change in brand
preferences or even generate new ones. As he put it (46), “Real conversion
from virgin ignorance to full-blooded long-term commitment does not
happen often.” Spears, Brown, and Dacin (2006) proposed a so-called
Unique Corporate Association Value (UCAV) approach, by which they
sought to quantify the perceptions that various stakeholders hold of a given
corporation, a key datum in assessing such stakeholder relationships.

Laidler-Kylander, Quelch, and Simonin (2007) applied the lessons of
branding directly to NGOs, both advocacy and relief organizations, which
they saw as commanding exceptionally high levels of trust and brand valu-
ations, in the international system. Mapping NGOs in two dimensions by
their function (relief-advocacy) and their scope (national-international),
the authors suggested that branding in this environment has three key
roles—reflecting the mission of the organization, building trust, and
connecting with multiple stakeholders—that can, if developed strategi-
cally, add measurably to the influence and effectiveness of these organiza-
tions. In the process, they distinguish between the two types of NGOs, as
well as between the for-profit and nonprofit sectors, with respect to their
brand-building requirements. Whitmore (2007) provided a case study of
nation-state rebranding, detailing efforts to “show a resurgent Russia in a
multi-polar world, a world in which Russia is confident.” (2) He saw this
campaign as likely to extend to, and intensify before, the 2014 Winter
Olympics in Sochi.

Codes of conduct and international standards regimes are expressions of
commitment to moral behavior that can have substantial symbolic power
when integrated into an IIC. Grant and Taylor (2004) examined the evolu-
tion of a regulatory framework, known as the Kimberley Process, to govern
and ultimately end the trade in so-called “conflict diamonds,” those that are
traded illicitly to finance insurgencies and other conflicts. In the post-Cold
War period, this issue emerged as a major focus of international NGO
activity, which became organized into a series of transnational advocacy
coalitions whose influence, the authors observed, accessed the international
governance agenda in ways consistent with Keck and Sikkink’s (1998)
boomerang model (see below). Bartley (2007a) argued that such transna-
tional systems of private regulation of corporate labor and environmental
practices arising from political conflicts involving states, NGOs and other
actors, i.e., certification associations based in codes of conduct, have emerged
as important non-market-based institutional byproducts of globalization, as,
for example, in the forest products and apparel industries. Bartley (2007b)
used the case of forest certification to illustrate how foundations use their
grant-making to establish a whole new field of activity, populate it with
social movement organizations, and leverage the resultant protest activity to
advance their goals. Seidman (2005) reflected on the development of corpo-
rate codes of conduct and of international regimes for monitoring and
enforcement, concluding that such efforts have limitations, and benefit from
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the active engagement governments and their regulatory systems—another
validation of Keck and Sikkink’s (1998) boomerang model.

Johns (2001), a former parliamentarian and government minister in
Australia, has proposed a code of conduct for NGOs based on the principle
of transparency to which many of them subscribe, and on the content of
codes of business or governmental behavior which they advocate. His argu-
ment is that NGOs are exercising increasing influence in the halls of
government and commerce, claiming to represent and in some measure
substituting for the public, and that, as a result, they should be obligated
to disclose information regarding their internal governance, including
organic documents; their representativeness, including membership,
leadership selection process, and international affiliations; their finances,
including sources and applications of funds; their fund-raising claims; and
the nature of any claims they may make to policy-relevant expertise.

Literature on the Framing of Fear, Guilt, and the
Perception of Risk

Kahneman and Tversky (1979) set out what they termed “prospect theory”—
a stochastic model by which people choose among decision options that
entail risk. The theory comprises two stages, termed editing and evaluation.
In the first, or editing, stage, the options are organized and reformulated in
ways that simplify choice. In the second, or evaluation, stage, the prospect
demonstrating the highest positive value is selected. They suggested that
this model could be applied to a variety of public policy issues, but that deci-
sion weights could be affected by such factors as the perceived likelihood of
occurrence of a given risk-related event, or any associated ambiguity or
vagueness. Flynn, Slovic, and Mertz (1993) examined the differences between
the assessments of nuclear industry experts and the general public of the risk
associated with a high-level radioactive waste repository. They found, not
only that the experts and the public differed in their perceptions of the seri-
ousness of the associated risk, but that they actually employed substantially
different conceptual frameworks to arrive at them. Not surprisingly, the
public assessment was much more negative; it focused on such hazards as
danger, death and destruction. The experts were generally more positive, and
even where negative focused on such alternative constraints as cost, delays,
seismic challenges, and political controversy.

Roser and Thompson (1995) examined the use of fear appeals in
converting low-involvement audiences into active publics. They found
that even a message that conveyed a threat (in this instance environmental)
but provided no cues regarding how to reduce it resulted in increased audi-
ence involvement, perceived risk, and even personal efficacy. Witte (1998),
writing on the use of fear appeals in health-related public information
campaigns, presented a model integrating perceived threat, fear, and
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efficacy, and set forth a series of twelve propositions arising from these
relationships. For example, she argued that, when the perceived threat is
low, regardless of the level of perceived efficacy, fear-appeal messages will
simply not be processed, but under conditions of high efficacy, increases in
the perception of threat will lead to high degrees of message acceptance.
Witte concludes that a communicator can arouse fear to gain compliance
with a desired behavior, but only where the individuals in question view
themselves as having the ability to respond as recommended by the
persuader. Lupia and Menning (2009) developed a model to demonstrate
that the effectiveness of fear appeals used by politicians to advance their
policy interests is not unlimited, but rather, is conditioned by the psycho-
logical profile of the public, which may either facilitate or impede arousal.

Kasperson and his colleagues (Kasperson et al, 1988; Kasperson and
Kasperson, 1996) recognized that the effects of risk on society and on the
institutions charged with managing it are impacted by the way the percep-
tion of risk is processed, and that its passage through various institutions
adds dimensions of social meaning that become fundamentally associated
with the risk. This can produce either an amplification of the apparent risk
or its attenuation, depending on definitional components that are social
constructs rather than direct elements of the underlying risk itself. Their
model of this process (Kasperson and Kasperson, 1996: 97), shown below
in slightly modified form, also suggests the interactions among individual,
social, societal, institutional, and governmental actors that underlie much
of the strategic decision-making in campaigns.

Bakir (2005) found this framework useful in context of a qualitative case
study (Greenpeace-Shell-Brent Spar) in characterizing and evaluating
Greenpeace’s strategy.

Slovic, Finucane, Peters, and McGregor (2004) pointed to two different
ways that individuals process risk, both of which must be taken into account
in risk communication. The analytic system of risk processing relies on
normative rules, probability assessments, logic, and the like to calculate
expectations. It is relatively slow and effortful, and requires relatively
detailed data. The experiential system, on the other hand, is intuitive and
somewhat automatic, operating quickly and easily, and on minimal infor-
mation. These systems operate in parallel and interact with one another,
which has implications for the strategist who seeks either to exploit or to
mitigate perceptions of risk. Savadori et al (2004), in a study of risk percep-
tions associated with several biotechnology applications, found substantial
differences between experts (in this case professors and graduate students in
biology at an Italian university) and the general public (represented here by
persons with no formal training in biology). Specifically, they found that
the public assigns consistently higher levels of risk to both food and medical
applications than do experts, with variations attributable to potential harm
and benefits, scientific knowledge, and familiarity in the case of food, and
to potential harm alone for medical applications. Experts differentiated
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among the food-related applications based on potential harm and benefits,
and among medical applications based on potential harm, the number and
type of people exposed, and scientific knowledge.

Building primarily on the work of Slovic, and of Kahneman and Tversky,
Gardner (2008) provided an especially accessible treatment of the underlying
science of fear and the processing by individuals of information related to it.
He identified several explanatory heuristics, or “rules,” including:

e the anchoring rule—based on intuition rather than reason, the
tendency to fix on recently available information (a number, a recent
event) to shape one’s decision-making,

e the rule of typical things—again based mainly on intuition, the
tendency to see the world through the lens of existing stereotypes and
expectations as to how things are,

e the example rule—also known as the availability heuristic, is an
assumption that the easier it is to recall an example of something, the
more common that thing itself must be, and

e the good-bad rule—or the affect heuristic, by which snap intuitive
judgments about the risk or reward of something guide subsequent
decisions and actions.

Gardner provided numerous links between these rules of thumb and the
use of fear appeals with respect to terrorism, crime, nuclear energy and
other issues. Mlodinow (2008), whose work is also grounded in part in that
of Kahneman and Tversky, examined a number of similar questions from a
somewhat different perspective, namely that of how individuals under-
stand and deal with randomness and the associated uncertainty.

Nohrstedt and Tassew (1993) provided an annotated bibliography of
research on media coverage of risks, disasters, and crises organized around
three basic perspectives on communication: injection, or linear, unidirec-
tional communication between sender and receiver; tuning, or communi-
cation that is adjusted by the sender to accommodate attitudes, perceptions,
or other attributes of the receiver; and dialogue, or communication that
incorporates interaction between the sender and receiver.

O’Keefe (2000) surveyed the research literature on the use of guilt to
produce persuasion. He found evidence that more explicit guilt appeals
arouse more guilt than do less explicit appeals, but that the latter appeals
are actually more persuasive. Of particular interest in the present context,
however, might be O’Keefe’s summary of research showing that appeals
based on claims of hypocrisy, which is to say, a special case of inconsistency
or imbalance in which reminders that the target’s of persuasion have
espoused preferred values in the past but have failed to act on them, may
be especially effective in advocacy situations where the attitude or behavior
in question is salient.
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Literature on News Management and the Norms
of Journalism

Molotch and Lester (1974) argued that news is a constructed reality, and its
content is the product of “practical, purposive, and creative activities on the
part of news promoters” interacting with journalists (termed by the authors
“news assemblers”) and audiences. They identified four classes of news events,
including routines, accidents, scandals, and serendipitous events, each
presenting different challenges to those who would control the news and to
those who consume it. News, in their view, is a means by which those who
hold power control the experiences of those who do not. In a subsequent case
study (Molotch and Lester, 1975) of coverage of the 1969 Santa Barbara oil
spill, a seminal event in the rebirth of the environmental movement, the
authors determined that federal officials and corporate spokespersons had
much greater upstream access to this “accidental” news than did local offi-
cials or conservationists, with the result that symbolic and pro-establishment
topics and those with national as opposed to local implications prevailed.

In one of the earliest studies of newsroom decision-making, Tunstall
(1971) explored the sociology of one corner of the culture of journalism,
the expectations, behaviors, and professional interactions of specialized
correspondents, and in the process opened several lines of inquiry that
would soon be pursued by others. Tuchman (1973) focused on the core
challenge of creating predictable workplace routines where the objective is
to cover unexpected events. He posited several types of news—hard news,
spot news, developing news, and continuing news—finding regularities in
each classification that help to reduce the variability of the raw material
from which news is constructed. Indeed, 1973 was a sort of kick-off year
for studies of the biorhythms of the newsroom, as Epstein (1973) and Sigal
(1973) both published significant entries. Epstein examined news routines
at the major television networks, while Sigal focused on the interface
between reporters and newsmakers in the form of foreign policy decision
makers. Of interest here is Sigal’s identification of four bargaining games
that reporters and officials play—internal bargaining between reporters
and their news organizations (e.g., for space and time), bargaining among
reporters on a given beat (e.g., get the story first, but don’t be the only one
with it), bargaining between the reporter and the sources (trading informa-
tion and implied knowledge), and bargaining among the sources as they
strive to control the news—the collective result of which is the daily dose
of news content. Journalist/sociologist Bernard Roshco (1975) followed
shortly afterward with a similar analysis, albeit one grounded in the argu-
ment that media content is primarily reflective of the relationship between
the media and other social institutions, a relationship that is serviced
through news routines. Gans (1979) focused on the values, professional
standards, and external pressures that guided journalists shaping the news.
Bennett (1996a, though first published in 1983) carried much of this
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analysis to its logical conclusion, suggesting that the world of politics
defined by the news is illusory, a social construction that amounted to little
more than a facade. He characterized the news as being personalized,
dramatized, fragmented, and normalized—biases arising from the require-
ments of the news-making process rather from events themselves. News
and image management, in this view, is a natural outgrowth of a funda-
mental socio-political process. He later (1996b) posited five rules for jour-
nalists representing politics in the news—building a storyline, indexing
sources and viewpoints based on the scale and content (and boundaries) of
conflicts among key governmental or other powerful players, following the
trail of power as a means to expand a story beyond its normal limits, basing
the story in familiar elements of the extant political culture, and leveraging
any credible, spontaneous images that may arise to challenge establish-
ment boundaries on the storyline. Johnson-Cartee (2005) explored in detail
the social construction of news, and particularly news narratives, and its
transference into the construction of a broader political reality, with an
empbhasis on news rituals and standardized frames.

Earlier (1990), in a work of particular interest to the strategist, Bennett
had posited an “indexing hypothesis” according to which news content
tends to be “indexed” to the range and dynamics of debate among official
sources, and is not driven by public opinion. He then measured the
frequency, direction, and sourcing of all stories in four years of New York
Times coverage of the Nicaraguan Contras, finding substantial support for
this notion. Jha (2007) provided a de facto test of this hypothesis over time,
finding that journalists covering the anti-globalization protests in 1999
were more likely than those covering the anti-war protests of 1967 to rely
on official sources, the availability of alternative sources, research and
analysis via the Internet in the more recent case notwithstanding.

Building on Bennett (1996a, 1996b), Ryfe (2006) identified two distinct
classes of rules that explain the similarity of content across news organiza-
tions. A constitutive rule tells us what something is, while a regulative
rule tells us something about it. That news is story-based defines (in part)
what it is; that reporters should rely heavily on official sources establishes a
rule for the creation of those stories. These rules establish assumptions or
expectations about the news that create a sort of regression toward the mean
in journalistic behavior, with the effect that independent journalists or
news organizations acting independently tend to produce the same result,
which is to say, similar news. Wittebols (1996) studied news coverage of
protest on U.S. and Canadian television, finding that the extent and tone of
coverage of domestic protest is guided by the extent of related debate
among policy elites, while coverage of protests in other countries generally
corresponds with the home government’s foreign policy vis-a-vis the
country in question.

Rada (1977) illustrated the use of staged events, provocative language,
venue escalation (local to national), violation of sanctuary spaces (e.g.,
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demonstrating outside spaces for which permits have been obtained or in
spaces where such displays are not normal or generally allowed, such as a
building lobby), by which a small, minority-based union local was able to
force the media to cover its strike. Ultimately, the strike succeeded only
when the union recruited a celebrity (Cesar Chavez) to its cause, and when it
successfully pressured the struck manufacturer’s principal customer to press
for a resolution—in effect an early application of power structure analysis.
Livingston and Bennett (2003) studied the dynamics of event-driven news,
or that which arises spontaneously from events, as opposed to that generated
by elites operating within institutional settings. Historically, they argued,
such naturally-occurring news has represented a small minority of stories,
with most news being, in effect, manufactured, or at the very least controlled,
by elites. New technologies that can empower non-institutional story initia-
tors and/or give journalists themselves greater access to previously tightly-
managed events seemed to threaten the dominance of officialdom in defining
events for the public. In this test focusing on international news, however,
the authors found that, even as new technology opened up a wider range of
stories and sources, journalists routinely turned to official sources for valida-
tion, which suggests that the indexing process previously described by
Bennett (1990, 1996a) still sets the boundaries of what constitutes news.
DeFleur (1970) challenged the myth structure of news-making from a
structural perspective, treating the media as a social system. Most notable is
his schematic drawing of this system (166), which illustrates such structural
components as legislative and regulatory bodies, advertising and market
research agencies, the production and distribution systems, and the audi-
ence, and their interconnection through the exchange of financial, political,
and ideational resources among them. Donohue, Tichenor, and Olien (1972)
employed a similar social systems perspective to the mass media, focusing in
their case more on function than on structures, with the primary function
being information control, primarily in the form of gate-keeping. Herman
and Chomsky (1988) took on the myth of the media—that news organiza-
tions are hardnosed and single-minded in their pursuit of truth—from an
ideological perspective, arguing that the media are actually defenders of
privilege, including their own. This fundamental social conservatism, they
said, marginalizes dissent, producing asymmetries in media access that
mirror larger power asymmetries in society as a whole. They suggested that
the best way to understand the media was as agents of propaganda.
Manheim (2008) proposed a typology of journalistic forms based on two
dimensions, hunter-gather versus cultivation, and basic versus enriched. This
produced four distinct classes of journalistic practice: basic hunter-gatherer,
which he characterized as fact-centered and assignment driven; basic cultiva-
tion, or news that is source-centered and beat-driven; enhanced hunter-
gatherer, which incorporates investigative and explanatory journalism; and
enhanced cultivation, or “enterprise” journalism that is reporter-defined.
Each form of news poses a different challenge to the strategist. For news that
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is fact-centered, which he argued is the most common form, the challenge is
to control the facts; for news that is source-centered, control access to the
source; and for news that is explanatory, control the explanation. Enterprise
news is the most difficult form to control, but also the least common.

Soley (1992) illuminated the use and influence of policy experts who are
used by journalists (or on their own initiative) to contextualize and explain
the news. He found these experts to constitute a distinct class of influen-
tials, nurtured in part by think tanks and universities (see Dye, 2002, on
these relationships), but a class containing its own elite of seemingly gener-
alized experts who are called upon, in a sense, based as much or more on
their own iconic identities as on their particular issue-specific expertise.
Flynn, Slovic, and Mertz (1993), as noted elsewhere, suggested by implica-
tion that this reliance on experts can create an interpretive gulf between
the media and their audiences. Steele (1995), in a study of experts appearing
in media coverage of the Persian Gulf War, found that news organizations
that used experts to help interpret events selected sources that reflected the
professional ideology of journalists, particularly those who emphasized the
players, policies, and predictions of what would happen next, as opposed to
alternative interpretive frames.

Setting an interesting benchmark for change, Dennis (1991) argued that,
at that point in time, environmental activists did not understand or appre-
ciate the significance of the conventions, ground rules, traditions, or institu-
tional culture of the news media, while the complexity of environmental
issues, interacting with those systemic factors, led to coverage that was frag-
mented and generally uninteresting, while Gottleib (1991) suggested that
the movement itself, with its greatest energy evident at the grassroots level
and not fully reflected in its top-level organizations, was not yet positioned
to advance these issues. Miller and Reichert (2000) argued that, because
contentious stakeholders in environmental disputes have tended to compete
within the media not by changing positions or offering new facts, but by
altering the frames they advance, the strategy of the environmental interests
could be advanced by examining these frame transitions.

Writing from the perspective of those who are likely to be targets of IICs
and related outside attention, Messick (1999) focused on the tactics of
concealment and obfuscation within organizations, either to conceal infor-
mation or to create false impressions. He was concerned not about trade
secrets or other generally legitimate proprietary information, but about
what he termed “dirty secrets,” knowledge about real or potential wrong-
doing that must be concealed from competitors, regulators, adversarial
attorneys, the media, and the general public, not to mention from likely
protagonists in a campaign. Examples might include criminal behavior,
other forms of illegality, false or deceitful records or practices, or harmful
products or deeds, to name but a few. It is easy to see why such information
might have particular value in the context of an IIC. Among the strategies
he delineated were confidentiality or non-disclosure agreements; expansive
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classification schemes or definitions of just what constitutes confidential
information, or just what might be covered under attorney-client privilege
where litigation is involved; what he termed patterned amnesia, or the
inability by the organization to recall certain critical information; and the
use of smoke machines, or procedures and strategies that are designed to
generate doubt, suspicion, or uncertainty about the existence of dirty secrets.

Finally we note that Jamieson and Campbell (2001) have provided a
comprehensive overview of the structures and processes of the media,
including advertising, as components of campaign strategy.

Literature on Digital Media

Perhaps the broadest, and one of the most insightful, looks at the effects of
technological change on political life is provided by Bimber (2003), who
identified a series of four information revolutions in American politics, of
which the current era of information abundance is the most recent. He saw
this as a period of leveling, in effect, in which the “traditional boundaries,
resources, and structures of organizations have less influence over who has
facility with political information and communication and who does
not . .. As a result, processes of political intermediation, organizing and
mobilizing appear to be changing” (229).

Though computer-based media had been available for many years
before, it was around 1995, with the development of the World Wide
Web, that the Internet first emerged as a viable factor in politics, and its
emergence as a potent force, while now widely recognized, continues to
evolve. As a result, scholarship on this topic typically has a very short half-
life. Still, we can point to some notable efforts. Davis (1999), for example,
provided an early and useful survey of political uses of the Internet, most
notable in our context, perhaps, for its concluding chapters on virtual citi-
zenry and the Internet as a forum for political participation. Tom Price
(2000) reviewed some of the ways this new style of activism was mani-
festing itself with respect to the business community, both directly and
through public policy initiatives. Within a short time, as noted by
Rheingold (2002), new and important technology-based forms of activism
had emerged. So-called “smart mobs,” for example, could be mobilized on
short notice, either via the Internet, extensive electronic mail networks, or
even cell phones and text messaging, to generate swarms of activists at a
physical location or a virtual one. Chadwick (2006) provided an especially
thorough survey of the interplay between politics and the Internet,
including but not limited to democratic norms and practices, the mobili-
zation of interests and social movements, changes in the nature of
governing, and new challenges with respect to surveillance, privacy, and
security, as well as to the economics and governance of the Internet itself.

Writing before the emergence of the World Wide Web, Myers (1994)
identified several characteristics of computer networks and communications
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that had the potential to enhance social activism. At the time, the principal
ways that social movements employed computers for communication
included email, information clearinghouses, and electronic bulletin boards.
These computer applications were found to have an attractive speed-to-cost
ratio, the ability to replicate information accurately across thousands of
nodes, and substantial potential for interactivity. In the context of social
movements per se, Myers saw the technology as enhancing the micro-social
environment of geographically dispersed movements, providing means for
message control much greater than those afforded by traditional news
management efforts, creating the ability to generate virtual density for a
given movement, and forming and coordinating coalitions. At the time of
his writing, the principal constraints on achieving these benefits were the
high cost and limited availability of, and the limited facility of activists
with, computers and computer networks. Today, of course, those constraints
no longer apply, and the effects Myers predicted have only been amplified
by subsequent developments in both hardware and software.

Through a series of interviews with activists, Pickerill (2001) examined
the use of the Internet by environmental activists in the UK, focusing on
five issues: problems associated with Internet access by activists, the risks
of Internet surveillance of activism, the potential of the Internet as a mobi-
lizing force, the development of online tactics, and the potential environ-
mental harm posed by computer technology itself. She found that activists
were better able to control the content and distribution of their messages
and reach a far wider audience, all at a lower cost than through traditional
media; were able, through nonhierarchical forms of organizing, to avoid
containment by either states or multinational corporations; to increase the
cohesion of their movement both by reinforcing movement networks in
the physical world and through engaging in virtual actions; to employ
“swarming” and other new tactics; and to communicate and to act more
quickly and more frequently, unconstrained by geographical boundaries
and distances; all while maintaining a pragmatic view of the effects of their
reliance on this technology.

Subramani and Rajagopalan (2003) proposed a typology for deter-
mining the influence of viral marketing in online social networks based on
two dimensions, whether the influencer (i.e., each individual forwarding
the information) is passive or actively persuasive, and whether the network
externalities, or the added benefits arising from broad adoption of the
marketing object, are high or low. In the passive—low configuration, for
example, awareness is created and benefits are signaled; the viral influence
is basically informational. In the active—high configuration, on the other
hand, influencers are, in the authors’ terms, motivated evangelists, and
their influence is primarily normative. Their conclusion: viral marketers
should recognize that influencers are not their de facto agents, but are
knowledgeable helpers within a given social network. Explicit efforts to
co-opt them are likely to prove counterproductive.
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Micheletti and Stolle (2004) examined 3655 emails generated in a 2001
“culture jam”—in effect a pseudo-event challenging the company on its
self-expressed values—targeting Nike on the issue of sweatshop labor as
part of a larger campaign that was by then in its tenth year. The core event
was a request by a campaigner that Nike produce a pair of customized
shoes with the name “sweatshop” on them. The resulting email exchange,
which the activist shared with a few friends, spread virally to an estimated
11 million people around the world, producing the unsolicited responses
studied by the authors. They concluded that traditional examinations of
social movements were increasingly outmoded because, with their tend-
ency to focus on formal organizations and governmental institutions, they
overlooked the emerging, viral, and less institutionalized phenomenon of
“discursive political consumerism,” facilitated by new media, that treats
the marketplace as a political arena in which to target not only corpora-
tions, but also lifestyles and social values.

Feldner and Meisenbach (2007) studied the use of a website, SaveDisney.
com, to challenge the legitimacy of a major corporation, but not by the
traditional type of corporate critic. Rather, the challengers were former
insiders, including Roy Disney and another former director, who formed
an alliance of shareholders to challenge management on a matter of corpo-
rate governance. The campaign employed general themes of transparency
and empowerment centered on a highly interactive website, and succeeded
in forcing the resignation of the company’s CEO.

Karpf (2008) provided a four-part typology of blogging by activists on
the Internet, using the dimensions of the underlying software platforms
(open or closed authorship) and the source of the blog’s reputation (personal
or institutional), then mapped the top twenty-five progressive and conser-
vative blogs into the resulting two-dimensional space.

Baker (2008) has a rather different take on the utilization of new
technologies, focusing not on the Internet, but on the ever-increasing
capability of commercial, political, and other actors to mine databases that
themselves contain ever richer and deeper data on more and more people.
It’s a theme that Waller (2003) began to explore with respect to commer-
cial data system development, but Baker’s treatment is more complete and
more nuanced, though it ends with a similar conclusion: those who under-
stand and control all the data—a technological elite he labels the
“Numerati”—exercise the real power in contemporary society. Zarsky
(20006) offered a similar argument, but from the perspective of the end-
user. In an examination of online information collection, with particular
empbhasis on the user-specific tailoring of online advertising and marketing
materials (cf. Leizerov, 2000, discussed elsewhere), he agreed that these
methods were more effective than traditional forms of targeting, but
argued that they can be unfair and highly manipulative.

If data-driven new-media campaigns and strategies have become ubiq-
uitous, and if, as those like Baker (2008) would argue, the manipulation of
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data and media is a step toward the manipulation of the people who provide
and use them, is there not then a danger that those citizens are facilitating
processes through which they themselves are being “managed”? That is the
question addressed by Howard (2006), who described the transformation
of campaign organizations into what he terms the “hypermedia campaign,”
or one in which information technologies have been so thoroughly inte-
grated into the organization that it has come to be organized around them,
rather than around more traditional campaign functions. Though Howard
wrote primarily in the context of electoral campaigns, much of his analysis
is more generally applicable to the world of IICs.

Literature on Propaganda and Information Operations

It is not my purpose here to review the full, and extensive, literature on
propaganda and its study. But neither should we overlook the lineal intel-
lectual ties between propaganda, on the one hand, and either persuasion
or the more general strategy of the information and influence campaign,
on the other. The Institute for Propaganda Analysis (1937) offered an
early, and now classic, delineation of seven basic propaganda techniques,
including name calling (negative labeling), glittering generalities (the
deliberate use of ambiguity and abstract terms), transfer (of the perceived
properties of some favorably viewed object to a new object being promoted),
testimonial (providing social support for a message through endorsements
by individuals possessing high credibility with the intended audience),
plain folks (emphasizing shared status or interests with the audience), card
stacking (selective use of information, or outright deception, to provide a
one-sided view), and band wagon (an appeal to join the crowd and, by
extension, avoid being left out). Fleming (1995) evaluated these techniques
in the context of six basic principles of general semantics, concluding that
all seven are classic violations of these principles.

As ably chronicled by Glander (2000) in his insightful history of the rise
of mass communication research, and illustrated by numerous scholars and
practitioners over the past century from Harold Lasswell (1927) and Edward
Bernays (1928) onward (see, for example, Buitenhuis’s (1989) examination
of the use of literature as propaganda; Hovland, Lumsdaine, and Sheffield’s
(1949) generalizations based on studies of Army training and propaganda
efforts; the four working papers by Hideya Kumata and Wilbur Schramm
in Institute of Communications Research (1955) detailing the differing
approaches practiced in Japan, Nazi Germany, Great Britain, and the Soviet
Union; Qualter’s (1962) treatise on the connections between propaganda
and psychological warfare; Packard’s (1957) conspiratorial opus on the
psychological seduction of consumers; Brown’s (1963) essay on persuasive
techniques ranging from propaganda through religious conversion to brain-
washing; Ellul’s (1965) exposition on the success-critical factors and the
effects of propaganda in attitude formation; Combs and Nimmao’s (1993)
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assertion that propaganda is, in their phrase, “inextricable woven into the
fabric of our civilization” by virtue of the contemporary ubiquity of
marketing and other persuasive communications, or Marlin’s (2002) riff on
this latter point (and on Ellul), using the widespread daily experience of
propaganda as a pad from which to launch a relatively philosophical disqui-
sition on the many ethical questions that such efforts raise), the study and
application of propaganda and of the persuasive effects of mass communica-
tion have been inextricably interwoven over many years.

In some of the earliest work on this topic, Hoffer (1942) argued that the
best constraint on propaganda is not counter-propaganda, but education,
both as to the topic of the propaganda and as to its existence per se. Alfred
McClung Lee (1944, 1945) focused on the role of the protagonist’s interest
in the assessment of propaganda, offering five more or less distinct
approaches to propaganda analysis, or perhaps more correctly, five levels of
analysis: societal, social psychological, communicatory, psychological, and
technical. Each addresses different questions or concerns. At the societal
level, for example, the focus may be on the struggle between contesting
points of view and their advocates, while at the social psychological level
questions arise regarding the particular folkways, mores, perceptions and
sentiments at which appeals are directed. Communicatory analysis centers
on channel characteristics, financing, and even regulatory regimes, while
that at the psychological level might emphasize the personality types that
are targeted or potentially susceptible to influence. The technical approach,
in Lee’s analysis, focuses on propaganda techniques, of which he offers a
fairly self-explicating inventory similar to that advanced a few years earlier
by the Institute for Propaganda Analysis (1937): issue selection, card-
stacking, simplification, name calling, glittering generalities, transfer,
testimonial, plain folks, band wagon, hot potato, and stalling.

Ectinger (1946) was perhaps the first scholar to examine systematically
U.S.-directed propaganda efforts using the mandatory foreign-agent regis-
tration data maintained by the Department of Justice, though today we
would judge his analysis to be highly subjective. He noted the importance
assigned to American public opinion because of the nation’s dispropor-
tionate international influence, and the “unchecked” availability of the
U.S. public to manipulation by foreign governments. Included in Ettinger’s
analysis were examples of large-scale campaigns, publicity stunts, and
appeals to the self-interest of the audience.

Davison (1971) saw the news media as primary targets and instruments
of propaganda, the ingenuity, volume and complexity of which he saw
increasing with each new development in communications technology.
The objectives of these efforts were four in number: mobilizing hatred
against an enemy, preserving the friendship of allies, preserving the friend-
ship and procuring the cooperation of neutrals, and demoralizing the
enemy. While these are primarily conflict-related goals, they have obvious
parallels in applications to IIC settings. Davison’s analysis also included an
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examination of the monetary costs of contemporaneous international
propaganda—high in absolute terms, but relatively modest as instruments
of public policy go—as well as thumbnails of early propaganda efforts by
Alexander the Great, Frederick IT of the Holy Roman Empire, and
Napoleon, among others.

White (1971) provided criteria for marking the moral boundary between
persuasion and propaganda. On the side of the line he deemed “inherently
legitimate”: getting and keeping attention, establishing and maintaining
rapport, building credibility, appealing to emotions, and action involve-
ment, or persuading by encouraging the subject to engage in pro-message
behaviors. On the other side of the line: lying, innuendo, presenting
opinion as fact, deliberate omission, and implied obviousness, or “speaking
as if [the propagandist’s} own version of reality were already established,”
as in the deliberate use of nouns, labels, and other language constructed
within that reality (33). Similarly, John L. Martin (1971) proposed a
distinction between two classes of propaganda, persuasive communication
and facilitative communication, and argued that by far the lion’s share of
international propaganda is of the latter type, the purpose of which is
simply to open channels of communication with a potential audience. He
further distinguished between such propaganda having an effect and being
effective, a distinction that is mirrored in our own discussion of IICs.
Effectiveness, argued Martin, requires adoption of an articulable objective,
prediction of a desired effect, control of the message and its delivery, and
an outcome that matches intent. In a subsequent work (Martin, 1982), he
characterized the use of disinformation in propaganda, which he saw as
comprising two stages, creation of a forgery or fabrication followed by a
publicity campaign to use the result to psychological advantage. Martin
argued that this technique would only be used where the real facts or trends
were disadvantageous to the initiating party.

Walton (1997) identified ten defining characteristics of propaganda,
including a structure as dialogue between a proponent, usually active, and
a respondent, usually passive, that is often, but not always, asymmetrical,
message content that amounts to an argument; possessing a purposive
quality or goal direction; an element of agency, in which the proponent
represents an organized interest; indifference to logical reasoning; one-sided
argumentation; compliance-seeking as a central objective; claiming justifi-
cation based on the value of the result (e.g., elimination of fear or threat);
the use of pejorative language that creates positive feelings toward the view
that is advocated and negative feelings toward all other views; and, implic-
itly or explicitly, the elements of a quarrel with good guys (us) and bad
guys (them). Many of these elements tend to be present in IIC discourse.

Gough (2003), in a paper prepared for the U.S. Army War College,
provided a history of American efforts to exercise strategic influence,
finding that the periods of greatest success shared certain characteristics,
among them permanence of organization, assignment of specific roles and
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responsibilities to all agencies involved in the effort, top-level interest and
guidance, full-time staffing, and access to key policy-makers. In sum, the
efforts were judged to have proven most efficacious where the U.S. govern-
ment has committed the infrastructure required to sustain them and, in
contrast, to have proven least efficacious where it has not done so. Beavers
(2005) emphasized the doctrinal need for the military, which engages in
both activities, to distinguish between information operations, on the one
hand, and perception management, on the other—if only to preserve its
credibility in the former. Corman, Trethewey, and Goodall (2007) argued
that message-based strategies were doomed to failure in the war of global
ideas, and that an alternative relation-based and iterative model, one that
inherently recognized the interactive nature of global communication,
would be more likely to succeed.

In a RAND Corporation analysis aimed at formulating a U.S. strategy
employing information and influence campaign techniques to reduce the
threat posed by Islamic terrorism, Cragin and Gerwehr (2005) provided a
brief but relatively comprehensive overview of approaches and an extensive
bibliography of related intellectual resources. Set in the context of military
psychological operations, as opposed to information operations—a signifi-
cant difference of perspective in government-speak—the analysis focused
on the objectives of compliance (“believe what you want, but do what we
say”), conformity (“do what your context suggests is appropriate”), and
conversion (“believe what we say, then behave accordingly”) among key
audiences including communities of varying sympathies and value.

Jessee (2006) argued that the terrorist group Al Qaeda, having adopted
tactics used earlier by the IRA and the Italian Mafia, and routinely by
many national governments, is the most effective contemporary non-state
actor in employing denial and deception to advance its strategic ends.
Denial in this context refers to channel blocking—eliminating channels of
information through which an adversary (or, one might add, an interme-
diary) could independently obtain information; deception refers to actions
that cause an adversary (or intermediary) to believe something is true when
it is false. Jessee found that Al Qaeda routinely builds denial and deception
into its tactics in such diverse areas as banking, travel and documents,
donor relations and charities, communication, framing of events, and
Internet activity, and provides instruction in both techniques as part of its
operational training materials and practices. Torres, Jorddn, and Horsburgh
(2006) analyzed more than 2000 documents issued by the global jihadist
movement between 1996 and 2005 in a study of propaganda and public
communication techniques. The overwhelming majority of these were
distributed via the Internet, particularly toward the end of the series. The
authors identified three stages of development in jihadist communication
strategy: reliance on traditional media (manifestos, video documentaries,
audio-video recordings of leaders) and personalization (e.g., Osama bin
Laden), until September 11, 2001; focus on the “compensations” of terror,
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from then until spring 2003; and decentralization and increased focus on
the Internet, thereafter. They conclude that communication designed to
achieve specific objectives is increasingly being integrated, and is evolving,
as a component of jihadist strategy.

In an evolving series of operations manuals (United States Department of
the Army, 2001; United States Joint Command, 2002; United States Joint
Staff, 2006), the U.S. military has set out its doctrine on information opera-
tions, a portion of which relates to the formulation and implementation of
communication strategies of the sort we have discussed here. Much of the
focus in these highly detailed documents is on the projection of soft power,
and on the emergent challenges posed by new communications technologies,
both of which have the potential to redistribute power and reduce asymme-
tries (and thus reduce the value of traditional military superiority). Ward
(2003) provided an interesting variation on this theme by emphasizing not
information operations per se, but rather, strategic influence operations. His
focus was thus less on process than on objectives and outcomes. To some
extent, this development was foreshadowed by Kriesel (1985), who provided
an overview of the role of psychological operations in U.S. national strategy.
One of the unusual elements of this essay was a table listing an array of more
than two dozen areas of psychological action, including, among others, agit-
prop, campaign of truth, ideological warfare, international communication,
international information, international propaganda, nerve warfare (threat),
perception management, political advocacy, public diplomacy, persuasive
communications, thought war, war of ideas, and war of words (74).

Hutchinson (2006), noting the distinction between information, on the
one hand, and its associated vehicle, information technology, on the other,
observed that information warfare has evolved from a set of technologically
oriented tactics aimed at superiority of command and control to a set of
content-oriented tactics designed to exercise influence in conflict situa-
tions. In the process, the manipulation of information, including, in his
view, deception, has become an essential aspect of conflict.

Not all propaganda necessarily constitutes lies and deception, nor is all
lying and deception necessarily propaganda. Nevertheless, the two sets of
notions are clearly and frequently linked. So let us note here as well Huff’s
(1954) classic and enduring treatment of the use of statistical techniques to
alter and create meaning, Bok’s (1999) book on lying, of which she tends
to disapprove, and Miller and Stiff’s (1993) more systematic assessment of
deceptive communication in general, including a listing of fifteen common
forms of advertising deception that merits a summary here. They take the
form of implied conclusions, and include:

e the proof implication—the mere existence of surveys or studies is used
to imply supportive results;

e the demonstration implication—a claim is demonstrated absent
controls or genuine testing;
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e the reasonable basis implication—the assumption that claims about
future performance are grounded in fact;

e the no qualification implication—claims are broadly stated with no
indication of any limitations;

e the ineffective qualification implication—qualifications are stated, but
are buried in the text or format of the message;

e the uniqueness implication—claims suggest that certain attributes are
found only in this product;

e the halo implication—a valid claim to superiority in one aspect of a
product leads consumers to generalize superiority to other aspects
where it may not exist;

e the confusing resemblance implication—use of a particular word or
phrase that is similar to a familiar and popular one and leads to
misplaced favorable psychological connections;

e the ordinary meaning implication—words or phrases with ordinary
meanings are used in ways that really reference different meanings;

e the contrast implication—a product is contrasted with a competing
product to which it is superior on a given attribute, leading consumers
to assume the advantageous comparison carries over to all attributes;

¢ the endorsement implication—messages center on celebrities or other
consumers claiming satisfaction, suggesting that this will be a shared
experience;

e the expertise implication—an endorset’s genuine expertise in one field
is applied to an unrelated product, and may be perceived as more
generalized than warranted;

e the significance implication—a message states a true but insignificant
fact, the emphasis on which makes it appear significant;

e product-specific implications—truthful claims that foster unjustified
beliefs about broader product advantages; and

e the puffery implication—messages contain nonfactual opinion
statements that are acknowledged as such, but nevertheless enhance
perceptions of the product (8-9).

It takes exactly zero stretching of the imagination to see the relevance of
this list to persuasive communications well beyond the realm of product
advertising. Miller and Stiff also examine the situations in which deceptive
communication is most likely to occur and the form it is likely to take in
each, the verbal cues and nonverbal correlates of deception, and the factors
that influence one’s ability to detect the veracity of a source.

Literature on International Communication and
Public Diplomacy

Merritt (1980) called for replacement of the propaganda model of inter-
national persuasive communications with a more complex one based on a
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strategy of structural communication wherein the communicator proac-
tively controls the setting in which people acquire their perspectives,
predispositions, and behaviors, then steps back and lets nature take its
course. In their study of strategies of public diplomacy directed at the
United States by other governments, Manheim and Albritton (1984)
developed one such alternative, a two-dimensional model of public rela-
tions effectiveness, positing four classes of initial positioning—high visi-
bility/negative valence, low visibility/negative valence, low visibility/
positive valence, and high visibility/positive valence—each requiring a
different communication strategy. They then tested this model using case
studies of news coverage of seven nations during the year before and the
year after each hired a public relations consultant. The model proved to be
robust, leading to the subsequent development of a more extensive model
of agenda dynamics (Manheim 1987).

McNelly and Izcaray (1986), in a study of urban adults in Venezuela,
found that news exposure does not predict knowledge of the countries
covered there, but that it has a positive effect on favorable attitudes toward
those countries and on judging them to be successful. Salwen and Matera
(1992), in a local case study, looked at the linkage between media mentions
of foreign nations and audience learning, finding that audience members
were aware of the level of coverage of particular nations, but were not influ-
enced in their assessments of various countries as friends or enemies of the
United States. Kiousis and Wu (2008) undertook a more comprehensive
examination of public relations effects on national image projection incor-
porating measurement of public opinion. They found, with Manheim and
Albritton, that public relations efforts were indeed associated with reduc-
tions in negative news portrayals, and were able as well to establish a rela-
tionship between media salience and public salience and attitudes regarding
foreign nations. Suman Lee (2007) examined public relations efforts in the
United States on the part of ninety-seven countries, finding this activity to
be a significant predictor of prominence in U.S. news coverage. In an inno-
vative follow-up study, Lee and Yoon (2010) treated nations as business
enterprises, and examined the return on investment experienced by 152
countries that engaged in such activity in the United States during the
period 1997-2003. They found these efforts to have “robust explanatory
power” with respect to such indicators as trade, direct investment, and
tourism.

In the course of discussing the special challenges to the study of political
communication in the international system, Davison and George (1953)
provided a structural guide to outbound international information flows
that is still informative today.

Raymond Cohen (1987) examined the role of staging and performance
in diplomatic communication, including such elements as selecting and
controlling the setting, costuming, props, body language and gestures,
role-playing, and scripting.
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Manheim and Albritton (1987) examined an effort by the government
of Southern Rhodesia (now Zimbabwe) to improve its image in the U.S.
media in the face of a widely popular insurgency by means of news manage-
ment, finding that these efforts did result in image gains as defined by their
(1984) model of public relations effects.

Kunczik (1997) examined the means by which nations cultivate their
international images, with particular emphasis on the use of public rela-
tions techniques as distinct from propaganda techniques. Manheim
(1994a), reprising and extending some earlier work, looked specifically at
the role of public relations consultants employed by other governments in
efforts to influence U.S. foreign policy through strategic public diplomacy.
In a related study (1994b) of efforts to generate support in the United
States for the 1990 Gulf War, he found that these efforts could be
highly successful when they occur in a supportive political environment.
More generally, Nye (2004) positioned what he termed “soft power” as an
alternative to coercion or payment to obtain one’s objectives, using instead
the power of attraction, of getting others to do a protagonist’s bidding
because they are attracted to its culture, political ideas and policies. In
this framework, if I may be permitted to extend Nye’s argument further
than he does, a country, a corporation, or even an NGO can possess soft
power, and the more it has, the fewer physical resources are required to
achieve its ends. The quest to maximize and exploit soft power is thus a
central focus of international public diplomacy, and a principal benefit
of success.

Gilboa (2000) posited six ways in which the media play a role in contem-
porary diplomacy. In three of these—secret, closed-door, and open diplo-
macy—the media are essentially channels through which information is
(potentially) to be distributed to the public. Here the operative strategic
questions pertain to the nature and extent of any controls that are to be
imposed on that process or any efforts that are to be undertaken to gain
advantage through it. The other three—public diplomacy, media diplo-
macy, and media-brokered diplomacy—describe situations in which the
media are employed by the parties as channels to communicate with one
another. Livingston (1999) pointed to the continuing, rapid evolution of
information gathering, transmission, and dissemination technologies that
would both empower and challenge media institutions in their coverage of
international affairs, and that had at least some potential to displace
diplomacy.

Sheafer and Gabay (2009) examined the strategic contest between Israel
and the Palestinians to determine the dominant frames in international
discourse regarding Israeli disengagement from Gaza and the Palestinian
elections during the period 2005-20006, illustrating through such devices
as mapping the portrayals of legitimacy of the two sides in numerous
media the fundamentally competitive nature of these campaigns, and in
the process providing a model for such competitive analyses.
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Cull (1995) took a much broader historical view in his exploration of
the strategies employed in Great Britain’s propaganda campaign of the
1930s and 1940s designed to discredit neutrality and bring the United
States into the war. A similar historical sensitivity is reflected in his mono-
graph (Cull, 2009) on strategies in public diplomacy, which he character-
izes as comprising five approaches or elements—Ilistening, advocacy,
cultural diplomacy, exchange diplomacy, and international broadcasting,
sometimes accompanied by psychological warfare.

The editors and contributors to Odugbemi and Jacobson (2008) took a
relatively unique perspective on communication and campaigns in the
international system. This volume was commissioned and published by
The World Bank with an eye toward improving governance regimes, espe-
cially in the developing world. The general approach they advanced was,
first, creating a political space for public engagement on issues of gover-
nance, then obtaining the support of middle managers in the public sector,
identifying stakeholders and building broad coalitions of pro-change
influentials, reshaping public opinion through framing and ICT, then
leveraging this new public support into demands for good governance.

Literature on Social Movements, Advocacy
Networks and NGOs

Having begun (in the social sciences) in sociology as a conceptual approach
to understanding the relationships of individuals with others in their social
groups and settings, social network analysis has emerged as an important
area of research at the institutional level and, not coincidentally, in commu-
nication and political science as well. Social network analysis has the virtue
of illustrating complex relationships in an easily grasped spatial form,
supporting relatively sophisticated statistical analyses based in matrix
algebra and other tools (Knoke and Kuklinski, 1982; Pattison 1993), and
opening up whole new avenues of conceptual development (Knoke, 1990;
Monge and Contractor, 2003). Much of the development and utility of this
literature is summarized in highly readable form by Watts (2003), an engi-
neer turned sociologist, who used the development of his own career and
interests as a lens through which to view inquiry into networked phenomena.
Castells (1997, 2000) used the concept of social networks, and the power of
identification with them, to posit a fundamental transformation of contem-
porary society per se. With that as background, let us turn our attention
next to the application of some of these ideas, both conceptually and
in practice, to the analysis of networks as they come into play in social
movements, national and transnational coalitions, and, of course, IICs.
Gamson (1975) provided an early statement of resource mobilization
theory, one of the leading approaches to understanding social movements.
The idea here is that the actions of such groups are not extremist (or for
that matter, pluralist) in character so much as that they are simply political
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in the broad sense of the word. Their actions are governed by the articu-
lated interests of the group, prevailing standards of (social) justice, the
resources controlled by the group and its members, the resources controlled
by other interests (especially government), and the costs of mobilization
and collective action. In effect, Protests R Us. Using more than fifty histor-
ical case studies of protest groups over a century and a half (1800-1945),
Gamson illustrated the utility of this framework. McCarthy and Zald
(1977) suggested that the most useful way to examine social movement
organizations (SMOs) is from this resource mobilization perspective—Dby
focusing on how and from where they draw their financial and other
support. This led the authors naturally to a focus on media, authorities,
and other parties, as well as the interactions among social movement orga-
nizations. Their point, however, like their analysis, went well beyond a
structural description, for the implication of their argument is that such
organizations are forced to compete for relatively scarce resources, both
with other social movement organizations operating in the same policy
arena (what sociologists term the same “social movement industry,” or
SMI) and with those in other SMIs as well, and that they are best under-
stood in terms of how, and how well, they do so. Indeed, writing a few
years later (Zald and McCarthy, 1980) they noted that social movements
are seldom unified. Rather, they tend to be comprised of SMOs that are:

.. .linked to various segments of supporting constituencies (both
institutional and individual), competing amongst themselves for
resources and symbolic leadership, sharing facilities and resources at
other times, developing stable and many times differentiated func-
tions, occasionally merging into ad hoc coalitions, and occasionally
engaging in all-out war against each other. (2)

Focusing then on SMIs, or those organizations operating within a
given sector, such as environmentalists or animal rights activists, they
set forth a series of hypotheses suggesting, for example, that such factors as
the segment-specific competition for resources, the ideology and legiti-
macy of the SMOs in question, the degree of overlap among their constitu-
encies and leadership, experience with alliances, and factionalism will
determine the patterns of SMO behavior and, by extension, their potential
effectiveness.

Evan (1981) and his contributors, in an early and still unique volume,
examined the roles and influence of international scientific and professional
associations as transnational actors to address the question of whether, as
Francis Bacon asserted, knowledge truly is power. The consensus was
that these expertise-based NGOs were not yet as influential in the global
policy arena as they might become, in large measure because to that
time they had worked principally through intergovernmental organiza-
tions, but that this weakness could be addressed through taking greater



250  The IIC Knowledge Base: A Selective Bibliographic Inventory

advantage of national-level affiliate structures and through the formation
of higher-order coalitions that could act independently in the international
system.

Young (1991) noted the rapid increase in the number of international
advocacy NGOs focusing on a range of issues from poverty and disease to
world peace. Writing in the pre-web era, he noted the challenges posed to
such groups by language and cultural differences, political separation,
interference with freedom of exchange across national boundaries, and the
costs of long-distance travel and communication. He argued that the most
successful NGOs would be those that best addressed these challenges,
which he thought could best be accomplished through decentralized and
federated structures. Though Young’s analysis turned out to be more time-
bound than some others, he did anticipate the development of technolog-
ical solutions to many of these challenges, and predicted their adoption
would increase international NGO effectiveness. Writing with colleagues
just a few years later (Young, Koenig, Najam, and Fisher, 1999), he looked
again at international NGO structures and, based on fifteen case studies,
concluded that the federation form of organization appeared best able to
advance group interests. With respect to advocacy, for example, a global
federation possesses inherent legitimacy that provides entrée to major
corporations, IGOs, and multilateral forums; provides leverage to national-
level affiliates to promote their own national agendas; and adds weight to
efforts to advance standard-setting and similar policy initiatives (335).

P.J. Simmons (1998) identified four ways in which NGOs influence
governments, multilateral institutions, and corporations, including the
setting of agendas, negotiating outcomes, conferring legitimacy, and imple-
menting solutions to policy problems. He proposed a framework for under-
standing these organizations based on their goals, membership, funding,
and activities, and proffered a series of questions by which a given NGO
might be categorized. These included:

e  What is the group’s ultimate goal (e.g., change societal norms, improve
understanding, influence agendas or policies, implement policies or
solve problems where government action is lacking)?

e Who benefits (e.g., the public interest in general or on a narrow issue,
private interests, interests of the unrepresented, such as future
generations)?

e Who belongs (e.g., individuals, organizations)?

e What is the group’s geographic range (e.g., community, sub-national,
national, regional, transnational)?

e  Who runs the organization (e.g., volunteers, experts, professionals)?

e  How are they selected (e.g., invited, elected, appointed, managerial)?

e  What is the group’s source of funds (e.g., dues, donations, founda-
tion grants, government grants of contracts, intergovernmental
organizations)?
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e  What is the group’s function (e.g., advocacy, information gathering
and analysis, information dissemination, generation of ideas and
recommendations, monitoring or watchdog, service delivery, financing
and grant-making)?

e Who are the group’s targets (e.g., the public, consumers, governments,
intergovernmental organizations, non-state actors, private sector
actors)? (85)

One can see in this listing a number of the attributes we have incorporated
into our main discussion of the formulation of campaign strategy.

Smith, Pagnucco, and Lopez (1998) surveyed more than a hundred trans-
national human rights organizations, finding, among other things, that
64 percent had taken as a primary goal the setting of international standards
and 53 percent attached similarly high importance to monitoring and
enforcement of such standards as exist. Other principal areas of activity
included lobbying, participation in UN-sponsored and other international
meetings, promoting national implementation of international human rights
initiatives, educating the general public as well as government officials on
human rights issues, supporting international human rights campaigns
initiated by other groups, and organizing and mobilizing citizens through
letter writing, demonstrations, and boycotts of their own. More than two-
thirds of these groups indicated that their principle challenge was raising
funds to support their activities. In a related study, Smith (2004), arguing
that the end of the Cold War opened up a broad new multilateral space for
transnational organizing, surveyed the size, focus, geographic reach, and
organizational structures of transnational social movement organizations
during this period across the full range of issues. She concluded that the rate
of growth actually slowed in the 1990s; that human rights and environ-
mental issues prevailed as they had before, but that economic issues had
grown in importance and more groups had adopted multiple- rather than
single-issue agendas; and that the newest groups tended to be organized
within the global north or south rather than across that boundary. Viewed
through the somewhat longer lens of 1973-2000, substantial growth was
still evident in the share of this space occupied by environmental groups,
which grew in number from seventeen to 167. Organizations with a
combined global justice/peace/environment agenda grew from seven to 109
during the same period. Of particular interest here, Smith also found that
transnational organizations had become less centralized over these three
decades, with the percentage employing coalition structures rising from
twenty-five to sixty while the percentage employing more centralized federa-
tion structures dropped from fifty to eighteen. Warkentin (2001) examined
the emergence of a genuinely transnational civil society facilitated by the
development of the Internet, using that framework to profile three environ-
mental NGOs (Earth Island Institute, Rainforest Action Network, and
Greenpeace), three developmental NGOs ( JustAct, Womankind Worldwide,
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and Oxfam), and two online resource networks (Institute for Global
Communications and OneWorld).

Keck and Sikkink (1998) developed the “boomerang model” of inter-
national NGO influence that we discussed in Chapter 5, illustrating its
workings with networks of activists addressing human rights, the environ-
ment, and violence against women. The first scholarly treatment of trans-
national advocacy networks, a term they coined, this book has been
particularly influential, with respect both to the attention it has drawn to
the topic and the affirmation of their model in subsequent works. The
following years saw, for example, publication of several related antholo-
gies, most notably Potter (2002), Smith and Johnston (2002), Della Porta
and Tarrow (2005), and Bandy and Smith (2005a). Among the highlights
of these several volumes: Smythe and Smith’s (2002) analysis of what they
characterized as an “associational revolution” in which new technology and
the development of advocacy networks challenged the traditional control
over international relations exercised by governments, which the authors,
in turn, challenged to adapt by quoting (196) an old Cornish proverb that
says, “The tongueless man gets his land took.”; Cooper’s (2002) case study
of the strategic use of information and communication technologies ICT)
in Greenpeace’s achievement of control over issue framing in a dispute over
French nuclear testing; Caniglia’s (2002) assessment of the influence of
alliance formation between environmental advocacy organizations and
policy elites, most notably agencies of the United Nations; Maney’s (2002)
delineation of more than a dozen propositions relating to the effects of
system-level political and economic process variables to the opportunities
for transnational protest; Nepstad’s (2002) study of the use of narrative to
generate collective identity and cross-border solidarity in the U.S.—Central
American peace movement, particularly through the life (and death, by
assassination) story of Salvadoran archbishop Oscar Romero, which she
found to be emotionally engaging, melodramatic, resonant with dominant
transnational values (in this case, those of the Church), and a model for
action; Reimann’s (2002) argument that the changing dynamics of the
international system and the growing legitimacy and influence of transna-
tional advocacy networks allowed greater latitude of action for Japanese
environmental NGOs and facilitated their participation in the 1997 Kyoto
round of climate negotiations; Smith’s (2002) reprise of the 1999 Battle of
Seattle and its implications for the globalization of resistance movements,
notable in part for its delineation (216) of the tactics employed, among
them the cultivation of affinity groups, transnational organization of the
participants, framing (including the borrowing of such official templates as
“Global People’s Assembly” and “People’s Tribunal”), and several forms of
electronic activism; Faber’s (2005) analysis of the extension of the transna-
tional environmental justice movement into the United States in the
context of three competing frames—identity politics (cultural oppression
as the source of injustice), radical/liberal democratic politics (political
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domination, as by corporations and the imperial north, as the source of
injustice), and socialist politics (economic exploitation as the source of
injustice); Bandy and Smith’s (2005b) listing of the factors that facilitate
and impede the smooth and effective working of transnational movement
networks; Johnson and McCarthy’s (2005) detailed analysis of the temporal
development of environmental movement organizations in the United
States and internationally during the period 1945-2000; Sikkink’s (2005)
reminder that, even though most scholars and activists alike tend to view
international institutions as targets of campaigns, as objects to be against,
these structures can also be centers of opportunity to be exploited, particu-
larly in campaigns directed at states; and Tarrow and McAdam’s (2005)
treatment of scale shift, or the expansion of contention to higher levels as
multiple localized actions merge into broader clusters.

Separately, Tarrow (2005) explored this notion of scale shift in much
greater detail, picking up as well on Sikkink’s recognition of the interna-
tional system as an opportunity structure. One contributor to the Della
Porta and Tarrow volume, Bennett (2005), has suggested that transna-
tional advocacy has entered a post-Keck-and-Sikkink world, a “second
generation” of activism characterized by tensions between direct action
networks and more centralized NGOs in which the latter have lost their
dominant role, instead becoming embedded in loosely interconnected
global networks, even as those networks are newly empowered by new
social technologies.

Gready (2004) considered the threats posed by, and the potential utility
of, boomerangs as they impact on human rights and related initiatives. He
identified three classes of boomerangs, including advocacy, campaign
strategy, and security boomerangs (by which he meant the globalization of
such risks as violence, poverty, exploitation, and exclusion). The distinc-
tion between the first two of these, which are most relevant to our interests
here, is unclear and probably inconsequential in context. Gready’s main
argument was that, for those interested in advancing human rights, the
boomerang dynamic cuts both ways. Having considered this interactive
global dynamic, he then extended his analysis to traditional national
borders, which highlight what he termed “the considerable residual impor-
tance of the state” (345), but which, in his view, are being redrawn and
violently reinforced to preserve supra-state boundaries between global
haves and have-nots. Bloodgood and Clough (2008) employed agent-based
modeling and simulation to assess the relative significance of several deter-
minants of NGO effectiveness, finding, among other results, that the
networking associated with the boomerang model can have some unex-
pected consequences, including competitive pressures among NGOs
working on different sides of an issue. Bullert (1999) had earlier made a
similar point, noting emergent differences of opinion within the anti-
sweatshop movement in the 1990s regarding target selection and, more to
the point, cross-cutting among coalitions formed around sweatshops and
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trade with China. Bennett, Breunig, and Givens (2008), in a case study of
U.S. anti-war demonstrations, found evidence that individual social activ-
ists are developing new, cross-networked forms of engagement in which
they—and not churches, unions, and other traditional institutions—serve
as central nodes and as linkages between otherwise distinct networks.
Tarrow (2001) examined the convergence of scholarship on social move-
ments and international relations, which he saw as being driven by grass-
roots insurgencies like that in Chiapas that sought global support, the
internationalization of protest events like the 1999 Battle in Seattle, the
success achieved by some transnational coalitions against states, and
the activism of international NGOs centered on IGOs and on treaty nego-
tiations. Tarrow argued that many such scholarly analyses did a poor job of
specifying the differences among social movements, NGOs, and transna-
tional advocacy networks, and of parsing their various relationships with
states and international organizations. He saw the establishment of mass-
based transnational social movements as particularly challenging, and argued
that such movements differ significantly from international NGOs or
activist networks in their dealings with states and international institutions.
Diani and McAdam (2003) and their contributors examined the role of
networks in social movements in countries around the world. In their respec-
tive concluding essays to this anthology, McAdam argued that social network
analysis can contribute to an understanding of the dynamics, as well as the
structures, of social movements by focusing, for instance, on the mechanisms
of network formation, member recruitment, and network growth over time,
while Diani called for a more comprehensive form of network analysis incor-
porating multiple levels of relationships, the diverse qualities of linkages,
temporal aspects of network development, and a greater focus on the
attributes of members that may facilitate network development.
Yanacopulos (2005) examined NGOs as “strategic organizations that
form coalitions in order to influence other actors, particularly international
financial institutions” (93). In doing so, she distinguished such coalitions,
or strategic alliances, from other types of NGO networks in that they are
created to deal with broad issues, operate over extended time periods, and
involve greater levels of shared commitment from the members. Based on
three case studies, she found that coalitions that met her criteria do indeed
act strategically, and that they are sensitive to changing resource levels
(funding, legitimacy, information) in their environments. Yanacopulos
concluded by arguing that such coalitions are especially well suited to
waging coordinated campaigns that can be conducted in multiple coun-
tries, at multiple levels, and aimed at high-order or more general issues or
values. DeMars (2005) argued that NGOs are best understood, not in
terms of their principles, but in terms of their partnerships in transnational
networks, through which they have the opportunity to institutionalize
conflict and reshape states. In a series of propositions, DeMars effectively
creates a primer of NGO activism, the main elements of which are:
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e  NGOs are private actors pursuing public objectives;

e NGOs bind themselves to societal and political partners in several
countries;

e NGOs carry and channel the agendas of their partners, in the process
becoming institutional loci of cooperation and conflict among those
agendas;

¢ NGOs operate autonomously from their partners;

e NGOs form networks that facilitate the transnational movement of
norms, resources, information, and political responsibility;

e NGO networks institutionalize international conflict; and

e NGO networks are present throughout the international system,
where they influence states and other actors. (pp. 34—61 passim).

The book is notable as well for its extensive listing of international advo-
cacy NGOs (188-194).

Shaffer (2000) also examined coalition behavior among NGOs, finding
in a survey of the executive directors of ninety-two environmental organi-
zations that the groups most likely to participate in coalitions were those
with professional leadership cadres that maintained socially networked
relationships with the leaders of other groups, those with high levels of
membership activity, and those that employed inside advocacy tactics.
That said, however, he also noted that every organization in the survey
engaged in coalition behavior at some level.

While NGOs have emerged as a common focus of strategic analysis in
recent years, similar studies of IGO communications are less common. An
exception is Feld and Wildgen (1982), who examined the communication
strategy employed by NATO and its reflection in media coverage of the
alliance.

Literature on the Use of Information and
Communication Technology (ICT) to Build and
Sustain Networks

Ayres (1999) saw the Internet as both a substitute for street-level activism
and a facilitator of such activism on a global scale. The Internet promotes
diffusion of protest ideas and tactics, he argued, but poses a danger that
activism will be based on unreliable and unverifiable information. Agre
(2002) posited an “amplification model” as an alternative to what he saw
as an excess of technical determinism. In his view, technology enhances
organizational capabilities to form or foster social networks and to forge
information-sharing communities. Bennett (2003) saw the Internet as
contributing to global activism aimed at corporations, and trade and
development regimes, not just by speeding communication, reducing its
costs, and transcending geographic barriers, but by binding together
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loosely structured and widely dispersed networks of activists, strength-
ening their sense of shared identity, and facilitating the organization of
issues and actors.

Diani (2000) argued that computer-mediated communication (chiefly
email) was likely to augment the mobilization of existing social movement
communities, particularly transnational networks of elite professional
campaigners, but was unlikely to forge new interconnections among pros-
pective members or groups where none already existed. In a case study exam-
ining the opposition to the Multilateral Agreement on Investment, a
component of the 1990s move toward international economic integration,
Deibert (2000) found that the Internet greatly enhanced the efforts of citizen
networks, comprising perhaps as many as 600 NGOs in seventy countries,
by facilitating communication and coordination, by publicizing both the
issue and the activists’ interpretation of it, and as a mechanism for gener-
ating direct pressure, as through website-based emails to policymakers.

Leizerov (2000) conducted a detailed study of the tactical use of the
Internet by privacy advocates in a 1999 dispute with Intel arising from the
incorporation of a personal identifier in its chips that could be read by
websites to verify the identity of users. He identified five strategic dimen-
sions of social and political protest—time, space, force, mind, and culture—
and a number of advantages available to anti-corporate activists via the
Internet. Among these were the ease of cyber-protest, improvement on the
free-rider problem, freedom from the constraints of any larger public agenda,
immediacy, the ability to pose challenges to the target, the informality of
alliance structures and decentralization of leadership, the low cost of opera-
tions, and the ease of access to the media, which use the Internet for sourcing.

Van De Donk, Loader, and Nixon (2004), in an edited volume, consid-
ered the ways in which the adoption by activists’ of new information and
communication technologies might seriously challenge traditional forms
of political participation. The transnational, many-to-many, communica-
tion capabilities of the Internet, they argued, had the potential to circum-
vent the indexing of traditional media based on the range of official voices,
while electronic mail and other online applications might simultaneously
facilitate organization-building and coordination of action. (On this latter
point see, for example, Rheingold (2002).) Several case studies (Cardoso
and Neto (2004) on the pro-East Timor movement in Portugal; Edwards
(2004) on the Dutch women’s movement) and more broadly conceptual
analyses (Rosenkrands (2004) on anti-corporate websites; Rucht (2004) on
the adaptation of social movements using new media to address the weak-
nesses in their coverage by traditional media) illustrated this phenomenon.
Van Aelst and Walgrave (2004) integrated the two perspectives in their
analysis of the Internet’s role in the development of the anti-globalization
movement. In a later study, Smith, Costello, and Brecher (2009) identified
five factors contributing to the growing influence of digital media in move-
ment building: facilitating the formation of groups through the use of
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social networking tools; scaling up the distribution of information, even as
it can be more effectively targeted to specialized audiences; inherent inter-
activity, and hence, engagement; destruction of communication hierar-
chies; and low cost and ease of use.

One of the most pervasive elements of many digital media is the use of
distributed reputation systems, which is to say, the public ranking or eval-
uation of materials, contributors, reviews, commentary, news accounts and
the like. Contributing to such ratings has emerged as a primary manifesta-
tion of interactivity in these media, and as such, can provide both a source
of information and a mechanism of engagement for social movement orga-
nizations, advocacy groups, or other NGOs and civil society organizations.
Karpf (2009) provided an analytical scheme for characterizing and evalu-
ating these systems, and some anecdotal data on their use by strategists at
one such organization, Move On.

Peizer (2006) used his extensive experience developing technology
systems for social change for the Open Society Institute and elsewhere both
as case studies and as a baseline for identifying ways that NGOs can take
advantage of such technological developments—and the challenges of
doing so successfully. One of the greatest challenges to taking full advan-
tage of these capabilities, he noted, can be the internal culture and dynamics
of NGOs themselves, where decision-making structures, personal inter-
ests, and even stakeholder relationships can be put into play, and thus
threatened, by technological initiatives. The potential payoffs, however, he
argued, are manifold and can be well worth the effort.

One emergent network of particular interest here is Indymedia, a global
network of alternative, activist media distributed through the Internet.
Pickard (2006) used the occasion of a 2002 funding crisis within the
network to contextualize some issues that pertain to the maintenance of
this and other activist networks. The crisis involved the question of how
Indymedia could both accept funding from Ford or other foundations and
still remain, well, indy. He found a degree of disconnect among the
network’s ideology, its technological capabilities, and its financial and
organizational sustainability.

Literature on Communication and Networks in
Insurgencies and Terrorism

Schmid and DeGraaf (1982) made a compelling, and at the time a novel,
case for understanding acts of insurgent and terrorist violence as a form of
communication in which the type of act, the target, the setting, the timing,
and other attributes comprised a message being communicated to some
opposing force. Their argument was nicely illustrated by Livingston
(1994). Reflecting subsequent conceptual developments, Norris, Kern,
and Just (2003) provided a similar, but far more nuanced, collection of
essays arguing the importance of the framing of terrorism in the media. In
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the introduction to the volume, they defined terrorism as “the systematic
use of coercive intimidation against civilians for political goals” (6). While
we tend to picture this phenomenon purely in terms of physical acts of
violence, the authors’ definition opens up a much broader vista, and one
that is focused more on psychological effects than on the acts themselves.
For them, it provides a rationale for considering the importance of framing,
but for us it points to but one of the reasons that terrorists engage in IICs,
one product set of which may be advancing their preferred frames.

Arquilla and Ronfeldt (1996), in a RAND Corporation consulting
report prepared for the Pentagon, developed the concept of “netwar,” or a
form of conflict “involving measures short of war, in which the protagonists
use—indeed, depend on using—network forms of organization, doctrine,
strategy, and communication. These protagonists generally consist of
dispersed, often small groups who agree to communicate, coordinate, and
act in an internetted manner . . .” (5). As the latter portion of this definition
suggests, their argument arose in the context of then-emerging forms of
cyber warfare. In a subsequent (Ronfeldt, Arquilla, Fuller, and Fuller,
1998) study of the Zapatista rebellion in Mexico, however, they extended it
to incorporate what they termed “social netwar,” in this case the formation
of a network of civil society NGOs that rose to the defense of, and helped
to legitimize, globalize, protect, and empower, what had been a domestic
insurgency. In a later edited volume (Arquilla and Ronfeldt, 2001), the
RAND team extended this idea of social netwar to examine a variety of
terrorist, criminal, and anarchist networks, as well as activists supporting
such causes as democracy in Burma, protest against the World Trade
Organization, and environmental reform.

Cleaver (1998) studied international support of the Zapatista rebellion
in Chiapas, Mexico, concluding that, in contrast to the reliance on tradi-
tional forms of communication within Mexico itself, the development of
global support for the rebellion, and its influence, was greatly facilitated by
computer-based communication, websites, and existing online communities
of activists who could rapidly mobilize and coordinate their themes and
actions. This support network was drawn together in large part by the
adoption on the part of the Zapatistas of an enemy they could share in
common with external activists: so-called neo-liberalism—a theory of
governance favoring market-based outcomes, privatization, deregulation,
and free trade, all anathema to the advocacy groups that emerged as a pro-
Zapatista coalition. Schulz (1998) examined opportunity structures,
network capacity, and “communication praxis” (akin to reality construc-
tion) as each contributed to the success of the Zapatista rebellion in Chiapas.
He found the opportunity structure at the outset of the conflict to hold
lictle promise, while the insurgency’s network capacity, in contrast, was
well developed because the Zapatistas were able to connect with existing
and extensive domestic and international networks of NGOs that had
formed around the recent negotiations on the North American Free Trade
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Agreement. This provided them with access to audiences and resources, and
as a result, with the opportunity to define their movement outside the
customary frame for indigenous Mexican agrarian reform movements so
long as their definition appealed to their networked civil society partners.
Thus, notes Schulz, “The Zapatistas represent a new kind of guerilla in that
their goal is not to impose themselves as a new sovereign but to strengthen
civil society vis-a-vis the state . . .” (598). Another perspective is provided
by Russell (2001), who compared “news” generated by the Zapatistas
themselves and their allies with that generated by traditional news media.

Bob (2005) analyzed the ways in which insurgent movements—in this
case the Ogoni in Nigeria and the Zapatistas in Mexico—employed
marketing techniques to gain access to, and the support of, international
NGO networks. A significant key to success, Bob found in this path-
breaking analysis, is to frame the insurgent movement so as to match closely
the goals, culture, tactics, ethics, and organizational needs of the would-be
sponsor NGOs. Hammes (2005) argued that modern insurgencies are
designed as communication campaigns, the objective of which is to convince
enemy political leaders that their goals either cannot be achieved, or that
the cost of doing so would be prohibitive. He characterizes this “fourth-
generation” warfare as involving transnational, national, and sub-national
organizations and networks, and differentiated messaging aimed at breaking
the opponent’s will. Asal, Nussbaum and Harrington (2007) argued that
terrorist groups function just like transnational advocacy networks, citing
the examples of Al Qaeda and the Tamil Tigers in Sri Lanka. In addition to
the boomerang model, they noted, common tactics include information
politics, leverage politics, symbolic politics, and accountability politics.
“One can better understand the strategies of transnational terrorist groups
by understanding that they are following a set of repertories that has
been proved useful by many other nongovernmental organizations” (34).
Similarly, Brachman (2006) argued that Al Qaeda has transformed itself
into a social movement by leveraging new communication and information
technologies, and suggested that the most important of its tactics might be
the most mundane, such as web forums or even jihadi video games. He
characterized the Qaeda strategy as “weaponizing the Internet.”

Though not dealing with terrorism or insurgency, Walker (2002)
applied the social netwar framework to the study of industrial conflict,
studying labor union campaigns against four multinational employers. He
argued that netwar established a new style of global campaigning that
could be expected to increase in frequency and importance.

Literature on Campaign and Communication Strategies
in General

We begin our inventory of the literature on strategy per se with some
classics. The earliest known book on strategy, dating back some 2100 years,
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and the best known as well, is Sun-Tzu’s classic, The Art of War (the 1993
Huang translation listed in Appendix C is a good one). Sun Tzu requires a
good deal of contextual interpretation to be fully relevant to the develop-
ment of IIC strategy, but if one takes the text conceptually rather than
literally, it still speaks to us of a systematic approach to situational analysis
and decision-making that has self-evident contemporary implications.

We have already made reference in the main text to another classic,
Alinsky’s (1971) Rules for Radicals, but no bibliographic inventory can be
complete without a more pointed reference. This is arguably the very first
and most essential reading for any would-be campaign strategist. His
thirteen tactical “rules”:

Power is not only what you have, but what the enemy thinks you have.
Never go outside the experience of your people.

Whenever possible go outside the experience of the enemy.

Make the enemy live up to their own book of rules.

Ridicule is man’s most potent weapon.

A good tactic is one that your people enjoy.

A tactic that drags on too long becomes a drag.

Keep the pressure on.

The threat is usually more terrifying than the thing itself.

The major premise for tactics is the development of operations that
will maintain a constant pressure upon the opposition.

If you push a negative hard and deep enough it will break through into
its counter-side.

12 The price of a successful attack is a constructive alternative.

13 Pick the target, freeze it, personalize it, and polarize it (126130,
passim).
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Beyond his discussion of these tactical matters and of the ethical issues we
have addressed earlier, Alinsky provided insights into the guiding philos-
ophy and perspectives behind (his) activism that do not appear elsewhere
in the literature.

Finally in this first broad grouping, and as noteworthy in its way, is the
work of Thomas Schelling’s (1963, see also 1978) book, The Strategy of
Conflict, which examines conflict situations and the strategy required to
deal with them using the tools of game theory and mathematical models.
Together these several books suggest the possible dimensions of a truly
strategic mind.

Not surprisingly, there is an extensive how-to literature providing tactical
and strategic advice on many aspects of campaigning. For general strategic
advice, see Bobo, Kendall, and Max (1996), AFL-CIO (1981,1985, 2000),
Communications Workers of America (1993), Oppenheimer and Lakey
(1964), Service Employees International Union (nd), and Shaw (1996). For
advice regarding media strategies in the context of campaigns, see Gregory,
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Caldwell, Avni, and Harding (2005), Ryan (1991), and Salzman (2003). On
the tactics of sit-ins, see Offner (2010). Of particular note here is Ganzi,
Seymour, and Buffett (1998), an analysis published by the World Resources
Institute, that provided a highly detailed strategic analysis of the organiza-
tion, resource flows, and weighted stakeholder relationships in eight separate
sectors of the financial services industry, and identified points of leverage in
each sector that could be employed to advantage by environmental advo-
cates. That industry has subsequently been targeted by a wide range of activ-
ists over issues ranging from executive compensation and mortgage-lending
policies to labor and workplace issues. The Coalition for the International
Criminal Court, an advocacy coalition comprised of religious groups, human
rights advocates, and associations of lawyers, has provided guidelines (2003)
for NGO media strategies that include such elements as the development of
core messaging, framing, packaging and timing.

Though hardly an example of the activist literature on campaign
strategy, Robert Simmons (1990) did provide a detailed approach to
managing communication campaigns that imparted a great deal of poten-
tially salient advice with respect to such matters as organizational struc-
ture, planning, problem definition, audience segmentation, campaign
research, message design, and budgeting—in sum, the nuts and bolts
issues that tend to be left out or minimized in the advocacy literature per se.
Similarly, Webster, Phalen, and Lichty (2000) provided a systematic guide
to audience research, which, together with Helen Katz’s (2003) treatise on
media buying for advertising, provide detailed technical guidance that can
be used to great advantage in media-based IICs.

And there is, of course, a parallel literature providing advice to campaign
targets, primarily corporations, on how best to defend themselves. Typical
of the genre, though by no means alone, are Dezenhall (1999), Peters
(1999), and Sitrick (1998). Deegan (2001) and Nichols (2001) are note-
worthy in the present context for their focus on managing relations (or
confrontations) with activist groups. Nancy Flynn (2006), though not
writing in a campaign defense context per se, provides useful guidance
regarding the rules of engagement for online blogs.

Suchman (1995), as noted earlier, provided an important taxonomic
analysis of legitimacy and of various potential strategies for developing,
maintaining, or, when necessary, restoring it. Legitimacy is the acceptance
on the part of a given audience that a particular actor—in our context this
could be a protagonist, an intermediary, or a target—is generally seen to
be acting properly toward pro-social objectives within an established set of
values, norms, and expectations. It can, in Suchman’s terms, be pragmatic
in form, arising from the self-interest of key stakeholders; moral, reflecting
a normative acceptance of the actor and its behaviors; or cognitive, or, in
effect, taken for granted. Within this framework, he proposed a series of
strategic mechanisms for gaining and maintaining legitimacy, and for
restoring it when lost or damaged.
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Corporate campaigns are an important subclass of information and
influence campaigns. These are campaigns employed by unions to pressure
employers in organizing or contract disputes, and occasionally on policy or
governance matters. Jarley and Maranto (1990) studied 28 campaigns
conducted by labor unions in the period 1976-1988, when corporate
campaign tactics were first being developed and deployed. They found that
campaigns in support of union organizing were the most likely to succeed,
followed by those designed to advance bargaining. Campaigns in support
of strikes generally failed. In the authors’ view, the generalizable determi-
nants of success included conflict escalation, sensitivity of the target
company to its public image, strategic use of the available regulatory
bodies, vigorous support from the national leadership of the campaigning
union, and the availability of favorable economic trade-offs to the target
company that would follow upon a resolution of the dispute. Perry (1987)
and Manheim (2001) have provided overviews and analyses of the strate-
gies employed in these campaigns, including numerous examples drawn
primarily from the United States. There is, as well, a rich case study litera-
ture focusing on specific campaigns. Examples include Ashby and Hawking
(2009), Brisbin (2002), Getman (1998), Juravich and Bronfenbrenner
(1999), and Rosenblum (1998). LaBotz (1991) blended analysis and case
studies with tactical and strategic guidance for those conducting labor-
based campaigns. Bronfenbrenner (2007) compiled several case studies of
cross-border campaigns.

Broad and Cavanaugh (1997) provided one of the earliest comprehen-
sive analyses of anti-corporate campaigns (essentially the same as corporate
campaigns, but conducted by advocates other than unions) built around
the theme of accountability, delineating a very useful framework incorpo-
rating as the main foci targets, initiators, strategic goals, instrumentalities
of accountability, and geographic scope. Their discussion included such
leverage points as codes of conduct, international agreements and
structures, and private finance.

Lange (1993) summarized the ebb and flow in an information campaign
pitting environmental groups against the timber industry in a conflict over
old-growth timber and the spotted owl. He found that the two competing
sides of the campaign systematically played off of one another, consistently
mirroring one another’s strategies and tactics, which included framing and
reframing the issue, selecting relatively extreme evidence from studies and
experts to support its own claims and refute those of the opponent, vilifica-
tion (enemy construction) and ennobling, simplification and dramatization,
and lobbying and litigating. Lange characterized this process as spiral-like,
and emphasized the seemingly inescapable intertwining of competing
forces and their respective initiatives. Huxham and Sumner (1999)
conducted a post-mortem of sorts on the 1995 Greenpeace campaign that
forced Shell Oil to cancel the planned disposal of its Brent Spar oil platform
in the North Sea, and on the journalistic and academic critiques of that
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campaign. Of particular interest here is their summary of those critiques,
which, according to the authors, characterized Greenpeace’s campaign and
Shell’s response as a series of juxtaposed approaches, including (1) appealing
to public opinion versus consulting with experts, (2) emphasizing igno-
rance versus emphasizing knowledge, (3) broad framing of the risk analysis,
incorporating political and social considerations, versus narrow framing of
the risk analysis, (4) broad symbolic and political goals versus narrow
business goals and regulatory compliance, (5) emotion versus rationality,
(6) openness versus secrecy, and (7) suspicion of government and regulatory
bodies versus trust in government.

Bullert (1999) noted the central role played by strategic communication
professionals in the development of the environmental, human rights,
labor rights, and sweatshop issues that came together in the so-called
“Battle of Seattle” protest aimed at the 1999 meeting of the World Trade
Organization.

Carroll and Ratner (1999) studied the media strategies of three Canadian
social movement organizations to deal with asymmetrical and dependent
power relationships—in this case between themselves and the mainstream
media—focusing on what the organizations in question regarded as the
potential blocking, distortion, or facilitation of their ideas and issues. They
found that the asymmetries were reduced by the sheer universality of the
SMO messages, albeit within limits, but that the risks of undesirable
framing arising from them endured. Moyer (2001) identified eight stages
of development for social movements, each of which he examined from the
perspectives of the movement itself, the relevant power-holders, the public,
and the related goals, pitfalls, and crises. Of particular interest here is the
sixth stage, which constitutes outreach to majority public opinion. Among
the elements in play at this stage are large-scale efforts at public education
and conversion, redefinition of the problem to show how it affects all
segments of society, building a broad-based organizational structure,
engaging with mainstream political and social institutions such as legisla-
tive bodies and the courts, engaging in direct action, and developing
citizen involvement programs. The objectives here are to treat the general
public, rather than the power-holders who are the ultimate target, as the
key audience and to maintain the issue on the public agenda. This can be
aided by the exploitation of focusing events when they occur (64-75). Pitt,
Loehr, and Malviva (nd) studied the use of evidence by NGOs in three
international campaigns, finding that campaign effectiveness may well
turn on the relevance, reliability, audience suitability, and successful
communication of this informational resource. Specifically, the authors
found that the public is more responsive to easily understood and highly
politicized messages, while policy-makers are more responsive to technical,
solution-oriented information.

Ereaut and Segnit (20006), in a strategic communication plan on climate
change prepared for the Institute for Public Policy Research in the UK,
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identified several rhetorical themes that were generating what they deemed
public confusion on the issue, including alarmism on the part of climate-
change advocates that can be seen as excluding the possibility of addressing
the issue successfully, an activist focus on small actions that can be under-
taken by individuals but that are so routine and lacking in drama that they
may fade into wallpaper, and, on the other side, a tendency to mock and
dismiss the unfathomable scale of (alarmist) advocacy claims. To address
these concerns, the authors recommended that discourse on the issue be
shaped to create the impression among the general public that related
scientific disagreements have been resolved in favor of a self-evident
consensus, and that, because the ongoing debate does not advance the cause
of climate change, this frame be used to terminate the debate.

Most IICs are designed to bring about change, whether in attitude,
behavior, policy, status, or some other thing. There is value to the strategist,
then, in understanding the nature of change itself. Chin and Benne (1969)
offered some guidance in this direction by classifying change-directed strat-
egies. Their principal categories (and related strategies) included empirical—
rational strategies (research and dissemination of knowledge through
education, personnel selection and replacement, applied research linked to
systems for diffusion of the results, utopian thinking and extrapolation of
alternative futures, and using language to reorganize perceptions), norma-
tive re-educative strategies (improving the problem-solving capabilities of
the system, fostering the intellectual growth of key personnel), and power-
coercive strategies (nonviolent protest, using political institutions to achieve
change, and manipulating and/or changing the composition of elites).
Though they wrote in the context of intra-organizational change, their
framework clearly has broader applications.

McCornack (1992) advanced what he termed information manipulation
theory, an argument that persons engaged in interpersonal communication
have certain expectations regarding the quantity, quality, manner, and
relevance of information, and that any of these expectations can be exploited
by a communicator as a means to achieve verbal deception. McCornack
et al (1992) tested this argument empirically, finding that the amount,
veracity, relevance, and clarity of messages can all influence perceived
message deceptiveness.

Nothhaft and Wehmeier (2007) argued that public relations strategies
centered on such notions as building trust or constructing images are
generally simplistic, overlooking the complexity of the public and the
dynamism of social systems. They proposed a more advanced approach
based in socio-cybernetics. Rather than the traditional emphasis on direct,
persuasive communication, such an approach instead would center on
creating and maintaining conditions that favor the development of the
desired outcome, which they term “cultivating” an image as opposed to
constructing one. Merrite (1980) anticipated this development in the
international arena.
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DeVreese and Elenbaas (2008) found that exposure to news coverage of
strategy frames, which is to say, a focus on strategy per se, contributed to
higher levels of political cynicism, and that this effect was greatest among
more knowledgeable individuals. Though their study focused on expressly
political actors, its conclusions would seem to be applicable to IIC protag-
onists (or targets) more generally. Sellers (2010), in a richly detailed anal-
ysis of news management by Members of Congress and their leaders, found
these efforts to play a central role, not only in advancing the policy agendas
of one or the other party, but in the reinvigoration of the political parties
themselves.

Kelman (1969), in the course of a discussion of the ethical dilemmas
associated with using social scientific knowledge to manipulate human
behavior, recommended three steps to mitigate this manipulation: increasing
awareness of the manipulation, building protections against, and resistance
to, the manipulation; and developing new alternative choices for the
target of the manipulation. Though he intended these steps to be self-
imposed by the strategist, they can also be seen as pointing the way
toward the development of counter-manipulation, e.g., counter-campaign
strategies, and are, in fact, reflected in our discussion of approaches to
defense.

Literature on Social Marketing and Related Strategies

Johnson (1971), employing a form of spatial analysis emphasizing consumer
(broadly defined) preferences, perceived attributes of the products (or
policy choices) on offer, and assessments of the similarity or dissimilarity of
the options, offered an early and illuminating perspective on the applica-
tion of marketing concepts and techniques, most notably market segmen-
tation, to the political realm. The contributors to Newman (1999) explored
the many dimensions of what has come to be called political marketing,
though they did so almost without exception in the context of electoral
campaigns. One relatively taxonomic essay (Butler and Collins, 1999),
however, did offer a conceptual structure of somewhat broader value. In the
course of distinguishing between political and other forms of marketing,
these authors pointed to such properties as the “mutability” of the
“purchase”, i.e., the fact that it might be altered or transformed, or have
some unanticipated consequence in the post-purchase setting; the periodic
character of the marketplace; and the central role played by the affirmation
of social and ideological identifications.

Kotler and Levy (1969) proposed extending traditional marketing prin-
ciples to the marketing of non-business organizations, persons, and ideas.
They identified several core concepts—product definition, target audience
definition, customer behavior analysis, multi-channel communication,
integrated planning, and others—that they believed could be employed
pro-socially. Later, Fox and Kotler (1980) reviewed the first decade of the
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application of marketing techniques to advancing social causes, focusing
generally on public information campaigns, mainly in the field of public
health. Pointing to successful efforts in family planning and heart disease
prevention, they highlighted the value of establishing phased, specific
objectives for the campaign over time, clearly defining audience segments,
using research and pretesting to develop clear and salient messages, sched-
uling sufficient frequency of messages over a long period of time, stimu-
lating interpersonal communication to increase the range of campaign
channels, and evaluating the progress of the campaign over time. They also
identified several barriers to success in social marketing campaigns that set
them apart from commercial marketing efforts, among them the absence of
solid and reliable data on the market itself, public pressure to reach the
entire public rather than key segments, opposition on the part of key
constituencies to certain types of appeals, limitations on the skills, resources,
and infrastructure of the sponsoring cause groups, and the difficulty of
isolating the effects of the campaign for purposes of evaluation.

Kotler, Roberto and Lee (2002) then literally wrote the book on the use
of marketing techniques to advance social causes, setting out in detail the
techniques for broadly based strategic marketing initiatives paralleling
those employed in commerce. Andreasen (2006) had a very different,
though generally complementary, take on the topic, focusing his analysis
on creating and framing the public agenda and working through structures
of allies that closely resemble the networks we have described here. Of
particular interest is his identification of the motives that might lead
corporations to sign on as campaign allies. These include participation as
damage control, as a means to achieve some non-campaign-related end, as
a one-time activity to increase sales or profits, or because a given initiative
fits with the long-term interests of the company. Understanding these or
other motives of a potential campaign intermediary can be very important
to the recruitment efforts of a protagonist. Andreasen also notes that, even
though it is typically organizations that are being recruited as campaign
allies, it is always individuals within those organizations who make the
related decisions. To an extent these perspectives are merged in Andreasen
and Kotler (2003), who apply the techniques of strategic marketing to
nonprofit organizations, aka, NGOs. Kotler was the sole author of this
book’s first edition, so it retains the systematic, taxonomic approach typical
of his extensive writings, but evidence of Andreasen’s sense of context is
present here as well. Of particular interest, simply as a touch point, is the
application of a stakeholder-based approach, as illustrated (75) in a graphic
depicting the multiple publics to which the American Cancer Society must
attend.

Manheim and Pratt (1986) noted that, even as they increased the levels
of attention and resources they devoted to proactive social-responsibility
programs in the United States and abroad, corporations were failing to
communicate effectively the significance of these efforts, and thus not
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maximizing their social-capital returns. Vogel (2005) looked specifically at
the business case for corporate social responsibility, finding that the
“market for virtue” is not universal, and that certain types of firms oper-
ating in certain markets will find these practices to have greater economic
value than some others. Werder (2008) tested the influence of corporate
social responsibility initiatives on public perceptions of Starbucks, finding
that these efforts did influence salient beliefs about the company, but did
not influence company-related attitudes or behavioral intentions.

Literature on Stakeholders and
Stakeholder-Based Strategies

Any discussion of stakeholder-based analysis necessarily begins with R.
Edward Freeman’s (1984) seminal book, Strategic Management: A Stakeholder
Approach, which introduced into management scholarship in a highly taxo-
nomic and systematic manner on the affirmative side some of the same
ideas that were percolating upward at the time among anti-corporate
activists (power structure analysis) as potential points of attack, namely that
the key to the success of a business firm (or, arguably, any other organiza-
tion) is the successful management of its diverse relationships. Freeman’s
map of generic stakeholder relationships (55), for example, and its specifica-
tion into a detailed map of the relationships surrounding a hypothetical
major oil company (122), could easily be mistaken for the maps employed
by corporate antagonists, and his analysis of mediated relationships
between indirect stakeholders and the firm, together with his discussion of
coalition strategies, while presented proactively and in the context of
advancing socially responsible behavior, are directly analogous to the uses of
networking and intermediaries we explored in the main body of the present
volume. As he points out from the outset, the stakeholder concept did
not originate with Freeman. But that does not diminish the significance of
this book.

In a review of related literature, Donaldson and Preston (1995) distin-
guished among three aspects of the stakeholder theory of the corporation:
descriptive accuracy, instrumental power, and normative validity. They
concluded that the three were both significant and mutually supportive,
and that the underlying theoretical construct was more robust than tradi-
tional economic theory in explaining corporate behavior. Mitchell, Agle,
and Wood (1997), as noted in Chapter 5, argued that the key to devel-
oping a robust theory of stakeholder identification and salience is found in
three stakeholder attributes—power, legitimacy, and urgency—which
they saw as variable in degree, socially constructed (i.e., based on shared
perception as opposed to objective reality), and exercised either willfully or
inadvertently. The essence of the argument is that these key attributes are
most significant when they overlap, but that differences in the nature and
extent of any overlap are highly consequential. Altogether they generated
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eight general classes of stakeholders, suggesting in the process those that
will exercise the greatest leverage on the target.

Among the most common targets of stakeholder-based strategies are
corporations, either in efforts to influence their own practices, where they
are the ultimate targets of the campaign, or to manipulate them into exer-
cising their often considerable leverage on governments and public policy,
where they serve as potent intermediaries. Vogel (1978) provided an early
and insightful analysis of these challenges to the business community,
identifying many of the actors, actions and foci that have since emerged as
commonplace, among them the politicizing of the corporation, the
emphasis on transparency, the emergence of shareholder-based activism,
internationalization, and the use of codes of conduct. A quarter-century
later, these efforts to pressure corporations had, in some cases, morphed
into something quite different, an ideological attack on the corporate form
of organization per se (see Danaher and Mark, 2003).

A more common evolution, however, was a growing focus on the market-
place and consumerism as particular points of corporate and governmental
vulnerability to influence. Friedman (1999) offered a remarkable summary
and analysis of a common tactic, the economic boycott, as employed by
consumers, minorities, religious groups, environmentalists, and labor.
Bennett (2001) argued that the traditional boycott, though the point of
origin, was only the beginning of a new consumer-driven politics arising
from institutional fragmentation offset by new niche marketing capabil-
ities, by a greater acceptance of personal choice in social identities and the
frames this makes available to activists, and by a growing focus, driven by
globalization and the declining power of national institutions, on trade
regimes, development agencies, and multinational corporations. This theme
found voice in Micheletti, Follesdal, and Stolle’s (2004) collection of essays
on political consumerism. Cashore, Auld, and Newsom (2004), for example,
looked at the development of forest certification, a form of industry-wide
code of conduct enforcement, by environmentalists. Also included were
updates by Bennett (2004) and Friedman (2004) of their earlier analyses.
Bennett identified four patterns of global consumer activism that bring
together several themes in this inventory of literature: the permanence of
interest-based campaigns, the organization of global activists in the form
of decentralized networks, the emergence of the Internet as a de facto
organizational structure, and the influence of new media on old, which is to
say the transference of content and even news-making norms from the open
and unfettered Internet to the more tightly controlled mass media.

Jones (2005) applied the stakeholder model of the firm to the notion of
brand equity. His model (23), reproduced here with stakeholder-specific
thematic appeals indicated, is similar to that employed by the power-
structure analysts, both in form and in content.

Barnett (2007) argued that the business case for CSR must take account
of the path-dependent nature of stakeholder relationships, which he saw as
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providing a filter of sorts in the form of the influence capacity of stake-
holders and their motivation as derived from the financial performance of
the company in question. Bonini, Court, and Marchi (2009) argued that
companies need to develop an understanding of their reputations that
mirrors the interests of their key stakeholders, and of the ways that their
products or services, operations, supply chain, and other attributes interact
with those interests. In effect, they proposed an approach to reputation
management grounded in the basic ideas of market segmentation.

Hall (1992) analyzed the strategic value of intangible resources to a
corporation. In a survey of CEOs, he found, not surprisingly, that the repu-
tation of the company and its products were the most highly prized of these
assets. Interestingly, public knowledge of the company ranked near the
bottom in terms of relative importance. Ferndndez, Montes, and Vizquez
(2000), writing in the context of investor decision-making, suggested that
companies be evaluated strategically in terms of their intangible resources,
which include human capital in the form of institutional knowledge, orga-
nizational capital (norms, routines, culture), technological capital (propri-
etary information), and relational capital (reputation, brands, distribution
channels, long-term relationships, loyalty). These soft resources are useful
to the strategist for assessing and potentially leveraging the relationship
between a company and its shareholders, but are either directly applicable
or at the least suggestive as criteria for evaluating other potential stake-
holder pressure points as well.
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Drucker (1976) identified public employee pension systems as emerging
vehicles of influence, directly on the corporate sector through their
increasing ownership share, and indirectly on politics. Rifkin and Barber
(1978) saw this growing pension power as a source of increasing power for
organized labor if the unions could harness their substantial potential
influence on pension fund management and policies. Building on this
foundation, and as noted elsewhere, Ganzi, Seymour, and Buffett (1998),
provided a highly detailed strategic analysis of the stakeholder relation-
ships in eight separate sectors of the financial services industry, and identi-
fied points of leverage in each sector that could be employed to advantage
by environmental advocates. Fung, Hebb, and Rogers (2001) documented
the extent of pension fund growth, which at the time of their writing
exceeded $7 trillion in the United States, and pointed to strategies for
advancing labor’s economic and political agenda by using the resultant
leverage. Manheim (2005a, 2005b) examined the implementation of some
of these strategies during the 2003 proxy season. Chakrabarti (2004), in a
study of shareholder activism on the part of unions that employed both
case studies and a regression analysis of votes on shareholder resolutions
submitted by unions, found that union influence is enhanced through
coalition-building with other institutional shareholders, and especially
when leveraged through a firm (Institutional Shareholder Services) that
provided influential proxy-voting advice to a wide array of institutions
other than unions. Price (2006) examined pressure tactics directed at
corporate directors and what he saw as the benefits and challenges of
responses grounded in cooperation with the activists.

Bhattacharya and Sen (2003) focused on the relationship between
companies and consumers, and more particularly on the centrality to that
relationship of consumers’ identification with the company per se. They
asserted that such identification is “active, selective, and volitional,” and
posited several ways in, and conditions under, which it may affect corpo-
rate behavior and standing. Cardador and Pratt (2006) picked up this argu-
ment, finding parallels between its treatment in the literatures of marketing
and of management. Their analysis focused on three bases of identification:
relationships, behaviors, and symbols. Einwiller, Fedorikhin, Johnson, and
Kamins (2006) looked specifically at the interaction between consumer
identification with a company and negative publicity about that company.
They found that those with a stronger sense of identification were more
resistant than others to moderately negative publicity, but that even strong
identifiers were adversely affected by intensely negative publicity.

The relationship between corporations and their regulators is a complex
one, and by no means unidirectional. Gordon and Hafer (2005), for example,
looked at the use of signaling by corporations to their regulators of their
willingness to resist intrusions, where the signaling in question took the
form of political contributions. Using plant-level inspection data from the
Nuclear Regulatory Commission and political expenditures by firms in that
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industry, they found evidence that large political donors are less compliant
than smaller donors, and are monitored less. The authors also found indica-
tions that companies with publicly observable operating problems may
reduce their political expenditures. The operative mechanism here is the
dependency of regulatory agencies on legislative and budgetary support
from elected officials, so in effect, the companies are communicating with
their regulators through the key stakeholders of the latter.

Suman and Rossman (2000) brought together more than a dozen activ-
ists, attorneys, and industry representatives in a series of essays exploring
the relationship between the advocacy community and the entertainment
industry. Though the book offers few deep insights, it does suggest some
of the opportunities and limitations of entertainment-directed tactics from
several important perspectives.

Stakeholder influence can be hierarchical in nature. For example, Jacobs
and Page (2005), in a study of constituency influence in foreign policy-
making, found that U.S. foreign policy is most heavily influenced by inter-
nationally-oriented business leaders, and thence in descending order by
policy experts, labor, and the general public, whose influence appears to be
limited and episodic.

Fombrun and his colleagues (Fombrun, Gardberg, and Sever, 2000;
Gardberg and Fombrun, 2002) undertook to develop a consistent metric,
which they termed the Reputation Quotient, or RQ, to quantify the assess-
ment of corporate reputations across various classes of stakeholders, and to
validate and extend this measurement scale internationally. Principal RQ
evaluative dimensions include the company’s emotional appeal, products
and services, vision and leadership, workplace environment, social and
environmental responsibility, and financial performance.

MacMillan, Money, Downing and Hillenbrand (2004; see also Money
and Hillenbrand, 2006) proposed a more comprehensive and more directly
strategic stakeholder-based model, termed SPIRIT (Stakeholder Performance
Indicator, Relationship Improvement Tool), as a mechanism for identifying
the drivers of corporate reputation and employing them to generate desired
outcomes. Among the reputation drivers identified in the model are the
stakeholder’s direct experience of the corporation’s behavior (communica-
tions, products or services), their indirect experience of the corporation (as,
for example, through media or third-party commentary), their behavioral
support of the business (commitment, cooperation, subversion, or the like),
and their emotional attachment to the corporation (e.g., trust, positive
affect). These factors are used to evaluate the likely positive or negative
outcomes of business strategies.

Literature on Vulnerabilities and Their Sources

Manheim (1990) showed how governments in unstable political systems
rendered themselves far more vulnerable to pressure from both domestic
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and foreign activists by seeking and winning sponsorship of the Olympic
Games. Sponsorship imposed on these governments extensive require-
ments for infrastructure development and rising expectations (and some-
times explicit commitments) for political reform, all in an ever-increasing
glare of global media attention. It also left them open to allegations that
they were failing to live up to the Olympic ideal. This dynamic added
leverage to what otherwise might have proven obscure embarrassments
arising from protest and other forms of reform activism, and empowered
previously weak reform movements.

For some actors, vulnerabilities are structured into their social position
itself. Tyler (1997), for example, noted the disconnect between the commu-
nications advice commonly offered to corporations during periods of crisis
that they (or their executives) should accept responsibility and apologize
for misdeeds, on the one hand, and the realities of legal liability that can be
increased by such actions, on the other. The result tends to be equivocation
or ambiguity in any statements that are issued, which can leave the
public and other stakeholders dissatisfied, and executives frustrated and
humiliated.

Weil (2005), in advancing a “strategic choice framework” to guide
decision-making by union leaders, provided in the process a structural
basis on which to evaluate the strength (or weakness) of a given union
according to its positioning on two dimensions, external leverage and
internal organizational capacity. The first derives from the environment in
which the union operates, and takes into account such elements as the
structure of the industries where it operates and of the associated labor
markets, the nature and role of technology in those industries, and the
relevant regulatory structures. The second includes such factors as the
union’s leadership and staffing, its recruitment processes, and its methods
for allocating and deploying resources—all aspects of what we have termed
infrastructure. Weil concluded that in general unions that seek to
strengthen themselves must do so by increasing their organizational
capacities first, and only then by seeking to enhance their leverage.

Bartley and Child (2009) examined the factors that open corporations to
campaigns of naming and shaming. Those that are leaders in globalization
are most likely to be targeted, these authors found in a study focusing on
the apparel and shoe industries, but a strong secondary determinant is
reputation, and more particularly the extent of a company’s dependence
on maintaining a good one. Large companies with branded consumer
products and patterns of globalization, they suggested, are the most
vulnerable.

Bremmer (2006), and Bremmer and Keat (2009), address risk, not in
the context of thematic appeals as we have elsewhere in this review essay,
but rather as a real attribute of economic and political systems. The first of
these volumes posits a two-dimensional space in which to array political
systems based on their degrees of openness and stability, respectively. The
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result is a “J Curve’—essentially a curvilinear relationship between the
two attributes, with the implication that the least open systems (those at
the left end of the distribution) will confront potentially existential chal-
lenges to their stability as they increase their openness, while those toward
the right—the relatively open systems, will actually become more stable as
they become even more open. Openness here refers in part to the extent to
which a given country is integrated into the international system (e.g.,
through travel, communication, media access, foreign direct investment),
and in part to the free flow of ideas and information within its borders. The
principal challenge to stability occurs when closed systems reach a critical
point of openness or, in the alternative, when open systems close them-
selves off to such a degree that they become destabilized. The second
volume focuses on the nature and extent of political risk, and on mecha-
nisms for anticipating and responding to it. Both books are written
primarily for investors (the authors are associated with a global risk consul-
tancy), but together, and taken in the present context, they provide some
very useful tools for assessing the vulnerabilities of state-level or other
systemic targets.

Generic Literature Reviews

Finally, the strategist can benefit from a selective reading of the extensive
reviews of campaign-relevant literatures in the many scholarly “hand-
books” that have been published over the years in various specialized fields
of inquiry. A few of the more useful examples include Knutson (1973),
Pool and Schramm (1973), Nimmo and Sanders (1981), Swanson and
Nimmo (1990), and Kaid (2004).



Notes

1 Adam Hochschild (2005) provided an extraordinarily comprehensive analysis of the
British anti-slave trade movement and its activities. The analysis here draws heavily on
his account of those activities, and, to a lesser extent on Metaxas (2007), who assigned a
more central role in the campaign to Mr. Wilberforce.

2 This discussion of Edison’s campaign against alternating current draws its facts largely
from Mark Essig’s (2003, passim) excellent chronicle, supplemented with additional
detail and insight provided by Maury Klein (2008: 256-278). The interpretation of
those facts in the present context is my own.

3 This summary of the anti-sweatshop campaign is based on, and extends, a discussion in
Manheim (2001: 71-74).
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