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Anxiety: Challenge by Another Name" by James Lincoln Collier 

Between my sophomore and junior years at college, a chance came up for me to spend the summer 
vacation working on a ranch in Argentina. My roommate's father was in the cattle business, and he 
wanted Ted to see something of it. Ted said he would go i f he could take a friend, and he chose me. 
The idea of spending two months on the fabled Argentine Pampas was exciting. Then I began having 
second thoughts. I had never been very far from New England, and I had been homesick my first few 
weeks at college. What would it be like in a strange country? What about the language? And besides, I 
had promised to teach my younger brother to sail that summer. The more I thought about it, the more the 
prospect daunted me. I began waking up nights in a sweat. 

In the end I turned down the proposition. As soon as Ted asked somebody else to go, I began kicking 
myself. A couple of weeks later I went home to my old summer job, unpacking cartons at the local 
supermarket, feeling very low. I had turned down something I wanted to do because I was scared, and had 
ended up feeling depressed. I stayed that way for a long time. And it didn't help when I went back to 
college in the fall to discover that Ted and his friend had had a terrific time. 

In the long run that unhappy summer taught me a valuable lesson out of which I developed a rule for 
myself: do what makes you anxious; don't do what makes you depressed. 
I am not, of course, talking about severe states of anxiety or depression, which require medical attention. 
What I mean is that kind of anxiety we call stage fright, butterflies in the stomach, a case of nerves—the 
feelings we have at a job interview, when we're giving a big party, when we have to make an important 
presentation at the office. And the kind of depression I am referring to is that downhearted feeling of the 
blues, when we don't seem to be interested in anything, when we can't get going and seem to have no 

I was confronted by this sort of situation toward the end of my senior year. As graduation approached, I 
began to think about taking a crack at making my living as a writer. But one of my professors was urging 
me to apply to graduate school and aim at a teaching career. 

1 wavered. The idea of trying to live by writing was scary--a lot more scary than spending a summer on 
the Pampas, I thought. Back and forth I went, making my decision, unmaking it. Suddenly, I realized that 
every time I gave up the idea of writing, that sinking feeling went through me; it gave me the blues. 
The thought of graduate school wasn't what depressed me. It was giving up on what deep in my gut I 
really wanted to do. Right then I learned another lesson. To avoid that kind of depression meant, 
inevitably, having to endure a certain amount of worry and concern. 

The great Danish philosopher Sren Kierkegaard believed that anxiety always arises when we confront the 
possibility of our own development. It seems to be a rule of life that you can't advance without getting 
that old, familiar, jittery feeling. 

Even as children we discover this when we try to expand ourselves by, say, learning to ride a bike or 
going out for the school play. Later in life we get butterflies when we think about having that first child, 
or uprooting the family from the old hometown to find a better opportunity halfway across the country. 
Any time, it seems, that we set out aggressively to get something we want, we meet up with anxiety. And 
it's going to be our traveling companion, at least part of the way, into any new venture. 
When I first began writing magazine articles, I was frequently required to interview big names—people 
like Richard Burton, Joan Rivers, sex authority William Masters, baseball-great Dizzy Dean. Before each 
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interview I would get butterflies and my hands would shake. 

At the time, I was doing some writing about music. And one person 1 particularly admired was the great 
composer Duke Ellington. On stage and on television, he seemed the very model of the confident, 
sophisticated man of the world. Then I learned that Ellington still got stage fright. I f the highly honored 
Duke Ellington, who had appeared on the bandstand some 10,000 times over 30 years, had anxiety 
attacks, who was 1 to think I could avoid them? 

I went on doing those frightening interviews, and one day, as I was getting onto a plane for Washington to 
interview columnist Joseph Alsop, I suddenly realized to my astonishment that I was looking forward to 
the meeting. What had happened to those butterflies? 

Well, in truth, they were still there, but there were fewer of them. I had benefited, I discovered, from a 
process psychologists call "extinction." I f you put an individual in an anxiety-provoking situation often 
enough, he will eventually learn that there isn't anything to be worried about. 

Which brings us to a corollary to my basic rule: you'll never eliminate anxiety by avoiding the things that 
caused it. I remember how my son Jeff was when I first began to teach him to swim at the lake cottage 
where we spent our summer vacations. He resisted, and when I got him into the water he sank and 
sputtered and wanted to quit. But I was insistent. And by summer's end he was splashing around like a 
puppy. He had "extinguished" his anxiety the only way he could-by confronting it. 

The problem, of course, is that it is one thing to urge somebody else to take on those anxiety-producing 
challenges; it is quite another to get ourselves to do it. 
Some years ago I was offered a writing assignment that would require three months of travel through 
Europe. I had been abroad a couple of times on the usual " I f it's Tuesday this must be Belgium" trips, but 
I hardly could claim to know my way around the continent. Moreover, my knowledge of foreign 

v languages was limited to a little college French. 
• I hesitated. How would I , unable to speak the language, totally unfamiliar with local geography or 

transportation systems, set up interviews and do research? It seemed impossible and with considerable 
regret I sat down to write a letter begging off. Halfway through, a thought—which I subsequently made 
into another corollary to my basic rule-ran through my mind: you can't learn i f you don't try. So I 
accepted the assignment. 

There were some bad moments. But by the time I had finished the trip I was an experienced traveler. And 
ever since, 1 have never hesitated to head for even the most exotic of places, without guides or even 
advanced bookings, confident that somehow I will manage. 

« 

The point is that the new, the different, is almost by definition scary. But each time you try something, 
you learn, and as the learning piles up, the world opens to you. 
I've made parachute jumps, learned to ski at 40, flown up the Rhine in a balloon. And I know I'm going 
to go on doing such things. It's not because I'm braver or more daring than others. I'm not. But I don't let 
the butterflies stop me from doing what 1 want. Accept anxiety as another name for challenge and you can 
accomplish wonders. 

(Reprinted from Models for Writers: Short Essays for Composition, by Alfred Rosa and Paul Eschholz, 
eds. New York: St. Martin's Press, 1989.) 
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Society Is Dead: We have retreated into the iWorld 

By Andrew Sullivan 

I was visiting New York last week and noticed something I ' d never thought I 'd say about 

the city. Yes, nightlife is pretty much dead (and I ' m in no way the first to notice that). But daily 

life—that insane mishmash of yells, chatter, clatter, hustle and chutzpah that makes New York 

the urban equivalent of methamphetamine — was also a little different. It was quieter. 

Manhattan's downtown is now a Disney-like string of malls, riverside parks and pretty 

upper-middle-class villages. But there was something else. And as I looked across the throngs on 

the pavements, I began to see why. 

There were little white wires hanging down from their ears, or tucked into pockets, purses 

or jackets. The eyes were a little vacant. Each was in his or her own musical world, walking to 

their soundtrack, stars in their own music video, almost oblivious to the world around them. 

These are the iPod people. 

Even without the white wires you can tell who they are. They walk down the street in 

their own MP3 cocoon, bumping into others, deaf to small social cues, shutting out anyone not in 

their bubble. 

Every now and again some start unconsciously emitting strange tuneless squawks, like a 

badly tuned radio, and their fingers snap or their arms twitch to some strange soundless rhythm. 

When others say "Excuse me" there's no response. " H i " , ditto. It's strange to be among so many 

people and hear so little. Except that each one is hearing so much. 

Yes, I might as well own up. I ' m one of them. I witnessed the glazed New York looks 

through my own glazed pupils, my white wires peeping out o f my ears. I joined the cult a few 

years ago: the sect o f the little white box worshippers. 



Every now and again I go to church — those huge, luminous Apple stores, pews in^he . 

rear, the clerics in their monastic uniforms all bustling around or sitting behind the "Genius 

Bars", like priests waiting to hear confessions. 

Others began, as I did, with a Walkman — and then a kind o f clunkier MP3 player. But 

the sleekness o f the iPod won me over. Unlike other models it gave me my entire music 

collection to rearrange as I saw fit — on the fly, in my pocket. What was once an occasional 

musical diversion became a compulsive obsession. Now I have my iTunes in my iMac for my 

iPod in my iWorld. It 's Narcissus heaven: we've finally put the " i " into Me. 

And, like all addictive cults, it's spreading. There are now 22m iPod owners in the United 

States and Apple is becoming a mass-market company for the first time. 

Walk through any airport in the United States these days and you w i l l see person after 

person gliding through the social ether as i f on autopilot. Get on a subway and you're surrounded 

by a bunch o f Stepford commuters staring into mid-space as i f anaesthetized by technology. 

Don't ask, don't tell, don't overhear, don't observe. Just tune in and tune out. 

It wouldn't be so worrying i f it weren't part o f something even bigger. Americans are 

beginning to narrow their lives. 

v You get your news from your favorite blogs, the ones that won't challenge your view of 

• the world. You tune into a satellite radio service that also aims directly at a small market — for 

new age fanatics, liberal talk or Christian rock. Television is all cable. Culture is all subculture. 

Your cell phones can receive e-mail feeds o f your favorite blogger's latest thoughts — seconds 

after he has posted them — get sports scores for your team or stock quotes of your portfolio. 

Technology has given us a universe entirely for ourselves — where the serendipity of 

meeting a new stranger, hearing a piece of music we would never choose for ourselves or an 
* 

opinion that might force us to change our mind about something are all effectively banished. 

Atomization by little white boxes and cell phones. Society without the social. Others who 

are chosen — not met at random. Human beings have never lived like this before. Yes, we have 

always had homes, retreats or places where we went to relax, unwind or shut out the world. 

But we didn't walk around the world like hermit crabs with our isolation surgically 

attached. 

Music was once the preserve o f the living room or the concert hall. It was sometimes 

solitary but it was primarily a shared experience, something that brought people together, gave 



them the comfort o f knowing that others too understood the pleasure o f a Brahms symphony or x 

that Beatles album. 

But music is as atomized now as living is. And it's secret. That bloke next to you on the 

bus could be listening to heavy metal or a Gregorian chant. You ' l l never know. And so, bit by 

bit, you ' l l never really know him. And by his white wires, he is indicating he doesn't really want 

to know you. 

What do we get from this? The awareness o f more music, more often. The chance to slip 

away for a while from everydayness, to give our lives its own soundtrack, to still the monotony 

of the commute, to listen more closely and carefully to music that can lift you up and keep you 

going. 

We become masters o f our own interests, more connected to people like us over the 

internet, more instantly in touch with anything we want, need or think we want and think we 

need. Ever tried a Stairmaster in silence? But what are we missing? That hilarious shard o f an 

overheard conversation that stays with you all day; the child whose chatter on the pavement 

takes you back to your early memories; birdsong; weather; accents; the laughter o f others. And 

those thoughts that come not by filling your head with selected diversion, but by allowing your 

\d to wander aimlessly through the regular background noise of human and mechanical life. 

External stimulation can crowd out the interior mind. Even the boredom that we flee has 

its uses. We are forced to find our own means to overcome it. And so we enrich our life from 

within, rather than from white wires. It's hard to give up, though, isn't it. 

Not so long ago I was on a trip and realized I had left my iPod behind. Panic. But then 

something else. I noticed the rhythms of others again, the sound of the airplane, the opinions o f 

the taxi driver, the small social cues that had been obscured before. 1 notjced how others related 

to each other. And 1 felt just a little bit connected again and a little more aware. 

Try it. There's a world out there. And it has a soundtrack all its own. 
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Frustrations of a College Student 

By R. B.Campbell 

Life is never simple. For the businessman, the housewife, the factory worker, and even 

(or perhaps especially) the young child, each day is filled with its share o f frustrations and 

disappointments. The college student is not exempt from these incidents; in fact, attending 

college exposes a person to a unique set o f such experiences. 

Registration is an occasion which often gives rise to frustrating circumstances. Classes 

which are closed because they are filled, or due to lack o f registrants, can destroy the most 

carefully planned schedule. Even i f the desired classes are available, clerical errors can wreak 

havoc. A computer mix-up at Miami University during one recent quarter sent an estimated 

5,000 of the school's 11,000 students to the drop/add line on the first day o f classes. To view 

such a line from near the end, as I did, can indeed be a frustrating experience. 

Even i f the desired class is obtained, the instructor can make it se.em as i f it would have 

been more profitable to take some other course. College professors are often chosen for their 

ability to do research rather than their ability to teach. Every student can tell o f at least one 

professor who, although more than competent in his or her field, could not effectively 

communicate knowledge to the class. Also, the more able professors are in their disciplines, the 

greater the demands on their time. M y cousin, a student at a small, private college, once took a 

non-required psychology course specifically because a well-known doctor was listed as the 



professor. The doctor, however, was rarely seen. Most o f the classes were given by a graduate 

assistant, who also marked the papers and made up the tests. The much-hailed doctor was too 

busy to actually teach. 

Perhaps the most frustrating experience for college students is the realization that they 

have been following a course o f study for which they are not suited. During my first five 

quarters of college, I was a chemistry major. It was not until after I had received failing grades 

in that subject from three different institutions that I finally came to the conclusion that it would 

perhaps be better i f I studied a different subject. A friend of mine, an education major at Kent 

State, also found herself in this situation. It was not until she completed her student teaching 

experience, fifteen hours short o f graduation, that she found she had no desire to teach. She wi l l 

graduate at the end of the present quarter with a highly specialized degree in a field she has no 

desire to pursue. 

liege can be and should be a highly adventurous, rewarding period in the student's life. 

But like all other situations in life, it can often be fraught with frustration. 
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PROPAGANDA TECHNIQUES IN 
TODAY'S ADVERTISING 

Americans, adults and children alike, are being seduced. They are being brain- i 
washed. And few of us protest Why? Because the seducers and the bralnwashers are 
the advertisers we willingly invite into our homes. We are victims, content—even 
eager—to be victimized. We read advertisers' propaganda messages in newspapers and 
magazines; we watch their alluring images on television. We absorb their messages 
and images into our subconscious. We ail do it—even those of us who claim to see 
through advertisers' tricks and therefore feel immune to advertising's charm. 
Advertisers lean heavily on propaganda to sell their products, whether the "products" 
are a brand of toothpaste, a candidate for office, or a particular political viewpoint. 

Propaganda is a systematic effort to influence people's opinions, to win them over 2 
to a certain view or side. Propaganda is not necessarily concerned with what is true or 
false, good or bad. Propagandists simply want people to believe the messages being 
sent. Often propagandists wil l use outright lies or more subtle deceptions to sway pe<y 
pie's opinions. In a propaganda war, any tactic is considered fair. 

When we hear the word "propaganda," we usually think of a foreign menace: anti- 3 
American radio programs broadcast by a totalitarian regime or brainwashing tactics 
practiced on hostages. Although propaganda may seem relevant only in the political 
arena, the concept can be applied fruitfully to the way products and ideas are sold in 
advertising. Indeed, the vast majority of us are targets in advertisers' propaganda war. 
Every day, we are bombarded with slogans, print ads,-commercials, packaging claims, 
billboards, trademarks, logos, and designer brands—all forms of propaganda. One 
study reports that each of us, during an average day, is exposed to over five hundred 
advertising claims of various types. This saturation may even increase in the future 
since current trends include ads on movie screens, shopping carts, video cassettes, 
even public television. 

What kind of propaganda techniques do advertisers use? There are seven basic types: 4 

1. Name Calling Name calling is a propaganda tactic in which negatively charged f. 
names are hurled against the opposing side or competitor. By using such names, pro­
pagandists try to arouse feelings of mistrust, fear, and hate in their audiences. For 
example, a political advertisement may label an opposing candidate a "loser," "fence-
sitter," or "warmonger." Depending on the advertiser's target market, labels such as "a 
friend of big business" or "a dues-paying member of the party in power" can be the 
epithets that damage an opponent. Ads for products may also use name calling. An 
American manufacturer may refer, for instance, to a "foreign car" in its commercial— 
not an "imported" one. The label of foreignness will have unpleasant connotations in 
many people's minds. A childhood rhyme claims that "names can never hurt me," but 
name calling is an effective way to damage the opposition, whether it is another car 
maker or a congressional candidate. 

2. Glittering Generalities Using glittering generalities is the opposite of name call- 6 
Ing. In this case, advertisers surround their products with attractive—and slippery— 
v/ords and phrases. They use vague terms that are difficult to define and that may have 
different meanings to different people: freedom, democratic, all-American, progres­
sive, Christian, and justice. Many such words have strong, affirmative overtones. This 
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kind of language stirs positive feelings in people, feelings that may spill over to the 
product or idea being pitched. As with name calling, the emotional response may over­
whelm logic. Target audiences accept the product without thinking very much about 
what the glittering generalities mean—or whether they even apply to the product 
After all, how can anyone oppose "truth, justice, and the American way"? 

The ads for politicians and political causes often use glittering generalities because 
such "buzz words" can influence votes. Election slogans include high-sounding but 
basically empty phrases like the following: 

"He cares about people." (That's nice, but is he a better candidate than his opponent?) 
"Vote for progress." {Progress by whose standards?) 
"They'll make this country great again." (What does "great" mean? Does "great" mean 
the same thing to others as it does to me?) 
"Vote for the future." (What kind of future?) 
"If you love America, vote for Phyllis Smith." (If 1 don't vote for Smith, does that mean 
I don't love America?) 

Ads for consumer goods are also sprinkled with glittering generalities. Product 
names, for instance, are supposed to evoke good feelings: Lws diapers, New Freedom 
feminine hygiene products,/oy liquid detergent, Loving Care hair color, Almost Home 
cookies, Yankee Doodle pastries. Product slogans lean heavily on vague but comforting 
phrases: . . . General Electric "brings good things to life," and Dow Chemical "lets you 
do great things." Chevrolet, we are told, is the "heartbeat of America," and Chrysler 
boasts cars that are "built by Americans for Americans." 

3. Transfer In transfer, advertisers try to improve the image of a product by associat­
ing it with a symbol most people respect, like the American flag or Uncle Sam. The adver­
tisers hope that the prestige attached to the symbol will carry over to the product. Many 
companies use transfer devices to identify their products: Lincoln Insurance shows a pro­
file of the President; Continental insurance portrays a Revolutionary War minuteman; 
Amtrak's logo is red, white, and blue; Liberty MutuaPs corporate symbol is the Statue of 
Liberty; Allslate's name is cradled by a pair o( protective, fatherly hands. 

Corporations also use the transfer technique when they sponsor prestigious shows 
on radio and television. These shows function as symbols of dignity ami class. Kraft 
Corporation, for instance, sponsored a "Leonard Bernstein Conducts Beethoven" con­
cert, while Gulf Oil is the sponsor of National Geographic specials and Mobil supports 
public television's Masterpiece Theatre. In this way, corporations can reach an edu­
cated, influential audience and, perhaps, improve their public image by associating 
themselves with quality programming. 

Political ads, of course, practically wrap themselves in the flag. Ads for a political 
candidate often show either the Washington Monument, a Fourth of July parade, the 
Stars and Stripes, a bald eagle soaring over the mountains, or a white-steepled church 
on the village green. The national anthem or "America Lite Beautiful" may play softly 
in lite background. Such appeals to Americans' love of country can surround the can­
didate with an aura of patriotism and integrity. 

4. Testimonial The testimonial is one of advertisers' most-loved and most-used pro­
paganda techniques. Similar to the transfer device, the testimonial capitalizes on the 
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admiration people have for a celebrity to make the product shine more brightly—even 
though the celebrity is not an expert on the product being sold. 

Print and television ads offer a nonstop parade of testimonials.- here's William 
Shatner for Priceline.com; here's basketball star Michael Jordan eating Wheaties; a 
slew of well-known people [including rap star IX Cool J and the rock group Aerosmith) 
advertise clothing from the Gap; and Jerry Seinfeld assures us he never goes anywhere 
without his American Express card. Testimonials can sell movies too; newspaper ads 
for films often feature favorable comments by well-known reviewers. And, in recent 
years, testimonials have played an important role in pitching books; the backs of paper­
backs frequently list complimentary blurbs by celebrities, 

Political candidates, as well as their ad agencies, know the value of testimonials. 
Barbra Streisand lent her star appeal to the presidential campaign of Bill Clinton, while 
Arnold Schwarzenegger endorsed George Bush. Even controversial social issues are 
debated by celebrities. The nuclear freeze debate, for instance, starred Paul Newman 
for the pro side and Charlton Heston for the con. 

As illogical as testimonials sometimes are (Pepsi's Michael Jackson, for instance, is 
a health-food adherent who does not drink soft drinks), they are effective propaganda. 
We like the person so much that we like the product too. 

5. Plain Folks The plain folks approach says, in effect, "Buy me or vote for me. I'm 
just like y»u." Regular folks will surely like Bob Evans' Down on the Farm Country 
Sausage or good old-fashioned Countrytime Lemonade. Some ads emphasize the idea 
that "we're all in the same boat." We see people making long-distance calls for just the 
reasons we do—to put the baby on the phone to Grandma or to tell Mom we love her. 
And how do these folksy, warmhearted (usually saccharine) scenes affect us? They're 
supposed to make us feel that AT&T—the multinational corporate giant—has the same 
values we do. Similarly, we are introduced to the little people at Ford, the ordinary 
folks who work on the assembly line, not to bigwigs in their executive offices. What's 
the purpose of such an approach? To encourage us to buy a car built by these honest, 
hardworking "everyday Joes" who care about quality as much as we do. 

Political advertisements make almost as much use of the "plain folks" appeal as they 
do of transfer devices. Candidates wear hard hats, farmers' caps, and assembly-line 
coveralls. They jog around the block and carry their own luggage through the airport. 
The idea is to convince voters that the candidates are average people, not the elite— 
not wealthy lawyers or executives but the common citizen. 

6. Card Stacking When people say that "the cards were stacked against me," they 
mean that they were never given a fair chance. Applied to propaganda, card stacking 
means that one side may suppress or distort evidence, tell half-truths, oversimplify the 
facts, or set up a "straw man"—a false target—to divert attention from the issue at 
hand. Card stacking is a difficult form of propaganda both to detect and to combat. 
When a candidate claims that an opponent has "changed his mind five times on this 
important issue," we tend to accept the claim without investigating whether the can­
didate had good reasons for changing his mind. Many people are simply swayed by the 
distorted claim that the candidate is "waffling" on the issue. 

Advertisers often stack the cards in favor of the products they are pushing. They 
may, for instance, use what are called "weasel words." These arc small words that usu­
ally slip right past us, but that make the difference between reality and illusion. The 
weasel words are underlined in the following claims: 
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"Helps control dandruff symptoms." (The audience usually interprets this as stops 
dandruff.) 
"Most dentists surveyed recommend sugarless gum for their patients who chew gum." 
(We hear the "most dentists" and "for their patients," but we don't think about how 
many were surveyed or whether or not the dentists first recommended that the 
patients not chew gum at all.) 
"Sticker price $1000 lower than most comparable cars." (How many is "most"? What 
car does the advertiser consider "comparable*'?) 

Advertisers also use a card stacking trick when they make an unfinished claim. For 
example, they will say that their product has "twice as much pain reliever." We are left with 
a favorable impression. We don't usually ask, "Twice as much pain reliever as what?" Or 
advertisers may make extremely vague claims that sound alluring but have no substance: 
Toyota's "Oh, what a feeling.'"; Vantage cigarettes' "the taste of success"; "The spirit of 
Marlboro"; Coke's "the real thing," Another way to stack the cards in favor of a certain 
product is to use scientific-sounding claims that are not supported by sound research. When 
Ford claimed that its LTD model was "400% quieter," many people assumed that the LTD 
must be quieter than all other cars. When taken to court, however, Ford admitted that the 
phrase referred to the difference between the noise level inside and outside the LTD. Other 
scientific-sounding claims use mysterious ingredients that are never explained as selling 
points: "Retsyn," "special whitening agents," "the ingredient doctors recommend." 

7. Bandwagon In the bandwagon technique, advertisers pressure, "Everyone's 
doing it. Why don't you?" This kind of propaganda often succeeds because many peo­
ple have a deep desire not to be different. Political ads tell us to vote for the "winning 
candidate." The advertisers know we tend to feel comfortable doing what others do; 
we want to be on the winning team. Or ads show a series of people proclaiming, "I'm 
voting for the Senator. I don't know why anyone wouldn't." Again, the audience feels 
under pressure to conform. 

In the marketplace, the bandwagon approach lures buyers. Ads tell us that "nobody 
doesn't like Sara Lee" (the message is that you must be weird if you don't). They tell 
us that "most people prefer Brand X two to one over other leading brands" (to be like 
the majority, we should buy Brand X). If we don't drink Pepsi, we're left out of "the 
Pepsi generation." To take part in "America's favorite health kick," the NationaJ Dairy 
Council asks us, "Got Milk?" And Honda motorcycle ads, praising the virtues df being 
a follower, tell us, "Follow the leader. He's on a Honda." 

Why do these propaganda techniques work? Why do so many of us buy the prod­
ucts, viewpoints, and candidates urged on us by propaganda messages? They work 
because they appeal to our emotions, not to our minds. Often, in fact, they capitalize 
on our prejudices and biases. For example, if we are convinced that environmentalists 
are radicals who want to destroy America's record of industrial growth and progress, 
then we will applaud the candidate who refers to them as "treehuggers," Clear think­
ing requires hard work: analyzing a claim, researching the facts, examining both sides 
of an issue, using logic to see the Haws in an argument. Many of us would rather let 
the propagandists do our thinking for us. 

Because propaganda is so effective, it is important to detect it and understand how 
it is used. We may conclude, after close examination, that some propaganda sends a 
truthful, worthwhile message. Some advertising, for instance, urges us not to drive 
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Some advertising, for instance, urges us not to drive drunk, to become 

volunteers, to contribute to charity. Even so we must be aware that 

propaganda is being used. Otherwise, we have consented to handing 

over to others our independence of thought and action. 
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