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Propaganda / Persuasion

■ What is propaganda / persuasion?
– Visual communication used to persuade and influence an audience into 

following a set of concepts and beliefs
– Utilized in advertising, education, political campaigns, and national agendas
– Goal: Communicate an idea and initiate an emotional response from the 

viewer

■ “Propaganda not only inhibits our sense of reality, it frequently causes us to act 
against our own interests. It does this by affecting the primitive parts of the brain 
that are unaffected by logic or consciousness but respond to images and symbols.” 
(Milton Glaser, Art and Propaganda, 2008)



History / WWII
Pro-Nazi:
The Guarantee of German Military Strength Hans 
Schweitzer, aka Mjolnir 

Anti-Nazi:
Adolf, the Superman, John Heartfield, 1932



History
Anti-Vietnam
Napalm Girl, Nick Ut, 1972

Pro-War / Iraq and Afganistan
World Trade Center 9/11, 2001



Operation Protective Edge

• Launched July 8, 2014, 7/week war between 
Israel & Hamas 

• “Social Media War”

• “Social media opened the opportunity to 
incite visual propaganda and persuade the 
global community to become followers of 
established sides.” (Burrell, 2014)

• Image: Study by Gilad Lotan, Betaworks



O.P.E – Shujaiya
Pro-Israel Pro-Gaza



O.P.E – What Would You Do?
Pro-Israel Pro-Gaza



O.P.E – What Would You Do?
Pro-Israel Pro-Gaza



O.P.E – Stand With Us
Pro-Israel Pro-Gaza



Questions:

■ How does social media influence conflict?

■ What are the reactions / responses to visual communication exhibited on social 
media networks during conflict?

■ Can the use of social media develop more harm (than good) during conflict?

– Response via virtual feeds
– Response via physical activity
■ Example: ISIS



ISIS  

• Jihadist Militant Group / Terrorist Organization 

• Known As:

ü ISIS: Islamic State of Iraq and Syria

ü ISIL: Islamic State of Iraq and the Levant 

ü Daesh: Arabic acronym

• Questions:

ü How does ISIS use visual communication 
as propaganda via social media 
networks?

ü What are the aesthetic and conceptual 
elements that create viewer engagement?

ü What is the response / impact of  these 
materials?



Visual Identity: / Logo

• Symbol: 

ü Black Standard Flag / Black Banner 
(Mohammad’s flag),

ü Mohammad’s seal

• Typography: 

ü Rough, handwritten script, bold, heavy 

• “There is no God but God. Mohammad is the 
messenger of Allah.”, "Mohammed is the 
messenger of God” 



Target Market

• Primarily Male 

• Muslim

• Youth / Millennials

• Tech Savy

• Global / Multi-racial

• Multilingual

• Urban (?)



“Slogan”

• “There is no god but Allah. Mohammad is the 
messenger of Allah.” 

ü Appears on all videos and publications



Visual Communication

• Social Media

• Media Outlets

• Multilingual Magazine Publications

• Videos

• Hackers



Social Media

• Facebook

• Twitter

• Whatsapp

• Youtube

• Telegram







Media Outlets
Al Hayat Wilayat - Bagdad



Dabiq Magazine Publication (English)



Dabiq Magazine Publication



Dar Al Islam Magazine Publication (French)



Konstantiniyye Magazine Publication (Turkish)



Multilingual Publication / Al Hayat



Video Banner / Al Hayat



Video / Al Hayat



Video / Wilhayat – Al Jazirah



Top 10 Videos / Al Hayat 



Cyber Caliphate / Hacker Group



Internet Defenders / Hacker Group



Conclusion

■ Visual Communication 
– sophisticated and strategic
– branded and organized
– multiple systems of new technologies being used to present propaganda / 

visual content.

■ Has ISIS developed a new form of warfare created via visual communication, social 
media, and new technology? 

■ One in which is influenced by persuasive components utilized in advertising and 
marketing; visual aesthetics, design, and new technology.


