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LOGO & CONCEPT DESCRIPTION
FULL TITLE LOGO IMAGE ONLY

          This logo exists both in full title and iconographic format. The full text logo on 
the left appears on large content including the website as well as all infographics and 
educational tools. The condensed logo on the right appears on the project’s smaller 
content, including social media icons. In essence, the logo is a simplistic, upside-down eye, 
which seeks to highlight the controversial and rebellious nature of the project. The full text 
logo deconstructs the iconographic logo, using the “o” in “Don’t Blink” as the iris.     

SLOGAN
Get smart. Get creative. Get involved. #dontblink

PROJECT OVERVIEW
          With fake news and misinformation prolific across the media, teaching future 
generations to protect themselves from propaganda and become responsible US citizens 
is increasingly important but not sufficiently addressed. Don’t Blink is an anti-propaganda 
movement aimed at educating millennials about modern propaganda tactics and providing 
them with the tools to identify and resist. The project consists of a website and PSA with 
additional accounts on social media, united through the hashtag #dontblink. This hashtag 
serves as a means to spread the movement’s message and gain audience engagement. 
The PSA will drive traffic to the website, which includes pages on describing the mission, 
educating millennials about propaganda, reporting instances of propaganda as they 
appear in real time, and providing opportunities for the audience to generate content, 
fighting propaganda with propaganda-style art. The homepage features the PSA and the 
movement’s social media feeds, as well as a form to sign up for project updates via the “Join 
the Movement” button.   



          The goal of Don’t Blink is to educate millennials about modern propaganda tactics, 
providing them with the knowledge to lead the resistance. The project aims to get at 
least 5,000 followers across all social media platforms by the end of 2017, promoting the 
message through the PSA and spreading awareness across relevant social media platforms 
through the hashtag #dontblink. To start online conversations, the project also aims to 
reach 100 audience posts on social media using the hashtag, including art submissions. 
To meet these goals the project objectives are to get millennials to use the hashtag 
#dontblink on social media, and inspire them to visit and interact with the website. 
          Completing the first objective largely relies on the impact of the PSA. The video 
intends not only to grab millennials attention, but also to shock them and drive online 
discussion over social media via the hashtag #dontblink. As the PSA topic is highly 
relevant in the current US political climate, the goal is to reach 100 audience posts on 
social media using the hashtag by four months following the release. To achieve this, the 
team must promote the project extensively on social media and find potential influencers 
to spread the message. These influencers would ideally match the target audience both 
demographically and psychographically to help gain their trust and increase relatability.  
          Similarly, completing the second and third objectives relies both on the impact of 
the PSA and the spread of the movement across social media. Although the project seeks to 
promote awareness and anti-propaganda education, Don’t Blink will present the message 
in an easily consumable, engaging format that is conducive to sharing on social media. For 
example, social media content will include eye-catching images that highlight the dangers 
of propaganda in creative ways. To achieve this objective, the website will include ways for 
the audience to get involved beyond using the hashtag, such as submitting their original 
propaganda-style to fight against propaganda and signing up for movement updates. The 
goal is to have 3,000 visitors to the website by the end of 2017.  

PROJECT OBJECTIVES

PROBLEM
          Propaganda is admittedly an old issue. The topic in the context of American history 
evokes images like Rosie the Riveter, Uncle Sam, and “Join or Die,” among many other 
examples. The memorable examples of American propaganda are all seemingly positive, 
with themes on promoting the war effort, patriotism, and women’s rights. But American 
propaganda has a dark side, and considering the tumultuous political atmosphere of 
the modern day United States, this dark side is becoming increasingly prominent. With 
alternative facts, misinformation, and the rise of extremist news sites, many people 
succumb to the influence of negative propaganda without noticing the alteration in their 
perceptions. Don’t Blink seeks to address these issues. The research behind this topic covers 
propaganda from a wide array of countries, subject matters, and time periods. Interestingly, 
there were not many articles specifically on American propaganda tactics. To supplement 



this gap, the research included general analyses of propaganda abroad, as many of these 
tactics are also present in US propaganda today. 
          According to Clyde R. Miller, American propaganda falls into seven categories: Name 
calling, card stacking, transfer, bandwagon, testimonial, glittering generalities, and plain folk 
(Sproule, 2001). Miller classified these devices in the 1930s to address the Depression-era 
US, and they soon became a popular part of school curricula for several decades. Although 
some scholars criticize these devices as too simplistic or vague, these devices may prove 
effective again in a similar political climate (Sproule, 2001). Cory Wimberly’s research 
expands on Miller’s ideas by analyzing multinational propaganda theories by people like 
Marx, Stanley, Habermas, and Marcuse (2017). He argues that the function of propaganda 
acts beyond spreading lies, as it ultimately seeks to alter how people think and behave 
(Wimberly, 2017). 
          China is the obvious example of a country that uses propaganda for control. 
But interestingly, Haifeng Huang found Chinese young adults do not truly internalize 
government propaganda (2015). He found that Chinese college students are not more 
supportive of the government, despite significant political and ideological propaganda 
in their education. However, they are less likely to express dissent, as this propaganda 
represents the government’s great capacity for maintaining political order (Huang, 2015). 
These findings reflect Wimberly’s conclusions, yet research using these theories seems 
largely limited to countries that blatantly use negative propaganda. Perhaps in the future 
this area will expand with studies of the current US political atmosphere. But based on 
conclusions in the literature, preventative measure are imminently necessary to help future 
generations navigate a chaotic socio-political climate.
          Although the information from this research spans across a wide time period, the 
current political climate in the United States suggests a strong need for anti-propaganda 
education. With both sides of the political sphere becoming increasingly polarized, 
propagandists are gaining significant influence in shaping people’s perceptions. In the age 
of fake news and “alternative facts,” it is becoming increasingly more difficult for people 
to identify and combat propaganda across different media platforms. To equip future 
generations with the tools to resist, this project seeks to answer the question: How can 
Don’t Blink effectively educate millennials on modern propaganda tactics, giving them the 
tools to resist against misinformation and raise awareness?



CORE IDEA
Don’t Blink seeks to educate millennials about modern propaganda tactics, providing them 
the tools to identify and combat fake news and misinformation.

RATIONAL APPEAL
Don’t Blink is one of the only movements in the US that specifically seeks to combat 
propaganda through educational tools and audience engagement. 

EMOTIONAL APPEAL 
Don’t become a victim of scare tactics, alternative facts, and fake news. Get smart, get 
creative, and get involved in the fight against propaganda via www.dontblinkofficial.wix.
com/home.

REPUTATION APPEAL
All of the content shared, posted, and promoted on Don’t Blink’s website and social media  
channels is backed by information from scholarly research articles and credible news 
outlets. 

RHETORICAL APPEALS

STORY SYNOPSIS
          Don’t Blink is an anti-propaganda movement aimed at providing millennials with 
tools to identify and combat propaganda. Don’t Blink is an educational movement at its 
roots, with a strong dedication to providing accurate, fact-checked information without 
significant political bias. The movement aims to start conversations rather than promote 
polarization, requesting significant audience engagement both on the website and on 
social media platforms. The site provides a anti-propaganda guie, a gallery of audience 
artork, and daily propaganda-related updates. All content posted on the website and on 
social media is based in research. The audience is encouraged to share any information 
on the website online using #dontblink. This hashtag not only provides significant 
potential for conversation, but also allows the audience to engage directly with the people 
behind Don’t Blink. As an audience-led resistance movement, this sharing aspect is key to 
spreading the message. To keep up with the movement as it grows, Don’t Blink encourages 
audience members to sign up for update notifications via the “Join the Movement” buttons 
on the Home and Mission pages. 



          The primary audience consists of college-age students, particularly millennials with 
moderate political stances. As Don’t Blink is focused on raising awareness of propaganda 
tactics in the modern world, the campaign targets college students who are social 
media savvy, diverse in ethnicity, and well-educated. They hold firm political stances but 
dislike the polarizing nature of current US politics, priding themselves in their ability to 
differentiate fact from fiction. They feel that the current administration does not represent 
them as citizens, and want to join a movement that will provide them a platform to 
influence social and political change.  
          The secondary audience consists of the parents of these millennials, especially those 
who share similar social and political views with their children. They are also college-
educated, diverse in ethnicity, and likely hold even firmer political stances than their 
children. These parents are wary of how the current administration’s policies will affect 
their children’s future, and want to ensure the media their children consume is trustworthy 
and factual. They use social media but have limited competency in comparison to the 
primary audience. Some of these parents may base their choice of social media platforms 
based on what their children use. 
          The tertiary audience consists of politically moderate politicians and teachers. 
These people are highly educated and likely come from diverse socioeconomic and ethnic 
backgrounds. They try to support to millennial Americans either in policy making or in 
education. The politicians are determined to fight against the current administration’s 
propaganda and protect watchdog organizations, especially the media. As a result, the 
majority of these politicians may likely be more liberal-leaning than conservative. Likewise, 
the teachers aim to provide their students with strategies to combat propaganda and 
become responsible citizens. They want to offer their students resources to improve their 
critical thinking skills, knowing their students consume a significant amount of information 
from social media where the content may lack truth.

TARGET AUDIENCES

COMPETITOR ANALYSES
Three groups that operate as “competitors” for Don’t Blink as an anti-propaganda 
movement are Alt US National Park Service, Indivisible Guide, and Media Matters for 
America.  

ALT US NATIONAL PARK SERVICE 
          The Alt US National Park Service formed after the Badlands National Park’s Twitter 
account briefly went rogue after the Trump administration ordered a social media blackout 
for the Environmental Protection Agency. Formed supposedly by rangers and government 
employees following this incident, the Alt US National Park Service has the advantage of 
virality. The resulting popularity gives the movement significant influence on Twitter, which 



COMPETITOR ANALYSES
happens to also be Trump’s domain for directly reaching his supporters. As the movement is 
associated with the environment, the Alt US National Park Service effectively connects with 
people concerned about climate change, alternative facts, and protecting science. While 
its social media accounts have great followings, they lack a direct way for their followers 
to get involved in the movement. The website only has a forum to sign a pledge, with no 
information on the movement itself or how pledging contributes to the movement. 

INDIVISIBLE GUIDE
          The Indivisible Guide is a much larger, more formal movement compared to the 
Alt US National Park Service. It began as a tweet of a Google Doc written by former 
congressional staffers, outlining strategies for grassroots movements against Trump’s 
agenda. In addition to the guide itself, the movement provides toolkits for people to start 
grassroots movements in their area and regularly posts different methods to contact 
congressmen in an effort to resist. The fact that former congressional staffers created the 
Indivisible Guide gives legitimacy to the movement that similar groups do not have. They 
lack some legitimacy, however, for design flaws on their website and their lack of nonprofit 
status, although they claim to be in the process of gaining it. 

MEDIA MATTERS FOR AMERICA
          Similar in influence to Indivisible Guide, Media Matters for America is a nonprofit, 
watchdog organization that monitors the media for “conservative misinformation.” As a 
research-based movement, the communication strategy differs across platforms. They 
publish both short articles based on current events and long analyses and research 
regarding the conservative media. They post excerpts from these articles on social media, 
but also use those platform to share similar articles from other news organizations or 
call out conservative figureheads. While they have a large following and well-established 
database of information, they lack engagement from the community on certain platforms. 
In contrast to their high sharing rates on Facebook, for example, their tweets do not break 
100 likes or retweets. This trend suggests Media Matters does not specialize their content 
for each platform and/or appeals to older age groups that mainly use Facebook. 
          In contrast to these movements, Don’t Blink is one of the only movements in the 
US specifically aimed at helping millennials combat propaganda and fake news and raise 
awareness of these issues. Many of the current activist movements focus on resisting the 
Trump Administration’s agenda as a whole, and the few that specifically target propaganda 
and fake news lack motivation for the audience to promote and contribute to the 
movement. Although Don’t Blink seeks to adopt a grass-movement approach like many of 
its competitors, it stands out for appealing specifically to millennials through engaging 
content that gives them the knowledge they need to fight propaganda and gain power over 
a constant barrage of misinformation.





JOHN
(Image via Unsplash: Jeremy Thomas, 2017)

          John is a 17-year-old high school student who 
was too young to vote in the last election but says he 
has liberal-leaning viewpoints. He is well-educated, an 
honors student, and involved in the top choirs at his 
school. In addition, John identifies as mixed race, being 
white and part Chinese. He does not actively post on 

USER PERSONAS

EMILY 
(Image via Unsplash: Alexander Solodukhin, 2014)
 
          Emily is a 22-year-old college senior who voted in the 
last election and actively posts on social media. She is a white 
female, well-educated, and heavily involved in the arts. Her 
passions include dance and costume design, and she hopes to 
pursue a career in those fields after graduation. Having grown up 
near Washington DC, Emily pays close attention to the news and 
openly discusses politics and currents events on Facebook. She 
has participated in some political events in the past, including 
the Women’s March earlier this year. Emily finds the growing 
divide in the United States deeply troubling, and blames a 
lack of critical thinking skills for Americans’ susceptibility to 

propaganda. In her opinion, many young people believe anything they see online and do 
not make the effort to research their sources before sharing. But rather than attempting 
to define right from wrong, she thinks providing people a simple step-by-step guide 
to detect misinformation could provide people with the agency to become informed, 
responsible citizens. She feels people from opposing political parties have lost the ability 
to communicate productively, as their severely polarized views prevent compromise. 

social media, but mainly looks at Twitter and Instagram. Although he does not regularly 
read the news, the issues he cares about most include the treatment of LGBT, Muslim, and 
immigrant communities. He feels the current administration does not represent him and is 
trying to distract people from the political agenda with “alternative facts.” As a result, not 
being able to vote in the last election left him feeling frustrated and powerless. He thinks 
other students his age lack the education and moral guidance to make smart choices and 
effectively navigate their civic responsibilities. Furthermore, he doubts millennials’ ability to 
drive change, as most of the people with political power are much older and already have 
significant influence. 
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ANNOTATED BIBLIOGRAPHY 
Appel, M. (2012). Anti-Immigrant Propaganda by Radical Right Parties and the Intellectual 
Performance of Adolescents. Political Psychology, 33(4), 483-493. Retrieved from http://
www.jstor.org.ezproxy.elon.edu/stable/23260373

          Markus Appel conducted a study through the University of Linz in Austria involving 
the effects of anti-immigrant propaganda from radical right political parties on 
adolescents’ intellectual performance. The study used groups of 16-28 secondary school 
students of mixed ethnicities, with 94 identifying as immigrants. These participants took 
several tests, interspersed with booklet activities featuring both neutral ads and anti-
immigrant ads from political parties, then completed a modified version of the Multigroup 
Ethnic Identity Measure. The results suggest anti-immigrant propaganda may detriment 
intellectual performance in immigrant youth, although those who have a strong ethnic 
identity are better able to cope and buffer these threats. This study provides relevant data 
regarding the harmful effects of propaganda on intellectual performance as a part of civic 
participation and power, which aids the development of an anti-propaganda PSA.  

Huang, H. (2015). Propaganda as Signaling. Comparative Politics, 47(4), 419-437. Retrieved 
from http://www.jstor.org.ezproxy.elon.edu/stable/43664158
  
          Haifeng Huang argues authoritarian governments use pretentious propaganda 
campaigns less as a method of indoctrinating the people and more as a demonstration 
of strength and power in maintaining social and political order to intimidate those who 
desire a regime change. He uses the term “signaling” to describe this idea, in which costly 
act of broadcasting propaganda on a large scale serves to show the government’s capacity 
and resources rather than convey the propaganda’s content. To test this idea, Huang 
analyzed survey responses from 1,250 Chinese college students on their satisfaction with 
the government, their perception of the government’s strength, and their exposure to 
and internalization of propaganda. He found that Chinese college students are not more 
supportive of the government, despite significant political and ideological propaganda in 
their education, but are less likely to express dissent due to this propaganda representing 
the government’s great capacity for maintaining political order. This study is important 
to the development of an anti-propaganda PSA, as it discusses an alternative function 
of propaganda to ideological indoctrination and how that function encourages societal 
conformity.    

Sproule, J. (2001). Authorship and Origins of the Seven Propaganda Devices: A Research 
Note. Rhetoric and Public Affairs, 4(1), 135-143. Retrieved from http://www.jstor.org. 
ezproxy.elon.edu/stable/41939653



J. Michael Sproule discusses the history of Clyde R. Miller’s “Seven Common Propaganda 
Devices,” as published by the Institute for Propaganda Analysis (IPA) in 1937. Miller devised 
these seven devices in response to public opinion leaders’ concerns regarding threats 
to democracy resulting from Depression-era changes in the US and abroad. The devices 
gained significant popularity, especially among educators in teaching children how to 
identify and combat propaganda. Sproule describes the changes in communications 
research throughout the century which lead to criticism in the seven devices for being 
too vague and qualitative, among other reasons. But he argues these seven devices may 
gain popularity among communications researchers again in the 20th century, as the 
world is facing similar challenges to when Miller created the devices. As this argument 
is particularly relevant to the current political climate, an anti-propaganda PSA could 
potentially use the seven devices as an effective method of raising public awareness.  

Wimberly, C. (2017). The Job of Creating Desire: Propaganda as an Apparatus of Government 
and Subjectification. The Journal of Speculative Philosophy, 31(1), 101-118. doi:10.5325/
jspecphil.31.1.0101

          Cory Wimberly discusses theories on the functions of propaganda by figures such 
as Marx, Stanley, Habermas, and Marcuse, arguing propaganda serves not only as a way 
to spread lies, but also as a method for making people adhere to specific conduct and 
subjectivities desired by the propagandist. He discusses these theories within the context 
of public opinion as described by the different figures, using these ideas as the foundation 
for his theory on propaganda’s true function. Although he argues these past theories are 
credible, they lack exploration into propagandic functions beyond distorting the truth 
or spreading lies. Wimberly theorizes propaganda serves larger functions: Attempting to 
change public identity to further particular agendas and control how they think and behave. 
This article’s discussions of the major theories provides useful information for an anti-
propaganda PSA, as it includes multi-dimensional analyses of propagandic functions. 

Wood, A. (2016). Propaganda and Democracy. Theoria: An International Journal for Theory, 
History and Foundations of Science, 31(3), 381-394. Retrieved from http://www.jstor.org.
ezproxy.elon.edu/stable/43974645

          Allen Wood argues while true modern liberal democracy may not be a viable idea 
when it is supported by undermining propaganda, people must continue to seek it because 
of their collective belief in human rights, freedom, dignity and equality. He identifies 
undermining propaganda as one of the main challenges to liberal democracy, as it claims 
to represent higher forms of these collective beliefs but ultimately aims to undermine 
them. By discussing theory from various scholars and philosophers, Wood illustrates the 
“paradox of modernity,” which explains how undermining propaganda weakens the value 
of collective human beliefs and prevents societies from achieving true liberal democracy, 
although modern societies have the necessary resources. This article aids the development 
of an anti-propaganda PSA by providing insight into why demagoguery and undermining 
propaganda continue to hold significant power and influence in modern society.  


