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   Today, using propaganda becomes very prevalent in the world and it is easier 

to spread than it has ever been. It can be used by politicians, military states, 

advertisers, media, and social matters. The present study identifies propaganda 

techniques that are used by the ex-prime minister Haider Al-Abadi in his 

speeches. Also, it accounts for the pragmatic functions of these techniques. A lot 

of attention is being paid, as well to the (im)politeness strategies that are 

interrelated within these techniques. It hypothesizes that politicians use 

propaganda because they have certain intentions and these intentions are reflected 

in the choice of the techniques. Also, it hypothesizes that Iraqi politicians try to be 

polite in that they do their best in order not to use impoliteness strategies and use 

politeness strategies instead. The following procedures are adopted: (1) choosing 

certain speeches of Al-Abadi (2) Analyzing six political speeches according to the 

synthetic model that we have adopted. The findings of the analysis confirm the 

above-mentioned hypotheses.         
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ذٌرشش تغِْلح   أكثش هي إٔ ّلد فٖ ُزٍ الاٗام أصثر سائدا فٖ الؼالن, إر إًِا  Propaganda)) اعرخذام الذػاٗح    

هعٔ.. ف٘وكي اعرخذام الذػاٗح هي لثل الغ٘اع٘٘ي ّالْزذاخ الؼغكشٗح ّفٖ الاػلاًاخ ّّعائل الإػلام ّالمعاٗا 

 .الاخرواػ٘ح

الرٖ ٗغرخذهِا سئ٘ظ الْصساء الغاتك )ز٘ذس  (Propaganda Techniques) ذث٘ي ُزٍ الذساعح اعال٘ة الذػاٗح    

 . طاتاذَ الغ٘اع٘حالؼثادٕ( فٖ خ

فعلاً ػي أًِا ذفغش الْظائف الثشاغواذ٘ح )إٔ الرذاّل٘ح( لِزٍ الاعال٘ة الوغرخذهح فٖ خطاتاخ الؼثادٕ. كوا ٗرن     

 Impoliteness Strategies  (Politeness) اٗعا اػطاء الكث٘ش هي الاُروام للاعرشاذ٘د٘اخ الوِزتح ّغ٘ش الوِزتح

and الوغرخذهح لغشض الذػاٗحالورشافمح ظوي الأعال٘ة..  

ذفرشض ُزٍ الذساعح أى الغ٘اع٘٘ي ٗغرخذهْى الذػاٗح لأى لذِٗن ًْاٗا هؼٌ٘ح ّذٌؼكظ ُزٍ الٌْاٗا فٖ اخر٘اس الأًواغ      

اّ الأعال٘ة الوخرلفح الخاصح تالذػاٗح. كوا أًِا ذفرشض اٗعا أى الغ٘اع٘٘ي الؼشال٘٘ي ٗساّلْى أى ٗكًْْا هِزت٘ي هغ 

 Impoliteness)) ي ز٘ث أًِن ٗثزلْى لصاسٓ خِذُن زرٔ لا ٗغرخذهْا اعرشاذ٘د٘اخ غ٘ش هِزتحخوِْسُن ه

Strategies , تذلاً هي رلك ٗرن اعرخذام اعرشاذ٘د٘اخ هِزتح (Strategies (Politeness. 

عرح خطاتاخ ( ذسل٘ل 2( اخر٘اس تؼط خطاتاخ الؼثادٕ )1فٖ ُزٍ الذساعح ٗرن الاػرواد ػلٔ الإخشاءاخ اٙذ٘ح: )

ع٘اع٘ح للؼثادٕ ػلٔ ّفك الٌوْرج الرشك٘ثٖ الزٕ اػروذًاٍ. ّاخ٘شا, ذظِش لٌا ًرائح الرسل٘ل تاى الفشظ٘اخ الوزكْسج فٖ 

  .أػلاٍ لذ ذسممد

 .. الؼثادی ، اعال٘ة الذػاٗح ، السذٗث الغ٘اعٖ ، الاعرشاذ٘د٘اخ غ٘ش الوِزتح الكلماث المفتاحٍت :

 

 

1. Introduction 

         Propaganda has been in use for centuries and it is one of the oldest terms that people 

associate with communication. With advances in communication technologies, propaganda 

has become increasingly important since it affects communication both domestically and 

abroad. In this modern day, propaganda becomes more dangerous (Vincent 2006: 233). As 

propaganda connects with communication channels, it is considered a suitable device to 

convert common opinion through persuasive or manipulative techniques. Politicians 

usually use propaganda as an influential procedure to attract the masses‟ attention and 

deviate it to a specific political action.  

Our aim in this study is to identify the propaganda techniques that are used by the ex-prime 

minister of Iraq Haider Al- Abadi in some of his speeches. Then, to detect the pragmatic 

functions of these techniques by paying attention to the (im)politeness strategies that are 

used within these techniques. Consequently, this study hypothesizes that politicians use 

propaganda because they have certain intentions and these intentions are reflected in the 

choice of the techniques. It hypothesizes as well, that politicians try to be polite in that they 

do their best in order not to use impoliteness strategies and use politeness strategies 

instead.  

        The questions that this study tries to answer are: Is the language of the propaganda 

used by Al-Abadi merely informative? What types of propaganda techniques that Al-Abadi 

uses in his speeches to deliver his intentions? Is there any room for (im)politeness in his 
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speeches? In order to test the hypotheses of this study, achieve the objectives and answer 

the above-mentioned questions, the following steps are going to be adopted: (1) The 

literature about political propaganda will be outlined concentrating on the techniques that 

are used by politicians to convey their intentions and purposes, in addition to some 

pragmatic notions such as the (im)politeness strategies. (2) Choosing six political speeches 

of Al-Abadi. (3) Analyzing these speeches according to the model we have adopted. 

 

2. What is propaganda? 

      Defining the term propaganda is not an easy task, nor is it always easy to identify. 

Conventionally, activities referred to as propaganda might further be categorized as image 

consulting, public relations efforts, and the common information or news shared. Likewise, 

advertising can be measured as propagandistic in nature (Vincent 2006: 233). The purpose 

of propaganda is simply to convert beliefs and persuade others with the help of deliberately 

selective and biased information. Many widespread examples of propaganda use are 

illustrated and include Napoleon's use of the press, painting and even his image or China in 

the early 19th century. 

In the most neutral sense, propaganda means to disseminate or promote particular ideas or 

beliefs by transferring an ideology to an audience with a related objective. Words such as 

lies, distortion, deceit, manipulation, mind control, psychological warfare, brainwashing, 

and palaver are frequently used as synonyms for propaganda (Jowett and O‟Donnell 2012: 

2).  

          According to Jowett and O‟Donnell (2012: 7) propaganda is „the deliberate, 

systematic attempt to shape perceptions, manipulate cognitions, and direct behaviour to 

achieve a response that furthers the desired intent of the propagandist‟. 

When examining the words of the fore mentioned definition, we will find that the word 

"deliberate" means willful and intentional. It implies careful consideration to be most 

effective in promoting an ideology as well as maintaining an advantageous position. The 

word "systematic" complements "deliberate" because it means “precise and methodical, 

carrying out something with organized regularity.” "Attempt" refers to the goal of the 

propagandist in which he/she tries to create a certain audience. "Shaping perceptions" is 

usually attempted through language and images, which is why slogans, posters, symbols, 

and even architectural structures are developed. As perceptions are shaped, cognitions may 

be manipulated. This definition, in fact, „reflects the common view of propaganda as self-

interested manipulation – an assumption that can be difficult to prove, because 

propagandists try to conceal their motivation and intent‟ (Jowett and O‟Donnell 2006: 7). 

Soules (2015: 6) clims that propaganda aims to gain the compliance of its mass audience 

and mobilize it to act, or not act, in the propagandist‟s interests. Similar to this view, Ellul 

(1973) considers propaganda as an essential instrument in democracy simply because the 
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audience participates in political decisions. 

Moreover, Snow (2010: 66) says that „when a persuasive message is designed to benefit 

only the sender, it moves toward propaganda, especially by consciously misleading or 

exploiting beliefs, values, and attitudes for the propagandist‟s benefit. Because propaganda 

attempts to sway mass public opinion in favour of the objectives of the institutions (usually 

state or corporate).‟ 

    The three mentioned views point to the same meaning which illustrates that propaganda 

is set to be in favor of the propagandist only, i.e. not in favor of the masses.  

    On the other hand, Stanley (2016: 114-116) believes that such a thing is too narrow, for 

governments and others can issue propaganda that is not misleading or false. According to 

him propaganda need not be necessarily false and the propagandist must not be dishonest 

or support  bad causes.  Thus, Stanley's point is that propaganda can be used for good or 

bad. 

Although propaganda employs persuasive plans to manipulate the masses, yet it differs 

from persuasion in purpose. Jowett & O‟Donnell (2012: 29-33) illustrate that propaganda 

tends to be linked with a general societal process, whereas persuasion is regarded as an 

individual psychological process. They claim that persuasion seeks to change attitudes, 

values, beliefs, and behaviours, with mutual needs being met. It is regarded as more 

mutually satisfying for both sides (persuader and persuadee) than propaganda. Thus, both 

the persuader and the persuadee stand to have their needs fulfilled. 

         Whereas the purpose of propaganda is promoting a partisan or competitive cause, not 

to satisfy both sides and not necessarily to be in the best interest of the recipient, in the best 

interest of the propagandist instead. However, the recipient may believe that the 

information communicated by the propagandist is merely informative and may seem to be 

indisputable and thus totally factual. Accordingly, the propagandist knows that the main 

purpose is not promoting mutual understanding between him/her and the audience but 

rather to stimulate and raise his/her own objectives. Hence, the propagandist can control 

information flow and be able to manage a certain public view  by shaping perceptions 

through using informative communication (Jowett & O‟Donnell 2012: 31-34). 

 

3. The model of analysis  

    The model of this study is a synthetic one, in that we have analyzed the data according 

to the propaganda techniques suggested by Lee and Lee (1939), Brown and Levinson's 

(1987) politeness strategies and Culpeper's (1996) impoliteness strategies, as they are 

illustrated below: 

 

3.1.Lee and Lee's (1939) propaganda techniques 

      The Institute for Propaganda Analysis (IPA) was created in 1937 and it was an 
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American- based organization that contains opinion leaders, social scientists, journalists, 

etc., headed by an American person called Edward A. Filence. The (IPA) was designed to 

highlight rational thinking and its purpose was to educate and offer a guide to help 

America and the public from the persuasiveness of political propaganda as well as the 

dangers that could be possible threats to the democratic ways of life. The concentration of 

(IPA) was on domestic propaganda issues, that‟s why it published a series of books. One of 

the most influential books edited by Alfred McClung Lee and Elizabeth Briant Lee‟s 

(1939) was „The Fine Art of Propaganda‟ (Vincent 2006 :243). This book outlines and 

illustrates seven propaganda devices or what is called "tricks of the propagandist" that 

frequently occur in political issues. 

According to Vincent (2006) these devices or techniques are used in communication 

textbooks and taught in school. These techniques, as a result, are so artfully articulated in 

this day and they are; name calling, glittering generality, transfer, testimonial, plain folks, 

card stacking, and finally the bandwagon effect. These concepts are illustrated below. 

 

 3.1.1. Name calling 

  Name calling technique makes use of labels directed at an idea in the form of verbal 

abuse. It is an attempt to project an idea in the light of either favourable or unfavourable 

matter by negatively impacting the opponent's view. This technique encourages the masses 

to draw emotional reactions and achieve hasty conclusions depending on what is said 

(Vincent 2006: 243). Thus, it may give “bad names” to individuals, groups, nations, races, 

policies, practices, beliefs, and ideals which the propagandist labels as something the 

masses fear and reject, without examining the evidence. By using discriminatory words 

such as; "terrorists, heretics, communists, tyrants, killers, etc", the propagandist gives a 

negative label to whatever he/she wants the audience to view negatively and arouses 

suspicion and prejudice. He/she appeals to the audience's hate and fear. The aim is to reach 

absolute hate or dislike of the categorized group. So, the reasonable game is to verbally 

attack the opponent‟s beliefs, leaders, religion, institutions, etc (Lee & Lee 1939: 26). 

 

3.1.2. Glittering generalities 

    The tendency in this technique is to associate an idea or an issue that the propagandist 

desires with a virtuous or noble term.  This device is planned to stir and provoke both faith 

and  respect in listeners and readers (Vincent 2006: 245). The propagandist makes 

generalized statements attractive to the audience to appeal to their emotions of generosity, 

love of country, glory, desire for peace, family values, patriotism, and anything general 

enough to inspire pride. He/she uses good words like prosperity, truth, freedom, loyalty, 

social justice, and democracy to suggest shining ideals. Thus, these words are used as 

instruments to make the masses accept a certain program. So, the propagandist wins the 
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masses' approval (Lee & Lee 1939: 47).  

 

3.1.3. Transfer 

  This device is proposed to carry over the approval and authority of an issue the masses 

love and revere like "a flag" to something the propagandist wants the masses to accept. In 

other words, linking a revered symbol like "a flag or a church" with an event, idea, or a 

program that the propagandist promotes. This stir of emotions makes it difficult for people 

to clear their minds and think critically. Thus, the propagandist transfers the symbol's 

authority, sanction, and prestige to the program he/she wants. Then, the masses may accept 

and approve of what the propagandist says. This technique is used both for and against 

causes and ideas and symbols are constantly used here, such as; the cross, flag, a picture of 

a national hero, a shrine, etc. (Lee & Lee 1939: 69).  

 

3.1.4. Testimonial 

     This technique explains that a famous or  distinguished and  respected unpopular 

personality is used to recommend a service, individual, idea, program in either a positive or 

negative light (Vincent 2006: 248). Testimonial tries to make a kind of association or link 

between seemingly an authoritative person and the cause. The aim is that the respected 

person will vouch and lead the masses to follow the propagandist's program by means of 

giving value to this program. The propagandist secures statements or letters from 

prominent people with the expectation that the crowd will follow the leader. Frequently, 

testimonials can be observed in quotations of famous personalities and then to be exploited 

by propagandists to guarantee a program and to give as much as credibility to their 

political cause (Lee & Lee 1939: 74). 

 

3.1.5. Card stacking 

     Card stacking occurs when a presentation uses a selection of facts and distortion, 

elucidation and confusion, and both logical statement (Vincent 2006 :251). Thus, 

propagandist selects and omits facts, distorts information to win the masses' support for 

his/her group, nation, race, policy, practice, belief, or ideal. The propagandists tell the 

audience only part of the truth that supports their own ideas and hide unwanted incidents. 

So, they can control the beliefs of the masses by stacking the cards against the truth, 

resorting to lies, omitting facts and offering false testimony. Politicians often present the 

positive side of their own by exaggerating their facts and hiding their negatives. 

Conversely, they present whatever negatives of their opponent and omit their positives as 

well (Lee & Lee 1939: 95). 

 

3.1.6. Plain folks 
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    According to Vincent (2006 :250) plain folks is used when politicians wish to convince 

the audience that they are similar to everyone else, just like common people. In fact, the 

propagandist or the politician uses this technique as a way to persuade the audience that 

he/she is a humble or a normal person, “one of the folks, not of an elite”. To win the 

audience's confidence, he/she appears to be a person like them who shares their own 

concerns. The plain folks may occur either through language or activities such as; praying 

in the mosque as an ordinary person, visiting a church, kidding with people, playing with 

kids,or taking a family out to dinner. Thus, he/she is able to build trust with his/her 

followers (Lee & Lee 1939: 101). 

  

 3.1.7. Bandwagon 

      The bandwagon approach involves the utilization of a notion that "everybody is doing 

it" or "we are all doing it", so that group members are encouraged just to join or follow the 

crowed (Vincent 2006 :252). Lee & Lee (1939: 105) believe that this technique builds an 

impression of widespread support to reinforce the people's desire to be members of the 

winning team. The propagandist hopes everybody cooperates or participates and joins the 

cause. Thus, the propagandist wishes the masses not to be isolated. 

 

3.2.Brown and Levinson's (1987) politeness theory 

       Brown and Levinson's work consists of two parts. The first part is their fundamental 

theory concerning the nature of "politeness" and how it functions in interaction. The 

second part is a list of politeness strategies. In the theoretical part of their work, Brown and 

Levinson introduce the nature of the notion of "face" in order to illustrate politeness in the 

broad sense. That is to say, all interactions have an interest in maintaining two types of 

face during interaction: positive face and negative face. Brown and Levinson define 

"positive face" as the positive and consistent image people have of themselves, and their 

desire for appeal. On the other hand, "negative face" refers to the individual's desire for 

freedom of action and imposition (Watts 2003: 86). Brown and Levinson (1987) outline 

four main types of politeness strategies: 

 

3.2.1.Bald on record 

     The speaker does not attempt to minimize the threat to the hearer's face. The main 

reason for using it is that whenever a speaker wants to do FTA with maximum efficiency 

more than he wants to satisfy the hearer's face, even to any degree, he will choose bald on 

record strategy (Brown and Levinson 1987: 94-98). This type of strategy is commonly 

found in people who know each other very well, and who are very comfortable in their 

environment, such strategy is usually found between close friends and family members 

who are very familiar with each other. 
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3.2.2. Positive politeness 

       Positive politeness strategy is oriented to enhance the positive face of the hearer. 

“Positive face is the hearer's need to be accepted and appreciated by others. It leads 

achieving  solidarity through offers of friendship. This strategy includes: notice to the 

addressee's needs or goals, exaggerating interest or approval, intensifying interest to the 

addressee, using in group identity markers, seeking agreement, avoiding disagreement, 

raising or asserting common group, Joking, asserting or presupposing knowledge and 

concern for the hearer's wants, offer or promise, be optimistic, include the addressee in the 

activity, give or ask for reasons, assume or assert reciprocity and finally give gifts to the 

addressee (sympathy, understanding, cooperation, etc.”) (Brown and Levinson 1987: 101-

129). 

 

3.2.3. Negative politeness 

     This strategy is oriented towards a hearse's negative face. Negative face is the desire of 

every person to be free from imposition and not to be impeded by others. Therefore, 

negative politeness strategies automatically assume that there might be some social 

distance or awkwardness in the situation (Brown and Levinson 1987: 129). This strategy is 

tending to; “be conventionally indirect, use question or hedge, be pessimistic, minimize the 

imposition, give deference, apologize, impersonalize by avoiding "I" and "you", state the 

FTA as a general rule, nominalize, and go on record as incurring a debt”.  

 

3.2.4. Off record (indirect) 

      This strategy is the opposite of bald on record strategy. The main purpose here is to 

take some of the speaker's pressure off. The FTA is preformed "Off Record" typically 

through the development of an indirect illocutionary act that carries more than one 

interpretation and hence, allows for reasonable deniability on the part of the utterance if the 

intended recipient takes offense at the face threat inherent in the utterance (Bousfield 2008: 

58). If the speaker chooses to do the FTA, it means that he wants to withdraw the 

responsibility in doing it. The speaker, in fact, can do off record and give the addressee the 

option to decide how to conceive it. In this strategy, the threat to the face is very high. 

Brown and Levinson (1987: 211), mentioned ways of doing off record, such as; tautology, 

metaphor, rhetorical question, ellipsis and, ambiguity.  

 

3.3.Culpeper's (1996, 2005) impoliteness strategies 

       The adopted model of the analysis in this research is partly based on Culpeper's 

impoliteness strategies which are first stated in Culpeper (1996) and slightly revised in 

(2005). These strategies to an extent mirror the politeness strategies of Brown and 
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Levinson (1987). Culpeper in fact, reformulates the discursive nature of social interaction. 

According to Culpeper (1996: 356) impoliteness consists of the following strategies:    

   

3.3.1. Bald on record impoliteness   

The FTA is performed in the most direct, clear, unambiguous and, a concise way in 

circumstances where face is not irrelevant or minimized. 

 

3.3.2. Positive impoliteness  

        This strategy as Culpeper (1996) designed is “to damage the addressee's positive face 

wants. It  involves  ignoring or snubbing  the others (failing to acknowledge the other's 

presence), excluding the other from an activity, dissociating from the other (e.g. denying 

association or common ground with the other; avoiding sitting together), being 

disinterested/ unconcerned/ unsympathetic, use inappropriate identity markers (e.g. use 

title and surname when a close  relationship pertains, or a nickname when a distant 

relationship pertains), use obscure or secretive language (e.g. mystify the other with 

jargon, or use a code known to others in the group, but not the target), seek disagreement, 

make  the other feel uncomfortable (e.g. do not avoid silence, jokes, or use small talk), use 

taboo words/ swear/ abusive/ profane language and finally, call the other names or use 

derogatory nominations”.  

 

3.3.3. Negative impoliteness  

         The use of strategies designed to damage the addressee's negative face wants. It 

includes; “frighten (instill a belief that a detrimental action will occur to the others), 

condescend/ scorn/ ridicule (emphasizing  relative power), belittle the other (e.g., using 

diminutives), being contemptuous, not treating others seriously, invade the other‟s space – 

literally (e.g. position yourself closer to the other than the relationship permits) or 

metaphorically (e.g. ask for or speak about information which is too intimate given the 

relationship), personalize by using "I" and "you" and finally,  put the other‟s indebtedness 

on record” (Culpeper 1996). 

 

 3.3.4. Sarcasm or mock politeness   

     The FTA achieved in this strategy is “by using the politeness strategies that are clearly 

insincere, i.e. on the surface, the utterances seem polite while the intended meaning is the 

opposite. For example, (How a smart student you are. Said by a teacher in a sarcastic way 

to his student). The role of sarcasm is to fulfill social disharmony and it is of course, the 

opposite of mock impoliteness (banter) which is used for social harmony” (Culpeper 

1996). 
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4. Data analysis 

      In the following section, six speeches of Al-Abadi are analyzed according to the model 

we have suggested for the study. Yet, due to the shortage of space, only one extract of Al-

Abadi is given as an example for each technique. All six speeches are analyzed in the same 

way and the frequency of the techniques are to be calculated and shown in Table (1). Also, 

this table would show the (im)politeness strategies that have been found within these 

techniques and their frequencies. 

 

1. Name calling 

Extract ( 1 )  

ّهؼِن الثؼثْ٘ى ّتماٗا الثؼث أى ْٗلفْا ّلادج ػشاق خذٗذ ّلمذ أساد الركف٘شْٗى " " 

Translation: The expiatory individuals, along with the Baathists and their remains wanted 

to stop the birth of a new Iraq.  

 

        Name Calling  is the first technique of propaganda that Al-Abadi uses in his political 

speech. In this regard, he labeled the opponent nations as "terrorists, the Baathists and 

expiatory group". These labels have strong implications for neutralizing the opponent and 

at the same time, sending an alarming message to those individuals who might follow their 

path. This technique is used to appeal to the emotional prejudices of the audience by 

instilling fear among them by means of horrible names as mentioned before. Thus, he 

hopes to win the masses' trust and approval.  

The negative impoliteness strategy is used to display contempt when Al-Abadi belittles the 

Baathists altogether with those groups whom he called expiatory people. His aim is to 

arouse the mass to hate and scorn any group who tries to be against him as a president and 

against the progress and prosperity of Iraq. 

2. Glittering generalities 

Extract ( 2 )  

ّٖ ّالإداسٕ فيٖ هميذهرِا، إظيافح " فمذ ّظؼٌا ظوي تشًاهدٌا أُذافاً أعاع٘ح، كاى هْظْع الإصلاذ الالرصادٕ ّالوال

 "إلٔ هكافسح الفغاد

     Translation: We have set basic goals within our program, which the matter of 

economic, financial and administrative reform was at the front as well as anti-corruption.   

 

     Utilizing "Glittering Generalities" as a second technique of propaganda, Al-Abadi 

intends to associate his program with shining and  glittering future via “good words” that 

everyone in the audience is waiting for. Raising issues like economic, financial, and 

administrative reforming as well as anti-corruption will inevitably attract the people's 

attention and make them agree and accept with what the propagandist says. These simple 

catchphrases are deeply exploited by Al-Abadi to win the audience on his behalf.   
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       Al-Abadi uses "Noticing or Attending to the masses' want" as one of the strategies of 

positive politeness to show interest in the masses' needs. The pragmatic function of the 

technique used in this extract is to inform the audience that their social insurance will be 

achieved. He pays close attention to the audience's social rights.  

 

3. Transfer   

Extract ( 3 )  

ًؼُليُ لكن ّلكلِ الؼيالن أى  الاتطيا   الغ٘ياسٓ ليذ سفؼيْا ػ لين  الؼيشاقِ فيْق هٌياغكِ غشتيٖ الاًثياس الريٖ كاًيد  خيش  اسض  "

ذّدٗحػشال٘ح  هغرصثح، ّأى ػلن  الؼشاقِ ٗشفشفُ الْ٘م  ػال٘اً فْق خو٘غِ الاساظٖ الؼشال٘حِ ّػلٔ اتؼذِ ًمطح  ز " 

    Translation: We announce to you and to the whole world that our heroes have raised the 

Iraqi flag over western Anbar areas that were the last Iraqi-occupied land. Today, the Iraqi 

flag flies high above all the Iraqi lands and at the farthest border point.  

 

    Transfer, is another type of propaganda techniques by which Al-Abadi makes use of the 

good reputation and prestige of the Iraqi flag to transfer the victory he had made over ISIS 

in all Iraqi provinces. He makes a positive declaration and creates confident feelings for 

the masses by linking the symbol of the flag to the victory to make the latter more 

cherished. 

      Al-Abadi, in this piece of speech, is feeling proud and confident about the 

announcement of the event of rising the Iraqi flag over the buildings of Iraqi provinces that 

were under the authority of ISIS. These provinces are now, released and returned back to 

the lap of the country by the brave Iraqi soldiers who stood against ISIS. On this occasion, 

Al-Abadi is relying on "intensifying interest" towards the audience to be used as a 

pragmatic function of positive politeness.  

 

4. Testimonial 

Extract ( 4 )  

فٖ هثل ُزا الْ٘م, خغش الؼشاق شخص٘ح تاسصج , ّاعوا لاهؼا , ّػالوا هداُذا ّاصل الل٘ل ّالٌِاس هي اخيل الرصيذٕ "

ّهساستح الظالو٘ي ّالاسُات٘ي ّالاًرصاس لِزا الشؼة الؼظ٘ن, ُْ الغ٘ذ الشِ٘ذ محمد تالش السك٘ن للظلن ّسفغ ساٗح السك "  

    Translation: On this day, Iraq lost a prominent figure, a brilliant name, and a struggling 

scientist who continued day and night in order to confront injustice, raise the banner of 

justice, and fight the tyrants and terrorists to get victory for these great people. He is the 

martyr master Muhammad Bakir Al-Hakim.  

  

     Testimonial is another technique of propaganda that is used in this extract by Al-Abadi. 

He used this device as an instrument to associate fighting against terrorism to the struggle 

of an appreciated person "Muhammad Bakir Al-Hakim." This “big name" is a 

reinforcement for the audience to do whatever the speaker wants and thus, Al-Abadi 
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mentioned this name to give credibility to his program. Politicians, usually, take advantage 

of the names of respected and well-known persons to direct the audience to something they 

planned to do.  

Al-Abadi uses "minimizing imposition" to the audience's face as a pragmatic function of 

negative politeness. He avoids being offensive toward the audience.  

 

5. Card stacking 

Extract ( 5 )  

، ّذسذٗاخ ًفمياخ السيشب، ّزفظٌيا الثليذ هيي اًِ٘ياس كياى " ّٖ اعرطؼٌا اى ًؼثش تثلذًا ػاهاً ًّصف الؼام هي العغػ الوال

ّش٘كاً تكل الوؼاٗ٘ش الوال٘ح ّالالرصادٗح، ز٘ي اظطش فِ٘ا ػذٗذ هي الذّ  إلٔ اػلاى خطػ لاع٘ح تيالشغن هيي اسصيذذِا 

ذِا العخوح ّالرٖ لا ٗولكِا الؼشاقالكث٘شج ّازر٘اغا " 

 

     Translation: We could manage to pass through our country a year and a half of financial 

pressure, and challenges of war expenditures. We saved the country from a collapse that 

was imminent by all financial and economic standards, where many other countries were 

forced to announce tough plans despite their large assets and huge reserves that Iraq does 

not have. 

Card Stacking is also one of the techniques of propaganda used by Al-Abadi as a way of 

showing his positives only and the negatives of the opposing countries. By carefully using 

only those facts that support his side, he makes the best case possible for his side and the 

worst for the opposing people, whether they are natives or foreigners. So, exposing some 

parts of facts like leading the country to a safe side, is taken as an exaggeration at this 

opportunity. In contrast, he leaves and hides so many social essential issues to be discussed 

and solved. However, by using his positive card, he intends to earn the faith and belief of 

the audience.   

Al-Abadi here avoids using the pronoun "I" and uses "we" instead, in order not to give 

offence to his masses. This "Impersonalize" strategy is part of the negative politeness used 

by him.   

  

6. Plain folks 

Extract ( 6 )  

  "ّلذ للٌا للورظاُشٗي هٌز الثذاٗح ًسي هٌكن ّهؼكن فٖ خٌذق ّازذ ّلغٌا فٖ خٌذل٘ي"

       Translation: From the beginning, we have told the protesters that we are one of you 

and we are with you in one trench, not in two. 

By using the Plain Folks device of propaganda, Al-Abadi attempts to convince the 

audience that he is one of the protesters who want their social rights as Iraqi citizens. He 

intends to satisfy the protesters with the plain folks and to cover up his selfishness and 

failure. His inability to fulfill what the citizens need to live in their country leads him to 
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retain  this strategy as a potential tool to make them calm. Thus, he may be considered a 

wise person and the one who deserves to be the leader.  

Al-Abadi uses "in group identity marker" to claim common ground and be part of the 

protesters. The pragmatic function of this positive politeness strategy is to convince the 

audience that he is a humble person.  

   

7. Bandwagon 

Extract ( 7 )  

" هح صخن الاًرصاساخ تكل ها ٗولك الؼشاق ّشؼثَ هي همذساخ هال٘ح ّتشيشٗح، فالوؼشكيح همذهيح ّأكثش ُوٌا الْ٘م ُْ ادا

ػلٔ كل الاّلْٗاخ لأًِا هؼشكح ّخْد ّغي ّشؼة ّٗدة اى ذكْى كزلك. ّالْ٘م اًاشيذكن فيٖ ُيزٍ الظيشّف السغاعيح 

 "ّالخط٘شج الرٖ ٗوش تِا الؼشاق ّذوش تِا الوٌطمح هْلفا هْزذا

       Translation: Today, our most important concern is to retain the energy of victories 

with all the financial and human resources that Iraq and its people have. The priority is for 

the battle because it is for the sake of the existence of a nation and home and it must be so. 

Today, I appeal to you in these sensitive and dangerous circumstances that Iraq and the 

region are going through a unified position. 

     This part of Al-Abadi's speech is an urgent request made to the public by using the 

Bandwagon technique. He appeals to all Iraqi people to join the battle with everything they 

have and support the victory. This is an implication to contribute to the crowd and if they 

don't jump on this bandwagon and participate in this war against the terrorists who occupy 

several Iraqi provinces, then the chance will pass them by and become looser. Thus, he 

intends to motivate the Iraqi people to support the battle and to be united. 

Bald on record politeness is used directly and concisely by Al-Abadi as an imperative 

formulaic entreaty represented by "I appeal to you". The pragmatic function of this 

technique which is bandwagon is to ask the masses to support the battle against ISIS.  

5. Results and discussion 

The results of the analysis are elaborated in the following table with the total numbers of 

propaganda techniques and (im)politeness strategies 
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6 Negative 12 Negative 5 Testimonial 3 

0 Sarcasm 1 Off Record 6 Transfer 4 

    14 Card Stacking 5 

    1 Plain Folks 6 

    16 Bandwagon  7 

6  69  75 Total 

            Table (1): Total numbers of propaganda techniques, (im)politeness strategies.  

 

       From the six selected political speeches of Al-Abadi, it is found that the seven 

propaganda techniques were used 75 times, as illustrated in the table above, to influence 

people to believe or follow a certain program or idea. This is a clear indication that almost 

all political speeches contain propaganda techniques. 

One of these techniques is highly frequent in the data and it is used 28 times by Al-Abadi 

which is "Glittering Generalities." This technique as Lee & Lee (1939: 47) mentioned, 

utilizes "virtue words" to appeals to the masses' emotions of love and generosity. 

Therefore, Al-Abadi attracts the masses' attention by polishing certain programs and 

referring to glittering words like freedom, prosperity, social justice, and public service. 

Because almost all people believe in these ideas and wait for hope from the president to 

live happily and safely. This is why Al-Abadi uses much of "Glittering Generalities."  

      Concerning the least frequent technique, it is found that "Plain Folks" only appeared 

once in Al-Abadi's speeches. Lee & Lee (1939: 101) assert that this technique mostly 

occurs when doing activities such as; playing with children, taking a family out to dinner, 

praying in Masjid with ordinary people, kidding with people, considering oneself one of 

the attendant members, etc. Therefore, these actions are not often happened with 

authoritative people. Usually because of their prestige and the value of time.    

  

       Concerning the (im)politeness strategies that are used within these propaganda 

techniques, it is found that politicians often make use of politeness strategies more than 

impoliteness ones as shown in the table above. Politicians, in order for their messages to be 

accepted and approved, tend to avoid impolite forms of communication. Instead, they try 

to be polite in their utterances as much as possible and give the masses a feeling of 

expectation and desire for certain benefits to happen. So long as a politician displays polite 

aspects and offers social services, the audience accepts and sticks to his/her program.  

The analysis demonstrates that the positive politeness strategy appeared more than other 

strategies. The reason behind this proportion is that positive politeness is basically built to 

"establish common ground" with the masses and to fulfill their wants to make them feel 
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good.  

The strategies of positive politeness, actually, spring from three broad mechanisms; 

claiming common ground, conveying that S and H are cooperators, and fulfilling H‟s want. 

Concerning "claiming common ground" with the hearer in communication, Brown and 

Levinson (1987: 103) state that it is a major class of positive politeness by which a series 

of conversational moves recognize the partner's or the audience's needs. In the same way, 

political speeches often carry a message of interpersonal relationships between the speaker 

and the masses to represent a commonality of knowledge, attitudes, interests, goals, and in-

group membership. Thus, Al-Abadi emphasizes that both he and the masses are 

cooperators and want common ground in order to reach  the same thing. 

In a similar study of politeness strategies conducted by Al- Ameedi and Khudhier (2015) it 

was found that Obama uses 60% of positive politeness in his collection of five political 

speeches. It is clear that politeness strategies are very important in political speeches as 

both Obama and Al-Abadi adhere to politeness strategies in order to keep   communication 

effective.  

Off record politeness, on the other hand, is used only once because this strategy relies 

heavily on indirect language to convey the intended meaning. Therefore, politicians rarely 

use implicature in their speeches and they hardly give the hearer a chance to interpret the 

speaker‟s exact meaning. Instead, they generally depend on obvious and easily perceived 

language to be understood by all the levels of the masses without leaving any room for 

ambiguity and so does Al-Abadi.         

A very small room is left to use impoliteness strategies in Al-Abadi's political propaganda 

where it is appeared only six times. That was used just to scorn ISIS and belittle their 

social role.    

 

6. Conclusions 

      The current study was conducted to investigate propaganda techniques that are used by 

the ex-prime minister of Iraq Haider Al-Abadi and to find the pragmatic functions of these 

techniques. Also, to account for the (im)politeness strategies that are associated with these 

techniques. The analysis of the data has shown that there is extensive use of the "glittering 

generalities" technique. The use of "wide" terms typically with high moral connotations is 

the key that Al-Abadi mostly uses to enter his audience's minds. While the least frequent 

technique is "plain folks" because it does not accord with the nature of the political 

speeches.  

It has been revealed that the seven propaganda techniques so far examined are being used 

by Al-Abadi to achieve certain purposes. In other words, these techniques are used to 

achieve certain pragmatic functions. Of these functions are directly the masses towards the 

direction the politicians want, by exploiting their feelings and emotions, and by provoking 
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certain memories and using certain words and concepts, Al-Abadi wins the audience to his 

cause. The techniques used by Al-Abadi help him in creating common ground and being 

part of his people. He makes his people dream of a better life and gives them hope for a 

better future.  

      Thus, creating an optimistic atmosphere among them. As such, the first hypothesis has 

been confirmed. The second hypothesis comes in line with other studies in that Iraqi 

politicians use politeness strategies to appear in their best status to the audience and to 

pretend to be honest and humble. On the other hand,  very little room is being given to the 

impoliteness strategies and whenever used, they are directed towards the enemy and 

opponents.  
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