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“One does not need to destroy one’s enemy, one need only destroy his willingness to engage” wrote the ancient Chinese strategist Sun Tzu, as quoted on the U.S. Psychological Operations Veterans Association website www.psyop.com. Using this rationale, nations throughout history have attempted to persuade potential adversaries of the justness of their cause, the certainty of their victory, or the reasons for war that do not justify the death and destruction it would cause. Although written more than 2,500 years ago, Sun Tzu’s thoughts are strikingly relevant in a world ever more dependent on the mass media for information. 

It appears that the U.S. government adopted Sun Tzu’s rationale in the wake of the terrorist attacks of September 11, 2001, when it appointed Charlotte Beers undersecretary of state for public diplomacy and public affairs (State Department). Charlotte Beers, the “Queen of Branding”, formerly chairperson of J. Walter Thompson Worldwide and executive at Ogilvy Mather, architect of brands ranging from IBM to top dog food and credit card brands (Klein, 2002).
 

Following the replacement of Charlotte Beers by Margaret Tutwiler towards the end of 2003, there was much speculation as to the future of 'Brand USA'. Tutwiler, a former ambassador and State Department Assistant Secretary for Public Affairs under the first President Bush, was widely thought to be less brand-oriented than Beers. Public diplomacy continued, however, with Middle East Television Network (MTN) planned to launch in December, 2003 to 'End the deafening silence from America'. Also continuing were other targeted communications efforts including Hi magazine, a glossy youth-oriented magazine that attempts to focus on lifestyle and avoid politics altogether.
 The magazine's Arabic-only website offers interactive boxes for readers to 'Ask America' questions, in the spirit of promoting dialogue (www.himag.com). MTN, a 24-hour news nemesis of Al-Jazeera is designed to work harder than Fox or CNN to 'discredit' the perceived anti-American stance of Arab news networks. The network has been outsourced to an independent media company by the State Department, with the mission to 'Sell America' in the crowded media markets of the Middle East.

Questions

1. It is often said that marketing is about discovering what a target audience wants and making it available. Consider what the United States could ‘offer’ to its ‘target audience’, giving three examples.

2. Is it ethical for political leaders to use marketing strategies to persuade a nation to go to war, and to persuade others, including the enemy, that war is going well?

3. Should a government market itself across cultures like Coca-Cola or Nike?

4. Is it likely that the Bush Administration, in constructing branded communications, may have increased loathing and distrust in the Arab world? 

5. What is the difference between diplomacy and propaganda?
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