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Abstract

Propaganda is mainly designed to influence people’s mental state on new ideas which is crucially used for political agenda. Back in
1950s, people used mass media to propagate propaganda. Nowadays, the usage of social media as a tool for political propaganda agenda
either by the politician or the supporters are creating a game diverge in electoral campaign. This phenomenon is occurring in all over the
world including Malaysia. Studies has proven that people who rich in Kansei is rich in emotions and sentiment, adaptive, warm and
responsive. Unfortunately, little effort has been paid to use the approach for measuring Malaysians’ emotions on political propaganda in
various social media platforms. This study is proposing that Kansei Engineering (KE) could be used as an approach for analysing their
emotion and sentiment. For this reason, KE incorporating with partial least squares (PLS) is used to measure and analyse the level of
Malaysians’ emotions regarding political propaganda via social media by constructing emotional descriptor or KW by adapting PANAS-
X. The proposed technique could be used as a basis to build a framework to hinder the diffusion of negative political propaganda in the

social media settings particularly in Malaysia.
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1. Introduction

Propaganda is used to convey any information that propagandists
wants people to know and influenced into, by any means of
techniques. Propaganda could be essential tool of political
campaigns in gathering support for candidates during election [1].
During Malaysia’s 14th General Election (GE) that was held on
9th May 2018, we can see opinions and suggestions from the
voters being posted in various platform towards all parties that
took part in the GE.

In the current world scenario with the expansion of Internet of
Thing (1oT) with a lot of devices are connected to the internet, any
information can be accessed directly from mobile device by using
the Internet connection. Enhanced by the emergence of the Web
2.0 or the social media, the Internet use ranging worldwide
continue to increase by time. People are using social media to
convey their opinion and also to support any propaganda provided
by their political leader. The most popular media such as
YouTube, could be a medium for propagandists to manipulate and
disseminate propaganda and any kind of issues due to its’ easy of
accessibility to audience (Kadir et.al, 2016)[2]. As an example, on
GE 2008, the opposition party use the social media as a platform
to express their political propaganda and idea to gain public
opinion and supports rather than using the traditional media such
as the press media [2], [3].

However, little attention has been paid on negative political
advertisement such as fake news on certain parties and candidates
using the social media. Focusing on attacking the party aspirations
and promises, this kind of negative political advertisement been
viewed as a political propaganda. This scenario has been actively
emerged in Malaysia as the widespread usage of the new media.
Nevertheless, online readers especially the voters, should not be
influenced on fake news as political propaganda that are design to
create emotional appeal which is trust as the main element that
could influence the acceptance towards online propaganda.

This preliminary study discusses the role of social media in
conveying the political propaganda and Kansei Engineering (KE)
approach could be used to extract the Malaysians’ emotions on
political propaganda via various social media platforms. We
discuss that data related to the GE and political propaganda will
accumulate huge volume of data. This study also discusses that by
using PLS-SEM to analyze the collected data, we could get more
accurate pattern or scenario of political propaganda and how the
social media usage could affect the people emotion on online
political propaganda in Malaysia.

2. Literature Review

Propaganda is defined as a communication process that designed
by creator intended to influence mind and behaviour of people [4].
As we can say, propaganda is used to introduce and to spread new
idea. In Latin, the word propaganda brings the meaning ‘to sow’
or ‘to propagate’ [5]. In 1718, the word propaganda was added to
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the English language and dictionary. Initially, propaganda is
related to propagate faith of Roman Catholic Church as a
sociological meaning in propagating and spreading Christian [6].
While in 1950s when there is development in various mass media
such as television and radios, the theories of propaganda are
known to associate mainly with the totalitarian regime and the war
effort that seem to be a threat toward the liberal democracy
community [1].

2.1. Propaganda Techniques

By means, propaganda is deliberate and systematic attempts that
designed by propagandists to shape behaviour, perception and
manipulating cognitions to achieve their desired intent [5].

Shabo M. [7] in his book of ‘Techniques of Propaganda and
Persuasion’, he stated 11 techniques of propaganda that being used
by propagandist. They are “Assertation”, “Bandwagon”, “Card
Staking”, “Glittering Generalities”, ‘“False Dilemmas”, “The
Lesser of Two Evils”, “Name Calling”, “Pinpointing the Enemy”,

“Plain Folk”, “Testimonials” and “Transfer”.

Table 1 shows the explanation of the propaganda techniques in
detail.

Table 1: Explanation of the propaganda techniques

Techniques Explanation

Assertation Simply stating a debateable idea with no
qualification or explanation as a valid fact and being
believed by subjects without questioning the
integrity of the statement.

Bandwagon Any situation in which people attempt to be part of
the famous or popular group. It is relied on human
nature that like to be with the winning side.
Everyone is simply going along with what people
most do or choose.

Card Staking A technique where propagandist use unfair
advantage while weakening other. Use misleading
information out of context or simply obscure the
information that contrary to it.

Glittering
Generalities

A colourful vague used as to appeal emotion from
audience. Example of famous glittering generalities
are: freedom/liberty, strength, security, prosperity,
choice, equality, and change.

False Dilemmas This technique reduced all choices into only one
option that available. It is essentially forced audience
to choose an option that is labelled as ‘good enough’

regardless of its logical arguments.

The Lesser of | This is contrary to False Dilemmas. This technique

Two Evils offered two bad alternatives and thus forcing
audience to make a better choice of two options
without considering other possibilities.

Name Calling Propagandist use of negative words to enemy or

opposing side. This technique is literally contrary to
Glittering Generalities where insulting words take
place of logical agreement.

Pin Pointing the
Enemy

This is where parties blame each other for recent
economic problem and could lead to a ‘scapegoat’
action.

Plain Folk Encouraging his idea as good and thus reflects that
they are operating on the benefit of ordinary people

by claiming they are also ordinary.

Testimonials Made by famous people on how much they like a
product or politician. This could help a propagandist

popularity and his/her propaganda.

Transfer Association of false connection where they are
sending unspoken emotional message. Example: a
picture of a man with his nation flag will omit the
patriotic spirit of him to audience even though his

intention isn’t.

For this study, only five techniques of propaganda that will be
used which is “Bandwagon”, “Card Staking”, “Glittering

Generalities”, “False Dilemmas” and “Name Calling” to classify
item/category for social media propaganda elements

2.2. Social Media and Propaganda

The advent uses of Internet nowadays offered various information
to people at their fingertips especially with the emergence of the
Web 2.0 or mostly known as the social media. Social media is a
mobile web based interactive platform which can allow people to
share, discuss and to create any content on the web [8]. Their
leverage social trust and social connectivity made them as multi-
way communication are even more engaging than the television.
There are several types of media social defined such as the blogs,
collaborative projects and social networking. Blogs are defined as
a web-based site that shared any information, picture, videos or
data based on the author itself. Collaborative projects are defined
as many people working together to make a content such as the
Wikipedia. People anywhere can create and discuss any content on
Wikipedia. As for the electronic document, online user trusted it
as reliable and valid information to satisfy needs in terms of
decision making process, personal knowledge or even for
reference materials [9]. While for social networking, Facebook
and Twitter are the most popular site where people share
information, picture videos and files. The design of the social
network application that are usually user-friendly and versatile
[10].

Propaganda is mainly designed to appeal trust emotion of voters in
accepting the propaganda itself. Trust are frequently defined in
terms of confidence, expectation, belief and faith. Thus, it mainly
to capture common thread that trustee anticipate trust upheld [9].
People are capable in instilling trusts towards the technology as
the electronic document, shared information and even a computer
system [9]. Other than sharing information among the social
media users, people also used the Internet to know about the
current situation of Malaysia’s politics arena. 90% of Malaysia
have access on social media account. In fact, compared to any
other nations, Malaysians have the highest number of friends on
social networks [11].

On the cybersecurity aspects, social media can bring influence that
promote specific points of view, protest and conflict by publicize
propaganda or even rebellion cry. Then again, through social
media the discussion expansion and spread of information are also
promoted by the community dialogue by means of the rumour
squelch and anti-propaganda content [12].

Anti-propaganda content can also be referred to the fake news and
false information to create a negative image on certain parties.
Hence, this also increase the efforts of cybersecurity on growing
potential of cyberattack on such as the hoax attack on disseminate
false information and influences [12]. Based on the Kansei
Information Security Assessment (KISA) [13] framework, it
conceptualizes more on user emotional, trust, towards the
information security in developing trust matrix based on Kansei
Engineering (KE) that outlines the trust matter of user in the
information security implementation and trust on sharing sensitive
information.

Internet access firstly introduced to Malaysia was in 1996 [14].
The rise of Facebook and Twitter especially, enable people to
access through the Malaysia political issues and progress [15].
Political observer said that political opponents were endorsed to
spread any political campaign or propaganda with the widespread
adoption of online media in Malaysia [16]. Most of the opposition
parties and middle-class people employ the usage of Internet,
newspaper, online newspaper, radios and television to express
their political propaganda and views [17].

The 2008 Malaysia General Election (GE) witness the importance
of the media consumerism whether mass media or social media as
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a platform in implementing political campaign. Political campaign
concerning any communication process using particular
communication and media channel to convey any political
propaganda to the people more systematically [18], [19]. Other
than that, negative political campaign is not be excepted to be
viewed as one of political propaganda in bringing fake news and
false information. Furthermore, the main course of political
campaign is to attract vast numbers of voter.

During the 12th General Election (GE) of Malaysia, social media
is definitely an important instrument in conveying and promoting
democracy [20]. Total Internet penetration from 2008 to 20015 are
rose about 15% and are expected to rose more on 2015 [21].
While for the usage of media social are also exponentially increase
as there are more users on Facebook and Twitter. After the GE
2008, the Government and Opposition started to use social media
as their tools to appeal voters. As in GE 2013, there are much
more political leader to have more account on social media,
Facebook and Twitter respectively. As an example, PM Najib
Abdul Razak have about 1.5 million followers on Twitter hence
indirectly elevate the BN’s engagement with the electorate. As for
Opposition, the leader also has their own social media. As
example, Lim Kit Siang have about 89 thousand followers on his
Twitter account [3].

Social networking sites also be used to encourage and mobilize
young adult to engage and to participate in politics [22].
Youngsters are more likely to engage into social networking sites
in creating profiles to be compared to the older generations [23].
Thus, when it comes about the political issue, youngsters are more
favoured to look into the social media rather than through the
traditional media. Consequently, the inclusion of youngsters in
politics are said as the target crowd of online political
communication [22]This is because, most of them used the social
media sites as their platform to express their opinion and feelings
concerning the political issues [24]. Hence, dissemination of any
political propaganda using social media had been perceived the
improvement of youth attraction to contribute more in the political
field [25]Social networking sites have been proved as a successful
tool in gaining voters [19].

2.3. Kansei Engineering

The term ‘Kansei’ in Japanese language refers to emotion. It is a
concept of sensing a phenomenon that builds impression.
According to [26], Kansei is defined as people psychological
feelings and image of a new product, idea or artefact. Harada [27]
described Kansei as “an internal process of the brain, involved in
the construction of intuitive reaction to external stimuli”. In
psychological domain, Kansei means harmonizing the mental state
of knowledge, emotion and sentiment [26]. Although Kansei is
often translated as feelings, sensitivity, sensibility and need
relating to a product, the concept could also be extended to
measure people’s emotions on political propaganda. This is due to
political propaganda that can be saw as an appeal to the emotions
rather than to the intellect [2].

The method that is used to measure and analyse the Kansei is
known as Kansei Engineering (KE) [28]. There are four main
phases in KE, i.e. Domain Decision, Kansei Dimension, Product
Design Dimension and Synthesis [27]. Apart of these phases, there
are eight types of KE (category classification, computer-aided
system, modelling, hybrid, virtual, collaborative and concurrent).

All KE’s phases and types are designed to achieve the goal of
measuring and analysing people’s mental state of external stimuli.
Since the nature of Kansei is always ambiguous, subjective and
unstructured, it is scarcely to measure it directly. Depending on
the objective, Kansei can be measured by various techniques such
as fuzzy logics, neural networks, rough-set analysis, genetic

algorithm, linear regression, multiple regression, principle
component analysis and structural equation modelling [27].

3. Proposed Kansei Engineering Approach for
Measuring Political Propaganda

Emotional descriptor is core technique of translating emotion
assessment into verbal descriptor in ways of self-reporting
techniques, animation, facial expression and others that could be
used as emotion triggers response of users towards products [27],
[29].

Emotional descriptor is words that describe various emotion in
multifield research purposes such as effective video content
analysis [30], emotional contagion for viral video [31] , and as
well as image retrieval [32] [2]. In KE, emotion descriptor or
keywords are called as Kansei Word (KW) that is prominently
used by researcher in the form of adjective and noun [27].

This study used Kansei Words (KW) that selected and adapted
from Positive Affective and Negative Affective Scale-Expanded
(PANAS-X) as domain decision of this study is ‘political’.
PANAS-X is a 60-item of specific emotion assessment created by
Watson and Clerk [33]. They suggested researcher to choose and
pick only those scales that is relevant to their research [2].

Therefore, this study only selected 23-item that are most relevant
to this political domain. Table 2 show the 23-item selected and
adapted form PANAS-X. There are 6-items form Basic Negative
Emotion Scales, 12-items form Basic Positive Emotion Scales and
5-items from Other Affective States which are selected. The
stimuli of this study will consist of social media platform contents
from Twitter and Facebook. All selected contents will be based on
previous popularity and ranking of political figures or parties as
shown in the number of “Like”, “Dislike” Facebook while “Like”
and “Retweet” for Twitter. Participants will evaluate emotional
descriptor/KW adapted form PANAS-X in 5-point Semantical
Differential (SD) scale of their emotion and feeling after reading
each of the contents shown according to respected classified
Item/Category.

Table 2: Selected scales from PANAS-X

PANAS-X Scales adapted into KW

Basic Negative Emotion Scales (6)

1.  Fear (2) - Jittery, nervous
2. Hostility (3) — angry, irritable, disgusted
3. Guilt (1) — Ashamed

Basic Positive Emotion Scales (12)

1. Joviality (4) — happy, delighted, excited, enthusiasm

2. Self-assurance (6) — proud, strong, confident, bold, daring,
fearless

3. Attentiveness (2) — alert, determined

Other Affective States (5)

1.  Surprise (3) —amazed, surprise, astonished
2. Fatigue (1) — sluggish
3. Shyness (1) — timid

Despite diverse techniques could be used to measure and analyze
the Kansei, this study is focusing on the partial least squares (PLS)
as little effort has been done to use the technique to measure the
Kansei [27], [34]. In addition, PLS is a variance-based or
component-based approach that able to predict and explain the
variance of target variables by different explanatory measurements
(Hair et al., 2012). The technique has recently gained increasing
popularity as a key multivariate analysis method for measuring
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emotions of users [35], [36] and customers [37], [38]. Figure 1
illustrates the proposed application of PLS to the design of KE for
measuring Malaysians’ emotions on political propaganda.

. PLS

+ Political * People * Malaysians'
Propaganda Demographics Emotions Level
* Social Norms
* Social Media
Platforms

—

Fig. 1: The design of proposed Kansei Engineering approach

Thus, PLS will be used in identifying the relationship between
emotion and the propaganda contents on social media platforms
through results of the PLS coefficient score.

4. Conclusion and Future Works

The difference electorate votes in GE 2008 and GE 2013 of
Malaysia obviously shows the prominence use of social media as a
disseminate tools for politicians. Social media not only used by
the Government and Opposition leader to deliver their own
ideology but also be used by people to express their belief apropos
to the political issues. Based on findings through the content
analysis on narrative data, the Facebook and Twitter is seen to be
the most effective social media site in the context of opinion
leader to convey their message and propaganda.

Hence, by using social media as a tool to propagate political
propaganda, there are mesmerizing result in people’s electoral
vote on GE 2013. GE 2008 had showed us that people are more to
engage in political via the social networking sites instead of the
traditional media. The game change in the Malaysia GE nowadays
are basis on the influential of the social media used by either
opposition or the ruling party. In addition, with the spread of fake
news basis on political purposes also play the crucial role in voters’
trust towards any online propaganda. Therefore, there could be a
game changing while the election was made. Data analysis give
prospective on having trustworthy online propaganda method.
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