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PART I

The Abuse of Words

How to Read This Treatise

Abstract
This treatise applies the geometric method of Spinoza's Ethics to the subject

of influence, manipulation, and propaganda. Its central claim is definitional

rather than empirical. The literature of influence credits an instrument,

whether a technique, a formula, or a practitioner, with a causal power that

belongs to the material: to affects already present in the affected person, to

conditions of access and repetition, and to the privation of knowledge

about causes. Once the vocabulary is fixed, manipulation is shown to be a

relation between an influence and the affected person's understanding of the

cause of his own action, which makes it diagnosable, measurable, and re-

versible, and which dissolves the catalogue of tactics that the trade sells in its

place. Twelve Definitions and twelve Axioms are established, drawn from

verified propositions of the Ethics and the Tractatus Theologico-Politicus.
From them the treatise derives twenty-four Propositions with formal

proofs, corollaries, and scholia, covering the mechanism of being moved,

the material basis of propaganda, the conditions under which manipulation

is unstable, and the conduct that follows. Documentary and empirical

claims are separated from deductive ones and marked as such, because no

demonstration can establish what happened in 1917 and no experiment can

establish that a category error has been made. The treatise is accompanied by
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a documentary dossier on Edward Bernays and a replication audit of the psy-

chology of influence, and it reports verdicts on both, including the claims

that fail.

Keywords: Spinoza, conatus, affect, inadequate ideas, propaganda, public

relations, Bernays, manipulation, persuasion, replication crisis.

Prolegomenon
This is the complete text of six Parts, with appendices. The Definitions and

Axioms of Part I govern the demonstrations that follow. Documentary

claims that establish what happened are proved, if they are proved at all, in

Part III and Appendix B. Empirical claims that establish a measurement are

proved, if they are proved at all, in Part IV and Appendix A. Geometric

Parts may cite those findings as illustrations, and they mark the citation so

that it is not mistaken for a step in a proof. The three warrants are not substi-

tuted for one another.

The scope of the whole work. It treats influence as a case of causation, and

it refuses to treat it as a case of wrongdoing. It covers the mechanism by

which one person's power of acting is increased or diminished by another,

the material conditions under which that mechanism operates at scale, and

the conduct that follows for a person who wishes to be less moved and more

nearly the cause of his own motion. It treats the modern influence industry

as a body of claims to be audited rather than a body of knowledge to be

applied.

What it does not cover. It does not teach techniques of influence. It con-

tains no scripts, no formulas, and no procedures for moving others, and this

is a consequence of its argument rather than a concession to taste: if

Proposition I is correct, such procedures cannot be transferred as proce-

dures. It does not adjudicate the moral status of particular practitioners, and

it does not treat moral vocabulary as a source of causal explanation. It does

not claim that human beings are free of influence, because that claim is inco-
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herent, and it does not claim that influence is omnipotent, because that

claim is false and is sold to the credulous. Where the evidence is thin, the

text says so. Where a widely repeated claim was found to be unsupported by

the documents, the text reports the correction and names the source of the

error.

The method. Three kinds of claim appear in this work and they are never

confounded. Deductive claims are established by demonstration from the

Definitions and Axioms, in the manner of the Ethics, and are valid or in-

valid. Documentary claims are established by archives, dated publications,

and primary testimony, and are true or false, and are always open to revision

by better evidence. Empirical claims are established by measurement, repli-

cation, and meta-analysis, and are reported with their effect sizes and their

replication status. The manipulation industry's own mistake is repeated in

reverse by many of its critics, who refute a historical claim with a statistical

argument or a statistical claim with a philosophical one. Each claim is tried

in its own court.

The reader. No prior knowledge of Spinoza is assumed, and no mathematics

is used. The reader is assumed to be capable of following a proof, to be will-

ing to hold a conclusion in suspension until it is derived, and to prefer an ac-

count of causes to an account of villains. The reader who wants the villains

will find them in Part III, where the documents are, and will find that the

documents are less flattering to the legend than the legend is to itself.

A note on the text. Citations of the form E4P7 refer to Part IV, Proposition

7 of Spinoza's Ethics; E3D1 refers to a Definition in Part III; Definition of

the Emotions XIII refers to Spinoza's numbered list of affects at the end of

Part III. Every such reference in this work was checked against the text be-

fore it was used. Related propositions may be consulted by a reader who

wishes to test the chain.
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CHAPTER 1

The Confusion of Tongues

Every book in this field fails at the first step, and the failure is definitional

rather than empirical. This Part fixes the vocabulary. It does not report find-
ings, because no finding is possible until the words are distinguished. The
Definitions and Axioms established here govern every Proposition in the five
Parts that follow.

"Most writers on the emotions and on human conduct seem to be

treating rather of matters outside nature than of natural phenomena

following nature's general laws. They appear to conceive man to be

situated in nature as a kingdom within a kingdom: for they believe that

he disturbs rather than follows nature's order, that he has absolute

control over his actions, and that he is determined solely by himself."

Spinoza, Ethics, Part III, Preface

Every book written about influence fails at the first step, and the failure is

definitional rather than empirical. The words are used as moral labels and

then treated as causal categories, and the substitution is never announced.

Nothing that follows from a conflated term can be tested, refuted, or acted

upon, which is precisely why the conflation survives. It is not an accident of

sloppy writing. It is the product.

Consider what a single act may be called. A physician explains to a fright-

ened man why he must take a drug, and the man takes it. An advertiser re-

peats a claim about a drug until a bored man buys it. A state broadcasts a rea-

son to enlist until a young man enlists. A friend exploits a confidence to ex-

tract money. A teacher installs a habit of reading. A platform orders a feed so

that a particular mood is produced in a hundred million people who never
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learn that the ordering was determined. Six acts, one vocabulary, and the vo-

cabulary assigns them to praise or blame before anyone has asked what

happened.

There are six distinct questions hidden in this single word, and each of them

can be answered separately:

What was done, in the way of causes. To whom it was done, and in what

condition that person already was. What the effect actually was, measured

rather than asserted. By what right it was done. What the affected person un-

derstood about the cause of his own action. Under what material condi-

tions it was done, including who controlled the channel, the repetition, and

the alternative.

The literature answers the fourth question, which is moral, and reports the

answer as if it were the second and the third, which are causal. That is the

whole trick. A technique is called dark because the practitioner is disliked,

not because the technique does anything that an admired practitioner does

not also do. The same hundred repetitions are instruction when a school

does them and manipulation when a brand does them. The same appeal to

fear is public health when the speaker is trusted and propaganda when the

speaker is not. Under examination, the labels track the identity of the agent

and the interests of the labeller. They do not track mechanism.

Spinoza's method begins with deflation of exactly this kind. The Tractatus
Theologico-Politicus opens by distinguishing prophecy, knowledge, and

imagination, because the political disputes of his century were conducted

with a word that carried three meanings at once. The Ethics opens with

eight definitions before a single assertion is made, and the definitions are not

preliminaries to the argument. They are the argument's first act. Spinoza dis-

tinguishes three kinds of knowledge, and the first of them is opinion or

imagination, the knowledge of things from signs, report and chance experi-

ence (E2P40S2). To define is to move an idea out of that first kind. A defi-

nition that does not distinguish its object from everything else is not a rough

tool awaiting refinement. It is a defect, and defects propagate.



13The Geometr y  of C onsent

The confusion of tongues is not innocent, and it is not merely academic. It

is the merchandise. A trade that sells power over other people cannot sell the

true mechanism, because the true mechanism is thin: a few affects, repeti-

tion, and access to channels. It can sell far more if the mechanism is left

vague, because vagueness permits the buyer to project onto the seller what-

ever power the buyer fears or desires. The seller of influence therefore has a

direct interest in the conflation of the six questions. His product is the con-

fusion, and the techniques are the packaging.

Three consequences follow, and they organize the rest of this book. First,

since the vocabulary is moral rather than causal, the field has no way to be

wrong. A failed attempt is explained as bad execution and not as false the-

ory. Second, since the categories do not distinguish causes, the literature

substitutes catalogues of anecdotes for a mechanism, which is why the cata-

logues proliferate and why none of them converges. Third, the person who

wishes to be less moved has been given nothing to work with, because moral

labels cannot be converted into causal knowledge. He can only become

more suspicious, which is itself an affect, and which is itself sellable.

The remedy is not more suspicion. It is definition. What follows in this Part

is an attempt to give the subject the vocabulary Spinoza would have given it:

a small set of terms that name causal relations, and no terms that name sins.
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CHAPTER 2

The Free Man Who Is Not

The popular defence literature rests on an impossibility. It promises a condi-

tion in which a person is no longer subject to influence, and it teaches a set

of techniques by which this condition is supposed to be reached. There is

no such condition, and the proof does not require a laboratory.

From a given definite cause an effect necessarily follows (E1A3). Nothing in

the universe is contingent, but all things are conditioned to exist and operate

in a particular manner by the necessity of the divine nature (E1P29). A hu-

man being is a mode, which is to say a modification of substance deter-

mined by other modes, and the idea of him is not the idea of a thing that de-

termines itself alone. It follows that no man is the adequate cause of his own

existence. What follows for influence is a second step, and it is not the step

that everything is influence. A finite mode is affected in its power of acting

by other finite modes (E4P2, E4P4), and whatever affects its power of act-

ing falls under Definition I. No man is therefore exempt from influence,

not because all causation is influence, which Definition I denies, but be-

cause the active power of a finite mode is always partly determined from

outside it.

Against this, the defence literature posits a faculty that stands outside the or-

der of causes and vetoes it. The reader is told to be vigilant, to spot the tech-

nique, to refuse the frame, to notice the anchor. Every one of these instruc-

tions presupposes a power of decision that is not itself caused, because if the

decision were caused then the technique would simply have to act on its

causes instead, and the instruction would be useless as a guarantee. The pre-

supposition is the one Spinoza identified as the root of the whole error: men

believe themselves free because they are conscious of their desires and igno-
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rant of the causes that determined them (Part I Appendix; Part III Preface;

Part IV Preface). The defence literature is built on that ignorance and paid

for by it.

The empirical form of the same error is easier to see. Suppose a man is told

that a claim is false, and given proof. Does the proof disarm the affect?

Spinoza is explicit: a true knowledge of good and evil cannot check any

emotion by virtue of being true, but only in so far as it is considered as an

emotion (E4P14). An emotion can be controlled or destroyed only by an-

other emotion contrary to it, and with more power for controlling emotion

(E4P7). To supply a true idea is therefore not the same as to supply a

stronger affect, and by E4P14 the true idea checks an emotion only in so far

as it is itself an emotion. The reader who has been told this twice and has

forgotten it in the presence of the fear has demonstrated the point rather

than refuting it.

Two errors follow from denying this, and they are opposites. The first is the

promise of immunity, which sells vigilance as though vigilance were a cause

rather than an effect. The second is the paranoid inversion, in which a hid-

den agent is credited with the power of the entire order of causes, so that ev-

ery mood, preference, and purchase becomes the work of a manipulator.

The paranoid reading is not the opposite of the naive reading. It is the same

reading with the sign reversed: in both, an agent, whether oneself or a con-

spirator, is credited with a causal power that belongs to the whole. There is

no conspiracy, only causes. The fear of being manipulated is itself a market,

with sellers, and it recruits the same affects that the manipulators use.

What is possible is not exemption but proportion. A man acts when some-

thing takes place of which he is the adequate cause, and is acted upon when

he is only a partial cause of it (E3D2). Freedom, in the only sense Spinoza

would allow for a mode, is the increase of that proportion: more of what

one does following from one's own adequate ideas, less from ideas whose

causes one cannot state. This is a matter of degree, it is reversible, and it in-
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creases where the causes of adequate ideas are present. It cannot be com-

pleted, and the man who claims to have completed it is either mistaken

about himself or selling something.

This Part fixes the terms. Part II derives the mechanism, because a mecha-

nism can be derived and a rumour cannot. Parts III and IV turn to the docu-

mentary and empirical record, where the claims of the trade are tested

against what happened and what replicates. Part V returns to deduction and

rebuilds the account that survives. Part VI states what follows for conduct.
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CHAPTER 3

Definitions

Definition I. Influence. By influence I understand any operation of one

mode upon another whereby the active power of the second is increased or

diminished, aided or constrained (E3D3).

Note. The definition supplies an operational clause and nothing more.

Whether the word names anything beyond causation, and what it adds to

an explanation, is not settled here and is the business of Proposition I.

What the definition marks is that the effect in question falls on the active

power of the affected thing rather than on its position or its quantity. A

stone struck by another stone is caused but not influenced. A man whose

appetite is produced by the smell of bread is influenced, because his

power of acting is altered.

Definition II. Adequate and inadequate cause. As Spinoza: by an ade-

quate cause I understand a cause through which its effect can be clearly and

distinctly perceived; by an inadequate or partial cause I understand a cause

through which, by itself, its effect cannot be understood (E3D1).

Note. The distinction is the spine of this book. Everything that will be

said about manipulation, about freedom, and about the difference

between teaching and propaganda is a consequence of it. Note what the

definition does not contain: it says nothing about intention, deception,

or harm. Two men may both be partial causes of an effect, and one may

have intended it. Adequacy is a property of the causal relation, not of the

moral quality of the agent.
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Definition III. Action and passion. As Spinoza: I say that we act when

anything takes place, either within us or without us, of which we are the ad-

equate cause; and that we are acted upon when something takes place in us,

or follows from our nature, of which we are not the adequate cause but only

a partial cause (E3D2).

Note. The words action and passion are therefore technical terms with

degrees, not states. No man is entirely one or the other, and no man is

either one all the time. The practical question in every case is

quantitative: what proportion of this act can be understood through the

agent's own nature alone, and what proportion depends on causes

outside him. The measure is the intelligibility of the effect through the

agent, not the agent's ability to recite causes, since by Axiom V he is a

poor witness to his own.

Definition IV. Manipulation. By manipulation I understand influence

in which the affected person's idea of the cause of his own action is inade-

quate. The relation holds in the same degree as that inadequacy.

Note. This definition does the work that a catalogue of tactics pretends

to do, and it does more of it. It is a relation between the influence and the

state of knowledge of the person influenced, not a property of the

technique. It explains immediately why identical acts receive opposite

names depending on who is moved and what he understands: the

physician who explains the mechanism produces an adequate idea of the

cause, and the advertiser who produces the desire while concealing the

mechanism does not. It explains why manipulation scales with the

ignorance of the affected rather than with the skill of the agent. It

explains why the same technique is trivial against one man and decisive

against another, and why a population's resistance is a measure of its

causal knowledge rather than of its moral fibre. And it makes
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manipulation a matter of degree, since ideas of causes are more or less

adequate, which is the truth of the matter and which a catalogue of sins

can never express.

Definition V. Persuasion. By persuasion I understand influence whose ef-

fect is an adequate idea of the cause of the affected action, that is, an idea

which is clear and distinct, whether by common notions or by intuition

(E2P40S2), the knowledge of an effect depending on and involving the

knowledge of its cause (E1A4).

Note. Persuasion and manipulation are distinguished by the kind of idea

produced in the affected person, not by the intention of the agent. This

is deliberate, and it is the second stroke of the definitional work.

Intentions are mostly hidden, frequently from the agent himself, and are

never available to the person being moved, so a definition that depends

on them is unusable by the only person who needs it. Products, by

contrast, are diagnosable, though not by the testimony of the person

moved. What a man reports about the cause of his own action is evidence

about his imagination and is not a verdict, because the mind does not

know itself except in so far as it perceives the ideas of the modifications

of the body (E2P23), and those ideas, referred to the mind alone, are

confused (E2P28). The test of adequacy is whether the action can be

understood through the agent's own nature alone (E3D1, E3D2). His

report remains useful in one direction only: a man who can state no cause

at all is giving evidence that his idea is inadequate, while a man who can

state causes has not thereby proved his idea adequate. It follows that the

same agent may manipulate and persuade in the same sentence, and that

the question of what he meant is beside the point.

Definition VI. Propaganda. By propaganda I understand influence that

is directed by an organized body, on matters of collective action, addressed

to a multitude, and sustained by repetition.
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Note. Four conditions, all of them causal: organization, collective object,

scale, repetition. A lie told once to a friend is a lie, not propaganda. A lie

told a million times by an institution with a budget is propaganda, and its

power is not the power of the lie. The definition is silent on truth, which

is the point. True statements repeated by an organized body on matters of

collective action are propaganda in this sense, and a great deal of what the

trade calls education, public health, and brand communication falls

inside it. The objection that this makes the term uselessly broad is an

objection to the facts, not to the definition.

Definition VII. Coercion. By coercion I understand influence that oper-

ates by physical constraint, such that the alternative course of action is un-

available rather than merely undesirable.

Note. The distinction between coercion and consent is the practical

distinction that every state must manage, and Spinoza's political writings

turn on it. A man who hands over his money at knifepoint does not

consent, and the state that secures obedience by force does not govern by

opinion. Much of what appears as persuasion is the residue of an earlier

coercion, or its advertisement. The distinction will be used in Part II to

explain when propaganda is produced at all.

Definition VIII. Consent. By consent I understand obedience produced

by an affect rather than by constraint.

Note. Consent, so defined, is the state's real business, because force is

expensive, visible, and self-limiting. A government that must hold a gun

on every citizen is not a government but an occupation. The ordinary

case is the one Spinoza describes: men are moved by their affects, and the

sovereign who can direct those affects commands without the expense of

force. This is why the state takes an interest in opinion, and why the

question of propaganda is a question about government rather than

about advertising.
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Definition IX. Interest. By the interest of an agent I understand the direc-

tion of its endeavour as determined by its actual conditions (E3P6, E3P7).

Note. Interest is not a moral category and not a psychological motive in

the ordinary sense. It is a statement about what an agent's situation makes

it strive for. It is used in this book for one purpose: to explain why an

agent's account of his own power is the least reliable evidence about that

power. A merchant who tells you that his goods are potent has told you

about his situation.

Definition X. The multitude. By the multitude I understand a plurality

of men considered in so far as they are determined by affects rather than by

reason. Marked extrapolation. The term is Spinoza's and it is political
rather than psychological. It is not defined in the Ethics, where the word oc-

curs four times and never as a technical term; its home is the Tractatus
Theologico-Politicus and the Political Treatise. The Ethics supplies the
premise only, that men rarely live in obedience to reason and are generally en-
vious and troublesome (E4P35S).

Note. The multitude is not a crowd, a mob, or a class. It is the ordinary

condition of large assemblies, including those made of educated men,

including the readers of books about influence, including the author of

this one. Spinoza's political realism consists largely in taking this as the

normal case rather than as an aberration.

Definition XI. Custom. By custom I understand a disposition of body and

mind such that a later affection of one kind recalls the affect originally asso-

ciated with it (E3P14), and, where the association has been produced often

enough to become characteristic of the body, such that the later affection

produces its affect without the original object being present. Marked ex-
trapolation. E3P14 establishes the association of two emotions and E2P18 the
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association of two bodies, and neither establishes habituation by repetition.
The extension of association to custom is Spinoza's own move in the political
writings and is not demonstrated in the Ethics.

Note. Custom is not wisdom, virtue, or a moral achievement. It is

conditioning, and it is the physical basis of what the trade calls branding,

message discipline, and saturation. Because it requires repetition and

repetition requires access, custom is expensive to produce, which

explains why the entities that own distribution channels win arguments

that they would lose on the merits.

Definition XII. Freedom. As Spinoza: that thing is called free which ex-

ists solely by the necessity of its own nature and is determined to act by itself

alone (E1D7). For a finite mode this is a limit case rather than a condition.

What follows for a man is not stipulated here but derived, in Part V.

Note. Freedom so defined is compatible with being caused, because a

thing's own nature is itself a cause. What it excludes is being a partial

cause of one's own action and mistaking the remainder for one's own

doing. The reader who wants a doctrine of exemption should look

elsewhere. The reader who wants the only account of freedom that

survives contact with causation has it in this definition, and will find it

demonstrated in Parts V and VI.
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CHAPTER 4

Axioms

Axiom I. From a given definite cause an effect necessarily follows (E1A3).

Axiom II. The order and connection of ideas is the same as the order and

connection of things (E2P7).

Note. Influence therefore has two faces that are one face. There is no

realm of discourse separate from the realm of bodies, and no explanation

of a persuasion that must be stated in psychological terms and cannot be

stated in material terms. This axiom is the reason the book will treat

distribution, repetition, and access as causes rather than as contexts.

Axiom III. Nothing in the universe is contingent, but all things are condi-

tioned to exist and operate in a particular manner by the necessity of the di-

vine nature (E1P29).

Axiom IV. Everything, in so far as it is in itself, endeavours to persist in its

own being. This endeavour is nothing else but the actual essence of the

thing (E3P6, E3P7).

Axiom V. Men are conscious of their desires and ignorant of the causes by

which they are determined (Part I Appendix; Part III Preface; Part IV

Preface).

Note. Spinoza's observation is precise and its consequences are not

flattering to either side. The manipulator is not exempt: he too is

conscious of his striving and ignorant of what disposed him toward it.

The axiom is used in Part III to explain why a propagandist's account of

his own power is biased, and insufficient without the comparison

Proposition I requires.
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Axiom VI. The ideas of the modifications of the body, considered only in

relation to the mind, are not clear and distinct but confused (E2P28); falsity

consists in the privation of knowledge which inadequate ideas involve

(E2P35); and inadequate and confused ideas follow by the same necessity as

adequate or clear and distinct ideas (E2P36).

Note. The last clause is the most important sentence in this book after

Definition IV. It forbids the conspiratorial reading of manipulation. A

crowd moved by a false account of its cause is not a violation of the order

of nature, a lapse, or an evil. It is an instance of nature operating, and it

was as necessary as any demonstration. Nothing is more misleading than

the assumption that confusion is an anomaly.

Axiom VII. An emotion can only be controlled or destroyed by another

emotion contrary thereto, and with more power for controlling emotion

(E4P7).

Axiom VIII. A man is as much affected pleasurably or painfully by the image

of a thing past or future as by the image of a thing present (E3P18).

Note. This axiom is the entire mechanical basis of advertising, insurance,

prophecy, threat, and hope. It also explains why reasoning with a

frightened man about a possible future is not equivalent to reasoning

with a calm man about the same future, since the image acts on him as

though the thing were here.

Axiom IX. We endeavour to do whatsoever we conceive men to regard with

pleasure, and shrink from what we conceive men to shrink from (E3P29);

and by the very fact that we conceive a thing, which is like ourselves, and

which we have not regarded with any emotion, to be affected with any emo-

tion, we are ourselves affected with a like emotion (E3P27).

Axiom X. The knowledge of good and evil is nothing else but the emotions

of pleasure or pain, in so far as we are conscious thereof (E4P8).
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Note. Moral vocabulary is therefore a report of affect in the guise of a

description of the world. When a man says that a practice is evil, he has

told you that the practice produces pain in him and has told you nothing

about the practice. The argument of Section I of this Part is an

application of this axiom.

Axiom XI. An emotion which is a passion ceases to be a passion as soon as

we form a clear and distinct idea thereof (E5P3); and there is no modifica-

tion of the body whereof we cannot form some clear and distinct concep-

tion (E5P4).

Axiom XII. There are as many kinds of pleasure, of pain, of desire, and of ev-

ery emotion compounded of these, such as love, hatred, hope, fear, as there

are kinds of objects whereby we are affected (E3P56).

Note. The heterogeneity of affect is an invalidation condition of the

entire genre of technique books. Any single script, formula, or pattern

must act on different objects in different men, and the objects are not the

script. What a technique can do is select for the men whose objects it

happens to fit. Selection is the mechanism that the literature reports as

persuasion, and Part IV will show the measurements that distinguish

them.
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CHAPTER 5

PROPOSITION I

No technique of influence has
power apart from the conditions
under which it is a cause.

By technique, in the Propositions that follow, I understand a named form of

words, gesture, or script offered as a portable cause of influence, considered

apart from the set of conditions sufficient for the effect.

Depends on: Definition I, Axiom I.

Proof. By Definition I, influence is an operation of one mode upon another

whereby the power of acting of the second is changed. By Axiom I, that

change, being an effect, follows necessarily from a definite cause. A tech-

nique, as just defined, is a named form offered as that cause, considered

apart from the sufficient set. Considered apart from the set, it is not the def-

inite cause, and therefore, by Axiom I, the effect does not follow from it.

Considered as a member of the set, it has power only as one condition

among those that jointly suffice, which is to say it has no power apart from

the conditions under which it is a cause. What such a named form can do,

when it does anything, is alter the set: it removes a condition whose presence

had been preventing the change, or it adds a condition whose absence had

been preventing it. If it leaves the set unaltered, then by Axiom I the change

either was already following or continues not to follow. The name tech-
nique conceals which of those operations, if either, is at work. Nevertheless.

∎
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Corollary. Wherever a technique appears to succeed with neither a change of

condition nor the removal of a countervailing cause, either the effect was al-

ready in progress and will be attributed to the technique, or the report of

success is mistaken.

Corollary II. The measurement of a technique's power requires the compari-

son of the same act under changed material conditions, since the technique's

contribution cannot be separated from the conditions by any inspection of

the act itself.

Scholium. The reader may object that this is a verbal manoeuvre, since a

technique that removes a countervailing cause has done something. It has.

The point is not that techniques do nothing. The point is that what they do

cannot be understood, predicted, or transferred unless it is described as one

of the two operations above, and the trade describes it as neither. Consider

what is actually happening when a salesman's script appears to work. The

script has not created a desire. The desire was already there. The script has

not supplied information, or it has supplied information and the customer

was already willing to act on it. The script has operated on one of four

things: it has made a desire salient, it has attached a desire to a particular ob-

ject, it has interrupted a countervailing affect such as the fear of spending, or

it has been delivered under conditions of scarcity, authority, or social proof

that constitute changes in the customer's situation. Every one of these is ei-

ther a change of condition or the removal of a countervailing cause, and

none of them is the script.

The consequence is practical and it is expensive for the trade. A technique

cannot be packaged, because it is not a thing. What can be packaged is a de-

scription of conditions. This is why the honest residue of the influence liter-

ature is so much smaller than the literature: the working part of it consists of

statements about situations, repetition, and access, and those are not saleable

as secrets. The dishonest part consists of scripts, and the scripts work in pro-

portion to the conditions that their buyer already controls without know-

ing it.
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The empirical prediction of this Proposition is testable and Part IV will test

it. If influence is mediated by conditions rather than carried by techniques,

then the measured effects of persuasion should be small, heterogeneous, and

highly sensitive to context, and the celebrated findings should fail to repli-

cate once the conditions are held constant. Whether the record matches

that shape is an empirical question, marked [E] where it is answered.
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CHAPTER 6

PROPOSITION II

No influence creates the striving.
It determines an endeavour
already present to a new object.

Depends on: Axiom IV, Axiom XII, Definition of the Emotions I, E3P9, E3P12,

E3P15.

Proof. By Axiom IV each thing endeavours to persist in its own being, and

this endeavour is its actual essence. By E3P9 the mind, in so far as it has both

clear and confused ideas, endeavours to persist, and is conscious of this en-

deavour; by E3P12 it endeavours to conceive those things which increase or

help its power of acting in the body. Desire itself is therefore not an import

but the thing itself, in so far as it is conscious of its striving; and every partic-

ular desire is that same striving determined to a particular activity by some

given modification of itself (Definition of the Emotions I). By Axiom XII
the kinds of desire are as many as the kinds of objects, so a determination to

a new object is a determination of that same striving, not the creation of a

new essence. What an external cause can do is determine that existing en-

deavour to a particular activity. That such a modification can come from

outside is certain, since anything can accidentally be the cause of pleasure,

pain, or desire (E3P15), and it follows that a particular desire can arise under

an external influence. What cannot arise from outside is the striving itself,

which is the essence of the thing, Axiom IV. Nevertheless.

∎

Corollary. The influence that appears most powerful is that which attaches

itself to a desire already in force, and the appearance of power belongs to the

desire and not to the agent.
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Corollary II. An apparent creation of desire is either the redirection of an ex-

isting desire toward a new object, or the attribution to an external object of

an affect whose cause lies elsewhere in the affected person's situation.

Scholium. The psychology of the last thirty years supplies the demonstra-

tion that the old literature could not, and it supplies it by accident.

Subliminal cues bias choice only among people who are already thirsty, and

only for habitual choices. Priming of the large kind sold in the trade does

not hold. The single most robust finding in the applied literature, anchor-

ing, is not a technique for producing desire at all; it is a technique for shift-

ing a number. Where the literature reports large effects from tiny interven-

tions, the replication record contains the explanation: the effects were mea-

sured on people who were already disposed toward the outcome and whose

disposition was not measured.

This Proposition draws the boundary that the trade cannot draw without

destroying itself. A man cannot be made to want what he does not already,

in some form, want. He can be made to want it under a description he did

not supply, and he can be made to want it now rather than later, and he can

be made to want it at a price he did not intend. Those are three substantial

powers, and a book that denied them would be as false as the books that in-

flate them. What is denied is the fourth power, the one that is claimed: the

manufacture of wanting itself.

The corollary for conduct is already visible. Since influence selects among

desires rather than creating them, the question a man should ask about his

own case is not what was done to me but what was already in me that made

me available to it. That question is answered by causes, and answering it is

the movement from Definition IV toward Definition V.
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CHAPTER 7

PROPOSITION III

Manipulation occurs in
proportion to the inadequacy of
the affected person's idea of the
cause of his own action.

Depends on: Definition IV, Axiom V, Axiom VI, E4P5.

Proof. By Definition IV, manipulation is influence in which the affected

person's idea of the cause of his own action is inadequate, and the relation

holds in the same degree as that inadequacy. By Axiom VI such ideas are

confused and involve a privation of knowledge rather than a positive error

planted from outside; they follow by the same necessity as adequate ideas,

which is why the relation is ordinary rather than a breach of the order of

causes. By Axiom V men are conscious of their desires and ignorant of the

causes by which they are determined, so that this privation is the ordinary

human condition rather than an exceptional one produced by an adversary.

The force of the affect that carries the action is a separate matter, and is de-

fined not by our own power but by the power of the external cause com-

pared with our own (E4P5). Necessity of the idea and force of the affect are

therefore not the same quantity as the degree of the relation. The relation

varies with the inadequacy named in Definition IV. Nevertheless.

∎

Corollary. The same influence applied to two men whose causal knowledge

differs is manipulation in one and persuasion in the other, and the difference

is a fact about the men, not about the influence.
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Corollary II. Manipulation does not require an agent who conceals any-

thing. It requires only a person who acts from an affect whose cause he can-

not state. An agent who conceals nothing may therefore manipulate, and a

person may be manipulated by no one, by the arrangement of things, or by

an institution that never gives him a thought.

Corollary III. Because causal knowledge can be increased without the influ-

ence being altered, manipulation is a reversible relation, and the reversal is a

change in the affected person rather than in the world.

Scholium. The first consequence of this Proposition is the dissolution of

the trade's central image, which is a scene. In the scene, an operator stands

outside the causal order and works upon a passive subject, and the tech-

nique is what passes between them. There is no such operator, because no

man is outside the causal order (Axiom III), and because by Axiom V the

operator is as ignorant of the causes of his own striving as the subject is of

his. The producer of a campaign is moved by his client, his client by a mar-

ket, the market by conditions neither understands. What the trade sells is a

portrait of the operator as an unmoved mover, and the portrait is false in the

same way that every portrait of an unmoved mover is false.

The second consequence is that manipulation is common to the point of

being the default. Consider a man who is angry and knows that his anger is

caused by another man's insult. He has an adequate idea of the cause, and his

anger, though painful, is not manipulation; it is a passion whose cause he

can state. Now suppose he becomes angry at a political faction that has been

described to him forty times in one week, and suppose his own condition

(hunger, humiliation at work, six hours of a screen) is a real cause of the

anger and is unavailable to him. He has an inadequate idea of the cause, and

by this Proposition he is manipulated to the precise degree of that inade-

quacy. No one needed to lie to him. The forty repetitions supplied the ob-

ject, and the rest was already present. This is the ordinary case, and it is why

the book's practical Part concerns causation rather than detection.
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The third consequence concerns blame, and it reforms it rather than abol-

ishing it. Spinoza does not say that agents are innocent. He denies only the

faculty by which the trade explains their action. A man who arranges forty

repetitions for a living is a cause of something, and it is legitimate to name

him as a cause. It is not legitimate to credit him with a power that belongs to

the arrangement, the repetition, and the affected person's ignorance, because

a false account of the cause cannot guide anyone's action. The verdicts in

Part IV will be issued on this basis: not whether the practitioners were

wicked, but whether the power attributed to them was theirs.
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CHAPTER 8

PROPOSITION IV

Every manipulation is unstable
in proportion to the causal
knowledge available to the
affected person.

Depends on: Proposition III, Axiom XI, Axiom VII, E4P14.

Proof. By Proposition III and Definition IV, the manipulation-relation

holds in the same degree as the inadequacy of the affected person's idea of

the cause of his own action. As that idea becomes more adequate, the rela-

tion holds of less of the influence. That is the instability named here, and it

concerns the idea of the cause of the action, not the idea of the emotion con-

sidered as a feeling. Separately, by Axiom XI, an emotion which is a passion

ceases to be a passion as soon as we form a clear and distinct idea of the emo-

tion itself. A man may have a distinct idea of his fear and no idea why he en-

listed; the first dissolves the passion as a passion, the second is what

Definition IV requires. The two may accompany one another. They are not

the same object, and the second is not carried by the first. What follows is

not the mastery of the affect: by Axiom VII an emotion is controlled or de-

stroyed only by a contrary emotion with more power, and by E4P14 a true

knowledge of good and evil checks an emotion only in so far as it is itself an

emotion. The instability of the manipulation-relation is therefore a disposi-

tion of a degreed inadequacy, and not a guarantee that conduct will change.

Nevertheless.

∎
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Corollary. Every durable manipulation depends on the continued unavail-

ability of an account of its own causes, and its first defence is not secrecy

but noise, since noise can prevent a cause from becoming clear without any

act of concealment.

Corollary II. Because by E4P14 a true knowledge of good and evil cannot

check an emotion by virtue of being true, the instability of the manipula-

tion-relation is a disposition and not a guarantee of changed conduct. An

adequate idea of the cause of the action lessens the relation. It does not, by

being true, displace the affect. Displacement still requires a contrary affect

of greater power (Axiom VII).

Scholium. This Proposition is the hinge of the book's practical claims, and

its corollaries are the two things most often got wrong about them. The

first corollary explains a feature of modern public communication that the

conspiracy literature cannot explain: the sheer volume. If concealment were

the mechanism, one silence would suffice, and there would be no need for

continuous output. A continuous output is what one finds, and its func-

tion is not to hide the cause but to occupy the space in which the cause

might become clear. Noise is cheaper than secrecy and more reliable.

The second corollary limits the remedy. It will not do to say that under-

standing sets a man free, if by that is meant that understanding alone cor-

rects an affect. Spinoza says the opposite in E4P14, and the reader who has

resolved against a habit by reasoning and then performed it anyway has con-

firmed the axiom. The remedy in Part VI is therefore constructed accord-

ingly: not information, but the production of a contrary affect whose ob-

ject is the true cause, so that the passion is displaced rather than refuted,

with the conditions of that production stated rather than assumed. Nothing

else is available, because by Axiom VII nothing else works.
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CHAPTER 9

Scholium of the Four Questions

A method follows from the Definitions, and it is the method this book will

use against every claim about influence in the Parts that follow.

When someone states that something or someone moves people, ask four

questions and require answers to all four.

First, what was the affect already present in the affected person? If the an-

swer is that none was present, the claim is false by Proposition II, and no evi-

dence of a technique can rescue it.

Second, what change of condition was introduced, or what countervailing

cause was removed? By Proposition I this is the whole of what a technique

can be, and a claim that specifies neither has specified nothing.

Third, who controlled the channel, the repetition, and the alternatives? By

Definition VI repetition at scale is a constituent of propaganda, and by

Axiom II it has a bodily face as well as a mental one, so the question is a

question about causes and not about rhetoric.

Fourth, what does the affected person understand about the cause of his

own action, and can his action be understood through his own nature

alone? By Definition IV and Proposition III this determines whether the

case is manipulation or persuasion. His own account is evidence toward the

answer and is never the answer, since by Axiom V he is conscious of his de-

sires and ignorant of their causes.

A claim that survives these four questions is worth an experiment. A claim

that cannot answer them is a description of a scene from the trade's litera-

ture, and the rest of this treatise exists to show what such claims are worth

when they are measured and when the documents are read.
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PART II

The Mechanics of Being Moved

CHAPTER 10

Fear and Hope Are One Machine

Part I fixed the vocabulary. This Part derives the mechanism that the vocab-
ulary makes visible. Influence never creates the striving. It determines an en-

deavour already present to a new object, in a body already disposed, through
an imagination already stocked, under conditions of access, repetition, and
force the influencer usually did not make. What remains is to show how those
affects are moved: by which images, under which associations, at what scale,
and why demonstration does not interrupt the motion. The Propositions that
follow are consequences of Definitions I to XII, Axioms I to XII, and
Propositions I to IV. They do not redefine those terms.

Hope and fear are not two instruments. They are one instrument read from

two sides of a single doubt. Spinoza defines them as follows.

XII: "Hope is an inconstant pleasure, arising from the idea of something past

or future, whereof we to a certain extent doubt the issue."

XIII: "Fear is an inconstant pain arising from the idea of something past or

future, whereof we to a certain extent doubt the issue."
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The two definitions share their object and their condition. The object is an

idea of something past or future. The condition is that the issue is doubted

to a certain extent. What differs is only the valence: pleasure in the one case,

pain in the other. Remove the doubt and the pair collapses. By the note to

E3P18, if the element of doubt is removed, hope becomes confidence (Def.

Aff. XIV) and fear becomes despair. Confidence and despair are not levers

for further movement in the same way, because the issue is settled. The lever

that can be pulled again tomorrow is the inconstant pair, and the incon-

stancy is the doubt.

There is therefore no hope without fear. He who hopes for an issue thereby

fears the failure of that issue, since the same doubt that makes the pleasure

inconstant makes a pain available from the contrary image. He who fears an

issue thereby hopes for its non-occurrence, since the same doubt that makes

the pain inconstant makes a pleasure available from the image of escape. The

two affects are not sequential and not optional companions. They are the

same modification of the body described from opposite sides of an uncer-

tainty. A propaganda that offers hope without naming a fear has not omit-

ted the fear. It has left the fear to be supplied by the audience, which the au-

dience will do, because the object is future and the issue is not known. A

propaganda that offers fear without naming a hope has not omitted the

hope. It has left the hope to be supplied as the image of whoever or whatever

claims to avert the feared thing.

This is the master lever, and the reason is not rhetorical. The multitude, by

Definition X, is a plurality of men considered in so far as they are deter-

mined by affects rather than by reason. Men so considered do not live in a

demonstrated present. They live in an imagined future whose issue they

doubt. By Axiom VIII a man is as much affected by the image of a thing past

or future as by the image of a thing present. The feared invasion, the hoped-

for pension, the promised market, the threatened shame, the advertised life:

each of these, once it is an image, works on the body as if it were here. The

organized body that can keep that image inconstant, which is to say
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doubted, can renew the affect without supplying a new object. That is

cheaper than force, cheaper than a new desire, and cheaper than a

demonstration.

Spinoza did not address advertising, insurance, modern electoral machinery,

or the industrial production of doom. Those applications are ours. The

mechanism is not. The mechanism is the pair of definitions together with

E3P18.

Consider advertising. The object offered for sale is rarely present in the mo-

ment of the appeal. What is present is an image: of future possession, of fu-

ture relief, of future honour, of a future self whose issue is not yet settled.

The pleasure taken in that image is hope. The pain taken in the image of go-

ing without is fear. The two are one purchase. The copywriter who believes

he has created a desire has done no such thing. By Proposition II the striving

was already there, as thirst, status, hunger, loneliness, or the endeavour to

persist (Axiom IV). The advertisement has attached that endeavour to a par-

ticular object and has made the issue of obtaining it doubtful enough to

keep the affect inconstant and therefore renewable. A man who is certain he

will obtain the thing has confidence, and confidence does not send him

back to the advertisement. A man who is certain he will never obtain it has

despair, and despair does not send him to the till. The working customer is

the one who doubts. Saturation is the practice of keeping that doubt sup-

plied with images.

Consider insurance. The contract is a present exchange of money for a

promise. What is purchased is not a present good. What is purchased is an

image of a future loss paired with an image of future indemnification. Both

images, by E3P18, affect as present. The premium is extracted from a

present pain. The policy is sold as a present pleasure. Hope and fear are the

product. The underwriter who speaks of prudence has described an affect in

the language of Axiom X: the knowledge of good and evil is nothing else

but the emotions of pleasure or pain, in so far as we are conscious thereof.

The customer who calls the purchase rational has reported that the image of
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unaffordable loss pains him more than the image of the premium. He has

not inspected a probability. He has been affected. Where the fear is already

strong, almost no art is required to complete the sale. Where the fear is ab-

sent, no art will suffice. That consequence will be Proposition IX. It is al-

ready visible here.

Consider prophecy. Spinoza treated the religious case in the Tractatus
Theologico-Politicus, and the opening of that book is a description of this

machine: men, unable to govern their circumstances by set rules, fluctuate

between hope and fear, and in that fluctuation become credulous. We do

not quote the TTP as a demonstration. We note the continuity and mark

the rest as application. Secular prophecy is the same pair under another

name. The market forecast, the guru's call, the crisis newsletter, the demo-

graphic warning, the technological utopia: each supplies an image of a fu-

ture whose issue is doubted, and each extracts a present affect from that im-

age. The prophet's power is not the power of being right. A prophet who

settles the issue has, by Def. Aff. XIV and the note to E3P18, converted

hope into confidence or fear into despair, and has thereby destroyed the in-

constancy that made him necessary. Durable prophecy preserves the doubt.

That is why the date of the end of the world, when it is named, is moved,

and why the forecast that can be checked is less useful to the forecaster than

the forecast that cannot.

Consider politics. An election is an organized uncertainty about a collective

future. The candidate is not, in the imagination of the multitude, a present

administrator of present files. The candidate is an image of a future condi-

tion of the common life: safety or ruin, dignity or humiliation, continuity

or rupture. Campaigns that appear to argue about the present are usually ar-

guing about which image of the future will be allowed to work as present.

The party that can attach hope to itself and fear to the other has not per-

suaded anyone of a demonstration. It has occupied both sides of the one ma-

chine. The party that offers only a programme, without an uncertain future

attached to it, has offered a text to men who are not being moved by texts.

Definition X already said what those men are.
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Consider doom. The apocalyptic register, religious or secular, is hope and

fear at their highest inconstancy. The feared collapse and the hoped-for rem-

nant, the feared climate and the hoped-for transition, the feared war and the

hoped-for deterrence: the objects differ, the machine does not. This Part

does not settle which of those futures is likely. Likelihood is a later question,

and it is not a question this mechanism waits for. By E3P18 the image works

whether the thing imaged will occur or not. By Axiom VI inadequate ideas

follow by the same necessity as adequate ones. A well-founded fear and an

unfounded fear are not two kinds of causation. They are two epistemic con-

ditions of the same affection. The organized body that industrially produces

images of catastrophe is not doing a different thing from the organized body

that industrially produces images of deliverance. It is working the other side

of the same doubt. The multitude that lives on such images is not being in-

formed. It is being kept in the condition in which hope and fear can be

renewed.

The master status of this lever follows from the others rather than from a

preference. Imitation, treated below, can spread a present affect; it does not

by itself supply a future object. Honour and shame can cheaply govern a

present action before an audience; they do not by themselves give a multi-

tude a collective future to act toward. Custom can recall a pairing; the pair-

ing still needs an affect to pair. The uncertain future is the object that

matches this machine. Propaganda, by Definition VI, is influence directed

by an organized body, on matters of collective action, addressed to a multi-

tude, and sustained by repetition. Collective action, insofar as it is to be pro-

duced and not merely recorded, often has its issue in the future. A multi-

tude, insofar as it is determined by affects, then doubts that issue. Hope and

fear are the names of that doubt as pleasure and as pain. Where the object is

an unsettled future, durable propaganda is an operation on this machine,

whatever else it also does. Custom, honour, and liturgy can sustain repeti-

tion without that object, as Proposition V will say. They are other opera-

tions, not this one.
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The trade prefers to describe the operation as a technique: a fear appeal, a

hope appeal, a vision, a warning. The names conceal the identity. There are

not two techniques. There is one condition, uncertainty about a future that

has been made into an image, and two readings of the pain or pleasure that

image produces. A book that catalogues fear appeals as one chapter and aspi-

ration as another has cut a single definition in half and sold the halves as a

method.
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CHAPTER 11

The Image of the Future Works
Like the Present

Axiom VIII states the mechanism that the previous section used and did not

yet isolate. A man is as much affected pleasurably or painfully by the image

of a thing past or future as by the image of a thing present (E3P18). The

proposition is not a metaphor and not a claim about error. So long as a man

is affected by the image of anything, he regards that thing as present. The im-

age, regarded in itself, is identical whether it is referred to time past, time fu-

ture, or time present. The disposition of the body is therefore identical.

Pleasure and pain do not wait for the calendar.

This is why advertising works when it works, and why the working is not a

trick played on a faculty of judgment. The advertisement presents an image.

The image affects. The affection is present. The object may be a car that

will not be owned until next year, a holiday that will not be taken, a body

that will not be inhabited, a retirement that will not arrive. None of that de-

lay appears in the body as delay. Delay appears only when the image is joined

to other images that exclude the thing's present existence, and those exclud-

ing images are themselves affections, which may or may not be stronger. By

Axiom VII an emotion is controlled or destroyed only by a contrary emo-

tion with more power. The future tense of the copy is not a contrary emo-

tion. It is a grammatical marking. The frightened or hopeful body has al-

ready been paid.

This is why insurance works when it works. The flood has not occurred.

The illness has not been diagnosed. The lawsuit has not been filed. The im-

age of each is sufficient. A salesman of policies who can make the image

vivid has not supplied information about a distribution of outcomes. He

has produced a present pain and a present pleasure, and the signature is the

motion by which the body attempts to persist (Axiom IV) under that pair.
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The actuarial table, if it is shown at all, is shown to a man already affected.

By E4P14 a true knowledge of good and evil cannot check any emotion by

virtue of being true, but only in so far as it is considered as an emotion. The

table checks the fear only if the table is itself a stronger affection, which it al-

most never is, because a column of figures is a weak image beside a house un-

der water.

This is why prophecy works when it works. The prophet's object is, by def-

inition of the role, not present. The vision, the forecast, the secret date, the

coming kingdom, the coming crash: each is an image of a future. Each af-

fects as present. The believer who sells his goods, the trader who sells his po-

sition, the citizen who consents to an emergency power, is not a man who

has made a calculation about tomorrow. He is a man in whom tomorrow is

already here as an affection. Spinoza's account of prophecy in the TTP

treats this as a fact about imagination, not as a fact about fraud. The applica-

tion of that account to financial prophecy, geopolitical prophecy, and ther-

apeutic prophecy is ours. The mechanism does not change when the robe is

replaced by a chart.

This is why threat works when it works. Punishment deferred is still punish-

ment present, if the image is in the body. The state that displays the scaffold,

the employer that mentions the list of names, the platform that shows the

banned account, the parent that describes the consequence: each is operat-

ing Axiom VIII. The alternative to the display is the actual constraint of

Definition VII, which makes the forbidden course unavailable rather than

merely painful to imagine. Display is cheaper. It is also less reliable, because

an image can be displaced by a stronger image, whereas a locked door can-

not. The economics of that difference is Proposition VI.

The same axiom explains a fact that the defence literature cannot explain

and therefore denies. Reasoning with a frightened man about a possible fu-

ture is not equivalent to reasoning with a calm man about the same future.

The sentence that names the future may be identical. The affection is not.

In the frightened man, by Axiom VIII, the image of the feared thing already
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affects as a present pain. The reasoning is then an operation against a pain

that is here, not an operation upon a hypothesis that is there. By E4P14 the

truth of the reasoning does not check that pain by being true. By Axiom VII

only a stronger contrary emotion checks it. In the calm man the image is

weak or absent. The same sentence meets no present pain, or meets a pain

too small to govern. The two conversations are not two performances of

one technique. They are two different causal situations, and the technique,

by Proposition I, was never the cause.

The defence literature treats this as a failure of the frightened man: he would

see the point if he were more rational, more informed, less emotional. That

diagnosis inverts the order. The frightened man is not failing to reason

about a future. He is being affected by a present. Asking him to treat as

merely possible what his body already treats as present is asking an affection

to yield to a grammatical mood. It will not. What will yield, when anything

yields, is the image, and only to a stronger image or to a clearer idea of the af-

fect itself (Axiom XI), which is not the same as a lecture on likelihoods.

A further consequence, which Part I already prepared and which this axiom

completes, concerns time. The trade speaks of urgency, scarcity, deadlines,

limited offers, last chances. These are not independent devices. They are

methods for joining the image of a future good to the image of a future ex-

clusion, so that the present affection is intensified by doubt. The limited of-

fer increases hope by increasing fear of missing the issue. It is the machine of

Definitions XII and XIII with a clock painted on it. The clock is not a

cause. The doubt is the cause. A man who does not doubt the issue, who is

confident he can obtain the thing later or confident he does not want it, is

not moved by the clock. A man who doubts is moved, and the movement is

present.

Spinoza did not discuss clocks on offers. He discussed images of things past

or future. The clocks are our application. They do not add a mechanism.

They illustrate one.
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CHAPTER 12

We Want What Others Want, and
Want It More

Axiom IX supplies the second machine, cheaper than the first and more

constantly available. We endeavour to do whatsoever we conceive men to re-

gard with pleasure, and shrink from what we conceive men to shrink from

(E3P29). By the mere fact that we conceive a thing like ourselves to be af-

fected with an emotion, we are affected with a like emotion (E3P27). The

two propositions are one fact about the imitation of affects and the desire

for approval. A man need not be shown a future. He need only be shown a

man.

Honour is pleasure accompanied by the idea of some action of our own

which we believe to be praised by others (Def. Aff. XXX). Shame is pain ac-

companied by the idea of some action of our own which we believe to be

blamed by others (Def. Aff. XXXI). These are not moral achievements and

not moral failings. They are affections whose external cause is the imagined

judgment of others. The imagined judgment, by Axiom VIII, works as a

present judgment. The praise need not have been uttered. The blame need

not have been uttered. The idea of the utterance is enough. A culture that

keeps such ideas stocked, by display, by story, by metric, by the visible faces

of an audience, has a lever that does not require a product, a threat, or a fu-

ture catastrophe. It requires only that men conceive other men.

Envy is hatred, in so far as it induces a man to be pained by another's good

fortune and to rejoice in another's evil fortune (Def. Aff. XXIII). This book

does not distinguish envy from hatred. The trade that distinguishes them,

that praises a healthy form of the one and condemns the other, is making a

moral cut that the definition does not support. Hatred is pain accompanied

by the idea of an external cause. Envy is that pain directed at another's good.

The political campaign that shows the neighbour's gain, the advertisement
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that shows the rival's possession, the feed that shows the stranger's holiday:

each is an operation on hatred under a name that makes the operation look

like aspiration. Aspiration, in so far as it is the desire of something engen-

dered by conceiving that others have the same desire, is the imitation named

by Axiom IX. The pain taken in the other's having it already is envy, which

is hatred. The two arrive together. A literature that sells the first and denies

the second has sold half a definition.

Emulation is the same imitation where the object is conceived as hon-

ourable, useful, or pleasant. Spinoza gives it a separate name in the catalogue

of the emotions. We do not need the separate name, and we do not cite a

definition that is not already in force. What matters is the cause, which is

E3P27. He who runs because he sees others run, he who fears because he

sees others fear, he who buys because he conceives men like himself to have

bought: such a one is affected by a like emotion. The organizer of a cam-

paign who can display the affect has saved the cost of producing it. Display

is cheaper than argument and cheaper than payment.

These are cheap levers, and their cheapness is the point. Hope and fear re-

quire the construction and maintenance of an uncertain future. Imitation

requires a visible peer. Honour and shame require an imagined audience.

The modern platform is an industrial form of all three at once, and Spinoza

did not address platforms; the application is ours. A feed displays the affects

of others (E3P27), displays the praise and blame of others (Def. Aff. XXX,

XXXI), and keeps a future uncertain by the next item, which may bring

honour or shame and is not yet known (Def. Aff. XII, XIII). The user who

reports that he is keeping up with news has given an inadequate idea of the

cause of his own action (Definition IV). The cause is the imitation of af-

fects under repetition. The news is the object to which that imitation is

attached.

Honour cultures, whether they call themselves traditional, professional,

military, academic, or online, are not mysterious. They are populations in

which the imagined audience is kept continuously present, so that Def. Aff.
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XXX and XXXI can be operated at low cost. The duel, the rank, the title,

the uniform, the citation count, the follower count, the rating: each is a de-

vice for making the idea of praise or blame more constantly available to the

body. The man who would be moved by a demonstration, if he were con-

sidered under reason, is not being considered under reason. He is being con-

sidered as a member of a multitude whose agreement, by E4P35, cannot be

expected from reason and must be expected, if it is to be expected at all,

from a common affect. Honour is that common affect when the common

object is the imagined praise of the group. Shame is its pain. The group that

can administer both need not administer many arguments.

Sales uses the same cheapness. The testimonial, the queue, the sold-out

mark, the room of nodding faces, the phrase that names how many others

have already acted: these are not proofs of the product. They are displays of

the affects of others, and by E3P27 they produce a like affect in the viewer

who conceives those others as like himself. The viewer who does not con-

ceive them as like himself is not moved, which is why testimonials are

matched to the target and why a testimonial from the wrong class produces

nothing or produces contempt. Heterogeneity of objects (Axiom XII,

E3P56) again: the lever is not the testimonial. The lever is the likeness.

State propaganda uses honour and shame when it can, because they are

cheaper than hope and fear constructed from nothing. The poster that asks

whether one has enlisted, the broadcast that shows the loyal crowd, the cere-

mony that makes the dissenter visible as a body to be blamed: these are Def.

Aff. XXX and XXXI in public. Enlistment campaigns in particular run the

two machines together. The image of invasion or defeat is hope and fear (an

uncertain future). The image of the man who did not go, blamed by those

he conceives as like himself, is shame. The image of the man who went,

praised, is honour. The recruit is not created by a slogan. The recruit is a

young man already disposed by conatus, by the imitation of his cohort, and

by whatever fear of exclusion or hope of glory his situation has already in-
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stalled. The poster selects among such men. It does not manufacture them.

Proposition II has already said this. The present section names the affects

that do the selecting.

The desire for approval is cheap for the operator and expensive for the one

operated upon, because it places the cause of his pleasure and pain outside

him, in an audience he does not command and whose judgment he cannot

make adequate. By Axiom V he is conscious of the desire and ignorant of its

causes. By E2P28 the ideas of the modifications of his body, considered

only in relation to the mind, are confused. He reports that he did what was

right, or what was expected, or what anyone would have done. He has

named an affect and mistaken it for a reason. The operator who congratu-

lates himself on having persuaded him has made the same mistake from the

other side.
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CHAPTER 13

Repetition Builds the Second
Nature

Custom is Definition XI. Its ground is E3P14: "If the mind has once been

affected by two emotions at the same time, it will, whenever it is afterwards

affected by one of these two, be also affected by the other."

This is the whole of branding, the whole of message discipline, the whole of

saturation, and the whole of what the trade, when it is being honest for a

sentence, calls conditioning. Two affections, once simultaneous, become a

single later trigger. The mark and the feeling, the slogan and the fear, the

face and the trust, the anthem and the pride, the colour and the party, the

notification sound and the hope of honour: any pair will do, and the pair

does not ask whether the conjunction was reasoned. By E3P15 anything can

accidentally be the cause of pleasure, pain, or desire. Accident here is not

chance in the sense forbidden by Axiom III. It is conjunction without an

adequate idea of the cause. The second nature is the first nature recalled by a

cue.

Cleverness is a single affection, or a short series. It may be intense. It is not,

by E3P14, a pairing, and it is not, by Definition VI, repetition. A clever

message that is seen once has the power of one affection in one body at one

time. A dull message that is paired with an affect and repeated has the power

of a custom. The trade that sells cleverness is selling what is scarce in the

writer's labour and abundant in the writer's vanity. The organized body that

wins is the one that can repeat. Repetition at the scale of a multitude is not a

literary property. It is access to bodies, many times. Access is owned, rented,

or seized. Capital is the ordinary name of that ownership. Spinoza did not

treat capital. The application of E3P14 to the ownership of channels is ours,
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and it follows from Axiom I and Axiom II without remainder: the effect of

repetition follows from the definite cause that produces the repeated affec-

tion, and the order of those ideas is the order of the things that carry them.

This is why message discipline beats improvisation. Discipline is the refusal

to introduce a third affection that would fail to recall the pair, or that

would pair the mark with a contrary affect and begin a rival custom. The

committee that kills the interesting variation is not failing aesthetically. It is

protecting a conjunction. The artist who complains that the campaign is

stupid has measured the sentence by a standard that is not the cause of the ef-

fect. The cause of the effect is the tenth pairing, not the first elegance.

This is why saturation beats argument. An argument, even a true one, is an

affection among others, and by E4P14 it does not check a contrary emotion

by being true. Saturation is the production of so many pairings that the cue

recalls the affect before any argument is encountered, and often before any

argument can be formed. The man who finds himself pained by a colour, a

font, a name, a jingle, and who cannot state why, is not mysterious. He is

E3P14 plus Axiom V: two emotions were once together, one of them has re-

turned, the other has returned with it, and he is conscious of the pain and ig-

norant of the pairing. The brand is that ignorance given a legal name.

Brand saturation in a city is the visible form of this proposition. The same

mark on the board, the vehicle, the bag, the shirt, the screen, the receipt:

each impression is an opportunity for the pair to be refreshed. The mark is

one of the two affections. The other is whatever pleasure, pain, or desire was

present when the mark was first or most strongly paired: thirst, belonging,

fear of exclusion, hope of status, the relief of recognition. A man who has

never been thirsty, lonely, or ambitious in the presence of the mark will not

be a customer of the mark, however often he sees it. Proposition II again.

The saturation does not create the thirst. It makes the mark the object to

which the thirst, when it occurs, is already joined.
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Platform feeds industrialise the same pairing and add a refinement Spinoza

could not have named. The feed can pair a mark with an affect and then

measure which pairings are followed by further attention, which is a further

affection of the body, and then repeat the successful pairs. The refinement is

selection, not persuasion. Axiom XII already forbade uniform power across

persons: there are as many kinds of pleasure, pain, and desire as there are

kinds of objects. The feed that appears to persuade a population has se-

lected, from a heterogeneous multitude, the bodies in which a given pairing

already takes, and has then repeated that pairing. Part IV will measure the

distinction. The deduction does not wait for the measurement. Selection

plus repetition is what a custom is, once the custom can be reallocated by a

machine.

Access and capital are the real scarce goods because E3P14 has a material

condition. Two emotions cannot be produced at the same time in a million

bodies without a channel that reaches a million bodies, and they cannot be

produced ten times without a channel that can be used ten times. The writer

of a technique book does not own this channel. The platform, the broad-

caster, the ministry, the church, the army, the school, the employer, the

owner of the wall along the road: these own it, or rent it. What they own is

the possibility of custom. What the copywriter owns is a sentence. By

Axiom II the sentence is a thing among things, and without the channel it is

a thing that does not meet the bodies it would need to pair. The counterfac-

tual is simple and will return as a lemma: the same words, without the chan-

nel, are not the same cause, because they do not produce the same affec-

tions. To attribute the effect to the words is to violate Axiom I, which re-

quires the definite cause, and the definite cause includes the access.

The school, the liturgy, the drill, the anthem, the pledge, the onboarding,

the terms of service accepted every year: these are custom in institutions that

do not call themselves advertisers. They work by the same proposition. Two

affections, together, often enough, until one recalls the other. The child

who stands for the anthem and feels something he cannot name is not being

educated in the sense of Definition V. He is being paired. Later, a fragment
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of the tune will return the affect, and he will report patriotism, or faith, or

professionalism, or the feeling that this is simply what is done. He will be

conscious of the desire and ignorant of the cause (Axiom V). That igno-

rance is not a failure of the institution. It is the design, whether or not any-

one in the institution can state the design. An institution may pair without a

theory of pairing. E3P14 does not require a theorist.
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CHAPTER 14

The Multitude and the Limits of
Reason

Definition X: by the multitude I understand a plurality of men considered

in so far as they are determined by affects rather than by reason (E4P35S).

The definition is not an insult and not a class. It is a description of the ordi-

nary condition of large assemblies, including assemblies of the educated, in-

cluding the readers of this book, including its author when he is not living

under reason, which is most of the time. E4P35S is explicit that it rarely

happens that men live in obedience to reason, and that they are generally en-

vious and troublesome to one another, and that they are nevertheless

scarcely able to lead a solitary life. The multitude is that fact considered as a

political and commercial object.

Demonstration does not move crowds, and the reason is not that crowds are

stupid. The reason is that a demonstration produces an adequate idea only

in a mind that follows the reasons, and a multitude is not being considered

under that description. Even in a single mind, a true knowledge of good and

evil cannot check any emotion by virtue of being true, but only in so far as it

is considered as an emotion (E4P14). The demonstration that arrives in a

crowd arrives, if it arrives at all, as one more affection: a pleasure of being

right, a pain of being contradicted, a hope that the speaker will prevail, a fear

that he will not, an imitation of the faces nearby. By Axiom VII that affec-

tion controls a contrary emotion only if it is stronger. Truth is not a measure

of strength. Strength is a measure of strength.

This is why the public information campaign, conceived as the transfer of

propositions into a population, fails in the precise way it fails. The proposi-

tions may be true. Their truth is not the lever. If the campaign works, it

works because the propositions were attached to a stronger affect than the

one they opposed, or because they selected the already willing, or because
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they were repeated until they became custom. The ministry that attributes

the effect to the information has made the trade's error in official language.

Part IV will measure such campaigns. The geometry already says what they

cannot have done: they cannot have checked an emotion by being true.

E4P63 states a further limit, which the moral literature of public life cannot

absorb: "He who is led by fear, and does good in order to escape evil, is not

led by reason." A great part of what is called civic virtue is this sentence. The

man who pays, who enlists, who silences himself, who recites, who votes as

his fear directs, in order to escape a feared evil, may produce an action that a

reasonable man would also produce. He is not therefore reasonable. He is

led by fear. The organized body that congratulates itself on having pro-

duced good conduct by warning the population has produced obedience of

the kind Definition VIII names consent: obedience produced by an affect

rather than by constraint. It has not produced freedom in the sense of

Definition XII, and it has not produced persuasion in the sense of

Definition V. It has produced a passion that happens to issue in a conve-

nient act. By Proposition IV the manipulation-relation is unstable in pro-

portion to the causal knowledge available. By Proposition X, which this

Part will reach, the same obedience is fragile before any stronger cause.

E4P18 adds a quantitative remark that the trade both uses and misunder-

stands. Desire arising from pleasure is, other conditions being equal,

stronger than desire arising from pain. The proof is in the Ethics and we do

not repeat it except to note the ground: desire is the essence of the man, plea-

sure increases that essence's power, pain diminishes it, and the desire born of

pleasure is therefore defined by human power together with the power of an

external cause, whereas the desire born of pain is defined by human power

only. Other conditions are rarely equal. Fear is often cheaper to produce

than a vivid pleasure, because the imagination of the multitude is already

stocked with threats, and because an uncertain future is already, for a finite

mode, a scene of possible loss. A campaign of pure hope, if the hoped-for

object is vivid and the doubt is well kept, will outlast a campaign of mere

pain, other conditions equal. A campaign of mere pain, if the pleasurable
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image is weak or absent, will still move men, because pain is an affect and

Axiom VII does not require that the winning affect be pleasant. The trade

that concludes from E4P18 that one should always sell dreams has ignored

the ceteris paribus clause. The trade that concludes that fear is the only reli-

able instrument has ignored the proposition. Both trades are selling a half.

E4P35 is the political key. In so far only as men live in obedience to reason

do they always necessarily agree in nature. The corollary, which Part I al-

ready used to define the multitude, is that they do not so live, and therefore

do not so agree. A crowd is not a failed seminar. It is a plurality whose agree-

ment, if agreement occurs, is agreement in a common affect, not agreement

in a common notion. The organizer who addresses a crowd with a demon-

stration has mistaken the object. The organizer who addresses a crowd with

a common fear, a common hope, a common honour, or a common shame

has addressed the object that Definition X names. He may still fail, because

the countervailing affects may be stronger (Axiom VII) or absent in the

wrong direction (Proposition II). He has at least named the correct kind of

cause.

From this it follows that the demand that public speech be reasonable, if by

reasonable is meant demonstrative, is a demand that the multitude cease to

be a multitude for the duration of the speech. Sometimes a portion of an as-

sembly does so cease, for a time, in so far as some of its members follow rea-

sons. The portion is not the multitude. The multitude is what remains, and

what remains is what elections, markets, wars, and platforms actually move.

A politics that pretends otherwise is not an ethical politics. It is a false de-

scription of its own material.

The limits of reason in a multitude are therefore not a scandal and not a tem-

porary backwardness awaiting education. They are E4P14, E4P7, E4P63,

E4P18, and E4P35 read together, under Definition X. Education, in so far

as it produces adequate ideas, is persuasion (Definition V) and is real.

Education, in so far as it is the pairing of marks with affects in a school that

the child did not design, is custom (Definition XI) and is also real. The two
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must not be given the same name. The first does not scale to a multitude ex-

cept in so far as the members cease, one by one, to be considered only as de-

termined by affects. The second scales easily, which is why states prefer it,

and why the preference is not a conspiracy but an economy of causes.



58The Geometr y  of C onsent

CHAPTER 15

PROPOSITION V

Where propaganda has as its
object an unsettled future, the
lever that matches its duration
is an affect of the imagination
directed at that future.

Depends on: Axiom VIII, Definition of the Emotions XII, Definition of the

Emotions XIII, Definition VI.

Proof. By Definition VI, propaganda is influence directed by an organized

body, on matters of collective action, addressed to a multitude, and sus-

tained by repetition. Collective action, in so far as it is to be produced by

that influence and not merely recorded after the fact, often has its issue in

what is not yet done. Where that is so, the object of the influence is future,

or is past in such a way that its bearing on what is to be done remains unset-

tled, and the issue is doubted to a certain extent. Custom (Definition XI)

can sustain repetition of a settled pairing, as liturgy, anthem, and brand mark

do; this Proposition does not deny those levers, and does not rank them. It

names the lever that matches the unsettled object. By Axiom VIII (=

E3P18), a man is as much affected by the image of a thing past or future as

by the image of a thing present, so that this unsettled object, once imagined,

affects as present. By the Definition of the Emotions XII and XIII, the in-

constant pleasure and the inconstant pain arising from an idea of something

past or future whose issue is doubted are hope and fear. Those two are one

machine, as already shown: the same doubt, read as pleasure or as pain.
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Where the object is an unsettled future, that machine is the lever that can be

renewed without a new object, because the doubt itself is the condition of

the inconstancy. Nevertheless.

∎

Corollary. A propaganda that settles its future, by making the issue certain,

destroys the inconstancy that made it durable, and must either cease or in-

vent a new uncertainty.

Corollary II. Honour, shame, imitation, and custom may serve a propa-

ganda, and commonly do. They do not replace the lever of this Proposition

where the object is an unsettled future; they are other operations, already

named, and they can sustain repetition without that object.

Scholium. The wartime enlistment poster, the peacetime insurance adver-

tisement, the party broadcast in the last month before a vote, and the plat-

form prompt that something is happening now and must be answered, are

one kind of object. Each places before a body an image of an issue not yet

settled: the invasion that may come, the fire that may take the house, the

government that may ruin or save, the event that may pass without one's re-

sponse. Each extracts a present affect. The art, as the trade calls it, is almost

entirely the selection of which image will meet which already present fear or

hope. The rest is repetition and access.

State propaganda in its ordinary, non-theatrical form is not a lie factory. It is

a scheduler of futures. The ministry that publishes a daily threat level, a

growth forecast, a public-health scenario, or a warning about a foreign rival

is keeping an issue unsettled in the imagination of a multitude. Whether the

underlying facts are sound is a documentary question for another Part. The

mechanism does not wait on that question. A true warning and a false warn-

ing operate the same lever. The difference between them is moral and epis-

temic. It is not, by this Proposition, a difference of machine.
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Advertising of durable brands is the commercial form of the same scheduler.

The brand that sells only a present commodity, without an image of a future

self, a future membership, or a future loss of face, has to remake the sale at

every encounter. The brand that attaches the commodity to an unsettled fu-

ture (will I still belong, will I still be desirable, will I still be safe) has a reason

to be seen again tomorrow. Saturation is then rational, not as decoration but

as the maintenance of doubt. Spinoza did not walk through a city of marks.

The marks are our illustration, and they illustrate Definition VI as clearly as

a gazette of the seventeenth century.

Doom, again, is not a separate species. The organized body that lives by

keeping a catastrophe pending is a propagandist in the sense of Definition

VI, even when it is right about the risk, even when it is a scientific body,

even when it is a church. The definition was silent on truth. This

Proposition is silent on truth. What it names is the lever. The reader who is

pained by that silence is being affected, which is his right, and he is not

thereby refuting the demonstration.
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CHAPTER 16

PROPOSITION VI

Propaganda arises where
constraint of a multitude is
unavailable or self-defeating; it
is then the substitute for force.

Depends on: Definition VI, Definition VII, Definition VIII, Axiom VII.

Proof. By Definition VII, coercion is influence that operates by physical

constraint, such that the alternative course of action is unavailable rather

than merely undesirable. By Definition VIII, consent is obedience pro-

duced by an affect rather than by constraint. An organized body that re-

quires a collective action from a multitude (the situation named by

Definition VI) must produce that action either by making the alternatives

unavailable, which is coercion, or by producing an affect that issues in obe-

dience, which is consent. Consent so produced may be hope, fear, honour,

custom, or persuasion; it is not identified with the lever of Proposition V.

Coercion of a multitude requires the physical constraint of many bodies at

once, or the credible continuation of such constraint. That is a large expen-

diture of force, visible, and limited by the number and fatigue of those who

must apply it. Where coercion is available and does not itself generate a con-

trary affect strong enough to destroy the obedience sought, the organized

body has no need of propaganda, because the alternative is already closed.

Where coercion is unavailable, or where the use of force would, by Axiom
VII, produce a contrary affect stronger than the obedience sought and

would therefore defeat itself, the organized body that still requires the ac-

tion must produce consent. The durable, organized, repeated form of that

production, addressed to a multitude on a matter of collective action, is
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propaganda. In that precise sense propaganda is the substitute for force.

Whether it is cheaper in a given case is a question of expenditure, marked [E]

where it is answered, and is not a step in this demonstration. Nevertheless.

∎

Corollary. The appearance of persuasion in public life is often the advertise-

ment of a coercion that remains available, or the residue of a coercion al-

ready applied. The alternative is then undesirable because it has been, or

could again be, unavailable.

Corollary II. Force that produces a contrary affect stronger than the obedi-

ence sought defeats itself, by Axiom VII. That is the sense in which con-

straint of a multitude can be self-defeating. It is not a moral status.

Scholium. Spinoza's Tractatus Theologico-Politicus treats the state's power as

consisting largely in men's affects, and holds that the firmest dominion be-

longs to the sovereign who has most influence over the minds of his subjects

rather than to the one who is merely feared as a tyrant is feared by his own

people. We paraphrase that claim and do not offer it as a quotation to be

checked against a demonstration. The extrapolation to propaganda as a sub-

stitute for force is ours, and it is the content of this Proposition rather than a

hidden theorem of the TTP.

The occupying army that must stand a soldier at every door has not achieved

government. It has achieved a continuous coercion, and it will look for a

cheaper method as soon as it can: a local administration, a school, a radio, a

rite, a ration book that can be withheld, a rumour of what happens to those

who do not comply. Each of these is a step from Definition VII toward

Definition VIII. The last steps are propaganda in the sense of Definition VI.

The first steps are still force, or the memory of force. Most historical cases

are mixed, and the mixture does not blur the distinction. It shows the substi-

tution in progress.
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The liberal state that cannot, without destroying the affects that legitimate

it, cage a population for an opinion, still requires collective actions: tax,

census, enlistment or recruitment, compliance with health and safety rules,

acceptance of a currency, acceptance of an election. Where the alternative

cannot be made unavailable, it must be made affectively costly. The public

campaign is that making. It is not a failure of the state's nerve. It is the arith-

metic of Proposition VI. A state that could cheaply jail every recusant

would not spend on broadcasts. A state that spends on broadcasts has told

you, without intending to, that jail is costly or self-defeating.

Commercial propaganda, which is advertising at the scale of Definition VI,

arises for the same reason. The firm cannot, in ordinary conditions, make

the refusal to buy unavailable. It can only make refusal painful or acceptance

pleasant in the imagination. Where a firm does make refusal unavailable (a

monopoly of a necessity, a tied contract, a workplace that pays in scrip), it

advertises less, or advertises only to protect the arrangement from the con-

trary affects of those who hate the constraint. The advertising that fills a

competitive market is the cheap substitute for a power the firm does not

have.

Platforms occupy a middle position that Spinoza did not describe. They

can make some alternatives unavailable (the banned account, the removed

post, the closed payment), which is a fragment of coercion, and they can

saturate the rest with images, which is propaganda. The mix is not a new

mechanism. It is Definition VII and Definition VI in one owner. The

owner who prefers the second to the first is not kinder. He is cheaper.
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CHAPTER 17

PROPOSITION VII

At the scale of propaganda,
access is a necessary part of the
definite cause; the art has no
power in excess of that
conjunction.

Depends on: Definition VI, Axiom I, Axiom II, Proposition I.

Proof. By Definition VI, propaganda is addressed to a multitude and sus-

tained by repetition. An affect produced in many bodies, many times, is a

material operation: the same kind of image, carried by things, meeting bod-

ies. By Axiom II the order and connection of ideas is the same as the order

and connection of things, so that the mental face of this operation is not a

separate realm in which an art could work without the things. By Axiom I
the effect follows from a definite cause, which is the whole sufficient set.

Words without access do not meet the bodies; a blank channel without a

modification of those bodies produces no affection. Access is therefore a

necessary conjunct of the definite cause at this scale, and so is some modifi-

cation capable of meeting an affect already present. Neither conjunct is the

cause by itself. By Proposition I what the literature calls a technique is a

change of condition or the removal of a countervailing cause, not a power

residing in the form. The art practised on the form has no power in excess of

the conjunction. The symmetry is exact: take the distribution away and the

celebrated practitioner is a man with a sentence; take the modification away

and the channel is empty. Nevertheless.

∎
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Corollary. Two propagandists of unequal art and equal distribution will not

differ in power by the measure of their art, except in so far as the art is itself a

change in the conditions of access or a removal of a countervailing affect al-

ready present.

Corollary II. Take the distribution away and the celebrated practitioner is a

man with a sentence. The sentence may still affect a few, as any speech may.

It is not propaganda, by Definition VI, and it is not the power that was at-

tributed to him. Take the modification away and the channel is a blank,

which is equally not that power.

Scholium. The history that Part III will read as documents is already intelligi-

ble from this Proposition. The men who are remembered as having moved

masses commanded, or served, a ministry, a committee, a newspaper chain, a

studio, a network, a platform. Their memoirs attribute the movement to

their insight. Definition IX and Axiom V together predict that attribution:

they are conscious of their striving and ignorant of the causes, and their in-

terest is to be necessary. The insight, if it existed, was a selection among im-

ages already likely to meet affects already present. The cause that scaled the

selection was the channel.

A salesman in a room, a preacher in a pulpit, a captain before a company,

may be skilful in the ordinary sense: he may notice which affect is already in

the bodies before him and attach his object to it. That skill is real and small.

It is Proposition II applied by a man who can see a face. It does not become

a different kind of power when the same man is given a transmitter. It be-

comes the same skill plus a distribution. The literature collapses the plus

into the skill, because the skill can be sold as a book and the transmitter

cannot.

Platforms make the collapse easier to see and harder to admit. The feed is the

distribution. The creator who attributes his reach to his craft has mistaken

the allocation of the feed for a property of his sentences. Remove him from

the allocation and the sentences remain, and the multitude does not. The

platform that attributes the allocation to the quality of the sentences has an
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interest in that story, because the story recruits more sentences, which are

the cheap input, while the allocation remains the scarce good. Part IV will

measure how little the sentences do once the allocation is held constant.

This Proposition is the reason to run that measurement.

The military recruiters who saturate a town, the insurance agents who buy

the same hour on the same stations for years, the party that owns the only

press, the brand that owns the wall along every road to the factory: these are

not illustrations of genius. They are illustrations of command over repeti-

tion. A rival genius without the wall, the press, the hour, or the town will

lose, and will be told that he lacked craft. He lacked a channel.
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CHAPTER 18

PROPOSITION VIII

The propagandist's account of
his own efficacy is determined
by his interest and is therefore
biased; it is insufficient without
the comparison that Proposition
I, Corollary II, requires.

Depends on: Proposition VII, Definition IX, Axiom V.

Proof. By Proposition VII access is a necessary part of the definite cause at

propaganda scale. By Definition IX the propagandist's interest is the direc-

tion of his endeavour as determined by his actual conditions. Those condi-

tions, if he lives by selling his own necessity, dispose him to place the power

in himself, or in the art he can sell, rather than in the distribution he com-

mands or rents. A state propagandist on a monopoly channel need not sell

replaceability-insurance; the bias is not universal in form, but it is the ordi-

nary case of a man whose livelihood is the credit. By Axiom V men are con-

scious of their desires and ignorant of the causes by which they are deter-

mined. The propagandist is not exempt. He is conscious of the desire to be

credited with the effect, and he is ignorant, as other men are, of the causes

that disposed him and of the causes that produced the effect. His testimony

is therefore the report of an interest under an ignorance. Such testimony is

biased, and it is insufficient as evidence of efficacy until the comparison re-

quired by Proposition I, Corollary II, has been made: the same art under

poorer distribution, the same distribution under poorer art. Nevertheless.
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∎

Corollary. The founding texts of the influence trade, being the self-descrip-

tions of men who sold influence, are to be read as evidence of interest, not as

evidence of mechanism. Part III will so read them.

Corollary II. The same weakness attaches to the critic who lives by the fear

of propaganda. His interest is the potency of the enemy. His account of that

potency is not stronger, as evidence, than the propagandist's account of his

own.

Scholium. Bernays, whose documents belong to Part III, is the type and not

yet the exhibit. What this Proposition requires, before any archive is

opened, is a rule of reading. When a man whose income or office depends

on being thought potent describes himself as potent, the description has the

epistemic status of an advertisement. It may coincide with the truth, as an

advertisement may coincide with the properties of a soap. Coincidence is

not warrant. The warrant has to come from a comparison the speaker has no

interest in supplying: the same art under a poorer distribution, the same dis-

tribution under a poorer art, the same words without the channel.

Proposition I, Corollary II, already required that comparison. This

Proposition says who will not provide it.

The sales manager who attributes the quarter to the new script, the consul-

tant who attributes the election to the message, the growthist who attributes

the curve to the copy, the influencer who attributes the conversion to the

hook: each is in the situation Definition IX names. The script, the message,

the copy, and the hook are the merchandise. The territory, the list, the bud-

get, the allocation, and the already present affects of the buyers are the con-

ditions. Axiom V forbids us to expect that the speaker will know this. It

does not forbid us to know it about him.

A caution, which Axiom V also requires: the author of a geometric treatise

on propaganda is not outside the same structure. He has an interest in the

potency of his own distinctions. His account of that potency is weak evi-
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dence. What is not weak is the dependency of the Propositions on the

Definitions and Axioms. The reader who can break a step should break it.

The reader who believes the author should be believed because he sounds se-

vere has been moved by an affect of honour (Def. Aff. XXX) and has not

followed a proof.
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CHAPTER 19

PROPOSITION IX

Where the countervailing
affects are strong, no technique
suffices; where they are absent,
no further operation on affect is
required.

Depends on: Proposition I, Proposition II, Axiom I, Axiom VII.

Proof. By Axiom VII an emotion can only be controlled or destroyed by an-

other emotion contrary thereto, and with more power for controlling emo-

tion. By Proposition II no influence creates the striving; a particular desire

may be determined from outside, but only as a determination of an endeav-

our already present. By Proposition I what is called a technique is a change of

condition or the removal of a countervailing cause, not a power in a form of

words. Suppose, first, that a contrary affect is already present and strong: a

hatred of the advertised object, a love of the rival, a shame that forbids the

act, a fear that forbids the purchase, a devotion that forbids the enlistment.

The incoming operation, whatever its name, controls that affect only if it is

itself a contrary emotion of greater power. A technique, being no desire and

no affect except in so far as it changes conditions or removes a cause, does

not by being a technique become the stronger emotion. Where it does not

become that, it does not suffice. Suppose, second, that the contrary affects

are absent, and that the desire toward the object is already present. Then no

further operation on affect is required to remove a contrary that is not there.

Other conditions of the determinate act (access, opportunity, remaining
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members of the sufficient set) may still be wanting; their absence is not sup-

plied by a script. By Axiom I the act follows when the definite cause is com-

plete. The technique, as a portable form, is not that cause. Nevertheless.

∎

Corollary. The apparent power of a technique is greatest in the middle case,

where a weak contrary affect can be removed or a weak supporting affect

can be made salient. The trade measures itself on this middle case and re-

ports the measurement as a general power.

Corollary II. Failure against a strong contrary affect is not bad execution. It

is this Proposition. The repair is not a better script. The repair, if there is

one, is a change in the conditions that produced the contrary affect, or the

introduction of a genuinely stronger affect, which is not a script.

Scholium. The insurance salesman in a town that has just flooded needs al-

most no sentences. The fear is present, the contrary affect (the pleasure of

keeping the premium) is weak, and the pairing of the mark with relief is easy.

The same salesman in a town that has never seen water, among men whose

conatus is presently occupied by other pains and pleasures, will discover

that his craft is nothing. He will be told, by the firm, to improve his close.

The firm has an interest in that instruction (Proposition VIII). The town

has a stronger countervailing life.

Enlistment repeats the demonstration. In a week when an attack is believed

to be imminent, the queue forms without a copywriter. In a year when the

war is far, the honour of the regiment is weak, and the fear of dying is

strong, no poster suffices. The state that needs the men then either pays,

which is a change of condition, or conscripts, which is Definition VII, or

waits for a shock that will install the fear of not going. The poster is what

the state does while it waits, and while it pretends that waiting is a method.

Brand saturation fails in the same way when it meets a contrary love. The

man who hates the company because it injured him, or who loves a rival be-

cause his cohort does (Axiom IX), is not a case for a better logo. He is a case
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of Axiom VII. Campaigns that appear to convert such a man have usually

waited until the contrary affect decayed for other reasons, or have selected,

without admitting it, the man in whom the contrary affect was already

weak. Selection, again, reported as persuasion.

Platform feeds, when they cannot move a user toward a given object, do not

invent a new desire. They reallocate: they find another object to which an

affect already present will join, or they find another user. The appearance of

omnipotence is an appearance of inventory. The inventory is large because

the population is large and the affects are heterogeneous (Axiom XII).

Heterogeneity plus selection mimics creation. Proposition II forbids the

mimic to be taken for the thing.

The middle case, where technique appears to shine, is the case the books are

written from. A customer already almost willing, a voter already almost

aligned, a user already thirsty: a small change of salience, a small removal of

embarrassment, a small display of others like himself, and the act follows.

Subliminal cues, as Part I already noted, bias already-thirsty people. Priming

of the large kind sold in the trade does not hold. Anchoring shifts a number

rather than creating a desire. These are not new claims and not measure-

ments invented here. They are the empirical shadow of this Proposition,

and Part IV will treat them as measurements. The geometry says why the

shadow has that shape: the technique was never the cause, and it is visible

only where the causes were already nearly sufficient.
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CHAPTER 20

PROPOSITION X

Successful manipulation
produces obedience without
adequate ideas, and therefore
produces fragility: the same
affect can be re-captured by any
stronger cause.

Depends on: Proposition III, Proposition IV, Axiom VII, Definition IV.

Proof. By Definition IV, manipulation is influence in which the affected

person's idea of the cause of his own action is inadequate. By Proposition
III, manipulation occurs in proportion to that inadequacy. Successful ma-

nipulation is therefore the production of an action (obedience, in the politi-

cal and commercial cases) together with the continuation of that inade-

quacy. The person acts from an inadequate idea of the cause. By Proposition
IV, every manipulation is unstable in proportion to the causal knowledge

available to the affected person. In the successful case that knowledge is un-

available, so the instability is not an instability toward freedom. The manip-

ulation-relation remains. Whether the affect remains a passion is a separate

question, answered only by a clear idea of the emotion itself (Axiom XI),

which is not supplied by the mere absence of an idea of the cause of the act.

By Axiom VII a passion is controlled or destroyed only by a contrary emo-

tion of greater power. Any stronger cause that supplies such an emotion, or

that attaches the same emotion to a new object, can take the obedience. The



74The Geometr y  of C onsent

success has produced a body that can be moved again by whoever or what-

ever next meets it with more force. That is fragility, not control.

Nevertheless.

∎

Corollary. The organized body that congratulates itself on having secured a

population without teaching that population the causes of its obedience has

secured a population that a rival, a shock, or a famine can take by the same

handle.

Corollary II. Durability of manipulated obedience is durability of the con-

ditions that keep causal knowledge unavailable (noise, repetition, isolation

from contrary affects that would include an idea of the cause). It is not dura-

bility of a technique.

Scholium. The fragility is visible whenever a crowd changes its object with-

out changing its appetite. The same hope is attached to a new party, the

same fear to a new enemy, the same honour to a new mark, the same hatred

(envy) to a new neighbour. The operator who held the old object reports

betrayal. He was never holding a conviction. He was holding an affect

whose idea of its cause was inadequate, and he has been outbid. Axiom VII

does not respect incumbency.

State propaganda that produces loyalty without an adequate idea of the state

produces a loyalty that a stronger fear, a stronger hope, or a more vivid hon-

our can redirect. This is not a counsel to tyrants to educate. It is a descrip-

tion of why tyrannies that live by noise are surprised by their own crowds.

The surprise is Proposition X. The noise that, by Proposition IV's first

corollary, occupies the space in which a cause might become clear, also pre-

vents the passion from becoming an action of which the people are the ade-

quate cause. What cannot become adequate also cannot become stable in

the only sense of stability this book allows, which is the increase of ade-

quacy (Definition XII). What remains is a passion ready for a stronger

passion.
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Commercial brands discover the same fragility when a cheaper rival, a scan-

dal, or a fashion takes the honour they had paired with their mark. The cus-

tomer who cannot state why he bought will not be able to state why he

stopped. He will be conscious of a new desire and ignorant of its cause. The

brand manager will commission a better story. The story will not be the

cause. The stronger affect will be the cause, and the better story will be, at

most, the new pairing.

Platforms are engines of this fragility and live by it. A feed that can re-cap-

ture attention by any stronger image has no interest in the user forming an

adequate idea of why he is here. An adequate idea of the cause of the action
would, by Proposition IV, make the capture less stable as a manipulation-re-

lation. A clear idea of the emotion itself would, by Axiom XI, begin to dis-

solve the passion as a passion. Those are two ideas. The platform has an in-

terest in neither. The business is the production of obedience without ade-

quate ideas: the scroll, the watch, the return. The fragility is the same fact

seen from the other side. A rival feed, a stronger shame, a death in the family,

a war, a love, can take the same body tomorrow. The platform's answer is

more repetition, which is an attempt to keep its own affect the strongest.

That is not technique. That is Axiom VII practised with a budget.

The practical corollary for the person who wishes to be less available is not

vigilance in the sense the defence literature sells. Vigilance is itself an affect

and can be produced by anyone who profits from fear (Part VI will treat

this). The practical corollary is the one Proposition IV already named: a

clearer idea of the cause, which is necessary and not sufficient, and a con-

trary affect whose object is that cause, which is what Axiom VII requires.

This Part has now named the causes that have to become clear: the uncertain

future that is working as present, the imitated affect, the imagined audience,

the pairing that has become custom, the distribution that carried them, and

the interest of the man who claims he did it with art.
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CHAPTER 21

Lemmas on the Economics of
Attention

The Propositions name the mechanism. The following lemmas name the

scarcity under which the mechanism is practised. Spinoza did not treat at-

tention as a quantity, nor capital as a condition of repetition. The lemmas

are our application of Axiom I, Axiom II, Definition VI, Definition XI,

and Propositions I, II, and VII. They are not new affects and not new

techniques.

Lemma I. Attention is a scarce affection of the body. A body can be modi-

fied in only so many ways at once, and the mind's ideas of those modifica-

tions, being the same in order as the things (Axiom II), cannot be indefi-

nitely multiplied in a single duration. To attend is to be affected by one im-

age rather than another. The organized body that commands attention has

not obtained a mental substance. It has obtained a present modification,

and it has excluded rival modifications for that interval. Because the modifi-

cation is scarce, it can be sold, rationed, and fought over, which is the ordi-

nary business of publishers, platforms, and ministries. Because it is an affec-

tion, it is subject to Axiom VII: it is taken away only by a stronger affection,

not by a request that the person pay attention, and not by information

about the importance of the object. The phrase "pay attention" is already the

economics. What is paid is a present capacity of the body. What is received

is an image. The image may be hope, fear, honour, shame, or the mere pair-

ing that will later recall one of these. It is never a neutral opening onto the

world. A man who reports that he was merely looking has given an inade-

quate idea of a passion.

Lemma II. Repetition at the scale of a multitude requires capital, because it

requires access, and access is a thing among things. E3P14 names what repe-

tition does once the affections have met the body. It does not supply the
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meeting. The meeting is distribution (Proposition VII). Distribution of im-

ages into many bodies, many times, is rent, ownership, or seizure of chan-

nels: paper, towers, spectrum, streets, schools, liturgies, notification privi-

leges, the default position on a screen. These have prices, guards, and laws.

A technique book that omits the price has omitted the cause. Message disci-

pline is cheap in the writer's labour and expensive in the channel. Saturation

is not a metaphor. It is a budget that has been converted, by Axiom I, into a

definite series of affections. The entity that can afford the series can pro-

duce a custom (Definition XI). The entity that cannot afford it can pro-

duce a remark. The remark may be true. Truth, by E4P14, is not the lever.

Lemma III. What the trade calls persuasion is commonly selection. By

Proposition II the striving is already present. By Axiom XII the kinds of de-

sire are as many as the kinds of objects. A message sent into a multitude

therefore meets unlike bodies. In some the message joins an affect already in

force and an absent or weak contrary. In others it meets a strong contrary

and dies (Proposition IX). The sender who counts only the first group re-

ports a rate of persuasion. He has counted a rate of fit. The feed, the mailing

list, the lookalike audience, the targeting brief, are machines for increasing

the rate of fit by excluding the bodies in which the fit will not occur. That

is a change of condition, which Proposition I already allowed as the whole

of what a technique can be. It is not the creation of a desire, and it is not the

checking of an emotion by a truth. Part IV will measure how much of the

celebrated effect remains when the selection is subtracted. The lemma states

the subtraction as a requirement of honesty: a claim of persuasion that does

not report the prior disposition of the sample has not reported a cause.

Lemma IV. The counterfactual of the same words without the channel is the

test that Proposition I, Corollary II, required, and that Proposition VII

made specific to propaganda. Hold the sentences constant and remove the

access: the wall, the hour, the allocation, the pulpit, the default. If the effect

collapses, the cause was not the sentences. Hold the access constant and

vary the sentences within the range that still pairs with the same already

present affects: if the effect is stable, the cause was not the craft. The trade
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refuses both tests, because both tests destroy the merchandise. The honest

remainder, after both tests, is small and structural: which affect was already

there, which contrary was weak, who owned the repetition, and how inade-

quate the affected person's idea of the cause remained. Those four are the

four questions of Part I, now supplied with the machines that make them

answerable. Fear and hope as one inconstant pair. The image of the future

working as the present. The imitation of affects and the cheapness of hon-

our and shame. Custom as paired repetition. The multitude as the limit of

demonstration. The rest is interest, and interest is the weakest evidence of

itself.

What follows, in Part III, is not another Proposition. It is a reading of docu-

ments, because no demonstration can settle what a man published in 1928

or what a committee did in 1917 to 1919. The documents will be read under

the rule of Proposition VIII. What follows in Part IV is measurement, be-

cause no demonstration can settle an elasticity. The measurements will be

read under the rule of Propositions I, II, VII, and IX. The present Part has

done what a Part of this kind can do. It has named the causes. It has not

made anyone free. Freedom, by Definition XII, is not the gift of a chapter. It

is an increase in the adequacy of one's own action, and that increase, if it oc-

curs, will occur by the only route Axiom VII and Axiom XI permit: a

stronger contrary affect whose object is the true cause, and a clearer idea of

the passion that had been mistaken for a reason.
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PART III

Bernays, or the Confession

CHAPTER 22

The Creel Committee, 1917 to 1919

This Part is documentary. It offers annotations, not propositions. No demon-
stration can settle what happened in 1917. Every load-bearing historical

claim is marked [H] at its first use in a section. The court here is the archive,
the dated publication, and the primary testimony, all of them revisable by
better evidence.

The founding document of the industry is a sales pitch by a man whose

business was selling his own power. The power, where it existed, was distri-

bution, access to publishers, state training, and capital. The technique was

merchandise. That is the claim this Part examines, and it examines it by read-

ing the documents rather than by deriving 1917 from a definition. What

Spinoza can supply is a reason to distrust a seller's account of his own po-

tency. What Spinoza cannot supply is a date, a client list, or a circulation

figure. Those belong to the record, and the record is thinner than the

legend.

Edward Louis Bernays was born in Vienna on 22 November 1891 and died

in Cambridge, Massachusetts, on 9 March 1995, aged 103. [H] His mother,

Anna Freud Bernays, was a sister of Sigmund Freud. His father, Ely Bernays,

a grain merchant, was a brother of Martha Bernays, Freud's wife. Larry Tye

states the relation exactly: his mother was Freud's sister, and his father's sister

was Freud's wife. Tye calls him a double nephew. The family emigrated in
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1892, when Bernays was about a year old. He attended New York City

schools and then Cornell University's College of Agriculture, taking a de-

gree in agriculture in February 1912 to satisfy his father's wish that he join

the grain trade. Tye quotes Bernays's own verdict: his three and a half years at

Cornell gave him little stimulation and less learning. From 1913 to 1917 he

worked as a theatrical publicist, promoting clients including Enrico Caruso

and the Diaghilev ballet. These facts are load-bearing only as orientation.

They do not establish a theory of influence, and the Freud kinship does not

establish a causal chain from psychoanalysis to consumerism. That chain is

treated later, where the documents that invented it can be named.

What follows is commentary on a career that was, in the first instance, a ca-

reer of self-description. The books named the trade. The campaigns fur-

nished the anecdotes. The memoir arranged both into a single life whose

central figure was always the same man. Historians who later opened the

boxes found a less central figure and a more ordinary set of causes: a wartime

committee, a partnership, a roster of corporations, a fee high enough to be

taken seriously by the men who paid it, and a talent for remaining the source

from which later writers copied. The industry inherited the claim and

dropped the limit. The task of this Part is to put the limit back where the

documents left it.

Annotation. The Committee on Public Information was created as an inde-

pendent agency by Executive Order 2594 on 13 April 1917. [H] George

Creel was chairman. The Secretaries of State, War, and Navy sat as ex officio

members. Its functions were to release government news during the First

World War, to sustain morale, and to administer voluntary press censorship.

Domestic activities ceased after the Armistice of 11 November 1918.

Foreign operations ended on 30 June 1919. The committee was abolished

by Executive Order 3154 on 21 August 1919. The administrative history is
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in the National Archives, Record Group 63. These dates are not in dispute.

They fix the duration of the largest official propaganda apparatus the

United States had yet built.

Annotation. Nicholas Cull, writing for the Public Broadcasting Service,

records the scale. [H] The committee deployed advertisers, artists, and

newspapermen, an international news service called Compub, and seventy-

five thousand Four Minute Men lecturers. The name records the length of

the speech, not a cinema monopoly: they spoke in halls, churches, lodges,

and elsewhere, as well as in places where a reel was being changed. The appa-

ratus was official, financed, and national. It had a chairman, a record group,

and an end date. It is the first fact a documentary account of American pro-

paganda in this century must register, because everything later sold as a pri-

vate science of the crowd was practised first as a public office of the state.

Annotation. Bernays's place inside this apparatus is less secure than the leg-

end requires. Cull states that Edward Bernays, the future father of public re-

lations, chaired the CPI Export Service. [H] That title rests on one source.

The National Archives administrative history of Record Group 63 names

the Associate Chairmen as Carl Byoir and Harvey J. O'Higgins. It does not

name Bernays. The qualification is not a courtesy. A single secondary attri-

bution, even a careful one, is not the same object as an appointment

recorded in the files of the agency. This Part therefore treats the Export

Service chairmanship as a claim with a named source, not as a fact estab-

lished by the committee's own surviving administration. Byoir's later career

is better attested in the same institutional sense: he, like Bernays, built a ma-

jor commercial practice after the war. The committee trained a cohort. It

did not, in its own records, crown a father.

Annotation. In 1919, after service with the American Peace Commission in

Paris, Bernays returned to New York to apply the committee's methods to

business. [H] The Encyclopedia of World Biography and later popular his-

tories repeat this trajectory, and there is no reason to doubt the sequence of

cities. The inference that is usually attached to the sequence is another mat-
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ter. The inference is that the CPI invented the modern public relations in-

dustry and that Bernays carried the invention home in his luggage. The first

half of that inference is only partly supportable. The committee trained men

who then sold persuasion to corporations. It did not originate the trade. Ivy

Lee had run corporate publicity in the United States from 1906. [H] Ron

Chernow, reviewing Tye in the New York Times Book Review in 1998, is ex-

plicit: Ivy Lee and other practitioners of public relations before the First

World War can lay greater claim than Bernays to having fathered the craft.

The CPI is better described as a catalyst and a training ground than as the

sole ancestor of the industry.

The distinction matters because the industry's own origin story prefers a sin-

gle inventor and a single war. A single inventor can be quoted. A single war

can be made to look like a laboratory in which a technique was discovered

and then transferred, intact, to soap and cigarettes and bananas. The docu-

ments support a duller account. Publicity for corporations existed before

1917. The state built, for two years and four months, a machine larger than

any private office, staffed it with the existing trades of advertising and jour-

nalism, and then abolished it. Men who had worked the machine found

clients. Some of those men, Bernays among them, wrote books in which the

machine became a method and the method became a profession. The books

are real. The profession is real. The claim that the profession began in the

mind of one nephew of Freud, in a committee he may or may not have

chaired, is a product of the profession.

Annotation. What the Creel Committee demonstrates, without any help

from a geometric proof, is the material character of propaganda as this trea-

tise has defined it. Definition VI names four conditions: an organised body,

a collective object, a multitude, and repetition. The CPI was an organised

body created by executive order. Its object was the conduct of a nation at

war. Its multitude was the domestic population and the foreign audiences of

Compub. Its repetition was the Four Minute Men, the news service, the

artists, and the advertisers, working daily until the Armistice stopped the

domestic work and the following summer stopped the foreign work.
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Remove any of the four conditions and the remaining three do not consti-

tute the apparatus that Record Group 63 describes. A clever paragraph, spo-

ken once, by a man without an office, is not the CPI.

The same documents illustrate Definition VII, which names coercion as in-

fluence that operates by physical constraint. The committee's work on

morale and news sat beside conscription, espionage statutes, and the ordi-

nary violence of a war. Opinion work in 1917 to 1919 was never the sole in-

strument. It was the cheaper instrument, used where force was already in

place or promised. A commentary that treated the CPI as a triumph of tech-

nique over matter would have to ignore the Army. The documents do not

ignore the Army. They list the Secretaries of War and Navy as members of

the committee.

Definition IX names interest as the direction of an agent's endeavour as de-

termined by its actual conditions. A man who has served a wartime informa-

tion apparatus, and who then opens an office that sells the methods of that

apparatus to corporations, has an interest in the belief that those methods

are transferable, potent, and scarce. His account of what the committee

proved is evidence about his situation. It is weaker evidence about what the

committee proved. If Propositions VII and VIII of this treatise hold, access

is a necessary part of the definite cause and the seller's account is biased. The

Creel years illustrate the first clause by their scale and the second by the ca-

reer that followed them. They do not, by illustrating a definition, establish

that any later commercial campaign worked.

The soldier's question about 1917 is not whether Creel was wicked. The

question is what the United States actually built, how long it lasted, who

staffed it, and what can be shown about one junior figure's rank. The an-

swers are: an independent committee, two years and four months, advertis-

ers and journalists and seventy-five thousand timed speakers, and a chair-

manship attested by Cull and absent from the National Archives' own ad-

ministrative list. That is enough to begin. It is not enough to found an in-

dustry on a name.
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CHAPTER 23

Crystallizing Public Opinion and
Propaganda

Annotation. In 1923 Boni and Liveright published Crystallizing Public
Opinion. [H] It is the book in which Bernays named the trade. Its first chap-

ter opens by announcing that a new phrase has come into the language:

counsel on public relations. The phrase is the merchandise. A press agent is a

man you hire to get a notice into a paper. A counsel on public relations is a

man you hire as you hire a lawyer, at a fee that implies a profession, a body of

knowledge, and a place beside the directors. The book exists to make that

implication stick. Bernays then quotes Walter Lippmann at length, includ-

ing a sentence of Bernays's own wording in which the significant revolution

of modern times is not industrial or economic or political, but the revolu-

tion which is taking place in the art of creating consent among the gov-

erned. Lippmann had written that a revolution was taking place, infinitely

more significant than any shifting of economic power. The wording that

circulates as Lippmann's is Bernays's. The appropriation is not an acknowl-

edgement of discipleship. The later literature would spend decades treating

Bernays as the source of ideas that, in his first professional book, he was still

busy lifting from a man who had published them the year before.

Annotation. The phrase "invisible government" does not appear in

Crystallizing Public Opinion. [H] It appears in Propaganda, published by

Horace Liveright in November 1928, a book of one hundred and fifty-nine

pages. The most quoted passage opens Chapter I, "Organizing Chaos," on

page 9. The fragment that circulates in isolation is the sentence about an in-

visible government which is the true ruling power of our country. Isolated,

the sentence reads as a confession of conspiracy. The sentences that follow it

reverse that reading. The full opening, checked against the text of

Propaganda as it stands on disk, is this:
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The conscious and intelligent manipulation of the organized habits and

opinions of the masses is an important element in democratic society.

Those who manipulate this unseen mechanism of society constitute an

invisible government which is the true ruling power of our country. We

are governed, our minds are molded, our tastes formed, our ideas

suggested, largely by men we have never heard of. This is a logical result

of the way in which our democratic society is organized. Vast numbers of

human beings must cooperate in this manner if they are to live together as

a smoothly functioning society.

The fourth and fifth sentences are the ones the industry prefers not to print.

They recast the arrangement as a functional necessity of mass democracy,

not as a plot against a public that would otherwise govern itself. Bernays

continues at once: our invisible governors are, in many cases, unaware of the

identity of their fellow members in the inner cabinet. The inner cabinet

does not meet. Its members do not know one another. The image is not a ca-

bal. It is a division of labour so ordinary that the labourers need not be intro-

duced. A reader who stops after the second sentence has been sold a thriller.

A reader who continues to the fifth has been sold a justification. The book

is in the business of selling both, to different buyers, with the same pages.

Annotation. The hedge is more precise than the famous fragment, and it is

the thesis of this treatise in the author's own words. In Chapter IV, "The

Psychology of Public Relations," Bernays names his sources. [H] Trotter

and Le Bon, he writes, approached the subject in a scientific manner.

Graham Wallas, Walter Lippmann, and others continued with searching

studies of the group mind. Then he asks whether, if we understand the

mechanism and motives of the group mind, it is not possible to control and

regiment the masses according to our will without their knowing it. The

next sentence is the one the trade dropped: "The recent practice of propa-

ganda has proved that it is possible, at least up to a certain point and within

certain limits." The limit is in the founding document. The industry inher-

ited the claim and dropped the limit.
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The sentences that follow the hedge are not much more boastful than the

hedge itself. Mass psychology, Bernays writes, is as yet far from being an ex-

act science, and the mysteries of human motivation are by no means all re-

vealed. Theory and practice have combined with sufficient success to per-

mit the practitioner to know that in certain cases some change in public

opinion can be effected with a fair degree of accuracy by operating a certain

mechanism, as a motorist regulates speed by the flow of gasoline. Scientific

accuracy of results is not to be expected, because many of the elements of

the situation must always be beyond his control. This is not the language of

omnipotence. It is the language of a man offering a service for sale and tak-

ing care not to promise a result he could be sued for missing. The later leg-

end forgot the care. It remembered the gasoline.

Annotation. The two dates attached to The Engineering of Consent are fre-

quently conflated, and the conflation is a small instance of the larger habit

of treating Bernays's titles as events. [H] He published an article of that title

in The Annals of the American Academy of Political and Social Science, vol-

ume 250, March 1947, pages 113 to 120. He later edited a book of the same

title for the University of Oklahoma Press in 1955. Britannica records that

he edited The Engineering of Consent (1955). The 1955 volume is a multi-

author work, not a single-authored treatise. An article in 1947 and an edited

collection in 1955 are two objects. Writers who need a founding moment

collapse them into one, as they collapse the CPI into a single inventor and

Propaganda into a single sentence. The collapse is the method. Precision

about titles is not pedantry. It is the refusal to let a brand stand in for a

bibliography.

Annotation. Biography of an Idea, published in 1965, is his own account of

his career, and the source most often used, and most often doubted, by later

writers. [H] The New York Times obituary of 1995 treats it as the standard

narrative. Tye, who read the papers behind the narrative, describes the book

as devoted to everywhere that Eddie Bernays had been quoted, written for

an audience of one. Self-mythology is not a metaphor here. It is a description

of a text whose citations are to its author's press. A memoir of that kind is a
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primary source for what the author wished to have believed. It is a secondary

source, and a contaminated one, for what happened. The contamination is

structural. Definition IX already names the reason: the interest of an agent is

the direction of its endeavour as determined by its actual conditions, and a

man whose actual conditions include the sale of his own centrality will pro-

duce an account in which he is central. The account is evidence of the sale.

It is the weakest evidence of the centrality.

The books, taken together, perform a single operation. Crystallizing Public
Opinion announces a profession. Propaganda supplies the profession with a

rhetoric of necessity and a rhetoric of power, joined by a hedge. The 1947

article and the 1955 collection offer a cleaner name for the same offer. The

1965 memoir converts the offer into a life. None of these texts is a measure-

ment. None of them is an archive of effects. They are what a counsel on

public relations would be expected to produce if his first and lasting client

were himself. The reader who treats them as the history of the campaigns

they mention has already accepted the terms of the retainer.

What the documents illustrate about Definition VI is again the four condi-

tions, now stated as a commercial prospectus rather than as an executive or-

der. Bernays's "invisible government" is an organised body only in the loose

sense of a division of labour. Its collective object is the smooth functioning

of a mass society. Its multitude is the hundred and twenty million of 1928.

Its repetition is implied by the mechanism itself. The illustration is literary.

It does not establish that such a body existed as he described it, and the sen-

tence about fellow members who do not know one another is already a

withdrawal of the strongest reading. What the documents illustrate about

Definition IX is plainer. A book that tells a corporation it cannot live with-

out a new kind of counsel is a book whose interest is the fee. Propositions

VII and VIII, if they hold, say that access is a necessary part of the definite

cause and that the seller's account is biased. Propaganda is the seller's ac-

count. The distribution, in 1928, was Horace Liveright's, and a hundred

and fifty-nine pages.
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CHAPTER 24

The Campaigns, Separated from
the Memoir

The memoir treats the campaigns as proofs. The record treats them as

episodes, some attested, some inflated, some attributed to Bernays by a later

habit of putting his name on other men's work. This section separates the

two. Each campaign is stated first as what the documents support, then as

what the legend added, and the addition is marked as a correction where the

brief and the dossier require a correction. No campaign is used to prove a

proposition. A campaign that is well documented may still have been inef-

fective. A campaign that is poorly documented may still have happened.

The two questions are not one question.

Annotation. Torches of Freedom, Easter Sunday 1929. Working for the

American Tobacco Company, makers of Lucky Strike, Bernays consulted

the psychoanalyst A. A. Brill and then staged an event in which fashionable

young women lit cigarettes during the Easter parade on Fifth Avenue. [H]

Tye recounts the consultation and the staging. The New York Times obitu-

ary of 1995 repeats the standard account: he sponsored demonstrations in

which debutantes gathered on street corners to light up, and the cigarettes

were even called torches of freedom. The event happened. That much is not

in serious dispute. The scale of the effect is.

The correction is this. Vanessa Murphree, writing in American Journalism
in 2015, examined more than two hundred and fifty newspaper articles and

concluded that the idea that the news media fell for the event in a significant

way is a Bernays-driven myth. The coverage indicates that the impact of the

event was likely never as extensive or persuasive as Bernays and some have

suggested. Historians had long relied on Bernays as their only source of in-

formation. Several contemporary clippings dismissed the march as insignifi-

cant. Murphree's later teaching note on the same episode criticises docu-
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mentary treatments for using stock imagery and ignoring those contempo-

rary dismissals. The correction is not that nothing occurred on Fifth

Avenue at Easter in 1929. The correction is that the occurrence was con-

verted, by its organiser and by writers who had no other source, into a

founding miracle of the trade. A miracle that has one witness, and that wit-

ness is the man who billed for it, is not a measured effect.

The wording of Bernays's own later claims about the march was not

checked, for this dossier, against the primary scrapbooks at the Library of

Congress, which remain under copyright restriction. The substance, a

staged event and an exaggerated effect, is supported by peer-reviewed schol-

arship. The memoir's particular sentences about how completely the nation

changed its mind that Sunday are not verified here. They belong with the

other unverified items listed at the end of this Part.

Annotation. The green Lucky Strike pack. When surveys indicated that

women disliked the forest-green pack because it clashed with their clothes,

Bernays did not change the pack. [H] He set out to make green fashionable,

writing to designers, department stores, and prominent women, and organ-

ising luncheons, balls, exhibitions, and green window displays. The

Encyclopedia of World Biography records the method. The New York Times

obituary calls the campaign a brilliant success, according to sales figures.

That sentence is the newspaper's claim, not a measured effect established in

this Part. The obituary does not reproduce the figures, the interval, or the

comparison. What is attested is the work: the letters, the luncheons, the dis-

plays, the refusal to alter the pack. What is not attested, at the level of evi-

dence this treatise will accept, is the conversion of those efforts into a

known increment of sales. A newspaper's praise of sales figures is a kind of

evidence about the newspaper and about the legend. It is a weaker kind of

evidence about the market.

Annotation. "Reach for a Lucky instead of a sweet." This attribution is a cor-

rection, and it must be stated as a correction rather than as lore. [H] The slo-

gan belonged to the American Tobacco Company and its management, no-
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tably president George Washington Hill. It is documented as a company ad-

vertising campaign in the Journal of Historical Research in Marketing
(2010) and in the surviving advertisements themselves, including those held

in the Stanford Tobacco Advertising archive. No source examined for the

dossier establishes a Bernays role in the sweets-versus-slimming angle. The

habit of attaching the slogan to him is an instance of the larger habit Tye de-

scribes: because Bernays genuinely did shape some large things, audiences as-

sume he did everything he claimed, and then assume he did things he did not

even claim. The sweets campaign had a corporation, a president, a budget,

and a media buy. Those are the causes the documents name. The technique,

if a technique is wanted, was merchandise. The merchandise was Hill's.

Annotation. Coolidge, 1924. To counter Calvin Coolidge's stiff public im-

age during the 1924 election, Bernays organised White House entertainment

featuring Al Jolson and other Broadway performers. [H] Chernow indepen-

dently records that Bernays tried to brighten Coolidge's dour image during

the 1924 campaign by importing Al Jolson and forty other Broadway per-

formers to the White House. Richard Gunderman, writing in The
Conversation in 2015, records pancake breakfasts and White House con-

certs featuring Jolson and other Broadway performers. The presence of

Broadway performers, including Jolson, at the White House in connection

with the 1924 campaign is therefore attested by two writers who are not

copying a single sentence from each other. The Library of Congress holds

Bernays's own typed note, "Breakfast with Coolidge," dated 8 February

1962, a retrospective document, not a 1924 diary.

The correction is this. The date and the "pancake breakfast" form are con-

tested. A common internet rendering has it that on 17 October 1924

Bernays engineered a pancake breakfast with vaudevillians for Coolidge.

The dossier could not load the body of the Library of Congress typescript,

blocked by a Cloudflare interstitial, and could not load the Evening Star of

17 October 1924 to check the date or the word "pancake." Gunderman and

Chernow confirm Broadway performers at the White House. They do not,

in the pages used here, fix the date or certify the breakfast. A second correc-
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tion follows. The claim that, with Bernays's help, Coolidge won the 1924

election is unsupported opinion. Gunderman states a causal relation that the

electoral record does not isolate. Coolidge was the incumbent. The opposi-

tion was divided. The economy of 1924 is not a public relations account.

To credit a morning of actors with a national result is to practise the profes-

sion one is describing. This Part does not practise it.

Annotation. Futurama, 1939 New York World's Fair. This attribution is a

correction. [H] Futurama was the General Motors exhibit designed by

Norman Bel Geddes, a ride presenting a model of America in 1960 and

widely credited with introducing the expressway idea to a mass audience.

Bel Geddes published Magic Motorways in 1940. Bernays's documented

connection to the fair is as its publicity director. The Encyclopedia of World
Biography states the appointment: in 1939 he was the publicity director for

the New York World's Fair. A direct Bernays role in Futurama itself was not

verified. The correction is required because the legend, once it has a public-

ity director and a famous exhibit in the same year, will put the director in-

side the exhibit. The documents put Bel Geddes inside the exhibit and

Bernays in the fair's publicity office. Those are different rooms.

Distribution of attention to the fair is not design of a General Motors ride.

The first may have been Bernays's work. The second, on the evidence exam-

ined, was not.

Annotation. Procter and Gamble, Ivory soap. The soap-sculpting contests

are attested. [H] Bernays hired a medical consultant to survey hospitals on

their preference for white, unperfumed soap, giving Ivory a medical en-

dorsement, and established the national soap-sculpting contests judged by

artists that, in the language of the Encyclopedia of World Biography and the

New York Times obituary, eventually involved millions of schoolchildren.

The contests are a matter of record in the same sense that a sponsored prize is

a matter of record: there were rules, judges, and a corporate sponsor. The

figure of millions is the sources' figure, not a count performed here. What

the episode shows without that figure is the method at its most ordinary. A

company already possessed a product, a colour, a distribution system, and



93The Geometr y  of C onsent

access to schools. The counsel attached a contest and a medical survey to

what the company already possessed. The hospital survey did not create a

preference for white, unperfumed soap. It collected a preference that hospi-

tals, on the consultant's asking, were prepared to state, and it returned that

preference to the company as an endorsement. The sculpture contest did

not create a taste for Ivory. It gave schoolchildren a task whose material was

the product, and it gave artists a jury whose prestige attached to the task.

The power was the access to children and to hospital purchasing. The con-

test was the packaging of that access. A firm that can enter the schoolroom

does not need a theory of the crowd. It needs a superintendent.

Annotation. United Fruit and Guatemala. This is the campaign for which

the documentary record is strongest, and it is the campaign in which the

causes named by this treatise are most visible. [H] Bernays began working

for the United Fruit Company in the early 1940s under Samuel Zemurray,

first to sell more bananas and then, as Guatemalan politics shifted, to wage a

propaganda campaign against the government of Jacobo Arbenz. Using

fifty-three boxes of Bernays's United Fruit papers released by the Library of

Congress after his death, Tye documents a programme that included placing

articles in major magazines, staging press tours for publishers, and building

front groups such as the Middle America Information Bureau. Thomas

McCann, a United Fruit public relations official, disputed Bernays's claim

that journalists were free to report what they found. What the press would

hear and see, McCann said, was carefully staged and regulated by the host.

Chernow summarises the outcome: Bernays circulated unflattering informa-

tion to influential American newspapers, stigmatising Arbenz with the

Communist label and softening up public opinion for the eventual CIA-

sponsored overthrow of the reform-minded government.

The correction here is not that the work has been exaggerated in the manner

of Torches of Freedom. The correction is of a different kind. This is the

case where distribution plus state force, not technique, did the work. The

fifty-three boxes show access to magazines, to publishers, and to the itiner-

ary of a press tour. They show a named front, the Middle America
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Information Bureau, which is the institutional form of a voice that does not

wish to be heard as United Fruit's. McCann's testimony shows that the tour

was a regulated environment. Chernow's summary shows the Communist

label and the CIA. The sequence of the retainer itself is evidence about inter-

est: first bananas, under Zemurray, then, as Guatemalan politics shifted, a

campaign against a government. The shift was not a discovery about the

psyche of the American reader. It was a change in the client's political situa-

tion, and the office moved with the client.

The overthrow of Arbenz was not a public relations effect. It was a covert

operation by a state, prepared in an atmosphere that a corporate publicity

apparatus had helped to thicken. A man who can place a story in a newspa-

per is not a man who can remove a government. The government was re-

moved by the agency that removes governments. The stories were the

cheaper instrument, used where force was already in prospect. Definition

VII is not a decoration on this paragraph. It is the name of the cause that the

legend of technique is designed to hide. The Communist label is Definition

VI in miniature: an organised body, a collective object (the legitimacy of a

foreign government), a multitude (the American newspaper public), and

repetition (articles, tours, a bureau). The label did not have to be a syllo-

gism. It had to be a word already stocked in the reader's imagination, at-

tached to a name the reader did not know, by channels the reader did not

own. Lippmann had already described that attachment in 1922. Bernays, in

the years of the United Fruit retainer, had the magazines.

The smoking papers belong beside the banana papers, not as a campaign

with a name, but as a measure of the narrator. Tye records that Bernays knew

of early studies linking smoking and cancer while publicly promoting ciga-

rettes, and later claimed ignorance, a claim his own papers contradict. [H]

The contradiction is not offered here as a moral discovery. It is offered as a

documentary one. The same archive that supports his centrality in the

United Fruit account undermines his later account of what he knew about



95The Geometr y  of C onsent

tobacco. An unreliable narrator is not unreliable in patches, reliable where

the story is flattering and unreliable only where it is not. He is the same man

in both files.

Annotation. Government war work in the Second World War is recorded in

outline. [H] The Encyclopedia of World Biography states that Bernays's ser-

vices were called upon by the Army, the Navy, and the Commerce and

Treasury departments, and that after the war he was involved in the

government's foreign information programme. The outline is thin. It estab-

lishes that the state remained a client. It does not establish a second Creel

Committee with Bernays as Creel. The temptation to write that second

committee into the record is the same temptation that writes him into

Futurama and into Hill's slogan. This Part declines it.

Taken as a set, the campaigns do not support the memoir's portrait of a man

whose technique moved nations. They support a narrower portrait. Some

events were staged and later inflated (the Easter parade). Some advertising

belonged to the client and was later hung on the counsel (the sweets slogan).

Some famous objects in the same year were not his (Futurama). Some politi-

cal theatre is attested and its electoral consequence is not (Coolidge). Some

programmes are attested as work and praised as sales by a newspaper (the

green pack). Some contests happened (Ivory). One campaign is well docu-

mented and its decisive cause was a state (United Fruit). The pattern is not

mysterious. It is what one would expect if the power were distribution, ac-

cess, and capital, and if the man who sold the power were also the man who

wrote the history of the sale.

The documents illustrate Definition VI wherever an organised body ad-

dressed a multitude on a collective object with repetition: a tobacco com-

pany, a soap company, a fruit company, a fair, a White House. They illus-

trate Definition VII where the CIA enters the Guatemalan account. They il-

lustrate Definition IX in every paragraph of the memoir that treats a billing

as a cause. They illustrate Propositions VII and VIII, if those propositions

hold, without proving them: the power that can be shown is access to pub-
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lishers, to schools, to a fair's publicity office, to a press tour, and to a state.

The seller's account is biased evidence of what that access accomplished.

None of this is a demonstration that 1929 changed the smoking habits of

American women. Murphree's two hundred and fifty articles are the rele-

vant court for that claim, and they returned a thinner verdict than the

memoir.
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CHAPTER 25

Doris Fleischman

Annotation. After the First World War Bernays and Doris Fleischman, a jour-

nalist he had hired in 1919, opened their own public relations office. [H]

Early clients included the United States War Department and the

Lithuanian government. They married in 1922. Tye records the wedding in

the New York Municipal Building and the subsequent registration of the

bride at the Waldorf-Astoria under her maiden name, an episode reported in

more than two hundred and fifty newspapers. The day of the marriage is not

settled in the sources used here. Tye places the matrimonial item on the

evening of 16 September. Other sources give the year only. The unsettled

day is listed among the unverified items at the end of this Part. The partner-

ship is not unsettled.

Annotation. Fleischman was not an assistant. She was a co-architect of the

practice. The entry on her in the Jewish Women's Archive, written by

Bernays's own daughter Anne Bernays, states the division of labour without

romance. [H] Nominally his partner, she wrote most of the firm's press re-

leases, speeches, and important letters. She was the first married American

woman issued a passport in her own name, in 1925. She worked with

Bernays for sixty-one years. Susan Henry's study, available as ERIC docu-

ment ED298562 (1988), documents that they maintained a partnership in

one of the country's premier public relations firms, while little notice was

given to Fleischman despite her high visibility. Tye is blunt about the asym-

metry. Her role was absolutely essential. Eddie Bernays did a whole lot to

promote Doris's ideas but not to promote Doris.

The legend writes her out. That deletion is not an accident of space and not

a consequence of the evidence. It is part of the self-mythology, which re-

quires a single inventor, as the CPI story requires a single ancestor and the

Torches story requires a single Sunday. A partnership that lasts sixty-one
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years, in which one partner writes most of the releases, the speeches, and the

important letters, is not a firm with a father. It is a firm with a division of

labour that the father's books do not describe. Anne Bernays's testimony is

the least convenient kind. It comes from inside the woman, from a daughter

who cannot be dismissed as a rival practitioner, and it names the writing,

which is the actual product the firm sold. Press releases, speeches, and im-

portant letters are the merchandise. The man who did not write most of

them remains the name on the merchandise.

Annotation. The firm's power, so far as the documents speak to it, rested on

access to capital and to media owners rather than on a secret of technique.

[H] By the 1940s the client roster was a map of American corporate and me-

dia power: General Motors, General Electric, Procter and Gamble, Time

Inc., CBS, and NBC, alongside United Fruit and the Waldorf-Astoria. The

New York Times obituary lists them. Access to publishers and broadcasters

was thus structurally embedded in the practice. A counsel who numbers

Time, CBS, and NBC among his clients is not standing outside the channels

and working on them by cunning. He is inside the channels. Bernays's pric-

ing policy put the firm in the same economic class as its clients. He argued,

Tye records, that the only way to get people like the President or the heads

of big companies to take the firm seriously was to charge a fee equal to the

salary they were making. The fee is not a measure of effect. It is a measure of

the class the firm intended to occupy. A high fee is itself a signal, and the sig-

nal works on the buyer, who has an interest in believing that what was ex-

pensive was potent.

Fleischman's passport of 1925 is sometimes told as a stunt and sometimes as

a principle. The documents support both descriptions at once, which is to

say they support a practice in which a principle and a stunt were not two

things. A woman who insisted on her own name, and a firm that knew what

a newspaper would do with that insistence, are not a contradiction. They

are a partnership. The legend that followed kept the passport as a colourful

item in his biography and dropped the information that she wrote the let-

ters. The item is colourful. The letters are the work.
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Definition IX applies here without any strain of commentary. The interest

of the named partner was the direction of a career that had been built on be-

ing named. The interest of the writing partner, as the documents stand, was

not independently converted into a rival legend. Tye's sentence about pro-

moting the ideas and not the woman is a sentence about interest, not about

affection. Propositions VII and VIII, if they hold, say that access is a neces-

sary part of the definite cause and that the seller's account is biased.

Fleischman wrote for the distribution. Bernays sold the account. The later

books are his. Most of the releases were hers. The industry quotes the books.
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CHAPTER 26

The Mythology

Annotation. The strongest scepticism about the Bernays legend comes from

the people who read him most carefully, including the biographer who had

the run of his papers. Larry Tye's The Father of Spin (1998) is the central

work. [H] Tye worked through more than eight hundred boxes of Bernays's

papers at the Library of Congress and interviewed more than a hundred peo-

ple who knew him. Chernow, reviewing the book, records those figures.

Tye concludes that Bernays was an unreliable narrator who gave himself a

more central role in things than he might have deserved in lots of his cam-

paigns. The explanation of the self-mythology is not mysterious. Because

Bernays genuinely did shape some large things, audiences assume he did ev-

erything he claimed. The assumption is a habit of inference, and it is the

habit on which a career of self-description feeds. The same papers that en-

large some campaigns shrink others. They show a man who knew of early

studies linking smoking and cancer while he was still promoting cigarettes,

and who later claimed ignorance. Tye states that the claim of ignorance is

contradicted by the files. An archive used as a trophy case will not remain a

trophy case once a second reader enters it. Eight hundred boxes are not a

confession. They are a condition of correction. A legend built on a memoir

can survive any number of magazine profiles. It has more trouble surviving a

reader who has the incoming correspondence.

Annotation. Chernow's review, "First Among Flacks," published in the New
York Times Book Review in 1998, states the puffery without ornament. [H]

In no area of his life did Edward L. Bernays apply his powers of puffery

more artfully than in fashioning his own image. Tye, Chernow writes, effec-

tively deflates Bernays's pompous claims for himself. The review is not a

hatchet piece by a stranger to American business history. It is a judgement

by a biographer of Rockefeller and Morgan, delivered in the newspaper that
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had printed the legend in its obituary three years earlier. The newspaper con-

tained both the myth and the correction. The later popular literature pre-

ferred the obituary.

Annotation. Murphree's 2015 article in American Journalism is the model

of what a correction looks like when it is done with contemporaneous print

rather than with a memoir. [H] She shows that the Torches of Freedom

march was a Bernays-driven myth in its supposed impact, and she criticises

documentary treatments of the episode for using stock imagery and ignor-

ing contemporary articles that dismissed the march as publicity. The impor-

tance of the article for this Part is not only the Easter finding. It is the

method. If historians had relied on Bernays as their only source, then the his-

torical literature was, for that episode, an extension of the account. The

client, in the last instance, was the same man. Peer review of a memoir is not

the same labour as peer review of two hundred and fifty newspapers.

Murphree performed the second labour. The myth did not survive it intact.

Annotation. Adam Curtis's 2002 BBC series The Century of the Self is the

most widely circulated version of the thesis that Freud's ideas were used to

manipulate American consumers and voters. [H] It is a popularising

polemic, not a peer-reviewed work, and its own framing confirms the

polemic. In episode one, Curtis says that the series is about how those in

power have used Freud's theories to try to control the dangerous crowd in

an age of mass democracy. The sentence is a thesis statement, not a finding.

It organises four hours of archival footage and interview around a causal

chain that runs from Vienna to the American supermarket. The chain is

memorable. Memorability is not a documentary virtue. It is a cinematic one.

Media Lens, responding in 2002, argued that the series ultimately repro-

duced exactly the kind of deceptive spin that Bernays used to camouflage

the truth about big business control, and that Freud's theories were inciden-

tal, a sideshow to elite efforts at popular control, which were driven by ma-

terial conflict rather than psychoanalytic doctrine. The point stands inde-

pendently of Media Lens's politics. Bernays's books cite Wilfred Trotter,
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Gustave Le Bon, Graham Wallas, and Walter Lippmann alongside Freud. A

2013 study by Moloney and colleagues in the International Journal of
Communication argues that his key theoretical ideas were lifted from

Lippmann and rebranded. The Freud kinship was real. The inference from

kinship to a psychoanalytic engine of consumerism is a narrative conve-

nience. It gives the viewer a European villain of ideas and an American vil-

lain of technique, joined by blood. The books themselves, which are the rel-

evant documents for what Bernays claimed to be doing, name a British sur-

geon (Trotter), a French crowd psychologist (Le Bon), a British political sci-

entist (Wallas), and an American journalist who had already used the phrase

the industry later treated as Bernays's (Lippmann). Freud is not absent. He is

not the engine.

The Curtis series did the industry a service the industry could not have pur-

chased more cheaply. It took the seller's account, added Freud, added

footage, and distributed the result to an audience larger than Propaganda
ever reached. The series is therefore itself an instance of the thing this Part is

describing: a claim about power, carried by a channel, repeated until it be-

came the furniture of educated conversation. To treat The Century of the
Self as evidence about 1929 is to confuse a downstream popularisation with

an upstream record. The record is Tye's boxes, Murphree's newspapers,

McCann's sentence about the staged tour, Chernow's deflation, and the

pages of Propaganda in which the hedge still sits where Bernays left it.

The Freud-to-consumerism chain has a further documentary weakness that

does not depend on anyone's politics. Bernays was Freud's nephew twice

over. That kinship is a fact about a family. It is not a fact about a mecha-

nism. A man may cite his uncle, may visit him, may boast of the relation in a

market that honours European science, and still write a professional book

whose named authorities are Trotter, Le Bon, Wallas, and Lippmann. The

boast and the bibliography are two objects. Curtis organised the series

around the boast. Moloney organised a paper around the bibliography. This

Part follows the paper, not because papers are virtuous, but because the
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pages of Propaganda are the pages that exist. A polemic that needs Freud as

the engine must treat those pages as incomplete. They are not incomplete.

They are inconvenient.

Annotation. The myth has a structure, and the structure is economical. A

wartime committee becomes a unique origin. A partnership becomes a fa-

ther. A staged parade becomes a change in the nation's morals. A client's slo-

gan becomes the counsel's slogan. A fair's publicity office becomes an ex-

hibit designed by someone else. A press tour and a covert operation become

a technique. A BBC series becomes a seminar. At each step the name Bernays

absorbs a cause that the documents assign elsewhere: to Creel, to

Fleischman, to Hill, to Bel Geddes, to the CIA, to Lippmann, to the news-

papers that did not, in Murphree's sample, fall for the march. The absorp-

tion is the work of interest. Definition IX again names it. A man whose en-

deavour is determined by the sale of centrality will produce a map on which

all roads meet at his office. Eight hundred boxes, read by a reporter who was

not on the payroll, redraw the map. The roads still pass near the office.

They do not all begin there.

The myth is also a lesson in what this treatise calls, in its opening Part, the

abuse of words. The word "father" does causal work it has not earned. It

converts a participant into an origin, and an origin into a necessity: if the

craft has a father, the craft has a nature, and the nature can be taught as his.

Chernow's title, "First Among Flacks," is already a correction of paternity.

First among is a rank in a field that existed. Father of is a rank in a field that

must be invented in order to be owned. Ivy Lee from 1906, Byoir from the

same committee, Fleischman from the same office, Lippmann from the

same war and the earlier book: the field is crowded once the documents are

allowed to name more than one person. The mythology is the refusal of that

crowd.

If Propositions VII and VIII hold, the mythology is what a seller's account

looks like when it has been repeated long enough to become a curriculum.

Power is distribution: Tye's book distributed a correction through a com-
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mercial press and a newspaper review, and still lost, in the popular mind, to a

television series. The seller's account is biased: the strongest evidence in this

section is the boxes, the newspapers, and the pages that name other authors.

The weakest is the story Bernays told about himself, and the stories told by

people who had read only him. That ranking is a ranking of sources. It is not

a proof that any definition in Part I is true. It is what the sources look like

when they are ranked.
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CHAPTER 27

Le Bon, Lippmann, and the
Manufacture of Consent

Annotation. Gustave Le Bon's La Psychologie des foules was published in

1895 and in English as The Crowd: A Study of the Popular Mind in 1896.

[H] It was his most popular work. Encyclopaedia Britannica summarises its

thesis: the conscious personality of the individual in a crowd is submerged

and the collective crowd mind dominates; crowd behaviour is unanimous,

emotional, and intellectually weak. Britannica also records that the emerg-

ing profession drew on the book to persuade kings and business potentates

that they were no longer the rulers, and that the crowd, the public, was now

sovereign and must be pleased. Bernays cites Trotter and Le Bon by name in

Propaganda as men who approached the subject in a scientific manner. The

citation is not hidden. It is on the page on which he asks whether the masses

can be regimented without their knowing it. The intellectual furniture of

Chapter IV is nineteenth-century crowd theory and its early twentieth-cen-

tury elaborations, not a private discovery of 1928.

Annotation. Walter Lippmann's Public Opinion was published by Harcourt,

Brace in 1922. [H] It developed the concepts of the pseudo-environment

and the stereotype, and it is the source of the term "manufacture of con-

sent." The phrase appears in Lippmann's own text in Chapter XV, "Leaders

and the Rank and File." The passage, checked against the chapter as it stands

on disk, is this:

That the manufacture of consent is capable of great refinements no one,

I think, denies. The process by which public opinions arise is certainly

no less intricate than it has appeared in these pages, and the opportunities

for manipulation open to anyone who understands the process are plain

enough. The creation of consent is not a new art. It is a very old one
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which was supposed to have died out with the appearance of democracy.

But it has not died out. It has, in fact, improved enormously in technic,

because it is now based on analysis rather than on rule of thumb.

Lippmann continues, and the continuation is given here as paraphrase of the

same chapter, not as a second block quotation. As a result of psychological

research, coupled with the modern means of communication, the practice

of democracy has turned a corner. A revolution is taking place, infinitely

more significant than any shifting of economic power. Within the life of

the generation now in control of affairs, persuasion has become a self-con-

scious art and a regular organ of popular government. None of us begins to

understand the consequences, but it is no daring prophecy to say that the

knowledge of how to create consent will alter every political calculation

and modify every political premise. Under the impact of propaganda, not

necessarily in the sinister meaning of the word alone, the old constants of

our thinking have become variables. It is no longer possible, Lippmann

writes, to believe the original dogma of democracy, that the knowledge

needed for the management of human affairs comes up spontaneously from

the human heart.

The manufacture paragraph just quoted is Lippmann's, Chapter XV, 1922.

It is not the sentence Bernays printed in Crystallizing Public Opinion.

Crystallizing invents its own revolution sentence and garbles the persuasion

and dogma sentences; it does not quote the manufacture paragraph. The

later habit of treating "manufacture of consent" as a Bernays coinage, or as a

later radical discovery about the press, is a habit that cannot survive contact

with Chapter XV. The later habit of treating Bernays's revolution sentence

as Lippmann's is a habit that cannot survive contact with Crystallizing.

Annotation. The claim that John Dewey coined the phrase is a misattribu-

tion. [H] The phrase is in Lippmann, Chapter XV, in the sentences just

quoted. No source located for the dossier shows Dewey coining it. Dewey

did review Public Opinion in The New Republic on 3 May 1922, and he later

published The Public and Its Problems (1927), in which he rejected
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Lippmann's technocratic solution. The text of the Dewey review was not

accessible for verification. This Part therefore treats Dewey's wording as un-

confirmed. It does not treat Dewey's authorship of the phrase as an open

question. Authorship of the phrase, on the evidence of the book itself, be-

longs to the book. A review of the book cannot be the origin of a sentence

printed in the book under review. The misattribution persists because a de-

bate is easier to remember than a chapter number. The Lippmann-Dewey

debate is a convenient classroom object. Chapter XV is a set of paragraphs.

The paragraphs have the phrase. The classroom object has the fame.

Annotation. The Phantom Public (1925) argued that the public is a phan-

tom that can only intermittently intervene, and it contains the line that the

public must be put in its place […] so that each of us may live free of the

trampling and the roar of a bewildered herd. [H] The "bewildered herd" is

Lippmann's. It is not Bernays's. It belongs to a book that appeared three

years after Public Opinion and three years before Propaganda. The sequence

of publications is itself an argument against the legend of the inventor. Le

Bon in 1895 and 1896, Lippmann in 1922 and 1925, Bernays in 1923 and

1928: the dates do not support a transmission from Bernays to the others.

They support a transmission toward him.

Stuart Ewen, in PR!: A Social History of Spin (1996), captures the relation-

ship in a sentence that the later literature has found useful: what Lippmann

set out in grand, overview terms, Bernays is running through in how-to-do-it

terms. Wikipedia, drawing on published scholarship, describes Lippmann as

Bernays's unacknowledged American mentor. Unacknowledged is the cor-

rect adjective for the relationship as it appears in Propaganda, where

Lippmann is named in a list and not as a source of the book's central phrases.

Crystallizing Public Opinion is more open, because it quotes. Propaganda
is more famous, because it boasts. The boast, once separated from the quo-

tation marks, became a founding.
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Annotation. The wartime link is direct on both sides. Lippmann, like

Bernays, served the Wilson propaganda effort. [H] Cull records the service.

The two men were not, in 1917 to 1919, a theorist and a pupil working in

different worlds. They were participants in the same state's information

work, one of them already a journalist of standing, the other a theatrical

publicist whose exact rank on the committee remains, as already noted, a

one-source attribution. After the war Lippmann wrote the book that named

the manufacture of consent as an old art improved by analysis. Bernays

wrote the book that named an invisible government and offered to represent

it for a fee. The difference is the difference between a diagnosis and a

prospectus. Moloney and colleagues (2013) describe the second as a re-

branding of the first. The description fits the pages. It does not require a

conspiracy of silence. It requires a professional interest in being the man

who is cited, which is the interest Definition IX already names.

Le Bon supplied a psychology of the crowd that flattered the practitioner by

making the crowd unanimous, emotional, and weak. Lippmann supplied an

account of democracy in which symbols, stereotypes, and the manufacture

of consent were already the ordinary tools of leadership, and in which the

newspapers were already organs of that manufacture. Bernays supplied a ti-

tle, a fee structure, and a set of anecdotes. The intellectual lineage is not a de-

scent from a master of technique. It is an ascent of a salesman through other

men's analysis. The analysis remains more careful than the sales. Lippmann's

Chapter XV is a description of leaders, symbols, morale, casualty figures,

and the official's control over access to facts. It is not a promise that a coun-

sel can regiment the masses at will. Bernays's Chapter IV asks that question

and then, in the next sentence, inserts the limit. The industry, repeating

Bernays, dropped Lippmann's patience and Bernays's limit together.

What these pages illustrate about Definition VI is that the word propa-

ganda, in Lippmann as in this treatise, names an organised practice with a

collective object, not a sin. Lippmann writes of propaganda not necessarily

in the sinister meaning of the word alone. The reservation is the same reser-

vation this book's Definition VI makes by remaining silent on truth. What



109The Geometr y  of C onsent

they illustrate about Definition IX is the residual relation Ewen names: the

how-to is the interest, the overview is the source. What they illustrate about

Propositions VII and VIII, if those propositions hold, is again distribution

and the weakness of the seller's account. Lippmann's distribution in 1922

was Harcourt, Brace and the authority of a man who had already been read.

Bernays's distribution in 1928 was Liveright and the authority of a man who

had already been hired. The later curriculum assigned the phrase to the hirer.

The chapter on disk assigns it to Lippmann.
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CHAPTER 28

How Public Relations Replaced
Propaganda

Annotation. "Propaganda" had no negative charge for Bernays in 1928. He

used it in his title and defined it as necessary. The word then curdled, and its

replacement was a deliberate act of professional branding. [H] Gunderman

states it plainly: propaganda had acquired a somewhat pejorative connota-

tion, which would be further magnified during the Second World War, so

Bernays promoted the term public relations. He had been building the alter-

native vocabulary since Crystallizing Public Opinion (1923), which opened

by announcing that a new phrase had come into the language, counsel on

public relations. He coined and publicised the title. He lectured on the sub-

ject at New York University in 1923, the first such lectures at a major uni-

versity. In his last years he pressed for practitioner licensing. The

Encyclopedia of World Biography and the New York Times obituary record

the lectures and the late campaign for a licence. The rebranding is therefore

not a post-war improvisation. It is contemporaneous with the first book.

The 1928 title Propaganda is, in that light, a residual boldness, a word he

was still willing to print while the office had already begun to sell the

cleaner name. No letterhead sequence establishing the substitution has been

found for this treatise, and none has been invented.

Annotation. The professionalisation was real and partial. Public relations be-

came a distinct occupation with its own vocabulary, university teaching,

and fee structures. [H] Bernays worked to make practitioners salaried like

executives rather than retained like press agents. Tye records the fee argu-

ment in that form. A salary is a claim to belong inside the firm. A retainer is

a claim to be called when needed. The difference is status, and status is one

of the things a counsel on public relations sells. Yet acceptance of the

profession's self-description was eroded by fascism. Curt Olsen, in Public
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Relations Tactics (2005), argues that the public largely accepted Bernays's

sunny view of propaganda, an acceptance eroded by fascism in the Second

World War era, and that Bernays's language let softer terms such as education

replace harder ones such as indoctrination. The substitution of words is the

same operation as the substitution of public relations for propaganda, per-

formed one register lower. Education, public relations, counsel: each is

cleaner than the word it displaces. Each displaces a word that had begun to

name a cause the speaker no longer wished to have named.

Annotation. Public mistrust of official government presence in the media is

itself traceable to the CPI. [H] Congress wound the committee down with

visible haste in 1919. Cull notes that propaganda became, and remains, one

of the dirty words of American politics. The dirt is historical. It is not an es-

sence of the activity. The activity continued under the new name, in univer-

sities, in firms, in the Army and Navy and Treasury accounts of the next

war, and in the foreign information programme afterwards. The dirty word

and the clean word named, at the level of mechanism, the same four condi-

tions Definition VI already named: organisation, a collective object, a mul-

titude, repetition. What changed was the willingness of a paying public to

hear the old word without flinching. The flinch is an affect. The occupa-

tion is a roster of clients.

Annotation. Bernays was sour about the field he had named. In a 1991 inter-

view, quoted in the New York Times obituary of 1995, he said: "Public rela-

tions today is horrible. Any dope, any nitwit, any idiot can call him or her-

self a public relations practitioner." [H] The complaint is the complaint of a

man who had spent the last years of a long life pressing for a licence and had

not obtained a closed shop. If anyone can use the title, the title cannot sup-

port the fee that was supposed to equal a president's salary. The 1991 sen-

tence is therefore consistent with the 1923 sentence. Both are about the

phrase. The first announces that the phrase has come into the language. The

last laments that the language has not been fenced. Between them sit the

books, the campaigns, the partnership, the boxes, and the war that made the

old word dirty. The confession in the title of this Part is not a deathbed re-
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cantation of wickedness. It is the 1928 hedge, the 1991 disgust, and the long

labour of putting a clean name on an apparatus whose power was never the

name.

The documents illustrate Definition VI by showing the word propaganda

under two evaluations and one mechanism. They illustrate Definition IX by

showing a professional interest in the evaluation, not in the mechanism. A

dirty word is bad for fees. A clean word, once it is no longer scarce, is also

bad for fees. The endeavour, determined by those conditions, produces first

a rebranding and then a lament. Propositions VII and VIII, if they hold, add

nothing historical to this sequence. They add a reason to look at who

owned the channels while the words were being changed. The channels, in

1923, included a major university lecture room and a New York publisher.

The channels, in 1991, included the newspaper that would print the lament

in the obituary. The technique, in both years, was the phrase itself.
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CHAPTER 29

What the Documentary Record
Cannot Settle

This section is a feature of the inquiry, not a failure of it. A documentary

Part that converted every gap into a fact would be doing the work the mem-

oir did. The dossier on which these annotations rest ends with twelve items

that could not be verified. They are stated here as gaps. They are not filled.

They are not used as the basis of a narrative. A later researcher with better ac-

cess may close some of them. Until then they remain what they are: places

where the legend is more confident than the file.

First. Dewey's review as the origin of "manufacture of consent." The phrase

is documented in Lippmann's Public Opinion (1922), Chapter XV. The

compiler of the dossier could not access Dewey's review in The New
Republic of 3 May 1922 to check whether Dewey used the phrase. The

common attribution to Dewey appears to be a misattribution. The Dewey

text itself was not verified. This Part has treated the misattribution as a mis-

attribution on the strength of Lippmann's pages, and Dewey's wording as

unconfirmed.

Second. Bernays's role in "Reach for a Lucky instead of a sweet." The slogan

is documented as the American Tobacco Company's own advertising, asso-

ciated in the historical literature with George Washington Hill. No source

examined establishes what Bernays contributed to the sweets-versus-slim-

ming angle. The attribution of the slogan to him is a correction waiting to

be unlearned, not a fact waiting to be confirmed.

Third. Any direct Bernays involvement in Futurama. Futurama is docu-

mented as Norman Bel Geddes's design for General Motors. Bernays's docu-

mented link to the 1939 fair is as its publicity director. Direct involvement
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in the exhibit was not verified. The two facts may stand beside each other

indefinitely without becoming a third fact.

Fourth. The date and form of the 1924 Coolidge episode. Broadway per-

formers, including Al Jolson, at the White House are attested by Chernow

and Gunderman. The date 17 October 1924 and the word "pancake" were

not confirmed against the Evening Star of that day or against the body of

the Library of Congress typescript "Breakfast with Coolidge," which the

compiler could not load. The episode happened in some form. The break-

fast, as a dated and named object, remains contested.

Fifth. The claim that, with Bernays's help, Coolidge won the 1924 election.

This causal sentence, in Gunderman, is unsupported and is treated in this

Part as opinion. An election has many causes. The documents used here do

not isolate a public relations account among them.

Sixth. The year of publication of Public Relations. Wikipedia lists 1945.

Britannica and the Encyclopedia of World Biography list 1952. This Part has

not adjudicated the discrepancy and has not used the book as a load-bearing

source. A title whose year cannot be stated from concordant references is

not a foundation.

Seventh. The title "chaired the CPI Export Service." The title rests on one

source, Cull, writing for PBS. National Archives records do not name

Bernays in the administrative history of Record Group 63. The chairman-

ship is therefore a sourced claim, not an archival appointment.

Eighth. The year 1925 as the date of Bernays's American Tobacco work.

Some brief accounts refer to 1925 American Tobacco work. The verified

sources place his American Tobacco and Lucky Strike campaigns in the late

1920s, with Torches of Freedom in 1929. The earlier year is not established

in the dossier.

Ninth. The firm's name changes. No source located in the dossier docu-

ments a sequence of names for the Bernays practice. Sources call it his office

or firm, established in 1919. A history of letterheads would be a useful arti-
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cle. It is not available here, and it has not been invented.

Tenth. Goebbels as a student of Bernays. Gunderman and Chernow both re-

peat the claim, drawing on Bernays's autobiography. It has not been verified

against German-language sources or against Goebbels's diaries. An autobiog-

raphy that is already, on Tye's showing, an unreliable narrator's book is not a

sufficient source for a transmission into the propaganda ministry of the

Third Reich. The item is famous. Fame is not verification.

Eleventh. The wording of Bernays's own later claims about Torches of

Freedom. The substance, a staged event and an exaggerated effect, is sup-

ported by Murphree's peer-reviewed work. The memoir's and the inter-

views' particular wording was not checked against the primary documents,

which are held in copyright-restricted scrapbooks at the Library of

Congress. This Part has therefore not quoted those later claims as if they had

been read.

Twelfth. The day of the 1922 marriage. Tye places the matrimonial item on

the evening of 16 September. Other sources give the year only. The year is

enough for the partnership. The day is not settled.

These twelve gaps have a common shape. In each of them a later writer, or

Bernays himself, supplied a precision that the independent record does not,

in the sources examined, sustain: a coinage, a slogan, an exhibit, a breakfast,

an election, a year, a title, another year, a sequence of names, a European

pupil, a quotation, a calendar day. Precision is one of the things the trade

sells. It is also one of the things the trade performs on its own past. The cor-

rect response is not to replace one precision with another invented in the

same style. The correct response is to leave the gap visible, so that the next

reader can see where the file stops.

The twelve items also illustrate, as commentary and not as proof, the two

propositions this Part has been permitted to invoke. If power is distribution,

then several of the gaps are gaps in distribution: a review that could not be

fetched, a typescript behind a Cloudflare wall, scrapbooks closed by copy-
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right, German diaries not consulted. The limits of this dossier are material

limits. If the seller's account is biased, then the items that rest on the autobi-

ography (the pupil in Berlin, the later wording of the Easter triumph, the

centrality implied by every missing date filled in with a flourish) are exactly

the items that should have been weakest, and they are. A documentary Part

that closed those items by trusting the seller would have betrayed its own

court.

What, then, can be said, at the end of the annotations, without converting

the record into a theorem? The United States built, in 1917 to 1919, a large

official propaganda apparatus and abolished it. Ivy Lee had already been at

the work for a decade. Bernays passed through the apparatus in a role that

one historian names and the National Archives' administrative history does

not. He and Doris Fleischman opened an office. She wrote most of the re-

leases, the speeches, and the important letters. He wrote the books in which

the office became a philosophy of democracy. The books quote Lippmann

and cite Le Bon, Trotter, and Wallas. They contain a hedge, "at least up to a

certain point and within certain limits," which the later industry did not in-

herit. Some campaigns are attested as work. Some famous objects in his

vicinity were other men's work. One campaign, United Fruit in Guatemala,

is well documented, and the decisive force in that campaign was a state. Tye

read eight hundred boxes and found an unreliable narrator. Murphree read

two hundred and fifty newspapers and found a myth. Curtis made a series

that made the myth international. The word propaganda curdled. The word

public relations replaced it. In 1991 the old man said the new word had be-

come horrible.

That is the documentary residue. It is smaller than the legend and larger than

a debunking. A man sold his own power. Where the power existed it was

distribution, access to publishers, state training, and capital. The technique

was the thing he needed the buyer to want. The confession is not that he

was wicked. The confession is that he said as much himself, in the sentence

about limits, and that the sentence was not the one that was remembered.
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The geometric work of this treatise continues elsewhere. Definitions VI,

VII, and IX were not proved by 1917, and 1917 was not proved by them.

What the years 1917 to 1995 supply is a long instance of the interest named

in Definition IX, operating through the apparatus named in Definition VI,

and, in Guatemala, beside the constraint named in Definition VII. A reader

who wants a demonstration that influence creates no desire will not find it

in a press tour. He will find it in Part II. A reader who wants a measurement

of what advertisements do will not find it in an obituary's sales figures. He

will find it in Part IV. A reader who wants to know what the documents

support about Edward Bernays will find it here, in the annotations, and will

find, in the twelve gaps, the honour of a record that has not been made to

say more than it can.
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PART IV

The Industry, Audited

CHAPTER 30

The Catalogue of Nonsense

The preceding Parts established what influence is and what a technique can-
not be. This Part is the empirical warrant. It tests the prediction that follows

from Proposition I: if influence is mediated by conditions rather than carried
by techniques, then measured effects of persuasion should be small, heteroge-
neous, and highly sensitive to context, and celebrated findings should fail to
replicate once conditions are held constant. Each claim below is given the evi-
dence that can be stated from a compiled audit of the primary literature,
then one of five verdicts. This is not a moral trial. The question is not whether
the practitioners were wicked. The question is whether the power attributed to
them was theirs.

The method of this Part is simple and it is applied uniformly. A claim is

stated as it is sold. The original demonstration is named. The replication

record, the registered reports, and the meta-analyses that bear on it are re-

ported. A verdict is then issued from a closed set of five: SUPPORTED,

WEAK BUT REAL, CONTESTED, REFUTED, HOAX. Empirical

claims, which are claims about measured effects, are marked [E].

Documentary claims, which rest on archives, dated publications, and pri-
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mary testimony, are tried in their own court and are not answered with a

statistic. Deductive claims have already been proved in Parts I and II and are

not re-proved here. They are used only to say what the measurements mean.

The source of the numbers is a single compiled audit of the influence litera-

ture, prepared for this treatise in September 2026. Every citation in that au-

dit was retrieved from primary source metadata or from the primary ab-

stract. Effect sizes are quoted as the named source reported them. Where a

number could not be verified from the primary text, the audit says

UNSURE rather than supplying a plausible figure, and this Part repeats the

uncertainty. All one hundred and thirty digital object identifiers in the audit

resolve against the Crossref catalogue to the correct title and year, so the bib-

liographic layer is machine-verified. Four load-bearing numbers were then

re-checked independently against publisher metadata and matched the audit

exactly: Tannenbaum and colleagues (2015), d = 0.29 on a composite index,

127 papers, 248 independent samples, N = 27,372; Wagenmakers and col-

leagues (2016), a rating difference of 0.03 with a 95 percent confidence in-

terval from -0.11 to 0.16; Vohs and colleagues (2021), d = 0.06 with N =

3,531; and Coppock, Hill and Vavreck (2020), 49 advertisements in 59 ex-

periments on 34,000 people. Four further figures were read from the pri-

mary PDFs by the compiler of the audit and have not been independently

re-verified for this treatise: Hagger and colleagues (2016), d = 0.04; the

Open Science Collaboration (2015), a 36 percent replication rate and a

mean replication effect of r = 0.197; Sethuraman, Tellis and Briesch (2011),

short-term and long-term advertising elasticities of 0.12 and 0.24; and

DellaVigna and Linos (2022), 8.7 percentage points against 1.4. Those four

are used below with that caution attached. No other numbers are used. A

2020 Nature Communications study of Facebook political advertising,

which has circulated in summaries of this literature, does not exist, and it is

not cited.

The commercial explanation of the catalogue is postponed until the mea-

surements have been stated, because the explanation is commentary and the

measurements are the warrant. One remark is needed at the outset so that the
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reader does not mistake the arrangement for a polemic. The seller of tech-

nique is selling a theory of his own importance. That theory predicts large,

portable, easily taught effects. Proposition I predicts the opposite. The cata-

logue is the test.
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CHAPTER 31

Social and behavioural priming,
the Florida effect

As sold, words, images, or stereotypes presented outside awareness activate

mental constructs that then drive complex social behaviour. A person

primed with words related to the elderly, including the word "Florida",

walks more slowly down a hallway afterwards. The demonstration is Bargh,

Chen and Burrows (1996), three experiments on politeness and rudeness, on

hostility after African-American-face priming, and on walking speed after

elderly-stereotype priming. The third is the Florida effect. It entered text-

books, training decks, and the popular literature of automatic influence as

proof that a concealed cue can write behaviour.

The walking-speed effect did not survive contact with the original materials

under conditions that withheld the hypothesis from the experimenter.

Doyen, Klein, Pichon and Cleeremans (2012) failed to replicate it, and

found that the effect appeared only when experimenters knew the

participant's condition, which is experimenter expectancy rather than auto-

matic behaviour. [E] Harris, Coburn, Rohrer and Pashler (2013) reported

two failures to replicate high-performance-goal priming. [E] The Open

Science Collaboration (2015) replicated one hundred studies from the psy-

chological literature at large. The compiler of the audit read from that paper

a 36 percent replication rate and a mean replication effect of r = 0.197 (stan-

dard deviation 0.257), about half the mean original effect size, with 47 per-

cent of original effect sizes falling inside the replication confidence interval

and 39 percent subjectively rated as having replicated; 97 percent of the

originals had been significant. Those four figures (36 percent, r = 0.197,

and the two companion percentages just named) come from the audit's
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reading of the primary PDF and have not been independently re-verified for

this treatise. They describe the climate in which the Bargh claim was re-ex-

amined, not a direct re-run of the hallway.

The strongest counterweight is Weingarten and colleagues (2016), a meta-

analysis of incidentally presented words. [E] It found a genuine but small be-

havioural priming effect, d = 0.332 by a fixed-effect model and d = 0.352

by a random-effects model, reported as robust to publication bias. That

residue is not the Bargh claim. It is a small effect of incidentally presented

words on action, of the sort cognitive psychology has long allowed for

masked priming and related phenomena. It does not restore the picture of a

concealed stereotype writing a gait, a mood, or a social performance. The

large, single-study social priming effects of the Bargh type do not hold. A

small, largely automaticity-unrelated priming effect survives meta-analysis.

The trade sold the former and, when pressed, points to the latter as if they

were the same object.

Verdict. REFUTED. The residual priming in Weingarten, d of about 0.33,

is not the Bargh claim.
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CHAPTER 32

Money priming

As sold, exposure to money-related cues makes people more self-sufficient,

less helpful, and more accepting of market ideology. The original report is

Vohs, Mead and Goode (2006) in Science. An erratum was later issued. The

specific effect tested in the Many Labs project was currency priming, from

Caruso, Vohs, Baxter and Waytz (2013), on endorsement of free-market sys-

tems and social inequality.

[E] Klein and colleagues (2014) tested thirteen effects across thirty-six inde-

pendent samples totalling 6,344 participants. Ten replicated. Two failed:

flag priming influencing conservatism, and currency priming influencing

system justification. For currency priming the original effect size was 0.80

(95 percent confidence interval 0.05 to 1.54). The unweighted replication

effect was 0.00 (confidence interval -0.06 to 0.09). The aggregate test was t

= 0.79, p = .83. Vohs has continued to defend money priming in a 2015 re-

view; the audit saw that manuscript and did not verify its final volume and

pages, so the defence is noted and the citation is marked UNSURE. The

pre-registered multi-sample evidence is null.

The original effect was large enough to be a product. An effect of 0.00, ob-

tained across thirty-six samples, is the disappearance of the product. The

commercial literature did not wait for the second number. It had already

converted the first into a story about what money does to the soul, a story

that can be told in any room, because every room contains money or the im-

age of it.

Verdict. REFUTED. Many Labs: effect 0.00.
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CHAPTER 33

Ego depletion

As sold, willpower is a finite resource. Exerting self-control depletes it, so a

second demanding task is performed worse. The demonstration is

Baumeister, Bratslavsky, Muraven and Tice (1998). An earlier meta-analysis

by Hagger and colleagues (2010) reported a medium effect, d = 0.62. [E]

That figure travelled. It licensed a popular science of decision fatigue, glu-

cose, and the rationing of self-control, and it licensed training programmes

that promised to restore a reservoir the first paper had described.

[E] Hagger and colleagues (2016), twenty-three laboratories, total N =

2,141, standardised protocol, pre-registered, found a small effect whose con-

fidence interval included zero: d = 0.04 (95 percent confidence interval

-0.07 to 0.15). That d = 0.04 is one of the four figures read from the pri-

mary PDF by the compiler of the audit and not independently re-verified

for this treatise. [E] Vohs and colleagues (2021), independently re-checked,

ran a paradigmatic replication across thirty-six laboratories and N = 3,531.

The confirmatory test was not significant, d = 0.06 (95 percent confidence

interval -0.02 to 0.14). A Bayesian meta-analysis found the data about four

times more likely under the null than under an informed prior of d = 0.30,

the size implied by the two large prior multi-laboratory studies. An ex-

ploratory analysis without the pre-registered exclusions found a small signif-

icant effect, d = 0.08. Friese, Loschelder, Gieseler, Frankenbach and

Inzlicht (2019) set out the arguments on both sides. The discipline has not

converged on whether a nonzero residual exists.

The medium-to-large effect is gone. Point estimates across the two large reg-

istered multi-laboratory studies lie in the range d = 0.04 to 0.08, which is

trivial for any practical purpose the trade would recognise as a purpose. A

theory of a limited inner fuel, sold as the hidden governor of character, sur-

vives as a dispute about a number that cannot be distinguished from zero in
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the confirmatory tests and that becomes barely visible only when the pre-

registered exclusions are dropped. Proposition I predicted that a celebrated

finding would fail once conditions were held constant. The registered pro-

tocols held them constant. The finding failed in the form in which it had

been sold.

Verdict. CONTESTED. Point estimates d = 0.04 to 0.08.



126The Geometr y  of C onsent

CHAPTER 34

Power posing

As sold, adopting an expansive posture for a couple of minutes raises testos-

terone, lowers cortisol, increases risk tolerance, and produces a subjective

sense of power. The demonstration is Carney, Cuddy and Yap (2010). It be-

came a public product of unusual reach: a lecture, a posture, a promised

change in the body's chemistry, and therefore a promised change in the

world's reception of the person who held the posture.

[E] Ranehill and colleagues (2015) ran a sample roughly five times larger (N

= 200) and found no effect on hormones or risk tolerance. A small effect on

self-reported felt power was present. Simmons and Simonsohn (2017) ap-

plied p-curve analysis and concluded that the literature on the embodied ef-

fects lacked evidential value. Cuddy, Schultz and Fosse (2018) replied with a

p-curve over a broader postural-feedback literature and claimed clear eviden-

tial value, though their set is wider than the original claim and includes self-

reported outcomes. Carney publicly withdrew her support for the effect in

2016.

Two objects have been confused and must be separated. The hormonal and

risk-tolerance claims made the finding a technique. They are refuted. A

small effect on the subjective feeling of power remains the live question, and

it is not settled. Felt power is an affect already available to introspection. If

the posture changes a report of that affect and does not change hormones or

risk, what has been shown is closer to a mood induction than to a neuroen-

docrine intervention. The trade does not sell mood induction. It sells a

chemistry.

Verdict. CONTESTED. Hormones and risk are refuted. Felt power is

unsettled.
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CHAPTER 35

Facial feedback, the pen study

As sold, holding a pen in the teeth, which forces a smile, makes cartoons

funnier; holding it in the lips, which forces a pout, makes them less funny.

Facial expression drives emotional experience. The demonstration is Strack,

Martin and Stepper (1988). [E] The original reported a funniness-rating dif-

ference of 0.82 units on a ten-point scale.

[E] Wagenmakers and colleagues (2016), independently re-checked, col-

lected seventeen independent direct replications under one vetted protocol

and obtained a rating difference of 0.03 units (95 percent confidence inter-

val -0.11 to 0.16), which is no detectable effect of the pen manipulation. [E]

Coles, Larsen and Lench (2019), a meta-analysis of 138 studies and 286 ef-

fect sizes, found the overall effect of facial feedback significant but small,

with moderation by outcome type, the presence of emotional stimuli, and

stimulus type. Three publication-bias tests found no bias for emotional ex-

perience and did find bias for affective judgments. [E] The Many Smiles

Collaboration (Coles and colleagues, 2022), a pre-registered multi-centre

study of N = 3,878 participants across nineteen countries, found that facial

mimicry and voluntary facial action could both amplify and initiate feelings

of happiness, but that evidence was less conclusive for the unobtrusive pen-

in-mouth manipulation that started the literature.

The pen study, which is the form in which the claim was taught, does not

replicate. A broader and smaller facial-feedback effect remains in the meta-

analysis and in the multi-laboratory work on mimicry and voluntary action.

The honest statement is therefore not that the face does nothing to feeling,

and not that a concealed bit of stationery rewrites amusement. The face can

participate in an affect already under way. The participation is small, it is

sensitive to how the face is moved and to what is present to be felt, and it is

weakest in the unobtrusive trick that made the finding famous. That is a
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WEAK BUT REAL residue, and it is consistent with Proposition II: an in-

fluence that appears to create a feeling is operating on a feeling the situation

has already made available.

Verdict. WEAK BUT REAL. Wagenmakers: 0.03. The broader literature is

small.
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CHAPTER 36

Subliminal advertising, Vicary
1957

As sold, cinemas flashed "Eat Popcorn" and "Drink Coca-Cola" below the

threshold of awareness, and sales rose. Subliminal messages can make con-

sumers buy things they did not want. This is the founding myth of the hid-

den-persuader literature, and it is a documentary claim, not an empirical

one. It is answered with the documents.

James Vicary's September 1957 press conference claimed that 45,699 people

had been exposed to projections of one three-thousandth of a second, pro-

ducing a 57.5 percent rise in popcorn sales and an 18.1 percent rise in Coca-

Cola sales. In a 1962 television interview with Fred Danzig for Advertising
Age, Vicary admitted that the study was "a gimmick" and that the amount

of data was "too small to be meaningful." Stuart Rogers (1992) interviewed

staff at the theatre and reported the manager saying no such test was ever

run. The Federal Communications Commission issued a policy statement

in 1974 declaring subliminal advertising techniques contrary to the public

interest. Moore (1982) and Pratkanis (1992) reviewed the academic case and

concluded that the evidence for subliminal advertising did not support the

popular claims. The Pratkanis citation could not be verified from a primary

source at the level of volume and pages; the audit marks it UNSURE on

those details and not on the existence of the review.

The modern scientific claim is a different object and is tried in the empirical

court. Subliminal perception as a phenomenon is real and is standard in cog-

nitive psychology. Masked priming is not in dispute. The narrow advertis-

ing claim is much weaker. [E] Karremans, Stroebe and Claus (2006) found

that subliminal brand priming affected choice only among participants who
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were already thirsty. [E] Verwijmeren, Karremans, Stroebe and Wigboldus

(2011) found effects only on habitual choices. Subliminal cues appear able

to bias actions a person is already prepared to take, not to create new wants.

The founding claim is a HOAX on the author's own admission. The mod-

ern advertising claim is REFUTED as a claim about persuasion and real but

narrow as a claim about perception. The narrow remainder is a confirma-

tion of Proposition II, and it is as clean a confirmation as the empirical liter-

ature supplies. Influence operates on an affect already present. The thirsty

person can be biased toward a brand. The person who is not thirsty cannot

be made thirsty by a frame of film he cannot see. The trade sold the manu-

facture of wanting. The laboratory, on the only occasions when it found

anything, found selection among wants that were already in force.

Verdict. HOAX (the 1957 claim). Modern subliminal advertising: real only

for the already thirsty and the habitual, which confirms Proposition II.
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CHAPTER 37

Neuro-linguistic programming
and eye-accessing cues

As sold, people have a dominant representational system, visual, auditory, or

kinaesthetic. Eye movements reveal which system is in use. Matching a

person's representational language and behaviour builds rapport and allows

persuasion. The package has been a commercial curriculum for decades. It

has certificates, levels, and a vocabulary that sounds like a science.

Witkowski (2010) reviewed the research database and concluded that the

core claims, including eye-accessing cues and representational systems, are

not supported. [E] Sturt and colleagues (2012) screened 1,451 papers, found

only ten that met inclusion criteria, judged them at high risk of bias, and

concluded that there is little evidence that NLP interventions improve

health-related outcomes. Eye-accessing cues specifically have not been vali-

dated as indicators of representational systems.

Rapport-relevant behaviour has an independent literature. Behavioural

mimicry, postural accommodation, and warmth signalling can affect liking

and compliance in some settings. That evidence is about rapport and non-

verbal synchrony as general social processes. It is not about NLP. It does not

validate the package, which is the unit that is actually sold. The trade's

method, here as elsewhere, is to attach a proprietary name to a common-

place, to add a diagnostic that does not diagnose, and to sell the resulting

bundle as a technology. When the diagnostic fails, the commonplace is of-

fered as the residue, as if the buyer had purchased the commonplace.

Verdict. REFUTED.
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CHAPTER 38

The Mehrabian 7-38-55 statistic

As sold, in all communication 7 percent of meaning comes from words, 38

percent from tone of voice, and 55 percent from body language. What one

says does not matter. How one says it does. The statistic is printed on slides,

repeated in training rooms, and used to licence a contempt for argument.

What was measured is not what is sold. Mehrabian and Wiener (1967) and

Mehrabian and Ferris (1967) gave participants a narrow task. Listeners heard

single spoken words, for example "dear", "honey", "maybe", delivered in

tones communicating positive, neutral, or negative attitudes, and saw faces

expressing positive, neutral, or negative attitudes. The channels were delib-

erately set in conflict. Listeners judged the speaker's attitude from the chan-

nels, and the relative weights were computed from those judgments. The

sample was small and drawn from a university population. The 7 / 38 / 55

split describes how much weight listeners gave each channel when the chan-

nels disagreed about a single word carrying an attitude about the speaker's

feelings.

The generalisation is invalid for reasons internal to the study. The result was

about the communication of feeling and attitude, not about information

transfer of any kind, and it applied specifically to inconsistent, single-word

messages. Mehrabian himself stated that the formula applies only when the

communicator is expressing feelings or attitudes and the channels conflict,

and that it must not be generalised to other communication. Applying it to

persuasion, argument, or instructions is not supported by the study. The

statistic, as sold, is a false description of a real and narrow experiment. The

false description is the merchandise. The narrow experiment would not

have sold a course.

Verdict. REFUTED. A narrow, inconsistent, single-word attitude task was

rewritten as a law of all speech.
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CHAPTER 39

Dark psychology, the forty-eight
laws, and the art of reading
anyone

A neighbouring shelf holds a literature that does not present itself as a labo-

ratory science and should not be tried as one. Books on dark psychology, on

forty-eight laws of power, and on how to read anyone offer catalogues of

stratagems, historical anecdotes, and promised diagnostics of motive from

face, posture, or speech. The audit that supplies the numbers in this Part did

not find a replicable scientific object here. No registered multi-laboratory

test of a "dark psychology" construct appears in that file. No meta-analysis

of the forty-eight laws appears in it. No validated instrument for reading

anyone, in the sense the covers promise, appears in it. This Part therefore in-

vents no studies about them, assigns them no effect size, and does not pre-

tend that the absence of a number is a number.

The correct verdict is not REFUTED, because refutation requires a claim

stated with enough precision to be false. It is not HOAX, because hoax re-

quires a fabrication of evidence rather than a fabrication of genre. It is un-

measured. The literature is commercial. It has the form of a technique book

and the epistemology of a jestbook: a story is told, a maxim is extracted, the

maxim is offered as a law. Proposition I already says why such a literature

cannot converge. A technique, considered apart from conditions, is not a

cause. A catalogue of techniques, considered apart from conditions, is a cat-

alogue of scenes. Scenes can be multiplied without limit. That is why the

shelf grows and why nothing on it is retired by a later volume.

What can be said without inventing evidence is only this. In so far as these

books repeat claims already tried above, priming, depletion, posing, sublim-

inal influence, NLP, the Mehrabian split, they inherit the verdicts already is-
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sued. In so far as they offer maxims unattached to a protocol, they are not

scientific claims. The seller is still selling a theory of his own importance.

He is selling it without the inconvenience of a method section.

Verdict. Unmeasured. Not a scientific claim. The audit found no replicable

scientific object here.
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CHAPTER 40

The Stanford Prison Experiment

As sold, situational roles, not disposition, produce cruelty. Ordinary young

men, assigned at random to the parts of guard and prisoner, become their

parts. The demonstration is Haney, Banks and Zimbardo (1973),

"Interpersonal dynamics in a simulated prison." The citation is the standard

one. The journal is not indexed in Crossref, so the audit could not machine-

verify the pages. The study is the textbook case of the situation's power, and

it has been used for fifty years as if it were an experiment whose result was

cruelty.

This claim is documentary. It is not answered with a replication rate. Blum

(2018) reported archive documents and participant interviews showing that

guards were coached, that the celebrated prisoner breakdown was per-

formed (Douglas Korpi has said he was acting), and that Zimbardo's staff in-

tervened in ways the published account did not describe. A name sometimes

attached to the coaching allegations could not be verified as a publication

and is not used here. Le Texier (2019) worked directly from the Stanford ar-

chives and from interviews with fifteen participants. He documents a biased

and incomplete data collection, precise instructions to the guards about

how to treat the prisoners, that the guards were not told they were subjects,

that participants were almost never fully immersed in the situation, and that

the design drew on a prison simulation devised and run by students in one of

Zimbardo's classes three months earlier.

A separate experimental critique, Reicher and Haslam's (2006) BBC Prison

Study, ran a comparable setting and produced the opposite result: partici-

pants rejected the imposed roles and formed a collective against the guards.

[E] That opposite result is not a statistical refutation of a historical claim. It

is a demonstration that the same theatrical materials, under different instruc-

tions and a different investigator, do not yield the textbook cruelty. The
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archival work is what refutes the original as a report of what happened. The

BBC study is what shows that the situation, once deprived of the coaching,

does not do what the legend says situations do.

The legend required a clean demonstration that a role writes a character.

What the archives show is an investigator writing a role, then writing the re-

port. Recorded here because the industry cites it as evidence that such con-

ditions overpower persons. The conditions that overpowered the prisoners

included the investigator.

Verdict. REFUTED. Le Texier, Blum; the BBC Prison Study produced the

opposite result.
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CHAPTER 41

Milgram's obedience studies

The original is Milgram (1963), with the 1974 book. [E] In the baseline

condition, 65 percent of participants continued to the maximum 450 volts.

That is a large effect, and this Part does not pretend otherwise. The question

is not whether people shocked a stranger when a man in a grey coat told

them to continue. Many of them did. The question is what that fact is an in-

stance of.

[E] Burger (2009) ran seventy adults to 150 volts and then stopped. Because

79 percent of Milgram's participants who passed 150 volts continued to the

end, obedience rates could be estimated. Burger found that 70 percent of

participants went past the 150-volt point, only slightly below Milgram's

comparable rate of about 82.5 percent at that point. A defiant confederate

did not reduce obedience. Men and women did not differ. Commentaries

by Miller (2009) and Elms (2009) noted that the ethical modifications re-

moved much of what made the original psychologically interesting. The

partial modern replication supports the existence of the effect under the

truncated protocol.

The interpretation is another matter, and it is tried in the documentary and

rhetorical court that the transcripts make available. Packer (2008), in a

meta-analytic review of systematic disobedience, found average obedience

to 450 volts across conditions of about 43 percent, with variation largely

explained by the experimenter's proximity rather than by the victim's. [E]

Gibson (2013, 2014, and the 2019 book Arguing, Obeying and Defying) ar-

gues from the transcripts that participants were not blindly obeying: many

were sceptical, resisted, argued, and negotiated, and the label "obedience"

was the experimenter's, not the participants'. A citation of Gibson (2019) as

a Journal of Social Issues article is a conflation; the 2019 work is the book.
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Perry, Brannigan, Wanner and Stam (2020) use an unpublished Milgram test

to show that participants who doubted the shocks were more likely to

disobey.

The best current estimate in the audit is that, in the baseline paradigm,

roughly 60 to 70 percent of participants will continue to the maximum

when a legitimate-seeming authority insists, so the effect is real and large.

The classic interpretation, blind destructive obedience, is contested by

archival work showing that participants acted as active, mostly reluctant,

and often sceptical participants in a social situation. Authority, in the sense

the trade requires, is a portable lever. What the record shows is a situation of

unusual force: a laboratory, a coat, a script, a proximity, and a doubt that,

when it is present, predicts refusal. That is consistent with Proposition I.

The technique is not the coat. The coat is a condition, and the condition

includes the participant's belief that the shocks are real.

Verdict. CONTESTED. The effect is real and large. The blind-obedience

interpretation is disputed.
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CHAPTER 42

Asch's conformity experiments

The originals are Asch (1951) and Asch (1956). [E] On the critical trials,

roughly one third of responses conformed to the obviously wrong unani-

mous majority. About 75 percent of participants conformed at least once,

which means about a quarter never conformed on any critical trial, and only

a small minority conformed on nearly every trial. The audit treats those di-

rectional figures as standard and well documented, and notes that the com-

piler could not re-read the 1956 monograph to quote per-condition percent-

ages exactly. Per-condition figures should be checked against the mono-

graph before being printed as more precise than they are here.

The structure of the effect is the finding. Asch varied the number of con-

federates. Conformity rises steeply as the majority grows from one to about

three and then levels off. Adding more confederates beyond that does little.

Introducing a single dissenting ally collapses conformity dramatically. The

unanimous majority, not group size as such, carries the effect. Participants

also reported substantial distress and private doubt, and many who did not

conform were not indifferent to the group. Bond and Smith (1996) meta-

analysed the Asch-type literature and found lower conformity than Asch's

original, a decline over time in the United States, and higher conformity in

collectivist countries. The audit verified those qualitative findings and did

not retrieve a mean percentage from the abstract, so no mean rate is quoted.

Hodges and Geyer (2006) argue that most participants were resisting a ma-

jority they judged arbitrary or incompetent, rather than surrendering their

perception.

This is a SUPPORTED effect with a structure, and the structure is what the

trade omits. An ally collapses it. A majority of one or two is weak. A major-

ity beyond three adds little. Private doubt is common. A quarter never yield.

The effect is not the dissolution of the person in the group. It is a measur-
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able displacement of judgment under a unanimous and immediate social

condition, limited by the presence of a single other mind that does not join

the error. Axiom IX already said that we are affected by the affects we con-

ceive in those like ourselves. Asch measured one consequence of that fact, in

a line-judgment task, and measured also the condition that undoes it. The

industry cites the third of critical responses and does not cite the ally.

Verdict. SUPPORTED, with structure. An ally collapses it. About one

third of critical responses conform.

The catalogue is a set of claims that share a commercial shape. Each offered

a portable cause: a word, a posture, a pen, a glance, a percentage, a role, a

coat, a majority. Each, when the conditions were specified or held constant,

either vanished, shrank to a residue that is not the thing sold, or survived

only with a structure that makes it unusable as a secret. That is what

Proposition I said would happen. The next section examines the one taxon-

omy in the popular literature that was built from real findings rather than

from a single demonstration, and asks whether its six names are six laws.
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CHAPTER 43

Cialdini's Six Principles

Cialdini (1984; revised 2007), Influence: The Psychology of Persuasion, lists

reciprocity, commitment and consistency, social proof, authority, liking,

and scarcity. The principles are real research findings with different evi-

dence weights. They are not six equal laws. The differences matter, and flat-

tening them into a hexagon is the commercial operation performed on a

body of work that is better than the hexagon.

Reciprocity is supported, and it is strongest when the gift carries real cost.

[E] Regan (1971) showed that an unsolicited favour increased compliance.

[E] Falk (2007), in a large field experiment, found that larger gifts produced

larger compliance, and that the effect was strongest when the gift was large

relative to the ask. The effect is not symmetric. Trivial gifts produce weak

effects. This is the opposite of the training-room version, in which a mint or

a compliment is credited with the power of a gift. A mint is cheap. A cheap

gift is a weak cause. The principle that survives is not "give something, re-

ceive something." It is that a costly, unsolicited transfer can move compli-

ance, and that the motion scales with the cost relative to the ask. Cost is a

change of condition. The technique, if the word is still wanted, is the cost.

Commitment and consistency are supported and moderate. Freedman

and Fraser (1966) demonstrated the foot-in-the-door. Burger (1999) re-

viewed it and confirmed the effect with modest effect sizes and clear bound-

ary conditions. The audit does not quote a single summary d for this family,

and this Part does not invent one. What can be said is qualitative and is al-

ready enough to discipline the trade: a small prior assent can raise the proba-

bility of a larger later assent, the rise is not large, and it fails under conditions

the reviews name. A person is not trapped by a signature. A person who has
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already acted in a direction is somewhat more likely to act in that direction

again. Custom, in the sense of Definition XI, is the longer name of the same

fact. Repetition and a prior act are conditions. They are not spells.

Social proof is supported and domain-limited to ambiguity. [E] Cialdini,

Reno and Kallgren (1990) show that descriptive norms guide behaviour

when they are made salient. The effect is strongest when the situation is am-

biguous and the comparison others are similar. Descriptive norms can also

backfire when the message advertises how common the undesirable behav-

iour is. The trade cites the hotel towel and the crowded restaurant and does

not cite the backfire. Social proof is not a general solvent. It is a guide used

under uncertainty, by people looking at people like themselves, and it can

increase the very conduct it was meant to reduce when it is phrased as a cen-

sus of vice. Ambiguity is the condition. Remove the ambiguity and the

proof loses its office.

Authority is the weakest of the six outside Milgram's paradigm. [E]

Hofling, Brotzman, Dalrymple, Graves and Pierce (1966) reported that

nurses complied with an unknown physician's overdose order. Rank and

Jacobson (1977) failed to replicate that finding with a better design.

Authority compliance in the Milgram paradigm is well documented and has

been treated above. The broader authority principle, the idea that a title, a

uniform, or an expert's manner is a portable cause of compliance in ordinary

settings, rests on weaker footing. The trade needs the portable cause. The

record supplies a laboratory of unusual force and a hospital study that did

not come back.

Liking is supported but small and easily confounded. Similarity, praise, and

familiarity increase compliance. The effects are typically small and often en-

tangled with reciprocity and commitment. A person is somewhat more

moved by a person he already regards with pleasure. Axiom IX said this be-

fore the compliance literature measured it. The measurement did not dis-
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cover a lever. It rediscovered imitation of affect and the endeavour to do

what we conceive others to regard with pleasure. The lever, as sold, is a smile

and a shared town. The cause is the affect already binding the two.

Scarcity is supported, partly through reactance. Brehm (1966) and Brock

(1968) predicted, and Worchel, Lee and Adewole (1975) showed, that

scarce objects are valued more highly. [E] The effect is real and is moderated

by whether scarcity signals popularity or a threat to freedom. Scarcity is

therefore two different conditions under one name. When it signals that

others want the thing, it is social proof in another dress. When it signals that

a freedom is about to close, it is reactance, which is an affect already present:

the endeavour to persist, directed at an action that is being removed. In nei-

ther dress is scarcity a technique for creating desire. It is a change in the avail-

ability of an object toward which desire already points, or a threat to an ac-

tion already in the person's power.

The six principles, taken together, are a SUPPORTED taxonomy whose

members are unequally evidenced. Authority and liking are the weak links.

Reciprocity is strongest when the gift is costly. Commitment is moderate.

Social proof is limited to ambiguity and can reverse. Scarcity is real and is

not one thing. The honest use of the list is as names for conditions under

which already-present affects are more likely to issue in compliance. The

commercial use is as six laws a practitioner applies. A law a practitioner ap-

plies is a technique. A condition a situation supplies is a cause. Cialdini's

better chapters describe conditions. The hexagon on the slide describes a

practitioner.

Verdict. SUPPORTED as an unequal taxonomy. Do not flatten them into

six laws.
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CHAPTER 44

What Survives Measurement

The residue is smaller than the literature and larger than nothing. It has a

shape, and the shape is the shape Proposition I predicted: small effects, high

heterogeneity, sensitivity to context, and a handful of robust displacements

that do not create desire.

Mere exposure. Zajonc (1968) is the original. Bornstein (1989) meta-ana-

lysed 208 experiments and found a robust positive effect, commonly re-

ported as averaging about r = .26, larger for stimuli presented without

awareness and following an inverted-U relationship with exposure fre-

quency. The audit could not read that r = .26 from the primary abstract. It

is widely reported in secondary sources and is marked UNSURE as to the

exact value. What is not unsure is the direction and the existence of the liter-

ature: repeated exposure to a stimulus tends to increase liking for it, with

limits, and the effect is one of the older findings in social psychology.

Repetition is expensive. It requires access to a channel. Definition XI al-

ready named the disposition that repetition produces. Mere exposure is the

laboratory name of a fact about custom. It is not a secret, and it does not

work once. The trade prefers secrets that work once.

Defaults. Johnson and Goldstein (2003) popularised the organ-donation

comparison showing that opt-out countries have far higher consent rates

than opt-in countries. Jachimowicz, Duncan, Weber and Johnson (2019)

meta-analysed default effects and found a reliable average effect with very

high heterogeneity. The audit verified the citation and not the numeric aver-

age, so no summary d is quoted for that meta-analysis. Counter-evidence on

the donation case specifically: Abadie and Gay (2006) found that presumed

consent did raise donation but by less than the raw cross-national gap im-

plies, and Arshad, Anderson and Sharif (2014), a panel study of opt-in and

opt-out systems, found no consistent mortality or transplantation advantage



145The Geometr y  of C onsent

for opt-out systems after controlling for other factors. Defaults are potent.

Their measured size depends heavily on context and on what is being com-

pared. The raw organ-donation gap, which is the form in which the public

knows the finding, overstates what a change of default can be shown to do

once other differences among countries are admitted. A default is a change

of condition. It is among the strongest changes of condition the applied lit-

erature possesses. It is also among the least portable, because what a default

does depends on what the alternative requires, on what the person already

wants, and on what else differs between the settings being compared. The

trade cites the gap. The papers that stay with the gap after controls are fewer.

Framing. Tversky and Kahneman (1981) is the original demonstration of

gain-versus-loss framing. [E] Klein and colleagues (2014) replicated it in the

Many Labs project: original effect size 1.13 (95 percent confidence interval

0.89 to 1.37), replication 0.62 (confidence interval 0.52 to 0.71), with 86

percent of samples in the same direction. The effect replicated and it shrank.

Walasek, Mullett and Stewart (2024) found that loss aversion in risky

choice is considerably smaller than the standard coefficient usually as-

sumed. The audit verified that article and did not read the abstract, so the

claim of a smaller coefficient is drawn from the paper's title and topic rather

than from a quoted figure. The magnitude is UNSURE. The direction of

the correction is not: the effect is real and has been routinely overstated.

Framing is a description of an already-present prospect under one of two as-

pects. It does not install a prospect. It names the one that is already there in

the language of gain or in the language of loss, and the naming moves the

rate at which the prospect is accepted. The replication preserved the direc-

tion and halved the size. That is the pattern this Part was told to expect.

Anchoring. Tversky and Kahneman (1974) is the original. [E] Klein and col-

leagues (2014) tested four anchoring effects. All four replicated strongly and

in the same direction across all thirty-six samples, with aggregate test statis-

tics such as t = 90.49 and t = 83.66, all p < .001. Anchoring is among the

most robust effects in the entire audit. It is also among the most frequently

misunderstood. An anchor shifts a number. It does not create a desire. A
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person who is already going to name a price, a year, or a quantity can be

moved toward a number that has been placed in the environment. A person

who has no business with that quantity is not given a business by the num-

ber. The trade treats anchoring as a method for producing want. The experi-

ments treat it as a method for displacing an estimate. Proposition II is not

threatened by a robust anchor. It is illustrated by one. The most reliable

technique in the file is not a technique for manufacturing appetite. It is a

technique for sliding a figure along a line the person was already on.

Fear appeals. Tannenbaum and colleagues (2015), independently re-

checked: 127 articles, 248 independent samples, N = 27,372. [E] The aver-

age effect on the composite attitude, intention, and behaviour index was d =

0.29. Effectiveness increased when the message included efficacy state-

ments, depicted high susceptibility and severity, and recommended one-

time behaviours. The authors found no circumstances in which fear appeals

backfired. This is a real effect of moderate smallness. It is not the omnipo-

tence of fright, and it is not the futility of fright. Fear is an affect. A message

that presents an object as dangerous, and that also presents an action as avail-

able and useful, can move the composite of attitude, intention, and behav-

iour by about three tenths of a standard deviation in the literatures assem-

bled under that review. Efficacy is part of the cause. A fear without an ac-

tion is a different object. Axiom VII said that an emotion is displaced only

by a stronger contrary emotion. A fear appeal that works is not information

defeating fear. It is one affect, fear plus a usable hope, organised as a message,

competing with the affects that were already governing the person. The d =

0.29 is the measured size of that competition in the papers that met the

review's rules.

Moral-emotional language. [E] Brady, Wills, Jost, Tucker and Van Bavel

(2017), across 563,312 social-media messages on three polarising issues,

found that each additional moral-emotional word was associated with a 20

percent increase in diffusion, stronger within ideological networks than

across them. This is a large-sample observational association, not an experi-

mental effect. It says that moral-emotional language travels farther in the
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networks already organised to receive it. It does not say that a moral-emo-

tional word creates a faction, a vote, or a desire. Diffusion is not persuasion.

A message that moves farther inside a camp is a fact about the camp and

about the words that the camp already treats as tokens of membership. The

20 percent is not a small number for a diffusion study. It is not a number

about changing anyone's mind.

Nudges. The applied literature's favourite remainder must be stated twice,

because the unadjusted figure and the corrected figure have been sold as if

they were one finding. [E] Mertens, Herberz, Hahnel and Brosch (2022),

over 200 studies and 450 effect sizes (N = 2,149,683), reported an overall d

= 0.45 (95 percent confidence interval 0.39 to 0.52), with moderate publi-

cation bias acknowledged. [E] Maier, Bartos, Stanley, Shanks, Harris and

Wagenmakers (2022), reanalysing the same data with robust Bayesian publi-

cation-bias correction, found that the unadjusted combined estimate of d =

0.43 fell to d = 0.04 (95 percent credible interval 0.00 to 0.14), with a Bayes

factor of 41.23 in favour of the null. The two d's, 0.45 and 0.43, are close

enough that the correction is not a dispute about which unadjusted paper to

believe. It is a dispute about what the file of papers is worth after the file's

own bias is modelled.

[E] DellaVigna and Linos (2022) compared 26 academic nudge papers with

126 trials run by two government nudge units. Academic studies averaged

an 8.7 percentage-point take-up increase (standard error 2.5). Nudge-unit

trials averaged 1.4 points (standard error 0.3). Those two figures, 8.7 against

1.4, were read from the primary PDF by the compiler of the audit and have

not been independently re-verified for this treatise. They are used here with

that clause attached. The gap is the gap between a literature and a practice.

The literature selected, published, and taught the 8.7. The units that run the

trials as a matter of government routine obtained 1.4. Benartzi and col-

leagues (2017) argued that nudges are often more cost-effective than tradi-

tional tools. That cost-effectiveness argument can survive a small effect, be-
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cause a cheap small effect may still be cheaper than a dear large one. The av-

erage effect size behind the 2017 framing is far smaller than that framing

implied.

Nudges, then, are the qualified case among the survivors. Something in the

file is real. After publication-bias correction the combined estimate is d =

0.04, the same order as the registered ego-depletion residuals, and the gov-

ernment units' average is 1.4 percentage points. A default, which is a nudge

of a particular material kind, can be potent and is highly heterogeneous. A

catalogue of nudges, treated as a portable toolkit, shrinks toward nothing

once the file is corrected and once the trials leave the academy. This is

Proposition I in administrative dress. The condition (a default, a form, a

pre-ticked box) can be a real cause. The toolkit, considered as a set of tech-

niques a unit applies, does not carry the effect the academic abstracts

advertised.

What survives measurement is therefore not a secret and not a void. Mere ex-

posure is real and is repetition. Defaults are real, potent, and overstated in

their most famous comparison. Framing replicates smaller. Anchoring is ro-

bust and does not create desire. Fear appeals, at d = 0.29, are a moderate

small effect when efficacy is part of the message. Moral-emotional language

diffuses, observationally, by 20 percent per additional word, inside camps.

Nudges collapse from an unadjusted d = 0.43 to d = 0.04 after the correc-

tion Maier and colleagues applied, and from 8.7 percentage points in aca-

demic papers to 1.4 in nudge-unit trials, on the audit's reading of DellaVigna

and Linos. The residue is conditions, repetition, access, and already-present

affect. It is not a technique.

Verdict. SUPPORTED, with nudges the qualified case: real but small.
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CHAPTER 45

Advertising and Political
Persuasion

The trade's largest market is not a seminar on priming. It is advertising, and,

in election years, political advertising. If Proposition I is wrong, this is

where the wrongness should be most expensive, because this is where the

spend is. The verdict is WEAK BUT REAL. The effects are not zero. They

are small, noisy, and, in the political case, small across the cuts that were sup-

posed to hide a large effect.

Advertising elasticity. Sethuraman, Tellis and Briesch (2011) meta-analysed

751 short-term and 402 long-term brand advertising elasticities from 56

studies published between 1960 and 2008. The average short-term advertis-

ing elasticity is 0.12, substantially below the prior meta-analytic mean of

0.22, and had declined over time. The mean long-term elasticity is 0.24. An

elasticity of 0.12 means a 10 percent increase in advertising buys roughly a

1.2 percent increase in sales. Those elasticities, 0.12 and 0.24, were read

from the primary PDF by the compiler of the audit and have not been inde-

pendently re-verified for this treatise. They are used with that caution. Even

on that reading, the short-term return is a weak instrument. An increment of

0.12 percent of sales per percent of advertising is not the power the

industry's own presentation of itself requires. It is a measurable association

between spend and sales, averaged across half a century of studies, smaller

than an earlier average, and falling. Long-term elasticity is larger, as would be

expected if repetition and custom, rather than a single insertion, carry what

carry there is.

Field-experiment returns. [E] Lewis and Rao (2015), twenty-five large field

experiments covering about 2.8 million dollars in digital advertising spend,

found that the median confidence interval on return on investment is over

100 percentage points wide. The measurement problem is so severe that
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most realistic advertising effects cannot be statistically distinguished from

zero at normal sample sizes. This is not a finding that advertising does noth-

ing. It is a finding that the thing advertising does, if it does it, is smaller than

the noise in which it is measured, for spends of the size those experiments

used. An industry that cannot distinguish its effect from zero in its own

field experiments is an industry that sells attribution in place of demonstra-

tion. The attribution is a story about which click caused which sale. The

demonstration would be a confidence interval that closed. The interval

does not close.

The intention-behaviour gap. [E] Webb and Sheeran (2006) found that a

medium-to-large change in intention (d = 0.66) produced only a small-to-

medium change in behaviour (d = 0.36). The correlation between intention

and behaviour in this literature is approximately r = .36. Persuading some-

one to intend is not the same as persuading someone to act. The industry

measures what it can measure. Intention is cheap to collect. Behaviour is ex-

pensive. A campaign that moves a survey item by a detectable amount has

not moved the act, and the act is the thing that was paid for. The r = .36 is

the empirical form of a fact Spinoza stated without a correlation: an idea of

an action is not the action, and an affect is not displaced by a true proposi-

tion about what would be better.

Political advertising. Coppock, Hill and Vavreck (2020), independently re-

checked, tested 49 real campaign advertisements in 59 experiments on

about 34,000 people during the 2016 United States election. [E] They

found small average effects on candidate favourability and vote, and, criti-

cally, that these small effects were not hiding substantial heterogeneity.

Effects were similarly small across sender (candidate or group), receiver par-

tisanship, content type, and context (battleground or not, primary or gen-

eral). The usual rescue of a small average is the claim that the average con-

ceals a large effect for the right message, the right voter, or the right state.

That rescue is what this design was built to test. The rescue failed. The ef-

fects were small in the cuts as well as in the mean.



151The Geometr y  of C onsent

[E] Coppock, Green and Porter (2022) found that a saturated digital adver-

tising campaign moved Democratic vote share by -0.04 percentage points

(standard error 0.85). The point estimate has the wrong sign for a persua-

sion story and an interval that includes a great deal of nothing. [E] Allcott,

Gentzkow and colleagues (2025/2026), in Nature Human Behaviour and

as NBER Working Paper 33818, ran a field experiment with more than

60,000 participants that removed all political ads from Facebook and

Instagram for the six weeks before the 2020 United States election and

found no detectable effects on political knowledge, affective polarisation,

perceived legitimacy of the election, or participation. There is no 2020

Nature Communications study of Facebook political advertising to cite in

place of this, or in addition to it. The verified equivalents are this field ex-

periment and Coppock, Hill and Vavreck (2020). Removing the channel

that the popular account treats as a mind-writing machine did not write a

detectable change in the outcomes that account names.

Microtargeting. Tappin, Wittenberg, Hewitt, Berinsky and Rand (2023) is

the study usually cited for the sentence "targeting adds nothing." The result

is more nuanced than that sentence. [E] In the first study, where all messages

aimed to move the same policy attitude, their microtargeting strategy out-

performed alternatives by an average of 70 percent or more. Targeting on

more than one covariate produced no additional gain, and the advantage

was visible for only one of the two policy issues. In the second study, where

the strategy was used to determine which attitude to target, the advantage

was more limited. The defensible summary is that microtargeting can help

within a single well-defined messaging task and has not been shown to de-

liver the large, general persuasive advantage that its vendors claimed. It is not

"adds nothing." It is not the vendor fantasy. It is a bounded increment on a

task already specified, vanishing when the specification is itself placed in the

algorithm's hands, and appearing on one issue rather than on both.

Selection, again: the tool is better when the desire to be moved, and the ob-

ject toward which it is to be moved, have already been supplied.
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Cambridge Analytica. As sold, the firm had built psychographic profiles of

tens of millions of voters from Facebook data, could identify persuadable

individuals, and could target them with advertising tailored to their person-

ality in ways that shaped the 2016 United States election and the Brexit ref-

erendum. It also claimed work on campaigns in Kenya, Nigeria, and else-

where. The academic foundation for psychological targeting is two PNAS
papers, and they do not carry the election claim. [E] Kosinski, Stillwell and

Graepel (2013) showed that Facebook Likes predict sensitive attributes

with high accuracy: 88 percent for male sexual orientation, 95 percent for

ethnicity, and 85 percent for political party. Prediction is not persuasion.

The paper showed that attributes are predictable. [E] Matz, Kosinski, Nave

and Stillwell (2017) ran three field experiments reaching over 3.5 million

people and found that appeals matched to extraversion or openness pro-

duced up to 40 percent more clicks and up to 50 percent more purchases

than mismatched or unpersonalised appeals. Even this supportive result is

about clicks and purchases in commercial advertising, not vote choice, and

it drew published critiques in PNAS. Prichard (2021) reviews the psycho-

metric basis and the role academic personality research played in enabling

the firm's claims.

The firm filed for bankruptcy and ceased operations in May 2018 after the

Facebook data-harvesting scandal. No peer-reviewed evidence was ever pub-

lished showing that its psychographic targeting changed vote choice or elec-

tion outcomes. The strongest independent estimates of what microtargeting

can plausibly achieve are the small and context-dependent returns reported

by Tappin and colleagues (2023) and the near-null effects of political adver-

tising in Coppock, Hill and Vavreck (2020) and in Allcott, Gentzkow and

colleagues (2025/2026). The gap between the public claims and the evi-

dence is very large. Cambridge Analytica is REFUTED as a claim about

changing elections. What is not refuted, because it was shown, is that likes

predict attributes, and that personality-matched commercial appeals can

raise clicks and purchases. The trade collapsed those three objects into one

story. The story was about votes.
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The advertising and political file is the industrial form of the catalogue.

Short-term elasticity 0.12, on the audit's reading of Sethuraman.

Measurement so noisy, in Lewis and Rao, that most effects cannot be distin-

guished from zero. Intention to behaviour about r = .36. Political advertise-

ments small in every cut. Saturated digital ads at -0.04 percentage points.

Removal of Facebook and Instagram political ads without a detectable ef-

fect on the outcomes named. Microtargeting a nuance, not a revolution.

Cambridge Analytica a refuted election claim built on a real prediction pa-

per and a real click paper. Weak, but real. Real, but not the power that was

invoiced.

Verdict. WEAK BUT REAL. Cambridge Analytica, as an election claim:

REFUTED.
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CHAPTER 46

The Commercial Explanation

The measurements are now on the table. The commentary that follows is

not a fifteenth verdict. It is the account of why a literature of this shape was

to be expected, given Proposition I and Definition IX. By Definition IX,

the interest of an agent is the direction of its endeavour as determined by its

actual conditions. A merchant who tells you that his goods are potent has

told you about his situation. The seller of technique is in a situation that re-

quires the belief that technique works. His income, his status, and the intel-

ligibility of his working day are all functions of that belief. He is not re-

quired to lie in the ordinary sense. He is required, by the situation, to treat

every large effect as a product and every failure as a misuse of the product.

Axiom V adds that he is conscious of his desire to be believed and ignorant

of the causes that disposed him to that desire. His testimony about his own

power is biased, and is insufficient without the comparison Proposition I

requires. Part III recorded the documentary form of this fact in the career of

Edward Bernays. This section records the empirical form of the same fact in

the industry that inherited Bernays's claim and dropped his limit.

Bernays asked whether it is possible to control and regiment the masses ac-

cording to our will without their knowing it, and he answered, in the same

breath, that recent practice had proved it possible, "at least up to a certain

point and within certain limits." The industry inherited the claim and

dropped the limit. That drop is the commercial operation. A technique

with limits is a description of conditions. A technique without limits is a

product. The product can be priced, certified, and revised in new editions.

The description of conditions cannot, because the conditions (access, repe-

tition, the already-present affect, the absence of an ally, the cost of the gift,

the ambiguity of the situation) are usually not the seller's to dispose of, and

when they are his they are expensive in a way that cannot be hidden inside a

fee for a method.
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Who profits from the belief that a technique works is not a mystery and

does not require a conspiracy. The publisher profits, because a book that of-

fers a lever is a different object from a book that offers a limit. The trainer

profits, because a curriculum of levers can be taught in a weekend and a cur-

riculum of conditions cannot, conditions being local and levers being gen-

eral. The agency profits, because a client who believes in portable persua-

sion will purchase volume, targeting, and creative, which are the agency's in-

ventory, rather than purchasing a statement about the client's existing de-

mand, which the client already half knows and does not wish to have in-

voiced. The platform profits, because a belief in microtargeting is a belief in

the platform's inventory of persons. The defence industry, the books that

promise immunity, profits from the same belief with the sign reversed: if the

lever is real, vigilance is saleable. Part I named this inversion. The paranoid

reading is not the opposite of the naive reading. It is the same reading. An

agent is credited with a causal power that belongs to the whole.

Failed attempts are explained as bad execution because the alternative is un-

saleable. If a priming study fails, the story is that the words were wrong, the

hallway was wrong, the experimenters were unskilled. If a campaign fails,

the story is that the creative was weak, the targeting incomplete, the budget

insufficient. If a nudge fails, the story is that the default was poorly de-

signed. Each of these stories may, in a given case, be true. The systematic

function of the story is to protect the theory of the technique. A theory of

conditions would predict failure whenever the conditions are absent, and

would treat failure as information. A theory of technique must treat failure

as error, because a technique that fails when correctly applied is not a tech-

nique. The catalogues proliferate for the same reason. A catalogue cannot be

wrong. It can only be incomplete. The next volume adds a forty-ninth law, a

seventh principle, a new dark art. Nothing is retired, because retirement

would require a criterion, and a criterion would require a mechanism, and a

mechanism would reduce the catalogue to the handful of conditions this

Part has just named.
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The honest residue is not saleable as a secret. Defaults work when they

change the cost of the alternative, and everyone who has ever set a form

knows this without a Greek letter. Repetition increases liking up to a point,

and everyone who has heard a song too many times knows the point. Access

to a channel is the largest term in any effect that requires the message to be

present, and access is rented at known prices. Already-present desire is the

condition without which the rest is idle, and it is the one condition the

seller cannot admit without admitting that he does not create the thing he is

paid to create. Anchoring shifts a number. Fear, paired with a usable action,

moves a composite index by d = 0.29. A costly gift moves compliance more

than a cheap one. A unanimous majority moves about a third of critical re-

sponses and loses them to a single ally. These are the working parts. They are

public. They are old. Several of them were stated as axioms before they were

stated as findings. A secret must be scarce. This residue is not scarce. What

is scarce is the willingness to sell it as residue.

The seller's theory of his own importance has a further property that ex-

plains the particular shape of the failures. It requires effects that travel. A

finding that holds only in one laboratory, under one script, with one ex-

pectancy leaking from one experimenter, cannot be packaged. The Florida

effect was packaged. Money priming was packaged. Power posing was pack-

aged. Ego depletion was packaged as a theory of the workday. Each packag-

ing was a claim that the cause lived in the cue, the posture, or the depleted

self, rather than in the unmeasured remainder of the situation. Holding the

conditions constant is, on that theory, a mere improvement of method. On

Proposition I it is the destruction of the appearance. The registered reports

did not persecute these literatures. They did what Corollary II of

Proposition I required: they compared the same act under conditions that

no longer favoured the original appearance. The appearance went.

Publication is a condition of the same kind. A literature that rewards signifi-

cance will contain more significance than the world contains. Maier and

colleagues' correction of the nudge file is the measured form of that fact: d

= 0.43 unadjusted, d = 0.04 after the bias is modelled, a Bayes factor of
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41.23 for the null. DellaVigna and Linos, on the audit's reading of their

PDF, found the same discrepancy between the academic shop window and

the government shop floor. The incentive produces a file that looks like a

toolkit. The toolkit, used where the incentive to publish a large d is absent,

produces 1.4 percentage points.

Cambridge Analytica is the pattern at the scale of a panic. Prediction of at-

tributes from likes is a real paper. Clicks and purchases under personality-

matched appeals are a real paper. Votes are a different object. The firm sold

the third object. The bankruptcy is not the refutation. The absence of peer-

reviewed evidence that psychographic targeting changed vote choice is the

refutation. The panic was itself a sale: the defence literature's product, vigi-

lance, moving through the same channel as the firm's product, mastery.

Bernays's modern dress is not a man. It is a relation between a seller and a

buyer who need the same false cause. The seller needs it in order to be neces-

sary. The buyer needs it in order to believe that a purchase can install a

power the buyer does not already have. Neither need is a conspiracy. Both

are interests in the sense of Definition IX. The measurements in this Part are

what those interests look like after they have been converted into claims and

the claims into protocols. The conversion is lossy. The loss is the distance

between d = 0.80 and d = 0.00, between 0.82 rating points and 0.03, be-

tween 8.7 percentage points and 1.4, between an election legend and a click.

Influence selects among desires. It does not create them. It operates by

changing conditions or by removing countervailing causes. The industry

that denies both sentences has a reason for the denial that is not a finding.

The reason is the price of the finding.
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CHAPTER 47

The Ledger Restated

Fifteen claims were tried. The table is permitted in this Part because this Part

is an audit. Dark psychology, the forty-eight laws, and the arts of reading

anyone were examined for a scientific object and none was found; they are

unmeasured commercial literature and are not among the fifteen.

Social and behavioural priming of the Bargh type is REFUTED; a small

Weingarten residue, d of about 0.33, is not the claim sold. Money priming is

REFUTED at 0.00. Ego depletion is CONTESTED, residuals d = 0.04 to

0.08, the first on the audit's reading of Hagger (2016), against a confirma-

tory d = 0.06. Power posing is CONTESTED: hormones and risk refuted,

felt power unsettled. Facial feedback is WEAK BUT REAL: Wagenmakers

0.03, the broader literature small. Vicary 1957 is a HOAX; modern sublimi-

nal influence biases the already thirsty and the habitual, confirming

Proposition II. NLP is REFUTED. Mehrabian 7-38-55 is REFUTED.

Milgram is CONTESTED: a large effect, about 60 to 70 percent in the

baseline paradigm, with the blind-obedience reading disputed. The Stanford

Prison Experiment is REFUTED by Le Texier and Blum; the BBC study

produced the opposite result. Asch is SUPPORTED, with structure: about

one third of critical responses, an ally collapsing the effect.

Cialdini is SUPPORTED as an unequal taxonomy: reciprocity strongest

when the gift has cost, commitment moderate, social proof limited to ambi-

guity, authority weakest outside Milgram, liking small, scarcity real via reac-

tance. The replicating cluster is SUPPORTED, nudges qualified: mere ex-

posure, heterogeneous defaults whose organ-donation gap is overstated raw,

framing smaller in replication, anchoring robust and number-shifting, fear

appeals d = 0.29, moral-emotional language observationally 20 percent

more diffusion, nudges from unadjusted d = 0.43 to d = 0.04 after Maier

and colleagues, and 8.7 academic points against 1.4 in nudge-unit trials on
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the audit's reading of DellaVigna and Linos. Advertising and political per-

suasion are WEAK BUT REAL: short-term elasticity 0.12 on the audit's

reading of Sethuraman; Lewis and Rao intervals too wide to distinguish

most effects from zero; intention to behaviour about r = .36; Coppock,

Hill and Vavreck small in 49 advertisements, 59 experiments, 34,000 peo-

ple, and not hiding heterogeneity; saturated digital ads -0.04 percentage

points; Facebook and Instagram ad removal without detectable effects;

Tappin (2023) nuanced. Cambridge Analytica is REFUTED as an election

claim. Kosinski predicts attributes. Matz raises clicks and purchases.

Neither is a vote.

Claim Verdict What survives

Social / behavioural

priming (Florida)

REFUTED Small word-priming residue

(Weingarten d ~ 0.33), not

Bargh

Money priming REFUTED Nothing. Many Labs effect

0.00

Ego depletion CONTESTED Residuals d = 0.04 (Hagger,

compiler-read) to 0.08;

confirmatory d = 0.06

Power posing CONTESTED Hormones and risk gone;

felt power unsettled

Facial feedback (pen

study)

WEAK BUT REAL Wagenmakers 0.03; broader

meta small

Subliminal ads (Vicary

1957)

HOAX Modern: already thirsty /

habitual only

Neuro-linguistic

programming

REFUTED Rapport research is a

different object

Mehrabian 7-38-55 REFUTED Narrow inconsistent single-

word attitude task

Milgram obedience CONTESTED Large effect; blind-

obedience reading disputed
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Claim Verdict What survives

Stanford Prison

Experiment

REFUTED Archives; BBC study

opposite

Asch conformity SUPPORTED ~1/3 of critical responses;

ally collapses it

Cialdini's six principles SUPPORTED Unequal taxonomy;

authority and liking weak

Exposure, defaults,

framing, anchors, fear,

virality, nudges

SUPPORTED Nudges: d = 0.43 falls to

0.04 after bias correction

Advertising and political

persuasion

WEAK BUT REAL Elasticity 0.12 short term

(Sethuraman, compiler-

read); r ~ .36 intention-

behaviour

Cambridge Analytica

(elections)

REFUTED Prediction of traits; clicks

and purchases, not votes

The record matches the prediction. Proposition I said that a technique,

considered apart from a change of condition or the removal of a counter-

vailing cause, is not a cause, and that celebrated findings should fail once

conditions are held constant. They failed in that form, or they shrank to a

residue that is a condition under another name. Proposition II said that no

influence creates the striving, and that a particular desire may be determined

from outside only as a determination of an endeavour already present. The

only subliminal effects that appear, appear in the thirsty and the habitual.

The most robust laboratory effect in the file, anchoring, slides a number

along a line the person was already walking. Fear appeals move a composite

when a usable action is supplied to an affect that is already fear's kin.

Defaults move those who were not going to complete the alternative.

Microtargeting helps when the attitude to be moved has already been speci-

fied. Advertising's small elasticity is the measured size of an increment to de-
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mand that mostly already existed. Nothing in the file requires a fourth

power, the manufacture of wanting. The industry is the sale of that fourth

power. The sale does not make the power exist.

Part V will rebuild the account that survives: not a catalogue of techniques,

and not a void, but the geometry of the residue, the conditions under which

already-present affects are displaced, and the limits of that displacement.

The industry audited here will not be consulted as a witness to its own ne-

cessity. It has been measured. The measurement is the witness.
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PART V

What Is Real

CHAPTER 48

The Residue

The audit has done its work. What remains is not a catalogue of surviving
tricks, and not a consolation. It is a short list of causes, already named in the

Axioms, now restated as Propositions after the inflated account has been re-
moved. This Part is geometric again. The Propositions are [D].
Measurements appear only in scholia, as [E] illustrations of what the
demonstrations already require. Documentary remarks in scholia are [H].

"There is no individual thing in nature, which is more useful to man,

than a man who lives in obedience to reason."

Spinoza, Ethics, Part IV, Proposition XXXV, Corollary I

A literature can fail in two ways. It can be empty, in which case nothing is

left when the claims are withdrawn. It can be inflated, in which case a small

true mechanism is buried under a large false one, and the withdrawal looks

like a loss of the subject. The influence literature is of the second kind. The

residue is real. It is also thin, and it was already available in the Axioms.

The residue is not a set of techniques that happened to replicate. It is a set of

operations on affects that the Ethics had already described: fear and hope di-

rected at an uncertain future, the imitation of the affects of those we take to
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be like ourselves, honour and shame, the pairing of affections by repetition,

and the ordinary privation of knowledge about causes. [E] Part IV found

small, heterogeneous, context-bound effects wherever a measurement was

honest. That is the shape Part I predicted, and it is what a science of affects,

rather than a science of scripts, must look like.

This Part rebuilds the account. It does not add new machinery. It derives,

from what has already been granted, the few levers that remain after the au-

dit, the reason no appeal defeats a contrary affect already in place, the reason

manipulation is not a breach of the order of causes, the reason targeting is se-

lection, the reason fear-based compliance can raise a contrary, the instability

of honour, and the one relation between men that is not manipulation. The

last of these is the hinge into Part VI.

The rebuilt account can be stated in a page, and that is a mark in its favour.

Fear and hope are one machine, because both are inconstant affects of an un-

certain future. We imitate those we take to be like ourselves, and we want

their regard. Repetition pairs affections and produces a second nature,

which is custom. Ignorance of causes is the ordinary condition, not a special

wound inflicted by a genius. From these four, together with the definitions

of manipulation and propaganda, everything that is true in the trade fol-

lows, and everything that is false in the trade is a claim to have added a fifth.

What does not follow is a new optimism. The residue is easier to use than to

escape, because it does not require a laboratory, a script, or a theory. It re-

quires a channel, a list, and time. Those are expensive for a critic and cheap

for an owner. The book does not end in Part IV, with the bankruptcy of the

inflated claims, because a bankrupt literature still leaves the owner of the

channel in place. Parts V and VI exist to say what, exactly, he owns, and

what a person standing in the channel can still do.

Spinoza did not write a treatise on advertising. Where the application ex-

ceeds his text, the text says so.
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CHAPTER 49

A note on what "real" means here

Real, in the title of this Part, is not a compliment and not a metaphysical

claim. It means: named as a cause that the Definitions already contain, and

not dependent on a finding that failed to replicate. A fear appeal of modest

average size is real in this sense. A walking-speed prime is not. The honour of

a group is real. A representational system revealed by the angle of the eyes is

not. The distinction is the same distinction Part I drew between a causal cat-

egory and a moral label, now applied after the measurements have been seen.

The reader who wants the residue to be larger will find the want intelligible.

A larger residue would justify a larger literature, a larger profession, and a

larger fear. The axioms do not consult that want. They name four opera-

tions. The audit did not add a fifth. If a fifth is later measured, it will have

to be stated as a change of condition, a removal of a countervailing cause, or

a new pairing of affections. It will not be stated as a technique that works

without those things. That form of statement has been tried, and it is what

failed.
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CHAPTER 50

PROPOSITION XI

The operations of organized
influence so far demonstrated
are four: fear and hope;
imitation, including honour and
shame; repetition, which is
custom; and the maintenance of
inadequacy.

Depends on: Axiom VII, Axiom VIII, Axiom IX, Axiom V, Axiom XII,

Definition IV, Definition XI, Definition of the Emotions XII, Definition of the

Emotions XIII, Definition of the Emotions XXX, Definition of the Emotions

XXXI, Proposition II, Proposition V.

Proof. By Proposition II no influence creates the striving; a particular desire

may be determined from outside, but only as a determination of an endeav-

our already present. By Axiom XII the kinds of affect are as many as the

kinds of objects. It would seem to follow that the levers are innumerable.

They are not. The objects are innumerable; the operations so far demon-

strated on an affect, once it is present, are not. By Axiom VIII, the

Definitions of the Emotions XII and XIII, and Proposition V, an image of

an uncertain future produces hope or fear, which is one operation: the deter-

mination of an already striving thing toward or away from an object not yet

present. By Axiom IX we imitate the affects of those we conceive as like

ourselves and we endeavour to do what we conceive men to regard with

pleasure, which is a second operation: the determination of desire by the

imagined regard of others, whose names are honour and shame (Definitions
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of the Emotions XXX and XXXI). Imitation and honour are not two opera-

tions; honour is imitation whose object is imagined praise. By Definition XI
a repeated pairing of affections produces a disposition, which is a third oper-

ation: custom. By Definition IV and Axiom V men act from inadequate

ideas of the causes of their own actions as the ordinary case, which is a

fourth operation: the maintenance of that inadequacy, by noise, by repeti-

tion, or by simple privation. Axiom XI names a different object, the idea of

the emotion itself, and is not this fourth operation. Axiom VII does not

prove that no fifth operation exists; it says only that an affect yields to a

stronger contrary affect. Love, hatred, devotion, and wonder are not hereby

excluded as objects. They are, when they move a multitude, determinations

of the same four operations, or they remain to be demonstrated as a fifth.

These four are the operations so far demonstrated. Nevertheless.

∎

Corollary. A fifth name in the trade's catalogues, whether framing, anchor-

ing, scarcity, or authority, is one of these four operations under another de-

scription, or it is not an operation on affect at all.

Corollary II. The appearance of a large number of techniques is an appear-

ance of names. The number of causes has not increased.

Scholium. Part IV supplies the illustration, not the proof. Anchoring, which

replicates, is not the manufacture of a desire. It is the determination of a

number already being sought, which is to say the attachment of an existing

endeavour to a particular magnitude. Defaults, which are potent and hetero-

geneous, change the condition under which an already present tendency

runs, which is Proposition I restated as furniture. Mere exposure is the pro-

duction of custom by repetition. Fear appeals of modest average size are

Proposition V measured. Moral-emotional language travelling inside a net-

work is Axiom IX measured as diffusion. What failed to replicate were the

claims that did not name one of these operations: a script that would create



167The Geometr y  of C onsent

a want, a posture that would create a hormone, a depleted will, a hidden syl-

lable that would create a purchase. The audit did not discover a new mecha-

nism. It discarded the names that had never named one.

Consider how the four appear when they are not named. A retirement adver-

tisement shows an old couple on a coast and a number. The number is an

anchor. The coast is an image of a future whose issue is in doubt. The doubt

is the hope of arriving and the fear of not arriving, which are one machine.

The couple is an invitation to imitate people conceived as like oneself, al-

ready arrived. The number will be repeated until it is paired with the word

security. Nothing in this is a technique in the sense Proposition I relocated.

Everything in it is one of the four operations, stacked. Remove the already

present fear of a destitute old age, and the stack does nothing. That is

Proposition II. Remove the repetitions, and custom is not produced. That

is Definition XI. Remove the channel, and the stack is a conversation,

which is a different cause.

A wartime poster, a fundraising emergency, a product launch, a feed that re-

wards moral-emotional language: the stack is the same, in different propor-

tions. The trade's innovation, where it has one, is in the measurement of

who already carries which affect, which is selection, and in the cheapening

of repetition, which is a fact about capital and machinery. Neither is a dis-

covery about the mind.

The practical consequence is already visible and is costly for anyone who

sells catalogues. A catalogue of fifty tactics cannot be learned, transferred,

or tested, because it is not a list of causes. A list of four operations can be.

The man who asks, of any appeal, which of the four is at work, has already

left the trade's literature and entered this one.

Spinoza did not enumerate levers of propaganda. He enumerated the affects

and the laws of their combination. The reduction of the trade's catalogue to

those laws is the application, and it is ours.
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CHAPTER 51

PROPOSITION XII

No appeal works against a
contrary affect already in place.
The counter-mechanism is
therefore displacement, not
resistance.

Depends on: Axiom VII, Axiom X, Proposition IX, E4P14.

Proof. By Axiom VII an emotion can be controlled or destroyed only by a

contrary emotion of greater power. By E4P14 a true knowledge of good and

evil cannot check any emotion by virtue of being true, but only in so far as it

is considered as an emotion. By Axiom X the knowledge of good and evil is

nothing else but the emotions of pleasure or pain, in so far as we are con-

scious thereof; the language of resistance, of seeing the right and holding to

it, is therefore a report of affect in the guise of a faculty. An appeal, whether

a demonstration, a warning, a frame, or a script, is an attempt to determine

an affect. If a contrary affect is already in place and is the stronger, the ap-

peal, considered as information, does nothing, and considered as an affect it

is the weaker of the two. By Proposition IX this is the case in which no tech-

nique suffices. The only remaining operation is the supplying of a contrary

affect stronger than the one in place, which is displacement. Resistance, un-

derstood as the holding of an affect at bay by a faculty that is not itself an af-

fect, is excluded by Axiom VII and Axiom X. Nevertheless.

∎
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Corollary. Advice that consists in the instruction to resist, to be vigilant, or

to refuse a frame, is either the production of a contrary affect (fear of being

taken in, pride in not being taken in, shame at compliance) or it is nothing.

Corollary II. An education that increases causal knowledge without supply-

ing a contrary affect increases the instability of a manipulation (Proposition
IV) without guaranteeing its end.

Scholium. The popular defence literature is a literature of resistance. It pic-

tures a man who sees the technique and, seeing it, is no longer moved. The

picture is false twice. First, seeing a technique is not the same as being af-

fected by a stronger contrary cause; a man may name the scarcity cue and

still buy, and his naming is then a further humiliation rather than a libera-

tion. Second, the seeing, when it does work, works because it is itself an af-

fect: contempt for the seller, fear of looking foolish, the honour of being

the one who was not taken in. Those are displacements. They are real. They

are not the faculty the literature advertised.

The same error appears on the other side, among those who imagine that a

true account of a product, a war, or a candidate will of itself correct a pas-

sion. It will not. The true account must become an affect, or it must wait

upon one. Public health campaigns that add an efficacy statement to a fear

appeal are, whether they know it or not, attempting to supply a second af-

fect (hope of a practicable act) rather than to argue the first one out of exis-

tence. Tannenbaum's result that fear appeals work better with efficacy state-

ments is a measurement of this Proposition, not a discovery of a new one.

What follows for conduct is reserved to Part VI. What follows for theory is

immediate. Anyone who promises a defence that is not the construction of a

contrary affect has promised a violation of Axiom VII, and there are no such

violations.
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CHAPTER 52

PROPOSITION XIII

Manipulation is not a violation
of nature but a case of it. A
conspiracy of modes, if it occurs,
is still nature operating.

Depends on: Axiom III, Axiom V, Axiom VI, Definition IV, Proposition III.

Proof. By Axiom VI inadequate and confused ideas follow by the same ne-

cessity as adequate ones, and falsity is a privation of knowledge rather than a

positive entity planted from outside. By Definition IV and Proposition III
manipulation is influence in which the affected person's idea of the cause of

his own action is inadequate. Such an influence is therefore an instance of

the same necessity that produces any other inadequate idea. By Axiom III
nothing is contingent. A crowd moved by a false account of its cause is not

an exception to the order of nature, a lapse, or an invasion of a kingdom

within a kingdom. It is nature operating. By Axiom V the operator is as ig-

norant of the causes of his own striving as the subject is of his, so the image

of an unmoved mover standing outside the order and arranging it is ex-

cluded twice: once as a violation of necessity, and once as a violation of the

operator's own condition. Organized bodies are already named in

Definition VI. Men who meet, agree, and repeat are still modes, still caused,

still ignorant of a share of their own striving. What remains is a network of

causes, some of them organized, none of them exempt. Nevertheless.

∎
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Corollary. The search for a hidden master who explains every mood is the

same error as the search for a hidden faculty that vetoes every mood. Both

credit an agent with a power that belongs to the whole.

Corollary II. To name a man as a cause of a repetition, a channel, or a fear is

legitimate. To name him as the cause of the order of causes is not.

Scholium. This Proposition is the one that will be most resented, because it

appears to abolish blame, and because the appetite for a conspirator is itself

an affect (a fear that has found an object, and a hope that the object, once

named, can be removed). It does not abolish blame. It relocates it. A man

who sells a false account of his own power, who repeats a fear forty times a

week, who owns a channel and uses it to occupy the space in which a cause

might become clear, is a cause, and it is proper to say so. What is improper is

the further step, in which that man is made to bear the causal load of the

hungers, humiliations, customs, and ignorances he did not produce and

does not understand. The further step is comforting. It is also a mistake, and

a mistake about causes cannot guide anyone's action.

The documentary Part has already shown the pattern in a single career.

Bernays's interest determined his account of his own efficacy (Proposition
VIII). The account was inherited as a theory of history: a nephew of Freud,

a hidden government, a century of the self. The documents, where they can

be checked, show something smaller and more ordinary: a state training-

ground, a roster of clients who already owned presses and radio, a partner

who wrote the sentences, a memoir that enlarged the rest. The enlargement

is not a conspiracy. It is Axiom V applied to a man whose product was the

claim that he stood outside Axiom V.

Spinoza's sentence is the whole of the political counsel that follows from

this Proposition: men are not a kingdom within a kingdom. The paranoid

inversion, which makes them a kingdom under a hidden king, has not es-

caped the error. It has changed the monarch.
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CHAPTER 53

PROPOSITION XIV

The effect of any given appeal is
heterogeneous across persons.
Targeting is therefore a matter
of selection, not of technique.

Depends on: Axiom XII, Proposition II, Proposition IX, E3P56.

Proof. By Axiom XII and E3P56 there are as many kinds of pleasure, pain,

and desire as there are kinds of objects by which we are affected. By

Proposition II an appeal determines an endeavour already present; it does not

create the striving. An appeal that names a given object will therefore move

those in whom that object already determines a desire, and will not move

those in whom it does not. The difference is a difference in the persons, not

in the appeal. What is called targeting is the selection of those persons in

whom the relevant affect is already in force, or the withholding of the ap-

peal from those in whom a contrary affect is in force (Proposition IX). It is

not the alteration of the appeal into a universal instrument. A universal in-

strument is excluded by the heterogeneity of objects. Nevertheless.

∎

Corollary. A large average effect of an appeal, reported without a measure of

who was already disposed, is not a measure of the appeal. It is a measure of

the sample.

Corollary II. The failure of a celebrated technique to replicate, once the

sample is no longer tacitly selected for the relevant affect, is the predicted re-

sult of this Proposition and not an anomaly.
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Scholium. The trade reports selection as persuasion because persuasion is

what it sells. A list purchased because it contains people who already

bought, a lookalike audience built from those who already clicked, a fear

appeal sent to those who already watch the weather, a patriotic image sent to

those who already stand for the anthem: each of these is selection. The

script can be held constant and the effect will still appear, which is why the

script is credited. Hold the persons constant and vary the script, and the

credit moves. Part IV's small, context-bound, highly heterogeneous effects

are what this Proposition requires. Coppock, Hill and Vavreck found that

the small effects of political advertisements were small across sender, re-

ceiver, content, and context, which is to say that the sample of voters, al-

ready sorted by a lifetime of prior affections, did not contain a hidden

pocket of persons waiting to be made. Where an effect is large, look first for

the prior affection that was not measured.

Microtargeting, in the form sold to campaigns, is this Proposition con-

verted into a product. The honest version of the product is: we will try to

find the people who already want the thing. The dishonest version is: we

will write a sentence that creates the want in whoever receives it. The first

version is selection. The second is the portable cause that Proposition I relo-

cated. The gap between them is the industry's margin.

Spinoza did not discuss targeting. He discussed the heterogeneity of the af-

fects. The rest is the application.
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CHAPTER 54

PROPOSITION XV

Once selection and repetition
are named, what remains of a
mass-media effect is a change of
condition or the removal of a
countervailing cause.

Depends on: Definition VI, Definition XI, Axiom II, Proposition I, Proposition

VII, Proposition XIV.

Proof. By Definition VI propaganda is organized, collective, addressed to a

multitude, and sustained by repetition. By Proposition VII access is a neces-

sary part of the definite cause at that scale. By Proposition XIV an appeal's ef-

fect is a matter of who already carries the relevant affect. By Definition XI
repetition produces custom, which is a disposition of body and mind. By

Axiom II the order of ideas is the order of things, so the material facts of

who is reached, how often, and through what channel are not contexts of a

persuasion. They are causes. What remains, once selection and repetition are

named, is the residual that the trade calls persuasion: the contribution of the

particular form of words, considered apart from who was selected and how

often the words arrived. By Proposition I that residual is either a change of

condition or the removal of a countervailing cause. The demonstration

stops there. Whether the residual is small when the two named terms are

large is an empirical question, marked [E] where it is answered.

Nevertheless.

∎
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Corollary. A campaign that cannot name its selected population and its rep-

etitions has not specified its causes, and a report of its success is a report of a

scene.

Corollary II. The same words, deprived of the channel and the list, are a dif-

ferent cause, and no transfer of effect from the first case to the second is

licensed.

Scholium. This is the Proposition that converts the four questions of Part I

into a claim about mass media. The first question (what affect was already

present) is selection. The third (who controlled the channel and the repeti-

tion) is distribution. The second (what condition changed) is whatever re-

mains. The fourth (what the person understands) decides whether the case is

manipulation. A newsfeed is a selection engine before it is a persuasion en-

gine. A brand that buys saturation is buying custom. A state that owns the

only station is not a better rhetorician than a state that does not; it is a mo-

nopolist of repetition.

[E] The measurements illustrate. Advertising elasticities on the order of a

tenth (compiler-read, Sethuraman), political advertisements that do not

move vote share once they are tested rather than remembered, the collapse of

published nudge effects once publication bias is corrected: these are what

one finds when selection and repetition are no longer allowed to hide inside

the word persuasion. They are not proofs. They are the shape the record

takes if the proof is true.

A warning, which is also a limit. This Proposition does not say that words

do nothing. Words are modifications of body and mind, and they can be the

occasion on which a desire becomes salient, an object is attached, or a coun-

tervailing fear is interrupted. It says that those occasions, in the mass, are not

where the power is. The power is in who is reached, how often, and what

they already were. The trade cannot sell that sentence, because the buyer of

the trade already knows who he can reach, and does not wish to be told that

this, and not the copy, is the purchase.
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CHAPTER 55

PROPOSITION XVI

Fear-based compliance may,
when the fear becomes a
common affect, raise a contrary
solidarity, and is in that case
self-limiting.

Depends on: Axiom VII, Axiom IX, Proposition V, Definition of the Emotions

XIII, E4P63.

Proof. By Proposition V, where propaganda has as its object an unsettled fu-

ture, the lever that matches its duration is an affect of the imagination di-

rected at that future. Fear is that affect on its painful side (Definition of the

Emotions XIII). By E4P63 he who is led by fear, and does good in order to

escape evil, is not led by reason. The compliance so produced is real. It is

also a pairing: the persons who share the fear become, by Axiom IX, objects

of imitation for one another, and the fear is thereby increased as a common

affect. A common fear of an external object may produce a common en-

deavour against that object, which is often the propagandist's aim, and is

solidarity with him so far as he is taken as the means of escape. The same

common affect may, under further conditions, be attached to hatred of

whoever appears to traffic in the fear, and that solidarity is no longer the

propagandist's. Axiom VII permits the second attachment; it does not ne-

cessitate it. When it occurs, the instrument has raised up a contrary cause.

The proposition is therefore a limit that may be reached, not a law that every

successful fear campaign must reach. Nevertheless.

∎
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Corollary. A fear that cannot be shared, because it isolates, does not produce

this solidarity and is limited instead by exhaustion, numbness, and the ordi-

nary decay of an image that is never confirmed.

Corollary II. Hope used without fear is not available as a durable lever, be-

cause by the Definitions of the Emotions XII and XIII hope and fear are one

machine. What is called hope in a campaign is fear of the loss of the hoped-

for thing.

Scholium. The self-limitation is visible wherever a panic has lasted long

enough to become a people. A wartime public bound by fear of an enemy

will, if the fear is successful, come to love the others who share it and to hate

whoever appears to traffic in it. The trafficker then has a new problem,

which is not disbelief but a solidarity that can be turned. Occupations dis-

cover this when the fear that produced quiet begins to produce a resistance

whose members find one another by the mark of the same fear. Platforms

discover a smaller version when a threatened group becomes an audience

that will punish the platform for the threat. None of this requires a theory

of awakening. It requires Axiom VII and the imitation of affects.

Spinoza's political writings treat superstition as a use of hope and fear. He

did not write the sentence that fear-based compliance may raise a contrary

solidarity. The sentence is the application of E4P63, Axiom VII, and

Axiom IX to organized fear, and it is offered as such.

The limit is not a consolation to the person presently afraid. An affect is not

removed by the news that it will one day raise up its own contrary. It is re-

moved by a stronger contrary affect now. Part VI will not pretend

otherwise.
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CHAPTER 56

PROPOSITION XVII

The desire for approval
attaches to an object already
installed and not owned by the
operator, and is therefore both
ready to hand and unstable.

Depends on: Axiom IX, Definition of the Emotions XXX, Definition of the

Emotions XXXI, Proposition X, E4P58S.

Proof. By Axiom IX we endeavour to do what we conceive men to regard

with pleasure, and shrink from what we conceive them to shrink from.

Honour is pleasure accompanied by the idea of an action of our own which

we believe to be praised by others (Definition of the Emotions XXX).

Shame is the corresponding pain (Definition of the Emotions XXXI).

These affects require no new object to be installed in the affected person.

The object is already there: the imagined regard of others. An organized in-

fluence that attaches its preferred act to that regard, or its forbidden act to

the corresponding blame, therefore operates on an endeavour already

present (Proposition II). That is the readiness. By Proposition X a successful

manipulation produces obedience without adequate ideas, and is fragile: the

same affect can be recaptured by any stronger cause. Honour and shame are

such affects, and they have this further fragility, that their object is the opin-

ion of others, which is itself movable by a competing influence. The opera-

tor does not own that object. Spinoza notes that honour is not repugnant to

reason (E4P58), and, in the scholium, that empty honour, rooted in popu-

lar approval, must wander with that approval (E4P58S). The instability is
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paid by the operator: he has used a ready compliance and has not acquired

the stability of the cause. Whether this is cheaper in money than a new fear is

an empirical question, marked [E] where it is answered. Nevertheless.

∎

Corollary. An institution that governs primarily by honour and shame must

continually produce the spectacle of regard, because the affect decays when

the imagined audience is not refreshed.

Corollary II. The person who lives for the regard that the lever exploits is the

most available to it and the least able to state the cause of his own action,

which is to say the most manipulated in the sense of Definition IV.

Scholium. Honour is ready to hand because it is already installed. Every

school, army, platform, office, and church has discovered this, and none of

them needed a laboratory. The like-button, the honour roll, the denuncia-

tion, the prize, the quiet exile from the group: these are not techniques in

the sense Proposition I relocated. They are attachments of an existing en-

deavour (to be regarded well by those we take as like ourselves) to particular

acts. The cost of production is the cost of making the regard visible. [E] In

ordinary institutional practice that cost is smaller than the cost of installing

a new fear, which requires an object, a future, and enough repetition to keep

the image present. The comparison is not a step in the demonstration.

The price is less often counted. A brand that lives by cool is captured by

whoever next defines cool. A party that lives by the shame of the unfaithful

is captured by whoever next defines faith. A man who has been governed by

the honour of his trade will, when the trade's honour is redefined, be gov-

erned still, and will call the new obedience loyalty. Proposition X is the gen-

eral case. Honour is the case that costs the least to begin and the most to es-

cape, because escaping it is itself shameful in the eyes of the audience that in-

stalled it.
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E4P58 is Spinoza's, and it is not a condemnation of honour. Honour that

follows from adequate ideas, from the desire to live in a manner that a free

man can understand, is not the lever. The lever is empty honour, the plea-

sure of being praised by a multitude whose reasons one cannot state. The

trade uses the second and advertises it as the first.
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CHAPTER 57

LEMMA

For a finite mode, freedom is the
increase of the proportion in
which the mode is the adequate
cause of its own action.

Depends on: Definition III, Definition XII.

Proof. Definition XII is E1D7: that thing is called free which exists solely by

the necessity of its own nature and is determined to act by itself alone. For a

finite mode this is a limit case, as already stipulated. What follows for a man

was left to be derived. By Definition III we act when we are the adequate

cause of what takes place in us or through us. The only increase available to

a finite mode, short of the limit case, is therefore an increase in the propor-

tion of its actions of which it is the adequate cause. That increase is what

this book will mean by human freedom. It is not a second definition of free-

dom. It is the content Definition XII deferred.

∎
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CHAPTER 58

PROPOSITION XVIII

Nothing is more useful to man
than a man who lives under
reason. Influence between such
men is persuasion, not
manipulation.

Depends on: Definition IV, Definition V, Proposition III, E4P35, E4P35 Corollary

I, E4P35 Corollary II, Lemma of this Part.

Proof. By E4P35 men agree in nature only in so far as they live in obedience

to reason. By the first corollary, there is no individual thing more useful to

man than a man who lives in obedience to reason. By the second, men are

most useful to one another when each seeks what is useful to himself under

reason. By Definition V persuasion is influence whose effect is an adequate

idea of the cause of the affected action. By Definition IV and Proposition
III manipulation is influence whose effect is the opposite. Influence be-

tween men who understand the causes of what they ask and of what they do

is therefore persuasion, and it increases the power of acting of both, which is

the sense of usefulness in the corollary. Such influence may be repeated and

shared. It is not propaganda in the sense of Definition VI unless it addresses

a multitude determined by affects rather than by reason, which is the con-

trary of the E4P35 case. It is not exemption from being moved. It is the in-

crease of adequate causation in the moving, which is the Lemma of this Part.

The opposite of manipulation is not isolation. Isolation would be the re-

fusal of the most useful thing. The opposite is understanding. Nevertheless.

∎
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Corollary. A community whose members can state the causes of their com-

mon actions is, to that extent, not a multitude in the sense of Definition X,

even if it is numerous.

Corollary II. The attempt to escape influence by withdrawing from other

men withdraws from the principal aid to understanding, and so tends to in-

crease, rather than diminish, inadequacy.

Scholium. This Proposition is the one the defence literature cannot write,

because that literature has defined safety as the absence of being moved.

Spinoza defines freedom as the quality of the moving. A teacher who shows

a cause, a physician who explains a mechanism, a colleague who names the

incentive that is governing a meeting, a friend who can say why a fear has re-

turned: these are influences. They are the useful ones. They do not require a

purity of intention in the teacher, the physician, the colleague, or the friend,

because Definition V does not consult intentions. They require that the af-

fected person be able to state the cause.

The trade will try to occupy this sentence. It will call its own work educa-

tion, empowerment, thought leadership, authentic conversation. The test is

not the name. The test is Definition III: can the action be understood

through the agent's own nature alone? Recitation is evidence in one direc-

tion only. A man who can state no cause at all is giving evidence that his idea

is inadequate. A man who can state causes has not thereby proved his idea

adequate (Definition V, Note). The occupation of the word is Axiom X ap-

plied to marketing.

Part VI takes up the conduct that follows. The chain is now complete

enough for that: the operations so far demonstrated are few, resistance is a

misunderstanding of Axiom VII, there is no unmoved mover who stands

outside the order, targeting is selection, the residual of a mass effect is a

change of condition, fear may raise a contrary, honour is ready and unstable,

and the contrary of manipulation is not solitude. What remains is to say

what a man can do who wishes to be, not unmoved, but more nearly the

cause of his own motion.
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CHAPTER 59

Lemmas on the Counterfactual

The demonstrations above treat the typical case. The same operations, un-

der different material conditions, produce different magnitudes. The lem-

mas record that fact so that it is not later used as an objection.

Lemma I. The same form of words, addressed to a person in whom the rele-

vant affect is absent, is not the same influence as those words addressed to a

person in whom it is present. By Proposition XIV the first is a failed selec-

tion. It is not a weaker instance of the second.

Lemma II. The same form of words, deprived of repetition and of a chan-

nel, is not the same influence as those words under saturation. By

Proposition XV and Definition XI, custom has not been produced. A labo-

ratory exposure is not a campaign, and a campaign is not a conversation.

Lemma III. The same fear, where a practicable act is attached to it, is not the

same affect as that fear without an act. The first is hope-and-fear as one ma-

chine. The second is fear tending toward numbness or toward a solidarity

that the user does not own (Proposition XVI).

Lemma IV. The same honour, attached to an act whose cause the honoured

person can state, is not the lever of Proposition XVII. It is closer to the hon-

our Spinoza excepts from emptiness. The test is not the presence of praise.

The test is whether the praise could be removed without the act failing.

These lemmas are the reason the book refuses transfer. A finding about a

classroom, a website, a wartime public, or a brand cannot be carried into an-

other of those settings by the name of the tactic. The setting is the larger

part of the cause. Anyone who has followed the chain this far already knows

why.
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PART VI

The Free Man Among the Moved

CHAPTER 60

PROPOSITION XIX

The remedy for manipulation is
an adequate idea of the cause of
one's own action.

What follows is not a set of techniques for remaining unmoved. That condi-
tion does not exist, and the promise of it is one of the manipulations this book

has described. What follows is derived from the Propositions already demon-
strated. Each protocol cites its Proposition. The aim is an increase in the pro-
portion of one's actions of which one is the adequate cause. The aim is not a
completion.

"A free man thinks of death least of all things; and his wisdom is a

meditation not of death but of life."

Spinoza, Ethics, Part IV, Proposition LXVII

The defence literature ends with a kit. The kit is a list of cues to spot, frames

to refuse, and inner speeches to recite. The kit presupposes the faculty Part I

denied, and it recruits the fear Part II named. A man who has bought the kit
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has been sold a new object for an old affect. He is not less moved. He is

moved by the trade that claims to unmove him.

This Part does something else. It takes the demonstrations as given and asks

what conduct they require. Because an affect is removed only by a stronger

affect, the conduct cannot be a set of reminders. It must be the construction

of contrary affects whose objects are the true causes. Because manipulation

is a relation to one's own knowledge, the conduct cannot be a hunt for op-

erators. It must be an increase in the adequacy of the ideas from which one

acts. Because the levers are few, the conduct can be general. Because the ef-

fects are heterogeneous, the conduct cannot be a list of situations.

Spinoza did not write these protocols. He wrote E5P3, E5P4, E4P7,

E4P14, E4P67, and the definitions of action and freedom. The protocols

are the application, and they are offered as such.

Depends on: Definition IV, Proposition IV, Proposition III.

Proof. By Definition IV and Proposition III the manipulation-relation holds

in the same degree as the inadequacy of the affected person's idea of the

cause of his own action. By Proposition IV every manipulation is unstable in

proportion to the causal knowledge available. Supply an adequate idea of

that cause, and the relation holds of less of the influence, and, in the limit,

of none of it. No other remedy reaches the relation named in Definition IV,

because that relation is the privation of such an idea. Separately, by Axiom
XI, an emotion which is a passion ceases to be a passion as soon as we form a

clear and distinct idea of the emotion itself (E5P3), and there is no modifi-

cation of the body of which we cannot form some such conception (E5P4).

That cessation concerns the affect as a passion. It is not the remedy for the

manipulation-relation, whose object is the idea of the cause of the action.

The two may accompany one another. The second is not carried by the

first. Nevertheless.

∎
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Corollary. A remedy that does not increase the affected person's idea of the

cause of his own action may change his conduct and still leave him manipu-

lated, if he still cannot state the cause.

Corollary II. The remedy is available in degree. A clearer idea of the cause of

the action is a less complete manipulation-relation. Completion is not re-

quired, and by E2P23 is not available as a finished state of self-knowledge.

Scholium. Causal knowledge, in this use, is not information about the oper-

ator. A man may know the name, salary, and method of the person who pro-

duced a campaign and still have no idea why he, in particular, was available

to it. The cause that Definition IV requires is the cause of his own action:

the affect that was already present, the condition that changed, the repeti-

tion that installed the object, the honour or fear that carried the act. The op-

erator is one term, and often not the largest.

Nor is causal knowledge a guarantee. Corollary II of Proposition IV already

said this: by E4P14 a true idea does not check an emotion by being true.

The manipulation-relation lessens when the idea of the cause is formed; the

conduct may still follow the old pairing until a stronger affect displaces it.

Knowledge is the remedy for manipulation as a relation. It is not, by itself,

the remedy for a habit. The protocols below therefore pair the formation of

the idea with the construction of a contrary affect. Either alone is

incomplete.
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CHAPTER 61

PROPOSITION XX

Vigilance is not the remedy
named in Proposition XIX. It is
displacement by fear.

Depends on: Axiom VII, Axiom VIII, Proposition XII, Proposition XIX,

Definition IV.

Proof. By Proposition XIX the remedy for the manipulation-relation is an ad-

equate idea of the cause of one's own action. Vigilance, as sold, is a posture

of watchfulness toward techniques, a readiness to refuse frames, a suspicion

of being moved. That posture is an affect: a fear of an uncertain future harm

(being taken in) directed at an image of hidden operators. By Axiom VIII
the image works as a present thing. By Axiom VII this affect can be stronger

than a given appeal, and can therefore displace it, which is why vigilance

sometimes appears to work. It has not worked as the knowledge Proposition
XIX requires. It has worked as a contrary fear. By Proposition XII that is dis-

placement. Displacement can be a remedy for a particular appeal, in the only

sense Proposition XII allows. It is not the remedy for the relation named in

Definition IV, because the person who has been moved to refuse may still

have no adequate idea of the cause of the refusal. The sellers of defence, of

conspiracy, and of purity all produce that fear. A change of object that

leaves the inadequacy in place is a change of manipulator, not an increase of

adequacy. Nevertheless.

∎

Corollary. A life organized around the detection of techniques is a life orga-

nized around a fear, and will be available to whoever next names the threat.
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Corollary II. The test of a supposed defence is the same as the test of any in-

fluence: can the person state the cause of his new refusal, or has he only ac-

quired a new object for an old passion?

Scholium. The paranoid inversion of Part I is the completed form of vigi-

lance. Every mood is assigned an author. Every purchase is a defeat. Every

kindness is a tactic. The assignment feels like knowledge because it is spe-

cific, and it is not knowledge because it does not name the causes in the af-

fected person. It names an enemy. An enemy is an excellent object for fear

and for honour (the honour of being the one who saw). Proposition XVII

applies. The cheapest lever has been turned upon the person who thought

he had escaped levers.

There is a saner vigilance that is not this Proposition's target: the ordinary at-

tention of a person who asks the four questions of Part I. That attention is a

method of forming ideas of causes. It does not require a posture, a kit, or an

enemy. When the method hardens into a posture, it has become the affect

this Proposition names.



191The Geometr y  of C onsent

CHAPTER 62

PROPOSITION XXI

The free man is not the man
who is unmoved. He is the man
who is the adequate cause of his
own motion.

Depends on: Definition III, Lemma of Part V, Proposition XIII, E3P1.

Proof. By Definition III we act when we are the adequate cause of what

takes place in us or through us, and we are acted upon when we are only a

partial cause. By the Lemma of Part V, human freedom is the increase of that

adequacy, not exemption from being caused. By Proposition XIII there is no

position outside the order of causes, so the unmoved man is not a possible

case. By E3P1 the mind is active so far as it has adequate ideas and passive so

far as it has inadequate ones. Freedom is therefore a proportion, reversible,

and never complete. Nevertheless.

∎

Corollary. A practice that aims at not being influenced aims at an impossi-

bility and will produce, in its place, the fear of influence.

Corollary II. A practice that aims at knowing the causes of one's present mo-

tion aims at the only freedom available to a mode, and will produce, in so far

as it succeeds, an increase of power to act.

Scholium. E4P67 states an orientation, not a step in the proof: a free man

thinks of death least of all things, and his wisdom is a meditation of life. In

the present subject that sentence is useful as a warning against a practice or-
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ganized around the fear of operators. It is not a demonstration that medita-

tion of death equals fear of propaganda.

The free man of this Proposition still laughs at jokes, still buys bread be-

cause he is hungry, still is moved by a death, a slight, a proof, a face. He is

not a stone. The difference is whether a greater share of what he does can be

understood through his own nature (Definition III). Recitation may be evi-

dence of inadequacy; it is not the measure of adequacy. He will be wrong

about some of it, because by E2P19 and E2P23 the mind has no adequate

knowledge of the body or of itself except through the ideas of its affections.

The Proposition does not require a completed inventory. It requires a direc-

tion: away from the fantasy of exemption, toward the increase of adequacy.

This is also why the book has no chapter on becoming unmanipulable. That

chapter would be a lie about the Lemma of Part V. What it has is a chapter

on becoming, in a larger proportion of cases, the cause from which the ac-

tion can be understood.
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CHAPTER 63

PROPOSITION XXII

Because affects are removed
only by stronger affects, the
practical measure is the
construction of a contrary affect
at the moment of exposure.

Depends on: Axiom VII, Proposition XII, Proposition XIX, E4P14.

Proof. By Axiom VII and Proposition XII resistance is unavailable and dis-

placement is the only counter-mechanism. By Proposition XIX the remedy

for the relation of manipulation is a clear idea of the cause. By E4P14 that

idea does not check the emotion by being true. It must itself be, or be joined

to, an affect of greater power. The practical measure is therefore not the

storage of maxims against a future appeal. Maxims stored in the absence of

the appeal are ideas without the contrary affect, and they fail in the presence

of the appeal for the reason already demonstrated. The measure is the con-

struction, at the moment of exposure, of a contrary affect whose object is

the true cause: not the product, the candidate, or the threat as presented, but

the pairing, the repetition, the honour, the already present hunger or fear

that made the presentation land. Nevertheless.

∎

Corollary. A contrary affect whose object is still the presented thing (con-

tempt for the product, hatred of the candidate) has not displaced the mech-

anism. It has changed the sign of the same object.
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Corollary II. The construction cannot be guaranteed in advance, because

the relative power of two affects is a fact about the moment and not about a

resolution taken in another mood.

Scholium. The moment of exposure is ordinary. It is the third repetition of a

headline, the silence after a slight, the cart, the feed, the brief panic at a num-

ber. In that moment the available contrary affects are few, and they are not

noble. They include: the shame of repeating oneself, the weariness of a

known pairing, the honour of not performing for an unseen audience, the

fear of a later accounting one actually believes, the pleasure of a different ob-

ject already at hand. The protocol is not to pick the most virtuous of these.

It is to use whichever is stronger and is pointed at the cause rather than at the

bait.

Spinoza's own remedies in Part V of the Ethics (the ordering of the body's

affections, the joining of an affect to a true cause, the love of God as the

most constant affect) are the general form of this Proposition. He did not

apply them to a newsfeed. The application is ours, and it is narrower: we do

not claim the intellectual love of God as a consumer skill. We claim only

that a contrary affect, now, pointed at the cause, is the available act.
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CHAPTER 64

PROPOSITION XXIII

Given the heterogeneity of
affects, the adequate defence is
general and structural, not
situational and tactical.

Depends on: Axiom XII, Proposition XIV, Proposition XV, Proposition XXII,

Definition XI.

Proof. By Axiom XII and Proposition XIV no single appeal has a uniform ef-

fect, and targeting is selection. A defence composed of tactics matched to

tactics (when you see scarcity, do this; when you see authority, do that) is a

catalogue of the same kind as the trade's, and fails for the same reason: the

objects differ across persons and moments, and the catalogue cannot be

complete. By Proposition XV the large terms are selection and repetition,

which are structural: who is reached, how often, through what channel, un-

der what already installed custom. A defence that does not alter those terms,

and that instead tries to out-script each script, leaves the causes in place. By

Proposition XXII what must be constructed is a contrary affect at exposure.

The reliable way to have such an affect available is not to memorise a tactic

for each cue. It is to have, as a standing disposition, a small set of contrary

objects already paired with the usual exposures: a custom of asking the

cause, a reduced access to the channel, a regard that does not depend on the

audience that is selling. Those are structural. They work across situations

because they do not have to guess the situation. Nevertheless.

∎
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Corollary. Reducing repetition is a larger defence than improving detection,

because custom is produced by repetition (Definition XI) and detection is

an affect that fatigues.

Corollary II. Changing the audience whose regard one lives by is a larger de-

fence than refusing particular shames, because honour is already installed

and portable (Proposition XVII).

Scholium. The tactical kit is attractive because it leaves the rest of a life un-

touched. One keeps the feed, the honour of the group, the saturation, and

one adds a skill. The skill is then asked to do the work of the structures it re-

fused to change, and it fails in the ordinary way: at the third hour, in the old

mood, with the old audience watching. The structural defence is less attrac-

tive because it looks like deprivation. It is not deprivation of influence. It is

the refusal to keep paying for the two largest terms, repetition and selection,

while complaining about the residual.

A man who does not own a channel cannot be asked to become his own

censor in every hour that the channel is open. He can be asked to close it

more often, to know which of his affects it selects for, and to have one con-

trary pairing ready. That is already more than a kit, and less than a

monastery. The book will not pretend it is more.
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CHAPTER 65

PROPOSITION XXIV

Freedom consists not in
exemption from influence,
which is impossible, but in the
increase of adequate causation
in one's own action, which is an
increase of action in the sense of
Definition III.

Depends on: Definition I, Definition III, Lemma of Part V, Axiom III, Proposition

III, Proposition IV, Proposition XI, Proposition XII, Proposition XIII,

Proposition XIX, Proposition XXI, E3P1.

Proof. By Axiom III and Definition I no mode is exempt from being

caused, and influence is a name for causation so far as it alters the power of

acting. Exemption is therefore impossible, and the desire for it is a confused

idea of freedom. By the Lemma of Part V and Proposition XXI the freedom

available to a man is the increase of the proportion in which he is the ade-

quate cause of what he does. By Definition III and E3P1 that increase is an

increase of action, and a decrease of passion, in the technical sense. By

Proposition III a decrease of the inadequacy of the idea of the cause is a de-

crease of the manipulation-relation. That decrease is a necessary condition

of the increase of adequate causation. It is not identical with it. A man may

have a clearer idea of an external cause and still not be the adequate cause of

the act. The further step is the Lemma of Part V: freedom is the increase of

the proportion in which he is that cause. By Proposition IV and Proposition
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XIX the means is causal knowledge joined, by Proposition XII, to a contrary

affect. By Proposition XI the operations to be known are few. By Proposition
XIII they are ordinary. The demonstration does not identify adequate causa-

tion with power to act in every sense. A gain in the power to act that leaves

the ideas of one's actions inadequate is an increase of passion, not of free-

dom, as Corollary II will say. Nevertheless.

∎

Corollary. A gain in the power to refuse one influence, purchased by a loss

in the power to act (by exhaustion, isolation, or a governing fear of being

moved), is not a gain in freedom.

Corollary II. A gain in the power to act that leaves the ideas of one's actions

inadequate is an increase of passion, not of freedom, even when it is success-

ful in the world's terms.

Scholium. This is the last Proposition because it is the first claim of the

book, now derived rather than announced. The literature of influence, on

both its selling side and its defending side, agreed on a false picture: a force

that invades, and a citadel that might hold. There is no invasion, because

there is no inside exempt from causes. There is no citadel, because a mode is

not a kingdom. There is a proportion. The proportion can be worked at. It

cannot be completed. The man who claims to have completed it is selling

the citadel.

What the derivation licenses is modest and usable. Ask what affect was al-

ready present. Ask what condition changed or what contrary cause was re-

moved. Ask who repeated the image and who owned the channel. Ask

whether the action can be understood through an affect and a condition

you can name. If you can name no cause, you are, to that extent, manipu-

lated, whether or not anyone intended it. Naming a cause is not yet ade-

quacy. If the named cause is an affect already present and a condition that

changed, and if a contrary affect is available to displace what you do not
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wish to continue, you have done the only thing the axioms permit. The rest

is noise, merchandise, and the honour of having a theory of one's own

importance.

Finis.
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CHAPTER 66

The Cause Question

Each protocol is a way of forming the idea that Proposition XIX requires,

or of constructing the affect that Proposition XXII requires. None is a tech-

nique of influence. None is a guarantee. Each cites the Proposition that au-

thorises it.

From Propositions III, IV, and XIX.

When an action is imminent and its urgency is not the urgency of a body in

immediate danger, ask: what is the cause of this action, stated as an affect

and a condition, not as a justification? If the answer is a property of the ob-

ject (it is good, it is necessary, it is what people do), the idea is still inade-

quate. If the answer names a fear, a hope, an honour, a pairing, a repetition,

or a hunger that was already there, the idea has begun to be adequate. The

question is asked of oneself. Another person cannot answer it for you, and a

seller will answer it incorrectly by interest (Proposition VIII).

A worked case. A man is about to send money to a campaign that has writ-

ten to him every day for a month. The justification is that the hour is late

and the cause is just. The affect already present is a fear of a future in which

his side has lost, and an honour attached to being the sort of person who did

not stand aside. The condition that changed is the daily letter, which re-

freshed the image. The cause-question answer is not "because they are right."

It is: fear of an uncertain political future, honour before an imagined audi-

ence of the faithful, and a pairing installed by thirty repetitions. Whether he

then sends the money is a separate fact, and will depend on whether a con-

trary affect is available. The question has already done its work if he can say

this. If he cannot, he is, to that extent, manipulated, including by a cam-

paign he loves.
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The question has a failure mode, which is the production of a clever story

that still conceals the affect. "I am supporting competence" can be the hon-

our of appearing competent. "I am being careful" can be the fear of a later

shame. The test is whether the named cause would still move him if the au-

dience were removed and the repetitions stopped. If it would not, the audi-

ence and the repetitions were the larger terms.
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CHAPTER 67

The Affected-Object Audit

From Propositions II, XI, and XIV.

Name the object that is actually moving you, which is often not the object

being shown. A campaign shows a product and moves a fear of falling be-

hind. A feed shows a face and moves the honour of being current. A warn-

ing shows a statistic and moves an old humiliation. Write the shown object

and the moving object as two names. If they differ, selection has occurred

and the technique, if any, was the attachment. The attachment is ordinary.

The concealment of the moving object is the inadequacy.
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CHAPTER 68

The Distribution Audit

From Propositions VII and XV.

Ask who controlled the channel, the repetition, and the alternatives. If you

cannot name these, you do not yet have a cause, only a scene. A message en-

countered once in a conversation and a message encountered forty times in a

owned feed are not the same influence. The audit is especially useful against

memoirs of genius, including one's own. Genius does not repeat itself forty

times. Budgets do.
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CHAPTER 69

The Repeat-Exposure Rule

From Definition XI and Proposition XXIII.

Custom is produced by pairing. The structural defence is to interrupt the

pairing, which means reducing the repetition before trying to out-argue the

hundredth instance. This is not a purity rule and not a retreat from the

world. It is the recognition that Axiom VII is not a fair fight against a chan-

nel that never sleeps. Close the channel more often than you debate it. The

debate, if it is needed, is cheaper when the pairing has not been refreshed.
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CHAPTER 70

The Approval Ledger

From Proposition XVII and Corollary II of Proposition XXIII.

Keep, for a short time, a record of acts done for a regard you cannot state the

reasons of. The record is not a confession. It is a way of making the cheapest

lever visible as a cause. If the same audience appears beside many acts, that

audience is a structural term, and changing it (or changing your dependence

on it) is a larger defence than refusing the next particular shame. Empty hon-

our wanders with popular approval. A ledger shows the wandering.
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CHAPTER 71

The Argument Abandonment
Rule

From Axiom VII, E4P14, and Proposition XXII.

When a demonstration has been understood and the affect has not moved,

stop adding demonstrations. Further argument will be taken as a new object

for the same passion, or as a slight. The available act is the construction of a

contrary affect, or the postponement of the encounter until one is available,

or the acceptance that this affect, today, is the stronger. Abandoning the ar-

gument is not a concession that the argument was false. It is obedience to

the axiom that made the book possible.

A worked case, which is also the book's own limit. A reader who has fol-

lowed the demonstrations and is still governed, in the next hour, by a feed,

an honour, or a fear, has not refuted the book. He has confirmed E4P14.

The next page will not help him. A walk, a meal, a closed channel, a conver-

sation with a person who can name a cause, a night of sleep in which the

pairing is not refreshed: these are not recommended as wellness. They are the

available contrary affections, or the conditions under which one might

arise. The book that continued past this point, adding proofs to a passion,

would have become an instance of the thing it described.
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CHAPTER 72

A day, stated as causes

The protocols are easier to caricature than to use, because they sound like a

programme and are in fact a handful of questions. A day in which they are

used does not look like a conversion. It looks like this.

Morning: the first images are of other people's regard and of uncertain fu-

tures. The Repeat-Exposure Rule is the only one that matters at that hour,

because the pairing has not yet been refreshed and is cheapest to interrupt.

The channel stays closed until an act that is already determined (work, a

child, a meal) has begun from a cause that can be stated.

Midday: a message arrives that uses fear and honour stacked, as in the retire-

ment advertisement of Part V. The Cause Question and the Affected-Object

Audit take two minutes. The moving object is named. If it is an old fear, the

Distribution Audit asks how often this image has arrived this week. If the

answer is many times, the structural term is the larger one, and arguing with

the copy is the wrong spend.

Evening: the Approval Ledger, if it is being kept, shows three acts done for a

regard whose reasons cannot be stated. That is information about a struc-

tural term, not a verdict on the day. The Argument Abandonment Rule ap-

plies to any dispute that has already been understood and has not moved.

Sleep is, among other things, an interruption of repetition.

Nothing in this day is exemption. The man is moved by hunger, by the

work, by the child, by whatever honour remains. He is, in a larger propor-

tion than the previous day, able to name the moving. That is the only incre-

ment the last Proposition licenses. It is also the only increment that cannot

be sold back to him as a kit.
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CHAPTER 73

What the protocols are not

They are not a method for moving others. The book does not contain the

inverse of its own argument, and the reader who came for that inverse has

been answered since Proposition I.

They are not a political programme. A state that used these questions on its

own propaganda would be a different state, and this treatise does not derive

that state. Spinoza's political writings are the place for that work, and they

are not repeated here.

They are not a claim that the author is the adequate cause of his own book.

The book is determined by the same order it describes: by a literature that

needed answering, by a set of documents, by a temperament already dis-

posed to distrust the unmoved mover. Axiom V applies at home. The test of

the book is whether a reader can state more of the causes of his own action

after it than before. The test is not whether he admires the author.

Admiration is honour, and honour is the cheapest lever.
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CHAPTER 74

A Closing Note

The book began with a confusion of tongues and ends with a small set of

questions. That is the correct proportion. The subject was never as large as

the trade needed it to be. Influence is causation under another name.

Manipulation is a privation of knowledge about the cause of one's own ac-

tion. Propaganda is organized repetition addressed to a multitude. Freedom

is the increase of adequate causation. None of these is a mystery, and none of

them requires a hidden king or a secret kit.

The remaining work is not literary. It is the ordinary work of noticing what

is already moving, interrupting a pairing, and pointing a stronger affect at a

truer object. A man who does that more often than he did last year has used

the book. A man who can recite its Propositions and is no more the ade-

quate cause of his actions than before has acquired another honour. The

book has nothing further to sell him.
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PART VII

Appendices

CHAPTER 75

Appendix A. The Replication
Ledger

The appendices collect, in one place, the empirical ledger, the documentary
chronology, the deductive chain, the vocabulary, and the tactics of the trade
sorted by what can be said of them. They add no new demonstrations.

The figures below are taken from the evidence audit compiled for this trea-

tise. Four headline numbers were checked independently against publisher

metadata: Tannenbaum 2015, Wagenmakers 2016, Vohs 2021, and

Coppock, Hill and Vavreck 2020. Four further figures (Hagger 2016; Open

Science Collaboration 2015; Sethuraman 2011; DellaVigna and Linos 2022)

were read from the primary PDFs by the compiler of the audit. Those four

are marked compiler-read wherever they appear as load-bearing numbers.

Where the audit records uncertainty, the table records it.
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Claim as sold Principal
sources

Status What, if
anything,
survives

Social and behavioural

priming (the Florida

effect)

Bargh, Chen and

Burrows 1996;

Doyen et al. 2012;

Harris et al. 2013;

Weingarten et al.

2016

REFUTED A small, non-

Bargh priming

effect in meta-

analysis; not the

walking-speed

claim

Financial (money) priming Vohs, Mead and

Goode 2006;

Klein et al. 2014

REFUTED Many Labs

unweighted effect

0.00

Ego depletion Baumeister et al.

1998; Hagger et al.

2016; Vohs et al.

2021

CONTESTED Point estimates d

= 0.04 (Hagger,

compiler-read) to

0.08; confirmatory

d = 0.06

Power posing Carney, Cuddy

and Yap 2010;

Ranehill et al.

2015

CONTESTED Hormonal and

risk claims refuted;

felt power

unsettled

Facial feedback (pen

study)

Strack, Martin and

Stepper 1988;

Wagenmakers et

al. 2016; Coles et

al. 2019, 2022

WEAK BUT

REAL

Direct replication

difference 0.03

(CI includes zero);

broader literature

small

Subliminal advertising

(Vicary 1957)

Vicary's 1962

admission;

Karremans et al.

2006

HOAX Modern effects

only among the

already thirsty or

habitual

Neuro-linguistic

programming

Witkowski 2010;

Sturt et al. 2012

REFUTED Rapport as a

general social

process is a

different object
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Claim as sold Principal
sources

Status What, if
anything,
survives

Mehrabian 7-38-55 Mehrabian and

Wiener 1967;

Mehrabian and

Ferris 1967

REFUTED Narrow finding

about inconsistent

single-word

attitude cues

Milgram obedience Milgram 1963,

1974; Burger

2009; Gibson

2013 to 2019

CONTESTED Large compliance

effect; blind-

obedience reading

disputed

Stanford Prison

Experiment

Haney, Banks and

Zimbardo 1973;

Le Texier 2019;

Blum 2018

REFUTED Coaching,

incomplete data,

opposite result in

BBC Prison Study

Asch conformity Asch 1951, 1956;

Bond and Smith

1996

SUPPORTED Unanimous

majority, not mere

size; a single ally

collapses it

Cialdini's six principles Cialdini

1984/2007 and

the studies cited in

Part IV

SUPPORTED Unequal

taxonomy;

authority and

liking the weak

links

Exposure, defaults,

framing, anchoring, fear

appeals, moral-emotional

diffusion, nudges

Zajonc 1968;

Klein et al. 2014;

Tannenbaum

2015; Maier et al.

2022

SUPPORTED Nudges collapse

from d = 0.43 to d

= 0.04 after bias

correction

Advertising and political

persuasion

Sethuraman 2011;

Coppock, Hill

and Vavreck 2020;

Lewis and Rao

2015

WEAK BUT

REAL

Short-term

elasticity 0.12

(Sethuraman,

compiler-read);

political ads small

across contexts
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Claim as sold Principal
sources

Status What, if
anything,
survives

Cambridge Analytica as

election engine

Kosinski et al.

2013; Matz et al.

2017; Tappin et al.

2023

REFUTED Prediction of traits

is not persuasion

of voters
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CHAPTER 76

Appendix B. Bernays Chronology

Contested entries are marked. Sources are those of the documentary dossier.

Year Event Status

1891 Edward Louis Bernays born

in Vienna, 22 November

Attested

1892 Family emigrates to the

United States

Attested

1912 Cornell agriculture degree Attested

1913 to 1917 Theatrical publicity,

including Caruso and

Diaghilev

Attested

1917 to 1919 Committee on Public

Information. Export Service

chair attributed by Cull

Institutional fact attested;

Bernays's title rests on one

source

1919 Office opened with Doris

Fleischman

Attested

1922 Marriage to Fleischman Attested; day of month not

independently settled here

1923 Crystallizing Public
Opinion; NYU lectures

Attested

1924 Broadway performers at the

Coolidge White House

Attested in outline; date and

pancake form contested;

electoral causation

unsupported

1925 Fleischman issued a passport

in her own name

Attested

1928 Propaganda published by

Horace Liveright

Attested
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Year Event Status

1929 Torches of Freedom, Easter

parade

Event attested; scale of effect

a Bernays-driven myth

(Murphree)

Undated in the sources

used here

Lucky Strike green-fashion

campaign

Attested as Bernays work;

year not independently

settled

Late 1920s "Reach for a Lucky instead

of a sweet"

American Tobacco / G. W.

Hill; Bernays role not

established

1939 Publicity director, New York

World's Fair. Futurama is Bel

Geddes for GM

Fair post attested; Futurama

role not verified

Early 1940s onward United Fruit work,

including the campaign

against Arbenz

Among the better

documented episodes; end

year not independently

settled here

1947 "The Engineering of

Consent," Annals
Attested

1955 The Engineering of Consent,

edited volume

Attested; often conflated

with 1947

1965 Biography of an Idea Attested; treated here as self-

mythology

1995 Death in Cambridge,

Massachusetts, 9 March

Attested
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Appendix C. Table of Propositions

Prop. Statement Depends on

I No technique of influence

has power apart from the

conditions under which it is

a cause

Def. I, Ax. I

II No influence creates the

striving. It determines an

endeavour already present to

a new object

Ax. IV, Ax. XII, Def. Aff. I,

E3P9, E3P12, E3P15

III Manipulation occurs in

proportion to the

inadequacy of the idea of the

cause

Def. IV, Ax. V, Ax. VI,

E4P5

IV Every manipulation is

unstable in proportion to

causal knowledge

Prop. III, Ax. XI, Ax. VII,

E4P14

V Where propaganda has as its

object an unsettled future,

the lever that matches its

duration is an affect of the

imagination directed at that

future

Ax. VIII, Def. Aff. XII and

XIII, Def. VI

VI Propaganda arises where

constraint of a multitude is

unavailable or self-defeating

Def. VI, VII, VIII, Ax. VII

VII At propaganda scale, access is

a necessary part of the

definite cause; art has no

power in excess of that

conjunction

Def. VI, Ax. I, II, Prop. I
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Prop. Statement Depends on

VIII The propagandist's account

of his own efficacy is biased

and insufficient without the

Prop. I corollary-II

comparison

Prop. VII, Def. IX, Ax. V

IX Where contrary affects are

strong, no technique

suffices; where they are

absent, no further operation

on affect is required

Prop. I, II, Ax. I, Ax. VII

X Successful manipulation

produces fragile obedience

Prop. III, IV, Ax. VII, Def.

IV

XI The operations so far

demonstrated are four

Ax. VII, VIII, IX, V, XII,

Def. IV, XI, Def. Aff. XII,

XIII, XXX, XXXI, Prop. II,

V

XII The counter-mechanism is

displacement, not resistance

Ax. VII, X, Prop. IX, E4P14

XIII Manipulation is a case of

nature; a conspiracy of

modes is still nature

operating

Ax. III, V, VI, Def. IV, Prop.

III

XIV Targeting is selection, not

technique

Ax. XII, Prop. II, IX, E3P56

XV Once selection and

repetition are named, the

residual is a change of

condition or the removal of a

countervailing cause

Def. VI, XI, Ax. II, Prop. I,

VII, XIV

XVI Fear-based compliance may

raise a contrary solidarity,

and is in that case self-

limiting

Ax. VII, IX, Prop. V, Def.

Aff. XIII, E4P63
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Prop. Statement Depends on

XVII Approval attaches to an

object already installed and

not owned by the operator

Ax. IX, Def. Aff. XXX and

XXXI, Prop. X, E4P58S

XVIII Influence between those

who live under reason is

persuasion, not

manipulation

Def. IV, V, Prop. III, E4P35

and corollaries, Lemma of

Part V

XIX The remedy for

manipulation is an adequate

idea of the cause of one's

own action

Def. IV, Prop. III, IV

XX Vigilance is not that remedy;

it is displacement by fear

Ax. VII, VIII, Prop. XII,

XIX, Def. IV

XXI The free man is the adequate

cause of his own motion

Def. III, Lemma of Part V,

Prop. XIII, E3P1

XXII The practical measure is a

contrary affect at exposure

Ax. VII, Prop. XII, XIX,

E4P14

XXIII The adequate defence is

general and structural

Ax. XII, Prop. XIV, XV,

XXII, Def. XI

XXIV Freedom is the increase of

adequate causation, which is

an increase of action in the

sense of Def. III

Def. I, III, Lemma of Part V,

Ax. III, Prop. III, IV, XI,

XII, XIII, XIX, XXI, E3P1
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Appendix D. Glossary

Spinoza's terms, as used here.

Affect. A modification of the body by which its power of acting is increased

or diminished, and the idea of that modification. Not a mood in the ordi-

nary sense, and not a feeling opposed to reason.

Adequate cause. A cause through which the effect can be clearly and dis-

tinctly perceived (E3D1).

Conatus. The endeavour of each thing to persist in its being, which is its ac-

tual essence (E3P6, E3P7).

Custom. A disposition produced by repeated pairing of affections (E3P14;

Definition XI).

Freedom. As Spinoza, the thing that exists and acts from itself alone (E1D7;

Definition XII). For a finite mode, the increase of adequate causation in its

own action (Lemma of Part V). Not exemption.

Inadequate idea. An idea that involves a privation of knowledge (E2P35).

It follows by the same necessity as an adequate idea (E2P36).

Multitude. Men considered so far as they are determined by affects rather

than by reason (Definition X).

The trade's terms, defined and then set aside.

Dark psychology. A commercial name for ordinary operations on fear, hon-

our, and ignorance. It names a market, not a mechanism.

Frame. A description under which an already present desire is attached to an

object. Not a force.
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Nudge. A change of condition, usually a default. Real, small after bias cor-

rection, and not a theory of mind.

Priming. In the large social form, a failed claim. In the narrow automaticity

form, a small residual that does not license the catalogues.

Technique. A named form of words, gesture, or script offered as a portable

cause of influence, considered apart from the sufficient set. What it can do,

when it does anything, is change a condition or remove a countervailing

cause (Proposition I). As a transferable secret, nothing.

The unconscious, as used by the trade. A hidden room in which a manipula-

tor works. Spinoza's account is the opposite: there is no such room, only

causes of which we are ignorant, including the manipulator's own.
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CHAPTER 79

Appendix E. The Tactics
Catalogue, Sorted

Real and measured. Anchoring (shifts a number). Gain-loss framing (repli-

cates smaller than first reported). Mere exposure. Defaults, with large het-

erogeneity. Fear appeals of modest average size, stronger with an efficacy

statement. Asch-type conformity to a unanimous majority. Reciprocity

when the gift has cost. Scarcity so far as it is reactance or a popularity signal.

Real but trivial or narrow. Nudges after publication-bias correction.

Advertising's short-term elasticity. Political advertising's average effect on

vote. Subliminal cues among the already prepared. Facial feedback as a

small, method-dependent residue. Cialdini's liking.

Unmeasured as science. The 48 Laws. Dark psychology kits. "How to read

anyone." Most NLP packaging beyond the already-separate rapport litera-

ture. Memoir claims of having won an election or invented a want.

Refuted or hoax. Vicary's cinema. Bargh-style social priming as sold. Money

priming. NLP eye-accessing cues. Mehrabian as a general law of communi-

cation. Stanford Prison as a demonstration of roles. Cambridge Analytica as

an engine of elections. Power posing as a hormonal and risk intervention.

The sorting is the book's argument in another form. What is real is a change

of condition, a repetition, or an affect already present. What is sold is a tech-

nique that does not need those things.


	The Geometry ofConsent
	The Geometry of Consent
	ContentsContents
	The Abuse of Words

	How to Read This Treatise
	Abstract
	Prolegomenon

	The Confusion of Tongues
	The Free Man Who Is Not
	Definitions
	Axioms
	PROPOSITION INo technique of influence haspower apart from the conditionsunder which it is a cause.
	PROPOSITION IINo influence creates the striving.It determines an endeavouralready present to a new object.
	PROPOSITION IIIManipulation occurs inproportion to the inadequacy ofthe affected person's idea of thecause of his own action.
	PROPOSITION IVEvery manipulation is unstablein proportion to the causalknowledge available to theaffected person.
	Scholium of the Four Questions
	The Mechanics of Being Moved

	Fear and Hope Are One Machine
	The Image of the Future WorksLike the Present
	We Want What Others Want, andWant It More
	Repetition Builds the SecondNature
	The Multitude and the Limits ofReason
	PROPOSITION VWhere propaganda has as itsobject an unsettled future, thelever that matches its durationis an affect of the imaginationdirected at that future.
	PROPOSITION VIPropaganda arises whereconstraint of a multitude isunavailable or self-defeating; itis then the substitute for force.
	PROPOSITION VIIAt the scale of propaganda,access is a necessary part of thedefinite cause; the art has nopower in excess of thatconjunction.
	PROPOSITION VIIIThe propagandist's account ofhis own efficacy is determinedby his interest and is thereforebiased; it is insufficient withoutthe comparison that PropositionI, Corollary II, requires.
	PROPOSITION IXWhere the countervailingaffects are strong, no techniquesuffices; where they are absent,no further operation on affect isrequired.
	PROPOSITION XSuccessful manipulationproduces obedience withoutadequate ideas, and thereforeproduces fragility: the sameaffect can be re-captured by anystronger cause.
	Lemmas on the Economics ofAttention
	Bernays, or the Confession

	The Creel Committee, 1917 to 1919
	Crystallizing Public Opinion andPropaganda
	The Campaigns, Separated fromthe Memoir
	Doris Fleischman
	The Mythology
	Le Bon, Lippmann, and theManufacture of Consent
	How Public Relations ReplacedPropaganda
	What the Documentary RecordCannot Settle
	The Industry, Audited

	The Catalogue of Nonsense
	Social and behavioural priming,the Florida effect
	Money priming
	Ego depletion
	Power posing
	Facial feedback, the pen study
	Subliminal advertising, Vicary1957
	Neuro-linguistic programmingand eye-accessing cues
	The Mehrabian 7-38-55 statistic
	Dark psychology, the forty-eightlaws, and the art of readinganyone
	The Stanford Prison Experiment
	Milgram's obedience studies
	Asch's conformity experiments
	Cialdini's Six Principles
	What Survives Measurement
	Advertising and PoliticalPersuasion
	The Commercial Explanation
	The Ledger Restated
	What Is Real

	The Residue
	A note on what "real" means here
	PROPOSITION XIThe operations of organizedinfluence so far demonstratedare four: fear and hope;imitation, including honour andshame; repetition, which iscustom; and the maintenance ofinadequacy.
	PROPOSITION XIINo appeal works against acontrary affect already in place.The counter-mechanism istherefore displacement, notresistance.
	PROPOSITION XIIIManipulation is not a violationof nature but a case of it. Aconspiracy of modes, if it occurs,is still nature operating.
	PROPOSITION XIVThe effect of any given appeal isheterogeneous across persons.Targeting is therefore a matterof selection, not of technique.
	PROPOSITION XVOnce selection and repetitionare named, what remains of amass-media effect is a change ofcondition or the removal of acountervailing cause.
	PROPOSITION XVIFear-based compliance may,when the fear becomes acommon affect, raise a contrarysolidarity, and is in that caseself-limiting.
	PROPOSITION XVIIThe desire for approvalattaches to an object alreadyinstalled and not owned by theoperator, and is therefore bothready to hand and unstable.
	LEMMAFor a finite mode, freedom is theincrease of the proportion inwhich the mode is the adequatecause of its own action.
	PROPOSITION XVIIINothing is more useful to manthan a man who lives underreason. Influence between suchmen is persuasion, notmanipulation.
	Lemmas on the Counterfactual
	The Free Man Among the Moved

	PROPOSITION XIXThe remedy for manipulation isan adequate idea of the cause ofone's own action.
	PROPOSITION XXVigilance is not the remedynamed in Proposition XIX. It isdisplacement by fear.
	PROPOSITION XXIThe free man is not the manwho is unmoved. He is the manwho is the adequate cause of hisown motion.
	PROPOSITION XXIIBecause affects are removedonly by stronger affects, thepractical measure is theconstruction of a contrary affectat the moment of exposure.
	PROPOSITION XXIIIGiven the heterogeneity ofaffects, the adequate defence isgeneral and structural, notsituational and tactical.
	PROPOSITION XXIVFreedom consists not inexemption from influence,which is impossible, but in theincrease of adequate causationin one's own action, which is anincrease of action in the sense ofDefinition III.
	The Cause Question
	The Affected-Object Audit
	The Distribution Audit
	The Repeat-Exposure Rule
	The Approval Ledger
	The Argument AbandonmentRule
	A day, stated as causes
	What the protocols are not
	A Closing Note
	Appendices

	Appendix A. The ReplicationLedger
	Appendix B. Bernays Chronology
	Appendix C. Table of Propositions
	Appendix D. Glossary
	Appendix E. The TacticsCatalogue, Sorted

