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(C-I) First I should say that our choice of imagery in this respect is 

not what many would opt for. When this is the case, the whole thing is 

working. It’s when imagery presented has little to no provocation at 

all and as a consequence detracts from the whole. There are people who 

would argue our use of imagery does that, but cannot offer any 

alternative that fulfills the requirement to provoke. Provocation is 

not all there is to it, of course, in this clandestine facility, 

though it is a vital ingredient. 

Well, to start and can I just say we should limit the discussion 

somewhat. So here goes.  

One must be aware of the power of mass propaganda, also what is the 

central thesis for us in this respect; that people are imbued with the 

capacity for EMOTIONAL response, people are irrational too, not 

separate parts - this is who we are. 



 

 

EMOTIONS are not enemies, unless we use them against people. This is 

not what we are doing; well I suppose it depends who is looking 

because some would describe us as archetypally evil but that’s not 

worthy of consideration. I say we are working against the commercial 

mass propaganda machine in this, the system as a whole that includes 

us. That to an extent by virtue of the capacity we harness, we are 

working alongside it 

(C-III) People are bombarded by very carefully crafted images that are 

meant to confuse propaganda with ideology, confuse knowledge with how 

we feel. What you call the mass propaganda machine overlaps with our 

method. 

(C-V) As I’ve said before, the whole paraphernalia of electronic 

communication is drenched with lies, exaggerated lies. 

Our presentation of facts that matter would not therefore make a whole 

lot of difference in this, so we must search for alternative ways to 

communicate during this time of crisis. In order to be effective we 

must appeal to emotion, as well as to reason.  

Are we talking about the manipulation of mass-consciousness? Or 

scaling things down to parts of society, to individual actors? 

(C-I) Society is made up of individuals so what is felt via the 

effects of mass propaganda across the morass is felt by the 

individual. We are talking about a whole industry, the advertising 

industry, an industry that understands it is important to reach out to 

people, not in terms of rational arguments but in terms of something 

else. 

(C-III) Hold on, you are referring to commercial entities but you have 

to include others too. All who are in the consciousness business 

utilize the concept of crowd / mass psychology – they grasp that 

people are not moved by fact or reason, but by manipulation of 

emotion. In this particular aspect we are the same. Films, news, 

speakers - all move to upend traditional values of society so to 

instill consumption as an inner compulsion. Consuming of our ideas 

too. 

(C-I) What consumerism does is to take the idea of human aspiration 

and connect it to a kind of idea that you as an individual are 

insecure, vulnerable for that condition, fearful, and that products 

being sold now are not in terms of what the product will actually do – 

but the products are being sold as something that will deal with your 

personal problems. 



 

 

The advertising in its early years was to take critical consciousness 

and move it away from focusing on social problems in the direction of 

people seeing them as personal values.  

The advertising industry – how did it erode democratic participation 

and democracy?  >> It began by defining human identity away from the 

idea of engaging in citizenship, more in terms of consumption, 

everything then becomes a product to be bought and sold. << 

Soap, shampoo, cars, clothes. Just to illustrate a difference of what 

is the modus-operandi of advertising and our use of imagery to achieve 

our objective. In the context of spying, I mean intelligence, the 

honey lure, har, har, it is not to sell emotion for profit but to 

control emotion. Our reason is not the same. 

(C-V) Are you sure about that? If we are referring to our use of 

imagery, power pictures such as those we are using, they present 

qualities that speak to what is missing in people’s lives. In this, we 

have very clear understanding of the role we are playing. 

(C-III) Embodies the cult of the self that is at the core of 

consumerism – all about me. The same thing, I agree. 

(C-I) OK. Freud wrote about the extent to which political leadership 

is somewhat like romantic love and that is in the frozen romance i.e. 

whether the love of a love object or a leader, that leader becomes the 

embodiment – you project on to that leader what you see missing from 

yourself. 

Projection upon the leader very much embodies the kind of support that 

current presidents have. 

Everyman dressed in the aura of success. This is not the aura we are 

dressed in. 

(C-III) Do not the lies that people tell themselves become ratified by 

who someone is, reinforces the things that people have wanted to say? 

Sense of anger, hatred, vulnerability embodied is oftentimes something 

that offers people permission to become who they want to be, but felt 

they couldn’t be until we appeared to become a role model for them. 

You mentioned the honey trap, which illustrates this perfectly well. 

In certain ways what advertising does is encourage people to see 

themselves not as actors within the world as having agency with the 

world but rather as commodity selves – not about substance or reality 

but about whether you can present, to some extent, people have that 

idea reinforced. 



 

 

(C-V) We live in an economy and a society right now with 

transformation of the self into a commodity self into something to be 

bought and sold – reinforced by the very nature of the society. We are 

using the same methodology, as already said. 

(C-III) The irrational becomes rational – we witness this fusion – 

this fusion of fantasy, no longer any way within public discourse to 

build an argument based upon verifiable arguments. 

(C-V) Look at the persuasion professions, the consciousness 

industries.  

If you speak to people rationally then they will want to discuss 

things, it’s that they are incapable of reason or incapable of 

understanding their own power but rather the systems that have been 

developing over the past years are designed to bypass people’s ability 

to think critically. 

(C-III) The world that remains rooted in verifiable fact is at a 

severe disadvantage by not resisting - by not harnessing emotion by 

not clinging to impartiality objectivity neutrality. 

(C-I) OK. I think we have established that we are borrowing from the 

advertising industry but that our reason is altogether different. 

We should discuss the Case Study (PVG) because the use of introduction 

of particular imagery was meant to seduce the ‘unknowing actor’ ‘the 

target’ ‘the person we needed to control and whose values were well 

entrenched’ - and all become exaggerated via unconscious drives of 

desire, infatuation that we seized upon, in the closest setting we 

could find to a laboratory (a detention cell), and manipulated / re-

engineered via sensory inputs such as aroma, colour, very specific 

features of a female identity, who did subsequently appear in a false 

social context. The female being the lure, the agent of provocation, 

the practitioner extraordinaire in the field of human intelligence. 
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