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This proposal will explore three chosen key words in order to lead to a proposed dissertation question at the end, the themes explored in the proposal will include those associated with the act of psychoanalysis in photography and advertising. Each keyword will be explored in depth providing strong evidence for themes and ideas explored within each keyword, images will also be used along with supporting writing. The ideas of psychologists and philosophers Sigmund Freud and Edward Bernays will be the basis of the essay, relating the current 21st century back to the historical theories and effects they had.  
Manipulation
Sigmund Freud had a theory that every human had unconscious desires, and that it was possible to make the unconscious, conscious through psychoanalysis. Freud related photography to psychoanalysis by seeing they both serve as highly emotional reminders of the passage of time, which causes our unconscious minds to release streams of emotions (Bergstein, 2010). This suggests that photography can act as a way of psychanalysis by affecting the unconscious mind and manipulating people’s inner emotions and repressed feelings, implying that Freud believed that photography could be the key to unlocking the unconscious mind and bringing forward what he believed to be hidden desires every person has. Furthermore, meaning that the psychoanalysis technique could be applied to propaganda and serve as a great ally to governments and big advertising corporations. 
However, an opposing argument would be that Freuds ideas around the unconscious mind and psychoanalysis were actually all subjective with no hard evidence, all of Freuds ideas were from a state of his own imagination. Webster (2005) goes on to explain how Freud offered many insights but failed to state what those insights might be. This implies that Freuds theory lacked substantial evidence and any scientific proof of it being true. Therefore, suggesting that psychoanalysis cannot be considered a reliable use in the photographic or advertisement industries, although many would argue against Webster’s claims given the extent of success Bernays endured through psychoanalysis. Furthermore, the unconscious mind has no way of being manipulated or made to desire certain things, which would mean photography would play no part in psychanalysis and could not be an aid in manipulation of the unconscious mind.
 Eyesenk (2002) explains how Webster’s book doesn’t offer any solutions to Freuds lack of evidence and goes on to say that in order for Webster to dismiss Freuds theory he should offer ways of providing hard evidence that psychoanalysis works. Implying that Webster’s opinion is invalid and shouldn’t be used as concrete evidence that psychoanalysis is just in Freuds imagination, suggesting that the theory of psychoanalysis should have been put into practice by Freud himself but also does not give Webster the right to claim that it is purely imaginative. 
Freuds nephew Edward Bernays was the first person to introduce the world to psychoanalysis, he designed a method of advertisement still used in today’s 21st century. Bernays took his uncles ideas of the unconscious mind and applied them to manipulate the masses. Using this method of psychoanalysis Bernays changed America’s mindset to wanting their desires instead of their needs, by using unconscious emotional connections to products by huge corporations (Curtis, 2016). Furthermore, Bernays believed that governments and businesses should always have the public under control, as he said modern business should always have its finger on the publics pulse. To understand what the public’s mind was thinking and then be able to change it, Bernays influenced the mind to desire a specific need (Bernays and Miller, 2004). This shows that Bernays only had one intention and that was to manipulation, showing that he had not only manipulated the public but had also manipulated modern businesses to follow his theories too. This suggests that Bernays was a powerful and controlling character, with the capabilities to succeed in the technique of psychoanalysis. Bernays and his theory were put to the test when he was hired by the American tobacco company to create the first ‘psychoanalytic ad’ in the [image: https://thesocietypages.org/socimages/files/2012/02/Marlboro2.jpeg]attempt to get women to smoke.







                                             (Marlboro, 1929)
An advertisement like this was never before seen in that era, showing how Bernays quite literally was changing the course of history. The way the woman can be seen posing with the cigarette shows a subtle confidence in her, portraying to the target audience of women they can all hold this confidence by holding a cigarette. Using the theory from psychoanalyst Abraham Brill that cigarettes were a sign of the penis, Bernays was essentially handing women their own penis, making them feel no different to men. Bernays branded cigarettes as ‘torches of freedom’ and created a rebellion for women. This shows just how powerful psychoanalysis manipulation was even in its earliest forms. Advertising cigarettes as ‘torches of freedom’ suggests a link between the statue of lady liberty holding a torch, and the feeling of empowerment Bernays was hoping to give women in the rebellion. 
Lucia (2012) would disagree with Bernays and explains that propaganda is the work of evil men, seducers and those who want to dominate a population, and goes on to say that people who operate propaganda view the public as objects as opposed to people. Suggesting that what Bernays was doing with psychoanalysis was in fact unethical and was only to benefit himself and not others, further implying that there is a lot of controversy around propaganda and whether it is morally okay to be involved in such a manipulative act. This would suggest that not every member of the public was able to be manipulated by Bernays and psychanalytic advertisements, and almost creates a feeling of loss of power towards Bernays. 
Analyse 
The second keyword will look at how in the 21st century still uses psychoanalytic techniques, and how the digital age makes it easier for these techniques to thrive explaining how analysing information is more important than ever. Bernays’s psychoanalytic advertising techniques changed the way the advertising world worked forever, they are still able to be applied now in the 21st century. The world more than ever should take more care in analysing what is being shown to them and what message the advertiser desires to put upon them. A recent and strong example of this is the advertisement scheme used in the 2016 Brexit votes, the vote to leave campaign had this [image: A 'Vote LEAVE' battle bus is parked outside the Houses of Parliament (Photo: Jack Taylor/Getty Images)]image printed on the side of a vote to leave coach: 
   (Taylor, 2016)
This was the governments way of manipulating the masses just like Bernays had done, a very carefully thought out advertisement, even if not a word of it was true. The wording of ‘let’s take back control’ implies to the public that by leaving the EU they would have more control over Britain and suggests that the government were trying to empower the public by handing them back their ‘control’. The digital age gives the government more opportunity to reach out to every audience also enabling them to communicate false information faster and easier than ever before, this should be a huge reason to be more mindful and analytical of everything communicated online as ‘fake news’ is higher than it ever has been. Democracy today still operates the way it did when Bernays first introduced psychoanalysis to the masses, he knew that if he could persuade a large number of the population to conform to his ways the rest would follow. Rongjun and Sai (2013) would agree that in situations where a small number of people in a large group that have an opposing opinion are out-weighed they will change their mind to ‘fit in’ with the larger number, which would be considered as normative conformity. If this is applied to the Brexit propaganda used it implies that a larger number of the British public were influenced by the tactical advertisements used in favour of the vote to leave party, which led to some of the minority (vote to remain) to change their minds in order to conform with the majority in order to fit in with society. This suggests that politicians could have analysed these statistics and built their Brexit campaign around them, supporting that people should be more vigilant and hyper-aware of what they are conforming to by analysing tactical political advertisements. Furthermore, showing that the government are now utilizing the power of psychoanalysis and using it just how Bernays did during the 19th century however, this technique is not just emerging like it was before which allows the public to analyse and realise how the political parties are using it. 
However, Urwin and Venter (2014) would disagree that advertising is as effective in the 21st century and claim that shock advertising has become obsolete, and for advertisers to overcome this they need to find alternative methods to capture the attention of the public and ‘break through the clutter’. This suggests that the same advertising techniques have been over used so much that people have become immune to them, meaning the advertisements become over looked and ignored because people are de-sensitised to them. Furthermore, this means that psychoanalytic advertisements are at risk of extinction if new methods are not implemented by advertisers and the government. It also implies that as humans evolve so do their emotions and thinking process, suggesting that techniques such as psychoanalysis must evolve too.   
Influence 
The final keyword will explore how war photography unconsciously used psychoanalysis to aid in its propaganda and will explain how photography and psychoanalysis are co-dependant in the 21st century.  
[image: ](Capa, 1994)
Taken by one of the greatest war photographers ever known, Robert Capa, this image along with many others influenced the path of war photography for decades to come. His documentary of D-day was a blurry roll of images, but the papers still chose to publish them. Today Robert Capas work is still being re-called as “some of the most influential photographs of war that have ever been taken” (Kingsford-smith, 2016), suggesting that Capas unique style of war photography has influenced how war photography is taken today and suggests that there could be a psychological reason why his images from D-day were as successful as they were. Furthermore, this suggests that something about Capas D-day images caught the attention of the publics unconscious mind just as Freud explained, raising the question could these images be the first use of psychoanalysis in war photography? 
Photographs are the projection of the photographer’s thoughts into images and the viewers of that photograph are then able to interrupt their own thoughts and feelings from them, through their unconscious minds which is what Freud called “the royal road to the unconscious” (Bray, 2013). This suggests that Capas photos from D-day gave viewers a connection to their unconscious mind, meaning there was something about those images that triggered a psychoanalytic reaction in the viewers minds. This implies that newspaper editors that published the images were subjects to an accidental psychoanalysis from Capa, when taking the images, he was not to know that he would change the way war photography worked for centuries. 
In support of this idea Smith and Sliwinski (2017) would agree that photography has been dominated by narratives of power in recent years and that it serves as a great apparatus to the state. This supports the theory that during world war II the government used Capas images to serve as psychoanalytic war propaganda, suggesting that photography was now beginning it’s descend into aiding psychoanalysis in the advertising industry. Therefore, implying that in the current century photography now aids the government in influencing the publics decisions, and that photography is now viewed as a ‘weapon’ instead of an object or some may even call it a purpose.   
However, it is not necessarily only the government who views the camera as a weapon for propaganda as Augello-Page (2016) explains, as a photographer the most political decision you can make is what you choose to photograph and show people. This implies that photographers can also intentionally use photography for propaganda and then choose to hand their images over to editors to use how they please, suggesting that photography in the 21st century may have evolved into propaganda naturally. Furthermore, raising the idea that this could perhaps stem back to how Bernays changed the course of the advertising industry which could have also changed the way photographers thought about how photography could be used, leading to photography naturally developing into propaganda over the years. 
In this case it is possible that both opinions are correct, modern day photojournalism is mostly used in some sort of advertisement to portray an often-one-sided view. This decision lies with both the photographer and the publisher making both of them responsible for influencing the public in a certain way, and it also leaves the possibility that the reason for this could be down to psychoanalysis and the effect that photography has on the unconscious mind.
In conclusion this essay has started an in-depth analysis of psychoanalysis and the way the technique has been used from the 19th to the 21st century and provided credible examples under each of the three key words that has allowed room for further analysis. It was discovered that advertisers in the 21st century are still using Bernays’s psychoanalysis techniques, and political parties have applied the technique to recent campaigns, Brexit being the chosen example where the vote to leave party successfully manipulated the masses. Even though Freuds ideas around psychoanalysis had no hard evidence Bernays’s success in manipulating the masses should be considered a psychoanalytic breakthrough, and the fact that the technique is still being used is hard evidence in itself. It is apparent that the current generation of the British public should be more vigilant and analytical than generations before as social media allows ‘fake news’ to thrive, and the British government are using un-true advertisements to aid in their political campaigns. War photography was found to carry some controversy on whether or not psychoanalysis was used deliberately or, whether it was an accidental breakthrough that connected the unconscious mind. Only the surface has been touched on psychoanalysis in photography, but it is apparent the two have a lot more research to them and it seems that photography automatically takes the shape of propaganda in the digital age. Democracy would appear to have not changed since the era of Bernays, will there ever be a time when the public will break free of the government’s manipulation? Overall, this essay has opened many doors and found reliable resources to investigate further and left room for much more investigation into psychoanalysis in photography and advertising, which can be explored in greater detail in a dissertation. 
This in-depth analysis into the three chosen key words leads to the proposed question: 
Exploring the history and origins of psychoanalysis, consider how the technique has influenced photographers and advertisers up until the 21st century. Is psychoanalysis a useful tool to photographers and advertisers or is the technique a myth? Thinking about the positives and negatives it has on photographers and advertisers? And how it is utilized by both?
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