
International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-9, Sep.-2018 
http://iraj.in 

The Mediterranean Propaganda in Travel Posters as Presented by Two Colonisers 
 

86 

THE MEDITERRANEAN PROPAGANDA IN TRAVEL POSTERS AS 
PRESENTED BY TWO COLONISERS 

 
GHAITH BREISS 

 
The University of Cagliari 

E-mail: g.breiss@studenti.unica.it 
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I. INTRODUCTION 
 
The difference between a fine art canvas and a poster 
is that the latter was meant to spread and change 
people’s perceptions using carefully chosen slogans 
and visuals, while the other is directed to a specific 
target audience inside museums. This is not to say 
that posters do not specify an audience, but, unlike 
the other, it is imposed on all types of people whether 
they like it or not. Here is where the power of a poster 
come into play. It points provocative messages into 
people’s minds to haunt them all day. These 
messages in many cases are mixed with connotations 
to express political views. Many people might ignore 
these associations, but in places of political conflicts 
and cosmopolitans,like the Mediterranean or the 
Middle East, results can be catastrophic.  
 
In a Quora post, an African-American who works in 
the IT fields said that he travelled and worked with 
many ethnics, but so far, the Indians arethe most 
intolerantand discriminative against their fellow 
citizens. In his opinion, the reason is related to the 
high concentration of Fair & Lovely advertisements. 
[1] At first sight this might sound like an 
exaggeration; however, the many scientific 
papersaddressing the prejudice and racisms in the 
Indian society often link the problem to cosmetic 
products especially Fair & Lovely and past colonial 
experience who presented the notion of whiteness as 
asymbol of beauty. [2] The promotion of “white 
servitude”was not the only methods Colonials have 
used to promote superiority, they employed another 
powerful approach like exaggerating the weakness of 
these people using speech and images. These acts of 
propagandawere used extensively in the first world 
war I, during the nineteenth century, when power and 
colonialism activities were intense. The 
Mediterranean ideology wasthe result and the tool of 
colonialism, whoemployedpropagandato facilitate 
and legitimise their activitiesas well as take control of 
the basin. [3] 

 
Many interpreters have admired and analysed the 
aesthetics of travel posters related to the 
Mediterranean, especially the work of Roger Broders; 
however very fewinterpreted thevisual culture of 
these works in a colonial context. In this paper, we 
are interested in examining the propaganda presented 
in the posters of two colonial travel companies to find 
what type of stereotypes were imposed on the 
inhabitant of this basin, and how these visual tactics 
drew a line between “us and them.” 
The main objectives are two-fold: first it reveals the 
stereotypes of the Mediterranean that have stuck in 
our minds; second, it shed new lights on the influence 
of language and image in persuading people. The 
findings have the aim of encouraging designers to be 
more responsible with the use of design elements 
especially the designers who follow trends and what 
is common. 
 
II. THEORETICAL BACKGROUND 
 
The use of Political posters is traced back to the 
French revolution in the eighteenth century when 
posters were used for political battles by sending 
announcements and information about the progress of 
events. However, the importance of posters was 
dramatically increased in the nineteenth century 
during world war I. Poster became an inevitable, 
essential part of the war, as a potent tool for 
propagandists. [4] Starting from this period, the 
seizure of meaning has become more critical than the 
seizure of power. [5] War rivals invested heavily in 
propaganda as a form of communication to achieve a 
response by manipulating cognitions, directing 
behaviours and shaping perceptions. Perceptions are 
usually shaped using language and images. [6]  
This strategy survived until our day. For example, in 
the last American election, we saw two types of 
propaganda with two different approaches to gain 
people’s votes. On the one hand, Obama followed a 
safe road applying the say: brand yourself before you 
get branded. He presented his election program using 
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a poster designed by Shepard Fairey. The message of 
hope was clear and caught the attention of people 
who were seeking a silver lining after eight gloomy 
years of George Bush II presidency. [7] The message 
of the poster goes well with its visual, which has the 
profile of Obama tinted with the colours of the 
American flags. Fairey used the white, red and 
bluepurposefullyto shade Obama’s face as a way to 
tell people the colour of the skin does not matter.  
On the other hand, we have seen the campaign of 
Donald Trump whose win was an enormous surprise 
to the world. On the contrary, the cartoonist Scott 
Adams, he was one hundred percent Trump will win. 
In his book “Win Bigly” he explained the reason 
behind his certitude by saying Trump is a natural 
persuader and that Adams has already studied the 
persuading tools Trump is using. He highlighted in 
his fourth chapter what he called “a linguistic kill 
shot”–the opposite type of brands Obama had used in 
the previous election–which is essentially about 
assigning nicknames to the other candidates and 
make them stick forever in the mind of listeners. 
Adams elaborated “Trump used words that were 
uncommon in political campaigns, to violate our 
expectations and make his branding memorable. 
Examples: “low-energy,” “crooked,” and “lyin’.” [8] 
What made these brands sticky is the fact that Trump 
exaggerated real features. These amplifications will 
help listeners categorise the chaotic speeches and 
vote for Trump or prevent them from voting at all.  
Even though, Trump based his political campaign on 
the power of speech, not on posters. His technique is 
not new, we have seen it through history back to the 
time of old Romans. When the words Barbaric and 
slave were employed politically to support the 
superiority of the Roman citizenship, [9] and in the 
nineteenth century during the period of colonisations 
when these acts were translated visually in posters. 
 
III. METHODOLOGY 
 
To explore the use of stereotype in posters,and the 
ensuing interpretation by the viewer, we employedthe 
applied semiotics in an attempt to reveal the implied 
meanings behind two series of travel posters. 
First,we chose fourposters illustrated by Roger 
Broders to promote the French railways ‘Chemins de 
fer de Paris à Lyon et à la Méditerranée (PLM.)’ Two 
of these posters (figure 2)are French cities–
Monaco/Monte-Carlo and Marseille–while the other 
two (figure 3) arelocated on the other shore of the 
Mediterranean–Algiers and Tunis. Second, we chose 
two travel posters designed by Grace Lines Curacao 
and Lendon(figure 1) for Canadian Pacific cruises. 
For the reason that the two Canadian Pacific 
posterspresent the Mediterranean in a generic view 
withelements from both sides–Canada and the 
Mediterranean–we found them sufficient for the 
analysis. 

To analyse these posters, we have categorised these 
posters into ninenodes:company, country of origin, 
destination, Grid, Slogan, Theme, Protagonist, 
movement and finally wealth.  
 

 
Figure 1:  Canadian Pacific posters. Left: Empress and 

Duchess steamship. Right Empress of Scotland. 
 

 
Figure 2:  PLM posters. Left: Alger. Right: Tunis 

 

 
Figure 3:  PLM posters. Left: Monaco/Monte-Carlo. 

Right: Marseille 
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IV. RESULTS  
Table 1

 
Reading these categorisations in table one, we can see 
that only one poster has a diamond grid, this poster 
has a person of colour standing tranquilly in a poor 
ambience. All of the posters related to the 
Mediterranean, which are promoted by the Canadian 
Express, Alger and Tunis which are promote by PLM 
have a poor ambience; however, the posters of 
Monaco/Monte-Carlo and Marseille, which are 
promoted by PLM have a rich ambience. 
 
CONCLUSIONS AND DISCUSSION 
 
The results show us that the French company PLM 
tried to comparethe cities on both sides and show 
them in a similar way, but the difference is the social 
values. By comparing the two posters Alger and 
Monaco/Monte-Carlo,we can see thatin the first, the 
man is the boss and the woman is sitting on his feet 
level with the slogan “la ville blanche” which 
together with the Purple hue have a depressing 
ambience; on the contrary, the French woman has a 
free will, she was depicted in a romantic scene 
contemplating the sunny city with the slogan “au pays 
du soleil”, which give a sense of optimism.  
Comparing the poster of Tunis to Marseille, we 
noticed that Broders in the first postertried to break 
our view with the branch of the tree to direct it 
toward the Minaret and the two poor persons on the 
donkey, in a way to link poverty with Islam. On the 
contrary, Marseille’s shore was depicted busy with 
cranes and commercial ship.Moreover, the two 
slogans of these posterswere used provocatively to 
contrast the poverty that lives side by side with 
wealth. These posters show us that the French were 
interested in these countries, but first, they should 
change their values. In the third set of posters,we 
concluded that the Canadian were not interest in the 
Mediterranean. In the two posters of Canadian 
Pacific, Curacao and Lendon tried to direct the views 
into the southern shore of the Mediterranean, by 

depicting it as a desert with a person riding an Arabic 
camel or smoking a cigarette. The Cruise contradicts 
the camel, and the artist showed it as if it is coming 
from the future with the person’s eyes glued on it 
surprisingly. These posters show that both the French 
and the Canadian have used branding to stick what is 
positive on themselves and negative on others to 
transmit messages of assimilation or superiority. This 
is to say that image is stronger than the words and if 
language and image are mixed, they can become a 
fatal tool. 
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