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“This article provides an overview of the role of social
influence in modern U.S. military affairs. Many military
strategists are now convinced that modern warfare is centered
on abattle for public opinion, rather than a battle for physical
terrain., As a result, new military periodic literature, texts,
doctrine, and initiatives are increasingly likely to place
social influence at the core of military operations.
Urfortunately, this literature and doctrine is developing in a
conversation that is almost completely'independent of civilian
university-based scholarly consideration. The goal of this
civilian “primer” 1is to help bridge the gap between civilian
and military scholarship by providing (1) an introduction to
competing conceptions of the role of influence in modern war,
(2) a brief description of current military initiatives using
information operations, and (3) examples of influence tactics
employed in recent U.S. military action. The article concludes
by considering questions that modern military information
operations raise about the intersection of social science,
democracy, and war.”

[ 2L B4 xH# A King, Sara B. (2010) Military Social Influence
in the Global Information Environment: A Civilian Primer #43%
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“The Internet has revolutionized the computer and
communications world like nothing before. The invention of the
telegraph, telephone, radio, and computer set the stage for this
unprecedented integration of capabilities. The Internet is at
once a world-wide broadcasting capability, a mechanism for
information dissemination, and a medium for collaboration and
interaction between individuals and their computers without
regard for geographic location”

[ LA k43 B4t B Internet Society 4935838 B
https://www. internetsociety. org/internet/what-internet/histo
ry-internet/brief-history-internet ]



