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„We could have put up big posters of Barroso like an American president, 

saying ‘If the EU wins, you win!’. But this is not what is missing. 

Propaganda doesn’t work. You have to understand  

that this is about building democracy […].“ 

 

Margot Wallström, 

Vize-Präsidentin der Kommission und  

EU-Kommissarin für institutionelle Beziehungen  

und Kommunikationsstrategie 

in einem Interview
1
 

 

 

 

 

 

 

 

 

                                                 
1 O’Connor Simon (2006: 19) 
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