
Rhetorical Analysis On An Advertisement

Rhetorical Analysis on an Advertisement: Unpacking
Persuasive Techniques

Ever wondered how a seemingly simple advertisement can convince you to buy a product you didn't
even know you needed? The answer lies in rhetoric – the art of persuasive speaking or writing. This
post offers a deep dive into performing a rhetorical analysis on an advertisement, equipping you
with the tools to dissect persuasive techniques and understand the underlying strategies employed
by advertisers. We'll explore key rhetorical appeals, analyze examples, and provide a framework for
conducting your own analysis. This guide is essential for students, marketing professionals, and
anyone interested in understanding the persuasive power of advertising.

Understanding the Building Blocks: Key Rhetorical
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Appeals

A successful advertisement relies heavily on three primary rhetorical appeals, identified by Aristotle:
ethos, pathos, and logos. Mastering these appeals is crucial for effective rhetorical analysis.

Ethos: Establishing Credibility and Trust

Ethos centers on the credibility and authority of the advertiser or the source being presented. This
can be established through various means:

Expert Endorsements: Featuring a doctor recommending a health product, or a celebrity endorsing
a beauty brand, leverages the perceived credibility of these figures.
Company Reputation: A well-established brand with a history of quality products automatically
enjoys higher ethos.
Ethical Values: Highlighting commitment to sustainability, fair labor practices, or community
involvement builds trust and positive associations.
Visual Cues: Professional-looking imagery, clear and concise language, and a well-designed website
all contribute to establishing a sense of credibility.

Pathos: Evoking Emotions and Connecting with the Audience

Pathos focuses on appealing to the audience's emotions. Effective ads tap into various emotional
responses:

Joy and Happiness: Think heartwarming family scenes selling insurance or cheerful music
accompanying a fast-food commercial.
Fear and Anxiety: Security systems ads often utilize this appeal, highlighting potential risks and
showcasing their product as a solution.
Nostalgia: Using images or music that evoke a sense of longing for the past is a powerful technique.
Humor: Funny commercials can make products more memorable and likeable.
Empathy: Ads focusing on social causes or highlighting human stories often elicit empathetic
responses.

Logos: Using Logic and Reason

Logos relies on logic, facts, and reason to persuade the audience. This appeal often involves:

Statistics and Data: Presenting research findings or quantifiable results to support claims.



Comparative Advertising: Comparing a product's features and benefits to competitors.
Cause-and-Effect Arguments: Explaining how using a product leads to a specific desirable outcome.
Logical Reasoning: Using deductive or inductive reasoning to support the product's value
proposition.

Conducting a Rhetorical Analysis: A Step-by-Step Guide

To effectively analyze an advertisement, follow these steps:

1. Identify the Target Audience: Who is the advertisement trying to reach? Understanding the target
demographic is crucial for interpreting the persuasive techniques used.
2. Analyze the Visual Elements: Pay close attention to imagery, colors, fonts, and overall layout. How
do these elements contribute to the overall message?
3. Deconstruct the Text: Examine the language used – word choice, sentence structure, tone, and
style. Are there any persuasive techniques like metaphors, analogies, or rhetorical questions?
4. Identify the Rhetorical Appeals: Determine how the advertisement uses ethos, pathos, and logos
to persuade the audience. Provide specific examples.
5. Assess the Effectiveness: Does the advertisement successfully achieve its purpose? How
persuasive is it, and why?

Case Study: Analyzing a Dove Advertisement

Let's consider a Dove "Real Beauty" campaign advertisement. This campaign often features diverse
women, showcasing natural beauty and body positivity. It utilizes strong pathos by appealing to
feelings of self-acceptance and challenging unrealistic beauty standards. The use of real women
(ethos) lends credibility to the message, while the overall messaging (logos) promotes a healthier
and more inclusive view of beauty.

Conclusion

Rhetorical analysis of advertisements provides valuable insight into the persuasive strategies
employed by advertisers. By understanding the key rhetorical appeals and following a structured
approach, you can effectively dissect the messages behind advertising and gain a deeper
appreciation for the power of persuasion. This knowledge is crucial for critical consumers and
effective marketers alike.



FAQs

1. Can I analyze any type of advertisement? Yes, this framework can be applied to various forms of
advertising, including print ads, television commercials, online banners, and social media posts.

2. What if an advertisement doesn't explicitly use all three appeals? Many ads may prioritize one
appeal over others, but a thorough analysis will reveal how even subtle use of ethos, pathos, or logos
contributes to the overall persuasive effect.

3. Is there a specific format for writing a rhetorical analysis? While there's no rigid format, a clear
structure with an introduction, body paragraphs detailing your analysis, and a conclusion
summarizing your findings is recommended.

4. Where can I find more examples of advertisements to analyze? You can find numerous examples
on websites like Ad Age, Adweek, and even social media platforms.

5. How can I improve my own persuasive writing skills after conducting these analyses? By studying
the techniques used in successful advertisements, you can learn to incorporate similar strategies in
your own writing, enhancing its persuasive power.

  rhetorical analysis on an advertisement: Advances in Advertising Research X Enrique Bigne,
Sara Rosengren, 2019 This book addresses challenges and opportunities in research and
management related to new advertising and consumer practices in brand communications with
multiple touchpoints. It specifically relates to new insights into how profitability and customer
engagement are affected by multiple and very diverse consumer touchpoints in an omni-connected
world. Advances in Advertising Research are published by the European Advertising Academy (EAA).
This volume is a selective collection of research presented at the 17th International Conference in
Advertising (ICORIA), which was held in Valencia (Spain) in June 2018. The conference gathered
more than 180 participants from over 27 countries all over the world. Contents Digital
Communications and Multiple Touchpoints Creativity in Advertising Consumer Responses to
Multiple Communications Target Groups Researchers, instructors, and students in the fields of
advertising, communication, marketing and media management, as well as practitioners in these
areas The Editors Enrique Bigne is Professor of Marketing at the University of Valencia, Spain. Sara
Rosengren is Professor of Marketing and Retailing at the Stockholm School of Economics, Sweden.
  rhetorical analysis on an advertisement: From Inquiry to Academic Writing Stuart Greene,
April Lidinsky, 2011-07-06 Explains academic writing as a clear, step-by-step process that one can
use in any college course.
  rhetorical analysis on an advertisement: Marketing and Semiotics Jean Umiker-Sebeok,
2012-10-25
  rhetorical analysis on an advertisement: Go Figure! New Directions in Advertising Rhetoric
Edward F. McQuarrie, Barbara J. Phillips, 2008 Rhetorical scholarship has found rich source
material in the disciplines of advertising, communications research, and consumer behavior.
Advertising, considered as a kind of communication, is distinguished by its focus on causing action.
Its goal is not simply to communicate ideas, educate, or persuade, but to move a prospect closer to a
purchase. The editors of Go Figure! New Directions in Advertising Rhetoric have been involved in
developing the scholarship of advertising rhetoric for many years. In this volume they have
assembled the most current and authoritative new perspectives on this topic. The chapter authors all
present previously unpublished concepts that represent advances beyond what is already known



about advertising rhetoric. In the opening and closing chapters editors Ed McQuarrie and Barbara
Phillips provide an integrative view of the current state of the art in advertising rhetoric
  rhetorical analysis on an advertisement: International Advertising and Communication
Sandra Diehl, Ralf Terlutter, 2006-09-19 The book presents a wide selection of studies and works in
the area of international communication including seven main areas: Advertising and
Communication Effects; Advertising and Information Processing; Communication and Branding;
Emotional, Social and Individual Aspects of Communication; Communication and New Media;
International Advertising and, finally, Perspectives on the Future of International Advertising
  rhetorical analysis on an advertisement: Visual Branding Edward F. McQuarrie, Barbara J.
Phillips, 2016-12-30 Visual Branding pulls together analyses of logos, typeface, color, and
spokes-characters to give a comprehensive account of the visual devices used in branding and
advertising. The book places each avenue for visual branding within a rhetorical framework that
explains what that device can accomplish for the brand. It lays out the available possibilities for
constructing logos and distinguishes basic types along with examples of their use and evolution over
time.
  rhetorical analysis on an advertisement: Visual Persuasion Paul Messaris, 1997 For
upper-level undergraduate students and graduate students in communication and media studies
  rhetorical analysis on an advertisement: The Handbook of Organizational Rhetoric and
Communication Oyvind Ihlen, Robert L. Heath, 2018-08-14 A one-stop source for scholars and
advanced students who want to get the latest and best overview and discussion of how organizations
use rhetoric While the disciplinary study of rhetoric is alive and well, there has been curiously little
specific interest in the rhetoric of organizations. This book seeks to remedy that omission. It
presents a research collection created by the insights of leading scholars on rhetoric and
organizations while discussing state-of-the-art insights from disciplines that have and will continue
to use rhetoric. Beginning with an introduction to the topic, The Handbook of Organizational
Rhetoric and Communication offers coverage of the foundations and macro-contexts of rhetoric—as
well as its use in organizational communication, public relations, marketing, management and
organization theory. It then looks at intellectual and moral foundations without which rhetoric could
not have occurred, discussing key concepts in rhetorical theory. The book then goes on to analyze
the processes of rhetoric and the challenges and strategies involved. A section is also devoted to
discussing rhetorical areas or genres—namely contextual application of rhetoric and the challenges
that arise, such as strategic issues for management and corporate social responsibility. The final
part seeks to answer questions about the book’s contribution to the understanding of organizational
rhetoric. It also examines what perspectives are lacking, and what the future might hold for the
study of organizational rhetoric. Examines the advantages and perils of organizations that seek to
project their voices in order to shape society to their benefits Contains chapters working in the
tradition of rhetorical criticism that ask whether organizations’ rhetorical strategies have fulfilled
their organizational and societal value Discusses the importance of obvious, traditional, nuanced,
and critically valued strategies such as rhetorical interaction in ways that benefit discourse Explores
the potential, risks, paradoxes, and requirements of engagement Reflects the views of a team of
scholars from across the globe Features contributions from organization-centered fields such as
organizational communication, public relations, marketing, management, and organization theory
The Handbook of Organizational Rhetoric and Communication will be an ideal resource for advanced
undergraduate students, graduate students, and scholars studying organizational communications,
public relations, management, and rhetoric.
  rhetorical analysis on an advertisement: Cross-Cultural Content Analysis of Advertising
from the United States and India Niaz Ahmed, 2000 This cross-cultural content analysis (which
merged traditional content analysis method with semiotic concepts) compared advertising in the
United States (a highly individualistic and low-context culture) and India (a highly collectivist and
high-context culture). The study examined the characteristics, differences and similarities in
advertising strategies and expressions. A stratified random sample of advertisements for consumer



products was selected from nationally circulated news magazines and business magazines of each
country between January 1993 and December 1994 (Time and Business Week from the United
States; India Today and Business India from India). This study found that there were significant
differences in the way the two cultures produced advertising messages and that differential cultural
values were reflected in their advertising expressions. The findings revealed that the U.S.
advertisements utilized direct rhetorical styles, individualistic visual stances, sexual portrayals of
women and comparative approaches more often than their Indian counterparts. The Indian ads
utilized indirect rhetorical styles, collective visual stances and stereotypical portrayals of women
more frequently than did the U.S. ads. The evidence of specific cross-cultural differences suggests
that perhaps the proponents of standardization of international advertising have promoted an
oversimplification. This cross-cultural study suggests that caution should be exercised when
considering standardization in advertising and other forms of promotional communication between
divergent cultures. Click here to preview the first 25 pages in Acrobat PDF format.
  rhetorical analysis on an advertisement: The Crowned Kids Terrence Terrell, 2019-06-04 The
Crowned Kids at the School of Freedom come from different places and cultures, but they share the
same feelings of self-love and respect for individuality. They are proud of who they are, and see their
differences as unique qualities. But when bullies come around to bring them down, they have to
stick together and show that diversity makes them stronger than negativity ever could, and that
there's nothing wrong with being different. An uplifting story about confidence and the importance
of community, The Crowned Kids will encourage readers to learn the power of self-love and diversity
to embrace the qualities that make them stand out.
  rhetorical analysis on an advertisement: Persuasive Imagery Linda M. Scott, Rajeev Batra,
2003-04-02 This volume synthesizes and advances existing knowledge of consumer response to
visuals. Representing an interdisciplinary perspective, contributors include scholars from the
disciplines of communication, psychology, and marketing. The book begins with an overview section
intended to situate the reader in the discourse. The overview describes the state of knowledge in
both academic research and actual practice, and provides concrete sources for scholars to pursue.
Written in a non-technical language, this volume is divided into four sections: Image and Response -
illustrates the difficulty encountered even in investigating the basic influences, processes, and
effects of mere exposure to imagery. Image and Word - presents instances in which the line between
words and pictures is blurred, such as the corporate logo which is often pictorial in nature but
communicates on an abstract level usually attributed to words. Image and the Ad - contributes to our
appreciation for the exquisite variations among advertising texts and the resultant variability in
response, not only to different ads but among different viewers of the same ad. Image and Object -
carries the inquiry of visual response over the bridge toward object interaction. Having traveled a
path that has gone from the precise working of the brain in processing visual stimuli all the way to
the history of classical architecture, readers of this volume will have a new respect for the
complexity of human visual response and the research that is trying to explain it. It will be of
interest to those involved in consumer behavior, consumer psychology, advertising, marketing, and
visual communication.
  rhetorical analysis on an advertisement: Pictorial Metaphor in Advertising Charles
Forceville, 2002-01-22 Over the past few decades, research on metaphor has focused almost
exclusively on its verbal and cognitive dimensions. In Pictorial Metaphor in Advertising, Charles
Forceville argues that metaphor can also occur in pictures and draws on relevant studies from
various disciplines to propose a model for the identification, classification, and analysis of 'pictorial
metaphors'. By using insights taken from a range of linguistic, artistic and cognitive perspectives for
example, interaction and relevance theory, Forceville shows not only how metaphor can occur in
pictures, but also provides a framework within which these pictorial metaphors can be analyzed. The
theoretical insights are applied to thirty advertisements and billboards of British, French, German
and Dutch origin. Apart from substantiating the claim that it makes sense to talk about `pictorial
metaphors', the detailed analyses of the advertisements suggest how metaphor theory can be



employed as a tool in media studies. Context in its various manifestations plays a key role in the
analyses. Furthermore, the results of a small-scale experiment shed light on where general
agreement about the meaning of a pictorial metaphor can shade over into other more idiosyncratic
but equally valid interpretations. The final chapter sketches the ways in which the insights gained
can be used for further research.
  rhetorical analysis on an advertisement: The Art Of Rhetoric Aristotle, 2014-09-02 In The Art
of Rhetoric, Aristotle demonstrates the purpose of rhetoric—the ability to convince people using
your skill as a speaker rather than the validity or logic of your arguments—and outlines its many
forms and techniques. Defining important philosophical terms like ethos, pathos, and logos, Aristotle
establishes the earliest foundations of modern understanding of rhetoric, while providing insight
into its historic role in ancient Greek culture. Aristotle’s work, which dates from the fourth century
B.C., was written while the author lived in Athens, remains one of the most influential pillars of
philosophy and has been studied for centuries by orators, public figures, and politicians alike.
HarperTorch brings great works of non-fiction and the dramatic arts to life in digital format,
upholding the highest standards in ebook production and celebrating reading in all its forms. Look
for more titles in the HarperTorch collection to build your digital library.
  rhetorical analysis on an advertisement: //Rhetor. Dixit// Understanding Ad Texts'
Rhetorical Structure for Differential Figurative Advantage George Rossolatos, 2013-08-26 This
book was put together over the course of the past three years and is the outcome of the author's
publications in the multimodal advertising rhetoric research field and projects that were undertaken
with the employment of the //rhetor.dixit//(c) model. It features four chapters that span different, yet
interlocking aspects of ad texts' multimodal rhetorical configuration and culminates in a practical
guide for the analysis of the verbo-visual rhetorical structure of TV ad texts, based on the unique
methodology of the //rhetor.dixit//(c) model on offer by //disruptiVesemiOtics//. //rhetor.dixit//:
Understanding ad texts' rhetorical structure for differential figurative advantage neither seeks to
cover exhaustively issues in any of the traditional fields of concern to the discipline of rhetoric (an
impossible endeavor, indeed, within the contours of a single book), nor to address all issues on top of
the current agenda in multimodal advertising rhetoric. Its mission is to present key facets of current
research in multimodal advertising discourse, largely dispersed and spread out in multiple
disciplines, including semiotics, in such a manner as to enable the reader to get to grips with the
benefits that stem from employing a content analytic approach for the ongoing management of the
modes of rhetorical configuration of advertising texts. The combination of an interpretivist approach
with the methodical outlook yielded by content analysis affords to transform multimodal rhetorical
analysis of advertising texts from a theoretical enterprise geared towards making sense of how
meaning emerges through the figurative language of advertising to a systematic method for
managing advertising textuality, in such a manner as to enable practitioners in marketing related
disciplines (e.g., account planning, marketing research, brand management) to actively manage how
brand meaning is generated through distinctive modes of rhetorical configuration. The managerial
orientation of the //rhetor.dixit//(c) model is intended to enhance understanding as to how a brand's
intellectual capital is configured and, moreover, to point to directions whereby what I call a brand's
figurative first mover advantage and differential figurative advantages may be furnished to a brand's
discourse. The systematic understanding of a brand's distinctive modes of rhetorical configuration is
not just a 'nice-to-have' add-on in a metrics dashboard, but a prerequisite for managing brands as
constellations of figurative elements and modes of connectivity among figurative elements, which
are part and parcel of a brand's textual essence.
  rhetorical analysis on an advertisement: Video Rhetorics John S. Nelson, George Robert
Boynton, 1997 The aim of this book is to teach us how to better understand political ads (telespots)
by attuning ourselves to their video rhetoric--their themes and stories, atmosphere and
characterization, feelings and images, and their use of popular genres--from film to fiction, from
MTV to game shows. Video Rhetorics is both a call for, and an example of, a new kind of political
analysis. Supplemented with Hot Spots: Multimedia Analyses of Political Ads, a sixty-minute video of



multimedia advertising studies, the book presents lucid analyses of particular campaign ads to
illustrate how music, text, metaphor, genre, image, color, delivery, tempo, and location all combine
to orchestrate political meaning. The authors also show readers how to comprehend dynamics of
contemporary political life that remain mysterious within traditional accounts of how citizens learn
about politics. In the authors' view, electronic politics is here to stay, like it or not, and we cannot
afford simply to dismiss or condemn political ads.
  rhetorical analysis on an advertisement: Media Research Techniques Arthur Asa Berger,
1998-05-05 Media Research Techniques, Second Edition is designed to provide introductory
techniques that allow students to engage immediately in their own research projects, and in learning
by doing, they come to know a variety of ways in which communication research is conducted, in
both theory and practice.
  rhetorical analysis on an advertisement: Appeals in Modern Rhetoric M. Jimmie
Killingsworth, 2005-09-26 Appeals in Modern Rhetoric: An Ordinary-Language Approach introduces
students to current issues in rhetorical theory through an extended treatment of the rhetorical
appeal, a frequently used but rarely discussed concept at the core of rhetorical analysis and
criticism. Shunning the standard Aristotelian approach that treats ethos, pathos, and logos as modes
of appeal, M. Jimmie Killingsworth uses common, accessible language to explain the concept of the
rhetorical appeal—meaning the use of language to plead and to please. The result is a practical and
innovative guide to understanding how persuasion works that is suitable for graduate and
undergraduate courses yet still addresses topics of current interest to specialists. Supplementing the
volume are practical and theoretical approaches to the construction and analysis of rhetorical
messages and brief and readable examples from popular culture, academic discourse, politics, and
the verbal arts. Killingsworth draws on close readings of primary texts in the field, referencing
theorists to clarify concepts, while he decodes many of the basic theoretical constructs common to
an understanding of identification. Beginning with examples of the model of appeals in social
criticism, popular film, and advertising, he covers in subsequent chapters appeals to time, place, the
body, gender, and race. Additional chapters cover the use of common tropes and rhetorical
narrative, and each chapter begins with definitions of key concepts.
  rhetorical analysis on an advertisement: From Critical Thinking to Argument Sylvan
Barnet, Hugo Bedau, John O'Hara, 2019-10-02 From Critical Thinking to Argument is a brief but
thorough guide to argument at a great value. This versatile text gives students strategies for critical
thinking, reading, and writing and makes argument concepts clear through its treatment of classic
and modern approaches to argument, including Aristotelian, Toulmin, and Rogerian argument, as
well as visual rhetoric. For today’s increasingly visual learners who are challenged to separate
what’s real from what’s not, new activities and visual flowcharts support information literacy, and an
appendix of practical Sentence Guides helps students incorporate the moves of academic writers
into their own arguments. With just eighteen readings, this affordable guide can stand alone or
complement an anthology.
  rhetorical analysis on an advertisement: Effective Advertising Gerard J. Tellis, 2003-11-20
Recently nominated one of five finalists selected for the 2005 Berry-AMA Book Prize for best book in
marketing! Tellis has done a remarkable job. He has brought together an amazingly diverse
literature. Unlike some other sources that claim to be able to measure the effects of advertising,
Tellis′s thoroughness and ability to understand and convey results of various experiments and
statistical analyses helps the reader to separate the wheat from the chaff. Any student of
advertising, whether new to the field or a seasoned veteran executive or researcher, should read this
book. --Alan G. Sawyer, University of Florida Effective Advertising: How, When, and Why Advertising
Works reviews and summarizes an extensive body of research on advertising effectiveness. In
particular, it summarizes what we know today on when, how, and why advertising works. The
primary focus of the book is on the instantaneous and carryover effects of advertising on consumer
choice, sales, and market share. In addition, the book reviews research on the rich variety of ad
appeals, and suggests which appeals work, and when, how, and why they work. The first



comprehensive book on advertising effectiveness, Understanding Effective Advertising reviews over
50 years of research in the fields of advertising, marketing, consumer behavior, and psychology. It
covers all aspects of advertising and its effect on sales, including sales elasticity, carryover effects,
content effects, and effects of frequency. Author Gerard J. Tellis distills three decades of academic
and professional experience into one volume that successfully dismisses many popular myths about
advertising, such as: * Advertising has a powerful influence on consumers and often generates
consumer need * The effects of advertising persist for decades * If an ad fails initially, repetition will
ensure its ultimate success * Ads need only one to three exposures to succeed * Advertising by
argument is the most effective method * The best ads are unique and original * Advertising is very
profitable Tellis then provides alternatives and establishes the following truths about advertising: *
Advertising is vitally important for free markets, but its action is subtle and its discovery is fragile *
The effects of advertising are short-lived * If ads are not initially effective, repetition will not make
them more effective * Scientific principles can show which ads work, though firms often ignore
advertising research and persist with ineffective ads * Advertising by emotion may have the most
effective appeal * Templates can yield very effective ads * Advertising is often unprofitable Effective
Advertising will be an important addition to courses at the graduate or undergraduate level in
advertising, marketing, communication, and journalism. It will also be an invaluable reference for
professionals and researchers working in these fields.
  rhetorical analysis on an advertisement: A Big Mooncake for Little Star (Caldecott Honor
Book) Grace Lin, 2018-08-28 A gorgeous picture book that tells a whimsical origin story of the
phases of the moon, from award-winning, bestselling author-illustrator Grace Lin Pat, pat, pat...
Little Star's soft feet tiptoed to the Big Mooncake. Little Star loves the delicious Mooncake that she
bakes with her mama. But she's not supposed to eat any yet! What happens when she can't resist a
nibble? In this stunning picture book that shines as bright as the stars in the sky, Newbery Honor
author Grace Lin creates a heartwarming original story that explains phases of the moon.
  rhetorical analysis on an advertisement: Advertising Language Keiko Tanaka, 2005-07-05
Keiko Tanaka offers an analysis of the linguistic devices that are used in advertisements, looking at
the strategems which advertisers employ to gain and retain the attention of their audience. Using
relevance theory as a framework, she sets out its key aspects and applies them to the language of
written advertising in Britain and Japan. Particular emphasis is placed on `covert communication',
puns and metaphors, and the book contains a unique chapter on images of women in Japanese
advertising. It is fully illustrated throughout with recent contrasting advertisements drawn from the
two countries. The book provides a compelling analysis of the language of advertising, and an
exploration of Relevance Theory that will be of interest to scholars in many fields.
  rhetorical analysis on an advertisement: Oregon Writes Open Writing Text Jenn Kepka, 2018
  rhetorical analysis on an advertisement: Critical Discourse Analysis of Chinese
Advertisement Chong Wang, 2017-07-04 This book reflects the chronological changes in Chinese
cultural values, social relations, economy and politics by critically analyzing the Chinese advertising
discourse. The work is based on research into the ideological values portrayed in Chinese household
appliance advertisements in the 1980s – 1990s. The analytical framework covers a variety of
methods: critical discourse analysis, chronological analysis, visual and verbal analysis, and
qualitative and quantitative analysis. The findings suggest that ideological values consciously or
unconsciously manifested by the visual and verbal devices in the Chinese advertisements moved in a
pattern from simplicity to diversity, from being politically-oriented to being economically and
profit-oriented, from conservatism to globalization and westernization, in keeping with the
progression of the Chinese economic reform. The findings further indicate that the ideological values
in the Chinese household appliance advertisements are embedded in the advertising language and
illustrations. Lastly, the work reveals the reality of Chinese politics, economy and society at a time
when China experienced the growth of the market economy and evolution of Chinese mainstream
ideologies, and demonstrates the impacts of these changes on the ideological meanings in
advertisements. This book will help readers discover the more profound meanings behind the



superficial content of Chinese advertisements.
  rhetorical analysis on an advertisement: Advertising Theory Shelly Rodgers, Esther Thorson,
2019-04-15 Advertising Theory provides detailed and current explorations of key theories in the
advertising discipline. The volume gives a working knowledge of the primary theoretical approaches
of advertising, offering a comprehensive synthesis of the vast literature in the area. Editors Shelly
Rodgers and Esther Thorson have developed this volume as a forum in which to compare, contrast,
and evaluate advertising theories in a comprehensive and structured presentation. With new
chapters on forms of advertising, theories, and concepts, and an emphasis on the role of new
technology, this new edition is uniquely positioned to provide detailed overviews of advertising
theory. Utilizing McGuire’s persuasion matrix as the structural model for each chapter, the text
offers a wider lens through which to view the phenomenon of advertising as it operates within
various environments. Within each area of advertising theory—and across advertising contexts—both
traditional and non-traditional approaches are addressed, including electronic word-of-mouth
advertising, user-generated advertising, and social media advertising contexts. This new edition
includes a balance of theory and practice that will help provide a working knowledge of the primary
theoretical approaches and will help readers synthesize the vast literature on advertising with the
in-depth understanding of practical case studies and examples within every chapter. It also looks at
mobile advertising in a broader context beyond the classroom and explores new areas such as native
advertising, political advertising, mobile advertising, and digital video gaming.
  rhetorical analysis on an advertisement: An Analysis of the Advertising of Glen Buck Horace
Jones Carver, 1921
  rhetorical analysis on an advertisement: The Rhetorical Power of Popular Culture Deanna D.
Sellnow, 2017-02-17 Can television shows like Modern Family, popular music by performers like
Taylor Swift, advertisements for products like Samuel Adams beer, and films such as The Hunger
Games help us understand rhetorical theory and criticism? The Third Edition of The Rhetorical
Power of Popular Culture offers students a step-by-step introduction to rhetorical theory and
criticism by focusing on the powerful role popular culture plays in persuading us as to what to
believe and how to behave. In every chapter, students are introduced to rhetorical theories,
presented with current examples from popular culture that relate to the theory, and guided through
demonstrations about how to describe, interpret, and evaluate popular culture texts through
rhetorical analysis. Author Deanna Sellnow also provides sample student essays in every chapter to
demonstrate rhetorical criticism in practice. This edition’s easy-to-understand approach and range of
popular culture examples help students apply rhetorical theory and criticism to their own lives and
assigned work.
  rhetorical analysis on an advertisement: Understanding Political Persuasion: Linguistic
and Rhetorical Analysis Douglas Mark Ponton, 2020-04-02 This book builds on the consolidated
research field of Political Discourse Analysis and attempts to provide an introduction suitable for
adoption amongst a readership wishing to understand some of the principles underlying such
research, and above all to appreciate how the tools of discourse analysis might be applied to actual
texts. It summarises some of the work that has been done in this field by authorities such as
Halliday, Fairclough, Wodak, Chilton, Van Dijk, Martin, Van Leeuwen and others to provide the
would-be analyst with practical ideas for their own research. Naturally, this would not be the first
time that such a handbook or introductory reference book has been proposed. Fairclough himself
recently produced one; however, his work, simply entitled Political Discourse Analysis, inevitably
includes theoretical insights from his own research. The beginning analyst can, at times, experience
a sense of bewilderment at the mass of theoretical writing in linguistics, in the search for some
practical, usable tools. I explain a variety of such tools, demonstrating their usefulness in application
to the analysis of a number of political speeches, from different historical periods and diverse social
contexts. The author’s hope is that would-be students of political rhetoric, of whatever level and
from a variety of research areas, will be able to pick up this book and find tools and techniques that
will assist them in actual work on texts. Naturally, it is also hoped that they will be inspired to follow



up the suggestions for further reading which they will find in the bibliography.
  rhetorical analysis on an advertisement: Disability Rhetoric Jay Timothy Dolmage,
2014-01-22 Disability Rhetoric is the first book to view rhetorical theory and history through the lens
of disability studies. Traditionally, the body has been seen as, at best, a rhetorical distraction; at
worst, those whose bodies do not conform to a narrow range of norms are disqualified from
speaking. Yet, Dolmage argues that communication has always been obsessed with the meaning of
the body and that bodily difference is always highly rhetorical. Following from this rewriting of
rhetorical history, he outlines the development of a new theory, affirming the ideas that all
communication is embodied, that the body plays a central role in all expression, and that greater
attention to a range of bodies is therefore essential to a better understanding of rhetorical histories,
theories, and possibilities.
  rhetorical analysis on an advertisement: Ad Critique Nancy R. Tag, 2012 This volume
teaches advertising, marketing and management students how to effectively judge and critique
creativity in advertising.
  rhetorical analysis on an advertisement: Signs in Contemporary Culture Arthur Asa Berger,
2014-10-07 Signs in Contemporary Culture is an introduction to the science of semiotics. It is
unusual in that it has an application for every semiotic concept it discusses so readers can see how
semiotics can be applied to many aspects of everyday life.
  rhetorical analysis on an advertisement: How Starbucks Saved My Life Michael Gates Gill,
2007-09-20 Now in paperback, the national bestselling riches-to-rags true story of an advertising
executive who had it all, then lost it all—and was finally redeemed by his new job, and his
twenty-eight-year-old boss, at Starbucks. In his fifties, Michael Gates Gill had it all: a mansion in the
suburbs, a wife and loving children, a six-figure salary, and an Ivy League education. But in a few
short years, he lost his job, got divorced, and was diagnosed with a brain tumor. With no money or
health insurance, he was forced to get a job at Starbucks. Having gone from power lunches to
scrubbing toilets, from being served to serving, Michael was a true fish out of water. But fate brings
an unexpected teacher into his life who opens his eyes to what living well really looks like. The two
seem to have nothing in common: She is a young African American, the daughter of a drug addict;
he is used to being the boss but reports to her now. For the first time in his life he experiences being
a member of a minority trying hard to survive in a challenging new job. He learns the value of hard
work and humility, as well as what it truly means to respect another person. Behind the scenes at
one of America’s most intriguing businesses, an inspiring friendship is born, a family begins to heal,
and, thanks to his unlikely mentor, Michael Gill at last experiences a sense of self-worth and
happiness he has never known before. Watch a QuickTime trailer for this book.
  rhetorical analysis on an advertisement: Advertising as Communication Gillian Dyer,
2008-03-07 Advertising is a form of communication that constantly impinges on our daily lives, yet
we are often unaware of its more subtle form of persuasion, or of the extent to which it manipulates
our (consumer) culture. This book sets out to examine advertising as a form of communication in
contemporary society and also places it in its wider cultural and economic context.
  rhetorical analysis on an advertisement: Commercial Communication in the Digital Age
Gabriele Siegert, M. Bjørn Rimscha, Stephanie Grubenmann, 2017-04-10 In today’s digital age,
online and mobile advertising are of growing importance, with advertising no longer bound to the
traditional media industry. Although the advertising industry still has broader access to the different
measures and channels, users and consumers today have more possibilities to publish, get informed
or communicate – to “co-create” –, and to reach a bigger audience. There is a good chance thus that
users and consumers are better informed about the objectives and persuasive tricks of the
advertising industry than ever before. At the same time, advertisers can inform about products and
services without the limitations of time and place faced by traditional mass media. But will there
really be a time when advertisers and consumers have equal power, or does tracking users online
and offline lead to a situation where advertisers have more information about the consumers than
ever before? The volume discusses these questions and related issues.



  rhetorical analysis on an advertisement: Explorations in Critical Studies of Advertising
James F. Hamilton, Robert Bodle, Ezequiel Korin, 2016-10-26 This volume provides a thoughtful and
wide-ranging exploration of approaches to the critical study of advertising. Current and impending
practices of advertising have in many ways exceeded the grasp of traditional modes of critique, due
at least in part to their being formulated in very different historical conditions. To begin to address
this lag, this edited collection explores through critical discussion and application a variety of critical
approaches to advertising. Authors address a variety of concrete examples in their chapters,
drawing on existing research while presenting new findings where relevant. In order to maintain the
relevance of this collection past this particular historical moment, however, chapters do not simply
report on empirical work, but develop a theoretical argument.
  rhetorical analysis on an advertisement: Feed M. T. Anderson, 2010-05-11 Identity crises,
consumerism, and star-crossed teenage love in a futuristic society where people connect to the
Internet via feeds implanted in their brains. Winner of the LA Times Book Prize. For Titus and his
friends, it started out like any ordinary trip to the moon - a chance to party during spring break and
play around with some stupid low-grav at the Ricochet Lounge. But that was before the crazy hacker
caused all their feeds to malfunction, sending them to the hospital to lie around with nothing inside
their heads for days. And it was before Titus met Violet, a beautiful, brainy teenage girl who knows
something about what it’s like to live without the feed-and about resisting its omnipresent ability to
categorize human thoughts and desires. Following in the footsteps of George Orwell, Anthony
Burgess, and Kurt Vonnegut, Jr., M. T. Anderson has created a brave new world - and a hilarious
new lingo - sure to appeal to anyone who appreciates smart satire, futuristic fiction laced with
humor, or any story featuring skin lesions as a fashion statement.
  rhetorical analysis on an advertisement: Advances in Advertising Research X Enrique Bigne,
Sara Rosengren, 2019-10-05 This book addresses challenges and opportunities in research and
management related to new advertising and consumer practices in brand communications with
multiple touchpoints. It specifically relates to new insights into how profitability and customer
engagement are affected by multiple and very diverse consumer touchpoints in an omni-connected
world. Advances in Advertising Research are published by the European Advertising Academy (EAA).
This volume is a selective collection of research presented at the 17th International Conference in
Advertising (ICORIA), which was held in Valencia (Spain) in June 2018. The conference gathered
more than 180 participants from over 27 countries all over the world.
  rhetorical analysis on an advertisement: Persuasive Imagery Linda M. Scott, Rajeev Batra,
2003-04-02 This volume synthesizes and advances existing knowledge of consumer response to
visuals. Representing an interdisciplinary perspective, contributors include scholars from the
disciplines of communication, psychology, and marketing. The book begins with an overview section
intended to situate the reader in the discourse. The overview describes the state of knowledge in
both academic research and actual practice, and provides concrete sources for scholars to pursue.
Written in a non-technical language, this volume is divided into four sections: Image and Response -
illustrates the difficulty encountered even in investigating the basic influences, processes, and
effects of mere exposure to imagery. Image and Word - presents instances in which the line between
words and pictures is blurred, such as the corporate logo which is often pictorial in nature but
communicates on an abstract level usually attributed to words. Image and the Ad - contributes to our
appreciation for the exquisite variations among advertising texts and the resultant variability in
response, not only to different ads but among different viewers of the same ad. Image and Object -
carries the inquiry of visual response over the bridge toward object interaction. Having traveled a
path that has gone from the precise working of the brain in processing visual stimuli all the way to
the history of classical architecture, readers of this volume will have a new respect for the
complexity of human visual response and the research that is trying to explain it. It will be of
interest to those involved in consumer behavior, consumer psychology, advertising, marketing, and
visual communication.
  rhetorical analysis on an advertisement: Handbook of Classical Rhetoric in the



Hellenistic Period (330 B.C.- A.D. 400) , 2024-01-22 A comprehensive introduction to classical
rhetoric as practised in the hellenistic period. The three sections define the major categories of
rhetoric, analyze rhetorical practice according to genre, and treat individual writers in the rhetorical
tradition.
  rhetorical analysis on an advertisement: The Courage of Turtles Edward Hoagland, 1985
  rhetorical analysis on an advertisement: Qualitative Research Methods for Media
Studies Bonnie S. Brennen, 2021-10-25 This fully updated third edition provides students and
researchers with the tools they need to perform critically engaged, theoretically informed research
using methods that include interviewing, focus groups, historical research, oral histories,
ethnography and participant observation, textual analysis and digital research. Each chapter
features step-by-step instructions that integrate theory with practice, as well as a case study drawn
from published research demonstrating best practices for media scholars. Readers will also find
in-depth discussions of the challenges and ethical issues that may confront researchers using a
qualitative approach. With new case studies and examples throughout, this third edition also
includes updated and expanded material on digital technologies and platforms, how to perform
social media research, how to analyze a variety of multimedia texts, and reflections on the use of big
data. A comprehensive and accessible guide for those hoping to explore this rich vein of research
methodology, this book provides students and scholars with the all tools they need to be able to work
in today’s convergent media environment.
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