
Argument and Persuasion
Holt Unit 6 (pp.632-637)



Choices
How many choices do you think you make in a 
day?

Where are messages coming at your from to 
make choices?



Choice Influencers
Advertisements (TV, radio, internet, billboards, 
magazines)
Editorials
Petitions
Speeches
Others?



The Question
How do you understand the shifts in perspective 
among messages on the same topic and separate 
the logical arguments from powerful appeals that 
aren’t based on sound reasoning?

By learning how to analyze arguments, you will be 
better able to make informed choices about 
decisions that matter.



The Analysis of an Argument
A strong argument typically includes

a. A claim - the writer’s position on a topic 
or issue

b. Support - reasons and evidence that help 
to support the claim

c. A counter argument - arguments 
against the claims that that “the other side” is 
likely to bring up



Evaluating an Argument (logos)
1. Check the claim - What is the writer trying to 
get you to do or believe? 
2. Examine the evidence - Does the info come 
from a trustworthy source?
3. Look for logic - Errors: hasty generalizations, 
conclusions drawn from too little evidence
4. Consider the counter argument - Has the 
writer adequately dealt with likely objections?



Persuasive Techniques
Proficient speech writers and debaters are good 
at convincing people to buy into their beliefs or 
do what they want them to do because they 
have effective techniques in their tool belts.



Appeals by Association
● Bandwagon appeal

○ taps into people’s desire to belong or be 
part of a group

● “Plain folks” appeal
○ implies that ordinary people are “on our 

side” or that a candidate is like a regular 
person



Appeals by Association
● Testimonial

○ relies on endorsements from celebrities or satisfied 
customers

● Transfer
○ connects a product, a candidate, or a cause with a 

positive image or idea



Emotional Appeals (pathos)
● Appeal to pity, fear, or vanity

○ uses strong feelings, rather than facts, to 
persuade

○ these appeals may contain fallacies such as 
appeals to commonly held opinions, false 
dilemmas, and personal attacks



Appeal to Values
● Ethical Appeal

○ taps into people’s values or moral 
standards



Word Choice
● Loaded Language

○ uses words with positive or negative 
connotations to stir people’s emotions

● In the media, language and visuals work 
together to send a persuasive message



Rhetorical Devices
● Repetition

○ uses the same word or words more than once for 
emphasis

● Parallelism
○ uses similar grammatical constructions to express 

ideas that are related or equal in importance.  Often 
creates a rhythm.



Vocabulary
Logos: by appealing to an audience’s sense of reason and logic, the speaker 
or writer intends to make the audience think clearly about the sensible and/or 
obvious answer to a problem.
 
Pathos: by appealing to the audience’s emotions, the speaker or writer can 
make the audience feel sorrow, shame, sympathy, embarrassment, anger, 
excitement, and/or fear.
 
Ethos: the overall appeal of the speaker or writer himself or herself; it is 
important that this person have impressive credentials, a notable knowledge of 
the subject, and/or appear to be a likeable and moral person.
 



Practice
ASPCA Commercial

Old Spice Commercial

http://www.ispot.tv/ad/76oG/aspca-featuring-eric-mccormack
http://www.ispot.tv/ad/76oG/aspca-featuring-eric-mccormack
http://www.youtube.com/watch?v=owGykVbfgUE
http://www.youtube.com/watch?v=owGykVbfgUE


Practice
Notes:
- What is the claim? 
- supporting evidence? 
- counterargument? 
- persuasive techniques? 
- rhetorical devices?  
- other strategies?



Example: ASPCA
Claim: Animals are being abused every day

Support:Animals do not have a voice; ASPCA is their voice - they love, help, protect them

Counterargument:None

Techniques: (Audience: Animal lovers)

- logos/logic - no facts or proven evidence - maybe on website?

- pathos (emotional appeal) - feel sympathy for animals, anger at abusers/situation, urgency to act  
(loaded language - neglect/thoughts of animals, images - sad animals, and sad music) 

- testimonial - celeb Eric McCormack (actor)

- Ethical appeal - abuse is wrong

- Bandwagon appeal - to be part of the animal protectors group

Action Step: Give $ - $18/month; $0.60/day - go to www.JoinASPCA.org or call the 1-800 #; IF you 
join in next 10 mins, you’ll get a t-shirt and picture (then YOU can help spread the cause)

http://www.joinaspca.org


Example: Old Spice
Claim: Men who use this product will smell like MEN!

Support: No facts or evidence

Counterargument: You can’t actually have what the hot man has, BUT you can SMELL like him.

Techniques: (Audience: Women - who don’t like man’s smell; Men - who want to smell good, be 
attractive to women)

- Testimonial (celebrity) - Isaiah Mustafa, former NFL player (Seahawks)

- Bandwagon appeal and Appeal to Vanity - “Anything’s possible with Old Spice” - you could be 
attractive, rich, be able to do whatever you want

- Transfer - (slogan) “Smell like a man, Man”

- “surprise” ending - he’s on a horse

- Repetition - “Look” idea

Action Step: Buy Old Spice body wash



Homework
For Monday:
- choose a commercial or advertisement to 
analyze (NOT O.S. or ASPCA)
- make a list with examples of the claim, the 
support, whether the counterargument is 
presented, which persuasive devices are used, 
which rhetorical devices are used, and other 
devices used


