Mr. MacLeod

Three Ways to Persuade

(adapted from the Cal State University Writing Center)
Over 2,000 years ago the Greek philosopher Aristotle argued that there were three basic ways to persuade an audience that you were right: ethos, logos, and pathos. 
Ethos: The Writer's (or Speaker’s) Character/Image 

The Greek word ethos is related to our word ethics or ethical, but a more accurate modern translation might be "image." Aristotle uses ethos to refer to the speaker's character as it appears to the audience. Aristotle says that if we believe that a speaker has "good sense, good moral character, and goodwill," we are inclined to believe what that speaker says to us. Today we might add that a speaker should also appear to have the appropriate expertise or authority to speak knowledgeably about the subject matter. Ethos is an important factor in advertising and in politics. A writer's ethos is created largely by word choice and style. 
Sometimes a writer or speaker will use what is called an ad hominem argument, an argument "against the man." In this strategy, you attack the character or personality of the speaker instead of attacking the substance of his or her position. This kind of argument is usually considered to be a logical fallacy, but it can be very effective, and is quite common in politics. 

Questions to ask yourself before you create your argument:
· What kind of image do you want to project to your audience? 

· What can you do to help project this image? 

· What words or ideas do you want to avoid in order not to harm your image? 

· What effect do misspelled words and grammatical errors have on your image? 

Logos: Logical Arguments 
The Greek word “logos” is the basis of the English word “logic.”  Logos is a broader idea than formal logic, the highly symbolic and mathematical logic that you might study in a philosophy course.  Logos refers to any attempt to appeal to the intellect, the general meaning of "logical argument."  Everyday arguments rely heavily on ethos and pathos, but academic arguments rely more on logos.  These arguments will call upon the writers' credibility and try to touch the audience's emotions, but there will more often than not be logical chains of reasoning supporting all claims. 

Persuasion, to a large extent, involves convincing people to accept our assumptions as probably true. Similarly, exposing questionable assumptions in someone else's argument is an effective means for preparing the audience to accept your own contrary position. 
Pathos: The Emotions of the Audience 

Most of us think that we make our decisions based on rational thought. However, Aristotle points out that emotions such as anger, pity and fear, and their opposites, powerfully influence our rational judgments. Due to this fact, much of our political discourse and much of the advertising we experience is directed toward moving our emotions. 

Many political decisions have an emotional motivation. Many advertisements for consumer goods aim at making us insecure about our attractiveness or social acceptability, and then offer a remedy for this feeling in the form of a product. This is a common strategy for selling mouthwash, toothpaste, chewing gum, clothing, and even automobiles. 

