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Many	people	have	heard	of	the	rhetorical	concepts	of	logos,	ethos,	and	pathos	even	if	they	do	not	necessarily	know	what	they	fully	mean.	These	three	terms,	along	with	kairos	and	telos,	were	used	by	Aristotle	to	help	explain	how	rhetoric	functions.	In	ancient	Greece,	these	terms	corresponded	with	basic	components	that	all	rhetorical	situations	have.
Logos	Logos	is	frequently	translated	as	some	variation	of	“logic	or	reasoning,”	but	it	originally	referred	to	the	actual	content	of	a	speech	and	how	it	was	organized.	Today,	many	people	may	discuss	the	logos	qualities	of	a	text	to	refer	to	how	strong	the	logic	or	reasoning	of	the	text	is.	But	logos	more	closely	refers	to	the	structure	and	content	of	the	text
itself.	In	this	resource,	logos	means	“text.”	Ethos	Ethos	is	frequently	translated	as	some	variation	of	“credibility	or	trustworthiness,”	but	it	originally	referred	to	the	elements	of	a	speech	that	reflected	on	the	particular	character	of	the	speaker	or	the	speech’s	author.	Today,	many	people	may	discuss	ethos	qualities	of	a	text	to	refer	to	how	well	authors
portray	themselves.	But	ethos	more	closely	refers	to	an	author’s	perspective	more	generally.	In	this	resource,	ethos	means	“author.”	Pathos	Pathos	is	frequently	translated	as	some	variation	of	“emotional	appeal,”	but	it	originally	referred	to	the	elements	of	a	speech	that	appealed	to	any	of	an	audience’s	sensibilities.	Today,	many	people	may	discuss
the	pathos	qualities	of	a	text	to	refer	to	how	well	an	author	appeals	to	an	audience’s	emotions.	Pathos	as	“emotion”	is	often	contrasted	with	logos	as	“reason.”	But	this	is	a	limited	understanding	of	both	pathos	and	logos;	pathos	more	closely	refers	to	an	audience’s	perspective	more	generally.	In	this	resource,	pathos	means	“audience.”	Telos	Telos	is	a
term	Aristotle	used	to	explain	the	particular	purpose	or	attitude	of	a	speech.	Not	many	people	use	this	term	today	in	reference	to	rhetorical	situations;	nonetheless,	it	is	instructive	to	know	that	early	rhetorical	thinkers	like	Aristotle	actually	placed	much	emphasis	on	speakers	having	a	clear	telos.	But	audiences	can	also	have	purposes	of	their	own	that
differ	from	a	speaker’s	purpose.	In	this	resource,	telos	means	“purpose.”	Kairos	Kairos	is	a	term	that	refers	to	the	elements	of	a	speech	that	acknowledge	and	draw	support	from	the	particular	setting,	time,	and	place	that	a	speech	occurs.	Though	not	as	commonly	known	as	logos,	ethos,	and	pathos,	the	term	kairos	has	been	receiving	wider	renewed
attention	among	teachers	of	composition	since	the	mid-1980s.	Although	kairos	may	be	well	known	among	writing	instructors,	the	term	“setting”	more	succinctly	and	clearly	identifies	this	concept	for	contemporary	readers.	In	this	resource,	kairos	means	“setting.”	Current	Elements	of	Rhetorical	Situations	All	of	these	terms	(text,	author,	audience,
purpose,	and	setting)	are	fairly	loose	in	their	definitions	and	all	of	them	affect	each	other.	Also,	all	of	these	terms	have	specific	qualities	that	affect	the	ways	that	they	interact	with	the	other	terms.	Below,	you’ll	find	basic	definitions	of	each	term,	a	brief	discussion	of	the	qualities	of	each	term,	and	then	finally,	a	series	of	examples	illustrating	various
rhetorical	situations.	When	making	a	speech	or	talking	to	people	through	speaking	activities	like	elevator	pitches,	the	speaker	needs	to	be	persuasive,	charming,	and	influential.		There	are	multiple	elements	and	factors	one	can	integrate	into	their	communication	skills,	like	assertive	communication	and	proper	body	language.	One	of	the	best	ways	to
appeal	to	one’s	target	market	or	audience	is	through	the	usage	of	the	rhetorical	triangle.	1.	Worksheet	Example	Download	2.	Graphic	Organizer	Example	Download	3.	Rhetorical	Analysis	Essay	Example	Download	4.	Argumentative	Essay	Writing	Example	Download	5.	Ethos	Pathos	Logos	Worksheet	Example	fcusd.org	Size:	279	KB	Download	6.	Ethos
Pathos	Logos	Definition	Example	cusd80.com	Size:	863	KB	Download	7.	Rhetorical	Analysis	Essay	Ethos	Pathos	Logos	csueastbay.edu	Size:	544	KB	Download	8.	University	Ethos	Pathos	Logos	Example	louisville.edu	Size:	201	KB	Download	9.	Rhetorical	Devices	Ethos	Pathos	Logos	Example	murrieta.k12.ca.us	Size:	11	KB	Download	10.	Introduction	to
Ethos	Pathos	Logos	Example	aip.org	Size:	2	MB	Download	11.	Rhetorical	Triangle	Ethos	Pathos	Logos	Example	lsu.edu	Size:	26	KB	Download	12.	Aristotle	Ethos	Pathos	Logos	Example	literacy.kent.edu	Size:	635	KB	Download	13.	Kairos	Ethos	Pathos	Logos	Example	mhcc.pressbooks.pub	Size:	156	KB	Download	14.	Persuasive	Ethos	Pathos
Logos	Example	dspace.mit.edu	Size:	46	KB	Download	15.	Ethos	Pathos	Logos	Essays	Example	users.dcae.pub.ro	Size:	76	KB	Download	16.	Ethos	Pathos	Logos	Thesis	Statements	Example	vwu.edu	Size:	342	KB	Download	17.	Ethos	Pathos	Logos	Speech	Example	so04.tci-thaijo.org	Size:	3	MB	Download	18.	Appeals	Ethos	Pathos	Logos	Example
achssas.org	Size:	264	KB	Download	19.	Visual	Ethos	Pathos	Logos	Example	caeducatorstogether.org	Size:	241	KB	Download	20.	Graphic	Organizer	Ethos	Pathos	Logos	Example	stlcc.edu	Size:	76	KB	Download	21.	Simple	Ethos	Pathos	Logos	Example	scasd.org	Size:	46	KB	Download	22.	Writing	Ethos	Pathos	Logos	Example	mtsac.edu	Size:	155	KB
Download	23.	Ethos	Pathos	Logos	Letter	Example	blaak.weebly.com	Size:	504	KB	Download	24.	Ethos	Pathos	Logos	Mythos	Example	idsa.org	Size:	209	KB	Download	25.	Ethos	Pathos	Logos	Communication	Example	onlinelibrary.wiley.com	Size:	66	KB	Download	26.	Ethos	Pathos	Logos	Chart	Example	cdn.fs.learnzillioncdn.com	Size:	62	KB	Download
27.	Ethos	Pathos	Logos	One	Pager	Example	yc.yccd.edu	Size:	118	KB	Download	28.	Ethos	Pathos	Logos	Policy	Example	core.ac.uk	Size:	371	KB	Download	29.	Sample	Ethos	Pathos	Logos	Example	polisci.osu.edu	Size:	79	KB	Download	30.	Ethos	Pathos	Logos	Checklist	Example	ca01001129.schoolwires.net	Size:	118	KB	Download	31.	Free	Ethos
Pathos	Logos	Example	csn.edu	Size:	73	KB	Download	What	Are	Ethos,	Pathos,	and	Logos?	The	rhetorical	triangle	is	three	ways	a	person	can	appeal	to	their	audience,	which	not	only	increases	the	influence	and	impact	of	their	speech	but	will	also	highly	improve	one’s	speech	and	speaking	ability.	The	rhetorical	triangle	is	called	ethos,	pathos,	and	logos
which	are	various	ways	to	appeal	to	various	characteristics	of	the	audience.	One	of	the	best	ways	to	improve	one’s	speech	is	to	utilize	and	integrate	the	rhetorical	triangle	into	their	speech.	If	you	want	to	learn	more	about	ethos,	pathos,	and	logos,	you	may	use	any	of	the	samples,	examples,	and	resources	available	on	the	links	above.	First,	you	must
create	an	outline	for	your	speech,	which	should	at	least	include	a	short	introduction	to	the	topic,	a	body,	and	a	conclusion.	The	outline	format	will	help	provide	an	easy	structure	and	base	you	can	easily	use	to	integrate	the	rhetorical	triangle	with	your	speech.	Ethos	is	the	use	of	one’s	credibility	and	profession	to	appeal	to	one’s	audience.	You	should
try	to	include	various	aspects	of	your	hard	skills,	experience,	and	professional	career	in	your	speech	to	improve	one’s	credibility.	Pathos	is	the	use	of	one’s	emotions	and	feelings	to	appeal	to	a	sense	of	empathy	from	one’s	audience,	which	will	increase	the	relatability	and	relationship	with	the	audience	and	yourself.	You	should	integrate	various
emotionally	charged	content,	which	will	sway	your	audience	into	relating	with	you.	Logos	is	the	use	of	one’s	logical	sense	to	appeal	to	the	target	audience’s	logic	and	sensibilities.	By	utilizing	logical	connections	and	cause-and-effect	relationships,	one	can	establish	logical	sensibility	in	the	audience,	which	will	help	sway	the	audience	to	your	point	of
view.	FAQs	Ethos	appeal	is	the	term	people	use	to	describe	speeches	or	advertisements	that	utilize	credible	people	and	professionals	to	push	for	a	specific	agenda,	product,	service,	or	call	to	action.	The	ethos	appeal	is	the	utilization	of	ethos	in	the	person’s	rhetoric.	The	interest	and	attention	of	the	audience	is	a	large	requirement	for	a	successful	and
impactful	speech.	It	is	important	for	the	person	to	consistently	appeal	to	the	audience’s	needs	and	tastes	to	help	reach	a	consistent	interest	and	attention	to	one’s	speech.	Yes,	people	consider	the	rhetorical	appeals	or	triangle	as	a	rhetorical	device	that	one	can	use	to	improve	their	speeches.	Some	speakers	prefer	utilizing	the	rhetorical	triangle	as
their	main	rhetorical	device	to	improve	their	speeches.	Ethos,	pathos,	and	logos	are	rhetorical	devices	one	can	use	to	improve	the	credibility	and	appeal	of	their	speeches	or	rhetoric.	Future	speakers	need	to	know	how	to	utilize	the	rhetorical	triangle	in	their	speeches,	as	it	can	improve	the	success	of	their	rhetoric	or	speech.		A	Plain-Language
Explainer	–	With	Practical	Examples	By:	Derek	Jansen	(MBA)	|	Reviewer:	Eunice	Rautenbach	(DTech)	|	June	2023	If	you	spend	any	amount	of	time	exploring	the	wonderful	world	of	philosophy,	you’re	bound	to	run	into	the	dynamic	trio	of	rhetorical	appeals:	logos,	ethos	and	pathos.	But,	what	exactly	do	they	mean	and	how	can	you	use	them	in	your
writing	or	speaking?	In	this	post,	we’ll	unpack	the	rhetorical	love	triangle	in	simple	terms,	using	loads	of	practical	examples	along	the	way.	Simply	put,	logos,	ethos	and	pathos	are	three	powerful	tools	that	you	can	use	to	persuade	an	audience	of	your	argument.	At	the	most	basic	level,	logos	appeals	to	logic	and	reason,	while	pathos	appeals	to
emotions	and	ethos	emphasises	credibility	or	authority.	Naturally,	a	combination	of	all	three	rhetorical	appeals	packs	the	biggest	punch,	but	it’s	important	to	consider	a	few	different	factors	to	determine	the	best	mix	for	any	given	context.	Let’s	look	at	each	rhetorical	appeal	in	a	little	more	detail	to	understand	how	best	to	use	them	to	your	advantage.
Logos	appeals	to	the	logical,	reason-driven	side	of	our	minds.	Using	logos	in	an	argument	typically	means	presenting	a	strong	body	of	evidence	and	facts	to	support	your	position.	This	evidence	should	then	be	accompanied	by	sound	logic	and	well-articulated	reasoning.	Let’s	look	at	some	examples	of	logos	in	action:	A	friend	trying	to	persuade	you	to
eat	healthier	might	present	scientific	studies	that	show	the	benefits	of	a	balanced	diet	and	explain	how	certain	nutrients	contribute	to	overall	health	and	longevity.	A	scientist	giving	a	presentation	on	climate	change	might	use	data	from	reputable	studies,	along	with	well-presented	graphs	and	statistical	analyses	to	demonstrate	the	rising	global
temperatures	and	their	impact	on	the	environment.	An	advertisement	for	a	new	smartphone	might	highlight	its	technological	features,	such	as	a	faster	processor,	longer	battery	life,	and	a	high-resolution	camera.	This	could	also	be	accompanied	by	technical	specifications	and	comparisons	with	competitors’	models.	In	short,	logos	is	all	about	using
evidence,	logic	and	reason	to	build	a	strong	argument	that	will	win	over	an	audience	on	the	basis	of	its	objective	merit.	This	contrasts	quite	sharply	against	pathos,	which	we’ll	look	at	next.	Contrasted	to	logos,	pathos	appeals	to	the	softer	side	of	us	mushy	humans.	Specifically,	it	focuses	on	evoking	feelings	and	emotions	in	the	audience.	When	utilising
pathos	in	an	argument,	the	aim	is	to	cultivate	some	feeling	of	connection	in	the	audience	toward	either	yourself	or	the	point	that	you’re	trying	to	make.	In	practical	terms,	pathos	often	uses	storytelling,	vivid	language	and	personal	anecdotes	to	tap	into	the	audience’s	emotions.	Unlike	logos,	the	focus	here	is	not	on	facts	and	figures,	but	rather	on
psychological	affect.	Simply	put,	pathos	utilises	our	shared	humanness	to	foster	agreement.	Let’s	look	at	some	examples	of	pathos	in	action:	An	advertisement	for	a	charity	might	incorporate	images	of	starving	children	and	highlight	their	desperate	living	conditions	to	evoke	sympathy,	compassion	and,	ultimately,	donations.	A	politician	on	the
campaign	trail	might	appeal	to	feelings	of	hope,	unity,	and	patriotism	to	rally	supporters	and	motivate	them	to	vote	for	his	or	her	party.	A	fundraising	event	may	include	a	heartfelt	personal	story	shared	by	a	cancer	survivor,	with	the	aim	of	evoking	empathy	and	encouraging	donations	to	support	cancer	research.	As	you	can	see,	pathos	is	all	about
appealing	to	the	human	side	of	us	–	playing	on	our	emotions	to	create	buy-in	and	agreement.	Last	but	not	least,	we’ve	got	ethos.	Ethos	is	all	about	emphasising	the	credibility	and	authority	of	the	person	making	the	argument,	or	leveraging	off	of	someone	else’s	credibility	to	support	your	own	argument.	The	ethos	card	can	be	played	by	highlighting
expertise,	achievements,	qualifications	and	accreditations,	or	even	personal	and	professional	associations	and	connections.	Ultimately,	the	aim	here	is	to	foster	some	level	of	trust	within	the	audience	by	demonstrating	your	competence,	as	this	will	make	them	more	likely	to	take	your	word	as	fact.	Let’s	look	at	some	examples	of	ethos	in	action:	A
fitness	equipment	brand	might	hire	a	well-known	athlete	to	endorse	their	product.	A	toothpaste	brand	might	make	claims	highlighting	that	a	large	percentage	of	dentists	recommend	their	product.	A	financial	advisor	might	present	their	qualifications,	certifications	and	professional	memberships	when	meeting	with	a	prospective	client.	As	you	can	see,
using	ethos	in	an	argument	is	largely	about	emphasising	the	credibility	of	the	person	rather	than	the	logical	soundness	of	the	argument	itself	(which	would	reflect	a	logos-based	approach).	This	is	particularly	helpful	when	there	isn’t	a	large	body	of	evidence	to	support	the	argument.	Ethos	can	also	overlap	somewhat	with	pathos	in	that	positive
emotions	and	feelings	toward	a	specific	person	can	oftentimes	be	extended	to	someone	else’s	argument.	For	example,	a	brand	that	has	nothing	to	do	with	sports	could	still	benefit	from	the	endorsement	of	a	well-loved	athlete,	just	because	people	feel	positive	feelings	about	the	athlete	–	not	because	of	that	athlete’s	expertise		in	the	product	they’re
endorsing.	Logos,	pathos	and	ethos	combine	to	form	the	rhetorical	triangle,	also	known	as	the	Aristotelian	triangle.	As	you’d	expect,	the	three	sides	(or	corners)	of	the	triangle	reflect	the	three	appeals,	but	there’s	also	another	layer	of	meaning.	Specifically,	the	three	sides	symbolise	the	relationship	between	the	speaker,	the	audience	and	the	message.
Without	getting	too	philosophical,	the	key	takeaway	here	is	that	logos,	pathos	and	ethos	are	all	tools	that	you	can	use	to	present	a	persuasive	argument.	However,	how	much	you	use	each	tool	needs	to	be	informed	by	careful	consideration	of	who	your	audience	is	and	what	message	you’re	trying	to	convey	to	them.	For	example,	if	you’re	writing	a
research	paper	for	a	largely	scientific	audience,	you’ll	likely	lean	more	heavily	on	the	logos.	Conversely,	if	you’re	presenting	a	speech	in	which	you	argue	for	greater	social	justice,	you	may	lean	more	heavily	on	the	pathos	to	win	over	the	hearts	and	minds	of	your	audience.	Simply	put,	by	understanding	the	relationship	between	yourself	(as	the	person
making	the	argument),	your	audience,	and	your	message,	you	can	strategically	employ	the	three	rhetorical	appeals	to	persuade,	engage,	and	connect	with	your	audience	more	effectively	in	any	context.	Use	these	tools	wisely	and	you’ll	quickly	notice	what	a	difference	they	can	make	to	your	ability	to	communicate	and	more	importantly,	to	persuade.
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rhetoric	that	classify	a	speaker's	or	writer's	appeal	to	their	audience.	These	include	ethos,	pathos,	and	logos,	all	three	of	which	appear	in	Aristotle's	Rhetoric.[1]	Together	with	those	three	modes	of	persuasion,	there	is	also	a	fourth	term,	kairos	(Ancient	Greek:	καιρός),	which	is	related	to	the	“moment”	that	the	speech	is	going	to	be	held.[2]	This	can
greatly	affect	the	speaker’s	emotions,	severely	impacting	his	delivery.[3]	Another	aspect	defended	by	Aristotle	is	that	a	speaker	must	have	wisdom,	virtue,	and	goodwill	so	he	can	better	persuade	his	audience,	also	known	as	Ethos,	Pathos,	and	Logos.[4]	Main	article:	Ethos	Ethos	[5](plural:	ethea)	is	an	appeal	to	the	authority	or	credibility	of	the
presenter.[6]: 41 	It	is	how	well	the	presenter	convinces	the	audience	that	the	presenter	is	qualified	to	speak	on	the	subject.	Aristotle	acknowledged	that	the	union	between	the	speaker’s	appearance,	his	reputation,	and	his	ability	to	give	the	speech	all	add	up	to	the	meaning	of	Ethos.[7]	This	can	be	done	by:	Being	a	notable	figure	in	the	field	in
question,	such	as	a	college	professor	or	an	executive	of	a	company	whose	business	is	related	to	the	presenter's	topic	Demonstrating	mastery	of	the	terminology	of	the	field	(jargon)	Being	introduced	by	or	producing	bona	fides	from	other	established	authorities	Main	article:	Pathos	Pathos	(plural:	pathea)	is	an	appeal	to	the	audience's	emotions.[6]: 42 
The	terms	sympathy,	pathetic,	and	empathy	are	derived	from	it.	It	can	be	in	the	form	of	metaphor,	simile,	a	passionate	delivery,	or	even	a	simple	claim	that	a	matter	is	unjust.	Pathos	can	be	particularly	powerful	if	used	well,	but	most	speeches	do	not	solely	rely	on	pathos.	Pathos	is	most	effective	when	the	author	or	speaker	demonstrates	agreement
with	an	underlying	value	of	the	reader	or	listener.	In	addition,	the	speaker	may	use	pathos	and	fear	to	sway	the	audience.	Pathos	may	also	include	appeals	to	audience	imagination	and	hopes,	done	when	the	speaker	paints	a	scenario	of	positive	future	results	of	following	the	course	of	action	proposed.	It	is	also	related	to	the	mood	or	the	tone	of	a
speech	and	the	skill	that	the	speaker	possesses	in	harnessing	the	emotional	side	of	the	audience.	Aristotle	connected	this	skill	with	virtues	like	courage,	wisdom,	and	generosity	as	ways	that	the	speaker	or	any	other	person	can	use	to	appeal	to	his/her	or	their	audience's	emotions.[7]	In	some	cases,	downplaying	the	ethos	can	be	done	while
emphasizing	pathos,	for	example	as	William	Jennings	Bryan	did	in	his	Cross	of	Gold	speech:	I	would	be	presumptuous,	indeed,	to	present	myself	against	the	distinguished	gentlemen	to	whom	you	have	listened	if	this	were	but	a	measuring	of	ability;	but	this	is	not	a	contest	among	persons.	The	humblest	citizen	in	all	the	land	when	clad	in	the	armor	of	a
righteous	cause	is	stronger	than	all	the	whole	hosts	of	error	that	they	can	bring.	I	come	to	speak	to	you	in	defense	of	a	cause	as	holy	as	the	cause	of	liberty—the	cause	of	humanity.— William	Jennings	Bryan[8]	Main	article:	Logos	Logos	(plural:	logoi)	is	logical	appeal	or	the	simulation	of	it,[6]: 38 	and	the	term	logic	is	derived	from	it.	It	is	normally	used
to	describe	facts	and	figures	that	support	the	speaker's	claims	or	thesis.	There	are	also	more	traditional	forms	of	logical	reasoning,	such	as	syllogisms	and	enthymemes.[6]: 38–39 	Logos	is	also	related	to	the	rational	appeal	that	speakers	use	to	persuade	their	audience	through	the	usage	of	patterns,	such	as	facts,	statistics,	and	data,	also	known	as
informational	processing.	Aristotle	believed	that	those	who	used	persuasion	should	use	those	forms	of	logical	reasoning.[7]	Having	a	logos	appeal	also	enhances	ethos	because	information	makes	the	speaker	look	knowledgeable	and	prepared	to	their	audience.	However,	the	data	can	be	confusing	and	thus	confuse	the	audience.	Logos	can	also	be
misleading	or	inaccurate,	however	meaningful	it	may	seem	to	the	subject	at	hand.	In	some	cases,	inaccurate,	falsified,	or	misconstrued	data	can	even	be	used	to	enact	a	pathos	effect.[clarification	needed]	Such	is	the	case	with	casualty	numbers,	which,	while	not	necessarily	falsified,	may	include	minor	casualties	(injuries)	that	are	equated	with	deaths
in	the	mind	of	an	audience	and	therefore	can	evoke	the	same	effect	as	a	death	toll.	In	The	Essential	Guide	to	Rhetoric,	William	Keith	and	Christian	Lundberg[9]	state	that	the	three	traditional	forms	of	persuasion,	ethos,	pathos,	and	logos,	combine	to	create	the	foundation	of	persuasive	rhetorical	communication.	Ethos	is	the	speaker's	skill,	personality,
and	delivery	that	establishes	their	credibility	or	moral	appeal.	Pathos	uses	the	audience's	identities,	emotions,	and	values	to	create	a	sense	of	connection	or	shared	emotion.	Lastly,	an	appeal	to	reason	and	logic	through	the	use	of	structure,	logic,	and	evidence	is	known	as	logos.	Instead	of	working	alone,	these	arguments	are	frequently	most	effective
when	combined.	Keith	and	Lundberg	also	stress	the	importance	of	rhetorical	context	and	audience	awareness	when	using	these	appeals.	Knowing	the	values,	beliefs,	and	expectations	of	an	audience	helps	writers	and	speakers	identify	the	best	approaches.	The	authors	also	present	the	idea	of	the	rhetorical	situation,	which	consists	of	the	audience,
constraints,	and	exigencies	(a	problem	or	issue	that	needs	attention).	Understanding	these	elements	allows	rhetors	to	adjust	their	ethos,	pathos,	and	logos	appeals	to	better	suit	the	audience's	unique	situation	and	concerns,	which	improves	the	communication's	persuasive	power.	Main	article:	Kairos	Kairos	(plural:	kairoi)	is	an	arguable	fourth	mode	of
persuasion	which	means	the	"right	time",	"season"	or	"opportunity".[2]	Kairos	is	an	appeal	to	the	timeliness	or	context	in	which	a	presentation	is	publicized,	which	includes	contextual	factors	external	to	the	presentation	itself	but	still	capable	of	affecting	the	audience's	reception	to	its	arguments	or	messaging,	such	as	the	time	in	which	a	presentation
is	taking	place,	the	place	in	which	an	argument	or	message	is	being	made,	the	background	information	and	demographics	of	an	audience	such	as	age,	culture,	faith,	creed,	etc.,	the	appropriateness	of	the	speaker's	tone	given	the	nature	of	the	occasion,	and	the	relationship	between	the	speaker,	the	audience	and	the	topic.	It	is	also	important	for
speakers	to	be	aware	of	events	that	might	happen	during	the	moment	of	a	speech,	like	outside	noise,	the	technology	that	can	be	used	during	the	event,	as	well	as	the	weather	conditions	on	the	day,	so	it	can	be	easier	for	him/her	to	connect	with	the	audience	and	not	be	disturbed	during	the	speech.[3]	An	example	would	be	an	outdated	advertisement
that	would	have	been	effective	40	years	ago	but	hasn't	aged	well	by	today's	standards.	If	both	the	advertisement	made	40	years	ago	and	the	exact	same	advertisement	made	today	contain	the	same	speaker	with	the	same	credentials	(ethos),	and	the	same	arguments	with	the	same	logic	(logos),	and	they	both	appeal	to	the	same	emotions	and	the	same
values	(pathos),	but	the	reception	is	completely	different,	then	what	has	changed	is	the	context	in	which	the	presentation	was	made	(kairos).	The	four	modes	of	persuasion	are	present	in	many	more	ways	than	most	might	think.	They	can	be	seen	in	advertisements	on	social	media,	on	television,	in	flyers,	and	even	on	billboards	on	the	side	of	the	road.
[10]	This	type	of	persuasion	can	be	seen	in	a	simple	conversation	with	family	members	or	friends.	Those	might	present	at	least	one	of	the	aspects	of	persuasion:	logos,	with	numbers;	pathos,	with	emotional	appeal;	ethos,	with	the	authority	of	an	entity;	and	kairos,	in	the	right	time	or	with	some	relation	with	them.[3][10]	Another	important	application
of	persuasion	can	be	seen	in	public	speeches.	Those	can	be	through	a	process	called	framing	and	reframing.[11]	This	process	gets	its	name	because	speakers	need	to	use	the	correct	words	during	a	speech	so	their	audience	correctly	understands	their	message.	If	a	speaker	wants	to	use	a	specific	word,	slang,	or	metaphor,	he/she	needs	to	do	a	lot	of
research	on	his/her	audience's	background	to	understand	the	values	and	knowledge	of	their	audience	to	persuade	effectively.[11]	^	Aristotle.	"Rhetoric".	The	Internet	Classics	Archive.	Translated	by	W.	Rhys	Roberts.	^	a	b	"Logos,	Ethos,	Pathos,	Kairos".	University	of	Louisville.	^	a	b	c	Sheridan,	David	M.;	Ridolfo,	Jim	(2012-03-19).	The	Available
Means	of	Persuasion:	Mapping	a	Theory	and	Pedagogy	of	Multimodal	Public	Rhetoric	(in	Arabic).	Parlor	Press	LLC.	ISBN	978-1-60235-311-4.	^	Fortenbaugh,	William	W.	(1992-08-01).	"Aristotle	on	Persuasion	Through	Character".	Rhetorica.	10	(3):	207–244.	doi:10.1525/rh.1992.10.3.207.	ISSN	0734-8584.	^	McLaughlin,	Terence	(2005).	"The
Educative	Importance	of	Ethos".	British	Journal	of	Educational	Studies.	53	(3):	306–325.	doi:10.1111/j.1467-8527.2005.00297.x.	ISSN	0007-1005.	JSTOR	3699245.	^	a	b	c	d	Lundberg,	Christian	O.	(2018).	The	essential	guide	to	rhetoric.	William	M.	Keith	(Second	ed.).	Boston.	ISBN	978-1-319-09419-5.	OCLC	1016051800.{{cite	book}}:	CS1	maint:
location	missing	publisher	(link)	^	a	b	c	Demirdöğen,	Ülkü	D.	(2010).	"The	Roots	of	Research	in	(political)	Persuasion:	Ethos,	Pathos,	Logos	and	the	Yale	Studies	of	Persuasive	Communications".	^	Bryan,	William	(July	9,	1896).	"Bryan's	"Cross	of	Gold"	Speech:	Mesmerizing	the	Masses".	History	Matters.	Retrieved	July	28,	2014.	^	Keith,	William	M.;
Lundberg,	Christian	(2008).	The	essential	guide	to	rhetoric.	Boston:	Bedford/St.	Martin's.	ISBN	978-0-312-47239-9.	^	a	b	Gass,	Robert	H.;	Seiter,	John	S.	(2022-02-14).	Persuasion:	Social	Influence	and	Compliance	Gaining	(7	ed.).	New	York:	Routledge.	doi:10.4324/9781003081388.	ISBN	978-1-003-08138-8.	^	a	b	"Persuasion	in	Public	Discourse"
(PDF).	Wikimedia	Commons	has	media	related	to	Persuasion	techniques.	"Aristotle's	Rhetoric"	entry	by	Christof	Rapp	in	the	Stanford	Encyclopedia	of	Philosophy	Retrieved	from	"	Core	Curriculum	and	Christina	Frasier	Define	argument	in	an	academic	context.	Understand	an	author’s	argumentative	strategy	and	its	effectiveness.	Learn	about	the
different	devices	for	an	argument.	When	writers	and	speakers	want	to	persuade	their	audiences,	they	have	a	series	of	tools	or	strategies	at	their	disposal.	These	strategies	can	be	called	modes	of	persuasion.	Because	of	their	effectiveness,	these	modes	have	been	employed	by	countless	people	over	thousands	of	years.	Among	them	were	the	ancient
Greeks,	who	recognized	that	speakers	frequently	appealed	to	logic,	to	the	speaker’s	own	character,	and	to	the	audience’s	emotions,	while	paying	special	attention	to	the	timing	of	an	argument.	The	Greeks	labeled	these	efforts,	respectively,	as	logos,	ethos,	pathos,	and	kairos.	What	is	an	argument?	An	argument	is	a	systematic	attempt	to	support	a
debatable	claim	using	logical	explanations	and	reliable	evidence.	The	thesis	or	claim	is	debatable	because	an	audience	may	not	find	it	readily	believable	without	supporting	evidence.	Stating	a	debatable	claim	alone	is	not	sufficient	for	an	argument,	however.	The	author	must	also	explain	her	reasoning	and	offer	adequate	and	appropriate	examples	or
data	or	other	forms	of	evidence	to	support	the	claim.	How	do	I	identify	an	author’s	argument?	Writers	and	speakers	often	state	their	argument	as	part	of	their	introduction.	In	this	opening	to	a	piece	on	children’s	beauty	pageants	by	J.	Salzano	(2013),	her	main	claim	is	made	in	the	final	sentence:	When	most	people	think	of	normal	activities	for	a	six
year-old	girl,	they	picture	a	sea	full	of	Barbie	dolls,	coloring	books	and	dress	up	clothes	…	Popular	shows	such	as	“Toddlers	and	Tiaras”,	which	revolves	around	exaggerated	filming	of	child	pageantry	shows	America	one	narrow	view	of	what	the	pageant	world	is	all	about	…The	media	distorts	how	society	views	pageants	but	they	can	be	beneficial
because	they	give	children	contestants	useful	life	lessons	and	they	can	be	viewed	on	the	same	positive	level	as	other	popular	competitive	sports.	In	journalistic	writing,	it’s	also	common	to	find	the	argument	in	the	title,	as	in	the	article	“Pet	ownership	in	college	can	be	a	full	time	job”	(Banus,	2013).	Sometimes	the	argument	is	made	in	the	conclusion.
Sometimes,	however,	an	argument	is	never	distilled	into	one	or	two	sentences.	In	that	case,	it’s	up	to	the	audience	to	decide	what	argument	is	being	made	based	on	the	sum	of	all	the	claims	the	author	makes.	What	is	an	effective	argument?	An	effective	argument	supports	a	main	claim—that	is,	a	thesis—with	a	set	of	supporting	claims.	These	key
supporting	ideas	often	are	stated	as	topic	sentences	in	body	paragraphs.	Each	stage	of	the	argument—each	key	supporting	idea—is	illustrated	with	logical	and	reliable	evidence.	An	effective	argument	also	shows	a	clear	understanding	of	differing	viewpoints	and	does	its	best	to	acknowledge	competing	claims.	For	example,	in	her	argument	in	support
of	Oregon’s	“pay	it	forward”	college	tuition	plan,	B.	Dudley	(2013)	agrees	with	one	set	of	opponents	when	she	suggests	that	“we	certainly	agree	that	both	the	state	and	federal	governments’	contributions	to	higher	education	need	to	be	increased.”	Yet	she	concludes	that	“pay	it	forward”	is	a	good	interim	plan	by	arguing	that	“those	are	battles	that	will
be	fought	out	over	several	years.	In	the	meantime,	our	students	need	and	deserve	a	chance	to	get	a	college	education	without	incurring	enormous	unrelenting	debt.”	Dudley	has	not	only	acknowledged	a	set	of	opponents	here,	she	has	agreed	that	their	argument	is	the	best	long-term	goal.	What	is	an	ineffective	argument?	An	argument	may	be
ineffective	for	a	variety	of	reasons.	Maybe	the	“argument”	does	not	make	a	claim	that	an	academic	audience	would	disagree	with.	For	example,	“smoking	is	bad	for	you”	might	be	considered	an	ineffective	argument,	not	because	it	is	wrong	but	because	your	audience	already	knows	this.	An	argument	also	might	be	ineffective	because	the	support	for	it
is	nonexistent.	Paragraphs	may	make	claim	after	claim	while	offering	little	to	no	evidence	or	illustration.	Another	reason	that	an	argument	may	be	ineffective	is	that	the	support	is	not	logical.	An	example	of	an	illogical	argument	would	be	that	global	warming	doesn’t	exist	because	it	snowed	in	the	Arizona	desert	last	winter.	An	argument	also	may	be
ineffective	if	the	evidence	is	unreliable,	as	would	be	the	case	if	an	author	used	material	from	a	corporation’s	website	to	praise	or	defend	the	company.	An	argument	also	might	be	ineffective	because	it	is	too	broad,	which	makes	the	claim	difficult	to	“prove”	in	a	short	essay.	Claims	that	gun	control	is	needed/not	needed	or	that	abortion	should	be
legal/illegal	are	examples	of	assertions	that	may	lead	to	overly	broad—and	therefore	ineffective—arguments.	Making	a	broad	claim	about	an	ongoing	debate	also	makes	it	difficult	to	bring	new	perspectives	to	the	discussion.	What	is	logos?	An	appeal	to	logos	relies	upon	on	reason	or	logic.	If	an	author	appeals	to	logos,	she	is	implying	that	her	argument
is	convincing	because	it	is	rational	(i.e.,	it	“makes	sense”).	The	following	logos-based	appeal	from	Grist	Magazine’s	website	aims	to	convince	readers	that	they	should	do	something	about	global	warming:	every	year	since	1992	has	been	warmer	than	1992;	the	ten	hottest	years	on	record	occurred	in	the	last	15;	every	year	since	1976	has	been	warmer
than	1976;	the	20	hottest	years	on	record	occurred	in	the	last	25;	every	year	since	1956	has	been	warmer	than	1956;	and	every	year	since	1917	has	been	warmer	than	1917.	(Beck,	2006)	Ideally,	appeals	to	logos	stand	on	their	own,	regardless	of	who	is	speaking	and	without	the	need	to	appeal	to	emotions.	How	do	I	recognize	and	evaluate	logos	in	an
argument?	While	authors	are	free	to	draw	on	any	of	the	three	modes	of	persuasion,	most	academic	arguments	are	grounded	in	logic,	the	careful	use	of	reasoning,	and	evidence.	To	determine	whether	a	logos-based	appeal	is	effective,	ask	the	following	questions:	How	rational	are	the	author’s	claims?	Are	they	logical?	Does	the	author	have	enough
information	to	support	his	argument?	Is	the	information	sufficient?	Is	the	author’s	information	typical,	or	is	it	so	unusual	that	it	really	can’t	be	used	to	suggest	that	the	claims	in	the	argument	are	generally	true?	How	reliable	are	the	author’s	facts?	Is	his	information	accurate?	Does	the	information	the	author	is	including	actually	have	any	bearing	on
his	claims?	Is	the	information	relevant?	When	you	ask	whether	the	author’s	information	is	sufficient,	typical,	accurate,	and	relevant,	you	are	applying	the	STAR	criteria:	Sufficiency,	Typicality,	Accuracy,	and	Relevance.	What	is	ethos?	An	appeal	to	ethos	emphasizes	the	character	of	the	author	or	speaker.	If	an	author	appeals	to	his	ethos,	he	is
suggesting	that	an	audience	should	believe	his	claims	because	he	is	honest,	trustworthy,	and	knowledgeable.	If	the	writer	(or	his	publisher)	emphasizes	his	authority	or	qualifications,	or	if	he	appeals	to	a	shared	sense	of	morality,	he	is	making	an	appeal	to	his	ethos.		A	student	writer	might	bolster	his	ethos	by	listing	an	author’s	credentials:	Raghu
Murtugudde	is	executive	director	of	the	Chesapeake	Bay	Forecasting	System	at	the	University	of	Maryland	Earth	System	Science	Interdisciplinary	Center	(ESSIC)	and	a	professor	in	the	Department	of	Atmospheric	and	Oceanic	Science.	(LiveScience,	2013)	This	statement	of	Murtugudde’s	credentials	is	a	rather	overt	appeal	to	his	ethos,	but	there	are
many	subtler	versions	of	such	appeals.	A	writer	bolsters	her	ethos	by	presenting	her	papers	in	error-free	prose,	with	no	formatting	anomalies.	A	speaker	increases	his	ethos	by	dressing	suitably	and	using	style	and	tone	appropriate	to	his	audience.	Both	writers	and	speakers	bolster	their	ethos	by	being	knowledgeable	and	fair.	How	do	I	recognize	and
evaluate	ethos	in	an	argument?	To	determine	whether	an	ethos-based	appeal	is	effective,	ask	the	following	questions:	How	knowledgeable	is	the	author	about	her	topic?	Is	the	author	employing	a	confident,	authoritative	tone	in	her	writing?	Is	the	author	using	reliable	sources?	Has	the	author	cited	her	sources	accurately?	Does	the	author	acknowledge
the	existence	of	other	points	of	view?	Should	the	author	be	using	other	modes	of	appeal	along	with	ethos,	or	is	her	argument	primarily	ethos-based?	Has	the	author	proofread	her	work?	What	is	pathos?	An	appeal	to	pathos	uses	emotion	to	persuade.	If	an	author	appeals	to	pathos,	she	is	counting	on	an	emotional	response	(pity,	compassion,	anger,
fear,	excitement,	nostalgia,	among	others)	to	bring	the	reader/listener	over	to	her	side.	The	following	is	a	pathos-based	appeal	from	the	trailer	for	Al	Gore’s	documentary	An	Inconvenient	Truth	meant	to	convince	viewers	that	they	should	do	something	about	global	warming	(and,	of	course,	watch	the	movie):	The	Arctic	is	experiencing	faster	melting.	If
this	[Arctic	ice]	were	to	go,	sea	level	worldwide	would	go	up	20	feet.	.	.	.	Here’s	Manhattan.	The	World	Trade	Center	Memorial	would	be	underwater.	Think	of	the	impact	of	a	couple	hundred	thousand	refugees	and	then	imagine	100	million.		.	.	.	We	have	to	act	together	to	solve	this	global	crisis.	Our	ability	to	live	is	what	is	at	stake.	(Gore,	2007)	Gore’s
statement	about	the	World	Trade	Center	Memorial	clearly	appeals	to	our	emotions.	After	all,	he	could	have	chosen	countless	other	landmarks	in	the	country,	but	he	chose	the	site	commemorating	the	loss	of	several	thousand	innocent	civilians	from	an	act	of	terrorism.	We	might	assume,	then,	that	his	primary	goal	is	to	instill	a	sense	of	grief,	fear,	and
outrage.	How	do	I	recognize	and	evaluate	pathos	in	an	argument?	To	determine	whether	a	pathos-based	appeal	is	effective,	ask	the	following	questions:	How	vivid	and	engaging	is	the	author’s	language?	What	kinds	of	anecdotes	or	stories	does	the	author	include	that	seem	intended	to	appeal	to	his	reader’s	emotions?	Should	the	author	be	using	other
modes	of	appeal	along	with	pathos,	or	is	his	argument	primarily	pathos-based?	What	is	the	rhetorical	triangle?	The	rhetorical	triangle	is	a	term	used	to	describe	the	three	major	components	of	a	communication	situation:		the	author,	the	audience,	and	the	text.	The	author	is	the	speaker	or	writer	who	produces	the	text,	the	audience	is	the	listener	or
reader	who	receives	the	text,	and	the	text	is	the	set	of	words	and/or	images	that	is	transmitted	(or	communicated)	between	the	two	parties	(i.e.,	the	author	and	the	audience).	You	can	visualize	this	relationship	like	this:				Audience	Author																			Text	The	three	points	of	the	rhetorical	triangle	reflect	and	influence	each	other.	For	example,	a
speaker	who	is	advocating	for	a	new	sports	team	on	campus	will	present	himself	differently	and	argue	different	points	depending	upon	whether	he	is	making	his	case	to	a	group	of	students	or	to	the	Radford	University	Board	of	Visitors.	Good	communicators	know	that	a	change	in	any	one	of	the	three	elements	of	the	rhetorical	triangle	will	affect	the
other	two	elements.	How	are	logos,	ethos,	and	pathos	related	to	the	rhetorical	triangle?	Logos,	ethos,	and	pathos	can	be	paired	with	the	three	points	of	the	rhetorical	triangle.		Logos	relies	upon	the	rational	qualities	of	the	text	or	message	to	convince	the	reader/listener;	ethos	emphasizes	the	qualities	of	the	author;	and	pathos	draws	on	the	emotional
response	of	the	audience.	You	can	visualize	the	relationship	like	this:	Audience	(Pathos)			Author	(Ethos)					Text	(Logos)	While	it	is	helpful	to	recognize	the	relationship	between	logos,	ethos,	and	pathos	and	the	three	points	of	the	rhetorical	triangle,	it	is	also	important	to	note	that	actual	communication	situations	are	more	complicated.	For	example,	a
speaker	at	a	funeral	might	begin	to	cry	as	he	relates	a	story	of	the	deceased,	thus	bringing	his	audience	to	tears.	It	would	be	inappropriate,	in	this	instance,	to	associate	pathos	only	with	the	audience.	What	is	kairos?			When	an	author	employs	kairos,	she	recognizes	the	timeliness	of	an	issue,	addresses	a	subject	or	point	at	an	appropriate	time,	and/or
provides	examples	that	reflect	a	particular	cultural	moment.	If	an	author	uses	kairos,	she	is	likely	addressing	a	current	event	or	pressing	issue	or	she	has	organized	her	claims	in	an	appropriate	and	effective	manner.	For	example,		Tareg	Hajj’s	2013	essay	“The	Grading	Dispute	at	Radford	University”	addresses	the	issue	of	adding	a	plus	and	minus	to
final	grades	given	at	Radford	University.	Hajj	was	a	freshman	in	the	first	undergraduate	class	to	enter	under	the	new	grading	system,	and	emotions	were	high	regarding	the	changes	that	academic	year.	While	the	issue	seems	settled	and	perhaps	uninteresting	now,	it	was	kairotic	in	its	time.	When	the	a	controversy	moves	past	its	kairotic	window	of
relevance,	we	call	the	argument	or	discussion	moot.	Arguments	can	be	become	moot	when	the	issue	is	resolved.	Some	arguments	leave	the	public	consciousness	for	a	while,	only	to	resurface	later.	An	example	this	would	be	the	ongoing	and	changing	nature	of	debates	focusing	on	climate	change.	How	do	I	recognize	and	evaluate	kairos	in	an
argument?		To	determine	whether	a	written	argument	or	claim	is	kairotic,	ask	the	following	questions:	How	current	or	relevant	is	the	issue	and/or	the	evidence?	Where	and/or	when	is	the	argument	being	made?	Are	points	and/or	illustrations	ordered	effectively?	(Do	claims	build	upon	one	another?	Does	each	appear	at	the	right	moment?)	How	can
logos,	ethos,	pathos,	and	kairos	work	together?	It	is	important	to	note	that	one	passage	or	even	statement	might	draw	on	more	than	one	appeal.	The	passage	above	from	Gore’s	An	Inconvenient	Truth	certainly	is	designed	to	evoke	emotion,	but	it	also	relies	on	observations	of	the	increasing	speed	of	melting	in	the	Arctic.	The	word	“inconvenient”
provides	a	nod	to	kairos	and	the	timing	of	the	argument.	The	following	example	from	economists	Gernot	Wagner	and	Martin	L.	Weitzman	uses	appeals	to	logos,	ethos,	and	pathos	and	shows	an	awareness	of	kairos:	What	is	scarier	still	is	the	uncertainty	about	the	truly	extreme	outcomes	[of	climate	change].	Our	own	calculations	estimate	that	there	is	a
roughly	5	percent	to	10	percent	chance	that	the	eventual	average	temperature	could	be	6	degrees	Celsius	higher	[than	pre-industrial	levels],	rather	than	3.	What	this	would	mean	is	outside	anyone’s	imagination,	perhaps	even	Dante’s.	(Wagner	&	Weitzman,	2013;	brackets	added)	Wagner	and	Weitzman	refer	to	their	“own	calculations”	(ethos)	about
the	percent	chance	that	temperature	increases	would	double	original	expectations	(logos).	They	then	invoke	the	poet	Dante	Alighieri,	whose	Inferno	describes	the	torments	of	Hell	in	hauntingly	vivid	fashion	(pathos).	Their	attention	to	kairos	is	also	signalled	by	the	opening	phrase	“[w]hat	is	scarier	still,”	indicating	that	the	reader	has	been	given	some
less	scary	scenarios	in	order	to	prepare	them	for	this	more	terrifying	piece	of	evidence.	It	is	important	not	only	to	recognize	the	use	of	the	different	appeals,	but	also	to	evaluate	their	effectiveness.	In	addition,	it’s	important	to	recognize	that	they	might	not	always	be	easy	to	separate;	notice	that	in	the	example	above,	logos,	ethos,	pathos,	and	kairos
are	all	present	in	two	sentences.	Further,	“what	is	scarier	still”	works	to	both	appeal	to	pathos	and	to	indicate	the	writer’s	awareness	of	the	right	time	to	present	each	bit	of	information.	To	what	extent	are	you	convinced	by	the	different	modes	of	persuasion?	To	what	extent	should	you	be?	Banus,	S.	(2013	,	April	17).	Pet	ownership	in	college	can	be	a
full	time	job.	The	Tartan.	Retrieved	from	Beck,	C.		(2006,	October	31).		One	record	year	is	not	global	warming	–	Luckily,	there	are	plenty	more	years	to	consider.	Grist.	Retrieved	from	Dudley,	B.	(2013,	July	10).	A	desperate	measure	for	desperate	times.	New	York	Times.	Retrieved	from	Murtugudde,	R.	(2013,	November	27).	Climate	change	needs	an
elephant	whisperer.	LiveScience.	Retrieved	from	www.livescience.com/41578-climate-change-needs-communicators.html	Salzano,	J.	(2013,	April	10).	Glitter	and	glamour:	Inside	children	beauty	pageants.	The	Tartan.Retrieved	from	www.rutartan.com/wordpress/?p=5459	Wagner,	G.,	&	M.	Weitzman.	(2013,	October	10).	Inconvenient	uncertainties.
The	New	York	Times.	Retrieved	from	www.nytimes.com/2013/10/11/opinion/inconvenient-uncertainties.html.	Ethos,	pathos,	logos,	and	kairos	all	stem	from	rhetoric—that	is,	speaking	and	writing	effectively.	You	might	find	the	concepts	in	courses	on	rhetoric,	psychology,	English,	or	in	just	about	any	other	field!	The	concepts	of	ethos,	pathos,	logos,	and
kairos	are	also	called	the	modes	of	persuasion,	ethical	strategies,	or	rhetorical	appeals.	They	have	a	lot	of	different	applications	ranging	from	everyday	interactions	with	others	to	big	political	speeches	to	effective	advertising.	Read	on	to	learn	about	what	the	modes	of	persuasion	are,	how	they’re	used,	and	how	to	identify	them!	"Yes,	Alexander,	this
will	be	on	the	test."	What	Are	the	Modes	of	Persuasion?	As	you	might	have	guessed	from	the	sound	of	the	words,	ethos,	pathos,	logos,	and	kairos	go	all	the	way	back	to	ancient	Greece.	The	concepts	were	introduced	in	Aristotle’s	Rhetoric,	a	treatise	on	persuasion	that	approached	rhetoric	as	an	art,	in	the	fourth	century	BCE.	Rhetoric	was	primarily
concerned	with	ethos,	pathos,	and	logos,	but	kairos,	or	the	idea	of	using	your	words	at	the	right	time,	was	also	an	important	feature	of	Aristotle’s	teachings.	However,	kairos	was	particularly	interesting	to	the	Sophists,	a	group	of	intellectuals	who	made	their	living	teaching	a	variety	of	subjects.	The	Sophists	stressed	the	importance	of	structuring
rhetoric	around	the	ideal	time	and	place.	Together,	all	four	concepts	have	become	the	modes	of	persuasion,	though	we	typically	focus	on	ethos,	pathos,	and	logos.	If	Einstein	says	it,	it	must	be	true.	What	Is	Ethos?	Though	you	may	not	have	heard	the	term	before,	‘ethos’	is	a	common	concept.	You	can	think	of	it	as	an	appeal	to	authority	or	character—
persuasive	techniques	using	ethos	will	attempt	to	persuade	you	based	on	the	speaker’s	social	standing	or	knowledge.	The	word	ethos	even	comes	from	the	Greek	word	for	character.	An	ethos-based	argument	will	include	a	statement	that	makes	use	of	the	speaker	or	writer’s	position	and	knowledge.	For	example,	hearing	the	phrase,	“As	a	doctor,	I
believe,”	before	an	argument	about	physical	health	is	more	likely	to	sway	you	than	hearing,	“As	a	second-grade	teacher,	I	believe.”	Likewise,	celebrity	endorsements	can	be	incredibly	effective	in	persuading	people	to	do	things.	Many	viewers	aspire	to	be	like	their	favorite	celebrities,	so	when	they	appear	in	advertisements,	they're	more	likely	to	buy
whatever	they're	selling	to	be	more	like	them.	The	same	is	true	of	social	media	influencers,	whose	partnerships	with	brands	can	have	huge	financial	benefits	for	marketers.	In	addition	to	authority	figures	and	celebrities,	according	to	Aristotle,	we’re	more	likely	to	trust	people	who	we	perceive	as	having	good	sense,	good	morals,	and	goodwill—in	other
words,	we	trust	people	who	are	rational,	fair,	and	kind.	You	don’t	have	to	be	famous	to	use	ethos	effectively;	you	just	need	whoever	you’re	persuading	to	perceive	you	as	rational,	moral,	and	kind.	Sad	imagery	is	an	example	of	pathos,	which	appeals	to	emotion.	What	Is	Pathos?	Pathos,	which	comes	from	the	Greek	word	for	suffering	or	experience,	is
rhetoric	that	appeals	to	emotion.	The	emotion	appealed	to	can	be	a	positive	or	negative	one,	but	whatever	it	is,	it	should	make	people	feel	strongly	as	a	means	of	getting	them	to	agree	or	disagree.	For	example,	imagine	someone	asks	you	to	donate	to	a	cause,	such	as	saving	rainforests.	If	they	just	ask	you	to	donate,	you	may	or	may	not	want	to,
depending	on	your	previous	views.	But	if	they	take	the	time	to	tell	you	a	story	about	how	many	animals	go	extinct	because	of	deforestation,	or	even	about	how	their	fundraising	efforts	have	improved	conditions	in	the	rainforests,	you	may	be	more	likely	to	donate	because	you’re	emotionally	involved.	But	pathos	isn’t	just	about	creating	emotion;	it	can
also	be	about	counteracting	it.	For	example,	imagine	a	teacher	speaking	to	a	group	of	angry	children.	The	children	are	annoyed	that	they	have	to	do	schoolwork	when	they’d	rather	be	outside.	The	teacher	could	admonish	them	for	misbehaving,	or,	with	rhetoric,	he	could	change	their	minds.	Suppose	that,	instead	of	punishing	them,	the	teacher	instead
tries	to	inspire	calmness	in	them	by	putting	on	some	soothing	music	and	speaking	in	a	more	hushed	voice.	He	could	also	try	reminding	them	that	if	they	get	to	work,	the	time	will	pass	quicker	and	they’ll	be	able	to	go	outside	to	play.	Aristotle	outlines	emotional	dichotomies	in	Rhetoric.	If	an	audience	is	experiencing	one	emotion	and	it’s	necessary	to
your	argument	that	they	feel	another,	you	can	counterbalance	the	unwanted	emotion	with	the	desired	one.	The	dichotomies,	expanded	upon	after	Aristotle,	are:	Anger/Calmness	Friendship/Enmity	Fear/Confidence	Shame/Shamelessness	Kindness/Unkindness	Pity/Indignation	Envy/Emulation	Note	that	these	can	work	in	either	direction;	it’s	not	just
about	swaying	an	audience	from	a	negative	emotion	to	a	positive	one.		However,	changing	an	audience's	emotion	based	on	false	or	misleading	information	is	often	seen	as	manipulation	rather	than	persuasion.	Getting	into	the	hows	and	whys	requires	a	dive	into	the	ethics	of	rhetoric,	but	suffice	to	say	that	when	you	attempt	to	deceive	an	audience,	that
is	manipulation.	If	you	really	want	to	get	an	audience	fired	up	about	something,	you	can	inspire	righteous	anger,	which	may	or	may	not	be	manipulation.	If	somebody	is	offended	that	you’ve	asked	them	for	something,	you	can	try	making	them	feel	sorry	for	you	by	turning	indignation	into	pity—that’s	manipulation.	Seems	trustworthy,	right?	What	Is
Logos?	Logos	comes	from	a	Greek	word	of	multiple	meanings,	including	“ground,”	“speech,”	and	“reason.”	In	rhetoric,	it	specifically	refers	to	having	a	sense	of	logic	to	your	persuasion;	logos-based	rhetoric	is	founded	in	logic	and	reason	rather	than	emotion,	authority,	or	personality.	A	logic-based	argument	appeals	to	a	person’s	sense	of	reason—good
logos-based	rhetoric	will	persuade	people	because	the	argument	is	well-reasoned	and	based	in	fact.	There	are	two	common	approaches	to	logos:	deductive	and	inductive	arguments.	Deductive	arguments	build	on	statements	to	reach	a	conclusion—in	effect,	the	conclusion	is	reached	in	reverse.	A	common	method	is	to	propose	multiple	true	statements
which	are	combined	to	reach	a	conclusion,	such	as	the	classic	method	of	proving	that	Socrates	is	mortal.	All	men	are	mortal,	and	Socrates	is	a	man,	therefore	Socrates	must	be	mortal.	That’s	not	really	a	case	that	needs	to	be	argued,	but	we	can	apply	the	same	framework	to	other	arguments	as	well.	For	example,	we	need	energy	to	live.	Food	gives	the
body	energy.	Therefore,	we	need	food	to	live.			All	of	this	is	based	on	things	we	can	prove,	and	results	in	a	conclusion	that	is	true,	not	just	theorized.	Deductive	reasoning	works	on	the	assumption	that	A	=	B,	B	=	C,	so	therefore	A	=	C.	But	this	also	supposes	that	all	the	information	is	true,	which	is	not	always	the	case.	Sometimes	the	conclusions	you
reach	with	deductive	reasoning	can	be	valid,	as	in	the	reasoning	makes	sense,	but	the	conclusion	may	not	be	necessarily	true.	If	we	return	to	the	Socrates	argument,	we	could	propose	that:	All	men	eat	apples.	Socrates	is	a	man.	Therefore,	Socrates	must	eat	apples.	The	problem	is	that	we	can’t	prove	that	all	men	eat	apples—some	do,	some	don’t.
Some	might	eat	an	apple	once	but	never	again.	But	based	on	our	arguments,	the	conclusion	that	Socrates	must	eat	apples	is	valid.	A	strong	deductive	argument	for	logos-based	reasoning	will	be	composed	of	provable	facts	that	can	reach	a	provable	conclusion.	However,	a	valid	but	not	entirely	sound	argument	can	also	be	effective—but	be	wary	of
shifting	from	persuasion	to	manipulation!	Another	approach	to	logos-based	rhetoric	is	inductive	reasoning,	which,	unlike	deductive	reasoning,	results	in	a	probable	argument	rather	than	a	definite	one.	That	doesn’t	mean	that	it	is	less	effective—many	scientific	concepts	we	accept	as	truth	are	inductive	theories	simply	because	we	cannot	travel	back	in
time	and	prove	them—but	rather	that	inductive	reasoning	is	based	on	eliminating	the	impossible	and	ending	in	an	argument	that	is	based	in	sound	logic	and	fact,	but	that	may	not	necessarily	be	provable.	For	example,	all	people	with	a	cough	have	a	cold.	Kelly	has	a	cough.	Therefore,	Kelly	likely	has	a	cold.	Our	conclusion	is	likely,	but	not	absolute.	It’s
possible	that	Kelly	doesn’t	have	a	cold—not	because	she	doesn't	have	a	cough,	but	because	there	are	other	possible	causes,	such	as	having	allergies	or	having	just	breathed	in	some	dust.	The	conclusion	that	she	has	a	cold	is	likely	based	on	data,	but	not	absolute.	Another	example	would	be	that	Kelly	picks	her	nose.	Kelly	is	a	woman,	therefore	all
women	must	pick	their	nose.	Inductive	reasoning	is	based	on	generalizations.	The	first	example,	in	which	Kelly	likely	has	a	cold,	makes	sense	because	it’s	based	on	something	provable—that	a	sampling	of	people	who	have	a	cough	have	colds—and	followed	up	with	a	likely	conclusion.	In	the	second	example,	this	is	a	less	sensible	conclusion	because	it’s
based	on	extrapolation	from	a	single	reference	point.	If	we	reverse	the	claim	and	say	that	all	women	pick	their	noses,	and	Kelly	is	a	woman,	therefore	Kelly	must	pick	her	nose,	that	would	be	more	sound	logic.	Still	not	necessarily	true—not	all	women	pick	their	noses—but	a	more	sound	example	of	inductive	reasoning.	Inductive	reasoning	can	still	be
incredibly	effective	in	persuasion,	provided	that	your	information	is	well-reasoned.	Inductive	reasoning	creates	a	hypothesis	that	can	be	tested;	its	conclusion	is	not	necessarily	true,	but	can	be	examined.	As	always,	be	wary	of	venturing	into	manipulation,	which	is	more	likely	to	be	based	on	erroneous	or	misleading	facts.	Kairos	is	all	about	the	right
time	and	place.	What	Is	Kairos?	Kairos	is	the	Greek	word	for	the	opportune	moment,	which	is	precisely	what	it	means	in	rhetoric.	According	to	this	principle,	the	time	in	which	an	argument	is	deployed	is	as	important	as	the	argument	itself.	An	argument	at	the	wrong	time	or	to	the	wrong	audience	will	be	wasted;	to	be	effective,	you	must	also	consider
when	you	are	speaking	and	to	whom.	In	effect,	kairos	means	choosing	the	correct	rhetorical	device	to	match	the	audience	and	space	in	which	you’re	attempting	to	persuade.	If	you	wanted	to	persuade	people	to	go	vegetarian,	the	middle	of	a	hot	dog-eating	contest	is	probably	not	the	right	time.	Likewise,	you’re	probably	not	going	to	persuade	a	room
of	data-driven	scientists	of	something	by	appealing	to	pathos	or	ethos;	logos	is	probably	your	best	bet.	In	essence,	kairos	asks	you	to	consider	the	context	and	atmosphere	of	the	argument	you’re	making.	How	can	you	deploy	your	argument	better	considering	time	and	space?	Should	you	wait,	or	is	time	of	the	essence?	As	Aristotle	famously	said,
“Anybody	can	become	angry—that	is	easy,	but	to	be	angry	with	the	right	person	and	to	the	right	degree	and	at	the	right	time	and	for	the	right	purpose,	and	in	the	right	way—that	is	not	within	everybody's	power	and	is	not	easy.”	The	goal	of	kairos	is	to	achieve	exactly	that.	Effective	use	of	kairos	strengthens	your	persuasion	ability	by	considering	how
people	are	already	feeling	based	on	context.	How	can	you	influence	or	counteract	that?	Or	maybe	pathos	isn’t	the	right	approach—maybe	cold	hard	facts,	using	logos,	is	more	suited.	Kairos	works	in	conjunction	with	the	other	modes	of	persuasion	to	strengthen	your	argument,	so	as	you’re	putting	a	persuasive	piece	together,	consider	how	and	when
it’ll	be	deployed!	Do	a	little	detective	work	to	figure	out	which	mode	of	persuasion	you're	seeing.	How	to	Identify	Ethos,	Pathos,	Logos,	and	Kairos	Understanding	how	the	modes	of	persuasion	work	can	make	you	better	at	identifying	and	picking	them	out.	Not	only	is	a	better	understanding	of	them	useful	for	composing	your	own	arguments,	but	it’s
also	beneficial	when	seeing	other	people’s	arguments.	When	you	understand	how	ethos,	pathos,	logos,	and	kairos	work,	you’re	less	susceptible	to	them.	Advertising	is	one	of	the	places	we	see	the	modes	of	persuasion	most	often.	Looking	at	each	of	these	advertisements,	you	can	see	how	they	use	each	mode	of	persuasion	to	convince	audiences	to
convince	an	audience	of	something.	Ethos	Using	celebrities	is	a	classic	example	of	ethos,	which	uses	authority	or	recognition	to	convince	an	audience	of	something.	In	this	case,	celebrities	like	Michelle	Obama,	Lin-Manuel	Miranda,	and	Janelle	Monáe	discuss	the	importance	of	voting.	It	doesn’t	matter	that	they’re	not	politicians	or	political	scientists;
audiences	find	them	appealing	and	genuine.	When	they	speak	of	the	importance	of	voting,	audiences	listen	because	they	like	what	these	figures	have	to	say.	If	talented,	famous	people	like	this	are	taking	the	time	to	vote,	it	must	be	important!	Historians	or	those	well-versed	in	politics	might	make	different	arguments	about	why	audiences	should	vote,
but	in	this	case,	the	goal	is	to	inspire	people.	When	we	see	people	we	admire	doing	things,	we	want	to	do	them	too;	hence	the	reason	that	ethos	works	so	well.	Pathos	ASPCA’s	commercials	are	some	of	the	most	infamous	examples	of	pathos	in	advertising.	Sarah	McLachlan’s	“Angel”	plays	over	footage	of	abused	animals	in	shelters,	encouraging
viewers	to	donate	money	to	support	the	organization.	It’s	not	hard	to	understand	why	it	works;	both	the	song	and	the	imagery	are	heartbreaking!	You	can’t	help	but	feel	sad	when	you	see	it,	and	that	sadness,	when	followed	up	by	a	prompt	to	donate,	encourages	you	to	take	immediate	action.	And	these	ads	are	effective—the	campaign	raised	millions	of
dollars	for	ASPCA.	By	appealing	to	our	emotions	and	making	us	feel	sad,	this	advertisement	encourages	us	to	act.	That’s	a	classic	use	of	ethos—it	influences	our	feelings	through	the	one-two	punch	of	sad	music	and	imagery,	encouraging	us	to	perform	the	desired	action.	Logos	In	some	cases,	emotion	and	authority	aren’t	the	right	tactic.	Logos	often
appears	in	tech	advertisements,	such	as	this	one	for	the	iPhone	XS	and	XR.	Notice	how	the	advertisement	focuses	on	product	shots	and	technological	terms.	Most	audiences	won’t	know	what	an	A12	bionic	neural	engine	is,	but	it	sounds	impressive.	Likewise,	that	“12	MPf/1.8	wide-angle	lens,	with	larger,	deeper	1.4	micron	pixels”	is	pretty	meaningless
to	most	people,	but	the	numbers	suggest	that	this	phone	is	something	special	because	it	uses	scientific-sounding	language.	It	doesn’t	matter	whether	audiences	really	understand	what’s	being	said	or	not.	What	matters	is	that	they	feel	confident	that	the	ad	is	selling	them	something	they	need—in	this	case,	impressive	technological	specifications	that
make	this	phone	an	improvement	over	others.	Kairos	Kairos	should	ideally	factor	into	all	uses	of	the	modes	of	persuasion,	but	timeliness	can	also	be	a	big	selling	point.	In	this	Christmas-themed	M&Ms	advertisement,	the	company	uses	timely	humor	to	forge	a	connection	between	the	holidays	and	M&Ms.	Because	these	commercials	have	been	running
for	such	a	long	time,	there’s	also	a	nostalgic	attachment	to	them.	Just	as	people	look	forward	to	new	Budweiser	advertisements	during	the	Super	Bowl,	others	look	forward	to	seeing	M&Ms	or	the	Coca-Cola	polar	bear	during	the	holidays.	Though	this	commercial	doesn’t	go	out	of	its	way	to	tell	you	the	benefits	of	M&Ms,	it	does	forge	a	connection
between	M&Ms	and	Christmas,	encouraging	people	to	purchase	them	around	the	holidays.	Enhance	your	persuasion	by	better	understanding	ethos,	pathos,	logos,	and	kairos.	Examples	of	the	Modes	of	Persuasion	Now	that	you’ve	had	some	exposure	to	how	ethos,	pathos,	logos,	and	kairos	function	and	what	they	can	do,	you	can	test	your	ability	to
recognize	them	using	the	images	below!	There	are	a	few	things	to	notice	about	this	image:	The	anonymous	figure	The	language	The	use	of	a	statistic	Can	you	figure	out	which	mode	of	persuasion	this	represents?	The	fact	that	the	figure	is	anonymous	tells	us	it’s	probably	not	ethos.	While	we	might	be	influenced	by	a	person	who’s	in	shape,	there’s	not
really	an	appeal	here	based	on	the	person—they’re	just	an	image	to	support	the	ad.	“DOMINATE”	is	a	pretty	loaded	word,	suggesting	that	this	may	have	elements	of	pathos.	However,	take	a	look	at	that	statistic.	Whether	it’s	true	or	not,	a	hard	statistic	like	that	suggests	that	this	ad	is	using	logos	to	appeal	to	viewers.	You	can	draw	out	an	argument
from	there—75%	of	users	lose	weight	within	weeks.	You’re	a	user.	Therefore,	you	will	likely	lose	weight	within	weeks.	What	do	you	notice	about	this	image?	The	photo	The	way	the	text	frames	the	woman’s	body	The	name	of	the	perfume	The	color	choice	What	mode	of	persuasion	is	this?	Again,	we	don’t	know	who	the	model	is,	and	perfume	isn’t	going
to	make	us	look	like	her,	so	we	can	count	ethos	out.	The	ad	seems	pretty	intent	on	making	us	look	at	certain	things—the	woman’s	lips	and	chest	in	particular.	What	is	it	trying	to	make	us	feel?	“FORBIDDEN	FRUIT”	has	a	connotation	of	sensuality.	Red	is	a	color	commonly	associated	with	passion.	When	you	combine	the	photo,	the	framing,	the	perfume
name,	and	the	color,	you	get	a	strong	sense	of	sex	appeal	from	the	advertisement.	This	makes	it	an	example	of	pathos—the	ad	is	trying	to	make	us	feel	a	certain	way.	If	we	buy	this	perfume,	maybe	we	would	feel	attractive,	too.	How	about	this	advertisement?	A	serious-looking	photo	Text	promising	“no	more	back	pain”	“Doctor	recommended.”	Seeing
a	doctor	might	make	you	tempted	to	think	the	answer	is	logos,	but	there’s	no	appeal	to	logic	here.	“No	more	back	pain,”	is	a	nice	promise,	but	there’s	no	attempt	to	appeal	to	emotions,	so	it	can’t	be	pathos.	What’s	important	in	this	image	is	the	combination	of	the	doctor	in	the	image	and	the	line	“doctor	recommended.”	This	doctor	might	not	be
famous,	but	he	does	have	authority,	making	this	an	example	of	ethos.	Our	confidence	in	this	treatment	grows	because	we	trust	that	a	doctor	understands	how	to	address	back	pain.	What	mode	of	persuasion	is	this?	Think	about:	The	framing	The	model	The	text	She	does	look	fashionable	and	the	ad	mentions	stylists,	so	it’s	possible	that	this	is	ethos.
There	are	no	statistics	or	arguments	being	made,	so	the	answer	probably	isn’t	logos.	Pathos	is	possible,	but	despite	having	a	heavily	made-up	model,	this	ad	is	far	less	about	sex	appeal	than	the	previous	one.	But	the	text	mentions	a	specific	holiday—New	Year’s—suggesting	that	this	is	kairos.	Kairos	can,	and	often	should,	be	combined	with	all	the
modes	of	persuasion	to	be	even	more	effective.	In	this	case,	the	model’s	appearance	could	suggest	either	ethos	or	pathos	in	addition	to	kairos.	The	message	here	is	that	you	should	act	now,	at	the	beginning	of	the	year,	to	take	advantage	of	the	deal	and	to	start	the	year	off	with	a	new	style,	much	like	the	one	the	model	is	sporting.	A	crying	child	is
almost	certainly	pathos.	Key	Tips	for	Identifying	Ethos,	Pathos,	Logos,	and	Kairos	Now	that	you	know	the	difference	between	all	the	modes	of	persuasion,	you’ll	have	a	much	easier	time	identifying	them.	If	you	run	into	trouble,	you	can	always	ask	questions	about	what	you’re	seeing,	hearing,	or	reading	to	understand	what	mode	of	persuasion	it’s
using.	#1:	Is	It	Related	to	a	Specific	Time?	If	the	argument	is	based	on	a	specific	day	or	context,	such	as	Valentine’s	Day	or	appealing	only	to	a	select	group	of	people,	such	as	people	with	dogs,	it’s	more	likely	to	be	kairos.	#2:	Does	It	Involve	a	Celebrity	or	Authority	Figure?	Celebrities	are	often	a	dead	giveaway	that	an	argument	is	using	ethos.	But
authority	figures,	such	as	doctors,	dentists,	or	politicians,	can	also	be	used	to	appeal	to	ethos.	Even	regular,	everyday	people	can	work,	particularly	when	combined	with	pathos,	to	appeal	to	you	based	on	a	mutual	connection	you	have.	#3:	Does	It	Involve	Statistics?	Statistics	are	a	huge	clue	that	an	argument	is	using	logos.	But	logos	can	also	just	be	a
logical	argument,	such	as	that	if	plants	need	water,	and	it’s	hard	to	remember	to	water	them,	you	should	buy	an	automatic	plant	waterer.	It	makes	perfect	sense,	making	you	more	likely	to	buy	it,	rather	than	changing	your	habits	to	remember	to	water	your	plants	more	frequently.	#4:	Does	It	Influence	Your	Emotions?	If	an	argument	tries	to	change
your	emotions,	whether	by	making	you	sad,	happy,	angry,	or	something	else	entirely,	it’s	a	good	indicator	that	it’s	using	pathos.	Sex	appeal	is	one	of	the	biggest	examples	of	pathos	in	advertising,	appearing	everywhere	from	makeup	ads	to	car	commercials	to	hamburger	advertisements.	What’s	Next?	Need	help	understanding	the	historical	context	for
The	Great	Gatsby	to	perfect	your	kairos-based	argument?	You	can	always	combine	the	modes	of	persuasion	with	literary	devices	to	make	your	arguments	even	stronger!	Learn	how	to	say	"good	morning"	in	Japanese!	Even	if	it's	not	a	mode	of	persuasion,	it's	just	good	manners.	During	an	argument,	people	will	often	say	whatever	is	necessary	to	win.	If
that	is	the	case,	they	would	certainly	need	to	understand	the	three	modes	of	persuasion,	also	commonly	known	as	the	three	rhetorical	appeals:	ethos,	pathos,	and	logos.	In	short,	these	three	words	refer	to	three	main	methods	that	a	person	can	use	to	speak	or	write	persuasively.	As	you’re	about	to	find	out,	the	modes	of	persuasion	are	important
because	a	speaker	who	knows	how	to	effectively	use	them	will	have	a	significant	advantage	over	someone	who	doesn’t.	The	terms	ethos,	pathos,	and	logos	and	the	theory	of	their	use	can	be	traced	back	to	ancient	Greece	to	the	philosophy	of	Aristotle.	Aristotle	used	these	three	concepts	in	his	explanations	of	rhetoric,	or	the	art	of	influencing	the
thought	and	conduct	of	an	audience.	For	Aristotle,	the	three	modes	of	persuasion	specifically	referred	to	the	three	major	parts	of	an	argument:	the	speaker	(ethos),	the	argument	itself	(logos),	and	the	audience	(pathos).	In	particular,	Aristotle	focused	on	the	speaker’s	character,	the	logic	and	reason	presented	by	an	argument,	and	the	emotional	impact
the	argument	had	on	an	audience.	While	they	have	ancient	roots,	these	modes	of	persuasion	are	alive	and	well	today.	Put	simply,	ethos	refers	to	persuasion	based	on	the	credibility	or	authority	of	the	speaker,	pathos	refers	to	persuasion	based	on	emotion,	and	logos	refers	to	persuasion	based	on	logic	or	reason.	By	effectively	using	the	three	modes	of
persuasion	with	a	large	supply	of	rhetorical	devices,	a	speaker	or	writer	can	become	a	master	of	rhetoric	and	win	nearly	any	argument	or	win	over	any	audience.	Before	they	can	do	that,	though,	they	must	know	exactly	what	ethos,	pathos,	and	logos	mean.	Fortunately,	we	are	going	to	look	closely	at	each	of	these	three	ideas	and	see	if	they	are	really
as	effective	as	they	are	said	to	be.	Ethos,	pathos,	and	logos	are	the	three	classical	modes	of	persuasion	that	a	person	can	use	to	speak	or	write	persuasively.	Specifically:	ethos	(character):	known	as	“the	appeal	to	authority”	or	“the	appeal	to	credibility.”	This	is	the	method	in	which	a	person	relies	on	their	credibility	or	character	when	making	an
appeal	or	an	argument.	pathos	(emotions):	known	as	“the	appeal	to	emotion.”	Pathos	refers	to	the	method	of	trying	to	persuade	an	audience	by	eliciting	some	kind	of	emotional	reaction.	logos	(logic):	known	as	“the	appeal	to	reason.”	This	method	involves	using	facts	and	logical	reasoning	to	support	an	argument	and	persuade	an	audience.	What	is
ethos?	The	word	ethos	comes	straight	from	Greek.	In	Greek,	ethos	literally	translates	to	“habit,”	“custom,”	or	“character.”	Ethos	is	related	to	the	words	ethic	and	ethical,	which	are	typically	used	to	refer	to	behavior	that	is	or	isn’t	acceptable	for	a	particular	person.	In	rhetoric,	the	word	ethos	is	used	to	refer	to	the	character	or	reputation	of	the
speaker.	As	a	rhetorical	appeal,	ethos	is	known	as	“the	appeal	to	authority”	or	“the	appeal	to	credibility.”	When	it	comes	to	ethos,	one	important	consideration	is	how	the	speaker	carries	themself	and	how	they	present	themselves	to	the	audience:	Does	it	seem	like	they	know	what	they	are	talking	about?	Do	they	even	believe	the	words	they	are	saying?
Are	they	an	expert?	Do	they	have	some	experience	or	skills	that	tell	us	we	should	listen	to	them?	Ethos	is	important	in	rhetoric	because	it	often	influences	the	opinion	or	mood	of	the	audience.	If	a	speaker	seems	unenthusiastic,	unprepared,	or	inexperienced,	the	audience	is	more	likely	to	discount	the	speaker’s	argument	regardless	of	what	it	even	is.
On	the	other	hand,	a	knowledgeable,	authoritative,	confident	speaker	is	much	more	likely	to	win	an	audience	over.	Ethos	often	depends	on	more	than	just	the	argument	itself.	For	example,	a	speaker’s	word	choice,	grammar,	and	diction	also	contribute	to	ethos;	an	audience	may	react	more	favorably	toward	a	professional	speaker	who	has	a	good	grasp
of	industry	jargon	and	enunciates	clearly	versus	a	speaker	who	lacks	the	necessary	vocabulary	and	fails	to	enunciate.	Ethos	can	also	be	influenced	by	nonverbal	factors	as	well,	such	as	posture,	body	language,	eye	contact,	and	even	the	speaker’s	choice	of	clothing.	For	example,	a	military	officer	proudly	wearing	their	uniform	bedecked	with	medals
will	go	a	long	way	to	establishing	ethos	without	them	saying	a	single	word.	Here	as	a	simple	example	of	ethos:	“As	a	former	mayor	of	this	city,	I	believe	we	can	solve	this	crisis	if	we	band	together.”	The	speaker	uses	ethos	by	alerting	the	audience	of	their	credentials	and	experience.	By	doing	so,	they	rely	on	their	reputation	to	be	more	persuasive.	This
“as	a…”	method	of	establishing	ethos	is	common,	and	you	have	probably	seen	it	used	in	many	persuasive	advertisements	and	speeches.	What	are	open-ended	questions	and	how	can	you	use	them	effectively?	Find	out	here.	What	is	pathos?	In	Greek,	pathos	literally	translates	to	“suffering,	experience,	or	sensation.”	The	word	pathos	is	related	to	the
words	pathetic,	sympathy,	and	empathy,	which	all	have	to	do	with	emotions	or	emotional	connections.	Aristotle	used	the	word	pathos	to	refer	to	the	emotional	impact	that	an	argument	had	on	an	audience;	this	usage	is	still	mainly	how	pathos	is	used	in	rhetoric	today.	As	a	rhetorical	appeal,	pathos	is	referred	to	as	“the	appeal	to	emotion.”	Generally
speaking,	an	author	or	speaker	is	using	pathos	when	they	are	trying	to	persuade	an	audience	by	causing	some	kind	of	emotional	reaction.	When	it	comes	to	pathos,	any	and	all	emotions	are	on	the	table:	sadness,	fear,	hope,	joy,	anger,	lust,	pity,	etc.	As	you	probably	know	from	your	own	life,	emotions	are	a	powerful	motivating	factor.	For	this	reason,



relying	on	pathos	is	often	a	smart	and	effective	strategy	for	persuading	an	audience.	Both	positive	and	negative	emotions	can	heavily	influence	an	audience:	for	example,	an	audience	will	want	to	support	a	speaker	whose	position	will	make	them	happy,	a	speaker	who	wants	to	end	their	sadness,	or	a	speaker	who	is	opposed	to	something	that	makes
them	angry.	Here	is	a	simple	example	of	pathos:	“Every	day,	the	rainforests	shrink	and	innocent	animals	are	killed.	We	must	do	something	about	this	calamitous	trend	before	the	planet	we	call	our	home	is	damaged	beyond	repair.”	Here,	the	author	is	trying	to	win	over	an	audience	by	making	them	feel	sad,	concerned,	or	afraid.	The	author’s	choice	of
words	like	“innocent”	and	“calamitous”	enforce	the	fact	that	they	are	trying	to	rely	on	pathos.	What	is	logos?	In	Greek,	the	word	logos	literally	translates	to	“word,	reason,	or	discourse.”	The	word	logos	is	related	to	many	different	words	that	have	to	do	with	reason,	discourse,	or	knowledge,	such	as	logic,	logical,	and	any	words	that	end	in	the	suffixes	-
logy	or	-logue.	As	a	mode	of	persuasion	and	rhetorical	appeal,	logos	is	often	referred	to	as	“the	appeal	to	reason.”	If	a	speaker	or	author	is	relying	on	logos,	they	are	typically	reciting	facts	or	providing	data	and	statistics	that	support	their	argument.	In	a	manner	of	speaking,	logos	does	away	with	all	of	the	bells	and	whistles	of	ethos	and	pathos	and
cuts	to	the	chase	by	trying	to	present	a	rational	argument.	Logos	can	be	effective	in	arguments	because,	in	theory,	it	is	impossible	to	argue	against	truth	and	facts.	An	audience	is	more	likely	to	agree	with	a	speaker	who	can	provide	strong,	factual	evidence	that	shows	their	position	is	correct.	On	the	flip	side,	an	audience	is	less	likely	to	support	an
argument	that	is	flawed	or	entirely	wrong.	Going	further,	a	speaker	that	presents	a	lot	of	supporting	evidence	and	data	to	the	audience	is	likely	to	come	across	as	knowledgeable	and	someone	to	be	listened	to,	which	earns	bonus	points	in	ethos	as	well.	While	Aristotle	clearly	valued	an	argument	based	on	reason	very	highly,	we	know	that	logos	alone
doesn’t	always	effectively	persuade	an	audience.	In	your	own	life,	you	have	likely	seen	a	rational,	correct	speaker	lose	an	argument	to	a	charismatic,	authoritative	speaker	who	may	not	have	the	facts	right.	Here	is	a	simple	example	of	logos:	“According	to	market	research,	sales	of	computer	chips	have	increased	by	300%	in	the	last	five	years.	Analysis
of	the	industry	tells	us	that	the	market	share	of	computer	chips	is	dominated	by	Asian	manufacturers.	It	is	clear	that	the	Asian	technology	sector	will	continue	to	experience	rapid	growth	for	the	foreseeable	future.”	In	this	paragraph,	the	author	is	using	data,	statistics,	and	logical	reasoning	to	make	their	argument.	They	clearly	hope	to	use	logos	to	try
to	convince	an	audience	to	agree	with	them.	Do	you	need	persuading	to	take	this	quiz	on	identifying	ethos,	pathos,	and	logos?	We	think	you’ll	be	a	champion	at	it.	Examples	of	ethos,	pathos,	and	logos	Ethos,	pathos,	and	logos	can	all	be	employed	to	deliver	compelling	and	persuasive	arguments	or	to	win	over	an	audience.	Let’s	look	at	a	variety	of
examples	to	see	how	different	speakers	and	authors	have	turned	to	these	modes	of	persuasion	over	the	years.	ethos	“Come	I	to	speak	in	Caesar’s	funeral.	He	was	my	friend,	faithful	and	just	to	me	[…]	You	all	did	see	that	on	the	Lupercal	I	thrice	presented	him	a	kingly	crown,	Which	he	did	thrice	refuse:	was	this	ambition?”	—Marc	Antony,	Julius	Caesar
by	William	Shakespeare	In	this	scene,	Marc	Antony	is	trying	to	win	over	the	Roman	people,	so	Shakespeare	has	Antony	rely	on	ethos.	Antony	is	establishing	himself	as	both	a	person	of	authority	in	Rome	(having	the	power	to	offer	Caesar	a	crown)	and	an	expert	on	Caesar’s	true	character	(Antony	was	Caesar’s	close	friend	and	advisor).	“During	the
next	five	years,	I	started	a	company	named	NeXT,	another	company	named	Pixar,	and	fell	in	love	with	an	amazing	woman	who	would	become	my	wife.	Pixar	went	on	to	create	the	world’s	first	computer	animated	feature	film,	Toy	Story,	and	is	now	the	most	successful	animation	studio	in	the	world.	In	a	remarkable	turn	of	events,	Apple	bought	NeXT,	I
returned	to	Apple,	and	the	technology	we	developed	at	NeXT	is	at	the	heart	of	Apple’s	current	renaissance.”	—Steve	Jobs,	2005	Here,	Steve	Jobs	is	providing	his	background–via	humblebrag–	of	being	a	major	figure	in	several	different	highly	successful	tech	companies.	Jobs	is	using	ethos	to	provide	substance	to	his	words	and	make	it	clear	to	the
audience	that	he	knows	what	he	is	talking	about	and	they	should	listen	to	him.	“Moreover,	though	you	hate	both	him	and	his	gifts	with	all	your	heart,	yet	pity	the	rest	of	the	Achaeans	who	are	being	harassed	in	all	their	host;	they	will	honour	you	as	a	god,	and	you	will	earn	great	glory	at	their	hands.	You	might	even	kill	Hector;	he	will	come	within	your
reach,	for	he	is	infatuated,	and	declares	that	not	a	Danaan	whom	the	ships	have	brought	can	hold	his	own	against	him.”	—Ulysses	to	Achilles,	The	Iliad	by	Homer	In	this	plea,	Ulysses	is	doing	his	best	to	pile	on	the	pathos.	In	one	paragraph,	Ulysses	is	attempting	to	appeal	to	several	of	Achilles’s	emotions:	his	hatred	of	Hector,	his	infamous	stubborn
pride,	his	sympathy	for	civilians,	and	his	desire	for	vengeance.	“I	am	not	unmindful	that	some	of	you	have	come	here	out	of	great	trials	and	tribulations.	Some	of	you	have	come	fresh	from	narrow	jail	cells.	Some	of	you	have	come	from	areas	where	your	quest—quest	for	freedom	left	you	battered	by	the	storms	of	persecution	and	staggered	by	the	winds
of	police	brutality.”	—Dr.	Martin	Luther	King	Jr.,	1963	In	this	excerpt	from	his	“I	Have	A	Dream”	speech,	King	is	using	pathos	to	accomplish	two	goals	at	once.	First,	he	is	connecting	with	his	audience	by	making	it	clear	is	aware	of	their	plight	and	suffering.	Second,	he	is	citing	these	examples	to	cause	sadness	or	outrage	in	the	audience.	Both	of	these
effects	will	make	an	audience	interested	in	what	he	has	to	say	and	more	likely	to	support	his	position.	Dr.	King’s	“I	Have	A	Dream”	speech	is	recognizable	and	noteworthy	for	many	reasons,	including	the	rhetorical	device	he	employs.	Learn	about	it	here.	logos	“Let	it	be	remembered	how	powerful	the	influence	of	a	single	introduced	tree	or	mammal
has	been	shown	to	be.	But	in	the	case	of	an	island,	or	of	a	country	partly	surrounded	by	barriers,	into	which	new	and	better	adapted	forms	could	not	freely	enter,	we	should	then	have	places	in	the	economy	of	nature	which	would	assuredly	be	better	filled	up	if	some	of	the	original	inhabitants	were	in	some	manner	modified;	for,	had	the	area	been	open
to	immigration,	these	same	places	would	have	been	seized	on	by	intruders.	In	such	case,	every	slight	modification,	which	in	the	course	of	ages	chanced	to	arise,	and	which	in	any	way	favoured	the	individuals	of	any	of	the	species,	by	better	adapting	them	to	their	altered	conditions,	would	tend	to	be	preserved;	and	natural	selection	would	have	free
scope	for	the	work	of	improvement.”	—Charles	Darwin,	On	the	Origin	of	the	Species,	1859	In	this	passage,	Darwin	is	using	logos	by	presenting	a	rational	argument	in	support	of	natural	selection.	Darwin	connects	natural	selection	to	established	scientific	knowledge	to	argue	that	it	makes	logical	sense	that	animals	would	adapt	to	better	survive	in	their
environment.	“I	often	echo	the	point	made	by	the	climate	scientist	James	Hansen:	The	accumulation	of	carbon	dioxide,	methane	and	other	greenhouse	gases—some	of	which	will	envelop	the	planet	for	hundreds	and	possibly	thousands	of	years—is	now	trapping	as	much	extra	energy	daily	as	500,000	Hiroshima-class	atomic	bombs	would	release	every
24	hours.	This	is	the	crisis	we	face.”	—Al	Gore,	“The	Climate	Crisis	Is	the	Battle	of	Our	Time,	and	We	Can	Win,”	2019	In	this	call	to	action,	Al	Gore	uses	logos	to	attempt	to	convince	his	audience	of	the	significance	of	climate	change.	In	order	to	do	this,	Gore	both	cites	an	expert	in	the	field	and	provides	a	scientifically	accurate	simile	to	explain	the
scale	of	the	effect	that	greenhouse	gases	have	on	Earth’s	atmosphere.	What	are	mythos	and	kairos?	Some	modern	scholars	may	also	use	terms	mythos	and	kairos	when	discussing	modes	of	persuasion	or	rhetoric	in	general.	Aristotle	used	the	term	mythos	to	refer	to	the	plot	or	story	structure	of	Greek	tragedies,	i.e.,	how	a	playwright	ordered	the
events	of	the	story	to	affect	the	audience.	Today,	mythos	is	most	often	discussed	as	a	literary	or	poetic	term	rather	than	a	rhetorical	one.	However,	mythos	may	rarely	be	referred	to	as	the	“appeal	to	culture”	or	the	“appeal	to	myth”	if	it	is	treated	as	an	additional	mode	of	persuasion.	According	to	this	viewpoint,	a	speaker/writer	is	using	mythos	if	they
try	to	persuade	an	audience	using	shared	cultural	customs	or	societal	values.	A	commonly	cited	example	of	mythos	is	King’s	“I	Have	a	Dream”	speech	quoted	earlier.	King	says:	“When	the	architects	of	our	republic	wrote	the	magnificent	words	of	the	Constitution	and	the	Declaration	of	Independence,	they	were	signing	a	promissory	note	to	which	every
American	was	to	fall	heir.	This	note	was	a	promise	that	all	men—yes,	black	men	as	well	as	white	men—would	be	guaranteed	the	‘unalienable	rights’	of	‘life,	liberty	and	the	pursuit	of	happiness.’	”	Throughout	the	speech,	King	repeatedly	uses	American	symbols	and	American	history	(mythos)	to	argue	that	all	Americans	should	be	outraged	that	Black
Americans	have	been	denied	freedom	and	civil	rights.	Some	modern	scholars	may	also	consider	kairos	as	an	additional	mode	of	persuasion.	Kairos	is	usually	defined	as	referring	to	the	specific	time	and	place	that	a	speaker	chooses	to	deliver	their	speech.	For	written	rhetoric,	the	“place”	instead	refers	to	the	specific	medium	or	publication	in	which	a
piece	of	writing	appears.	Unlike	the	other	modes	of	persuasion,	kairos	relates	to	the	context	of	a	speech	and	how	the	appropriateness	(or	not)	of	a	setting	affects	how	effective	a	speaker	is.	Once	again,	King’s	“I	Have	a	Dream”	speech	is	a	great	example	of	the	use	of	kairos.	This	speech	was	delivered	at	the	steps	of	the	Lincoln	Memorial	during	the
100th	anniversary	of	the	Emancipation	Proclamation	at	the	end	of	the	March	on	Washington	for	Jobs	and	Freedom.	Clearly,	King	intended	to	use	kairos	to	enhance	the	importance	and	timeliness	of	this	landmark	speech.


