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Thousands	of	years	ago,	Aristotle	provided	us	with	three	ways	to	appeal	to	an	audience,	and	they’re	called	logos,	pathos,	and	ethos.	You’ll	learn	more	about	each	appeal	in	the	discussion	below,	but	the	relationship	between	these	three	appeals	is	also	often	called	the	rhetorical	triangle	as	shown	in	Figure	8.2.	The	idea	is	a	persuasive	message	has	all	3
of	the	points	of	a	triangle.	(As	you	can	see,	this	is	a	very	triangle-heavy	chapter).	Figure	8.2.	The	rhetorical	triangle	[Image	Description]	Pathos	Latin	for	emotion,	pathos	is	the	fastest	way	to	get	your	audience’s	attention.	People	tend	to	have	emotional	responses	before	their	brains	kick	in	and	tell	them	to	knock	it	off.	Be	careful	though.	Too
much	pathos	can	make	your	audience	feel	emotionally	manipulated	or	angry	because	they’re	also	looking	for	the	facts	to	support	whatever	emotional	claims	you	might	be	making	so	they	know	they	can	trust	you.	Many	donations	campaigns	draw	on	pathos,	such	as	this	classic	ASPCA	ad:	Logos	Latin	for	logic,	logos	is	where	those	facts	come	in.	Your
audience	will	question	the	validity	of	your	claims;	the	opinions	you	share	in	your	writing	need	to	be	supported	using	science,	statistics,	expert	perspective,	and	other	types	of	logic.	However,	if	you	only	rely	on	logos,	your	writing	might	become	dry	and	boring,	so	even	this	should	be	balanced	with	other	appeals.	Ethos	Latin	for	ethics,	ethos	is	what	you
do	to	prove	to	your	audience	that	you	can	be	trusted,	that	you	are	a	credible	source	of	information.	(See	logos.)	It’s	also	what	you	do	to	assure	them	that	they	are	good	people	who	want	to	do	the	right	thing.	This	is	especially	important	when	writing	an	argument	to	an	audience	who	disagrees	with	you.	It’s	much	easier	to	encourage	a	disagreeable
audience	to	listen	to	your	point	of	view	if	you	have	convinced	them	that	you	respect	their	opinion	and	that	you	have	established	credibility	through	the	use	of	logos	and	pathos,	which	show	that	you	know	the	topic	on	an	intellectual	and	personal	level.	You	can	also	gain	ethos	through	your	use	of	sources.	Reliable,	appropriate	sources	act	as	expert
voices	that	provide	a	perspective	you	don’t	have.	Layout,	graphic	design	choices,	white	space,	style	and	tone:	all	of	these	factors	influence	your	ethos.	Fallacies	Regardless	of	what	appeals	you	use	in	your	writing,	it	is	important	to	be	aware	of	fallacies	(errors	in	reasoning)	because	they	can	reduce	the	impact	of	your	message	on	your	reader.	For	more
information	on	common	fallacies,	refer	to	these	resources	available	from	the	Writing	Commons:	This	article	does	not	have	any	sources.	You	can	help	Wikipedia	by	finding	good	sources,	and	adding	them.	(December	2018)	The	Rhetorical	Triangle	represents	the	three	rhetorical	appeals	created	by	Aristotle.	The	Greek	terms	pathos,	logos,	and	ethos
compose	the	triangle.	Pathos	means	appealing	to	emotions;	ethos	means	appealing	to	ethics;	logos	means	logic.	The	balance	of	these	terms	creates	a	powerful	way	to	convey	a	message	in	any	communication	style.	Ethos:	"9	out	of	10	professors	at	The	University	of	New	Hampshire	recommend	that	students	read	this	book	for	success	in	their	college
career."	This	is	ethos	because	it	refers	to	reputable	sources.	Pathos:	"If	you	do	not	donate	to	this	charity,	patients	could	go	without	necessary	care	to	treat	their	illnesses."	This	is	pathos	because	it	appeals	to	emotions	of	readers.	Logos:	"75	percent	of	customers	see	results	within	the	first	two	months	of	using	this	product."	This	is	an	example	of	logos
because	it	offers	statistics	to	support	a	claim.	Retrieved	from	"	This	is	a	concept	that	was	developed	by	rhetoricians	from	Aristotle,	the	Greek	philosopher.	It	is	basically	from	his	idea,	which	suggests	that	persuasive	arguments	have	three	key	elements,	which	are	logos,	pathos,	and	ethos.	If	you’re	working	on	a	spoken	or	written	argument,	you	might
want	to	consider	using	the	rhetorical	triangle	to	build	ideas.	This	is	because	emphasizing	each	of	these	areas	will	make	it	easier	for	you	to	deliver	successful	reasoning,	establish	your	credibility,	as	well	as	appealing	the	emotions	of	your	audience.	In	this	article,	we’ll	take	you	through	everything	you	should	know	about	rhetorical	triangle,	including	its
key	components.	Continue	reading	to	find	out	more	about	this	triangle.	This	is	a	device	that	is	applied	in	structuring	and	creating	effective	written	and	oral	arguments.	The	focus	is	usually	on	three	key	elements,	which	are	emotion,	logic,	and	credibility.	Rhetoric	basically	describes	persuasive	language,	and	it	covers	many	theories,	tools,	and	devices
that	people	use	to	increase	the	impact	of	their	words.	According	to	Aristotle,	a	successful	argument	mostly	depends	on	the	components	of	the	triangle.	To	organize	and	compose	ideas	within	persuasive	arguments,	most	speakers	and	writers	prefer	to	use	equilateral	triangles	for	visual	representation.	The	rhetorical	triangle	is	made	of	six	vital
elements,	three	of	which	are	the	points	of	the	triangle	and	the	stand	for	different	appeals	that	can	be	used	in	convincing	an	audience.	These	appeals	are	logos,	ethos,	and	paths.	The	other	three	elements	of	the	triangle	comprise	the	lines	connecting	each	of	these	points,	and	they	basically	connect	the	appeals.	These	elements	are	style,	tone,	and
purpose.	To	develop	an	effective	argument,	you’ll	need	to	consider	these	six	elements.	Here’s	an	overview	of	these	components:	Here’s	a	quick	overview	of	the	three	points	of	the	triangle:	Logos:	This	appeal	presents	the	reasoning	and	the	logic	behind	each	claim.	It	also	includes	evidence	and	facts	to	support	every	point	conveyed	by	the	author.	Ethos:
This	involves	showing	the	credibility	of	the	writer	or	speaker.	The	aim	is	to	establish	the	authority	of	the	author	on	the	subject,	as	well	as	explain	why	the	reader	or	audience	should	agree	with	the	opinions	or	information	provided	by	the	author.	Pathos:	This	appeal	focuses	on	the	emotions	of	the	audience.	It	is	considered	to	be	the	most	effective
appeal,	and	the	focus	is	on	creating	an	emotional	connection	between	the	speaker	and	the	audience.	Here’s	a	quick	overview	of	the	three	sides	of	the	triangle:	Style:	This	line	connects	logos	to	pathos,	and	it	describes	the	method	that	a	speaker	or	author	will	use	to	pass	their	message.	It	also	covers	the	method	they	use	in	delivering	their	argument,
and	this	can	be	a	written	essay,	speech,	or	a	story.	Purpose:	This	connects	ethos	to	pathos,	and	the	three	most	common	persuasive	purposes	of	this	line	include	negotiating,	asserting,	or	effecting	change.	Tone:	This	line	connects	ethos	to	logos,	and	it	represents	the	approach	and	attitude	that	the	author	uses	when	presenting	their	argument.	The
choice	of	words	they	use	is	an	important	factor,	especially	when	conveying	persuasive	moods	and	establishing	different	tones,	like	ironic,	complimentary,	or	vehement	tones.	If	you’re	thinking	of	persuading	others	using	written	or	oral	language,	you	should	consider	using	the	rhetorical	triangle.	Even	for	students	preparing	for	debates	or	writing
essays,	the	rhetorical	triangle	is	a	vital	tool	to	utilize.	The	tool	is	also	vital	for	professionals,	including	consultants,	fundraisers,	marketing	professionals,	lobbyists,	journalists,	proposal	writers,	and	lawyers.	Is	there	any	better	feeling	than	winning	an	argument?	Fortunately,	Aristotle	gave	us	the	key	to	doing	just	that	millennia	ago.	The	Greek
philosopher	laid	out	three	key	components	to	persuading	an	audience	that	continue	to	be	relevant	today.	So	what	is	the	rhetorical	triangle?	And	how	can	you	use	it?	Persuading	an	audience,	whether	it	be	through	a	speech,	an	essay,	or	something	else	entirely,	can	feel	daunting.	The	rhetorical	triangle	can	give	you	a	good	framework	to	start	with.The
rhetorical	triangle	is	a	term	coined	by	Aristotle	that	refers	to	three	rhetorical	devices	one	can	use	to	persuade	an	audience.	These	devices	are	logos,	ethos,	and	pathos.	Each	device	is	a	different	angle	a	speaker	can	take	in	their	argument.Let’s	look	a	bit	closer	at	each	of	the	three	elements	that	go	into	Aristotle’s	rhetorical	triangle.LogosLogos	is	the
appeal	to	reason.	In	other	words,	these	are	the	facts	that	a	writer	is	bringing	to	an	argument.Usually,	logos	is	the	real	meat	of	the	text.	These	are	the	examples	and	the	statistics,	as	well	as	the	thesis	and	how	everything	is	laid	out.	A	good	use	of	logos	is	not	just	finding	relevant	facts;	it’s	organizing	them	in	a	coherent	and	compelling	manner.A	great
use	of	logos	can	be	found	in	An	Inconvenient	Truth.	Al	Gore	and	his	team	methodically	lay	out	the	truths	about	climate	change.Ethos	refers	to	the	credibility	of	the	speaker.	In	other	words–	why	are	you	the	person	to	trust	on	this	issue?	This	can	refer	to	credentials,	but	it	can	also	refer	to	personal	connections.	A	person	discussing	their	opinions	on
mental	health	care	who	has	experienced	mental	health	care	will	probably	have	more	weight	than	someone	who	hasn’t.PathosPathos	is	the	appeal	to	emotion.	This	element	is	incredibly	powerful,	and,	used	deftly,	can	supersede	logos	and	ethos.	Think	about	the	number	of	skilled	orators	there	are	who	stretch	or	ignore	the	actual	facts–	these	are	people
relying	on	manipulating	emotion.Rhetorical	triangle	examplesRhetorical	Triangle	Deep	DiveWith	our	definitions	out	of	the	way,	let’s	look	at	an	example	of	a	work	which	uses	all	three	elements	of	the	rhetorical	triangle:	The	Big	Short.	Here’s	how	the	film	argues	that	Wall	Street’s	greed	led	to	massive	suffering.LogosThe	Big	Short	is	stuffed	to	the	gills
with	logos.	Writers	Adam	McKay	and	Charles	Randolph	hit	the	audience	with	so	many	facts	that	they	have	to	find	increasingly	creative	ways	to	make	those	facts	entertaining.	The	solution	lies	in	celebrity.Ethos	is	a	bit	trickier	in	The	Big	Short,	since	Adam	McKay	and	Charles	Randolph	are	screenwriters,	not	economists.	But	their	film	is	based	on	the
thoroughly	researched	book	by	celebrated	author	Michael	Lewis,	a	fact	which	lends	the	film	a	bit	of	ethos.They	also	use	experts	in	the	film.	In	the	clip	above,	you’ll	see	Richard	H.	Thaler,	who	is	the	father	of	behavioral	economics.	He	certainly	brings	ethos.PathosTo	bring	the	point	home,	The	Big	Short	uses	pathos,	pulling	at	the	audience’s	heart
strings.	This	happens	numerous	times.	Brad	Pitt’s	character	is	the	most	pointed	example,	when	he	stops	characters	from	celebrating	and	emphasizes	the	real	human	toll	that	this	greed	will	take.The	Big	Short	went	on	to	win	the	Academy	Award	for	Best	Adapted	Screenplay.	The	film	shows	us	the	power	of	the	rhetoric	triangle.	It	may	be	thousands	of
years	old,	but	it	still	packs	a	punch.Up	NextLogos	Deep	DiveWe	only	scratched	the	surface	with	each	of	these	rhetorical	devices.	Learn	more	about	how	to	persuade	your	audiences	with	facts	by	checking	out	our	article	on	logos.	Up	Next:	Logos	explained	→	Write	and	collaborate	on	your	scripts	FREE.	The	rhetorical	triangle	is	a	common	reference	to
the	three	rhetorical	appeals	identified	by	Aristotle:	ethos,	pathos,	and	logos.	These	three	Greek	terms	make	reference	to	the	primary	concepts	from	which	messages–in	any	communication	channel–are	created.	Check	out	this	diagram	for	a	quick	overview	of	the	rhetorical	triangle	(and	read	below	for	more	description):	Purchase/Download	this
Resource	at	The	VCG	Shop	In	English,	the	direct	translation	of	ethos	from	Greek	is	“ethics.”	But	when	we	talk	about	the	rhetorical	appeals,	“ethos”	makes	broader	reference	to	what	makes	the	speaker	(person	or	organization)	credible.	When	you	create	a	communication,	you	want	to	establish	ethos	by	employing	rhetorical	devices	that	will	make	you
appear	credible.	Credibility,	depending	on	the	topic	or	substance	of	a	communication,	can	take	years	to	establish.	Consider,	for	example,	the	ethos	of	a	brand	like	Nike.	Nike	wasn’t	considered	one	of	the	top	athletic	clothing	lines	over	night.	Rather,	it	built	ethos	by	employing	a	number	of	communicative	messages	that	eventually	built	credibility:
celebrity	endorsements;	top-notch	professional	advertising;	quality	products;	strong	reviews;	and	so	forth.	On	the	flip	side,	however,	ethos	can	be	damaged	in	almost	an	instant.	Consider,	for	example,	when	it	was	revealed	in	1988	that	then	Senator	Joe	Biden	plagiarized	many	of	his	speeches.	Although	he	had	a	long	and	distinguished	political	career,
in	an	instant,	his	ethos	was	questioned	and	he	had	to	withdraw	from	the	1988	presidential	race.	When	ethos	is	damaged	and	an	audience	no	longer	trusts	you,	it	can	take	months,	years,	or	even	a	lifetime	to	build	that	trust	back	(Joe	Biden,	it	seems,	did	built	back	his	credibility	to	enough	people,	since	he	was	eventually	named	the	vice	president	during
the	Obama	administration).	Examples	of	How	to	Build	Ethos	in	Communications:	Use	appropriate	and	professional	language	for	your	intended	audienceDesign	your	communications	professionallyConduct	sound	and	ethical	research	(and	cite	all	sources)Use	appropriate	jargon	to	demonstrate	awareness	of	the	field	and	your	audienceFollow	established
conventions	and	paradigmsUse	celebrity	endorsements	(get	credible	and	well	established	people	on	board	with	your	idea)Make	logical	connections	between	ideas	and	avoid	logical	fallacies	at	all	costs	In	English,	the	direct	translation	of	logos	is	“logic.”	But	when	we	talk	about	the	rhetorical	appeals,	“logos”	makes	broader	reference	to	the	message	as
a	whole	and,	more	specifically,	the	facts	and	statements	that	build	a	logical	argument.	Consider,	for	example,	a	cell	phone	company	trying	to	market	a	new	phone.	To	appeal	to	their	customers,	they	might	build	an	argument	around	all	of	the	phones’	features:	size	of	screen,	durability,	length	of	battery	life,	water	resistance,	and	so	forth.	These	are
logical	appeals,	or	use	of	“logos.”	Examples	of	How	to	Use	Logos	to	Be	Persuasive:	Use	statistics	or	established	factsName	features	of	a	product	or	serviceReference	research	in	support	of	your	claimMake	logical	connections	between	conceptsBe	specific	(when	appropriate,	be	as	specific	as	possible	and	avoid	generalizations)	In	English,	the	direct
translation	of	pathos	is	“emotion.”	But	when	we	talk	about	the	rhetorical	appeals,	“pathos”	makes	broader	reference	to	the	audience	and	the	way	in	which	they	react	to	a	message.	When	you	think	of	the	words	we	use	in	English	that	have	“path”	as	a	prefix	or	suffix,	you	can	see	how	emotion	and	experience	play	into	the	term	(consider	“pathology”	or
“pathetic”	or	“psychopath”).	The	idea	behind	pathos	is	that	you	want	your	audience	to	feel	a	certain	way	when	you	communicate	to	them.	You	may	want	them	simply	to	feel	confident.	But	you	may	also	want	them	to	feel	sad,	angry,	emotionally	charged,	excited,	content,	or	any	other	number	of	emotions.	Consider	how	your	audience	will	feel	when	they
are	done	reading	or	viewing	your	communication.	That	is	pathos.	Consider,	for	example,	watching	an	advertisement	for	Target.	There	may	be	people	dancing	and	singing,	enjoying	a	good	time	in	their	new	clothes	with	their	new	stuff.	This	may	make	you	feel	energized	to	get	similar	clothes	and	stuff.	When	we	feel	cool,	excited,	nervous,	or	anything
else	when	we	read	or	view	a	communication,	we	are	being	affected	by	the	communication	piece’s	pathos.	When	making	an	argument	using	pathos,	be	cautious.	Recognize	that	pathos	can	be	manipulative	and	it	isn’t	always	as	credible	as	logical	facts	that	are	intended	to	remove	emotion.	Emotionally	charged	persuasion	is	good	for	advertising	and	for
gaining	awareness	of	a	social	issue,	but	it’s	not	good	for	a	research	report	on	cell	biology.	Examples	of	Ways	to	Use	Pathos	to	Persuade:	Use	humor	to	keep	people	engagedShow	images	that	evoke	strong	emotionsChoose	words	that	get	people	excited	or	emotionally	chargedChange	your	tone	of	voice	or	pace	to	evoke	enthusiasm	or	angst	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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