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	I came across advertisement featuring in the Washington Post in 2018 by Mercedes Benz E-class family, a perfect demonstration of the level and clean information. The advertisement is entitled as “the rise of the superhuman” that analyze variety of technologies such as virtual setting in health sector, Mercedes Benz E-class series and robotic exoskeleton suits that connects the emerging intelligence drive system (Mercedes Benz E-class family, 2018). Technology is the main products that are being advertised that turns human beings into powerful creatures. The target audience is the experts in critical industries to influence them to use technology for changing human beings by making them free from error. It is evident by the writings in the advertisement blog: “The rise of the SUPERHUMAN technology that may eradicate human error”. The main claim of the advertisement is on technology ability to make human beings superhuman that is free from error. It is considered the main claim due to its emphasis on technological improvement as the key to reducing human error in critical aspects of the human lives such as medical settings, robotic suits and prestigious vehicles in Mercedes Benz. 
	The claim is credible evident by its profound interactive inhabitant content entailing hotspots and quiz questions where the user can connect to acquire more insights. It could have been more credible by its palpable human aspects to reveal its futuristic taste as the best and brightest way to improve human operations. Its focus on developing a link between the Mercedes and superhuman being might make it less credible given that the simple image is ancient one applied to revive the Cadillac brand. The author applies rhetorical strategies to drive his message in form of amplification. The user of the term ‘human’ is repeated in the statement to evoke the sense of intensity and urgency in the readers mind.
The repetition of the term human emphasizes the need to create superhuman to eradicate the human error. The author uses cognitive biases in the bid to attract audience attention. For instances, there is use of illusory correlation that is aspect of comprehending the link between the dual variables even when the connection does not exists (Hamilton & Gifford, 1976). It is evident in trying to perceive the connection between technology and superhuman free from error. It is overhyping the frequency in which the correlations between Mercedes Benz and super human take place. It stirs audience expectations into strongly believing that the traits of technology and superhuman can fit harmoniously.  













References
[bookmark: _GoBack]Hamilton, D. L., & Gifford, R. K. (1976). Illusory correlation in interpersonal perception: A 	cognitive basis of stereotypic judgments. Journal of Experimental Social 	Psychology, 12(4), 392-407.
Mercedes Benz E-class family (2018). (Mercedes) The rise of superhuman. Retrieved from
https://workingnotworking.com/projects/161894-mercedes-the-rise-of-the-superhuman

