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Critical Analysis of the Always Commercial.
	The Super Bowl attracts millions of Americans interested in sports, and organizations spend a lot of money to display their adverts during short breaks. The adverts are also meant to be entertaining and informative. In 2015, all the adverts attracted more than 130 million views from YouTube. P&G aired an advert named "Like A Girl" that was intended to market their Always product. However, the central message of the advert was to persuade the public to embrace feminism. The advert also aimed to empower women and especially young girls. The organization displayed the stereotype that was associated with the text – "like a girl" and how it affected the confidence of girls as they develop (Always, 2015).
 Always is a personal care product, and the target audience of the advert were young women. The advert began by asking teenage ladies to run "like a girl." The girls only jog around and protected their hair. The director also involves a young man and a boy by asking them the same question. The male characters imitate a character that is shy and cannot run. These characters associated girls with weakness. The director also interviews young girls and asks them the same question. The girls run around the place in a fast motion. The idea of these scenes is to show how the confidence of girls is affected during childhood and when they reach puberty. The target audience is encouraged by the young girls that they have the power to embrace their passion. One of the young girls says that girls run fast. The message is also relevant because it aims to motivate more women to participate in sports (Jost & Olmsted, 2015). 
 The message in the advert might also change across culture. Most people who watch the advert can relate to the phrase. The phrase is a stereotype that displays women as inferior as compared to men. People use words to insult someone who is not strong enough. The director asks the boy in the advertisement, whether the moves he displays are insulting to his sister. In response, the boy says that he never intended to abuse his sister and he agrees that he was offensive to other girls. The scene is meant to discourage cultures that do not motivate women to contribute the same as men in society. People who use the words are informed that it is wrong and they should stop using the negative comments. The young girls who run fast in the commercial discourage the belief that women are not athletic. The young boy's perspective is also meant to inform parents to raise sons who respect women in general (Abernethy, 2016). 
 The ad upholds the status quo associated with feminism. The main social issue that was advocated in 2015 was gender equality. Most activists at the time were focused on informing the public that the challenges faced by women discourage gender equality. The Always ad supports this motion by explaining how society contributes to the challenges. The adolescent girls in the commercial are not confident because their self-esteem is weakened by negative comments from society. The organization also persuades equal participation of both men and women in activities such as athletics. The young girls in the ad show that girls can run as fast as boys. People who receive the commercial positively are likely to embrace the idea of feminism by avoiding statements that may intimidate women in general (Abernethy, 2016). 
 The Always commercial also has artistic proofs. The advert demonstrates ethos by connecting socially with women who are their target clients of the product. The organization appeals for the empowerment of women. The advertisement also intends to demonstrate that they care for the general wellbeing of their clients. The content of the commercial also exhibits logos by challenging the audience to think about how their comments may damage the self-esteem of young girls. Most of all, the advert uses pathos to involve the emotions of the audience. The audience is left to reflect why the use the words "like a girl" to insult someone. Women who watch the ad feel sad because the words hurt them. The concern of the organization also meant to protect the feelings of young girls in the future (Jost & Olmsted, 2015).
The message in the commercial might also change with different people watching it. Women who watch it are encouraged by the young girls that women are supposed to be strong, confident, and can also participate in all sports. However, men who also watch the commercial are encouraged to treat women better. The advertisement helps men understand that women are also capable of performing activities that require a lot of effort and intelligence. The male audience may practice change by respecting women and also advocating for their rights.
Additionally, parents who watch the ad learn how negative comments may affect the emotions of their daughters. The parents might raise their young girls to be more confident and strong. Parents may avoid using words that might affect the confidence of their young girls (Abernethy, 2016).
Rhetoric critics can use their analysis to prompt social change by supporting justice. The ad by Always demonstrates the need for feminism. Feminism involves changing the challenges that contribute to gender inequality. Men and women should be provided with equal opportunities so that they can succeed equally. The ad also explains how negative stereotypes can limit positive change. People should stop using words that may negatively affect the confidence of others. The ad should also persuade critics to seek justice by reporting actions that limit equality among men and women. The critics can also be applied in sectors such as sports. Girls should be encouraged to participate in sports because they are also capable of. More education should also be provided to inform people about their role in influencing feminism (Abernethy, 2016).
To conclude, commercials should also entail persuasive messages to influence positive change in society. Organizations should also demonstrate social issues such as feminism in the commercials as they promote their products. Finally, the message should provide solutions on how to solve the problems.  
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