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Engagement with Social Media and Social Media Advertising: The Differentiating Role of Platform Type
Ethos
The authors have used the appropriate mode to convince the audiences about the credibility of the document.  Most of the advertisements are done using social media to persuade people to buy different products. The authors have conducted secondary research on the use of social media to attract customers towards the products and make the source credible. The authors have used appealing language in communicating the role of social media in the advertisement. The engagement experience framework has been used to advance the knowledge of social media by suggesting a digital engagement in developing different consumers towards the products. The article has been organized from introduction to conclusion attracting more audiences towards the impact of social media in the advertisement. The article is not biased on social media as it criticizes some of the negative impacts of social media in the advertisement.  The advertisers are planned to evaluate their digital media before engaging in advertisements for effectiveness.

Pathos
The authors of the article have used an emotional appeal to persuade the audiences.  Despite making use of social media in advertisements, the advertisers should be careful with the social platform for advertisement and should consider the type of product, the goal and message to be passed during advertisement otherwise the product will not sell. When using Twitter, for instance, the advertisements should focus on quick updates and passing useful information having the brand otherwise twitter will not add value to the products. The article has come up with recommendations for the companies planning to use social media as a platform for advertisements. First, the advertisers should be focusing on the context of the receivers by engaging actively to identify appropriate devices for accessing the platforms (Voorveld, et al., 2018). Moreover, companies should consider the target market.  Products targeting youths as the main market should be done over Facebook as compared to twitter. Finally, the cost of advertisement should be considered to avoid the company from sing a lot of money in advertisements over social media.

Logos
The authors have used logic to appeal to the audience while communicating the main ideas in the article.  The article has presented different data collected on the engagement of social media platforms as a means of advertisement. Social Media Engagement with different platforms has been presented.  Unfortunately, the document has failed to present information using pie charts and graphs which are always easy for the audience to analyze and understand. However, the article has presented information on social media; some of the advertisers are still not utilizing the role of social media platforms in the advertisement.  This has created no achievements in the article in the field of business and advertisement.
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