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Each day, everyone is exposed to myriad persuasive messages. Although the message from the media plays an integral role in regards to this observation, it’s often not the entire story. Equally fundamental is the information of everyday interaction that we encounter, sometimes characterized by low stake but often created to influence our behaviors and attitudes. Some people often ignore or deflect these messages. Even with such motives, other messages easily get through successfully, making enormous persuasion. Persuasive messaging is an effective and yet scare venture in today’s media and modern communication. This paper seeks to address the persuasive messaging featured in the video of the Potty Mouth Princesses Campaign. 
Course Concepts with a Direct Reference to the Video
Aristotelian Theory: This is an interesting theory developed by Aristotle, regarding the art of persuasive messaging (Shanahan & Seele, 2015). Aristotle postulated three pillars on which each and every persuasive message relies. These pillars include ethos, pathos, and logos. Ethos defines the credibility and charisma of the individual conveying a message. As regards ethos, Aristotle postulates that true persuasive messaging begins before the speaker opens his or her mouth, because, according to him, the logic and reason behind an argument do not matter at all if listeners do not trust the speaker. Shanahan and Seele, (2015) note that the speaker must establish in themselves an authority before he or she commences with message delivery. In addition, pathos is all about invoking emotion. Thus, the speaker must find a way to make his or her listeners connect with the message they receive. Lastly, logos is all about appeal to reason and logic; all which are important to make an audience feel persuaded.  
Rank’s Model of Persuasion: Nicoli and Komodromos, (2015) posit that this concept elucidates that speakers either downplay or intensify particular features of the issues they present in order to influence a change of attitude. The role of this model is to bring out specific elements that influence opinion positively and disguise aspects which could result in a negative opinion. In line with this concept, intensification is the process of conveying messages in such a way that the listeners will pay attention more to it (Nicoli & Komodromos, 2015). For instance, by using either repetition or association. In this model, composition is the use of the argument's physical structure to bring about a desirable opinion (Nicoli & Komodromos, 2015). Notwithstanding, as a component of this model, downplaying takes place when the speaker attempts to keep the significance of particular features minimal. 
Concepts of the course applied to the campaign 
Aristotelian Theory: In the video, before any of them even says a word, it is vivid that the potty-mouthed princesses exhibit credibility and charisma. And when any of them begins to articulate the campaign, each of the girls particularly attests the quality of what the issue is all about. From the energy with which they present the rhetorical questions, “one out of five women will be sexually assaulted or raped by a man, which one of us will it be?” corresponds to the primary element of any persuasive messaging process- confirming the persuaders' authority. Again, this captures the attention of the viewers from the very beginning and an audience would want to continue listening more and more. Also, the rhetorical question, "so how many more women have to get knocked down before society steps up and stop it?" summons a plea to emotion and we, the audience feel a special concern and consequently connect with the argument.  At the very center of our essence, each of us is an emotional creature (Nicoli & Komodromos, 2015). From the video, it is explicit that the potty-mouthed princesses are not at all ignoring this truth because back in their minds, they do not want the audience to undermine their whole argument no matter how plausible the information seems. Moreover, there is logic in what the girls are campaigning against, "girls just want to have FUN-damental rights." 
Rank’s Model of Persuasion: In their campaign, the potty-mouthed princesses highlight the viewpoints that positively influence the opinion of the audience about the issue they present- sexism. They censure society for the status quo. "… stop telling girls how to dress and start teaching boys, not to fucking rape!" Though indirectly, the potty-mouthed princesses are addressing this to the society. Furthermore, over and over again, they present this the issue of feminism, censuring culture, "society is teaching girls that our bodies-boobs and butts are more important than our brains… leads us thinking- our worth comes from our waistline!" It is without uncertainty that the campaign associates the issue with how the society contributes to sexism, "yo, bro, when you tell a boy not to act ‘like a girl', it is because you think it is bad to be a girl, fuck that sexist shit." 
Conclusion
In brief, persuasive messaging is an important aspect of our lives. As part of being part and parcel of our society, being persuaded and persuading aids us to achieve our objectives successfully. From the above illustrations, it suffices to say that the campaign completely employs the identified concepts of the course.
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