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Visual Rhetoric and International Advertising
1. Theories of advertising rhetoric are concerned with how a message is delivered – its style – rather than the content of the message itself. Define the following concepts, given a toothpaste advertising example:

1) Rhetorical figure
According to the article about “Visual rhetoric and international advertising,” an oratorical figure is defined as crafty deviance from the expectations of the audience which happens at the style level, but not the content and is not usually presumed as a mistake by the audience. The ads which have rhetorical figures can’t be read literally but instead, the customers ought to use ad’s strangeness in order to figure the ways of understanding the message portrayed by the ads.
2) Strong implicature
Strong implicature is termed as the strong meaning of the ads which the consumers converge on. An example is “pearly white teeth”. 
3) Weak implicature
According to the article, weak implicatures refers to various meanings of other ad’s which might be inferred.  Since they are weakly implied. An example is the “the toothpaste of the rich people”
2. Provide a rationale for this research question: Do cultures high in collectivism respond more favorably to ads that contain visual rhetorical figures because they prefer indirect and implicit communications? 

[bookmark: _GoBack]The avoidance uncertainty of traditional dimensions can be well-defined as the degree which persons feel vulnerable by ambiguity and they attempt to evade awkward circumstances. This research has found out that Poland is one of the countries with the greatest avoidance of uncertainty. The avoidance of uncertainty leads to the skepticism of the fanciful as well as non-utilitarian adverts which are done by the Polish customers. It is therefore believable that people in great avoidance ambiguity cultures might not get desire from resolving the problem in the ads of optical rhetorical although closed advertising messages might be most preferred by the people. 
 
3. Provide a rationale for this research question: Do cultures high in uncertainty avoidance respond less favorably to ads that contain visual rhetorical figures because they prefer less ambiguous communications? 

Artistic factors are another main effect on the images which appear in publicizing the regulatory environment of a country as well as the strict implementation of rules. This rules usually directs what is most suitable to be publicized in the images for advertisements and also how it is permitted to be publicized. Tobacco ads images and other kinds of images advertisements are impacted by diverse controlling environs across different nations. Severe rules may force promoters to pay more attention to images which denote certain messages instead of declaring them downright.
4. Provide the evidence (i.e., a research finding) to suggest that the rhetorical style of pictures in an ad influences the brand’s identity beyond attitude toward the immediate ad execution. 

In the current market, brands usually communicate via visuals and images. The visuals usually convey the meaning of the brands. However, the effects of visual deviant’s adverts are depended on the preceding repute of the brands in the customer’s country. Creativity in adverts differs in different countries. Culture also has a great influence on brand identity effects.  The level of the expert ability of the brand designers makes the images used for the adverts attract a positive response from consumers. 
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