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Chapter 13 on Rhetorical Criticism 
1. Rhetorical analysis consists of using the framework of ethos (ethical credibility), pathos (values/emotions) and logos (logic, argument) as methods for creating analysis. How does this chapter go about establishing its own credibility (ethos) as a chapter on rhetorical criticism? Explain.
	The chapter has a distinctive credibility concerning the use of rhetorical criticism because of the evidence of core dimensions of ethos that include trustworthiness, similarities, reputation, and authority. Notably, the author enhances the level of trustworthiness because the article incorporate several references to back-up the claims entailed in the chapter. Further, the author draws significant similarities with the audience because the analysis about the type of frames, real-life examples are provided to facilitate the readers identify, distinguish, and select an appropriate frame in the future assignment. The author’s authority is exhibited at the beginning of the chapter because of the assertive nature demonstrated in the thesis statement. Importantly, the author stipulates, “we will apply all those skills to the essential academic purposes of analysis,” which exhibits his authority relative to the readers (255).
2.	In your own estimation, what is the most important part of the chapter. Make a claim and give a reason for the claim (claim+reason=thesis) and provide evidence from the text to support your thesis.
 	The ‘Analysis and Synthesis’ is the most important part of chapter 13 because it equips readers with valuable skills necessary for a college student. Further, the excerpt highlights the types of frames that include the rhetorical model that facilitates the researchers to undertake adequate investigations. Therefore, the definition of the intentional and unintentional frames is a vital step that the author undertakes to prepare the readers comprehend and relates the entire chapter. 
Question 3-7 on Dove ‘Real Beauty’ Pledge 
Dove is owned by Unilever, Inc. a British-Dutch conglomerate (headquartered in the Netherlands) which owns over 400 companies, including Axe, the personal care product aimed at young males in the United States (called Lynx in the United Kingdom, New Zealand and Australia). Here, Dove’s Real Beauty campaign launched in 2004 (click on the preceding link and the “real beauty pledge” link on the page) seeks to promote dialogue about the definition of real beauty. Read about Dove’s campaign on its site and watch this commercial in order to answer the questions below. Here, the purpose is to engage in a close-reading of the artifact to analyze the ad’s denotative and connotative messages and arguments—whether such variables are intentional or unintentional—related to social power, a term you may look-up at different sites for various definitions.
3. How does Dove portray gender roles in the commercial? For instance, what roles do women play in the commercial? Men?
The Dove commercial explicitly portrays the role of women to be conscious about their physical attributes, which influence their view about self-beauty. For example, Olivia confesses she would like to change her lips because the ‘fallen-lips' make her look tired (0:11-0:28). On the other hand, men are perceived to be less critical about the beauty and physical attributes of the women they engaged with during the commercial. For example, men utilizes the phrase ‘very beautiful and nice…’(03:11). 
4. Who is the implied narrator and what kind of power does the narrator have? Explain your interpretation and support it by giving examples from the commercial. 
Gil Zamora is one of the narrator in the commercial with a dominant power to influence the perception of beauty because he drew sketches using the description of the participants. The participants are also the implied narrator with dominant power because they were asked to describe their attributes to facilitate their sketches. 
5. How does Dove assign social power among the people in the commercial? When thinking about this question, examine who has authority, credibility and power. In this kind of relationship, there is usually people who are dominant and people who are subordinate (subordinates tend to obey or follow). Who occupies (or what gender groups occupy) dominant and subordinate positions in the commercial? 
The Dove commercial assign social power using the denotative and connotative arguments in the society. The connotative aspects include the self-confidence, comfort, and esteems features of an individual while the denotative elements relate to physical features, which constitute to the beauty of an individual. The society has the power to influence the self-esteem and confidence among women because it denotes the physical attributes that signify beauty. For example, Olive confesses her cheeks and lips are less attractive and she would like to change them because they make her look tired (00:13-00:19). The male observers (Strangers) exhibit dominant power because they have positive perceptions about the beauty of the women participants in the commercial, which is evident in the positive sketches compared to the latter description of own attributes. For example, a female participant described the dark circles around her eyes to be exhibit a negative connotation contrary to the view of a stranger-observer who fails to acknowledge the negative marks during the sketching (03:44-03:50).
6. This commercial seems to be arguing that women should gain another perspective in order to “liberate” themselves (women), but from what or whom should they liberate themselves?	
The commercial denotes low self-confidence, esteem, and self-appreciation among the women participants because the calibers of sketches they provide were inferior to the strangers’ observations. Therefore, women are advised to liberate themselves from the negative perspectives because different people consider their physical attributes beautiful.  
7. As you come to some conclusions related to this popular commercial, think about the intentional messages Dove is sending about beauty, women, social relationships--and explain any unintended messages you see as well.
The Dove commercial has several intended messages about beauty include the need to appreciate the physical attributes because different people hold contrary opinions. Women are advised to develop positive connotation that include self-confidence and comfort to facilitate them feel beautiful. Equally, the social relationships are portrayed to be less influenced by physical attributes that include beauty because the strangers provided relatively positive sketches about the women participants, which indicate other factors influences social relationships. However, a notable unintended message from the commercial includes portraying women to have subordinate power during the marketing process. Evidently, Kela expresses discomforts when asked to express her physical appearances, which provide marketers with a superior bargaining power and opportunity to exploit women consumers that are denoted to exhibit low self-comfort.
[bookmark: _GoBack] 
