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Task 10
[bookmark: _GoBack]Currently, companies have adopted visual arguments in product promotion. Visual arguments are made primarily through images intended to persuade viewers to do something. Most companies have made visual arguments that promote their products and keep their workforce motivated to achieve (Godden, 2017). One of the most interesting visual arguments regards drugs and substances of abuse. For example, people have designed educative slogans and visual arguments to discourage others from getting alcoholic. "Stop It, You Can" is the standard visual argument that educates people on the necessity of quitting alcohol abuse if at all they value their lives.  In the visual argument, there is a broken alcohol bottle. There is a red X mark crossing over the bottle and this shows that alcohol is dangerous. In addition, in the middle part of the bottle, the slogan "Stop It, You Can" is clearly written. The art seems scaring and a person might wish to understand the reason for the strong message. This art aims to meet warn people on the dangers of abusing their lives by excessive consumption of alcohol. The primary audience of the visual arguments are drunkards, especially those addicted to alcohol. Most alcoholic people cannot manage to run family affairs properly. Alcohol is an abuse of life that increases the chances of contracting infections like liver cirrhosis. On the other hand, alcohol refreshes a person, and some drunkards argue that controlled alcohol consumption is suitable for their health. 
The other impressive visual argument is "Think Different" by Apple. The visual aid has an apple that is bitten on one side. The design made it more appealing, and this made the company triple its sales. Apple Inc. is widely known for designing, manufacturing, and marketing smartphones, personal computers, and high-quality wearables. Steve Jobs, the primary founder of Apple, believes that for the company's products to get into the market and become well established, there was a need for the employees to think differently. Through thinking differently, Apple realized the most dominant market products all over the world. Before adopting the visual argument, Apple seemed like any other computer and mobile phone producing company. Suddenly, the visual argument that appearing in all apple products made people realize that its products were not just the normal-old ones. For example, the Apple computer emerged as very powerful and straightforward to use, which made the average computer user feel innovative and tech-savvy. Apple users feel special when they are associated with designers who "Think Different." All the ethical appeals are met in this visual argument, which makes it look desirable yet straightforward. 
Another attractive visual argument is "Move Fast and Break Things" by Facebook. It is a pictorial slogan that argues that moving slowly cannot break any record. The visual argument was developed by Facebook and picked up with enthusiasm by software development teams, both small and large (Taplin, 2017). The idea in the visual argument is that when one moves slowly, he is not breaking things but delivering value too slowly. Facebook and the Software companies that adopted this visual aid suggested that a company should not spend much time designing, functional testing, load testing, or stress testing. Instead, it should build a code and see if it works. This visual argument by Facebook is my favorite. It was designed much informative at the same time. 
In my perception, Facebook's slogan "Move Fast and Break Things" offers a strong message among the company workers and Facebook users. Working at a normal phase can discourage people from realizing their full potential. Moving fast with creativity enables companies to break the existing records. The visual image has Facebook founder Mark Zuckerberg and attractive witting "Move Fast and Break Things" appearing on a white advertising board.    
Other prominent companies later adopted the visual argument are Amazon and Google. The organizations are well known for offering exemptional services. The competitors for these organizations are scared of their strong management, and thus direct competition is brutal. The companies' products have been well accepted in the market in a faster manner, so their slogan has been working. The visual argument has promoted creativity among the organizational worker. Creative people are running the world today as they have established ways of meeting the demands of the public (Chesterman, 2020). 
The counterargument about the "Move Fast and Break Things" slogan is another visual argument, "Move Slow and Make Things." Many companies adopting "Move Fast and Break Things" realized that they were focusing on realizing the organizational goals are the expense of their workforce. I think at times, and it is good to move slow and make perfect things rather than rushing the process and making low-quality products. Not all people will effectively understand the meaning and "Move Fast and Break Things," Thus, it can be used to harm others. It is surprising that later, Mark Zuckerberg realized that broken things slow everyone down. The company is expected to focus on extending humanity to all its workers. The implications in this are that moving slowly, fast, and breaking things leads to moving slowly, which negatively affects user experience and customer satisfaction. I think moving slowly and making things can promote customer satisfaction.
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