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The iPod Advert Fallacy
Link to the advertisement: http://www.youtube.com/watch?v=39cws3wBOzw
A fallacy, also referred to as sophism, is the use of faulty reasoning in the generation of an argument. Most fallacious arguments are deceptive as they tend to appear better than they really are. We have formal and informal fallacies. A good example of a fallacy used in advertising is the use of iPods to maximize the sales of other Apple products. The actual fallacy in this iPod advert is that everything about the iPods is awesome. This overlooks the limitation of iPods compared to other products in the market. Apple uses silhouettes to advertise iPods. These brought about emotions which is a powerful rhetorical force. The active young individual’s silhouettes bring about excitement, a feeling of being fit and active bring about the excitement to the face of the person watching. It is a fact that Apple products are of top quality. This is according to a large percentage of the public. At first, Apple Company started by offering iPods which was rendered cool by the customers. Apple used the silhouettes   as an advantage to get people to think that other products are also as cool (Payne, 2017). Most people admit apple products being awesome. But generally speaking, unless an individual consumer of these products systematically compares the advantages and disadvantages of the available products from Apple and gets the knowledge of other available substitute products, they are just victims of the Halo effect.
A halo effect is when a given feature, trait or quality of an individual or product is used as the basis for making an overall judgment on the respective person or product. For instance, Apple used iPods that were considered cool by the consumers to successfully launch and market other products from their company. It should be noted that iPods and iTunes only make up 39% of Apple’s products. But Apple registered 384% profits. These high profit margins were a result of the halo effect created by Apple using iPods. This is common in the technology sector. Some organizations use their high levels of expertise in a given field to create a false perception to the customers about similar levels of expertise in another field. Apple had their sales increase in general after people’s positive experiences after buying and using iPods. The halo effect has made people to firmly believe that Apple products like laptops, televisions, phones, among other products, are of incredible quality (Soniya & Mohanraj, 2018).
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