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Lincoln’s repeated assertion that secession would amount to a 15

failure of the American experiment with democracy and liberty “just
is plain nonsense,” wrote Professor Hummel in his refreshing book
on the Civil War, Emancipating Slaves, Enslaving Free Men? The
London Times seems to have best understood what was going on in
America with the Northern invasion to prevent secession: “If North-
emers . . . had peaceably allowed the seceders to depart, the result
might fairly have been quoted as illustrating the advantages of De-
mocracy, but when Republicans put empire above liberty, and resorted
to political oppression and war . . . It was clear that nature at Washing-

ton was precisely the same as-nature at St. Petersburg. . . . Democracy
broke down. . . . when it was upheld, like any other Empire, by force of
arms.”3

By 1860 democracy was strongly entrenched throughout Western civ-
ilization, and certainly in the American states. The democratic process
had emerged decades before in Europe—in Britain, France, the Nether-
lands, Switzerland, and so on. The war in America for Southern inde-
pendence was in no way a danger to the concept of government “of the
people.” Strange as it may seem, as it turned out, it was Lincoln who was
out to destroy governments of the people in the eleven Southern states.
The declaration’s assertion that governments derive their “just powers
from the consent of the governed” was not an acceptable idea in Lin-
coln’s mind so far as the South was concerned. Like a good lawyer he ig-
nored it.

What makes Lincoln’s ending so outrageous is that he didn't believe
in the self-determination of peoples, as British writers noted in 1861 and
a hundred years later in 1961.

Ordinances of secession had been adopted in the Southemn states,
often with huge majorities. Their right to govern by consent was not ac-
ceptable to Lincoln’s thinking—that would undermine his client’s case.
Yet it was Lincoln who ended up destroying the Union as it was and sub-
stituting an all-powerful national government in which the states were
relegated to not much mote than county status. There emerged the “im-
perial presidency” that is with us to this day, in which presidents can go
to war, without congressional approval, spend money without congres-
sional approval; in fact, they can rule by decree like the consuls of Rome.
In other Western democracies, this is not so. Their chief executive must
have the permission and approval of their legislature to do such things.
Thus Lincoln did more to destroy the Union than preserve it. Is not this
irony at its best?

2Jeffrey Hummel, Emancipating Slaves, Enslaving Free Men (Chicago: Open Court

1997), p. 352.
3 Times editorial, September 13, 1862, p. 8, cited in Emancipating Slaves, p. 352.
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Notice the difference between the annotations a student made in re-
sponse to the following essay and those another student made earlier in
response to “The Pursuit of Whining” (p. 27). In the earlier example, the
student was making marginal notes primarily on the ideas presented in
the essay. Here the annotations focus on how the essay is written. In
other words, the student is looking at the piece from a writer’s per-
spective.

The essay is a claim of value in which, as the title suggests, the author
claims that competitive sports are destructive. In arguments about values,
the author may or may not suggest a solution to the problem caused by
the belief or behavior. If so, the solution will be implicit—that is, unex-
pressed, or undeveloped —as is the case here, and the emphasis will re-
main on support for the claim.

Keep in mind that an essay of this length can never do justice to a
complicated and highly debatable subject. It will probably lack sufficient
evidence, as this one does, to answer all the questions and objections of
readers who enjoy and approve of competitive games. What it can do is
provoke thought and initiate an intelligent discussion.

SAMPLE ANNOTATED ESSAY

No-Win Situations

ALFIE KOHN
Jﬂtmr. personal E learned my first game at a birthday party. You
experience - remember it; X players scramble for X-minus-

one chairs each time the music stops. In every
round a child is eliminated until at the end only
one is left triumphantly seated while everyone
else is standing on the sidelines, excluded from
play, unhappy . . . losers,

This is how we learn to have a good time in
America.

v

- Thisarticle by Alfie Kohn, author of No Contest: The Case against Competition (1986) and

f!Case against Standardized Testing (2000), appeated in Wormen’s Sports and Fitness Mag-
me (July-August 1990).
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Warrant

Eefuting the eppesing
view

Competition

Several years ago 1 wrote a book called No Contest,
which, based on the findings of several hundred
studies, argued that competition undermines self-
esteem, poisons relationships, and holds us back
from doing our best. I was mostly interested in
the win/lose arrangement that defines our work-
places and classrooms, but I found myself nagged
by the following question: If competition is so de-
structive and counterproductive during the week,
why do we take for granted that it suddenly be-
comes benign and even desirable on the week-
end?

This is a particularly unsettling line of inquiry
for athletes or parents, Most of us, after all, as-
sume that competitive sports teach all sorts of
useful lessons and, indeed, that games by defini-
tion must produce a winner and a loser. But I've
come to believe that recteation at its best does not
require people to try to triumph over others.
Quite to the contrary.

Terry Orlick, a sports psychologist at the Uni-
versity of Ottawa, took a look at musical chairs
and proposed that we keep the basic format of re-
moving chairs but change the goal; the point be-
comes to fit everyone on a diminishing number
of seats. At the end, a group of giggling children
tries to figure out how to squish onto a single
chair. Everybody plays to the end; everyhody has
a good time.

Orlick and others have devised or collected
hundreds of such games for children and adults
alike. The underlying theory is simple: All games
involve achieving a goal despite the presence of
an obstacle, but nowhere is it written that the ob-
stacle has to be someone else. The idea can be for
each person on the field to make a specified con-
tribution to the goal, ot for all the players to reach
a certain score, or for everyone to work With her
partners against a time limit.

Note the significance of an “opponent” be-
coming a “partner.” The entire dynamic of the

game shifts, and one's attitude toward the other

players changes with it. Even the friendliest game
of tennis can’t help but be affected by the game’s
inherent structure, which demands that each pel-
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No advantages in
competition

2)

3)

son try to hit the ball where the other can’t get to
it. You may not be a malicious person, but to play
tennis means that you try to make the other per-
son fail.

I've become convinced that not a single one of
the advantages attributed to sports actually re-
qu?res c.zompetition. Running, climbing, biking,
swimming, aerobics—all offer a fine workout
without any need to try to outdo someone else.
Some people point to the camaraderie that results
from teamwork, but that’s precisely the benefit of
cooperative activity, whose very essence is that
everyone on the field is working together for a
common goal. By contrast, the distinguishing
feature of team competition is that a given player
works with and is encouraged to feel warmly to-
ward only half of those present. Worse, a we-
versus-they dynamic is set up, which George
Orwell once called “war minus the shooting.”

The dependence on sports to provide a sense of
accomplishment or to test one’s wits is similarly
misplaced. One can aim instead at an objective
standard (How far did I throw? How many miles
did we cover?) or attempt to do better than last
week. Such individual and group striving—like
cooperative games—provides satisfaction and
challenge without competition.

If large numbers of people insist that we can’t
do without win/lose activities, the first question
to ask is whether they've ever tasted the alterna-
tive. When Orlick taught a group of children non-
competitive games, two-thirds of the boys and all
of the girls preferred them to the kind that require
opponents. If our culture’s idea of fun requires
beating someone else, it may just be because we
don’t know any other way.

It may also be because we overlook the
psychological costs of competition. Most people
lose in most competitive encounters, and it’s ob-
vious why that causes self-doubt. But even win-
ning doesn’t build character. It just lets us gloat
temporarily. Studies have shown that feelings of
self-worth become dependent on external sources
of evaluation as a result of competition. Y(Sur
value is defined by what you've done and who
you've beaten. The whole affair soon becomes a
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Conclusion

New idea that
confirms his claim

4)

vicious circle: The more you compete, the more
you need to compete to feel good about yourself.
It's like drinking salt water when you’re thirsty.
This process is bad enough for us; it's a disaster for
our children.

While this is going on, competition is having
an equally toxic effect on our relationships. By
definition, not everyone can win a contest. That
means that each child inevitably comes to regard
others as obstacles to his or her own success.
Competition leads children to envy winners, to
dismiss losers (there’s no nastier epithet in our
language than “loser!”), and to be suspicious of
just about everyone. Competition makes it diffi-
cult to regard others as potential friends or collab-
orators; even if you're not my rival today, you
could be tomorrow.

This is not to say that competitors will always
detest one another. But trying to outdo someone
is not conducive to trust—indeed it would be ir-
rational to trust a person who gains from your
failure. At best, competition leads one to look at
others through narrowed eyes; at worst, it invites
outright aggression.

Changing the Structure of Sports

But no matter how many bad feelings erupt dur-
ing competition, we have a marvelous talent for
blaming the individuals rather than focusing on
the structure of the game itself, a structute that
makes my success depend on your failure. Cheat-
ing may just represent the logical conclusion of
this arrangement rather than an aberration. And
sportsmanship is nothing more than an artificial
way to try to limit the damage of competition. If
we weren't set against each other on the court or
the track, we wouldn't need to keep urging people
to be good sports; they might well be working
with each other in the first place.

As radical or surprising as it may sound, the
problem isn’t just that we compete the wrong
way or that we push winning on our children too
early. The problem is competition itself. What we
need to be teaching our daughters and sons is
that it's possible to have a good time—a better
time—without turning the playing field into 2
battlefield.
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® Analysis

The pattern of organization in this essay is primarily a defense of the main
idea— that competitive sports are psychologically unhealthy. But because
the author knows that competitive sports are hugely popular, not only in
the United States but in many other parts of the world, he must also try
to refute the opposing view—that competition is rewarding and enjoyable,
In doing so, Kohn fails to make clear distinctions between competitive
sports for children, who may find it difficult to accept defeat, and for
adults, who understand the consequences of any competitive game and
are psychologically equipped to deal with them. Readers may therefore
share Kohn’s misgivings about competition for children but doubt that
his criteria apply equally to adults.

The claim, expressed as the thesis statement of the essay, appears at the
end of paragraph 4: “recreation at its best does not require people to try
to triumph over others. Quite to the contrary.” The three-paragraph in-
troduction recounts a relevant personal experience as well as the reasons
that prompted Kohn to write his essay. Because we are all interested in
stories, the recital of a personal experience is a popular device for intro-
ducing almost any subject (see “The Childswap Society,” p. 343).

The rest of the essay, until the last two paragraphs, is devoted to sum-
marizing the benefits of cooperative play and the disadvantages of com-
petitive sport. The emphasis is overwhelmingly on the disadvantages as
stated in the third paragraph: “competition undermines self-esteem, poi-
sons relationships, and holds us back from doing our best.” This is the
warrant, the assumption that underlies the claim. In fact, here Kohn is re-
ferring to a larger study that he wrote about competition in workplaces
and classrooms. We must accept this broad generalization, which applies
to many human activities, before we can agree that the claim about com-
petition in sports is valid.

Kohn relies for support on examples from common experience
and on the work of Terry Orlick, a sports psychologist. The examples
from experience are ones that most of us will recognize. Here we are in
a position to judge for ourselves, without the mediation of an ex-
pert, whether the influence of competition in sports is as hurtful as
Kohn insists. Orlick’s research suggests a solution—adaptations of fa-
miliar games that will provide enjoyment but avoid competition. On
the other hand, the results from studies by one psychologist whose work
Wwe aren’t able to verify and the mention of “studies” in paragraph 3 with-
out further attribution are probably not enough to answer all the argu-
ments in favor of competition. Critics may also ask if Kohn has offered

. support for one of his contentions—that competition “holds us back
& ﬁ‘ﬁm doing our best” (para. 3). (Support for this mgy appear in one of

Kohn's books.)

The last two paragraphs sum up his argument that “The problem is
Mpetition itself” (para. 15)—the structure of the game rather than the
ple whb play. Notice that this summary does not merely repeat the
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main idea. Like many thoughtful summaries, it also offers a new idea
about good sportsmanship that confirms his conclusion.

The language is clear and direct. Kohn'’s article, which appeared in a
women'’s sports magazine, is meant for the educated general reader, not
the expert. This is also the audience for whom most student papers are
written. But the written essay need not be unduly formal. Kohn uses con-
tractions and the personal pronouns “I” and “you” to establish a conver-
sational context. One of the particular strengths of his style is the skillful
use of transitional expressions, words like “this” and “also” and clauses
like “This is not to say that” and “Note the significance of” to make con-
nections between paragraphs and new ideas.

The tone is temperate despite the author’s strong feelings about the
subject. Other authors, supporting the same argument, have used lan-
guage that borders on the abusive about coaches and trainers of children’s
games. But a less inflammatory voice is far more effective with an audi-
ence that may be neutral or antagonistic.

You will find it helpful to look back over the essay to see how the ex-
amples we've cited and others work to fulfill the writer’s purpose.
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Of course, not all public arguments are written. Oral arguments on radio
and television now enjoy widespread popularity and influence. In fact,
their proliferation means that we listen far more than we talk, read, or
write. Today the art of listening has become an indispensable tool for
learning about the world we live in. One informed critic predicts that the
dissemination of information and opinions through the electronie media
will “enable more and more Americans to participate directly in making
the laws and policies by which they are governed.”4

Because we are interested primarily in arguments about public
issues—those that involve democratic decision making— we will not be
concerned with the afternoon television talk shows that are largely de-
voted to personal problems. (Occasionally, however, Oprah introduces
topics of broad social significance.) More relevant to the kinds of written
arguments you will read and write about in this course are the television
and radio shows that also examine social and political problems. The
most intelligent and responsible programs usually consist of a panel of
experts— politicians, journalists, scholars—Iled by a neutral moderator
(or one who, at least, allows guests to express their views). Some of these
programs are decades old; others are more recent— Meet the Press, Face the

*Lawrence K. Grossman, The Electronic Republic: Reshaping Democracy in the Informa-
tion Age (New York: Viking, 1995).

RESPONDING AS A CRITICAL LISTENER 45

Nation, Firing Line, The McLaughlin Group, The NewsHour with Jim Lehrer.
An outstanding radio show, Talk of the Nation on National Public Radio,
invites listeners, who are generally informed and articulate, to call in and
ask questions of, or comment on remarks made by, experts on the topic
of the day.

Several enormously popular radio talk shows are hosted by people
with strong, sometimes extreme ideological positions. They may use of-
fensive language and insult their listeners in a crude form of theater,
Among the most influential shows are those of Don Imus and Howard
Stern. In addition, elections and political crises bring speeches and de-
bates on radio and television by representatives of a variety of views,
Some ate long and formal, written texts that are simply read aloud, but
others are short and impromptu.

Whatever the merits or shortcomings of individual programs, signif-
icant general differences exist between arguments on radio and television
and arguments in the print media. These differences include the degree
of organization and development and the risk of personal attacks.

First (excluding for the moment the long, prepared speeches), contri-
butions to a panel discussion must be delivered in fragments, usually no
longer than a single paragraph, weakened by time constraints, interrup-
tions, overlapping speech, memory gaps, and real or feigned displays of
derision, impatience, and disbelief by critical panelists. Even on the best
programs, the result is a lack of both coherence — or connections between
ideas—and solid evidence that requires development. Too often we are
treated to conclusions with little indication of how they were arrived at.

The following brief passage appeared in a newspaper review of “Re-
solved: The flat tax is better than the income tax,” a debate on Firing Line
by an impressive array of experts. It illustrates some of the difficulties that
accompany programs attempting to capture the truth of a complicated
issue on television or radio.

“It is absolutely true,” says a proponent. “It is factually untrue,” coun-
ters an opponent. “It’s factually correct,” responds a proponent. “I did
my math right,” says a proponent. “You didn’t do your math right,”
says an opponent. At one point in a discussion of interest income, one
of the experts says, “Oh, excuse me, I think I got it backward.”

No wonder the television critic called the exchange “disjointed and
at times perplexing.”s

In the sensational talk shows the participants rely on personal expe-
rience and vivid anecdotes, which may not be sufficiently typical to prove
anything. :

Second, listeners and viewers of all spoken arguments are in danger
of evaluating them according to criteria that are/largely absent from

Walter Goodman, “The Joys of the Flat Tax Excluding the Equations,” New York
Times, December 21, 1995, sec. C, p. 14. '
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GUIDELINES TO CRITICAL LISTENING

Listening is hearing with attenfion, a natural and immensely important human
activity, which, unfortunately, many people don't do very well. The good news
is that listening is a skill that can be learned and, unlike some other skifls, prac-
ticed every day without big investments of money and effor.

Here are some of the characteristics of eritical listening most appropriate to un-
derstanding arguments.

1. Above all, listening to arguments requires concentration. If you are dis-
fracted, you cannot go back as you do with the writlen word to clarify a point
or recover a connection. Devices such as flow sheets and outlines can be use-
ful aids to concentration. In following a debate, for example, judges and other
listeners often use flow sheets — distant cousins of baseball scorecards — to
record the major points on each side and their rebuttals. For roundtable dis-
cussions or debates you can make your own simple flow chart to fill out as you
listen, with columns for claims, different kinds of support, and warrants. leave
spaces in the margin for your questions and comments about the soundness of
the proof. An outline is more useful for longer presentations, such as lectures.
As you listen, iry to avoid being distracted by facts alone. Laok for the overall
pattern of the speech.

2. Listeners often concentrate on the wrong things in the spoken argu-
menl. We have already noted the distractions of dppearance and delivery. Re-
search shows that listeners are likely fo give greater attention to the dramatic
elements of spesches than fo the logical ones. But you can enjoy the sound, the
appearance, and the drama of a spoken argument without allowing these ele-
ments to overwhelm what is essential fo the development of a claim.

3. Good listeners try not to allow their prejudices to prevent careful eval-
uation of the argument. This doesn’t mean accepting everything or even most
of what you hear. It means frying to avoid premature judgments about what is
actually said. This precaution is especially relevant when the speakers and their
views are well known and the listener has already formed an opinion; about-
them, faverable or unfavorable.

evaluation of written texts. It is true that writers may adopt a persona or
a literary disguise, which the tone of the essay will reflect. But many read-
ers will not be able to identify it or recognize their own response to it. Lis-
teners and viewers, however, can hardly avoid being affected by
characteristics that are clearly definable: a speaker’s voice, delivery, bodily
mannerisms, dress, and physical appearance. In addition, listeners may
be adversely influenced by clumsy speech containing more slang, collo-
quialisms, and grammar and usage errors than written texts that have had
the benefit of revision.

But if listeners allow consideration of physical attributes to influence
their judgment of what the speaker is trying to prove, they are guilty of
an ad hominem fallacy —that is, an evaluation of the speaker rather than
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the argument. This is true whether the evaluation is favorable or unfa-
vorable. (See p. 289 for a discussion of this fallacy,)

Talk shows may indeed be disjointed and perplexing, but millions of
us find them both instructive and entertaining. Over time we are exposed

be available to us, Then there is the appeal of hearing the voices, seeing
the faces of people engaged in earnest, sometimes passionate, discourse —
a short, unrehearsed drama in which we also play a part as active listen.
ers in a far-flung audience.

Man has been communicating by pictures longer than he has been
using words. With the development of photography in this century we
are using pictures as a means of communication to such an extent that
in some areas they overshadow verbal language.5

You've probably seen some of the powerful images in photographic
journalism to which the author refers: soldiers in battle, destruction by
weather disasters, beautiful natural landscapes, inhuman living condi-
tions, the great mushroom cloud of early atomic explosions. These pho-
tographs and thousands of others encapsulate arguments of fact, value,
and policy. We don’t need to read their captions to understand what they
tell us: The tornado devastated the town. The Grand Canyon is our most stu-
pendous national monument. We must not allow human beings to live like this.
The pictures stay with us long after we have forgotten the words that ac-
companied them.

Photographs, of course, function everywhere as instruments of per-
suasion. Animal-rights groups show pictures of brutally mistreated dogs
and cats; children’s rights advocates publish pictures of sick and starving
children in desolate refugee camps. On a

goods manufacturers, clothiers,
fill our dreams of pleasure.

But photographs are not the only visual images we respond to. We are
also susceptible to other kinds of illustrations and to signs and symbols
Wwhich over the years have acquired connotations, or suggestive signifi-
Cance. The flag or bald eagle, the shamrock, the crown, the cross, the
hammer and sickle, and the swastika can all Touse strong feelings for or
against the ideas they represent. These symbols jmay be defined ‘as

SPau] Wendt, “The Language of Pictures,” in S/, Hayakawa, ed., The-Use and Misﬁse

- O Langugge (Greenwich, Conn.: Fawcett, 1962), p. 175.
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abbreviated claims of value. They summarize the moral, religious, and po-
litical principles by which groups of people live and often die. In com-
mercial advertisements we recognize symbols that aren’t likely to enlist
our deepest loyalties but, nevertheless, have impact on our daily lives: the
apple with a bite in it, the golden arches, the Prudential rock, the Nike
swoosh, and a thousand others.

In fact, a closer look at commercial and political advertising, which is
heavily dependent on visual argument and is something we are all famil-
iar with, provides a useful introduction to this complex subject. We know
that advertisements, with or without pictures, are short arguments, often
lacking fully developed support, whose claims of policy urge us to take an
action: Buy this product or service; vote for this candidate or issue. The
claim may not be directly expressed, but it will be clearly implicit. In
print, on television, or on the Internet, the visual representation of ob-
jects, carefully chosen to appeal to a particular audience, can be as im-
portant as, if not more important than, any verbal text.

In a political advertisement, for example, we often see a picture of the
candidate surrounded by a smiling family. The visual image is by now a
cliché, suggesting traditional values—love and security, the importance
of home and children. Even if we know little or nothing about his or her
platform, we are expected to make a sympathetic connection with the
candidate.

In a commercial advertisement the image may be a picture of a real
or fictitious person to whom we will react favorably. Consider the picture
on a jar of spaghetti sauce. As a famous designer remarked, “When you
think about it, sauce is mostly sauce. It's the label that makes the differ-
ence.”? And what, according to the designer, does the cheerful face of
Paul Newman on jars of his spaghetti sauce suggest to the prospective
buyer? “Paul Newman. Paul Newman. Paul Newman. Blue eyes. All the
money goes to charity. It’s humanitarian, funny, and sexy. Selling this is
like falling off a log.” Not a word about the quality of the sauce.

Even colleges, which are also selling a product, must think of appro-
priate images to attract their prospective customers — students. Today the
fact that more women than men are enrolled in college has caused some
schools to rethink their images. One college official explained:

We're having our recruiting literature redesigned, and we've been think-
ing about what's a feminine look and what’s a masculine look. We have
a picture of a library with a lot of stained glass, and people said that was
kind of a feminine cover. Now we're using a picture of the quadrangle.?

In addition to the emblem itself, the designer pays careful attention
to a number of other elements in the ad: colors, light and shadow, fore-

7Tibor Kalman, “Message: Sweet-Talking Spaghetti Sauce,” New York Times Magazire,

December 13, 1998, p. 81.
8 New York Times, December 6, 1998, p. 38.
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ground and background, relative sizes of pictures and text, and placement
of objects on the page or screen, Each of these contributes to the total ef-
fect, although we may be unaware of how the effect has been achieved.
(In the ad that follows, you will be able to examine some of the psycho-
logical and aesthetic devices at work.)

When there is no verbal text, visual images are less subject to analy-
sis and interpretation. For one thing, if we are familiar with the objects in
the picture, we see the whole image at once, and it registers immediately.
The verbal message is linear and takes far longer to be absorbed. Pictures,
therefore, appear to need less translation. Advertisers and other arguers
depend on this characteristic to provide quick and friendly acceptance of
their claims, although the image may, in fact, be deceptive.

This expectation of easy understanding poses a danger with another
visual ally of the arguer—the graph or chart. Graphics give us factual in-
formation at a glance. In addition to the relative ease with which they can
be read, they are “at their best . . . instruments for reasoning about quan-
titative information. . . . Of all methods for analyzing and communicat-
ing statistical information, well-designed data graphics are usually the
simplest and at the same time the most powerful.”?

Nevertheless, they may mislead the quick reader. Graphics can lie.
“The lies are told about the major issues of public policy—the govern-
ment budget, medical care, prices, and fuel economy standards, for ex-
ample. The lies are systematic and quite predictable, nearly always
exaggerating the rate of recent change.”10

Visual images, then, for all their apparent immediacy and directness,
need to be read with at least the same attention we give to the verbal mes-
sage if we are to understand the arguments they represent.

Consider these questions as you analyze images:

1. What does the arguer want me to do or believe? How important is
the visual image in persuading me to comply?

2. Has the visual image been accompanied by sufficient text to answer
questions I may have about the claim?

3. Are the visual elements more prominent than the text? If so, why?

4. Is the visual image representative of a large group, or is it an excep-
tion that cannot support the claim?

5. Does the arrangement of elements in the message tell me what the
arguer considers most important? If so, what is the significance of
this choice? i

6. Can the validity of this chart or graph be verified?

/

*Edward R. Tufte, The Visual Display of Quantitative Information (Cheshire, Conn.:
Graphics Press, 1983),"introduction. .
*Tufte, The Visual Dispiayi p. 76.
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7. Does the visual image lead me to entertain unrealistic expectations?
(Can using this shampoo make hair look like that shining cascade
on the television screen? Does the picture of the candidate for gov-
ernor, shown answering questions in a classroom of eager, smiling
youngsters, mean that he has a viable plan for educational reform?)

E Sample Andlysis of an Advertisement

We have pointed out that a commercial advertisement is a short argu-
ment that makes an obvious policy claim, which may or may not be ex-
plicit: You should buy this product. Depending on the medium — television,
print, radio, or Internet—an ad may convey its message through lan-
guage, picture, or sound.

Here is how one analyst of advertising sums up the goals of the ad-
vertiser: (1) attract attention, (2) arouse interest, (3) stimulate desire,
(4) create conviction, and (5) get action.!! Needless to say, not every ad
successfully fulfills all these objectives. If you examine the ad reproduced
on page 51, you can see how the advertiser brings language and visual
image together in an attempt to support the claim.

The image in the ad appeals to our common knowledge as Americans.
We have probably all heard the story of how George Washington, as a
boy, chopped down a cherry tree. The clothes that the young boy in the
ad is wearing— particularly the tricorner hat—along with the architec-
ture, suggest a colonial setting. The hatchet hidden behind the boy’s back
combined with the exclamation “Oops!” calls to mind the specific story
about Washington. Upon hearing the story, you may have envisioned a
much smaller tree and less substantial damage, but it is critical to the ad’s
effect that in this rendering of the story of our first president’s youth, the
tree has fallen on someone’s house, possibly the Washingtons’, The ad ap-
pears to have been reproduced on parchment, another detail that helps
to place the incident historically, and each corner is subtly decorated with
a cherry.

What has made the cherry tree story a classic for teaching morals is
what the young Washington is said to have done after he chopped down
the tree. All of us are familiar with the words “I can not tell a lie,” Wash-
ington’s response when questioned about what he had done. It was a fit-
ting reply for a man who would later be chosen to lead the new nation.
The largest text on the page—and the text most likely therefore to catch
the attention of a reader casually flipping through Newsweek—is a play
on this famous quote that changes I to we. The identification with Wash-
ington and his famous words is particularly critical for a company whose
name may not be a household word. The designers of the ad, having cap-
tured the attention of the reader with the image and the quote, go on in
the smaller text to build on the foundation they have established.

Like most ads, this one is a claim of policy asking the audience to buy
a product. [n this case the product is Encompass Insurance. One of the
frustrations of dealing with an insurance company is that not every pos-
sible type of loss is covered by the standard policy. Unfortunately, the
omeowner often does not find this out until the damage has already -
€een done. The ad is designed to sell the company’s Elite policy, which
overs many of life’s unexpected perils,” unlike most, insurance compa-
which “only cover things that aré ‘specifically listed in your policy.”

117, V, Lund, Newspaper Advertising (New York: Prentice-Hall, 1947), p. 83.
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The text continues, “It covers pretty much everything that befalls your
household, even if something like ‘damage caused by child chopping
down cherry tree’ isn‘t specifically listed.” Two examples of the sorts of

with whom the average reader could identify. And if you want any more
specifics about what the policy actually says—after all, the legal docuy-
ment that is an insurance policy can hardly use such qualifiers—you can
call toll-free or visit the company’s Web site,

The underlying warrant is that it is better to buy an insurance policy
that covers you against damages that are not specifically listed on the pol-

rant and thus the claim,

The colloguial language and even the name of the policy—The En-
compass Universal Security Policy —Elite —are designed to appeal to the
reader’s need to feel secure. The word choice also adds a subtle humor,
from the cartoon-like “Oops!” to the final echo of the Pledge of Alle-
giance: “Liberty, Justice, and Really Good Insurance.”

B Sample Analysis of a Web Site

The Internet provides an important forum for individuals and organiza-
tions to make arguments, Through the Internet, anyone with access to a
networked computer can potentially publish his or her ideas, While this
ease of publication is exciting, it also means writers hoping to obtain re-
liable information from the Web need to read Web sites critically (see
Critical Reading Strategies on page 26 for further insight into this issue).

With new genres being created daily, some researchers!2 have noted
five major types of Web pages:

1. Advocacy Web Pages: Advocacy pages are typically created by not-for-
profit organizations wishing to influence public opinion, and the
URL for the site is likely to contain the domain suffix .org (organiza-
tion).

Z Business/Marketing Web Pages: The majority of businesses in the
United States have a Web presence today, and most business pages
are either advertising or provide online opportunities to purchase

12See, for example, the Widener University Wolfgram Memorial Library Web site at
http://wwwz.widener.edu/Wo]fgram-MemoriaI-Library/webevaluatjon/webeval.htm.
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800ds and services. The addresses for such sites typically contain the
domain suffix .com (for commercial).

3. News Web Pages: News pages provide current information on local,
national, and international events. The addresses for news sites also
contain the abbreviation -com, reflecting the fact that the news in-
dustry is also a business.

4. Informational Web Pages: Informational Pages provide data such as
that found in dictionaries or atlases. The addresses for these sites
Sometimes include .edy (university), .k12 (primary or secondary
school), or .gov (government) because they are often sponsored by
academic institutions or government agencies.

S. Personal Web Pages: Personal pages are created by individuals, and
can be intimate, entertaining, informative, bizarre, or some combi-
nation of these things. While the addresses for personal sites can
end in .com, .eduy, k12, .org, or .gov, the Presence of a tilde (~) in the
address suggests that the bage represents an individual,

On page 54 is a copy of the home page for The Hunger Site (a home
page introduces and often provides a guide or table of contents for an en-
tire site, which can consist of many pages). At first glance, The Hunger Site

lanthropy (since advertisers’ money pays for the food).

The significance of charitable giving to the site’s mission is suggested
by several things. Maybe most directly, a viewer’s eye is immediately
drawn to a gold icon reading “GIVE FREE FOOD: Click Here.” This icon
appears in the center of the home Page and draws the eye immediately

do so without spending money (the food is “free”). When you click on
the icon, The Hunger Site donates two cups of food (or the financial equiv-
alent) to the hungry.

The emphasis on giving is furthered by a link on the right side of the
Page that reads “Register Today & Give Up to 8 Extra Cups.” As this sug-

nouncement reading “More Ways To Help: Bach purchase made gives up
0 50 cups of food.” Clicking here offers more Opportunities to provide
food for others, opportunities linked to purchases made from sponsoring
Companies. ! '

It is this connection that links The Hunger Site to business interests, in-

3 terests highlighted by the .com in the site’s, URL. Though donaticns can -

¢ given without spending money, the site also links consumer needs and




