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Hegemony: 
1. The ad is targeting those people who want to build body muscles, specifically the men. In real life, there are those people who might want to build body muscles obviously, and there might be those who want to reduce their weight through the use of certain products, for instance, the Milk For Real men. In most cases, the ad could be said to be precisely targeting the young people. Adverts are usually made to attract the attention of a particular group, although there are others that are made for all people (Krugman, 1994). The milk for real men is said to be containing real nutrition, which persuades people who have been looking for such products. 
2. The ad is targeting those who want to build their body muscles by having a man who is portraying to have got the muscles after using the milk for real men; the ad has combined both the man's picture and the product that the man has used to gain the muscles which he has. 
The ad has combined different rhetorical symbols to persuade people to buy the product. One, it has used the picture of a man who has muscles and is hanging over a cliff showing how he has gained a lot of energy. The ad has also been said to contain "Real nutrition when you need it." And lastly, it has used phrases that show that the milk is healthy, "high proteins and zero fat."
The rhetorical symbols work simply because they are convinced by looking at them and after reading. For example, after looking at the hanging man, it can be convincing that the milk for real men is making them build muscles. And after reading the phrase, "High protein and zero fat," it can be convincing that it will have no effects on the body. This will make people go for the product since it will help them build the muscles that they want.
3. The ad is legitimized by having employed what many people want. The youths, in particular, want to build muscles and this ad is showing a man who has built muscles after using the product.  This will make the product to be accepted by the targeted group in the society (Carragee, 1991). The institutions that help to legitimize the rhetorical messages are the rhetorical model of institutions. The institutions that help is harmonizing the rhetorical questions are the advertising agencies.
4. It is naturalized by making sure that the ad constitutes a language and within which a viewer can get the message after looking at it. Advertising images have intended meanings.  Rhetoric strives to make what the ad is all about to appear like what most of the targeted audience wants or has been dreaming about.
Marginalization:
1. [bookmark: _GoBack]The ad is not targeting the women,  aged and the children.  These age groups do not want to build muscles, or they do not have the intention of doing so. Even by looking at the man who is pictured in the advert is a young man. 
2. The ad can target the young and the aged group since it has an eye-catching background.  The background can attract both the children and aged since these two age groups tend to get attracted to such beautiful scenes. 
The ad is making use of the beautiful background so that it can catch the attention of the children and the aged people. Beautiful scenes tend to provide peace of mind since once anyone looks at them they can get carried away and this makes them forget whether they were going through hard times. Besides, beautiful landscapes like the ones on the ad make the children, and aged people have a thrilling experience. 
3. The ad is legitimized by having pictured beautiful scenes such as those in the background that are attracting the kids and the aged people. However, this does not imply that the youths are not attracted to the beautiful scenes; but it might be probably obvious that the youths will get attracted to the man hanging on the cliff. 
The institutions that help legitimize this ads are the ones that deal with or have specialized in marketing. The institutions that are specialized in marketing knows which type of ad will work well with what age group (Corris, 2008).
4. It is normalized through social relations; adverts constitutes active agents that reconstitute social forms and structures. 
Rhetoric plays a role in normalizing by targeting the social forms and structures of the society. It ensures that it captures what the intended and the not intended group might want to see or are yawning to have. 
Hegemony:
1. The ad is targeting the women who want to keep fit; mostly the teenagers and the middle-aged women who want to keep fit. The ad is showing a woman who appears to have kept her body fit through eating healthier foods.  For instance, the popchips are said not to be fried showing that they have less fat. 
2. The ad is targeting the female teenagers and the middle-aged women by showing a young woman has kept fit by eating healthier foods. The woman also appears to be having ‘charming' looks which are every woman's dream; all women need to look beautiful. The ad has also used a background color that is attracting. They have also used enticing words such as "I curl popchips…they don't go straight to my hips." 
The rhetorical symbols work simply because one every woman needs to look great and healthier. And the second is that the words that were chosen were convincing that consuming the popchips will not affect their looks. Instead, it will enhance them. The popchips are not fried.
3. The ad is legitimized by having on display the woman who has kept her body fit. This will surely attract many people to look at it, and ultimately it will make them want to look like the pictured woman. The institutions that help in the legitimization of the rhetorical messages are those that are concerned with marketing; marketing institutions know how to make an ad attractive to the targeted audience (Corris, 2008).
4. It is normalized by having pictured a woman who has used the product and kept fit. This will help to entice people to use the product so that they can look like the woman on the ad.
Marginalization:
1. The ad is not targeting the men, the children, and the aged people. It did not feature a man, a child or an aged person. The ad has also left the men out since they do not have to work out to have good looking hips.
2. The advert is targeting the men by having a good-looking young woman featured in the ad, and this can make them want their girlfriends to look like the one on the ad. The ad is making use of the rhetorical symbols such as beauty that will attract the men and the nice colors that will attract the kids.  These rhetorical symbols work simply because the men are attracted to good-looking women, and the kids are attracted to the nice colors.
3. The ad is legitimized by having a nice-looking woman and a combination of eye-striking colors on the ad. The institutions that help with the legitimization of the rhetorical messages are the marketing firms. 
4. The ad is normalized by having featured a beautiful woman and nice words on the ad. Rhetoric plays a role in normalizing by persuading a woman to have good looks by using the popchips and to the men are persuaded to go for the beautiful woman. This means that the men will buy the goods for their women.
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