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PntopLKkn
H t€xvn TNC XpNong TwV AEEEWV PE CUYKEKPLUEVO TPOTIO HIE
OTOXO VA ETINPEACOUPE N VA TIPOKAAECOUE OCUYKEKPLUEVA
ocuvalcOnuara.

O TPOTIOC PE TOV OTIOLO ETMAEYOUHE VA TITAPOUCLACOUUE eVa
ETILYELPNUA.
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[ EMOTIONS AND FEELINGS ) [ LOGIC AND REASON |
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https://www.viewpure.com/Sfy8UYRhmpA
https://www.youtube.com/watch?v=20EPGf9KgWE&feature=share
https://www.youtube.com/watch?v=8aCYZ3gXfy8

H onuaota tou akpoatnpLou

[TOAAEC (POPEC TO KOLVO AC ELVAL EKELVO TTOU "arTo@aoctdel’ TTOLEG
PNTOPLKEC TEXVLKEC Ba akoAouBrooupE, TTWS Ba cuvBEoouE Kal
TTW¢ Ba TTAPOUCLACOUE TA ETTLXELPUATA HAC.



Pntopikeg NMAaveg

Rhetological Fallacies - A list of Logical Fallacies & Rhetorical Devices with examples
An interactive list of logical fallacies & rhetorical devices with examples. In nine languages. Never be duped again!

# Information is Beautiful / Mar 27, 2012


https://www.informationisbeautiful.net/visualizations/rhetological-fallacies/
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Omtikn Pntopwkn

[MWC HETAWPEPELC EVA PNVUHA N PTLAXVELC EVA ETILYELPNUA
XPNOLUOTIOLWVTAC ELKOVEC



Visual Rhetorics

Detail dump. Write down everything you notice in the ad. Take note
of every color, every object, and every detail. Don't worry about what
things mean yet; just notice what's there. Remember—advertisers
put all of these things in on purpose.

Figure out the importance. Now ask yourself, "Why did the
advertisers choose to include these things in the ad?” Write down
what you think, and go with your gut instincts.

Consider the motive or message. Why did the advertiser make this
ad? (Is it to sell something? To inspire people to action? To stop
people from doing something? etc.) Just like every good essay has
a central message or argument, every good ad also has a central
message. Think about this message, and consider how all of the
details in the ad help to support and reinforce that central message
or idea.

Consider the audience. Think about the advertisers’ intentions.
What kind of people did they make this ad for?
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NO one’s chili Ketchup like Heinz
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