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Learning Intention

We are learning to choose rhetorical devices for audience and 

purpose.

Success means we can explain an effect, strengthen an argument,

and plan, edit and publish a convincing multimodal text.
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Audience, Purpose and Form

Audience: Who must be persuaded?

Purpose: What should they think, feel or do?

Form: Speech, letter, poster, article or video?

Strong choices begin with these three questions.
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The Persuasion Toolkit

Appeals build trust, feeling and logic.

Language devices add emphasis, rhythm and imagery.

Structure joins claims, reasons, evidence and rebuttals.

Design helps a multimodal message land.

PREVIEW



Ethos, Pathos and Logos

ETHOS — trust the speaker or source

PATHOS — feel an emotion

LOGOS — follow reasons and evidence

Effective texts often combine all three appeals.
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Ethos: Build Trust

Show knowledge, fairness and responsibility.

Use credible experts, reliable sources and relevant experience.

Example: “Local wildlife carers report…”

Trust must be earned, not merely claimed.
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Pathos: Stir Feeling

Choose details that help an audience care.

Create hope, concern, pride, urgency or empathy.

Example: “Imagine our oval silent and empty.”

Emotion should support the case, not replace evidence.
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Logos: Make Sense

Link a clear claim to sound reasons and evidence.

Use facts, examples, comparisons or cause and effect.

Example: “Refill stations cut single-use bottles.”

Check that every piece of evidence proves the point.
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Rhetorical Questions

A rhetorical question prompts thought, not a spoken answer.

“Should clean water ever be wasted?”

Use it to frame an issue or challenge assumptions.

Too many questions weaken their impact.
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Repetition and Anaphora

Repetition makes key words memorable.

Anaphora repeats a phrase at the start of clauses.

“We can listen. We can act. We can lead.”

Repeat with purpose — never just to fill space.
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The Rule of Three

Three balanced ideas create rhythm and completeness.

“safer streets, cleaner parks, stronger communities”

Keep the items parallel in structure.

Choose three details that genuinely support the claim.
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Emotive and Vivid Language

Precise words shape how an issue feels.

“neglected habitat” is stronger than “bad place”.

Select verbs, adjectives and imagery carefully.

Avoid exaggeration that damages credibility.
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Direct and Inclusive 
Language

Address the audience with “you”.

Build shared responsibility with “we”, “our” and “together”.

Example: “Together, we can protect our creek.”

Match the pronouns to the intended relationship.
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Commands and Calls to Action

Imperative verbs tell the audience what to do.

“Write. Vote. Volunteer. Share.”

A call to action should be specific and achievable.

Finish with who, what, when or how.
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Figurative Language

Metaphor, simile and personification create memorable images.

“Our library is a doorway to possibility.”

The comparison must clarify the message.

One strong image is better than a crowded paragraph.
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Choose Modality 
Carefully

Low: may, might, could

Medium: should, likely, need to

High: must, will, cannot

Match certainty and urgency to the strength of the evidence.
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Reasons Need Evidence

CLAIM — the position

REASON — why it matters

EVIDENCE — facts, examples or expert support

EXPLANATION — how the evidence proves the claim
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Counterargument & Rebuttal

A counterargument fairly states another viewpoint.

A rebuttal answers it with reasoning and evidence.

“Some argue… However…”

Respectful rebuttal strengthens credibility.
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Design Is Persuasive Too

Headings guide attention.

Images and diagrams support meaning.

Colour, spacing and font choices create emphasis.

Every visual choice should serve audience and purpose.
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Weak Example

“Our school should add a garden because it would be good.”

The claim is vague.

There is no audience connection, evidence or clear action.

Which rhetorical choices could strengthen it?
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A Stronger Example

“Imagine a thriving garden where every class learns outdoors.

Local studies link gardens with wellbeing and biodiversity.

Together, we can plant, learn and grow — join the working bee.”
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Plan, Edit and Publish

PLAN for audience, purpose and form.

DRAFT a clear claim with reasons and evidence.

EDIT devices for effect, accuracy and respectful tone.

PUBLISH a polished written or multimodal text.
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Well Done!
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Rhetorical Devices 
Quiz
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Question 1

Which appeal relies on facts, reasons and evidence?

A  Ethos

B  Pathos

C  Logos

D  Humour
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Answer 1

C — Logos

Logos persuades through logical reasoning,

relevant evidence and clear links between ideas.

PREVIEW



Question 2

True or False:

Ethos builds credibility by showing that a source or speaker is 

trustworthy and informed.
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Answer 2

TRUE

Ethos appeals to trust and credibility.

Relevant expertise, fair reasoning and reliable sources can help an 

audience accept the message.
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Question 3

Short answer:

Which modal verb is stronger — should or must?

Explain how changing the verb could affect the audience.
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Answer 3

“Must” is stronger.

It expresses high obligation or certainty and adds urgency.

“Should” sounds more like a recommendation.

The evidence must justify the stronger choice.
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Question 4

Which sentence mainly uses pathos?

A  Council records show a 12% increase in waste.

B  Imagine younger students waiting alone in the rain.

C  Our principal has led three safety reviews.

D  Refill stations cost less each year.
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Answer 4

B — “Imagine younger students waiting alone in the rain.”

The image invites concern and empathy, so it primarily appeals to 

emotion.

The other options rely more on evidence or credibility.
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Question 5

Which is the strongest logos evidence for more school shade?

A  Everyone knows shade is best.

B  Shade would be amazing.

C  Playground temperatures reached 46°C on three summer days.

D  I feel hot at lunchtime.
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Answer 5

C — “Playground temperatures reached 46°C on three summer 

days.”

It provides specific, relevant data that directly supports the need 

for shade.

The other statements are vague or personal.
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Question 6

True or False:

Repetition and alliteration are the same rhetorical device.
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Answer 6

FALSE

Repetition deliberately repeats words or phrases.

Alliteration repeats initial sounds in nearby words.

Both can add emphasis, but they work differently.
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Question 7

Short answer:

Rewrite “The creek needs care” using the rule of three.

Keep the three parts parallel and purposeful.
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Answer 7

Example: “Clear the litter, restore the banks and protect the 

wildlife.”

The three parallel verb groups create rhythm and show specific 

actions.

Other effective, parallel answers are possible.
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Question 8
Which message best suits a school principal?

A  You guys should just approve it!

B  A supervised four-week trial would measure attendance, 

staffing and cost.

C  Imagine the saddest day ever.

D  Do it now — no questions asked.
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Answer 8

B — the supervised four-week trial

It uses a formal tone, measurable evidence and a manageable 

next step.

These choices suit a principal’s responsibility for safe, informed 

decisions.
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Question 9

Short answer:

Identify and explain TWO devices in this message:

“Together, we must reduce, reuse and recycle — start with our 

class today.”
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Answer 9
Possible answers include:

• inclusive language — “Together” and “we” build shared 

responsibility

• high modality — “must” creates urgency

• rule of three — “reduce, reuse and recycle” is memorable

• call to action — gives a specific next step
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Question 10

True or False:

Any dramatic image will strengthen a persuasive message.
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Answer 10

FALSE

A visual must be relevant to the audience, purpose and claim.

A dramatic but unrelated image can distract, mislead or weaken credibility.

Purposeful design supports rather than replaces the message.
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Well Done!
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