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Persuasion SLP
Question 1
In this day and age of numerous commercials, it is quite hard to avoid propaganda. Whether we are aware or not, propaganda surrounds us and influence the decisions we make daily. As defined by Jernigan (2013), propaganda is a form of communication that impacts people’s choices and opinions about a particular topic or issue. This may be observed in many aspects of our lives particularly in a political and commercial perspective. In propaganda, only partial information is revealed and the information shared is mostly sentimental to influence people to make emotional decisions rather than rational ones. With that said, a perfect example of propaganda is in the commercials we see every day on our televisions. For instance, the way the advertisements of fast foods are set up to influence American’s purchasing decisions. The fact that most of the fast food companies have included salads in their menu leads people to believe that they get some health benefits from the fast foods. These commercials sway and hold over people decisions especially children and those in busy corporate jobs.
[bookmark: _GoBack]The commercials are more propaganda than persuasion or arguments based on the fact that it ignores the consequence that consuming fast foods have on a person’s health. Every fast food commercial includes the fact that the food is affordable and saves on time. However, they ignore to include and inform their target audience that excessive consumption is unhealthy. Furthermore, their disregard on the nutritional facts of these foods during commercials makes this a method applied in propaganda than in persuasion or arguments. Also, the fast food advertisements portray other means of propaganda such as distorting the truth by leaving out valuable information and rely on emotions to persuade the audience to purchase the products. Thus, the commercial cannot be an argument or persuasion since they both provide facts.
Question 2
The differences that people have in opinions may result in an argumentation where each person strives to convince the other person through evidence and facts that what they are saying is right and factual. Jernigan (2013) describes an argumentation as a series of statements that utilizes the rhetorical techniques of persuasion to convince an audience. The primary goal of argumentation is to discover the truth by using evidence and proof to conclude. The goal is achieved by making a claim, gathering the evidence and the data available on the subject, providing the reasoning based on the evidence and then analyzing the counterclaims or arguments on the subject. Jernigan (2013) describes this as the argumentative structure which results in a quality contentious case. In a military organization aspect, an argument that it is hard for soldiers to return to civilian life may be presented. This statement makes a good argument because some may present facts saying it is true while others may present counter-arguments that it is false.
Furthermore, the statement is a suitable argumentation because there is an end goal that is evident from the statement as to whether it is true soldiers find it challenging to adapt to the civilian life. The presentation of facts and evidence to prove that the statement is true also makes it a good argumentation. The evidence is mainly used to convince the audience that the statement is true and convince them to support the author’s position. The facts or the data used in the argumentation aims to help the audience see the truth in the arguments being presented on the subject. Also, the statement is phrased in a way that the argumentation layout can be followed easily. The phrasing also makes it easy for counterclaims to be made by those opposing the statements. Thus, these factors make the statement a suitable argument based on Jernigan’s elements of the argument.
Question 3
Persuasion is applied everywhere in the workplace, at home and especially in commercials. The main aim of persuasion is to promote an opinion on certain positions be it in the workplace or any aspect of life (Jernigan, 2013). In most cases, the persuader seeks to convince people to support and adopt their opinion. For instance, in a workplace setting, a manager may have new policies that he wants to implement in the organization. However, for this to be possible, he has to get the support of the other employees which can be achieved through persuasion. Even though this may seem like an easy process, persuasion requires a lot of time and effort. As a result, the manager consults first with employees with the most influence and high regard among other employees in the organization and informs them of the new policies that he intends to implement. Using this strategy may enhance the success of the implementation of the new policies as the manager is likely to have the support of the employees. Furthermore, the policies directly affect the employees who may make it easy to convince them.
The example is more of persuasion rather than an argument or propaganda. For instance, the fact that the policies affect the employees shows that the manager uses the personal appeal to convince the employees to support his position (Jernigan, 2013). Moreover, Cialdini (2001) concepts are applied where the manager strategically uses the employees with the highest regard in the organization to influence others. As long as the employees they hold with the highest regard are on board, it is easy for the manager to convince them that new policy implementation is best for them and the company. McLean’s (2012) functions of persuasion are also evident in the example where elements such as adoption are included as the manager wants to convince the employees to adopt a new way of doing things which entails the implementation of new policies in the organization.
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