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PERSUASION
Museum

A practical field guide to rhetoric, influence and ethical persuasion

LENS

MESSAGE

READ THE FORCES INSIDE A MESSAGE.
Concepts, a print version of the Rhetorical Lens, two documented cases, ethical tests,

reflection worksheets and checked references.

This guide does not diagnose people, infer motives or predict persuasion. Lens scores are illustrative and unvalidated.
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01 / ORIENTATION

A message is an event, not a syringe
Rhetoric is the practical art of discovering and shaping what may be persuasive in a particular case. Persuasion is an intentional

communicative attempt to influence judgment, belief, attitude or action while leaving some meaningful capacity to respond.

Influence is broader: it includes effects that may be unintended, structural or only partly communicative. Coercion changes the

relationship by making refusal unsafe or prohibitively costly.

Those distinctions matter. A careful argument can persuade; so can a vivid story, trusted messenger, repeated slogan, social norm or

deadline. The ethical question is not whether a message has force. Public language always selects, frames and emphasizes. The

question is how that force relates to truthfulness, power and the listener's agency.

THREE CLASSICAL LENSES

LOGOS The reasons offered: claims, evidence, warrants, qualifications and rebuttals. A fact is not enough; inspect how it supports
this conclusion.

ETHOS How credibility is presented through the speech: competence, practical judgment, character, disclosure and relation to an
audience.

PATHOS How emotion directs attention and alters judgment. Feeling can reveal stakes; it cannot establish a factual claim by itself.

EVIDENCE LABELS USED HERE

ESTABLISHED Supported across a substantial research or scholarly tradition. This does not mean exceptionless.

CONTESTED Credible scholars disagree about mechanism, interpretation or application.

ILLUSTRATIVE An editorial teaching device. The exact model has not been validated as a scientific instrument.
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02 / HOW MESSAGES GET TRACTION

Reasons, cues and frames
1. Reasons connect. Stephen Toulmin's practical model asks for the claim, grounds, warrant, backing, qualifier and rebuttal. The

warrant is the bridge: why do these grounds support this claim? Making the bridge visible makes disagreement more precise.

2. Cues economize attention. People cannot scrutinize every message. Petty and Cacioppo's elaboration likelihood model and

Chaiken's heuristic-systematic research distinguish relatively effortful attention to arguments from lower-effort use of cues such as

expertise, familiarity or consensus. These are not fixed personality types. Motivation, ability, prior knowledge and circumstances

matter, and processing modes can interact.

3. Frames make a scene. Every account gives some facts salience and leaves others backstage. Naming an event a crisis, transition,

investment or loss does not merely decorate it; the name organizes relevance and expected action.

A LIVE SCHOLARLY DISPUTE

BITZER / 1968 VATZ / 1973

The situation calls.
An exigence that discourse can modify, an audience capable of action
and a field of constraints invite and shape a fitting response. This view
reminds speakers that the world is not infinitely redescribable and that
timing matters.

The rhetor selects.
Events do not arrive with meaning attached. Speakers choose which
facts deserve attention and name their significance. This view
intensifies responsibility for making one event visible as a crisis while
another remains background.

Working synthesis: situations constrain speakers, and speakers still select the terms through which situations become meaningful.
Scott Consigny treated rhetoric as an art capable of engaging particulars without assuming either total situational control or total
rhetorical freedom.

Emotion is not the opposite of reason
Fear can signal danger. Anger can register injustice. Hope can organize collective action. Reasons can produce emotion, and

emotion can direct attention toward reasons. The ethical distinction is not cold versus vivid; it is between relevant, proportionate

feeling that remains answerable and feeling used to hide weak grounds or close the exit.

Contested interpretation: Aristotle's Rhetoric recognizes emotion as a means of persuasion but also warns against distorting
judgment through anger, fear or pity. Scholarship disagrees about how to reconcile these passages and about how normative
Aristotle's account is.
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03 / CORE EXHIBIT

The Rhetorical Lens
Use the Lens to describe a message configuration, not a person. The model makes seven user judgments visible and refracts them

into three editorial dimensions. It does not analyze text, infer intention or predict an audience response.

PRINT-FRIENDLY MODEL / ILLUSTRATIVE - UNVALIDATED

SUPPORT claim and grounds

SOURCE identity and interests

FEELING emotional intensity

CHOICE room to refuse

POWER stakes and dependency

TIME capacity to deliberate

ALTERNATIVEScredible counterviews

ONE MESSAGE

MANY FORCES

INQUIRY SPACE

PRESSURE LOAD

AGENCY ROOM

OUTPUT CONCEPTUAL RELATIONSHIP

Inquiry space Support 31% + transparency 22% + alternatives 24% + deliberation 23%.

Pressure load Emotion 31% + power imbalance 29% + constrained refusal 24% + constrained deliberation 16%.

Agency room Refusal 40% + transparency 20% + alternatives 20% + deliberation 20%, reduced by power imbalance.

What the category names mean
Open workshop: substantial inquiry and agency with relatively lower pressure. Velvet lever: high pressure paired with limited

agency. Signal flare: strong feeling alongside some evidence and choice. Fog machine: weak support and low source transparency.

Charged forum: substantial inquiry and substantial pressure coexist. Mixed weather: no one pattern dominates.

What this does not prove: The Lens does not prove that a message will persuade, that emotion is manipulative, that a source is
honest or that an audience is irrational. It cannot infer motive, personality, vulnerability or real-world effect. The exact weights,
thresholds and category names were designed for reflection and have not been psychometrically validated.
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04 / PRINT LENS

Worksheet A: describe the configuration
Message, source and date encountered:

MARK ONE CIRCLE PER ROW

Support for the claim 0 1 2 3 4

assertion only relevant, checkable support

Source transparency 0 1 2 3 4

interests hidden identity and interests clear

Emotional intensity 0 1 2 3 4

cool highly charged

Room to refuse or revise 0 1 2 3 4

no meaningful choice choice protected

Power imbalance / stakes 0 1 2 3 4

peers, low stakes dependency or high stakes

Time and capacity 0 1 2 3 4

rushed / overloaded time to examine

Visibility of alternatives 0 1 2 3 4

one frame only credible alternatives shown

Do not total these marks into a verdict. Circle the two relationships that deserve the most attention. For example: high emotion + high
agency can be a vivid invitation; high emotion + power + no time can be pressure. Strong evidence does not erase a coercive
relationship.



PERSUASION MUSEUM / FIELD GUIDE RHETORIC - INFLUENCE - AGENCY

persuasionmuseum.sahilwho.online 06

05 / PRINT LENS

Worksheet B: explain and revise
INQUIRY SPACE Which supports, source disclosures, alternatives and opportunities for deliberation are present? What is missing?

PRESSURE LOAD How do emotion, stakes, time pressure and power combine? Is urgency proportionate to a real hazard?

AGENCY ROOM Can the audience verify, delay, disagree, revise and leave? What would refusal cost?

Change one variable
Make one change without flattening the message into neutral fog. Add a source, narrow an overclaim, disclose an interest, show a

credible alternative, replace a false deadline or make refusal safer. Then ask what the revision preserves and what it changes.

ORIGINAL FORCE ONE ETHICAL REVISION EXPECTED TRADEOFF
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06 / DOCUMENTED CASE 01

Letter from Birmingham Jail
BIRMINGHAM, ALABAMA - 16 APRIL 1963

Martin Luther King Jr. wrote the letter after his 12 April arrest, responding to eight Birmingham clergy members who had criticized

the campaign as unwise and untimely. The King Institute records that he began on newspaper scraps and that the text later circulated

as a mimeograph, pamphlet, periodical article and congressional testimony. The route from a particular reply to a wider public

document changed the apparent audience.

King disputes the frame of outsider and waiting. He explains the campaign's sequence - fact-finding, negotiation, self-purification

and direct action - and places civil disobedience inside legal, religious and historical traditions. The letter does not choose between

moral argument and emotion. It makes the costs of delay imaginable while offering reasons for why nonviolent tension was intended

to reopen negotiation.

SITUATION Confinement and public criticism constrain the response while giving it urgency.

AUDIENCE Named clergy are immediate readers; moderate readers, lawmakers and later publics become additional audiences
through circulation.

ETHOS Credibility is built inside the argument through shared traditions, disciplined explanation and acknowledgment of
objections.

KAIROS The central dispute is about when action is fitting and who has the authority to decide that timing.

CAUSAL LIMIT

The letter cannot be isolated as the cause of a movement, policy outcome or change in public opinion. Organizing, direct action,
media coverage, repression, institutions and many actors were involved. This case supports rhetorical analysis, not a single-text
impact claim.

Source: Martin Luther King, Jr. Research and Education Institute, document and context record.

Field questions
1. Which of the clergy's terms does King contest rather than accept?

2. How does the letter make timing an ethical question?

3. Which later audiences become possible because the medium changes?

4. Where does emotion clarify a moral stake rather than replace a reason?

https://kinginstitute.stanford.edu/letter-birmingham-jail
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07 / DOCUMENTED CASE 02

The national 'truth' campaign
UNITED STATES - CAMPAIGN LAUNCHED 2000

The American Legacy Foundation launched the national youth antismoking campaign in 2000. Its counter-marketing often exposed

tobacco-industry practices and positioned youth as agents who could reject manipulation. The object of resistance was not simply a

product, but an influence system.

Farrelly and colleagues analyzed Monitoring the Future data using a pre/post quasi-experimental design. Their national sample

included approximately 50,000 students in grades 8, 10 and 12 surveyed annually from 1997 through 2002. They related differences

in advertising exposure to trends in smoking prevalence and reported an association between campaign exposure and accelerated

decline.

FRAME Smoking is recast from individual rebellion toward a response to industry influence.

EMOTION Anger, irony and disgust can focus attention; they do not themselves establish the campaign's factual claims.

AGENCY The audience is invited to see refusal as independent action rather than obedience to adult authority.

REPETITION Exposure matters in mass communication, but exposure is not equivalent to attention or agreement.

CAUSAL LIMIT

The study was not a randomized trial. The authors used statistical controls and varying media-market exposure, but unmeasured
changes could still contribute. An evaluated campaign supports a stronger effect claim than rhetorical reading alone; it still does not
prove that every ad worked, explain every mechanism or guarantee transfer to another context.

Source: Farrelly et al., American Journal of Public Health 95(3), 2005.

Field questions
1. How does counter-marketing change the identity offered to the audience?

2. Which campaign claims require independent factual support?

3. What can a quasi-experimental evaluation support that a close reading cannot?

4. What remains uncertain even after the reported association?

https://pmc.ncbi.nlm.nih.gov/articles/PMC1449196/
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08 / EVIDENCE AND MYTH

No magic words
MYTH People are either rational or

emotional.
Reason and feeling are intertwined. Emotions direct attention and register
value; neither emotion nor calmness establishes truth.

EVIDENCE Motivation and ability alter
processing.

Dual-process models predict more attention to argument quality when
people are motivated and able to think. They are not personality labels.

MYTH A credible source makes a
claim true.

Expertise is a useful cue under limited time, but it is domain-specific and
revisable. It cannot replace the evidence-to-claim bridge.

PRACTICE Good persuasion leaves
handles.

Source, interests, evidence, uncertainty and alternatives should remain
inspectable. This is an ethical design principle, not a universal effect law.

A compact argument check
Claim: What exactly should I believe or do?
Grounds: What observations or evidence are offered?
Warrant: Why do those grounds support this claim?
Qualifier: Under which conditions, and how strongly, does it hold?
Rebuttal: What credible exception or objection changes the conclusion?
Action: Who can act, and who bears the cost if the claim is wrong?

A message can pass a fact-check and remain ethically poor: it may omit a relevant baseline, hide a sponsor, manufacture urgency or

make refusal costly. It can also be emotionally vivid and ethically responsible. Analyze relationship and design, not only

sentence-level truth.
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09 / ETHICAL BOUNDARY

The five-door test
The National Communication Association's Credo for Ethical Communication emphasizes truthfulness, accuracy, honesty, reason,

free expression and responsibility. The five doors translate those commitments into a practical inspection.

01
TRUTH DOOR
Are material claims supportable, uncertainty named and corrections possible? Literal truth can mislead through omission, scale
or comparison.

02 IDENTITY DOOR
Can the audience tell who is speaking, whose interests are involved and why this message is arriving now?

03
ANSWER DOOR
Can people question the warrant, inspect evidence and encounter a credible counterview? A reply box alone does not create
answerability.

04
EXIT DOOR
Can a person delay, disagree, refuse or leave without a disproportionate penalty? Consent under dependency deserves higher
scrutiny.

05
POWER DOOR
Who can set the frame, repeat the message, collect data or impose consequences? Ethical duties rise with informational and
institutional power.

Hard case: urgency
Urgency is not automatically coercive. A fire alarm should interrupt; an evacuation instruction may appropriately narrow options. The
burden is to make urgency proportionate to the hazard, avoid manufactured scarcity, identify the speaker and restore explanation and
accountability when immediate danger passes. Never pressure is too simple; the ends justify any means is worse.

Ethical communication sometimes persuades fewer people than deception would. Ethics is not merely a technique for increasing

effectiveness; it treats another person's agency as a value rather than a conversion obstacle.
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10 / GUIDED REFLECTION

The 12-minute message autopsy
Choose a fundraising email, public notice, political speech, health poster, workplace request or your own draft. Do not begin by

guessing motives.

01 Separate observation from interpretation
Copy the exact claim, image, deadline, source label and requested action. Put your interpretation on a separate line.

02 Rebuild the argument
State claim, grounds and implied warrant. Add the strongest qualifier and rebuttal the message should acknowledge.

03 Map the room
Who can act? What constrains them? Who bears the cost of error? Name both the situation and the speaker's selection.

04 Inspect the exit
Can the audience verify, delay, refuse and recover from refusal? Notice defaults, authority, scarcity, shame and inaccessible
alternatives.

05 Make one ethical revision
Add a source, narrow an overclaim, disclose an interest, replace a false deadline, show an alternative or make refusal safer.

Reflection notes
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11 / SIX QUESTIONS

Rooms people get stuck in
Is all persuasion manipulation?
No. Manipulation is a morally charged subset often involving concealed intent, deception, exploited vulnerability or a bypass of

meaningful agency. Inspect truthfulness, answerability, power and safe refusal rather than intensity alone.

Are ethos, pathos and logos separate ingredients?
No. They are analytic distinctions, not isolated channels. A statistic can affect argument, credibility and feeling at once; audience

history shapes all three.

Does the Lens predict persuasion?
No. It is an illustrative, unvalidated teaching model. It does not measure attitude change, susceptibility or intent. Use the output to

generate questions, never to diagnose.

Are low-effort cues always irrational?
No. Relevant expertise is a sensible shortcut when time is limited. A cue becomes unreliable when unrelated to the claim, fabricated

or treated as conclusive.

Can ethical persuasion still work?
Often. Transparency can build warranted trust and qualifiers can prevent brittle overclaiming. Sometimes honesty will persuade

fewer people than deception; ethics accepts that limit.

How should I read persuasive AI content?
Ask who directed and benefits from the system, whether synthetic authorship is disclosed, which sources can be checked, what data

shaped delivery and how errors can be challenged. Fluency is not proof.

A durable habit
Do not ask only: Did it persuade me? Ask what it made visible, what it hid, what it asked you to feel and whether it left you free to
answer.
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12 / READING ROOM

Checked references
Bibliographic details and URLs below were checked online on 28 October 2026 against publisher, journal, institutional or

primary-document pages. Availability does not make every interpretation settled.

1. Aristotle. Rhetoric, interpreted in Christof Rapp, 'Aristotle's Rhetoric,' Stanford Encyclopedia of Philosophy, substantive revision 2022.
plato.stanford.edu/entries/aristotle-rhetoric/

2. Toulmin, Stephen E. The Uses of Argument. Updated ed. Cambridge University Press, 2003; first published 1958. Cambridge Core record.

3. Petty, Richard E., and John T. Cacioppo. Communication and Persuasion: Central and Peripheral Routes to Attitude Change. Springer, 1986. DOI
10.1007/978-1-4612-4964-1.
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Personality and Social Psychology 39(5), 1980, 752-766. DOI 10.1037/0022-3514.39.5.752.

5. Bitzer, Lloyd F. 'The Rhetorical Situation.' Philosophy & Rhetoric 1(1), 1968, 1-14. ERIC ED043604.

6. Vatz, Richard E. 'The Myth of the Rhetorical Situation.' Philosophy & Rhetoric 6(3), 1973, 154-161. JSTOR 40236848.

7. Consigny, Scott. 'Rhetoric and Its Situations.' Philosophy & Rhetoric 7(3), 1974, 175-186. JSTOR 40237197.

8. King, Martin Luther Jr. 'Letter from Birmingham Jail,' 16 April 1963. King Institute document and context record.

9. Farrelly, Matthew C., Kevin C. Davis, M. Lyndon Haviland, Peter Messeri and Cheryl G. Healton. 'Evidence of a Dose-Response Relationship
Between 'truth' Antismoking Ads and Youth Smoking Prevalence.' American Journal of Public Health 95(3), 2005, 425-431. DOI
10.2105/AJPH.2004.049692.

10. National Communication Association. 'Credo for Ethical Communication.' Adopted 1999; reaffirmed 2017; revised 2024. Official statements
page.

SOURCE-USE NOTE

The Lens synthesizes ideas from rhetoric, dual-process persuasion research and communication ethics. No cited scholar supplied or
validated its exact weights or categories. The two case readings distinguish close rhetorical interpretation from causal evaluation.

https://plato.stanford.edu/entries/aristotle-rhetoric/
https://www.cambridge.org/core/books/uses-of-argument/contents/F51790411BD09371D7AF5100839440EA
https://eric.ed.gov/?id=ED043604
https://www.jstor.org/stable/40236848
https://www.jstor.org/stable/40237197
https://kinginstitute.stanford.edu/letter-birmingham-jail
https://www.natcom.org/nca-resolutions-and-statements/
https://www.natcom.org/nca-resolutions-and-statements/
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FIELD LOG / KEEP THE QUESTION OPEN

What changed when you looked through the
Lens?

PERSUASION MUSEUM SAHILVERSE

persuasionmuseum.sahilwho.online
Interactive exhibit, source notes and downloadable guide.
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One mind. Infinite worlds.
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