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The print advertisement for Dunkin’ Donuts’ Smoothie incorporates Aristotle’s rhetorical triangle to effectively persuade its target audience to buy or at least consider buying this product.  Although the ad primarily uses pathos to convey its message, it also incorporates some logos and ethos as well.  Primarily the ad appeals to the audience’s sense of humour and even fear through the use of space, imagery, and text. The central image of the “monstrous” chocolate conveys the message that this snack is bad, even evil, which makes the audience laugh at the comical personification of the candy. It also appeals to our fear of succumbing to its devilish temptation. To avoid succumbing to the fear, another “healthier” option is given in the bottom right corner; this is a far less threatening comfort food, as conveyed by the more pastel colours in the product, further emphasizing pathos by appealing to our desire or appetite for taste. This contributes to the effectiveness of the ad by persuading us that the smoothie is by far the better option. The text at the bottom of the ad, outside the scope of the monstrous candy, but directly next to the smoothie, creates a sense of logos as it paints the new snack as healthier than the monster in the middle with the facts that it is made with low fat yogurt, real fruit, and vitamin C, making us feel that we should eat this snack to be healthy. This further paints the picture of Dunkin Donuts as a caring company, interested in the target audience’s health, thereby creating a sense of ethos and effectively completing the rhetorical triangle. More ethos is created by the brand name and logo on the cup, as Dunkin Donuts is a reputable company internationally., as it is the world-leading donut and coffee shop. With the completion of the rhetorical triangle, the ad effectively convinces the audience that we should indulge in a Dunkin Donuts’ Smoothie for our health and happiness. 
