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ENGL 302 Special Topics: Technical Writing and New Media 
The Rhetoric of New Media 
 

The Three Classical Proofs of Rhetoric 
The Three Proofs of Classical Rhetoric 
Logos 
Logos is the structure and “evidence” of an argument. That is, it is the logical and factual component of 
persuasion. It is also commonly referred to as “the appeal to reason.” Of course, we have begun to explore the 
limits of logos as an appeal by itself. Frames and screens limit as they allow what counts as factual and logical; 
logos cannot (and should not) persuade all by itself. More importantly, logos cannot be identified or “proven” 
separate from pathos and ethos. 
 

Pathos 
Pathos is the emotional content or force of an argument. Some refer to pathos as an appeal to the audienceʼs 
emotions, and it is thus often viewed as a less than desirable proof. However, we might come to view so called 
pathetic appeals as appeals to screens (faith, beliefs, values). As Kenneth Burkeʼs work implies, we must first 
appeal to screens for our facts to have persuasive weight. 
 

Ethos 
Ethos can be understood as the persuasive qualities inherent in the speaker or writer him or herself. 
Traditionally, ethos is defined as “credibility” or “authority.” However, this is a logocentric view of ethos; one is 
credible because one is logical and has their facts straight (one is an expert). As our discussions of logos 
would indicate, this is an incomplete view of ethos. One can be an expert or authority (on taxation) and not be 
persuasive when arguing for the importance or rightness of a cause (tax increases). We might also need to 
consider an ethos allied with pathos. Thus, ethos would not just be authority and credibility; it would be linked 
with familiarity and identification as well. That is, to be ethical, one must be seen as both credible and as 
sharing the same frame. An ethical rhetor works to adopt or acknowledge the frames of the audience. 
Additionally ethos ought to be seen not just as something the rhetor possesses, but something the rhetor is 
granted by the audience. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Summary 
All three of these will be at work in acts of persuasive. They are equal partners: they work in concert. Indeed, 
for persuasion to be honest, genuine and effective we must not privilege one to the detriment of others. Purely 
pathetic appeals that do not address the evidence of the situation run the risk of dishonesty. Ethical appeals 
that also ignore evidence risk being disingenuous, and logical appeals that ignore ethos and pathos are likely 
to be unethical and ineffective. And so on. 
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