
University of Akureyri                                               
Faculty of Humanities and Social Science 

Media Studies 
2012  

 

 

 

 

 

 

 

 

 

Advertising Alcohol: A Rhetorical Analysis 
of Light-Beer Advertisements 

 

 

 

 

 

 

 
Gísli Sveinn Gretarsson 

Final BA Thesis in the Faculty of Humanities and Social Science 

 



 

University of Akureyri                                               
Faculty of Humanities and Social Science 

Media Studies 
2012  

 

 

 

 

 

 

 

 

 

Advertising Alcohol: A Rhetorical Analysis 
of Light-Beer Advertisements 

 

 

 

 

 

 

 
Gísli Sveinn Gretarsson 

A Final BA Thesis for 180 ECTS Units in the Faculty of Humanities and Social Science 

Instructor: Dr. Giorgio Baruchello 



 

Statements 

 

I hereby declare that I am the only author of this project and that it is the result of my 
own research. 

Ég lýsi því hér með yfir að ég er einn höfundur þessa verkefnis og að það sé ágóði 
eigin rannsókna. 

 

_________________ 

Gísli Sveinn Gretarsson 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

It is hereby confirmed that this thesis fulfils requirements for a BA-degree in the 
Faculty of Humanities and Social Science. 

Það staðfestist hér með að lokaverkefni þetta fullnægir kröfum til BA prófs í hug- og 
félagsvísindadeild. 

 

 

____________________ 

Giorgio Baruchello 



  ii 

Útdráttur 
Auglýsingar berast okkur úr öllum áttum. Sumar þeirra eru dulbúnar sem 

fréttir eða umfjallanir í fréttamiðlum og tímaritum en aðrar not beina aðferð. Allar 

auglýsingar eiga það sameiginlegt að sannfæra áhorfandann um að kaupa ákveðna 

vöru eða þjónustu. Þó að við tengjum auglýsingar við nútímasamfélag nota þær 

aðferðir til sannfæringar sem ekki eru nýjar af nálinni, mælskufræði. Mælskufræðin er 

meira en 2000 ára gömul og var notuð í öllum samræðum sem snerust um að sannfæra 

fólk. 

Auglýsendur þurfa að fara að lögum þegar kemur að því að auglýsa vörur. 

Auglýsingar geta nefnilega skaðað. Sem dæmi má nefna að börn og unglingar þykja 

mjög áhrifagjörn á mótunarárunum svo aðgát skal höfð. Einnig er óheimilt að auglýsa 

vörur sem gætu skaðað notendur þess á einhvern hátt. Þar af leiðandi er óheimilt að 

auglýsa áfengi og tóbak, einnig vegna lýðheilsu sjónarmiða. Auglýsingar fyrir léttöl 

eru þó mjög algengar en erfitt þykir oft að sjá hvort verið sé að auglýsa léttöl eða 

áfengan bjór. Í þessari ritgerð verða valdar léttöls auglýsingar greindar eftir aðferðum 

mælskufræðarinnar. 
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Abstract 

Advertisements are brought to us from every direction. Some of them are 

disguised as news or reviews in news-outlets or in magazines, but others use the direct 

approach. What all advertisements have in common is that they try to persuade the 

viewer to buy a certain product or service. Although we might connect advertisements 

to modern society they use methods of persuasion known to man for thousands of 

years, rhetoric. Rhetoric is more than 2000 years old and was used in discourses to 

convince or persuede people. 

Advertisers must obey the law when advertising products. Some advertisements can 

cause harm. As an example, children and teenagers can be quite impressionable in 

their young age so it’s good to be careful. It’s also forbidden to advertise products that 

could harm the costumer in any way. Therefore it’s illegal to advertise alcohol and 

tobacco in Iceland, also it’s thougt to be good for public health to keep those ads 

away. Advertisements for light beer are quite common and it’s hard to determine if 

the ad is for light beer or alcoholic beer. This thesis will analyze some light beer 

advertisements rhetorically. 
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Introduction 
Advertisements have a great influence on our lives. Everywhere we go we are told 

what to eat, what to wear, how to look, and so on. Be it by billboards, newspapers, the 

radio, television, on the internet, it’s everywhere. In order for goods to be sold on a 

competitive market they need to be advertised. Companies must find a way to make 

their product more feasible than their competitors’ product. 

Whether they know it or not, makers of advertisements are masters of using rhetoric 

in their work (Corbett, E.P.J., Connors, R.J. p.2, 1999). Ads use discourses to 

persuade people to buy their products just like a politician would use his speech to 

persuade people to vote for him or a travelling salesman using his speech skills to sell 

products. 

In Iceland, advertising alcohol is illegal. Furthermore, consumption of alcohol is 

illegal in any way when promoting a product. The law lists several things that are 

considered advertising and among those are use of replicas of alcoholic commodities 

(Reglugerð um bann við áfengisauglýsingum nr. 062/1989).  It is however legal to 

advertise light alcohol. A beverage is considered alcoholic if the percentage of alcohol 

exceeds 2,25%.  (Áfengislög nr. 75/1998). Therefore it’s legal to advertise beverages 

under that percentage. So if a beer is 4,5% alcohol it is illegal to advertise it, but if 

that brand of beer has a non-alcoholic counterpart labeled “Léttöl” (e. light beer) that 

product can be advertised, as long as the word “Léttöl” is visible. 

Advertising light beer has been growing steadily in the last few years in newspapers 

and magazines (Birgir Guðmundsson, 2005). The work behind making advertisements 

and buying time-slots for airing them is expensive. Sales of light beer do not cover the 

costs of the advertisments, sales of beer seem to finance these advertisements (Stefán 

Hrafn Jónsson, n.d.). 

So are the advertisers marketing the alcoholic counterpart but disguising it as ads for 

light beer? And do they use rhetoric when making advertisements? This thesis will 

answer these questions.  
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1. Method 
To answer this question this essay will analyze selected advertisements rhetorically 

and see to whom they appeal. The persuasive appeals will be explained in every ad, 

pathos, logos and ethos. Tropes will also be explained where applicable. The ads 

analyzed will be well known ads from two of the biggest breweries in Iceland: 

Ölgerðin and Vífilfell. The ads are all intended for television and are still shown today 

and are also accessible on the internet. 

2. Rhetoric 
Rhetoric is thought to be as old as culture itself. As long as there has been 

communication, there has been rhetoric. Speeches and persuasive acts can be found in 

great works such as The Iliad, The Odyssey, Beowulf and The Epic of Gilgamesh. 

These works of literature were passed on orally for generations before they were 

written down which shows that rhetoric did exist in some form long before the written 

word (Root, Robert. L. 1987).  

Aristotle described rhetoric as a device to discover means of persuasion in a particular 

case (Root, R.L.). The meaning of the word persuasion in greek is “to believe” which 

shows that when Aristotle used means of persuasion in his definition of rhetoric he 

was not only talking about the common understanding of the word. He meant that 

rhetoric could be used to inform as well (Corbett, E.P.J.). In other words, persuasion 

was means to make someone believe or accept one’s truth. Plato criticized Aristotle 

for teaching rhetoric in two of his dialogues, the Gorgias and the Phaedrus. He 

thought that Aristotle was teaching young people rhetoric as a device to deceive an 

audience with empty claims (Root, R.L.). That is to say that an orator could have a 

hopeless case, or an agenda, but if his knowledge in the art of rhetoric was good he 

could manipulate his audience to do his bidding. A speaker would be able to make 

people believe his succesful speech even though his truth was wrong. 

Plato found dialectic to be preferable, examining an object to find out the truth behind 

it via discussion. Whereas he thought of rhetoric as the work of one man stating his 

own truth and persuading people to accept that truth. Aristotle gave him an answer 

that rhetoric was the counterpoint of dialectic (Root, R.L.). Rhetoric has been said to 

be superficial and deal only with style and appearance instead of content. The qoute 

“mere rhetoric” has been uttered when people refer to someone’s argument as being 
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deceptive (Burton, G. n.d.). But what is said is just as important as how it’s said. 

Content and form are two different things but they work together. Thought can not be 

explained without words for example, therefore how one articulates is just as 

important as the idea itself. Aristotle came up with the idea of differences between 

logos and lexis. Logos refers to logical content of a speech and lexis refers to the style 

and delivery. Logos is therefore what is said and lexis how it’s said. Rhetoricians 

divided form from content not to put one above the other but to show how important 

they are at working together.  

Although people might disagree on how to describe rhetoric most can probably agree 

that when broken down to a simple explanation, rhetoric is the art of persuading. 

2.1. Three kinds of speeches 
Aristotle confined rhetoric to three kinds of speeches. Deliberative or 

legislative, forensic or judicial and epideictic or ceremonial (Root, R.L.). It’s known 

today that these categories do not represent all discourse but are still applicable today 

(Burton, G.).  

Deliberative oratory concerns legislative matters, whether a new law is good for the 

people. Does it provide any advantages for the society? Its subject are things in the 

future, the discourse revolves around finding the advantageous path for times to come 

(Burton, G.). In Aristotle’s time this kind of speech was used by politicians when 

deciding whether to go to war, to enter an alliance or build a bridge for an example 

(Corbett, E.P.J.). A politician trying to persuade people to vote for new tax-laws uses 

this discourse for an example. He will try to convince the audience that it’s for their 

advantage in the future to vote for those laws.  

As for forensic or judicial oratory, it was mainly used in the courtroom. A speaker 

making use of this discourse was either accusing or defending someone. He did that 

by making arguments about events that had already happened in the past. (Burton, G.) 

A lawyer pleading a case for his client would use judicial oratory. He would go over 

what has happened in the past for his case. Judicial oratory is not only confined in the 

courtroom but also used when someone tries to defend his actions or when someone 

condemnes someone else’s actions (Corbett, E.P.J.). The speaker tries to appeal to his 

audience and get them to accept and understand his actions or condemn someone’s 

actions. 
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As deliberative refers to the future and judicial about the past, the epideictic is about 

the present. Also known as ceremonial, an epideictic oratory is used to praise or 

blame current events and can often be heard at funerals (Burton, G.). The goal of this 

kind of oratory is not necessarily to persuade the audience. It’s used to inspire or 

please them (Corbett, E.P.J.). Celebratory speeches such as those on national holidays 

are a good example of those kind of speeches. 

 

2.2. The Five Canons 
Rhetoric is broken down into five categories. These categories, or canons, are called 

invention, arrangement, style, memory and delivery. They serve as a template for the 

criticism of discourse and as a pattern for rhetorical education (Burton, G.). 

2.2.1. Invention – Invention is the system of finding what to say, to find something 

that supports your argument. The greek term is inventio, meaning “to find.” An orator, 

or speaker, had two options in finding arguments that Aristotle pointed out; non-

artistic and artiscic. By non-artistic Aristotle meant that the speaker could find his 

arguments in books and contracts. Speakers did not need to invent the facts that 

supported their case but they needed to know where to look and they must know that 

they existed. For example when a politician is convincing people to vote for a new 

law he or she will have to find their argument and know that it exists. But in that same 

speech the politician would probably use artistic proof. It’s artistic because it falls 

under the art of rhetoric. The speaker will try to appeal to his listeners rationally 

(logos), ethically (ethos) and emotionally (pathos).  

2.2.1.1.  Logos – When appealing to the rational side a speaker will draw 

conclusions based on deductive or inductive assumptions. An example of 

deductive reasoning is the syllogism or enthymeme. Meaning if a and b are 

true then c must be true (Corbett, E.P.J.). Example: Men cannot fly; I am a 

man; I cannot fly. Inductive reasoning comes from generalizations in 

observation (Corbett, E.P.J.). Example: Every bird I’ve seen has feathers; All 

birds must have feathers. Aristotle found logos to be the most reliable because 

rational reasoning is closest to the truth (Root, R.L.).  
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2.2.1.2.  Pathos – People do not react solely on a rational level due to their 

passions and emotions. That’s why there’s also the emotional appeal, pathos. 

A speaker must know what emotions are and how to trigger them. Knowing 

how to do that, one can persuade people to take action through their emotions 

(Corbett, E.P.J.). The speaker must know his audience to effectively appeal to 

their emotions (Root, R.L.). A speaker might for example percieve the 

audience as an angry mob and try to stir up their anger when in fact everyone 

in the audience is calm. With that approach the speaker completely 

misunderstands the situation and wrecks his chance of appealing to their 

peaceful feelings. 

2.2.1.3. Ethos – The ethical appeal revolves around the image of the speaker 

(Corbett, E.P.J.). The speaker must be convincing in front of his audience and 

he must seem like he knows what he’s talking about. Aristotle implied that the 

speech itself should grant the speaker enough ethical appeal but he also argued 

that the speaker’s character in general had an effect (Root, R.L.). That is to say 

that the public view of the person has a great effect. An extreme example 

could be a morbidly obese man talking to children about diet. Surely his state 

implies that he does not know how to live a healthy lifestyle. His speech 

would not be taken seriously as his ethical appeal would be none whereas 

someone in good shape and healthy would garner much more attention and 

would successfully appeal ethically. 

2.2.1.4. Topics – To help speakers to find material to appeal to logos, pathos 

and ethos rhetoricians used topics (Corbett, E.P.J.). Topics serve as a template 

and are divided in two groups. The first group is common topics which could 

help on a general level. The latter group is special topics. Those topics were 

bound to the three kinds of speeches; Judicial, deliberative and ceremonial. 

(Burton, G.). The special topics are each divided into two groups that 

represent opposites and help speakers find way to appeal to either logos, ethos 

or pathos. 

2.2.1.4.1.  Judicial – Judicial topics can be divided into two groups; 

justice (right) and injustice (wrong) (Burton, G.). 
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2.2.1.4.2.  Deliberative – Deliberative topics are separated in two 

groups that both are separated in two parts as well. Those groups are 

The Good/The Unworthy and The Advantageous/The Disadvantageous 

(Burton, G.) 

2.2.1.4.3.  Ceremonial – Ceremonial topics are divided in virtue (the 

noble) and vice (the base). Generally accepted ideas of what is either 

considered virtuous or vicious can be found in these special topics 

(Burton, G.). 

2.2.2.  Disposition – This canon refers to the arrangement of the discourse. When 

what is to be said has been found one must arrange it in order for the desired effect 

(Corbett, E.P.J.). Classical oration is arranged in six steps: Introduction, statement of 

facts, division, proof, refutation and conclusion. The introduction employs ethical 

appeals. Statement of facts, division, proof and refutiation ues rational appeal and the 

conclusion uses emotional appeals (Burton, G.) 

2.2.3. Style – Style, or elocutio, is about how things are said rather than what is said. 

Style helps to put ideas into words. Under style you can put tropes. Tropes are figures 

of speech. Silva Rhetoricæ describes tropes as “an artful deviation from the ordinary 

or principal signification of a word.” Elements of pathos and ethos can be found in 

style. The tropes act through the emotions of the audience and they also serve to grant 

the speaker authority (Burton, G. No date). 

2.2.4.  Memory – Speakers had to memorize their arguments and speeches. It is 

considered outdated today since the written word. To practice memory speakers were 

tought to memorize their speeches through repetetive practice (Corbett, E.P.J.). 

2.2.5. Delivery – After the invention of printing more focus was put on the written 

word so memory and delivery were neglected. Delivery revolves around how one acts 

through his speech, the pitch of his voice, contact with the audience, pauses and 

emphasis for example. The management of voice and gestures is called actio (Corbett, 

E.P.J.). 

All of these canons work together. One could for example have a great speech with 

wonderful phrasing, perfect arrangement and great rational, emotional and ethical 
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appeals. The speaker might not be able to deliver it sufficiently and great speeches 

will become awful if not delivered correctly. 

Since this thesis will analyze advertisements intended for television it will only dwell 

on the subjects of invention, style and disposition. 

2.3. The Communication Triangle 
The communication triangle is a helpful tool to understand the componements of 

rhetorical act (Corbett, E.P.J.). It can be applied to a number of fields in rhetoric. The 

triangle itself is the signal and it’s corners are the reality, encoder and decoder. For a 

speech the signal would be the text or language, reality would be the subject of the 

speech, encoder the speaker and decoder the audience. As for advertisements the 

signal itself is the advertisement, the reality the product being advertised, the encoder 

is the advertiser and decoder the consumer or viewer. The corners on the triangle can 

also represent Aristotle’s three kinds of persuasive discourse (Root, R.L.). The signal 

being logos, encoder as ethos and decoder as pathos. 

In advertisements the least obvious part of the triangle is the speaker/writer. The one 

who addresses the audience is often a fabricated character made to speak on behalf of 

the company advertising its product. It’s a mascot created by an ad agency to 

represent the product or service being advertised (Corbett, E.P.J.). As for ethos it’s 

not a person with a given reputation, unless for instance a well-known person plays 

the character or if the ad has a narrator or a direct speaker of some sort. This is a 

bigger problem in print-ads than televised. As the reader reads the advertisements it’s 

difficult to know who’s writing. Advertisements for television do exist in many forms 

though; they can be short sketches that have nothing to do with the qualities of the 

product for instance. Those ads rely heavily on emotional appeals and the viewer. 

They try to associate well-being or certain feelings with the product. Other ads have a 

simple narration under clips of the product. These ads are the ones that use most of 

the triangle equally. They have a speaker (ethos) who tries to appeal to the emotional 

side of the viewer (pathos) whilst explaining the properties of the product (logos). 

2.4. Rhetoric today 
Everybody uses rhetoric in some type or form every day. A parent disciplining his or 

her child, a friend asking for help from another friend, teachers explaining subjects to 

students, every single salesperson’s job revolves around persuading other people to 
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buy a product and many more. And just as everybody uses rhetoric so is everybody 

exposed to it in any given community. Advertisements are the best example of 

rhetoric today (Corbett, E.P.J.). They are everywhere and they all share one thing in 

common, to persuade the viewer/reader/listener. That persuasion can be about buying 

a certain product or service, joining a club, public awareness, charity and more. The 

ad itself is a message that has a subject, encoder and a decoder.  

3. The Analysis 
Four ads will be analyzed rhetorically. They are: Víking Gylltur – Góðar stundir 

made by Pipar/TBWA for Vífilfell and released in 2008 (Englarnir, 2008.), Egils Gull 

– Vel þess virði made by Fíton for Ölgerðin and released in 2009 (OlgerdinES, 2010), 

Egils Gull – Besti bjór í heimi made by Fíton for Ölgerðin and released in 2011 

(OlgerdinES, 2011) and Thule – The Golden Circle made by Pipar/TBWA for 

Vífilfell and released in 2009 (Englarnir, 2009).  

Each ad will be summarized, explained and analyzed rhetorically in following 

chapters.  

 

3.1. Víking gylltur – Góðar stundir. 
In an advertisement for Víking gylltur a number of people can be seen 

celebrating through various different scenes. What these scenes all have in common is 

beer. There is no narration in this ad. It relies heavily on emotional appeals made 

through acting and visual elements as well as the soundtrack. 

The first scene starts with two glasses of beer clinging together, as they back away out 

of frame like a curtain being drawn back the viewer sees men in a bar. They are 

celebrating a win in a sports event with friends. One of them is still sweaty in his 

outfit and his duffelbag is on the counter. According to his outfit he was playing 

tennis or a similar sport. A friend of his gathers people around him to pose for a 

picture. Everybody is drinking Víking gylltur. The viewer feels a deep sense of 

accomplishment in this short clip, an emotional appeal. The sound of the glasses 

clinging together might as well awaken some feelings of well-being because the 

viewer associates that sound with celebration and generally having a good time. 
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The second scene starts with three bottles of beer clinging together. As the bottles 

disappear from view a man can be seen walking into a room in his office, looking sad 

and holding a paper, indicating that he has some bad news for his co-workers. It looks 

as if he’s coming out of a meeting and everyone is waiting to hear the results of that 

meeting. He suddenly gives a gesture that everything is alright and everybody raises 

their glass and celebrate. He then reaches for a bottle of beer himself. An emotional 

appeal to relief can be seen as the man gestures that everything went fine. And since 

everything went fine his co-workers can celebrate and drink beer, strengthening the 

association of “all is well” and celebrating with beer. This scene is aimed at people 

who know what it is to work in a stressful environment where the fate of many hang 

on the decisions of few. It’s not just centered at a stressful workplace though, 

everyone can relate to the relief the people show. It’s aimed at anyone who has been 

awaiting news or an outcome. When the news come that everything went well why 

not celebrate with Víking Gylltur? That’s what this scene asks. Its deductive 

reasoning is such: 

 Good news give reason to celebrate. 

 Celebration needs beer. 

 Have some Víking Gylltur. 

A young couple is seen in the third scene taking a break from moving into a new 

apartment by drinking beer, obviously starting a new chapter in their life. Cardboard 

boxes lie all around and furniture are here and there over the place. The scene opens 

with a shot of two cans of beer clinging together and ends with a sofa being carried 

away. Older audiences might feel a bit nostalgic about those times they started their 

families, especially because the sofa seen in the end looks like it’s a furninture from 

the 60’s. They remember those times of being young and in love and apply those 

feelings to the beer. Younger viewers around the age of the couple are also hit by an 

emotional appeal. They are either experiencing the same exciting times in their lifes 

or are about to. The setting is of a couple moving in an apartment and starting their 

lives as adults but this short clip appeals to everyone that is or has ever been in love. 

That’s a very strong emotional appeal. The young couple are also making a huge 

commitment to each other which appeals emotionally to those committed in their 

relationships. If this scene is looked at as it is the deductive reasoning is like this: 
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 Moving is hard and requires pauses. 

 Rewarding pauses require beer. 

Have some Víking Gylltur. 

From this reasoning we can see that the product is being presented as an award for 

hard work. A relaxing product that rewards the consumer.  

The fourth scene starts with a view of a tub full of ice and beer, canned and bottled. 

The camera zooms out and shows a family garden party in the summer time with a 

live band and activities for the kids. A man picks up a bottle and opens it, then gives 

to a woman.  

The fifth scene is a short clip from a costume party. A beautiful waitress with a 

masquerade mask offers a beer to a man in a chicken suit. In this party there are no 

kids, only adults. The lighting is dim and it’s set in a club. This party is for adults only 

and associates the beer with partying and going out. It appeals emotionally to people 

who want excitement and who want to party. Since there are no children in the party 

the people there are either childless party people or people having a night out from 

their kids. It’s quite silly as well with the costumes. The appeal to the rational is such: 

 Are you going to a party? 

 Parties have beer. 

 Have some Víking Gylltur. 

Or: 

 Going to a party is fun. 

 Parties with beer are fun. 

 Have some Víking Gylltur. 

The final scene is of a young average-looking man in his apartment, enjoying a 

beautiful view whilst drinking beer. The camera then pans to a beer bottle and a glass 

filled with beer with the caption “Góðar stundir” (e. Good times) appearing. The 

viewer can also see the word “Léttöl” (e. non-alcoholic beer) in the lower left corner 
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during the last seconds. The man looks happy and satisfied. His expression 

summarizes the ad, all the celebrations and daily-life victories are over and a new day 

is about to begin. The conclusion is saying that this is not the end; this will all happen 

again and again. The viewer feels hope and is glad to have been a part of this never-

ending adventure. He sees himself and his friends and family in the actors and can 

relate to almost every scene. Therefore he feels that these scenes could actually be 

scenes from his own life and they will appear again and again. 

There is no spoken dialouge in the advert, only feel-good, easy listening music. Most 

of the actors are average looking people in their twenties or thirties and every single 

one of them is celebrating a small, daily-life victory. For instance, the man in the first 

scene obviously didn’t win a major tournament, but a small one against his peers. 

These situations can all be recognized by the viewer, by the targeted audience, as 

something plausible or familiar in their lifetime. They, too, can easily achieve these 

goals and celebrate with beer. Even though the advertised product is light beer 

everybody seen drinking it is above the legal drinking age. The kids in the fourth 

scene are playing, but the adults are drinking.  

What the advert is saying is that it’s great to drink beer while celebrating or relaxing 

after a hard days work. That beer could be Víking gylltur. As deductive reasoning 

goes this fits perfectly. 

The syllogism for the whole ad is along these lines: 

It’s good to have a beer whilst celebrating. 

You can easily find something to celebrate. 

We can sell you beer to perfect the celebration. 

The beer itself is not an object to celebrate. It’s an object to make the celebration 

perfect. You do what you’re capable of doing and Víking Gylltur will reward you. 

Seek your goals you set yourself and accomplish them. In a way that can be seen as 

an inductive reasoning as well. A) Everyone the viewer sees celebrating has a beer, B) 

everyone that celebrates must drink beer. Seeing someone celebrate also means that 

they’re celebrating something, which means that they’re good at something, they’re 

winners. Making that connection that those who celebrate are also winners gives the 
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idea that winners drink beer, and especially this kind of beer. These people have in a 

way earned their right to drink.  

Every television commercial has elements of ethos, pathos and logos, but they 

come in various forms. How much the advertiser relies on each element is dependent 

on the message he wishes to make (Root, R.L.). There is no single spokesperson in 

this ad. Therefore the pathos is much more prominent than the ethos. Pathos is always 

more visible in television ads than logos. The ad tries to make the viewer identify the 

product in connection with a social good. (Root, R.L.). The ad relies heavily on the 

feelings of the viewer. The actors are all having a wonderful time in different 

situations that are easily relatable and easily achievable. The music playing in the 

background completely closes the deal. Feel-good and warm music. But to whom is 

the ad speaking?  

For light beer the audience could be anyone but that’s not what’s going on. The 

people that are affected by this ad and can relate to it are young adults above the 

drinking age. The ad appeals to couples starting their life together or parents in a 

family party. Those who treasure family and friends so all in all the ad appeals to 

adults. 

 

3.2. Egils Gull – Vel þess virði 
This ad differs from others as it’s a styling of a movie genre, a heist film. It 

starts with a car stopping in an underground car park. The car is filled with well 

dressed men. The viewer then sees one of the passenger holding a piece of paper with 

a lock combination written on it and blueprints of a building, indicating that they’re 

about to to break into a vault of some kind. A security guard can be seen briefly as he 

sits in front of several TV-screens monitoring the building. A woman approaches him 

to distract him whilst the robbers break into the building. They can be seen on the TV-

screens behind the security guard. They open the vault and fill duffel bags with the 

loot; the loot being cans of Egils Gull. The security guard notices something in the 

corner of his eye and turns to look at the TV-screens but the woman is quick to grab 

him and starts to seduce him. The viewer is given the idea that he’s a lonely middle-

aged man and easily distracted by a beautiful woman. He sits all night alone in this 
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lobby watching those screens. The robbers fill the trunk of the car with what they 

stole and drive off.  

A can of beer is opened and poured into a glass, the robbers sit in a warehouse and 

drink. As they start their celebration the woman walks in with a suggestive expression 

on her face and joins them. The last shot is of a glass full of beer. The caption 

“Margverðlaunaður” (e. Award-winning) appears as well as award badges the beer 

has won. In the end a narrator says: “Egils Gull, fersk upplifun.” (e. Egils Gold – 

fresh experience). The name of the ad translates as Egils Gold – Worth it. That being 

said the ad is stating that it’s worth it to risk life and limbs to obtain the product. 

The background music can be classified as a slow 70’s funk music for the first half 

but starts to get really exciting and fast as soon as they open the vault. The editing is 

also different from other ads. The screen is cut to several frames, often with three 

vantage points at once. These two elements, the soundtrack and the editing, give the 

viewer the feeling that he’s watching a heist film. 

Professional criminals know what they’re doing when it comes to robbing. It’s not to 

say that the ad promotes such behaviour. It’s more along the lines of those who know 

what they’re doing have great taste. They are characters that the viewer roots for and 

they appeal to male audiences as men who get what they want. 

The pathos appears as men getting what they want. This appeals to people who want 

to let their dreams come true on their own accord. The ad awakens feelings in the 

viewer of excitement and adventure. Egils Gull seems like a dangerous version of 

beer in this particular ad that appeals to males. 

Egils Gull has been awarded several times according to this ad and is therefore a 

desireable option. The men take a huge risk to obtain it, seeing as it’s popular. They 

are even ready to break the law to achieve their goals. The rational appeal appears 

here as if you want the best you better be willing to try hard. It’s quite logical to 

understand that in order to get the best one must work hard for it. The ad would not 

work if it told it’s viewers to steal the product. They are trying to persuade people to 

buy it. The robbers are in fact trying to obtain an object because it is in high demand 

and are therefore willing to put an extra effort in it. Deductive reasoning would be 

like this:  
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 People are willing to give more effort to obtain valuable objects. 

 Egils gull is valuable (due to the awards). 

 You should give more effort to obtain Egils Gull. 

There are two ways to interpret that enthymeme. On one hand this can mean that the 

ad is making it clear that costumers should be willing to pay a little extra for an 

awarded beer, thus working hard to get more to pay for it. On the other hand that the 

viewer should use any means necessary to obtain Egils Gull, even by breaking the 

law. 

The beer is metaphorically portrayed as gold (it’s name, “Gull,” translates to “Gold”) 

both because of it’s name and also because of the awards it has gotten. The awards 

give it more value. Amongst other beers the viewer is led to believe that this is the 

most valuable one, seeing as it’s an award-winning beverage. Just like gold amongst 

other metals. The beer is locked up in a big vault in a building with a security guard. 

Most viewers connect this setting to films and have learned that the vault is full of 

valuable stuff, money, gold or diamonds. 

The ad shows men who take control and get what they want. They’re cool and don’t 

obey any rules. If they want beer they’ll get it. They’ll even break the law if they have 

to, risking jail-time and even their lives. It’s a man’s dream, so to speak. 

Impressionable young males are especially in danger of being affected by this ad. The 

ad imitates a film genre popular amongst young males. A recent sudy shows that 

adolescent males are more likely to imitate drinking they see in films (Koordeman, 

R., Kuntsche, E., Anschutz, D. J., van Baaren, R. B., Engels, R. C. M. E. 2011).  

There is another way this ad appeals young males and that is through the woman. 

They have learned in movies the good guy gets the girl. In the end, as the woman gets 

to the warehouse and finds the men drinking, she and one of the men exchange looks 

that suggests that something between them is going to happen. By cleverly stealing 

the gold he gets the girl, just like every main character gets the girl in the end. 

Deductive reasoning would go like this: A) All main characters get the girl. B) He is 

the main character (by stealing the “gold”) and gets the girl. By telling the viewer to 

become the main character, or hinting at it, the ad is telling the viewer to obtain some 

beer. Deductive reasoning goes like this: 
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 The main character gets the girl. 

 Become the main character (By stealing the gold). 

 Get the girl. 

In this scenario he steals the beer but if we look at what the ad is actually saying it’s 

get yourself this brand of beer no matter what because a lot of people want it. It’s the 

most popular brand and demand is high. The main character went through a lot to get 

it and not only got the beer but also the girl. If you (the viewer) find ways to obtain 

this beer you’ll get the girl as well. This is of course light-beer being advertised here 

so young males are cabable of going to the nearest shop and buying it. By making the 

beer so unobtainable the advertisers might be suggesting that the viewer should try to 

get a version of it that they can’t buy. For underage viewers that would be actual 

alcoholic beer.  

 

3.3. Egils Gull – Besti bjór í heimi  
In another advertisment for “Egils Gull” made by Fíton for Ölgerðin in 2011 called 

Egils Gull: Besti bjór í heimi (e. Egils Gold – The Best Bees in the World) the viewer 

sees beer being poured into a glass in slow-motion. It starts with a shot of a bottle 

being opened with amplified sounds of the bottle opener touching the cap and a 

distinctive sound of air escaping from a carbonated drink. As it starts to pour the 

narration starts. The narrator speaks in the background and describes why this is the 

world’s best standard lager. 

“Með þolinmæðina að vopni, og þrjóskuna. Með því að slá aldrei af 

kröfum og með því að einbeita sér öllum stundum að settu marki er 

hægt að ná ansi langt. Þá getur maður til dæmis orðið bestur í heimi og 

staðið við það. Egils Gull, okkar bjór.” 

Loosely translated to english: 

“With patience as a weapon, and stubborness. By never backing down 

from demands and by focusing all the time on the goal one can get 

pretty far. One can for instance become the best in the world and stand 

by it. Egils Gull, our beer.” 
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Vocal music can be heard in the background resembling monks chanting, giving the 

beer a more authentic and noble look. The soundtrack can also be classified as 

traditional Icelandic music. Montages of beer pouring from the bottle to a glass can be 

seen as it flows almost like a river. Swirling in the glass like water in a river bounces 

of cliffs. This is a reference to nature. If the soundtrack is considered traditional 

Icelandic music and plays under images of beer flowing like a river the appeal to the 

clean nature of Iceland gets more prominent.  

Using patience and stubborness as weapons as is stated in the narration is a 

metaphor. A metaphor is a trope where one thing is referred to as another (Burton, 

G.). The narrator means that patience and stubborness were key factors that 

determined an outcome. Just like weapons in a fight could help one become 

victorious. Saying that those traits are weapons instead of tools perhaps begs a 

question. Does that mean that making the worlds best standard lager is a fight 

between several breweries? The answer is yes, they just won a fight, if by fight they 

meant a competition. Their weapons in that fight were patience and stubborness, just 

like swords in a battle. Portraying the beer as a waterfall and a river can be 

interpreted as a metaphor as well. It’s not said directly in the ad but the visuals imply 

it heavily as the beer is poured into the glass.  

Another trope in this ad is anaphora. An anaphora is when sentences or clauses 

begin with the same word (Burton, G.) as can be seen in this example: “By never 

backing down from demands and by focusing on the goal one can get pretty far.” 

This is clearer in the Icelandic version, the word “með” can also be found in the 

beginning but is translated to “with” there. Translating the first sentence to “By using 

patience as a weapon, and stubborness” the anaphora gets more prominent. 

The narrator in this advertisment is Hilmir Snær Guðnason, a famous and respected 

actor in his country. As the speaker he possesses a lot of ethos. Given his place as a 

respected actor and a recognizeable voice the listener believes him. Opposed to a 

voice no one recognizes. He doesn’t need to be seen or introduced. His voice is well 

known so there’s no reason to introduce him. His reputation as an outdoorsman and 

quite a natural talent appeals to both males and females. Men want to be him and 

women want to be with him. He has acted in some of the best reviewed and most 

popular films in his country as well as being a stage actor. As the narrator of this ad 
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he possesses a lot of ethos. The viewer believes him because for some part he seems 

like a man who you would want to sit down with and share a drink. But this is only 

his public persona drawn from his performances and has little to do with his own 

character. He also speaks in such manner that it seems as if he knows a lot about 

what he’s saying, giving his character more ethical appeal. He sounds serious as well 

as a little bit cheerful when narrating.  

Pride is provoked in the listener, especially in the end when the speaker says it’s “our 

beer”, using an epitrope. With an epitrope the speaker turns his speech over to the 

audience, proofing something without having to state it. Epitropes often grant 

permission (the latin name is permissio) (Burton, G.). The speaker uses epitrope to 

invite the viewer to be a part of the ride; he grants the viewer permission. This means 

that all the hard work that made this beer what it is, is passed over to the audience. 

That provokes emotions, such as pride, knowledge and determination.  

Emotions are also stirred in the visual component of this ad giving the beer nature-

like abilities. It falls like a waterfall and flows like a river. Metaphors are often 

sensory and can affect the emotions of the audience (Burton, G.). The viewer is 

proud of his country and celebrates when anyone or anything gets rewarded in a 

national competition. The makers of the ad know that the viewer is proud of his 

country and it’s nature and by giving the product similar abilities as the nature, 

therefore his country, they make the viewer proud of his beer. It’s not just the beer 

that won the competition, it’s the whole nation. Gull was a representative for Iceland 

in this competition and won. Therefore the whole nation actually won. 

It’s quite logical how they got that prize. The speaker lists several reasons. By using 

those methods he mentions one can get far and even become the best in the world. 

There’s some epexegesis found in that last line: “One can for instance become the 

best in the world and stand by it.” The speaker is summarizing what he’s said before 

and showing what it leads to. It’s a form of deductive reasoning but he never really 

states it as a fact that if you follow these steps you’ll become the best, but there’s a 

possibility.  

He speaks about how Egils achieved that status of making the best standard lager in 

the world and then invites the viewer to be a part of it; Our beer. The viewer is told 

that he too is a part of that process of making an award winning beer. All that hard 
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work wasn’t just to make beer for the viewer, they were capable of making that beer 

because the viewer helped. This is a good example of showing how different 

methods of appeal work together. In the case listed here, logos (summarizing how 

they made the best beer) and pathos (making the viewers proud of it and inviting 

them to be a part of it).  

This little speech that the narrator reads is an epideictic speech. It doesn’t try to 

persuade the viewer to buy the product directly. It doesn’t say that if you’re thirsty 

you should try this beer or in order to celebrate you should have a drink amongst 

friends. It celebrates the prize the beer got and gives reasons to how they got that 

prize. This brings the audience together as one and fills them with pride and 

accomplishment that they associate with the beer. It’s a small celebratory speech that 

says: “Job well done.” That involves persuasion though. This beer becomes a symbol 

of unity between the viewers and they are more likely to support this one instead of a 

beer from a competing company. It’s in some way like a speech made by a national 

leader boosting morale into his people. A speech made to unite people under one 

flag. The affected audience will see themselves as part of a whole, part of a nation, 

and will not deviate from that group. The speech states how and why “we” are the 

greatest and tells the listener that he or she is also a part of it. In fact the listener is 

partly to thank for how good things are. In this ad the beer is the nation and other 

brands are other nations. 

 

3.4. Thule – The Golden Circle 
This advertisment is part of a series where a Norwegian couple try to travel 

around Iceland with an incompetent tour-guide. In this particular one the tour-guide is 

supposed to take the couple to see Gullfoss, Geysir and the Golden Circle, big tourist 

attractions. But they never go.  

They sit inside an apartment that looks like it belongs to an elderly woman 

considering the furniture and decorations. This indicates that the guide, a man in his 

40’s or 50’s, still lives with his mother. He is seen as a care-free, laid-back individual, 

a little dim-witted man who apparently never grew up. He has long black hair and a 

beard and sits in a chair. He’s wearing a Deep Purple T-shirt under his flannel shirt. 

He’s also wearing jeans and a belt and on the belt there’s a big belt buckle. Not 
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something a typical tour guide would wear. His appearance underlines how far from 

being a competend tour-guide he really is. His outward appearance looks more like 

he’s a seventeen year old boy rather than a forty- something man. 

The couple, a middle-aged man and woman, sit on a sofa opposite the guide wearing 

traditional Norwegian wool sweaters and looking very awkward. Everyone is drinking 

Thule. The man asks the guide if they’ll see the Golden Circle tomorrow. The guide 

tells them he can show it to them right now and slams his bottle on the top of the 

man’s bottle, making the beer foam out. The guide points to the foaming beer and 

says: “Geysir.” He then pours his beer in a glass and says: “Gullfoss” (e. Golden 

waterfall). He then lifts his glass and points to a circle of beer that had formed around 

his glass and says: “The Golden Circle.”  

The advertisement ends with an elderly woman in a rocking chair taking a sip of 

Thule under a heavy guitar riff. She’s wearing the national costume. The Thule logo 

appears on the right with the slogan “How do you like Thule?” around it. That’s a 

play on a popular phrase often uttered to foreigners Iceland which goes: “How do you 

like Iceland?” This phrase is considered quite thoughtless and unimaginative. You 

might say it’s an inside joke amongst Icelanders. 

There is no certain speaker in this advertisement talking about the quality of the 

product. There’s no character trying to persuede the viewer. What the viewer sees is a 

funny sketch tied together with light beer. The tour guide can sort of be seen as a 

speaker, but he is more like a mascot for the company.  

The viewer knows that the tourists are Norwegian because of their outfit and also 

because of their thick accents. They are wearing traditional Norwegian wool sweaters 

and their english is thick with Norwegian accent. Just like the tour-guide, but he 

speaks english with a thick Icelandic accent. 

The Golden Circle is a big tourist attraction and refers to a path were you can see 

Gullfoss, Geysir and Þingvellir. Calling it the Golden Circle is common and not 

bound to this ad alone. This is a metalepsis, a trope where the speaker references 

something as another thing that’s remotely related to it (Burton, G.). The path, or 

circle, is of course not golden but it’s called the golden circle because it let’s anyone 

who travels it see beautiful natural wonders and landscapes. Just as gold is very 
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beautiful amongst other minerals, so are these tourist attractions beautiful amongst 

other natural wonders. The term golden is a metaphor in this sense. Referring the 

foaming beer to Geysir, the pouring beer to Gullfoss and the spilled beer as the 

Golden Circle are also metaphors. A geyser, an erupting spring, will erupt from the 

earth gushing hot water in the air. A similar thing happens when the bottle is slammed 

and the foam erupts, just like a geyser would erupt from the ground. Gullfoss is a 

waterfall and translates to english as Golden Waterfall. The name of the waterfall is a 

metaphor and so is the use of that word in the ad. As the tour-guide pours the beer 

into the glass he calls it Gullfoss. It flows like a waterfall and the metaphor works on 

another level because of its colour. The beer is yellow and very similar to gold. 

The question at the end of the ad asks: “How do you like Thule?” The ad/speaker 

doesn’t want an answer from the viewer. It knows that only those who have tried it 

can answer. This is an erotema, more commonly known as a rhetorical question. An 

erotema is used to make a point strongly by asking it as a question. It makes an 

emotional appeal and can express wonder and indignation for an example (Burton, 

G.). It also works because it’s a variation or a spoof of the phrase “How do you like 

Iceland?” The Thule logo has a picture of Iceland in it as well. 

The rational appeal in this advertisement is simple as shown in this syllogism: 

 Experiencing tourist attractions is desireable. 

 Thule can make that experience easier. 

 Have Thule instead. 

Or: 

 Many people wants to see the Golden Circle. 

 Thule can show you the Golden Circle. 

 Have some Thule. 

Taking a tour is not necessary when you can simply enjoy these things with a bottle of 

Thule. The tour guides’ attitude suggests that the beer is just as beautiful as those 

natural wonders. This deductive reasoning is flawed though since drinking a beer does 

not replace the experience of travelling and sight-seeing. In this ad this reasoning is 
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there for comedic purposes only and in a way is more effective as its emotional appeal 

gets even more reactions. The viewer interprets the reasoning as a joke rather than an 

appeal to reason. Therefore the appeal to reason becomes an appeal to emotions as 

well. 

The tour-guide is either scaling their expectations down for the Golden Circle or 

making the beer more desireable than it really is by comparing these things together. 

He gives the beer more features than it has and implies that it’s the same as seeing the 

Golden Circle. This might be a nod to the fact that Icelanders take their nature for 

granted and think of it as something only tourists would like, just as well as they 

might like the beer. If that is the case the deductive reasoning above is right. That is to 

say if that’s really what the tour-guide feels. 

Emotions are affected with the overall feeling of the ad. It’s funny and witty. The 

tour-guide is sort of a lovable loser and evokes pity but is very likeable. The viewer 

feels sorry for his simple mind. Because of how humorous the ad is the viewer 

associates well-being with the ad. It has been shown that humor in ads helps people to 

remember them (Helgi Guðmundsson & Pétur Marínó Jónsson 2011).  

Seeing the tour-guide as the speaker gives this ad some ethical appeal. He is smart in 

his own quirky kind of way. He is likeable but doesn’t seem to know a lot about the 

things around him as can be seen in other ads starring the same characters. He does 

seem to know a lot about beer, or more likely, he seems to enjoy drinking beer and 

therefore knows beers to some extent. But he is not beliveable and convincing 

although that might just be planned for the desired effect. Because he’s portayed as 

such a loser the ad gains a lot of humor which broadens the emotional appeal and 

furthermore helps associate well-being with the product. 
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Conclusion 
The outcome of this analysis shows that creators of advertisements use rhetoric in 

order to persuede the audience to buy a certain product. Whether they know it or not 

is left to speculation. It’s already been established that everyone uses rhetoric every 

day when communicating so it should come as no surprise that ad makers use it in 

their work, even though it’s unintentional.  

It’s not conclusive whether the ads are advertising the alcoholic counterpart. But both 

the advertisements for Egils Gull were advertising beer that had gotten awards in the 

World Beer Awards (WBA). Egils Gull won both Europe’s best standard lager and 

the world’s best standard lager. On the WBA website Egils Gull is said to have 5% 

alcohol which is above the legal amount in advertisements. The awards were the main 

componment of the ads. Seeing as the advertisement was for light-beer those 

advertisements are wrong. The light beer did not get an award so those ads were 

advertising their alcoholic counterpart. The WBA also award non-alcoholic beers but 

Egils Gull did not win those awards. (World Beer Awards, n.d.) 

“Egils Gull – Vel þess virði” seemed to appeal to young males. It should be noted that 

young males could also be above the legal drinking age of twenty years old. But how 

the ad is set up begs the question if young males were encouraged to obtain the 

product illegally since the characters plotted an elaborate plan to steal the product. 

Obtaining the product illegally would for instance mean to let someone who’s old 

enough do the shopping for you. As the name of the ad suggests it’s worth it. 

“Víking Gylltur – Góðar stundir” appeals to people above the legal drinking age. It’s 

aimed at people who’ve raised a family, gotten a network of friends and work for a 

living. Víking Gylltur is there to give some relaxation at the end of the day. Of course 

people above the drinking age can also buy light-beer so even though the ad is 

focused on them it’s not necessarily advertising the alcoholic version they’re allowed 

to buy. 

“Egils Gull – Besti bjór í heimi” is not an advertisement to persuede the audience to 

buy the product. It works as a speech to say “thank you” and also to advertise that this 

particular brand got an award, not the competitor. In that case there is an underlying 

statement that this beer is better than all the others, even some of the imported beers. 

But just like the “Vel þess virði” advertisement it wasn’t the light-beer that won the 
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awards, it was Egils Gull, which is 5% alcohol. The epideictic speech spoken by the 

narrator in this ad is praising the alcoholic version even though the ad states in the end 

that it’s light-beer. 

“Thule – The Golden Circle” tells its audience why go through the hassle of travelling 

when you can stay at home and have a relaxing beer. This ad used the least amount of 

rhetorical techniques. Since every discourse and communication uses rhetoric this ad 

uses some of it but it could use a lot more for the desired effect. 

Further Research 

To get a broader look on whether advertisers are aware if they use rhetoric when 

making ads it’s necessary to get their perspective. This can be achieved by making 

lists of questions for the staff of the leading advertising agencies to answer. That 

would give an outline of what they try to achieve with their advertisements as well as 

whether they have any understanding of rhetoric. Another way to see that would be to 

participate in the work process of making advertisements to give an insight on how 

they are made. Another rhetorical analysis would also be an option but not limited to 

advertisements for alcohol or television ads. Analysing rhetorically print-ads, ads on 

the radio, newsletters and ads via e-mail would give a broader view of advertisements 

in general and how they use rhetoric in different mediums. 

As for getting more concrete results in whether light-beer advertisements are 

disguised as ads for their alcoholic counterpart a research in numbers of sales is 

required. Creating advertisements is expensive so when advertising light-beer the 

sales of that particular product should cover the cost of making that advertisement. A 

research could be made that shows whether the sales of the alcoholic version of the 

beer cover the costs of making the advertisements for light-beer. 

Do these advertisements work? That kind of research would give results that show 

that drinking either increases or decreases after the ads air. Salesnumbers at a given 

time would show those results. To show better how they affect young people below 

the legal drinking age their alcohol consumption could be monitored and the results 

compared to showings of the ads. 
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Discussion 
The ads are of course not made only by using the techniques that rhetoric teaches. 

Various factors in marketing and consumer behaviour determine how the ads are set 

up and scripted. But this analysis shows that grasping rhetoric will help advertisers 

create their ads more effectively. 

It’s been stated that advertisers are modern rhetoricians whether they know it or not 

(Corbett, E.P.J.). Also that everybody uses rhetoric in their everday lifes as well as 

being exposed to it wherever they are. So it should come as no surprise that 

advertisers use techniques tought in rhetoric to some extent.  

The ad for Thule uses humor in their ad. Researches have shown that humor helps 

people to recall the ads and thus associate the brand with well-being. The products 

qualities weren’t being explained rationally. In fact that was the case with all the ads. 

The emotional appeal was the most prominent in all of them that shows that all the 

ads used the decoder in the communication triangle the most. How the audience reacts 

seems to be the most important thing. For the best effect though it is best to make use 

of all the corners of the triangle.  

An interesting point is that advertisements cannot show anyone consuming anything 

that refers to consuming alcohol. In the ads for Thule and Víking Gylltur the 

characters take a sip of the light-beer. Since the light-beer is in very similar bottles as 

the alcoholic version this could be considered as consuming replicas of alcohol on TV 

and therefore illegal. No one can be seen drinking in the ads for Egils Gull. 

As for the ad for Egils Gull in which Hilmir Snær praises the beer and their makers 

for making the best beer in the world the creators of that ad clearly knew how to 

appeal emotionally to the audience, even though that was done subliminally in a way. 

Subliminally meaning here that the beer was metaphorically portayed as Icelandic 

nature but it was never stated. People in Iceland tend to get immensly proud when 

Iceland gets mentioned in foreign media. Let alone when something Icelandic 

becomes the best of its kind in the world. Even though it’s for something someone has 

no interest in he or she will get proud for his or her nations’ hand. That ad made a 

strong connection with the beer and Iceland to get that feeling of pride associated with 

Víking Gylltur. 
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