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Abstract: 

 
     The study aimed to identify the mechanism of employing visual rhetoric 

elements to enrich the advertising message and achieve the goals of the advertising 

campaign and to know the mechanism of employing the colors and shapes used to 

achieve the goal of the advertisement. The study relied on the stylistic analysis of the 

advertising image with knowledge of the mechanisms of employing visual rhetoric 

elements and their relationship to the elements of the advertising image. Six 

advertisements for the Decent Life campaign were analyzed. The advertisements 

were different from those for medical, educational and daily life assistance. The 

study concluded that the advertisements in the study sample were between health, 

educational and human life, as the advertising image used natural scenery and real 

people, which helped achieve the goal of the advertising campaign, despite the fact 

that some advertisements did not use the written advertising message. The majority 

of the advertisements relied on the colors green and orange, except for the 

advertisements that contained natural scenery, as most of the advertisements in the 

study sample used the other two colors and orange, which are the colors of the 

campaign logo. The study concluded that the advertisements contain different 

elements of the advertising image and visual rhetoric elements that contributed to 

achieving the goals of the campaign. It was concluded that lighting was used in most 

of the study advertisements and came Direct lighting on the image within the 

advertisement. 

Keywords: Visual rhetoric, charity advertisements, social media advertisements. 
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