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Framing the Reading 

Keith Grant-Davie is an English professor at Utah State University in Logan, "a rural town 
in the Rocky Mountains." He has studied how readers and writers interact from a number 
of angles: what readers say writers are trying to do, how writers repeat themselves to make 
themselves clearer to readers, and how writing and speech are shaped by the context in 
which they take place and the context(s) to which they respond. When he wrote this 
article, Grant-Davie was directing the graduate program in USU's English department. 

We've referenced the term rhetorical situation in earlier chapters and it appears in 
this chapter's introduction as well as in the previous selection by Covino and Jolliffe. You'll 
encounter it frequently throughout the rest of this chapter. The term is not an easy one to 
pin down, however, so you may still be wondering exactly what a rhetorical situation is. 
Composition theorists like Grant-Davie call an activity, an event, or a situation rhetorical 
when it's shaped by language or communication-also called discourse-that tries to get 
people to do something. In order to understand rhetoric, it's necessary to understand the 
motivations-the purposes, needs, values, and expectations-of the rhetors-that is, the 
people who generate it. 

Advertisements are prime examples of rhetorical communication. In advertising, a 
business communicates with its audience-potential customers-in order to persuade 
them to buy a product: for example, the Coca-Cola corporation hires basketball star 
Kobe Bryant to command us, "Obey your thirst-drink Sprite!" But rhetorical situations 
don't have to be strategically planned and constructed as rhetoric: in fact, we encounter 
them every day, in ordinary, unplanned, un-self-conscious interactions. Imagine, for ex­
ample, sitting in your kitchen with a friend who��ys, "Boy, I'm really cold." In both the 
advertisement and your friend's declaration, language does things: it convinces us to buy 
something or to turn up the heat. Such communication is therefore rhetorical-that is, it's 
persuasive or motivated communication-and the situations in which it happens would 
be rhetorical situations. 

Grant-Davie's article examines the elements of rhetorical situations and may help you 
better understand and respond to their rhetoric. Why, for example, didn't the Coca-Cola 
corporation simply bypass the celebrity and the ad agency and issue a statement telling us 
they'd like us to drink Sprite? Why didn't your chilly friend ask directly, "Can you please 


















