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Welcome 
 
Jose Caivano, President International Colour Association (AIC) 

The AIC returns to Sydney for the second time, this time for a full congress. The previous occasion was the Midterm Meeting 
“Colour & Light”, held in June 1991.  

The hospitality of Australia and the dynamism of Sydney is very well represented by the welcoming signs of arches and curves 
in the designs of the posters and logos of both AIC 1991 and 2009, with the roofs of the Opera House, the Harbour Bridge, the 
waves of the sea, and even the boomerang, which has not only been used as a weapon but also for sport, recreation, as a 
percussive musical instrument and as a means of communication, and which conveys the idea of returning, with its elliptical 
path. 

 

This will be also my second time in Sydney. Unfortunately I was not present in AIC 1991, but I had the opportunity to stay for 
one week in this wonderful city in 2001, when I participated in an international congress on symmetry, held coincidently in the 
same campus of the University of New South Wales. 

Australia has been represented in the AIC since the early eighties, first having Paul Green-Armytage as an observer, and since 
1987 with the Colour Society of Australia as a regular member. Paul has been one of the most active persons in the AIC: 
observer, member of the executive committee, editor of the annual Newsletter, vice-president, contributor to most of the AIC 
study groups, and participant in 14 congresses and meetings since 1981 (a record that probably few can equal!). Bryan Powell, 
Peter McGinley, Paul Green-Armytage, and Ken Pidgeon have also been Australia’s representatives to the AIC, while Bryan 
Powell and Stephen Dain were chairmen of AIC 1991, and Nick Harkness is chairman of AIC 2009 and member of the present 
executive committee. This way, Australia has been quite active in the AIC for more than 25 years. 

This is the fifth AIC meeting or congress to be held in the Southern hemisphere, the previous ones being the 6th Congress 
1989 in Buenos Aires (Argentina), the above-mentioned Midterm Meeting 1991 in Sydney (Australia), the Interim Meeting 2004 
in Porto Alegre (Brazil), and the Interim Meeting 2006 in Johannesburg (South Africa). And it is a nice coincidence (happening 
for the first time in the AIC!) that people like me, living in the Southern hemisphere, will not to have to cross the Equator and 
change season to go to the next meeting, since it will be held in Mar del Plata (Argentina), also during Spring time next year, 
2010.  

In 2010, the AIC will have a new president, Berit Bergström, and a renewed executive committee that will result from the 
election at the assembly during this congress. I am sure that under their leadership, the AIC will continue to grow. I have been 
very lucky to have Berit as vice-president in the present executive committee, leading the Color Education study group, 
chairing the 2007 and 2009 Judd awards, chairing the 2008 Interim Meeting, and always helping with her long experience in 
AIC matters. Our secretary/treasurer, Javier Romero, has been another pillar in the executive committee, with the experience 
of having served previously as ordinary member during the term 1998-2001, under the presidency of Mitsuo Ikeda, and having 
chaired the very successful AIC 10th Congress in Granada, Spain, 2005. Our four ordinary members completed a wonderful 
team: Roy Berns, who took the responsibility of compiling and editing the AIC Newsletter (adding color to the interior pages!), 
and who historically has taken care of bringing the Judd medal engraved to midterm meetings and congresses (he also 
presented the Judd citation in 2007); Osvaldo da Pos, chairing the study group on Visual Illusions and Effects; Guanrong Ye, 
who organized the first meeting in China, with the Midterm Meeting 2007 held in Hangzhou; and Nick Harkness, who is 
chairing this 11th Congress in Sydney. 

During this quadrennium we held with total normality the three meetings and the congress that were approved by the previous 
executive committee – South Africa 2006, China 2007, Sweden 2008, and Australia – and I must thank the members of the 
current executive committee for having provided almost perfect attendance at all our meetings.  

For the next quadrennium we have approved the proposals for the Interim Meeting 2010 in Argentina, the Midterm Meeting 
2011 in Switzerland, and the 12th Congress 2013 in Great Britain. Therefore, the AIC is going to South America one time, and 
to Europe two times. It is normal that more congresses and meetings are usually held in Europe since most of the AIC regular 
members are from European countries; the present distribution of AIC regular membership being as follows: 15 countries in 
Europe (60%); 4 countries in America (16%); 4 countries in Asia (16%); 1 country in Oceania (4%); 1 country in Africa (4%). 

There is still an open slot for the Interim Meeting in 2012, for which no proposal has been received so far. Taking into account 
the previous distribution, it would be nice if the AIC can hold this meeting in some country that has not had an opportunity to 
host an AIC meeting yet (there are still 5 AIC regular members in that situation in Europe and North America), or that has 
organized a previous AIC meeting more than 20 years ago (there are 3 additional regular members in that situation in Europe).  

I am writing these words prior to the 11th Congress in Sydney, so I cannot tell too much about its development or its results, 
but for the work that is being done by the organizing committee, for the number and quality of the papers and posters 
submitted, as well as for the program of invited lectures, workshops and symposia that we are going to have in Sydney, it 
promises to be one of the best congresses in the history of the AIC. I congratulate all the members of the organizing committee 
for this, and I look forward to seeing these proceedings published, from which we will have a permanent record of the latest 
developments in the many interdisciplinary fields of color research from all over the world. 
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CHROMATIC ARGUMENTATION IN VISUAL STATEMENTS:  

HOW COLOR RHETORIC IS USED TO PERSUADE 
 

Mabel Amanda López and José Luis Caivano 

University of Buenos Aires, Argentina 
 

 

ABSTRACT  

 
Aristotle’s Rhetoric (350 BC) is the most ancient work exposing a technique to persuade, to promote 

adhesion by means of reasons that could be more or less logical or credible. In order to argue in favor 

or against something it was necessary to employ a technique to find what to say (the appropriate 

arguments), and how to say those ideas. The part of rhetoric dealing with the figures of discourse used 

to persuade (how to say) is called elocutio, in Latin. Long time ago the analysis of rhetoric figures was 

extended and generalized to explain the aesthetic and creative uses of language, its poetic function. 

The deviations that appear in creative texts, as compared to the ordinary use of language, correspond 

to a large repertoire of rhetorical figures that the studies in poetics coined along centuries. Usually it is 

considered that its field is poetics and figured speech; however, these operations extend across all kind 

of discourses and languages. Artistic images, painting, architecture, photography, caricature, cartoons, 

advertising and many other genres of visual production base their efficacy on the rhetorical use of 

visual signs. This paper analyzes how the use of color can be a privileged element to argue in a visual 

image. The values and connotations attributed to color in the context of visual statements work as 

“proofs” in persuasive discourses. By this means, the use of rhetorical figures is not an end in itself; it 

is the visible correlate of the argumentation that works as an implicit frame in persuasion. 

 

Keywords: visual statements, chromatic rhetorical figures, argumentation, persuasion, color 

connotations 

 

 

PERSUASION THROUGH ARGUMENTATION 
 

In human activities, the strategies to satisfy the social need of convincing others are generated in the 

frame of languages. To make a child take a medicine, neighbors dispose the garbage in appropriate 

places, people elect a candidate as president, or buy a product, are very different actions. However, all 

of them have a common goal: to persuade. Furthermore, they coincide in attaining this by means of 

language, i.e. using resources that exclude physical violence. 

 

This technique originated in Greece during the 5th century BC. Only in a democratic environment, 

where arguments deserve to be listened and debated, persuasive strategies could have been developed. 

Then, rhetoric evolved. But philosophers were concerned about the social relevance that rhetoric 

gained. In Gorgias, Plato (392-391 BC) denounces this technique through Socrates’ words; it was in 

detriment of the search for true knowledge and justice. He shows how when rhetoric arguments 

contend against mere veridical facts, it is highly probable that rhetoric (which does not need to rely on 

veridical but only on credible facts) wins. 

 

This tradition is finally put in an organic way in Aristotle’s Rhetoric (350 BC). The rhetorical way 

should be followed in five steps: inventio, dispositio, elocutio, memoria, and actio. To argue in favor 

or against something it is necessary to find what to say, the appropriate arguments (inventio). Later, 

these ideas are to be organized (dispositio), and their best way of expression (elocutio) found. This 

part of rhetoric deals with the figures of speech used to persuade, with the how-to-say part. Once the 

discourse has the definitive form, all its parts and expressions must be memorized (memoria), and 

finally, the discourse is to be represented in front of the audience, putting it in action (actio). 

 

 



COLOR AS PERSUASIVE ARGUMENT IN VISUAL STATEMENTS 
 

When the argumentation appears in visual statements, the two last steps (memory and action) are 

dispensed with. Of the five parts in which rhetoric is organized, we are only considering the first one 

(inventio), in order to show how certain chromatic choices may have a persuasive effect. Color can be 

a privileged element to “argue” in a visual image. The values and connotations attributed to color 

work as “proofs” in persuasive reasoning. In this way, the use of rhetoric is not an end in itself but the 

visible correlate of the argumentation that works as a hidden, implicit, frame. It is in the inventio part 

where the utterer of a persuasive visual discourse takes the first step, discovering the chromatic 

arguments and proposing a pseudo-logical reasoning in which color appears in the premises and bears 

a conclusion. In a later step, elocutio (how to say), the use of color finds a correlate with the use of 

rhetorical figures, in this case generated by a particular, intentional, and often transgressive use of 

color. Rhetorical figures exhibit a conceptual or formal shift produced in a statement with the aim of 

making the reader or observer grasp a meaning that is beyond the literal meaning.  

 

In Western culture, we share associations of ideas or beliefs about colors: “rose for girls, blue for 

boys”; “green is natural”; “black is sinister”; “black is elegant”; “white is clean, aseptic”; “white is 

neutral”; “red is alerting, excites vision”; “red indicates danger”; “red is vital, passionate”; “red is 

joy”. We can recognize these chromatic arguments from which the persuasive visual images are 

nurtured. In spite that they are widespread accepted ideas, they are not strictly true, nor false. The 

coexistence of contradictory ideas about the same color shows the paradoxical character of these 

asserts, which acquire positive or negative values according to the context. 

 

This is possible because the statements generated by the rhetoric machine are based on a logic that —

differently from scientific logic— does not rely on truths but on credible arguments, values or 

presuppositions accepted by the addressees. The domain of the rhetoric technique is not the scientific 

knowledge; it is the doxa, the common opinion, what is reasonable without the mediation of a valid 

demonstration. Precisely, the doxa is closer to common sense than to truth or falsity in the logical 

sense. 

 

The rhetorical use of color, then, is based upon premises that are shared by a social group —in this 

sense, rhetoric departs also from artistic subjectivity. This “ideology” comes from beliefs about human 

perception, from metonymical associations (red with blood, black with night, green with forest, etc.), 

as well as from metaphorical or symbolic links. The memory of a culture associates certain colors to 

war, birth or death, purity, festivities, divinities, political emblems, nationalities, etc. And all these are 

sources that nurture the chromatic arguments. 

 

THE MODES OF ARGUMENTATIVE REASONING 
 

Argumentative reasoning is based on the three logical modes: deduction and induction (classical 

logic), plus abduction. Peirce shows how every argument is composed of three propositions: case, 

result, and rule, which produce the three figures in three permutations (Peirce 1860-1908 [1931-1935: 

2.623]). 

 

Deduction: Rule:   All the beans from this bag are white. (general) 

Case:  These beans are from this bag.  (particular) 

Result:  These beans are white.   (particular) 

 

Induction: Case:   These beans are from this bag.  (particular) 

Result:  These beans are white.   (particular) 

Rule:  All the beans from this bag are white. (general) 

 

Abduction: Rule:  All the beans from this bag are white. (general) 

Result:  These beans are white.   (particular) 

Case:   These beans are from this bag.  (particular) 



THE THREE MODES OF ARGUMENTATION WITH CHROMATIC ELEMENTS 
 

The argumentative logic may adopt an inductive form (giving examples and models to imitate), a 

deductive form (exposing a reasoning), or an abductive form (showing a feature that belongs to a 

case).  

 

Induction, the value of the example: 

 

A particular kind of example is the imago, a known and socially representative image that bears the 

values intended to promote. For instance, when in 1985 the monetary sign Austral was created in 

Argentina, the unity (the 1 Austral bill), which at that moment was in parity 1 to 1 with the US dollar, 

was green, such as the imago that the Austral intended to evoke.  

There are anti-tobacco campaigns that, without mentioning brands, use the red and blue colors of 

Marlboro as a chromatic imago in order to denounce the damage made by tobacco, and tobacco ads. 

Chromatic exemplification is often used in visual statements, for instance in advertising where the 

argument is related to the quality of a product: redness and glossy appearance (strawberries, apples, 

tomatoes); blue related to freshness and lightness (mineral water, light cigarettes and other light 

products). These are cases where color offers a proof to verify (rhetorically) the quality of the 

advertised product. 

The color white, in the semantic meaning of emptiness, becomes an 

argumentation through and example in Fig. 1. The reasoning shows a particular: 

“This family has lost some members” —as seen by the white spaces on the wall. 

The reasoning is enabled by a general premise (rule) coming from the doxa: 

“Every family loss produces an emptiness for ever”. And concludes with a 

particular: “If my family would have been victim of this tragedy, we would feel 

the same emptiness”. This promotes the personal identification with the exemplum. 
 

Fig 1. 

 

 

Entimeme, deductive reasoning: 
 

When there is no straightforward primary identification in front of the image, but a more sophisticated 

and mediated way of arriving at the comprehension of the message, this will surely be a deduction. 

This reasoning is similar to the syllogism, the best-known form of deduction, used as a method of 

scientific knowledge. Beyond the field of science, the use of deduction as a persuasive method 

(entimeme) appears in many fields, such as journalistic, publicitary, politic, or pedagogical 

argumentation, parliamentary debate, court deliberation, religious pray, military harangue, or just daily 

life argumentation. The entimematic reasoning does not intend to confirm the truth of certain 

assertions but to persuade an audience about the proposed arguments. The premises are credible 

statements, only presumably true. These presuppositions are beliefs that in some circumstances would 

admit the contrary. This demonstrates that they are not absolute truths even when they are not falsities 

in strictu sensu. 

 

In the advertising for menthol cigarettes Kool (Fig. 2), the image shows a large 

green surface that “perspires” water drops, where the word “Kool” is drawn. 

Packaging and brand have identical color. The deductive reasoning is based on the 

dominant green. The entimeme never shows the three parts of the reasoning 

explicitely; it is an incomplete syllogism. This advertising “says”: “Menthol Kool 

has something of green and natural” (minor premise, or particular case). The major 

premise or general rule asserting “Green is natural and is better than artificial” is 

omitted, because this belongs to common belief and can be easily put back by the 

reader, who also arrives at the conclusion (particular) by himself: “Menthol Kool 

is better, less artificial, and perhaps less harmful than other cigarettes”. 

 

 

 

 

Fig 2. 

 



 

Intuition and hunch, basis for the abductive inference: 

 

The abductive inference is posterior to aristotelic logic; it is an inferential mode that, strictly speaking, 

lacks the value of truth (Peirce 1860-1908 [1931-1935: 2.270]). However, it is very useful in the 

production of new hypotheses in a context of discovery. The persuasion that appeals to an abductive 

reasoning proposes an inferential leap between a feature that is shown as a particular case, and a 

general rule underneath that is recognized by the interpreter. The intuition shortens the way to the 

comprehension, even when its veracity is more fragile, because the reasoning allows formulating a 

general conclusion from a particular situation. 

 

Advertising for public well-being (Fig. 3) denounces the 

human cruelty and foolishness in the act of consuming animal 

furs to make coats. The argumentation relies on the chromatic 

feature that looks disturbing in the elegant scene: the red 

blood trail left by the model’s coat. What is shown in the 

visual image is the (particular) result: “The red color falling 

from the coat is an index of blood, of killing animals”. The 

rule (general premise) is implicit: “To kill animals 

unnecessarily is a criminal act of low intellingence”. It can be 

concluded that: “To wear this kind of coats implies cruelty, 

foolishness and lack of humanity”. 

 

 

 

 

 

Fig. 3 

 

 

THE CULTURE OF THE AUDIENCE IS REFLECTED IN THE MESSAGES ADDRESSED 

TO IT 
 

The last example shown evokes, by opposition, images of glamorous actress and models enfolded in 

sumptuous fur coats, symbols of beauty, elegance, and power. It is evident that in Fig. 3, the general 

premise is verisimil (and, thus, valid), and more persuasive today than some decades before. The value 

of preserving animal species is part of the present orthodoxy (corpus of “politically correct” ideas and 

values). Thus, this message finds a fertile ground in an audience for whom the care for ecology is a 

preferred value. 

 

The title of this concluding section comes from a reflection by Perelman and Olbrechts-Tyteca 

(1958), who in their treatise on argumentation say that “every social environment could be 

characterized by its dominant opinions, by its non-discussed convictions, by its premises that are 

admitted without hesitation: these conceptions make part of its culture, and every speaker who wants 

to persuade an audience must adapt to it”. Then, in addition to remind us that it is not possible to really 

persuade with ideas foreign to the referential or ideological frame of the public —as Aristotle already 

noted—, rhetoric is also a source where its ideology and culture can be uncovered. Finally, in order to 

exorcise the phantom of mediatic manipulation through the rhetoric technique, we can assert —

paraphrasing Aumont (1990)— that the argument and its addressee are alike;
1
 this is the necessary 

self-imposed limit of rhetoric, and also the horizon for its efficacy. 
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1
 Aumont’s original phrase is “the image and the spectator are alike”, which accounts for the functioning of the 

projective phenomena of the observers in front of visual statements. 
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