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Brief Proposal 

General area of topic:  In media campaigns, large corporations (GE, BP, and others) advertise their “Green” credentials and market their products as sustainable and earth friendly.  What do the ads suggests to people who see and read them? And, to what extent are their messages in line with their actual commitments (fiscal and technological)?  Moreover, does the need for profitability trump sustainability in ways that truly hamper the green causes corporations espouse as their own.  

Rhetorical Analysis of Ads:  I have seen a number of TV and magazine ads that offer some good fodder for rhetorical analysis, from the green alternative nickname for British Petroleum (BP)--“Beyond Petroleum”-- to the ad featuring a young vegetarian male looking for carnivorous virility in a “kinder and gentler” baby Hummer.  

Broad questions/ directions and distractions: 

Looking at the way different groups view the ads, and who the intended targeted audience is.  Do the ads work, how so?  What does the science say, can it back up the claims being made?  In what way is sustainability associated with profits, how embedded is this notion?  

Possible expertise/needs:  The rhetorical analysis is something we all do constantly, and multi-perspectives are optimal.  I may help with some jargon in the rhetorical area, and perhaps find a rhetorical model to better understand the aims and effects of the ads.  The project may require squaring the scientific claims in the ads and assessing the technology of sustainability in a number of areas.  In addition, what are the economic/political and other pressures on technological innovations in the scientific pursuits at a University, and does this have anything to do with the speed of these changes.  Must sustainability be wedded to profitability in the modern research/application landscape? 

