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Introduction

Old Spice’s 2010 advertisement “The Man Your Man Could Smell Like” became memorable because it
sells far more than the practical function of body wash. The commercial addresses women directly
while promoting a men’s product, opening with “Hello, ladies” and immediately asking viewers to
compare the man beside them with the confident spokesman played by Isaiah Mustafa. The
advertisement then moves rapidly from a shower to a boat, tickets, diamonds, and finally a horse, all
while the spokesman maintains direct eye contact and an exaggerated certainty about his own
desirability. This sequence transforms hygiene into a fantasy about romance, confidence, adventure,
and masculine attractiveness. The persuasion relies on humor and visual surprise more than evidence
about ingredients or cleaning performance. A rhetorical analysis therefore needs to examine
audience, pathos, ethos, logos, timing, gender commonplaces, and visual form together. The
advertisement’s success comes from making an obviously impossible fantasy feel playful and
memorable while still returning viewers to one achievable claim: the consumer’s partner may not
become the Old Spice Man, but he can at least smell like him (Old Spice, 2010).

A Dual Audience and the Logic of Desire

The grammatical audience is female because the spokesman repeatedly says “ladies,” yet the
campaign also reaches men indirectly. Women are positioned as evaluators who may purchase
personal-care products for partners or influence household choices, while male viewers are invited to
identify with the idealized figure or avoid unfavorable comparison with him. This dual strategy allows
one message to produce aspiration and desire at the same time. The commercial’s logic is
deliberately modest beneath the spectacle. It concedes that body wash cannot transform an ordinary
man into Mustafa and then offers a smaller claim: scent can become associated with the confidence
and desirability represented on screen. This is associative rather than scientific reasoning. No
ingredients, clinical comparisons, price advantages, or duration claims are presented. Instead, the
advertisement assumes that scent contributes to attraction and that the spokesman embodies the
scent viewers are meant to want. The persuasion therefore depends less on proving superior product
performance than on constructing a personality around the brand and giving both women and men a
reason to imagine the product within a romantic relationship.
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Pathos, Humor, and the Construction of Fantasy

Pathos is the strongest of the advertisement’s rhetorical appeals because nearly every element is
designed to produce desire, amusement, surprise, or aspiration. The spokesman’s muscular
appearance, direct gaze, deep voice, and absolute confidence create an exaggerated image of the
ideal romantic man. The shower becomes a boat, an oyster produces tickets, the tickets turn into
diamonds, and the entire scene concludes on horseback. Viewers understand that these events are
impossible, which is precisely why humor protects the advertisement from appearing to make literal
promises. The fantasy can use familiar associations of travel, wealth, gifts, romance, and physical
attractiveness without requiring the audience to believe that Old Spice causes any of them. The
continuous escalation also keeps the viewer from pausing long enough to challenge the logic.
Emotional association occurs first, and critical evaluation follows later. The ad’s gender assumptions
are narrow—women are imagined as wanting romance, diamonds, and an idealized male body—but
their exaggerated presentation makes the stereotypes appear self-aware rather than solemn. Humor
therefore softens the commercial’s conventional gender script while still using it as persuasive
material.

Ethos, Logos, and the Spokesman’s Performed
Authority

The commercial does not use expert testimony, scientific evidence, or customer reviews, yet ethos is
still central because Mustafa performs a character who appears completely trustworthy within the
fantasy. He is composed, physically strong, articulate, clean, and seemingly able to control every
impossible transition around him. This is lifestyle credibility rather than technical expertise. The brand
asks viewers to trust the identity he embodies, not a demonstrated knowledge of dermatology. The
linked Academic Master discussion of ethos, logos, and pathos helps clarify how these appeals overlap
in visual advertising. Logos remains limited but important because the commercial’s key argument
has a recognizable structure: the viewer’s partner cannot become this ideal man, but using the same
body wash can give him one attribute associated with the ideal—his scent. The concession makes the
message funnier and more plausible. By admitting that total transformation is impossible, the ad
appears more self-aware while leaving the product as the only practical bridge between ordinary life
and the fantasy.

Visual Rhetoric, Gender, and Continuous
Transformation

The commercial’s apparent continuous shot makes visual form part of the argument. Mustafa remains
stable and centered while his environment changes impossibly around him, reinforcing the image of a
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man who is always in control. Each prop communicates a recognizable cultural meaning without
needing explanation: the shower represents hygiene, the boat suggests adventure and luxury, tickets
imply attentiveness to a partner’s desires, diamonds suggest romantic provision, and the horse
provides a final absurd symbol of masculine fantasy. The bottle appears clearly at the end so that the
spectacle returns to a purchasable object. The advertisement also reverses a familiar gender pattern
by placing a male body under evaluative scrutiny and positioning women as viewers with purchasing
power. Yet this reversal does not eliminate stereotype. Masculinity is associated with height,
muscularity, wealth, heterosexual confidence, and effortless command, while female desire is
simplified into a set of conventional romantic wants. A strong rhetorical analysis can acknowledge the
campaign’s creative effectiveness without treating these representations as factual descriptions of
what all women or men value.

Kairos and the Internet-Era Reinvention of Old
Spice

Kairos concerns the opportune moment for persuasion, and the campaign arrived when online video
sharing and social-media conversation were becoming increasingly important to mainstream
advertising. The commercial’s rapid pacing, unusual production, quotable language, and surprising
final image made it suitable for replay, parody, and circulation beyond television. This mattered for an
established brand that many younger consumers associated with an older generation. Instead of
trying to appear youthful through product specifications, Old Spice created a character and comic
voice that could live across platforms. Later personalized response videos extended the same persona
into interactive social media, showing how a television concept could become a participatory digital
campaign. The timing also matched a growing men’s-grooming market in which brands increasingly
sold identity and lifestyle alongside basic hygiene. The ad’s cultural success therefore cannot be
attributed to one broadcast placement alone. Its rhetorical form was designed for an environment in
which viewers could rewatch, quote, share, remix, and discuss the message, allowing audience
participation to become part of the campaign’s persuasive reach.

Conclusion

“The Man Your Man Could Smell Like” succeeds because it compresses multiple rhetorical appeals
into a short and deliberately excessive fantasy. Pathos drives desire, amusement, and surprise; ethos
emerges through the spokesman’s performed confidence; logos appears in the concession that body
wash cannot create the man but can create the scent; and kairos connects the campaign with an
emerging culture of shareable online advertising. The continuous visual transformation turns an
ordinary bathroom product into a symbol of romance, adventure, and control while returning the
audience to the bottle at the end. Its use of gender commonplaces is both strategically effective and
culturally limited because it reduces masculinity and female desire to familiar stereotypes even while
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mocking their exaggeration. The advertisement demonstrates how modern marketing often
persuades by selling a story about identity rather than by comparing product functions. Old Spice’s
achievement was to make that story so conspicuously impossible, humorous, and well executed that
viewers could enjoy the fantasy, recognize the joke, and still remember the brand associated with it.

References

Aristotle. (2007). On Rhetoric: A Theory of Civic Discourse (G. A. Kennedy, Trans.; 2nd ed.). Oxford
University Press.

McQuarrie, E. F., & Mick, D. G. (1996). Figures of rhetoric in advertising language. Journal of Consumer
Research, 22(4), 424-438.

Old Spice. (2010). The Man Your Man Could Smell Like [Advertisement]. Wieden+Kennedy.

Copyright © 2026 Academic Master. | 4



