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ABSTRACT

Tudum is the official editorial companion site of Netflix, where it publishes promotional articles for its content,
including South Korean dramas which is one of Netflix’s international categories with the fastest growing.
Despite the popularity of both Tudum and Korean dramas, no previous study has examined the rhetorical and
linguistic strategies that underlines Tudum’s promotional articles or how these strategies engage readers. This
study addresses that gap through a qualitative discourse analysis of 15 purposively sampled Tudum promotional
articles for South Korean dramas. The objectives have guided the analysis including identifying the rhetorical
appeals (ethos, pathos, and logos) present in the articles, categorising the linguistic devices used to construct
these appeals while drawing on Chachanidze’s (2026) integrated framework. The findings show that pathos were
the dominant appeal, in which it was largely constructed through evaluative lexis, contrastive structures, and
narrative framing. This was followed by ethos appeal, realised mainly through proper names, and institutional
references, while logos appeared occasionally just to give brief factual information instead of extending the
argumentation. The findings suggest that Tudum’s promotional discourse prioritises on emotional investment
more than logical or credibility persuasion to draw audience’s attention toward South Korean dramas. It can also
be concluded that the strategy that Tudum employs is more on layered emotional strategy since it shows that
different linguistic devices can fulfil complementary functions in persuading the audience. Future researchers
are recommended to investigate promotional discourse in various sub-genres of Korean film series, including
thrillers, horror, historical, action and comedy. A direction that can be followed is to combine the analysis of
texts with audience-based research.
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INTRODUCTION

Tudum is Netflix’s core official supporting editorial website that advances the company’s own promotional
strategies (Netflix, 2021). The website was officially launched in 2021, with its launch timing perfectly aligned
with the global fan event of the same name that Netflix rolled out in the same period. In its 2021 official
announcement, Netflix defined Tudum as an exclusive space for users to explore the content they love in depth,
and the company also released the platform’s core content matrix (Netflix, 2021). By 2024, Netflix upgraded
Tudum’s positioning once again, stating that it is more than just a promotional website: it is an editorial hub that
operates outside of the streaming service’s main interface, working to maintain audience engagement and
strengthen bonds with fans (Netflix, 2024). Among the various features of Netflix's Tudum platform, the
promotional articles published by the platform are often overlooked by researchers. In reality, these articles are
a core factor that influences viewers' content choices. Most of these articles follow a fixed format, integrating
four core types of content: plot summaries, actor information, release details, and editorial comments. In the
current streaming media environment, viewers must make choices among a massive volume of content, so these
promotional texts carry critical value as an aid for their decision-making. This type of wording has long gone
beyond simple information transmission: it can guide users' decisions and ultimately provide support for the
platform's user engagement and commercial success.
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As one of the fastest-growing international content categories under Netflix, the global popularity of South
Korean dramas has made the persuasive function of their promotional slogans extremely worthy of academic
research. A 2018 study by Ariffin et al. noted that the Korean Wave first gradually spread across Asia, then built
an extremely strong influence in Malaysia, where South Korean dramas became the most popular form of
entertainment among young local audiences. Ju’s (2018) study attributed the global success of South Korean
dramas to three core drivers: government support, improved production quality, and the rise of streaming
platforms. Meanwhile, studies by Trolan et al. (2017) and Rafdinal et al. (2024) synthesized and proposed that
highly adaptable elements including relatable storylines, family values, and romantic narratives jointly sustain
the international popularity of South Korean dramas. The global surge in the spread of South Korean dramas is
driving the academic community to attach increasing importance to the core role of persuasive language in cross-
cultural international communication. A 2016 study of international advertising by Im and Gu shows that
emotional experience appeals built with evaluative language, metaphors and narrative frameworks can shape
audiences' perceptions and strengthen brand identities more effectively than purely informational content. In
addition, global media discourse studies by Joaddan (2024), Olausson (2013), and Thakare and Sheikh (2026)
point out that in international communication, rhetorical strategies must be adjusted to fit local cultures while
maintaining a unified brand identity, and this type of persuasive language is the core mechanism that enables
efficient communication between global media institutions and multicultural audiences.

Therefore, this study takes Netflix’s promotional texts for Korean dramas as its core research object, and defines
this type of text as persuasive discourse that possesses both rhetorical attributes and audience engagement. The
three-part framework proposed by Aristotle where ethos (source credibility), pathos (emotional appeal), and
logos (logical persuasion) remain as the mainstream analytical tool for research on persuasive communication.
Studies by Torto (2020) on Ghanaian advertisements and by Firdous et al. (2023) on Pakistani advertisements
both prove that this framework can be applied outside of Western contexts, which provides the rationality for
applying it to the Malaysian setting. Although substantial body of research on Korean drama audiences, Netflix
marketing, and persuasive discourse, very few have focused on the Korean drama promotional posts published
on Netflix’s Tudum platform. Hence this study aims to analyse how Netflix uses rhetorical and linguistic
techniques to promote Korean dramas to Malaysian audiences.

Promotional discourse not only conveys basic product information, but its core nature is persuasive
communication. A study by Sholikhah (2019) clearly demonstrates that advertising and promotional texts use
carefully selected language strategies to influence audience attitudes and drive desired behaviors. While
Bakhodirovna (2025) further notes that four types of language strategies, including word choice, can capture
audience attention, build a positive brand image, and promote consumer engagement. Khaskhelly et al.’s (2026)
study also verifies that two types of strategies, namely emotional appeals and narrative framing, can significantly
affect consumers' engagement, brand recall, and decision-making behaviors. It is thus clear that the effectiveness
of promotional communication depends not only on the content of the promotion, but also on the language
strategies that carry that content. A study of digital advertising by Harahap (2025) only identified three persuasive
strategies—emotional resonance, credibility building, and interactive appealing general online promotion
scenarios, and did not cover the specific platform of Netflix. In another study of Hallyu (the Korean Wave) by
Ju (2018) only focused on the global popularity, cultural influence, and audience acceptance of South Korean
TV dramas, without addressing the official promotional language used for these shows. To date, no peer-
reviewed study has specifically analyzed Netflix’s Tudum promotional discourse platform, nor has it fully
explored the rhetorical and linguistic strategies used in the platform’s promotional articles for South Korean
dramas. The academic community still has a clear lack of understanding of how Netflix’s official promotions
use language to build audience interest and shape public perceptions of South Korean TV dramas. Thus, this
study is conducted to address this gap, specifically to identify the rhetorical appeals (ethos, pathos, and logos)
employed in Netflix Tudum's promotional articles for South Korean dramas.

LITERATURE REVIEW
The rise of Over-The-Top (OTT) platforms

As streaming services continue to dominate the area of global media, the growth and adoption of OTT platforms
have been a focus of much research. Existing research shows that OTT platforms have grown surprisingly fast
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due to technology developments, shifting audience tastes, and developing content consumption behaviors.
Murali and Nagaraj (2022) claimed a big increase in digital media consumption, which was influenced by broad
internet access and the growing use of smart gadgets. Their findings also indicate that OTT services provide
greater convenience and flexibility than traditional television which encourage people to convert to on-demand
viewing. In a similar context, Triphathi (2023) conducted research on the impact of brand promotion on viewers
of OTT streaming platforms. The quantitative research emphasizes that the majority of respondents prefer
streaming services for entertainment due to its low cost, lots of content options, and convenience in usage
accessibility. The study further highlights the importance of efficient brand promotion and platform visibility in
speeding OTT adoption which was shown in how users are impacted not just by content availability but also by
how platforms promote and market themselves. According to Yaqoub et al. (2023), the closures of many majority
cinemas and restrictions in movements during the 2019 pandemic have an impactful effect on viewing habits of
people where it drives many of them to use OTT platforms as the key entertainment providers. Further research
suggests that user convenience, safety, and cost effectiveness were among the main factors that have been
pushing the growth in OTT subscriptions during this crucial period. Thus, this transition has had long-term
consequences as OTT platforms have been reinforced as a mainstream mode of consumption even after the
pandemic.

Persuasive language in advertising

Research on persuasive language in advertising demonstrates a growing interest in identifying the specific
linguistic mechanisms that drive consumer engagement and purchase intention. Findings note that persuasive
language in digital advertising consistently clusters around emotional appeal, credibility-building, and audience
interactivity (Harahap, 2025; Yusuf & Abas, 2024). Yusuf and Abas (2024) found some extra patterns which are
exaggeration, cultural resonance, and informal register. These studies also apply almost an identical pattern of
ethos-pathos-logos structure, since “emotional resonance”, and “credibility” relate closely to pathos and ethos,
while neither study identified a clear or almost similar logo theme in their findings. Persuasive language in digital
and social media advertising is consistently organized around emotional and credibility appeal, and interactive
functions indirectly assist to the relevance of Aristotle’s appeals and Hyland’s engagement markers as applicable
lenses even outside of their original context. It was highlighted by Kayed et al. (2026) that cultural specificity
where Jordanians advertisers favor linguistic strategies were aligned with local cultural values. However, these
studies do not examine promotional text for entertainment or streaming content, which shows that although
advertising language has been studied a lot in commercial contexts, existing gap yet to be studied in streaming
platform writing especially on K-Drama content being marketed specifically to Malaysian readers.

Persuasive language in advertising promotes audience engagement across different genres. In Hyland’s (2005)
interactional metadiscourse model, engagement markers are used depending heavily on genre, culture, and
communicative purpose although these markers consistently appear in the persuasion writing. A study conducted
by Vojnovi¢ (2023) compared English and Serbian tourism websites, and they found that the English texts used
engagement markers more frequently, producing a more direct and conversational tone, while the Serbian
materials favored more towards using formal and polite language. Mainly both of these promotional texts lean
on reader pronouns and directives, but the directions were used to encourage realistic actions such as asking the
readers to visit a destination. In analysing research articles by Indonesian linguistic scholars, Afandi and Sutrino
(2025) found that these writers have a strong preference for knowledge-based appeals and first-person plural
pronouns to include reader in the communication process. Meanwhile, rhetorical structures were not presented
or completely absent which most likely reflects academic writing’s emphasis on formality and shared objectivity
rather than direct, conversation engagement with the audience.

Netflix’s Tudum

Netflix describes Tudum as its official companion site that is created to “help you find and fuel your fandom for
the TV shows and movies you love” (Netflix, n.d.). This site features exclusive interviews, behind-the-scenes
stories, bonus videos, and character description articles that extend the viewer's experience more than the main
streaming platform. Users can sign in with their Netflix account so that Tudum content is personalized based on
what they have previously watched and rated, which places the site as both an editorial hub and an extension of
Netflix’s recommendation system. The Tudum homepage itself invited users to “go behind the stream,” which
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gives them a hint that its main purpose is not simply listing shows, but increasing the connection with fans to
Netflix originals through news, features, and storytelling that focuses on fan preferences (Netflix, n.d.). Tudum
also plays a role as a global fan-event brand within the broader engagement strategy of Netflix. Netflix’s official
news reported on the big scale of the 2022 event as it successfully reached almost 950.7 million views across
clips, trailers, and related content (Netflix, 2022). The success did not end on just one event since the 2023
livestream also managed to attract 78 million views and roughly 11,000 physical attendees in Sdo Paulo, Brazil
(Netflix, 2023). Even more, the coverage by industry describes Tudum as a really emotional and immersive fan
experience for Netflix’s enthusiasts which indicates that its success is not just based on view counts, but also
through strong emotional reactions from attendees (Netflix, 2023). This suggests that Tudum works as a platform
engagement instrument that links live events, social media, and the editorial site together to keep audiences
emotionally connected to Netflix shows even between new releases. Despite Tudum’s importance in Netflix’s
fan engagement strategy, no peer-reviewed discourse or linguistic research has yet examined the specific
language used in Tudum’s articles. Existing research on persuasive strategies and engagement markers mostly
focuse on academic writing (Tikhonova et al., 2023), political speeches (Dichoso et al., 2022), and broadcast
discourse (Zhang, 2022). However, none of these studies focused on on entertainment platform writing or
streaming companion sites.

K-Drama popularity

Research on Korean Drama consumption consistently confirms not only of its popularity but also reasons for its
popularity, the appealing content and effects on consumer behavior. Ariffin (2020) attributes K-drama’ success
in Malaysia to a mix of cultural relevance and deliberate industry effort. These dramas have connected with their
viewers through universal themes such as family and love, while still showing respect to the local values
including religious sensitivities that makes them different from Western or other Asian media ways in presenting
their content. Ariffin (2020) also points to strategic factors, in which the dramas adopt affordable pricing yet
with high production quality, and strong government support through organizations such as KOCCA, pointing
out that Malaysian entertainment productions today lack a similar strategy as an effort to reach global audiences.
This popularity is not just about casual viewing as it emerges as a deep and sustained engagement from the
audience. Tengku et al. (2025) studies Malaysian K-drama binge-watchers, mostly millennials, and found that
way of escaping, emotional connection, involvement in the story, and sharing with others are all the factors
driving people to watch for long stretches and actively discuss what they are watching in the drama. The binge-
watching habit itself exhibits that it is a form of engagement with Korean content. This engagement does not
stop at viewing habits either where it also extends into real consumer behaviour. K-drama’s popularity works on
multiple levels which are the appeal of the content itself, sustained viewing engagement, and through real, and
measurable effects on consumer behavior.

THEORETICAL FRAMEWORK

This study is guided by interrelated theoretical frameworks. The theories include Aristotle's rhetorical framework
that is used to identify persuasive appeals and Chachanidze’s (2026) integrated rhetorical-discursive framework
for categorising linguistic devices in rhetorical appeal. Therefore, these theories will together provide a layered
lens for examining persuasion in Netflix’s Tudum promotional articles for Korean drama. Rhetoric is a term
defined by Aristotle as “the ability to see the available means of persuasion” (Borchers, 2013). This theory has
been proven to function well across very different types of communication. As an example, Sambaong et al.
(2024) found that Filipino youth political speeches used more pathos (emotion) in cities and more logos (logic)
in rural areas, while ethos (credibility) was used the least in both locations which indicate that the of appeal can
change depending on the audience even with the same kind of speech. In contrast, Nelson et al. (2026), extended
this theory on social media, arguing that Aristotle’s framework can be applied on online promotional materials.
The fundamentals of Aristotle's theoretical framework can be identified through three types: ethos (ethical proof),
logos (logical proof), and pathos (pathetic proof) (Borchers, 2013). Ethos, as described by Torto (2020), is the
representation of a communicator’s character, credibility, and authority. Persuasion is achieved when the
audience perceives the writer or speaker as truthworthy, as ethos functions to establish the communicator’s good
character. Thus, ethos works together alongside the other appeals as one of the three main tools of persuasion,
and it will be especially powerful when discussing future or uncertain matters. Meanwhile, according to Herrick
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(1997), logos refers to the use of logic in persuasion where writers usually apply logos by giving examples and
drawing general conclusions from them. Torto (2020) explains it usually involves structured arguments, using
either inductive reasoning (specific examples building toward a general idea) or deductive reasoning (starting
from a general idea and applying it to a specific case). Logos can also use real examples and experiences to help
the audience read a conclusion and acting based on logos is seen as acting intelligently (Torto, 2020). As for the
third appeal, pathos indicates the emotional and cognitive impact a message has on its audience, influencing
readers’ feelings, judgements, and actions (Ramage, 1998). Writers employ pathos by appealing to emotions in
order to evoke emotional responses (Torto, 2020). Aristotle categorised emotions into positive (calmness, trust,
kindness), or negative (angry, fear, pity) and both can be used to influence the audience (Vivas-Peraza, 2022).
This appeal works together with ethos and logos as audiences are less likely to accept a logical argument from
an untrustworthy speaker, and even a solid argument may not inspire action without emotional appeal (Vivas-
Peraza, 2022).

Chachanidze’s (2026) builds on Aristotle’s classic idea of ethos, pathos, and logos, but transforms the theory into
more practical for analysing modern media writing. Instead of treating these three appeals as abstract ideas,
Chachanidze breaks each down into specific and identifiable language techniques. Chachanidze categorized the
first appeal of Aristotle’s theory, which is ethos, as quantitative data, three-part structures, cause-and-effect
language, and technical words. Meanwhile, pathos or known as the emotional appeal, can be identified by
looking at the emotional word choice, metaphors, storytelling structure, contrast, and human-focused details.
Ethos, on the other hand, has been categorised by Chachanidze through proper names, institutions, attribution
phrases, careful wording, and formal references to indicate the credibility of a certain discourse. This fills a gap
in older research, which tended to explain these appeals in theory rather than showing exactly how they appear
in real texts (Chachanidze, 2026). Most relevant to this study, Anuarsham et al. (2020) applied Hyland’s (2005)
and Lakoft’s (1975) models to a Malaysian Netflix entertainment article, finding that engagement markers were
used far more than any other device, while hedges were rarely seen, suggesting that entertainment writers favor
building a direct reader relationship and projecting confidence over cautious language. Given its shared
Malaysian and Netflix-related context, this study offers strong supporting evidence for applying Hyland’s model
to analyse how Tudum’s Korean drama articles construct reader engagement. Within the context of marketing in
particular, rhetorical appeals have continuously shown up as the main persuasive tools. Al-Shboul et al. (2024)
examined digital marketing discourse through Aristotle's framework together with Theory of Reasoned Action,
found that persuasive communication integrates ethical, emotional, and logical appeals to shape audience
thought and behavior in making decisions. Nasir et al. (2025) analyzed Pakistani social media advertisements,
found that advertisers strategically combine ethos, pathos, and logos through devices such as metaphors,
rhetorical questions, and appeals to authority in order to build credibility, evoke emotion, and construct logical
reasoning within their targeted audience mind while also still adapting these strategies to meet expectations of
the local culture.

METHODOLOGY

This study adopts a qualitative research method to analyse the persuasive and lingusitic strategies used within
the text of Netflix’s Tudum promotional articles. The samples of this study were taken from Netflix’s Tudum
articles about Korean shows focusing on the textual element. The targeted sample consists of 15 articles from
Netflix’s Tudum website, covering 15 South Korean dramas between 2023 and 2026. Ahmed (2024)
recommends a sample size of 15 to 30 texts for discourse analysis, making 15 texts an appropriate and well-
supported starting point. He also emphasizes that sample size in qualitative research should be guided by the
research objectives and the richness of the data rather than a fixed number. This means that 15 carefully selected
texts can be sufficient as long as they provide enough depth to meaningfully explore the patterns relevant to the
study’s objectives. Furthermore, the period between 2023 and 2026 was selected because it reflects Netflix’s
major investment in Korean content following its 2023 announcement of a US$2.5 billion, during which South
Korean content became the platform’s most watched non-U.S. content and Tudum has played a central role in
promoting these titles to global audiences (Cable News Network [CNN], 2023).

The research instrument of this study is a coding scheme, developed based on Aristotle rhetoric theory and
Chachanidze’s (2026) integrated framework, Aristotle framework was used to analyse the textual form of Netflix
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articles for South Korean drama series. Herrick (2005) explains from the perspective of Aristotle that rhetoric is
the art of persuasion where it can be identified using three key ways, ethos (credibility), pathos (emotion), and
logos (logic). This highlights the importance of persuasion in communication, particularly for promotional
purposes. Meanwhile, Chachanidze (2026) integrated conceptual framework to identify the persuasive elements
in each Aristotle’s rhetorical appeal that is used in contemporary media discourse. The strategies include
quantitative data, tripartite structures, causal connectors, and technical vocabulary in logos rhetoric
(Chachanidze, 2026). In pathos appeal, it shows that these media uses evaluative lexis, metaphorical expressions,
narrative framing, contrastive structures, and human-centered descriptions as their strategies. The last appeal,
ethos, uses proper names, institutional references, attribution verbs, modal expressions, and formal discourse
markers (Chachanidze, 2026). Data analysis was analysed using qualitative discourse analysis to explore the
persuasive appeals and its linguistic elements used within Netflix’s tudum Korean drama articles.

This study’s validity and reliability can be ensured as it applies theoretical frameworks that are established,
systematic coding procedures, and consistency in analytical processes. Aristotle’s rhetorical theory, integrated
rhetoric strategies by Chachanidze (2026), and Hyland’s (2005) interactional metadiscourse already provides
strong construct validity, and the repeated analysis, transparent coding, and reflexive interpretation would
enhance credibility and dependability of its findings. Additionally, intercoder reliability test (ICR) was adopted
where an intercoder is involved as a second researcher to avoid biasness in the data. ICR is a numerical indicator
of how well the coders would agree on how to code the same data while increasing the credibility and teamwork
of qualitative research (O’Connor & Joffe, 2020). After the coding procedures were done, a reliability test was
assessed by using Cohen’s Kappa, which is a statistical measure of quantifying agreement between intercoders.
The values for Cohen’s Kappa that are greater than 0.61 imply significant agreement between two coders
(Cheung & Tai, 2021). The study obtained Cohen’s Kappa values of 0.56 for main categories, and 0.51 for sub-
categories, which indicate a moderate agreement between coders according to Fleiss et al. (2003). While higher
values are preferred for critical judgements, moderate agreement is often considered as an acceptable value (“fair
to good”) in exploratory or interpretive research where coding involves subjective judgement and complex
categories. Thus, given the interpretive nature of the discourse feature in this study, a moderate level of agreement
was deemed sufficient to proceed with the analysis.

Presentation of Findings

Identification of rhetorical appeals (ethos, pathos, and logos) employed in Netflix Tudum's promotional articles
for South Korean dramas.

Attribution verbs
10.98%

. Modal expressions 2.44%

Figure 1: Rhetorical Appeal Frequency
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Figure 1 describes the rhetorical appeal frequency found in the 15 analysed articles. It is revealed that all three
appeals were incorporated in all articles. One appeal appears as a prominent persuasive strategy. Pathos, or
emotional appeal has the biggest percentage, 62.3%, followed by ethos (26.5%), and logos (11.29). Within
pathos, evaluative lexis (48.19%) is the most frequently used strategy that indicates Tudum mainly depends on
emotionally charged language to shape reader’s perceptions and encourage emotional engagement with the
dramas. Other pathos strategies strategies, including contrastive structures (19.69%), narrative framing
(10.88%), metaphorical expressions (10.88%), and human-centred descriptions (10.36%), further enhance the
emotional appeal through creating tensions, character relatability, and vivid imagery. As for ethos appeal,
credibility is largely reinforced through the recognition of actors, directors, and reputable institutions as Figure
3 exhibits proper names (54.88%) as the top utilized strategies, then followed by institutional references
(31.71%). While the use of attribution verbs (10.98%) and modal expressions (2.44%) are used in smaller
frequency in pathos appeal. Meanwhile, the most used linguistic strategy in logos is quantitative data (42.86%)
with technical vocabulary (28.57%), causal connectors (14.29%), and tripartite structures (14.29%) serve as the
supporting strategies that enhance the factual basis of promotional claims. Figure 3 provides a visual overview
of the findings for research objective; the following sample extracts offer a more detailed illustration of the
findings:

Extract 1: Pathos - K-Drama 1

)

“He becomes the bridge between two hearts — and unexpectedly finds his own hanging in the balance.’

Extract 1 reflects on the pathos appeal usage which seeks to create a vivid experience for the audience in
appealing to them emotionally and generates a sense of shared feeling or understanding with the characters (Lin,
2019). The emotional appeal here is achieved through the metaphoric expressions of “the bridge” and “hanging
in the balance.” The “bridge” metaphor presents the male protagonist as someone who connects two people
emotionally, referring that he is playing a crucial role in bringing them together. Instead of just describing what
is in the storyline, this figurative language highlights his emotional involvement in the relationship that allows
the readers to empathise with his situation. Besides, the phrase “hanging in the balance” even more strengthens
the emotional impact of the extract as it delivers uncertainty and vulnerability of the character. It also suggests
that while the protagonist is focused on helping others to find happiness, his own emotions and romantic
prospects are at risk. This eventually leads to a sense of suspense, as readers are left wondering whether he will
achieve his own happiness or face disappointment. This expression evokes feelings of concern and anticipation
to encourage readers to become emotionally invested in his journey.

Extract 2: Pathos - K-Drama 2

“After a ruthless villain is sentenced to death by the Joseon-era king she serves, she miraculously wakes up in
modern-day Seoul.”

Extract 2 extract draws the reader into an emotionally conflicted relationship with the protagonist from the very
first line which is aligned with pathos' goal of connecting the readers with a specific intended emotion (Rapp,
2022). It is evident by the emotional pull that is achieved when the evaluative lexis “ruthless” and
“miraculously,” in which work together to construct different emotional responses, rather than feeling just one
emotion. The word “ruthless” portrays the protagonist as morally blameworthy and encourages readers to view
her with suspicion or disapproval. However, this negative impression quickly complicates things with her
“sentenced to death” situation since it is a punishment that is severe enough to evoke sympathy despite her role
as a villain. Meanwhile, the emotional shift continued with the adverb “miraculously,” to give a signal that her
transformation of unexpected survival into an event that feels extraordinary and destined. Instead of simply
stating that she awakens in modern-day Seoul, the word suggests divine intervention of fate that creates feelings
of relief, curiosity, and hope. This movement from condemnation to wonder encourages readers to become
emotionally invested in the protagonist's future, despite her morally questionable introduction.

The second appeal that helps to evoke credibility, or it was known as ethos appeal. As can be seen in Figure 1
with the second largest pie after pathos appeal. While Aristotle initially defined ethos as the persuasive power
caused by the speaker’s character, but in modern media it was now reinterpreted as a socially produced and
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discursively negotiated phenomena rather than a fixed feature (Chachanidze, 2026). In the analysis, ethos tends
to cluster at specific points such as cast introductions, awards mention, and institutional or platform references,
rather than being woven into the narrative just like the way pathos was used. This suggests that ethos functions
more on building the reader’s trust rather than persuading them through argument. Samples to illustrate ethos
can be observed in the extracts below.

Extract 3: Ethos- K-Drama 1
“Kim Seon-ho and Go Youn-jung star in this rom-com where words aren’t always enough.”

Extract 3 presents the use of ethos which refers to an appeal based on credibility, authority, or trustworthiness
(Rapp, 2022). As observed in the extract, ethos is established through the explicit mention of the lead actors,
Kim Seo-ho and Go Youn-Jung, whose reputations and popularity within the Korean entertainment industry
contribute to the drama’s perceived value rather than providing the evidence of show’s quality. Unlike the other
cast lines in the dataset where their names were paired with prior credit, such as established drama titles, this
sentence assumes the reader already recognizes both actors, showing a subtler and more confident form of
borrowed authority since it treats their fame as no further explanation is needed. Hence, this sentence transfers
the trust from the actor’s existing reputations onto the drama itself which invites the reader to believe in the
show’s value because two well-known, well-liked performers are attached to it, not because any evidence of the
story’s merit has been offered.

Extract 4: Ethos - K-Drama 1

“Hong Jung-eun and Hong Mi-ran — the Hong sisters — are known for making rom-coms in which opposites
attract.”

Ethos is observed in Extract 4 as it attributes the writer’s credibility to an existing reputation rather than the
writer’s own praise (Nelson et al., 2026). Naming the two writers individually, then collapsing them in “the Hong
sisters,” already turns two people into a recognizable brand within Korean entertainment, which is more likely
fans would be familiar with the brand name. This extract adds a second layer of credibility by giving an
attribution to their reputation using “are known for,” to an industry’s acceptance rather than from the writer’s
own opinion. This is to let the sentence make a strong claim while distancing itself from personally expressing
the idea. The final phrase of “making rom-coms in which opposites attract,” sharpens the claim further by naming
exactly what they are known for instead of praising them in general terms. This makes credibility feel task
specific since it is not just saying that the Hong sisters are talented, but it proves that they are the right writers
for this kind of story which is a more targeted form of ethos than simple name recognition.

The third appeal, logos was the least observed as seen in Figure 1, with the smallest segment of the pie chart,
and mostly identified as a supportive appeal. Most occurrences of logos were identified as presentation of factual
information of the drama — genre, settings, or clarifying premises in the story — instead of function to convince
the reader of anything. This suggests that these promotional articles hardly rely on logical or evidence-based
persuasion, as compared to emotional or credibility appeals. This could be worth noting as a distinguishing
feature of this specific genre, which is romance K-drama, since logos might be more prominent in genres that
depend more on prestige/scale claims. For example, genres like action, thriller with big budget, mystery, and
horror. Despite that, there are still a few significant examples of logical appeal among all 15 articles, which can
be seen in the following excerpts:

Extract 5: Logos - K-Drama 3

“At the 61st Baeksang Arts Awards, When Life Gives You Tangerines received four honors: Best Drama, Best
Screenplay for writer Lim, Best Supporting Actor for Choi Dae-hoon, and Best Supporting Actress for Yeom
Hye-ran”

Extract 5 displays the example of logos appeal, which is persuasion through logical and factual, verifiable
evidence to convince the audience (Torto, 2020). Within the sentence, there appears a countable, and verifiable
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fact of “four honors” and followed by the list of awards “Best Drama, Best Screenplay, Best Supporting Actor,
and Best Supporting Actress” as a form of evidence. Rather than only stating how many awards the drama
received, it even names the exact category, the exact recipient, and the individual’s role to avoid vague claims
that may invite skepticism of the readers. Precise factual claim is one that some of these articles use as a logos
strategy.

Extract 6: Logos - K-Drama 4

“From Hometown Cha-Cha-Cha creators Yu Je-won and Shin Ha-eun, the romantic K-drama Love Next Door
— Netflix’s No. 4 non-English language series — stars Jung So-min as Bae Seok-ryu, a businesswoman who's
returned to South Korea to get her life back together, and Jung Hae-in as Choi Seung-hyo, a prominent young
architect.”

Extract 6 also demonstrates the use of logos through the phrase, “Netflix’s No. 4 non-English language series.”
It is a subjective quality claim using numerical proof (ranking), basically making the reader think this show is
popular or good. Ranking is a particularly efficient logo tool because it asserts measurable performance of views
engagement in Netflix. Other than that, ranking implies comparison against a whole field of competitors, in this
context placing this show as superior among other non-English shows. This shows that Tudum’s copywriters do
not simply report random numbers but shaping the frame carefully that aligns with how logos should be presented
in advertising, to appeal to the audience rationally (Torto, 2020).

Therefore, the findings suggest Tudum’s promotional articles for K-dramas follows a layered instead of balanced
rhetorical structure, where pathos is the core persuasion tool, then ethos frames and legitimizes that emotional
appeal by establishing who’s behind it, and logos exists mainly to familiarize the reader practically rather than
to persuade. This hierarchy appears as a consistent structure throughout these 15 articles by Tudum despite the
differences in genre.

Categorization of linguistic strategies used to construct persuasive promotional messages

The linguistic strategies were categorized in each persuasive appeal (ethos, pathos, logos) according to
Chachanidze’s (2026) framework of Aristotelian rhetorical devices in contemporary media discourse. Figure 2
below illustrates the categories of linguistic strategies for pathos appeal.

Percentage

Human centred Contrastive Metaphorical

Narrative framing Evaluative lexis

description structures expressions
m % 10.36% 19.69% 10.88% 10.88% 48.19%

Linguistic strategies For Pathos Appeal

Figure 2: Linguistic Strategies for Pathos Appeal
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Chachanidze’s (2026) linguistic strategies of pathos, the emotional dimension of persuasion, categorised into
five types: evaluative lexis, metaphorical expressions, narrative framing, contrastive structures, and human-
centered description. Evaluative lexis, or also known as “lexical selection” or “lexical choices," was defined as
a critical language mechanism for creating persuasion, particularly in establishing emotional framing (pathos)
within contemporary media. In contemporary media, narrative framing is an important rhetorical tactic in
achieving pathos using subtle linguistic and narrative choices rather than overt emotive language. Chachanidze
(2026) explained, strategic contrast as a strategy for increasing emotional impact and creating cognitive and
emotional dissonance in pathos-oriented discourse. Metaphorical expressions illustrate how pathos can be
conveyed through figurative expression by activating cognitive and emotional schemas that shape audience
interpretation, for example in the phrase “weaponizing winter.” It increases pathos persuasion by establishing
shared experiences, using contrasts, metaphors, and emphasizing human experiences that resonate with the
audience. Chachanidze (2026) also explains on human-centred description where it is used primarily through
pathos to evoke emotional engagement by emphasizing human experience, vulnerability, and the consequences
of events which is often by highlighting personal narratives. Figure 2 illustrates the usage frequency of pathos
appeal in Netflix’s Tudum articles. It is evident that evaluative lexis (48.19%) has the highest usage in pathos,
followed by contrastive structures (19.69%), narrative framing (10.88%), metaphorical expressions (10.88%),
and human-centred descriptions (10.36%). Possible reasons to support the use of evaluative lexis are to promote
anticipation and excitement, to appeal to audience’s feelings and emotions to view the Korean drama or series.

Q
o0
(1]
=
[«}]
=
| . I
o
- |
Institutional references Proper names Attribution verbs Modal expressions
H% 31.71% 54.88% 10.98% 2.44%

Linguistic Strategies for Ethos Appeal

Figure 3: Linguistic Strategies in Ethos Appeal

Chachanidze’s (2026) linguistic strategies of ethos, the credibility area of persuasion, which was divided into
five types: proper names, institutional references, attribution verbs, modal expressions, and formal discourse
markers.

As observed in Figure 3, proper names (54.88%) is the most used strategy in ethos, then followed by institutional
references (31.71%). The use of proper names in the articles establishes credibility by linking the narrative with
established sources of power, knowledge, the discourse legitimizes its claims, and enhances perceived authority
which leads the reader to accept the material as credible as cited by Chachanidze (2026). Institutional references
essentially shape ethos in media discourse by generating credibility, authority, and trust. It can be accomplished
by mentioning established institutions, expert voices, and formal processes, which legitimize information and
reinforce two-tiered concepts of personal and institutional credibility. While the use of attribution verbs (10.98%)
and modal expressions (2.44%) are used in smaller frequency in pathos appeal. Meanwhile the existence of
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formal discourse markers was not evident. Modal expressions were least used in the promotional persuasive
writing as more informative information used and less need to assert possibility or uncertainty.

[
o0
S l I
c
()]
o
[
o
Technical Vocabulary Causal connectors Tripatite structure Quantitative Data
% 28.57% 14.29% 14.29% 42.89%

Linguistic Strategies for Logos Appeal

Figure 4: Linguistic Strategies for Logos Appeal

This figure illustrates the usage frequency of logos appeal in Netflix’s Tudum articles. Logos used quantitative
data (42.86%) as its most used strategy, while technical vocabulary (28.57%), causal connectors (14.29%), and
tripartite structures (14.29%) serve as the supporting strategies that enhance the factual basis of promotional
claims. The use of quantitative data contributes the most in the use of the linguistic strategy quantitative data
evokes logos by carefully integrating statistical evidence and institutional reports to establish epistemic authority,
backup statements, and improve the perceived impartiality of media discourse (Chachanidze, 2026). The use of
the data can help to lead the reader's trust in the drama. While the use of technical vocabulary technical
vocabulary is used in media discourse as a language realization of logos through combining specialized terms
with factual facts and structured arguments, to prompt readers to investigate the shows within a structured and
recognized framework instead of a non-defined and ambiguous story.

The findings of this research clearly exhibit that even when all three Aristotelian rhetorical appeals of pathos,
ethos, and logos are present in Netflix Tudum’s promotional articles, they are still not being employed in an
equally. Pathos has emerged as the majorly used appeal where it was used for more than half of the identified
instances, followed by ethos, while logos appeared only on occasional occurrences. This distribution shows that
Tudum really depends on emotional engagement in its promotional writing more than logical or credibility
persuasion. Pathos being the dominant appeals is consistent with previous studies on entertainment promotion.
Saygin (2025) found that emotional appeal was the principal persuasive strategy in trailers that are highly viewed,
since they deliberately construct emotions to attract audiences no matter what genre. Harahap (2025) argues on
emotional resonance is one of the dominant linguistic strategies employed in digital promotional discourse
because it strengthens audience connection and increases engagement with promotional content. Therefore, these
findings suggest that Tudum’s promotional writing reflects a broader pattern in entertainment marketing while
emotional appeal functions as the main mechanism for attracting audience attention.

CONCLUSION

Besides contributing new knowledge, on streaming platform promotional discourse, the study also extends the
existing rhetorical frameworks to a previously unexplored context. This study provides profound understandings
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into the persuasive and audience engagement strategies employed in Netflix’s Tudum promotional articles. The
research concludes that Netflix’s Tudum incorporates all persuasive levels to engage audience emotionally to
promote Korean drama series. The findings of this study offer theoretical and methodological implications. The
rhetorical and discourse theoretical frameworks can be combined into a single framework for analysis. While
previously these frameworks have been used by other researchers in isolation in the analysis of different types
of texts, including political speeches, the news media, and academic writing, this study demonstrates that
rhetorical appeals, linguistic realization, and audience engagement can be analysed as layers of persuasion within
the same promotional text. This integrated approach offers a new perspective for analysing persuasive discourse.
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