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UNITED NATIONS: High Level Political Forum (HLPF) UNHQ New York. (July, 2019) 

Rhetorical Analysis
@!/$8/!7&% 86,1( J&7!v6 I/!0!-3 powered
Rhetorical Analysis Assistant

KAIROS

15%
PATHOS

45%

ETHOS

25%
LOGOS

15%

IN
S

P
IR

E

IN
F

O
R

M

https:// sustainabledevelopment.un.org /content/documents/28503Richard_Curtis_HLPF_Speech_Final_Draft.pdf
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importance of partnerships and collaboration between diverse groups, including governments, businesses, activ ists, and 

everyday citizens, in a vivid and imaginative way. 

12X (:56 secs)

Personal experience: Founding Red Nose Day. Direct exposure to global challenges. SDG role. Collaborative work in 
helping design SDG logo, graphics and language. Founding Project Everyone, an organization dedicated to raising 

awareness of the SDGs. Creative background (creator of Mr. Bean and as a writer behind many successful films).

The main problem the speaker is addressing is the need for urgent, collective, and sustained global action to achieve 
the Sustainable Development Goals (SDGs) by the 2030 deadline. And the risk of complacency and the consequences 

of failing to act decisively and collaboratively (there is still a significant gap in mobilizing partnerships).

Richard Curtis deviates from what might be expected in a formal, fact -heavy UN address. Ins tead  of delivering a purely 
formal speech, he opts for a heartfelt, personal message. The surprise lies in his decision to focus on three simple yet 

powerful words - Partnership, Urgency, and Opportunity - rather than diving into complex data or policy discussions.

Emphasising the looming 2030 deadline to achieve the Sustainable Development Goals. Richard stresses time 
sensitivity and deadlines. He highlights current crises. Shares personal anecdotes and emotional appeals, shaped by 

years of lived experience with Comic Relief. Warns against complacency. Ends with a call to action.

wF +!9& :5,77&1 48,7& ! '&: 9&56,216 2' 7+,6 63&&$+k J!1< 2' 7+&0 +!9& #&&1 
factua l and sensible as befits this occasion. But Fv9& #&$20& :255,&% 7+!7 7+!7v6 

not my job... But F .&37 :255<,1( 7+!7 F :!61v7 6!<,1( :+!7 :!6 ,1 0< +&!57lx
B

2
0

%

3
0

%

Richard Curtis

Time:

Speaking:
(Words per Minute)

Readability
Score (GFI)

Optimism
Index

11:14

162

13.69

79.50

Words: 1,810

Optim ism Index  Assistant

Personality Type
(MBTI)

ENFJ

02:00 04:00 05:00 07:00 10:0006:0000:00 01:00 03:00 08:00 09:00 11:00 12:00

OPEN: άa¸ {9b{L.[9 {t99/Iέ

WORD #1: άt!w¢b9w{ILtέ

WORD #2: ά¦wD9b/¸έ

WORD #3: άhtthw¢¦bL¢¸έ

COLD OPEN h264 WORDS

1:40
ACT II h438 WORDS

02:42
ACT I h519 WORDS

03:12
ACT III h589 WORDS

03:40

wF +!9& :5,77&1 48,7& ! '&: 9&56,216 2' 7+,6 
speech. Many of them have been factual and 
6&16,#/& !6 #&',76 7+,6 2$$!6,21k ?87 Fv9& #&$20& 

:255,&% 7+!7 7+!7v6 127 0< -2#k >6 7+& 3&5621 
who gave the world Mr Bean and has written 
movies that made Hugh Grant so rich and so 
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wQ+& ',567 :25% ,6 M!571&56+,3k Partnership hI stand here as 
an example of partnership. I was a UK campaigner for the 
Millennium Development Goals and I came to the UN in 2014 

to ask if there was anything I could do to help on the SDGs h
and they graciously accepted my partnership. We formed a 
group called Project Everyone to help tell the world about the 
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wQ+& 6&$21% :25% ,6 R5(&1$<k Urgency is a tough 
world in politics and the world. Because everyone 
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have hso urgency can loses its flavor and power. But 
one of the key purposes of the Global Goals is to give 
a deadline to intensify our sense of urgency hand I 
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w>1% ',1!//< hthe third word is Opportunity. ?87 F +23& <28 %21v7 0,1% ,' F (&7 (5&&%< 
and use two words instead - Unique Opportunity. This is what the Goals give us. A 
unique opportunity. In the SDGs we have unique roadmap to guide us, negotiated with 

the passion and determination and imagination of people like our Deputy Secretary 
General and every UN representative who chiselled out this plan to make use the first 
generation to end extreme poverty hthe last generation to be threatened by climate 

change hthe most determined generation to end inequality and injustice.
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