Chapter 15 and 16

When you persuade, speak of Interest, not of Reason…    Ben Franklin.

The most effective way to influence opinion is by the selection of and arrangement of the appropriate facts… Edward Hallett Carr

Persuasion is the process of creating, reinforcing, or changing people’s beliefs or actions.

Most people do a certain amount of persuading everyday, even if they don’t call it that.

You have to be careful of your ethical obligations when you are speaking persuasively.


Make sure your goals are worthwhile.


Study the topic well so you don’t mislead the audience.


Learn both sides of the issue.


Be honest.


Don’t quote out of context, portray a few details as the whole story, or misrepresent sources.


Be fair and accurate.

Persuasion is a psychological process.

It is the most complex and challenging type of public speaking.  The speeches often deal with a person’s most basic attitudes, values, and beliefs.

(If you value something then you will believe it is important and you will have a positive attitude toward it and embrace it.  The opposite is also true.)

NO matter how skilled a speaker is, some listeners are so committed to their own ideas that they cannot be persuaded to the speaker’s point of view.

As a result, you have to go into a speaking situation with realistic goals.  IF listeners aren’t strongly committed one way or another on the topic, you can realistically hope to move some of them toward your viewpoint.  IF listeners are strongly opposed to a speaker’s message, the speaker can consider the speech a success if it moves even a few to reexamine their views.

Remember that listeners don’t just sit there and soak up everything you say.  In their heads they are arguing with you and agreeing with you.  They don’t just sit there passively.  They check out your credibility, delivery, supporting materials and so on.  You will want to try to put yourself in the place of your audience and imagine how they will react.  Definitely try to think of things that they will object to and try to answer them in your speech.  

Fact, Value, and Policy.

· Fact:  Some speeches deal with a question of fact where you try to persuade an audience to accept the speaker’s view of the facts in question on a particular subject.  Some can be answered with absolute certainty.  How far is it from Ranger to Dublin?  You can find that out and there is no argument.  On the other hand, other questions can’t be answered with certainty yet.  Will a democrat or a republican win the next election?

· A persuasive speech on a question fact is different from an informative speech.  In an informative speech you try to give information as impartially as possible and not argue a specific point of view.  With a question of fact, you take sides on an issue.  Look at a court of law.  Think about attorneys.  They each have a set of facts and they share facts with each other but they argue opposite sides.  This means they are advocates for their sides.

· Most persuasive speeches on questions of fact are organized topically.  In these speeches, each main point will show why the audience should agree with the speaker.  Make sure to divide the topic logically and consistently.

· Some speeches deal with questions of VALUE.

· Questions of value require judgements based on a person’s beliefs about what is right or wrong, good or bad, moral or immoral….

· When dealing with a question of value, a speaker needs to justify his or her value judgement in light of a clearly defined set of standards.

· The first step is to define the speaker’s standards for the value judgement.

· The second step is to judge the subject of the speech against those standards.

· Speeches on questions of value are usually organized topically with point one being the standards and point two applying those standards to the topic.

· Some persuasive speeches deal with questions of POLICY.

· Questions of policy deal with specific courses of action. 

· They involve questions of fact and value but they go beyond that to decide whether something should or should not be done.

· There are two types of speeches on questions of policy:

·  One wants to get you to agree with them that something is desirable necessary and practical by affecting the listener’s thinking.

· The second type wants to motivate the audience to take action.  They want you to go out and do something right then.  ( keep in mind, one affects the thoughts and one affects the actions)

· Persuasive speeches on questions of policy must address need, plan, and practicality.

· The first basic issue is need: Speakers who advocate a change in policy need to show that there is a need for change.  Speakers who don’t want a change in policy show that there is no need for change.

· The second basic issue is plan:  After showing the need for change, a persuasive speaker must offer a specific plan --- policy--- that will solve the need.  You need to be as specific as you can be about what your plan entails.

· The third basic issue is practicality:  Speakers who advocate a new policy have to show their plan is workable and will solve the need without creating new problems. 

Four patterns of organization are especially effective for persuasive speeches on questions of policy.

1. Problem solution order- first point is the problem and the second point is the solution.

2. Problem cause solution order- first point is the problem, second point is the causes so you can solve the problems, and the third point is the solution.

3. Comparative advantages order-use this when people already know there is a problem that needs to be fixed.  You devote each main point to explaining why his or her plan is preferable to other solutions.

4. Monroe’s motivated sequence-This has 5 steps that follow the philosophy of persuasion.

a. The first step is to gain the attention of the audience.

b. The second step is to show the need for a change.

c. The third step is to visualize the benefits and practicality of the plan

d. The fourth step is to visualize the benefits and practicality of the plan

e. The fifth step is to urge the audience to take action in support of the plan.

Because it is psychologically based, the motivated sequence is especially valuable for persuasive speeches that seek immediate action.

There is a perpetual interest in the method of persuasion.  People have been studying the strategies and tactics of successful persuasion for thousands of years.

Scholars generally agree that that listeners are won over for one or more of four reasons.  

1. They think the speaker has high credibility

2. They are won over by the speaker’s evidence.

3. They are convinced by the speaker’s reasoning.

4. Their emotions are touched by the speaker’s ideas or language.

A speaker’s credibility is the audience’s attitude toward or perception of the speaker.  Credibility is the audience attitude toward or perception of the speaker.  Credibility is made up of competence and character.

1. Competence- how an audience react to a speaker’s intelligence, expertise, and knowledge of the subject.

2. Character- how an audience reacts a speaker’s sincerity, trustworthiness, and concern for the well being of the audience.

There are 3 types of Credibility

1. Initial credibility- the audience’s perception of the speaker before the speech begins…. Like when he or she walks up to the podium.

2. Derived credibility- produced by everything a speaker says and does during the speech.

3. Terminal credibility is the audience’s perception of the speaker at the end of the speech.

You can enhance your credibility in 3 ways.

1. You can explain your competence by stressing your research on the speech topic and your knowledge of the topic gained through personal experience.

2. You can create credibility by establishing common ground with the audience.   If you can create common ground, you will show respect for and identify with the audience’s values and beliefs.  This is especially important in the introduction of the speech.

3. Speakers can enhance their credibility by delivering their speeches fluently, expressively, and with conviction.

By persuading other’s we persuade ourselves…. Junius

The passions are the only orators who always convince.  La Rochefoucauld

A speaker really needs to use evidence well.  We have talked about this before.  Statistics, testimony, examples need to be used to prove or disprove something.  Support your claims or generalizations.  You need to use them to counter arguments that the listeners create inside their heads.  

There are four tips to using evidence effectively.

1. Use specific evidence.  Let me know what, where, when, every thing you can about it.  Don’t be general.  Be specific.

2. Use novel evidence.  People are more persuaded by new evidence that they haven’t heard before. Not stuff they have heard over and over again.  You have to do more research but it is worth it.

3. Use evidence from credible sources.  Make sure your sources are qualified and not biased or self-interested.  If they are, confess the bias.

4. Make the point of your evidence clear.  Make sure you explain your conclusions.  Don’t count on your audience to understand what you mean.

Reasoning is important too.  Reasoning is the process of drawing a conclusion based on evidence.

Public speakers have a couple of things they have to think about.

1. Is their reasoning sound?

2. Can they get the listeners to agree with their reasoning?

Types of Reasoning and Logical Fallacies

1. Reasoning from specific instances- move from a small number of facts to a general conclusion. (inductive reasoning)

2. Reasoning from principle- move from a general principle to a specific conclusion (deductive reasoning)

3. Causal reasoning- establishes the relationship between cause and effect.

4. Fallacy of the false cause- post hoc, ergo propter hoc, “ after this, therefore because of this” This assumes that because one even comes after another, the first thing caused the second event.

5. Analogical reasoning-compares two cases to draw the conclusion that what is true in one case will also be true in the other case.

6. Invalid Analogy- when the two cases being compared aren’t alike then the analogy is invalid.

7. Hasty generalization- don’t jump to conclusion and overstate the facts. 

8. Red Herring fallacy- introduces an irrelevant issue in order to divert attention from the subject under the discussion

9. Ad hominem- substitutes an attack on the person for discussion of the real issue in dispute

10. Either-or fallacy- (false delimma) forces you to choose between 2 alternatives when more than 2 alternatives exist.

11. Bandwagon fallacy-when you are encouraged to go along with everyone.  It assumes that because something is popular it is good, correct, or desirable.

12. Slippery slope- if you take one step you will take a second step and on down the slope to disaster. (snowball rolling down hill…. Where am I and what am I doing in this hand basket?)

Emotional Appeals (motivational appeals) are intended to make listeners feel angry, sad, guilty, and reverent or something like that. If you want to be effective at persuasion you have to make them feel something.  People won’t change things if they are fine with the way things are or are bored.  

“When persuasion is the end, passion also must be engaged.”   George Campbell

Three ways to generate emotional appeals

1. Use emotionally charged language.  Some words and phrases make people more emotional.  Don’t get emotional all of a sudden though, it makes people wonder what is going on.  Work up to it.

2. Use vivid examples.  Richly textured examples allow the emotional appeal to grow naturally out of the content of the speech and bring ideas home to listeners in personal terms.

3. Speak with sincerity and conviction.  IF you believe it, the audience is more likely to believe it.  Be sincere and really believe what you say and you will convince people.

Be ethical when you use emotional appeals.  Use your powers for good and not for evil.  Remember your ethics.  Emotional appeals are necessary when you are trying to get people to take action.  They are not appropriate in questions of fact.   NEVER SUBSTITUTE EMOTIONAL APPEALS FOR EVIDENCE.  You need to use facts and logic and then emotion.

