Persuasive Lecture

I.
There is a perpetual interest in the methods of persuasion.

A. People have been studying the strategies and tactics of successful persuasion for thousands of years.

B. Scholars generally agree that listeners are persuaded by a speaker for one or more of four reasons.

1. Because they perceive the speaker as having high credibility.

2. Because they are won over by the speaker’s evidence.

3. Because they are convinced by the speakers reasoning.

4. Because their emotions are touched by the speaker’s idea’s or language,

II.  A speaker’s use of evidence plays an important role in persuading the audience.

A.  Evidence consists of examples, statistics, and testimony used to prove or disprove something.

B.  To be persuasive, speakers must support their views with evidence.

1. Careful listeners are skeptical of unsupported claims and generalizations.

2. Strong evidence is particularly important when the speaker is not recognized as an expert on the speech topic.

3. Strong evidence is also crucial when the target audience opposes the speaker’s point of view.

a. Skeptical listeners will mentally create counterarguments to “answer” what the speaker says.

b. The speaker’s success will depend partly on how well she or he anticipates these internal responses and gives evidence to refute them.

C.  There are four tips persuasive speakers should follow to use evidence effectively.

1. Persuasive speakers should use specific evidence.

a. Research indicates that evidence is more persuasive when it is stated in specific rather than general terms.

b. Specific evidence also enhances a speaker’s credibility by demonstrating his or her grasp of the topic.

2. Persuasive speakers should use novel evidence.

a. Studies show that evidence will be more persuasive when it is new to the audience.

b. Presenting an audience new facts and figures requires resourceful research.

3. Persuasive speakers should use evidence from credible sources.

a. There is a good deal of research indicating that listeners find evidence from competent, credible sources more persuasive than evidence from less qualified sources.

b. Listeners are especially skeptical about evidence from sources that appear to be biased or self-interested.

4. Persuasive speakers should make clear the point of their evidence.

a. Studies have shown that speakers cannot count on listeners to draw, on their own, the conclusion a speaker wants them to reach.

b. In most situations, persuasive speakers need to be sure to state the point they are trying to make with their evidence.

III.
A speaker’s reasoning plays an important role in persuading the audience.

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

B. Public speakers have two major concerns with respect to reasoning.

1. The first is to make sure the speaker’s reasoning is sound.

2. The second is to get listeners to agree with the speaker’s reasoning.

C.
There are four types of reasoning.

1.
Persuasive speakers often use reasoning from specific instances.

a. When speakers reason from specific instances, they progress from a number of particular facts to a general conclusion.

b. Speakers should follow three guidelines when reasoning from specific instances.

i. They need to beware of hasty generalizations based on insufficient evidence.

ii.
They need to be careful with their wording so as not to overstate the facts.

iii. They need to reinforce their argument with statistics or testimony.

2.  Persuasive speakers often use reasoning from principle.

a. When speakers reason from principle, they move from a general principle to a specific conclusion.

b. Speakers should follow two basic guidelines when reasoning from principle.

i.
They need to make certain the audience will accept the general principle.

ii.
They also need to make sure the audience will accept the minor premise.

3. Persuasive speakers often use casual reasoning.

a. Casual reasoning tries to establish the relationship between causes and effects

b. Speakers should follow two guidelines when using casual reasoning.

i.  They should avoid the fallacy of false cause.

I.  This fallacy is often known by its Latin name, post hoc, ergo propter hoc, which means “after this, therefore because of this.”

II.  Speakers who commit this fallacy assume that because one event comes after another, the first event must necessarily be the cause of the second.

ii.  Speakers should also avoid the fallacy of assuming that events have only one cause.

I.  Most events have several causes.

II. Speakers need to be wary of oversimplifying complex causes or attributing a complex effect to a single cause.

4. Persuasive speakers often use analogical reasoning.

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

b. The most important guidline for speakers using analogical reasoning is to make sure the two cases being compared are essentially alike.

i.  If the cases being compared are essentially alike, the analogy is valid.

ii. If the cases being compared are not essentially alike, the analogy is invalid.

IV.  A speaker’s emotional appeals play an important role in persuading the audience.

A. Emotional appeals – often called motivational appeals – are intended to make listeners feel sad, angry, guilty, fearful, reverent, or the like.

B. Effective persuasion often requires emotional appeal.

1. Few people are moved to change their attitudes or take action when they are bored or complacent.

C.  Speakers can generate emotional appeal in three ways.

1.  One way to generate emotional appeal is with emotionally charged language.

a. Language can generate strong responses in an audience by evoking emotions attached with particular words and phrases.

b.  Speakers should be careful, however, of calling attention to their emotional appeals with a sudden barrage of emotional language that is inconsistent with the rest of their speech.

2.  A second way to generate emotional appeal is with vivid examples.

a.  Vivid richly textured examples allow emotional appeal to grow naturally out of the content of the speech.

b.  Examples add impact, bring ideas home to listeners in personal terms, and make the speech more compelling.

3.  A third way to generate emotional appeal is to speak with sincerity and conviction.

a.  The strongest source of emotional appeal is the conviction and sincerity of the speaker.

b.  Speakers who feel the emotion themselves will communicate that emotion through everything they say and do in the speech.

V.  Persuasion is a psychological process.

A.  Persuasive speaking occurs in situations where disagreement exists.

1.  In some situations, two or more points of view may be completely opposed.

2.  In other situations, the disagreement may be a matter of degree, but without some disagreement, there would be no need for persuasion.

B.  Of all the types of public speaking, persuasion is the most complex and the most challenging.

1.  Persuasive speeches often deal with controversial topics that involve people’s most basic attitudes, values, and beliefs.

2.  So no matter how skilled a speaker may be, some listeners are so committed to their own ides that they cannot be persuaded to the speaker’s point of view.

3.  For this reason, persuasive speakers must enter a speech situation with realistic goals.

a.  If listeners are not strongly committed one way or another on the speech topic, a speaker can realistically hope to move some of them toward her or his viewpoint.

b.  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.

C.  When proposing persuasive messages listeners engage in a mental give-and-take with the speaker.

1.  Listeners do not sit passively and soak in everything a speaker says.

a.  As they listen, they assess the speaker’s credibility, delivery, supporting materials, and language, if fact they may argue, inside their own minds, with the speaker.

2.  Effective persuasive speakers regard their speeches as a kind of mental dialogue with the audience.

a.  So, when preparing the speech, they should try to put themselves in the place of the audience and imagine how they will respond.

b.  Above all, they try to anticipate audience objections and to answer them in the speech

In Persuasive speaking you are asking the audience to question what they know and use their status quo.

VI.  Some persuasive speeches deal with questions of fact.

A.  Persuasive speeches on questions of fact seek to persuade an audience to accept the speaker’s view of the facts on a particular issue.

1.  Some questions of fact can be answered with certainty – for example, how far is it from New York to London?

2.  Other questions of fact cannot be answered with certainty – for example, will the economy be better or worse next year.  In this case, it’s used to predict future events.  
VII.  Some persuasive speeches deal with questions of value.

A.  Questions of value require judgements based on a person’s belief about what is right or wrong, good or bad, moral or immoral, etc.

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

VIII.  Most persuasive speeches deal with questions of policy.

A.  Questions of policy deal with specific courses of action.

1.  They always decide whether something should or should not be done.

B.  There are two types of persuasive speeches on questions of policy.

1.  One type seeks to gain passive agreement that a policy is desirable, necessary, and practical.

a.  The speaker’s aim is to affect the thinking of listeners.

b.  The speaker does not try to get listeners to take action in support of the policy.

2.  The second type seeks to motivate the audience to take immediate action.

a.  The speaker’s aim is to get the audience to do something in support of the policy.

b.  When seeking immediate action, speakers should make their recommendations for action as specific as possible.

C.  Persuasive speeches on questions of policy must address three basic issues – need, plan, and practicality.  Not to say three main points (necessarily).

1.  The first basic issue is need.

a.  Speakers who advocate a change in policy must prove there is a need for the change, speakers who oppose a change in policy will try to show there is no need for change.

2.  The second basic issue is plan.

a.  After showing the need for change, a persuasive speaker must offer a specific plan – policy – that will solve the need.

b.  The speaker should be as specific as time allows in identifying the major features of the plan.

3.  The third basic issue is practicality.

a.  Speakers who advocate a new policy must show their plan is workable and will solve the need without creating new problems.  Speakers who oppose a shift in policy will argue that a proposed plan is impractical and will create more problems than it will solve.

4.  The amount of time devoted to need, plan, and practicality in any given speech will depend on the topic and the audience.

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

A.  The first pattern is problem-solution order.

1.  Speeches that advocate a change in policy often fall naturally into problem-solution order.

a.  The first main point shows the need for a new policy by proving the existence of a serious problem.

b.  The second main point presents a plan for solving the problem and demonstrates its practicality.

B.  The second pattern is problem-cause-solution order.

1.  Speeches following this method of organization have three main points.

a.  The first main point shows the existence of a problem,

b.  The second main point analyzes the causes of the problem.

c.  The third main point presents a solution to the problem.

2.  Problem-cause-solution order makes it easier to check whether the proposed solution will get at the causes of the problem, rather than merely controlling its symptoms.

C.  The third pattern is comparative advantages order.

1.  This pattern of organization is most effective when the audience already agrees there is a need for a new policy.

2.  Rather than dwelling on the need, the speaker devotes each main point to explaining why his or her plan is preferable to other solutions.

D.  The fourth pattern is Monroe’s motivated sequence.

1.  The motivated sequence has five steps that follow the psychology 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 satisfy the sense of need by presenting a plan that will remedy the need.

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.

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

