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Chapter 16
Methods of Persuasion

Roger Dawson has a secret. With this secret, Dawson promises, you can get exactly what you want from almost anyone. You can develop “an aura of personal charisma that will have people respect you, understand you, and gladly agree with you.” You can acquire “a new power that’s so important to you, you’ll wonder how you ever got along without it!”


What is Roger Dawson’s secret? He calls it the “Secret of Power Persuasion.” This secret is so valuable that America’s biggest corporations pay Dawson $10,000 a day to share it with them. So valuable that the Book-of-the-Month Club chose Dawson’s book Secrets of Power Persuasion as one of its offerings. So valuable that thousands of people have purchased Dawson’s Secrets of Power Persuasion audiocassette.1

Can Dawson really give people “magical persuasion techniques” that will transform their lives? Probably not. Persuasion is too complicated for that. Yet, as the popularity of Dawson’s book, tape, and business seminars shows, there is a perpetual fascination with the strategies and tactics of effective persuasion.


What makes a speaker persuasive? Why do listeners accept one speaker’s views and reject those of another speaker? How can a speaker motivate listeners to act in support of a cause, a campaign, or a candidate? People have been trying to answer these questions for thousands of years—from the ancient Greek philosopher Aristotle to modern-day communication researchers. Although many answers have been given, we can say that listeners will be persuaded by a speaker for one or more of four reasons:

Because they perceive the speaker as having high credibility.
Because they are won over by the speaker’s evidence.
Because they are convinced by the speaker’s reasoning.
Because their emotions are touched by the speaker’s ideas or language.


In this chapter we will look at each of these. We will not discover any magical secrets that will make you an irresistible persuasive speaker. Persuasion is a complex activity that cannot be reduced to snappy formulas or simple techniques. But if you learn the principles discussed in this chapter and apply them astutely, you will greatly increase your odds of winning the minds and hearts of your listeners.
Building Credibility
Here are two sets of imaginary statements. Which one of each pair would you be more likely to believe?

The U.S. State Department needs major changes in organization to fulfill its mission in the 21st century. (Colin Powell)

The U.S. State Department does not need any major organizational changes in the foreseeable future. (Stephen King)

Building Credibility
429
The horror novel is entering a more sophisticated stage as writers develop new character types and plot devices. (Stephen King)

The horror novel is declining in popularity compared with other forms of popular fiction. (Colin Powell)


Most likely you chose the first in each pair of statements. If so, you were probably influenced by your perception of the speaker. You are more likely to respect the judgment of Powell, Secretary of State under President George W. Bush, when he speaks about the organization of the State Department, and to respect the judgment of King, author of Carrie, The Shining, and more than 40 other books, when he speaks about trends in the horror novel. Some teachers call this factor source credibility. Other refer to it as ethos, the name given by Aristotle.

Factors of Credibility

Over the years researchers have given much time to studying credibility and its effect on speechmaking. They have discovered that many things affect a speaker’s credibility, including sociability, dynamism, physical attractiveness, and perceived similarity between speaker and audience. Above all, though, a speaker’s credibility is affected by two factors:


•
Competence—how an audience regards a speaker’s intelligence, expertise, and knowledge of the subject.


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

The more favorably listeners view a speaker’s competence and character, the more likely they are to accept what the speaker says. No doubt you are familiar with this from your own experience. Suppose you take a course in economics. The course is taught by a distinguished professor who has published widely in all the prestigious journals, who sits on a major international commission, and who has won several awards for outstanding research. In class, you hang on this professor’s every word. One day the professor is absent; a colleague of hers from the Economics ​Department—fully qualified but not as well known—comes to lecture in the professor’s place. Possibly the fill-in instructor gives the same lecture the distinguished professor would have given, but you do not pay nearly as close attention. The other instructor does not have as high credibility as the professor.


It is important to remember that credibility is an attitude. It exists not in the speaker, but in the mind of the audience. A speaker may have high credibility for one audience and low credibility for another. A speaker may also have high credibility on one topic and low credibility on another. ​Looking back to our imaginary statements, most people would more ​readily believe Stephen King speaking about horror novels than Stephen King speaking about the U.S. State Department.

Ethos: the name used by Aristotle for what modern students of communication refer to as credibility.

Credibility: the audience’s perception of whether a speaker is qualified to speak on a given topic. The two major factors influencing a speaker’s credibility are competence and character.

430
CHAPTER 16
Methods of Persuasion
Types of Credibility

Not only can a speaker’s credibility vary from audience to audience and topic to topic, but it can also change during the course of a speech—so much so that we can identify three types of credibility:


•
Initial credibility—the credibility of the speaker before she or he starts to speak.


•
Derived credibility—the credibility of the speaker produced by everything she or he says and does during the speech itself.


•
Terminal credibility—the credibility of the speaker at the end of the speech.3

All three are dynamic. High initial credibility is a great advantage for any speaker, but it can be destroyed during a speech, resulting in low terminal credibility. The reverse can also occur. A speaker with low initial credibility may enhance her or his credibility during the speech and end up with high terminal credibility, as in the following example:


Barry Devins manages the computer and information systems for a major nonprofit research foundation. Soon after taking the job, he purchased a highly touted internal e-mail system and installed it on all the foundation’s computers. Barry assumed there would be some glitches, but they far exceeded anything he had imagined. It took him almost six months to get the system working properly, and even then people continued to grumble about all the messages they had lost during the phase-in period.

Caption:

A speaker’s credibility has a powerful impact on how his or her speech is received. One way to boost your credibility is to deliver your speeches expressively and with strong eye contact.

Initial credibility: the credibility of a speaker before she or he starts to speak.

Derived credibility: the credibility of a speaker produced by everything she or he says and does during the speech.

Terminal credibility: the credibility of a speaker at the end of the speech.

Building Credibility
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A year later, the foundation was awarded a large contract, and the president decided to purchase a new computer system for the entire organization. She asked Barry to take charge of buying the system and training the staff in its use. She suggested that he outline his plans at a weekly staff meeting.


As you might expect, Barry had low initial credibility when he stood up to address the staff. Everyone remembered vividly the trouble caused by the e-mail system, and they were extremely reluctant to go through such a process again. But Barry realized this and was prepared.


He began by reminding everyone that the president had authorized him to purchase a truly state-of-the-art system that would make their lives easier and improve coordination throughout the office. He then acknowledged that he had told them the same thing before installing the e-mail system—an admission that drew a laugh and helped everyone relax. Using a notebook computer like the ones he intended to purchase, Barry projected a series of PowerPoint slides showing the capabilities of the new system and a time line for installation. He also explained that he had checked with several other organizations that had installed the same system, and they all had told him that it worked flawlessly.


All through his presentation, Barry took the approach, “I know the e-mail system was something of a disaster, and I have worked hard to make sure we don’t suffer such an experience again.” By the time he finished, most staff members were eager to get their new computers. Barry had achieved high terminal credibility.


In classroom speeches, you will not face the same problems with credibility as do controversial public figures. Nonetheless, credibility is important in every speaking situation, no matter who the participants are or where it takes place. In every speech you give you will have some degree of ​initial credibility, which will always be strengthened or weakened by your message and how you deliver it. And your terminal credibility from one speech will affect your initial credibility for the next one. If your classmates see you as sincere and competent, they will be much more receptive to your ideas.

Enhancing Your Credibility

How can you build your credibility in your speeches? At one level, the answer is frustratingly general. Since everything you say and do in a speech will affect your credibility, you should say and do everything in a way that will make you appear capable and trustworthy. Good organization will improve your credibility. So will appropriate, clear, vivid language. So will fluent, dynamic delivery. So will strong evidence and cogent reasoning. In other words—give a brilliant speech and you will achieve high ​credibility!


The advice is sound, but not all that helpful. There are, however, some specific, proven ways you can boost your credibility while speaking. They include explaining your competence, establishing common ground with the audience, and speaking with genuine conviction.

Explain Your Competence

One way to enhance your credibility is to advertise your expertise on the speech topic. Did you investigate the topic thoroughly? Then say so. Do you have experience that gives you special knowledge or insight? Again, say so.

432

CHAPTER 16
Methods of Persuasion

Here is how two students revealed their qualifications. The first stressed his study and research:


I never knew much about UFOs until I did a research project on them in my high-school science class. Since then, I have read quite a bit about them, including the latest reports of the highly respected Center for UFO Studies in Evanston, Illinois. As a result, I have decided that the evidence strongly suggests that Earth has been—and continues to be—visited by spaceships from other planets.


The second student, Andrew Kinney, emphasized his personal experience on the subject of seatbelts. He began with a moving account of how he had almost been killed in a car accident the previous year because he had not worn a seatbelt. In addition to breaking his hip, he suffered a punctured lung and such massive internal bleeding that the doctors didn’t think he would survive. Now, three hip surgeries later, he was still on crutches and would not be able to participate in any athletic activities for the rest of his life.


Vivid and richly detailed, Andrew’s personal experience captured his listeners’ attention and established his credibility on the subject of wearing seatbelts every time one rides in a motor vehicle. After the speech, one of his classmates said: “A really persuasive speech! We always hear about wearing seatbelts, and usually I just tune people out when they start on it. But now I will always buckle up when I drive.”

Establish Common Ground with Your Audience

Another way to bolster your credibility is to establish common ground with your audience. You do not persuade listeners by assaulting their values and rejecting their opinions. This approach only antagonizes people. It puts them on the defensive and makes them resist your ideas. As the old saying goes, “You catch more flies with honey than with vinegar.” The same is true of persuasion. Show respect for your listeners. You can make your speech more appealing by identifying your ideas with those of your audience—by showing how your point of view is consistent with what they believe.4

Creating common ground is especially important at the start of a persuasive speech. Begin by identifying with your listeners. Show that you share their values, attitudes, and experiences. Get them nodding their heads in agreement, and they will be much more receptive to your ultimate proposal. Here is how a businesswoman from Massachusetts, hoping to sell her product to an audience of people in Colorado, began her persuasive speech:


I have never been in Colorado before, but I really looked forward to making this trip. A lot of my ancestors left Massachusetts and came to Colorado nearly 150 years ago. Sometimes I have wondered why they did it. They came in covered wagons, ​carrying all their possessions, and many of them died on the journey. The ones who got through raised their houses and raised their families. Now that I’ve seen Colorado, I understand why they tried so hard!

The audience laughed and applauded, and the speaker was off to a good start.

View this portion of Andrew Kinney, “Seatbelts: A Habit That Can Save Your Life.”

CD 1: Video 16.1

Creating common ground: a technique in which a speaker connects himself or herself with the values, attitudes, or experiences of the audience.
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This method of establishing common ground is used often in speeches outside the classroom. Now look at a different approach, used in a ​classroom speech favoring a tuition increase at the speaker’s school—a very ​unpopular point of view with his classmates. He began by saying:


As we all know, there are many differences among the people in this class. But regardless of our age, major, background, or goals, we all have one thing in common—we are all concerned about the quality of education at this school. And that quality is clearly in danger. Because of budget reductions, faculty salaries have fallen below those at comparable schools, library purchases have been cut back, and more and more students are being crowded out of classes they need to take. Whether we like it or not, we have a problem—a problem that affects each of us. Today I would like to discuss this problem and whether it can be solved by an increase in tuition.

By stressing common perceptions of the problem, the student hoped to get off on the right foot with his audience. Once that was done, he moved gradually to his more controversial ideas.

Deliver Your Speeches Fluently, Expressively, and with Conviction

There is a great deal of research to show that a speaker’s credibility is strongly affected by his or her delivery. Moderately fast speakers, for example, are usually seen as more intelligent and confident than slower speakers. So too are speakers who use vocal variety to communicate their ideas in a lively, animated way. On the other hand, speakers who consistently lose their place, hesitate frequently, or pepper their talk with vocalized pauses such as “uh,” “er,” and “um” are seen as significantly less competent than speakers who are more poised and dynamic.5

All of this argues for practicing your persuasive speech fully ahead of time so you can deliver it fluently and expressively. In addition to being better prepared, you will take a major step toward enhancing your credibility. (Be sure to review Chapter 12 if you have questions about speech delivery.)


Speaking techniques aside, the most important way to strengthen your credibility is to deliver your speeches with genuine conviction. President Harry Truman once said that in speaking, “sincerity, honesty, and a straightforward manner are more important than special talent or polish.” If you wish to convince others, you must first convince yourself. If you want others to believe and care about your ideas, you must believe and care about them yourself. Let your audience know you are in earnest—that your speech is not just a classroom exercise. Your spirit, your enthusiasm, your conviction will carry over to your listeners.
Using Evidence
Evidence consists of supporting materials—examples, statistics, testi-mony—used to prove or disprove something. As we saw in Chapter 7, most people are skeptical. They are suspicious of unsupported generalizations. They want speakers to justify their claims. If you hope to be persuasive, you must support your views with evidence. Whenever you say something that is open to question, you should give evidence to prove you are right.
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Evidence is particularly important in classroom speeches because few students are recognized as experts on their speech topics. Research has shown that speakers with very high initial credibility do not need to use as much evidence as do speakers with lower credibility. For most speakers, though, strong evidence is absolutely necessary. It can enhance your credibility, increase both the immediate and long-term persuasiveness of your message, and help “inoculate” listeners against counterpersuasion.


Evidence is also crucial whenever your target audience opposes your point of view. As we saw in Chapter 15, listeners in such a situation will not only be skeptical of your ideas, but will challenge them at every step of the speech. They will mentally argue with you—asking questions, raising objections, and creating counterarguments to “answer” what you say. The success of your speech will depend partly on how well you anticipate these internal responses and give evidence to refute them.6

You may want to review Chapter 7, which shows how to use supporting materials. The following case study illustrates how they work as evidence in a persuasive speech.

How Evidence Works: A Case Study

Let’s say one of your classmates is talking about the harmful effects of repeated exposure to loud music and other noises. Instead of just telling you what she thinks, the speaker offers you strong evidence to prove her point. As you read the case study, notice how the speaker carries on a mental dialogue with her listeners. At each juncture she imagines what they might be thinking, anticipates their questions and objections, and gives evidence to answer the questions and resolve the objections.


She begins this way:


As college students we are exposed to loud music and other noise all the time. We go to parties, clubs, and concerts where the volume is so loud we have to shout so the person next to us can hear what we are saying. We turn our personal CD players so high they can be heard halfway across the room. And we seldom give it a second thought. But we should, because excessive noise can have a serious impact on our health and well-being.


How do you react? If you already know about the problems caused by noise pollution, you probably nod your head in agreement. But what if you don’t know? Or don’t agree? If you enjoy rock concerts and listening to your personal CD player at high volumes, you probably don’t want to hear anything bad about it. Certainly you will not be persuaded by the general statement that exposure to loud music and other noises can have “a serious ​impact on our health and well-being.” Mentally you say to the speaker, “How do you know? Can you prove it?”


Anticipating just such a response, the speaker gives evidence to support her point:


The American Medical Association reports that 28 million Americans suffer from serious hearing loss, and that 10 million of those cases are caused by too much exposure to loud noise.

Evidence: supporting materials used to prove or disprove something.
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“That’s unfortunate,” you may think. “But everyone loses some hearing as they grow old. Why should I be concerned about it now?” The speaker answers:


According to Health magazine, more and more victims of noise-induced deafness are adolescents and even younger children. Dr. James Snow, director of the National Institute on Deafness, reports that noise-induced hearing loss can begin as early as 10 years of age. Audiologist Dean Garsetcki, head of the hearing-impairment program at Northwestern University, says, “We’ve got 21-year-olds walking around with hearing-loss patterns of people 40 years their senior.”


“These are impressive facts,” you say to yourself. “Luckily, I haven’t noticed any problems with my hearing. When I do, I’ll just be careful until it gets better.” Keeping one step ahead of you, the speaker continues:


The problem with hearing loss is that it creeps up on you. Sierra magazine notes that today’s hard-rock fans won’t notice the effects of their hearing loss for another 15 years. And then it will be too late.


“What do you mean, too late?” you ask mentally. The speaker tells you:


Unlike some physical conditions, hearing loss is irreversible. Loud noise damages the microscopic hairs in the inner ear that transmit sound to the auditory nerve. Once damaged, those hairs can never recover and can never be repaired.


“I didn’t know that,” you say to yourself. “Is there anything else?”


One last point. Repeated exposure to loud music and other noise does more than damage your hearing. The latest issue of Prevention magazine reports that excessive noise has been linked to such problems as stress, high blood pressure, chronic headaches, fatigue, learning disorders, even heart disease. It’s easy to see why Jill Lipoti, chief of Rutgers University’s Noise Technical Assistance Center, warns that “noise ​affects more people than any other pollutant.”


Now are you convinced? Chances are you will at least think about the possible consequences the next time you are set to pump up the volume on your personal CD player. Maybe you will use earplugs when you sit in front of the speakers at a rock concert. You may even begin to reassess your whole attitude toward the problem of noise pollution. Why? Because the speaker did not just spout her opinions as if they were common knowledge, but instead supported each of her claims with evidence. You should try to do the same in your persuasive speeches.

Tips for Using Evidence

Any of the supporting materials discussed in Chapter 7—examples, statistics, testimony—can work as evidence in a persuasive speech. As we saw in that chapter, there are guidelines for using each kind of supporting material regardless of the kind of speech you are giving. Here we need to look at four special tips for using evidence in a persuasive speech.
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Use Specific Evidence

No matter what kind of evidence you employ—statistics, examples, or testimony—it will be more persuasive if you state it in specific rather than general terms.7 In the speech about noise pollution, for instance, the speaker did not say, “Lots of people suffer from hearing loss.” That would have left the audience wondering how many “lots” amounts to. By saying “28 million Americans suffer from serious hearing loss,” the speaker made her point much more effectively. She also enhanced her credibility by showing she had a firm grasp of the facts.

Use Novel Evidence

Evidence is more likely to be persuasive if it is new to the audience.8 You will gain little by citing facts and figures that are already well known to your listeners. If those facts and figures have not persuaded your listeners already, they will not do so now. You must go beyond what the audience already knows and present striking new evidence that will get them to say, “Hmmm, I didn’t know that. Maybe I should rethink the issue.” Finding such evidence is not always easy. It usually requires hard digging and resourceful research, but the rewards can be well worth the effort.

Use Evidence from Credible Sources

There is a good deal of research to show that listeners find evidence from competent, credible sources more persuasive than evidence from less qualified sources.9 Above all, listeners are suspicious of evidence from sources that appear to be biased or self-interested. In assessing the current state of airline safety, for example, they are more likely to be persuaded by testimony from impartial aviation experts than by statements from the president of American Airlines. In judging the conflict between a corporation and the union striking against it, they will usually be leery of statistics offered by either side. If you wish to be persuasive—especially to careful listeners—you should rely on evidence from objective, nonpartisan sources.

Make Clear the Point of Your Evidence

When speaking to persuade, you use evidence to prove a point. Yet you would be surprised how many novice speakers present their evidence without making clear the point it is supposed to prove. A number of studies have shown that you cannot count on listeners to draw, on their own, the conclusion you want them to reach.10 When using evidence, be sure listeners understand the point you are trying to make.


Notice, for example, how Dawn Follendorf, the speaker in CD 1, Video 16.2, drives home the point of her evidence in support of Compassion ​International as an effective charity. First she acknowledges her classmates’ skepticism about the accounting practices of many charities. Then she uses evidence from several sources to demonstrate that most of the money ​donated to Compassion International goes to the children it is supposed to help:


At this point, most of you are probably thinking, “How much of my money actually goes to helping my child?” Any true skeptic would feel the same way. From my class survey, more than 50 percent of you thought that less than half of your money would go directly to your child. I, too, was reluctant to sponsor a child at first for the same reason.

The Evidence Checklist can help you prepare your persuasive speech. 

CD 1: Speech Checklist
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Because of this, I read a report on Compassion conducted by the Better Business Bureau. This report shows that 78 percent of your money goes directly to your child. Of the rest of your money, 9 percent goes toward fund-raising. The other 13 percent is for administration purposes and includes the increase in net assets.


Another reassuring factor for me was that when I went to Compassion International’s website, I discovered that they are audited both internally on a periodical ​basis and externally every year. Both of these audits help to ensure that funds are properly received, tracked, and managed for each child.


From this evidence it is clear that Compassion International is an upstanding organization and deserves its rank from Smart Money magazine as “one of the top ten charitable organizations in the entire country.”


As in Dawn’s case, you want to present strong evidence in support of your position. But you should also make sure, as Dawn did, to state the conclusion you want listeners to draw from the evidence.


Evidence is one element of what Aristotle referred to as logos—the ​logical appeal of a speaker. The other major element of logos is reasoning, which works in combination with evidence to help make a speaker’s claims ​persuasive.

Reasoning


The story is told about Hack Wilson, a hard-hitting outfielder for the Brooklyn Dodgers baseball team in the 1930s.11 Wilson was a great player, but he had a fondness for the good life. His drinking exploits were legendary. He was known to spend the entire night on the town, stagger into the team’s hotel at the break of dawn, grab a couple of hours sleep, and get to the ballpark just in time for the afternoon game.

Caption:

Persuasive speeches need strong evidence to convince skeptical listeners. Finding the best evidence often makes hard digging, but it is usually well worth the effort.

View this excerpt from Dawn Follendorf, “To Save a Child.”

CD 1: Video 16.2

Logos: the name used by Aristotle for the logical appeal of a speaker. The two major elements of logos are evidence and reasoning.

438

CHAPTER 16
Methods of Persuasion

This greatly distressed Max Carey, Wilson’s manager. At the next team meeting, Carey spent much time explaining the evils of drink. To prove his point, he stood beside a table on which he had placed two glasses and a plate of live angleworms. One glass was filled with water, the other with gin—Wilson’s favorite beverage. With a flourish Carey dropped a worm into the glass of water. It wriggled happily. Next Carey plunged the same worm into the gin. It promptly stiffened and expired.


A murmur ran through the room, and some players were obviously impressed. But not Wilson. He didn’t even seem interested. Carey waited a little, hoping for some delayed reaction from his wayward slugger. When none came, he prodded, “Do you follow my reasoning, Wilson?”


“Sure, skipper,” answered Wilson. “It proves that if you drink gin, you’ll never get worms!”


What does this story prove? No matter how strong your evidence, you will not be very persuasive unless listeners grasp your reasoning. You should know, therefore, how to reason clearly and persuasively.


Many people think of reasoning as an esoteric subject of interest only to philosophers, but we all use reasoning every day in practical life. Reasoning is simply the process of drawing a conclusion based on evidence. Sometimes we reason well—as when we conclude that ice particles forming on the trees may mean the roads will be slippery. Other times we reason less effectively—as when we conclude that spilling salt will bring bad luck. Most superstitions are actually no more than instances of faulty ​reasoning.


As we saw in Chapter 1, reasoning is an important component of critical thinking, and it permeates all areas of our lives. We are bombarded daily with persuasive messages ranging from television commercials to political appeals. Sometimes the reasoning in those messages is sound, but often it is faulty—as when we are told that drinking Pepsi will make us more youthful or that using a Dell computer will turn the drudgery of writing a term paper into an effortless pleasure. Unless you know how to reason clearly, you may be easy prey for unscrupulous advertisers and glib ​politicians.


Reasoning in public speaking is an extension of reasoning in other aspects of life. As a public speaker you have two major concerns with respect to reasoning. First, you must make sure your own reasoning is sound. Second, you must try to get listeners to agree with your reasoning. Let us look, then, at four basic methods of reasoning and how to use them in your speeches.12
Reasoning from Specific Instances

When you reason from specific instances, you progress from a number of particular facts to a general conclusion.13 For example:

Fact 1:  My physical education course last term was easy.

Fact 2:  My roommate’s physical education course was easy.

Fact 3:  My brother’s physical education course was easy.

Conclusion:  Physical education courses are easy.


As this example suggests, we use reasoning from specific instances daily, although we probably don’t realize it. Think for a moment of all the ​general conclusions that arise in conversation: Politicians are corrupt. Professors are bookish. Dorm food is awful. Accounting courses are hard. Republicans are 
Reasoning: the process of drawing a conclusion on the basis of evidence.

Reasoning from specific instances: reasoning that moves from particular facts to a general conclusion.
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conservative. Marines are tough. Where do such conclusions come from? They come from observing particular politicians, professors, Republicans, marines, accounting courses, and so on.


The same thing happens in public speaking. The speaker who concludes that unethical business practices are common in the United States because several major corporations have been guilty of fraud in recent years is reasoning from specific instances. So is the speaker who claims that indoor mold is a growing problem based on the closing of schools and other buildings due to mold infestation. And so is the speaker who argues that ​anti-Semitism is increasing on college campuses because there have been a number of attacks on Jewish students and symbols at schools across the nation.


Such conclusions are never foolproof. No matter how many specific instances you give (and you can give only a few in a speech), it is always possible that an exception exists. Throughout the ages people observed countless white swans in Europe without seeing any of a different color. It seemed an undeniable fact that all swans were white. Then in the 19th century, black swans were discovered in Australia!14
Guidelines for Reasoning from Specific Instances

When you reason from specific instances, you should follow a few basic guidelines.


First, avoid generalizing too hastily. Beware of the tendency to jump to conclusions on the basis of insufficient evidence. Make sure your sample of specific instances is large enough to justify your conclusion. Also make sure the instances you present are fair, unbiased, and representative. (Are three physical education courses enough to conclude that physical education courses in general are easy? Are the three courses typical of most physical education courses?)


Second, be careful with your wording. If your evidence does not justify a sweeping conclusion, qualify your argument. Suppose you are talking about the crisis in America’s national park system brought on by overuse and commercial development. You document the problem by discussing some specific instances—Yosemite, Yellowstone, the Everglades. Then you draw your conclusion. You might say:


As we have seen, America’s national park system is serving more than 400 million people a year, with the result that some parks are being overcome by traffic, pollution, and garbage. We have also seen that more and more parks are being exploited for mining, logging, and other forms of commercial development. It certainly seems fair, then, to conclude that new measures are needed to ensure that the beauty, serenity, and biological diversity of America’s national parks are preserved for future generations as well as for our own.

This is not as dramatic as saying, “America’s national parks are on the brink of destruction,” but it is more accurate and will be more persuasive to careful listeners.


Third, reinforce your argument with statistics or testimony. Since you can never give enough specific instances in a speech to make your conclusion irrefutable, you should supplement them with testimony or statistics demonstrating that the instances are in fact representative. Suppose you are talking about identity theft, in which the perpetrator gains access to the ​victim’s 
Hasty generalization: an error in reasoning from specific instances, in which a speaker jumps to a general conclusion on the basis of insufficient evidence.
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Social Security number and uses it to establish cell phone service, open credit card accounts, get loans, and take over bank accounts. You might say:


One of America’s fastest-growing crimes, identity theft is causing havoc for ​innocent people across the country. Theresa May, an English professor in Georgia, was ​victimized by a California woman of the same name who obtained her Social Security number and then applied for loans, defaulted on the payments, and filed for bankruptcy—all in the professor’s name. In Ohio, a successful businesswoman’s Social Security number was stolen by a thief who escaped to another state, where she used the Ohio woman’s identity to obtain a driver’s license and several credit cards, on which she ran up a slew of charges. As a result, the businesswoman, who had impeccable credit, was denied a mortgage.


The specific examples help make the conclusion persuasive, but a listener could easily dismiss them as sensational and atypical. To prevent this from happening, you might go on to say:


Although these examples are dramatic, they are representative of what is happening around the country. According to a report published in the Los Angeles Times, reported identity theft complaints nationally have risen from fewer than 40,000 in 1992 to more than 900,000 this past year. Image Data LLC, a fraud prevention service based in Nashua, New Hampshire, estimates that one in every five Americans or a member of their family has been a victim of some kind of identity fraud. Beth Givens, director of the Privacy Rights Clearinghouse, a nonprofit consumer rights organization, says the problem is so serious that it has reached “epidemic proportions.”

With this backup material, not even a skeptical listener could reject your examples as isolated.


When you reason from specific instances in a speech, you can either state your conclusion and then give the specific instances on which it is based or give the specific instances and then draw your conclusion. Look back at the example about national parks on page 439. In that example, the speaker first gives three facts and then draws a conclusion (“It certainly seems fair, then, to conclude that new measures are needed to ensure that the beauty, serenity, and biological diversity of America’s national parks are preserved for future generations as well as for our own”).


Now look again at the example just given about identity theft. In this example, the conclusion—“One of America’s fastest-growing crimes, identity theft is causing havoc for innocent people across the country”—is stated first, followed by two specific instances. It doesn’t matter which order you use as long as your facts support your conclusion.

Reasoning from Principle

Reasoning from principle is the opposite of reasoning from specific instances. It moves from the general to the specific.15 When you reason from principle, you progress from a general principle to a specific conclusion. We are all familiar with this kind of reasoning from statements such as the following:

1. All people are mortal.

2. Socrates is a person.

3. Therefore, Socrates is mortal.

Reasoning from principle: reasoning that moves from a general principle to a specific conclusion.
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This is a classic example of reasoning from principle. You begin with a general statement (“All people are mortal”), move to a minor premise (“Socrates is a person”), and end with a specific conclusion (“Socrates is mortal”).


Speakers often use reasoning from principle when trying to persuade an audience. One of the clearest examples from American history is Susan B. Anthony’s famous speech “Is It a Crime for U.S. Citizens to Vote?” Delivered on numerous occasions in 1872 and 1873, at a time when women were legally barred from voting, Anthony’s speech reasoned along the following lines:

1. The United States Constitution guarantees all U.S. citizens the right to vote.

2. Women are U.S. citizens.

3. Therefore, the United States Constitution guarantees women the right to vote.

This, too, is an instance of reasoning from principle. It progresses from a general principle (“The United States Constitution guarantees all U.S. citizens the right to vote”) through a minor premise (“Women are U.S. citizens”) to a conclusion (“Therefore, the United States Constitution guarantees women the right to vote”).16
Guidelines for Reasoning from Principle

When you use reasoning from principle in a speech, pay special attention to your general principle. Will listeners accept it without evidence? If not, give evidence to support it before moving to your minor premise. You may also need to support your minor premise with evidence. When both the general principle and the minor premise are soundly based, your audience will be much more likely to accept your conclusion.


Suppose, for example, that you plan to speak about excessive salt in the American diet. You begin by formulating a specific purpose:

Specific Purpose:
To persuade my audience to limit their consumption of fast foods, canned goods, and frozen foods because of their excessive salt content.


Next, you decide to use reasoning from principle to help persuade your audience. Your argument looks like this:

1. Excessive consumption of salt is unhealthy.

2. Fast foods, canned goods, and frozen foods contain excessive amounts of salt.

3. Therefore, excessive consumption of fast foods, canned goods, and frozen foods is unhealthy.


To make the argument persuasive, you have to support your general principle: “Excessive consumption of salt is unhealthy.” You cite medical evidence and research studies. Part of your speech might go like this:


High salt intake has been linked with hypertension, or high blood pressure, which is a major cause of heart disease, kidney disease, and stroke. In northern Japan, where the typical diet contains enormous amounts of sodium, hypertension 
442

CHAPTER 16
Methods of Persuasion
is the major cause of death. But among people who eat very little salt, such as the preliterate tribes of New Guinea, hypertension and hypertension-related deaths are virtually unknown.


Having supported your general principle, you now go on to bolster your minor premise: “Fast foods, canned goods, and frozen foods contain excessive amounts of salt.” Your evidence includes the following:


The human body needs only 230 milligrams of sodium per day to function efficiently. But many fast foods, canned goods, and frozen foods deliver several times that amount in a single serving. One McDonald’s Big Mac has 1,510 milligrams of sodium—nearly seven times the daily requirement. One serving of canned tomato soup has 1,050 milligrams of sodium—nearly five times the daily requirement. One frozen turkey dinner has 2,567 milligrams of sodium—eleven times the daily requirement. No ​wonder we have a salt overload!


Now you have lined up your ammunition very effectively. You have ​supported your general principle and your minor premise. You can feel ​confident in going on to your conclusion.


Therefore, excessive consumption of fast foods, canned goods, and frozen foods ​unhealthy.


And you can expect your audience to take you seriously. When used properly, reasoning from principle is highly persuasive.

Caption:

Reasoning is an important part of persuasive speaking. Depending on the situation, a speaker may reason from specific instances, form principle, analogically, or causally.
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Causal Reasoning

There is a patch of ice on the sidewalk. You slip, fall, and break your arm. You reason as follows: “Because that patch of ice was there, I fell and broke my arm.” This is an example of causal reasoning, in which someone tries to establish the relationship between causes and effects. In this example the causal reasoning is pretty straightforward. You can test it in reverse: “If the patch of ice hadn’t been there, I wouldn’t have fallen and broken my arm.”


As with reasoning from specific instances, we use causal reasoning daily. Something happens and we ask what caused it to happen. We want to know the causes of terrorism, of the football team’s latest defeat, of our roommate’s peculiar habits. We also wonder about effects. We speculate about the consequences of terrorism on young children, of the star quarterback’s leg ​injury, of telling our roommate that a change is needed.

Guidelines for Causal Reasoning

As any scientist (or detective) will tell you, causal reasoning can be a tricky business. The relationship between causes and effects is not always as clear as it seems. There are two common errors to avoid when using causal ​reasoning.


The first is the fallacy of false cause. This fallacy is often known by its Latin name, post hoc, ergo propter hoc, which means “after this, therefore because of this.” In other words, the fact that one event happens after another does not mean that the first is the cause of the second. The closeness in time of the two events may be entirely coincidental. If a black cat crosses your path and five minutes later you fall and break your arm, you needn’t blame your accident on the poor cat.


One student in speech class argued that the Cold War that existed between the Western democracies and the communist nations of eastern ​Europe until the demolishing of the Berlin Wall in 1989 was caused by the United States’ decision to drop the atomic bomb at Hiroshima and Nagasaki at the end of World War II. His reasoning? Hiroshima and Nagasaki were bombed in August 1945. The Cold War began a few months later. Therefore, the beginning of the Cold War was caused by the bombing of Hiroshima and Nagasaki. The student’s classmates were not persuaded. They pointed out that the simple fact that the Cold War started after the bombing of Hiroshima and Nagasaki does not prove that it was caused by the bombing; the Cold War would have broken out even if the United States had not dropped atomic bombs on Japan.


A second pitfall when using causal reasoning is assuming that events have only one cause. We all tend to oversimplify events by attributing them to single, isolated causes. In fact, though, most events have several causes. What, for example, causes the election of a presidential candidate? Unhappiness with the incumbent? A good media campaign? Economic conditions? Desire for a change? World affairs? Support of the party regulars? A clever makeup job for a television debate? A solid, intelligent party platform? All these factors—and others—affect the outcome of a presidential election. When you use causal reasoning, be wary of the temptation to attribute ​complex events to single causes.


You cannot escape causal reasoning. All of us use it daily, and you are almost certain to use it when speaking to persuade—especially if you deal with a question of fact or policy.

Causal reasoning: reasoning that seeks to establish the relationship between causes and effects.

False cause: an error in acausal reasoning in which a speaker mistakenly ssumes tha because one event follows another, the first event is the cause of the second. This error is often known by its Latin name, post hoc, ergo propter hoc, meaning “after this, therefore because of this.”
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The Internet Connection

Although it was written more than 2,000 years ago, Aristotle’s Rhetoric remains the classic work on the methods of persuasion. You can access the full text of the Rhetoric on the Web at http://classics.mit. edu/Aristotle/rhetoric.html. For links to more than 18,000 other electronic books, check the Online Books Page at http://digital.library.upenn.edu/books.


Are you giving your persuasive speech on a topic currently in the news? If so, you may be able to find materials on it by logging on to NewsDirectory.com  (www.ecola.com), which provides hundreds of links to newspapers, magazines, broadcasts, and news services worldwide. 

Analogical Reasoning

What do these statements have in common?

If you’re good at racquetball, you’ll be great at Ping-Pong.


In Great Britain the general election campaign for Prime Minister lasts less than three weeks. Surely we can do the same with the U.S. presidential election.


Both statements use reasoning from analogy. By comparing two similar cases, they infer that what is true for one must be true for the other. The first speaker reasons that because a person is good at playing racquetball, he or she should also be good at playing Ping-Pong. The second speaker reasons that because the British can elect a Prime Minister with less than three weeks of campaigning, the United States should be able to do the same when electing a President.

Guidelines for Analogical Reasoning

The most important question in assessing analogical reasoning is whether the two cases being compared are essentially alike. If they are essentially alike, the analogy is valid. If they are not essentially alike, the analogy is invalid.


Look back, for example, to the analogies at the start of this section. Is playing racquetball the same as playing Ping-Pong? Not really. To be sure, both involve hitting the ball with a racquet or a paddle. But racquetball uses a stringed racquet and a rubber ball. Ping-Pong uses a solid paddle and a smaller, lighter, celluloid ball. Racquetball is played by hitting the ball against the walls or ceiling of an enclosed court. Ping-Pong is played by hitting the ball back and forth over a net stretched across a table. Skill at one is no guarantee of skill at the other. The analogy is not valid.


What about the second analogy? That depends on how much alike the British and American political systems are. Are the countries similar in size and diversity? Is it possible for candidates in both countries to canvass the entire land in less than three weeks? Do both countries have nationwide ​primaries before the general election? Are the two electorates equally informed 
You can link to these websites at www.mhhe.com/lucas8.

Online Learning Center

Analogical reasoning: reasoning in which a speaker compares two similar cases and infers that what is true for the first case is also true for the second.

Invalid analogy: an analogy in which the tow cases being compared are not essentially alike.
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about political issues? Does the party system operate the same in both countries? In other words, are the factors that allow Great Britain to conduct campaigns for Prime Minister in less than three weeks also present in the United States? If so, the analogy is valid. If not, the analogy is invalid.


Reasoning from analogy is used most often in persuasive speeches on questions of policy. When arguing for a new policy, you should find out whether a similar policy has been tried somewhere else. You may be able to claim that your policy will work because it has worked in like circumstances elsewhere. Here is how one student used reasoning from analogy to support her claim that controlling handguns will reduce violent crime in the United States:


Will my policy work? The experience of foreign countries suggests it will. In ​England, guns are tightly regulated; even the police are unarmed, and the murder rate is trivial by American standards. In Japan, the ownership of weapons is severely restricted, and handguns are completely prohibited. Japan is an almost gun-free country, and its crime rate is even lower than England’s. On the basis of these comparisons, we can conclude that restricting the ownership of guns will control the crime and murder rates in America.


By the same token, if you argue against a change in policy, you should check whether the proposed policy—or something like it—has been implemented elsewhere. Here, too, you may be able to support your case by reasoning from analogy—as did one student who opposed gun control:


Advocates of gun control point to foreign countries to prove their case. They often cite England, which has strict gun control laws and little violent crime. But the key to low personal violence in England—and other foreign countries—is not gun control laws but the generally peaceful character of the people. For example, Switzerland has a militia system; 600,000 assault rifles each with two magazines of ammunition are sitting at this moment in Swiss homes. Yet Switzerland’s murder rate is only 15 percent of ours. In other words, cultural factors are much more important than gun control when it comes to violent crime.


As these examples illustrate, argument from analogy can be used on both sides of an issue. You are more likely to persuade your audience if the analogy shows a truly parallel situation.

Fallacies

A fallacy is an error in reasoning. As a speaker, you need to avoid fallacies in your speeches. As a listener, you need to be alert to possible fallacies in the speeches you hear.


Logicians have identified more than 125 different fallacies. Earlier in this chapter, we discussed three of the most important: hasty generalization (page 439), false cause (page 443), and invalid analogy (pages 444–445). Here we look at five other major fallacies that you should take special care to guard against.

Red Herring

The name of this fallacy comes from an old trick used by farmers in ​England to keep fox hunters and their hounds from galloping through the crops. By 
Fallacy: an error in reasoning.
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dragging a smoked herring with a strong odor along the edge of their fields, the farmers could throw the dogs off track by destroying the scent of the fox.


A speaker who uses a red herring introduces an irrelevant issue in order to divert attention from the subject under discussion. For instance:


How dare my opponents accuse me of political corruption at a time when we are working to improve the quality of life for all people in the United States.


What does the speaker’s concern about the quality of life in the U.S. have to do with whether he or she is guilty of political corruption? Nothing! It is a red herring used to divert attention away from the real issue.


Here’s another example:


Why should we worry about the amount of violence on television when thousands of people are killed in automobile accidents each year?


The number of people killed in automobile accidents is a serious problem, but it has no bearing on the question of whether there is too much violence on television. It, too, is a red herring.

Ad Hominem

Latin for “against the man,” ad hominem refers to the fallacy of attacking the person rather than dealing with the real issue in dispute. For instance:


The governor has a number of interesting economic proposals, but let’s not ​forget that she comes from a very wealthy family.

Caption:

In addition to using evidence to support their ideas, effective speakers take care to avoid fallacies in reasoning that may undermine their credibility and persuasiveness.

Red herring: a fallacy that introduces an irrelevant issue to divert attention from the subject under discussion.

Ad hominem: a fallacy that attacks the person rather than dealing with the real issue in dispute.
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By impugning the governor’s family background rather than dealing with the substance of her economic proposals, the speaker is engaging in an ad hominem attack.


Here’s another example of the same fallacy:


There is no doubt that American businesses have been hurt by all the environmental regulations passed in recent years. Most of the regulations were dreamed up by ivory-tower intellectuals, nature freaks, and tin-headed government bureaucrats. We can’t afford those kinds of regulations.


The speaker’s claim is that environmental regulations have hurt American businesses. But instead of presenting evidence to support this claim, the speaker lashes out at “ivory-tower intellectuals, nature freaks, and tin-headed government bureaucrats.” In addition to being illogical, this argument is ethically suspect in its use of name-calling to demean the supporters of environmental regulations.


Sometimes, of course, a person’s character or integrity can be a legitimate issue—as in the case of a police chief who violates the law, a scientist who falsifies data, or a corporate president who swindles stockholders. In such cases, a speaker might well raise questions about the person without being guilty of the ad hominem fallacy.

Either-Or

Sometimes referred to as a false dilemma, the either-or fallacy forces listeners to choose between two alternatives when more than two alternatives exist. For example:


Either we build a new high school or children in this community will never get into college.


Or:


The government must either raise taxes or reduce services for the poor.


Both statements oversimplify a complex issue by reducing it to a simple either-or choice. In the first statement, building a new high school may be necessary because the current one is overcrowed or outdated, but failing to build it is not going to keep all students in the community from attending college. With respect to the second statement, is it true that the only choices are to raise taxes or to reduce services for the poor? A careful listener might ask, “What about cutting the administrative cost of government or eliminating pork-barrel projects instead of reducing services for the poor?”


You will be more persuasive as a speaker and more perceptive as a listener if you are alert to the either-or fallacy.

Bandwagon

How often have you heard someone say, “It’s a great idea—everyone agrees with it”? This is a classic example of the bandwagon fallacy, which assumes that because something is popular, it is therefore good, correct, or desirable.

Either-or: a fallacy that forces listeners to choose between two alternatives when more that two alternatives exist.

Bandwagon: a fallacy that assumes that because something is popular, it is therefore good, correct, or desirable.
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Much advertising is based on the bandwagon fallacy. The fact that more people use Tylenol than Advil does not prove that Tylenol is a better pain reliever. Tylenol’s popularity could be due more to aggressive marketing than to superior pain relieving. The question of which product does a ​better job of reducing pain is a medical issue that has nothing to do with popularity.


The bandwagon fallacy is also evident in political speeches. Consider the following statement:


The President must be correct in his approach to domestic policy; after all, the polls show that 60 percent of the people support him.


This statement is fallacious because the only way to prove that the President is correct in his approach to domestic policy is to examine his approach and compare it with other approaches. Popular opinion cannot be taken as proof that an idea is right or wrong. Remember, “everyone” used to believe that the world is flat, that space flight was impossible, and that women should not attend college with men!

Slippery Slope

The slippery slope fallacy takes its name from the image of a boulder rolling uncontrollably down a steep hill. Once the boulder gets started, it can’t be stopped until it reaches the bottom.


A speaker who commits the slippery slope fallacy assumes that taking a first step will lead inevitably to a second step and so on down the slope to disaster—as in the following examples:

If we allow the government to restrict the sale of semiautomatic weapons, before we know it, there will be a ban on the ownership of handguns and even hunting rifles. And once our constitutional right to bear arms has been compromised, the right of free speech will be the next to go.

Passing federal laws to control the amount of violence on television is the first step in a process that will result in absolute government control of the media and total censorship over all forms of artistic expression.


If a speaker claims that taking a first step will lead inevitably to a series of disastrous later steps, he or she needs to provide evidence or reasoning to support the claim. To assume that all the later steps will occur without proving that they will is to commit the slippery slope fallacy.

Appealing to Emotions


One year before rising to speak at the 1992 Republican National Convention, Mary Fisher learned that she had contracted the HIV virus from her ex-husband. Resolving to do all she could to fight the disease, she became an outspoken advocate of the need for public understanding and resources in the battle against AIDS. After telling her story to the Republican Platform Committee in May, Fisher, a former staff assistant to ​President Gerald Ford, was invited to address the party’s national convention.

Slippery slope: a fallacy that assumes that taking a first step will lead to subsequent steps that cannot be prevented.
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Feeling, as she said later, like “the only HIV-positive Republican,” she was deeply concerned about how her message of compassion and awareness would be received—especially since most Americans, at that time, were still in a state of denial about the seriousness of the AIDS crisis.


Speaking with great emotion and conviction, Fisher presented one of the most admired speeches of recent years. The Houston Astrodome fell eerily silent as she spoke, and many of the delegates were moved to tears as they listened. Across the nation, millions watched on television, captivated by Fisher’s powerful words and heartfelt delivery. Afterward, most listeners attributed the success of the speech to its emotional power. The New York Times deemed it “exceptional for its deep emotion and sharp message.”


Effective persuasion often requires emotional appeal. As the Roman rhetorician Quintilian stated, “It is feeling and force of imagination that make us eloquent.”17 By adding “feeling” and the “force of imagination” to her logical arguments, Mary Fisher produced a compelling address. ​Although your words may never change the course of national opinion, you too can use emotional appeal to bring your persuasive speeches home to your listeners.

What Are Emotional Appeals?

Emotional appeals—what Aristotle referred to as pathos—are intended to make listeners feel sad, angry, guilty, afraid, happy, proud, sympathetic, reverent, or the like. These are often appropriate reactions when the question is one of value or policy. Few people are moved to change their attitudes or take action when they are complacent or bored. As George Campbell wrote in his Philosophy of Rhetoric, “When persuasion is the end, passion also must be engaged.”18

Below is a list of some of the emotions evoked most often by public speakers. Following each emotion are a few examples of subjects that might stir that emotion:


•
Fear—of serious illness, of natural disasters, of sexual assault, of personal rejection, of economic hardship.


•
Compassion—for the physically disabled, for battered women, for neglected animals, for the unemployed, for starving children, for victims of AIDS.


•
Pride—in one’s country, in one’s family, in one’s school, in one’s ethnic heritage, in one’s personal accomplishments.


•
Anger—at terrorists and their supporters, at business leaders who act unethically, at members of Congress who abuse the public trust, at landlords who exploit student tenants, at vandals and thieves.


•
Guilt—about not helping people less fortunate than ourselves, about not considering the rights of others, about not doing one’s best.


•
Reverence—for an admired person, for traditions and institutions, for one’s deity.

View the ending of Mary Fisher, “A Whisper of AIDS.”

CD 1: Video 16.3

Pathos: the name used by Aristotle for what modern students of communication refer to as emotional appeal.
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Obviously this list is not complete. There are many other emotions and many other subjects that might stir them. However, this brief sample should give you an idea of the kinds of emotional appeals you might use to enhance the message of your persuasive speech.19
Generating Emotional Appeal

Use Emotional Language

As we saw in Chapter 11, one way to generate emotional appeal is to use emotion-laden words. If you want to move your listeners, use moving language. Here, for instance, is part of the conclusion from a student speech about the challenges and rewards of working as a community volunteer with young children:


The promise of America sparkles in the eyes of every child. Their dreams are the glittering dreams of America. When those dreams are dashed, when innocent hopes are betrayed, so are the dreams and hopes of the entire nation. It is our duty—to me, it is a sacred duty—to give all children the chance to learn and grow, to share equally in the American dream of freedom, justice, and opportunity.
The underlined words and phrases have strong emotional power. By using them, the speaker hopes to produce an emotional response.


There can be a problem with this approach, however. Packing too many emotionally charged words into one part of a speech can call attention to the emotional language itself and undermine its impact. When a sudden barrage of passionate language is inconsistent with the rest of the speech, it may strike the audience as ludicrous—obviously not the desired effect. ​
Caption:

Emotional appeals often make a persuasive speech more compelling. Such appeals should always be used ethically and should not be substituted for facts and logic.
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Remember, the emotion rests in your audience, not in your words. Even the coldest facts can touch off an emotional response if they strike the right chords in a listener.

Develop Vivid Examples

Often a better approach than relying on emotionally charged language is to let your emotional appeal grow naturally out of the content of your speech. The most effective way to do this is with vivid, richly textured examples that personalize your ideas and help pull listeners into the speech emotionally.


Here is how one speaker used a vivid example for emotional appeal. The subject was illegal trapping of wild animals. The audience was a group of citizens and the village board in a semirural town. The speaker was a representative of the Humane Society. Here is what she might have said, stripping the content of emotional impact:


Trapping of wild animals on town property is not only illegal, it is also dangerous. On several occasions domestic animals have been caught in traps set for raccoons, squirrels, and beavers.

What she actually said went something like this:


Tina was found dead last week—her neck broken by the jaws of a steel trap. I didn’t know Tina, and most of you didn’t either. But John and Rachel Williamson knew her, and so did their children, Tyrone and Vanessa. Tina had been a beloved member of their family for 10 years. She was a Samoyed—a handsome, intelligent dog, pure white with soft, dark eyes. When she died she was only 200 yards from her back door.


Tina had gone out to play that morning as usual, but this time she found something unusual—an odd-shaped box with delicious-smelling food inside. She put her head inside the box to get at the food. When she did, the trap closed and Tina was killed.


Unless we crack down on illegal trapping within town property, this tragedy will be repeated. The next time it might be your family dog. Or your pet cat. Or your child.


People who listen to a speech like that will not soon forget it. They may well be moved to action, as the speaker intends. The first speech, however, is not nearly so compelling. Listeners may well nod their heads, think to themselves “good idea”—and then forget about it. The story of Tina and the family who loved her gives the second speech emotional impact and brings it home to listeners in personal terms.

Speak with Sincerity and Conviction

Ronald Reagan was one of the most effective speakers in recent U.S. history. Even people who disagreed with his political views often found him irresistible. Why? Partly because he seemed to speak with great sincerity and conviction.


What was true for Reagan is true for you as well. The strongest source of emotional power is the conviction and sincerity of the speaker. All your 
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emotion-laden words and examples are but empty trappings unless you feel the emotion yourself. And if you do, your emotion will communicate itself to the audience through everything you say and do—not only through your words, but also through your tone of voice, rate of speech, gestures, and ​facial expressions.

Ethics and Emotional Appeal 

Much has been written about the ethics of emotional appeal in speechmaking. Some people have taken the extreme position that ethical speakers should stick to reason and avoid emotional appeal entirely. To support this view, they point to speakers who have used emotional appeal to fan the flames of racial hatred, religious bigotry, and political fanaticism.


There is no question that emotional appeals can be abused by unscrupulous speakers for detestable causes. But emotional appeals can also be wielded by honorable speakers for noble causes—by Winston Churchill to rouse the world against Adolf Hitler and the forces of Nazism, by ​Martin Luther King to call for racial justice, by Mother Teresa to help the poor and downtrodden. Few people would question the ethics of emotional appeal in these instances.


Nor is it always possible to draw a sharp line between reason and emotional appeal. Think back for a moment to the story about Tina, the Samoyed who was killed near her home by an illegal trapper. The story certainly has strong emotional appeal. But is there anything unreasonable about the story? Or is it irrational for listeners to respond to it by backing stronger measures to control illegal trapping? By the same token, is it illogical to be angered by corporate wrongdoing? Fearful about cutbacks in student aid? Compassionate for victims of child abuse? In many cases, reason and emotion work hand in hand.


One key to using emotional appeal ethically is to make sure it is appropriate to the speech topic. If you want to move listeners to act on a question of policy, emotional appeals are not only legitimate but perhaps necessary. If you want listeners to do something as a result of your speech, you will probably need to appeal to their hearts as well as to their heads.


On the other hand, emotional appeals are usually inappropriate in a persuasive speech on a question of fact. Here you should deal only in specific information and logic. Suppose someone charges your state governor with illegal campaign activities. If you respond by saying, “I’m sure the charge is false because I have always admired the governor,” or “I’m sure the charge is true because I have always disliked the governor,” then you are guilty of applying emotional criteria to a purely factual question. The events relative to the governor’s campaign activities are matters of fact and should be discussed on factual grounds alone.


Even when trying to move listeners to action, you should never substitute emotional appeals for evidence and reasoning. You should always build your persuasive speech on a firm foundation of facts and logic. This is important not just for ethical reasons, but for practical reasons as well. Unless you prove your case, careful listeners will not be stirred by your emotional appeals. You need to build a good case based on reason and kindle the emotions of your audience.20
Sample Speech with Commentary
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When you use emotional appeal, keep in mind the guidelines for ​ethical speechmaking discussed in Chapter 2. Make sure your goals are ethically sound, that you are honest in what you say, and that you avoid name-​calling and other forms of abusive language. In using emotional appeal, as in other respects, your classroom speeches will offer a good testing ground for questions of ethical responsibility.

Sample Speech with Commentary

The following persuasive speech was presented in a public speaking class at the University of Wisconsin.21 It deals with a question of policy and is a good example of how students can utilize the methods of persuasion discussed in this chapter.

Self-Defense on Campus

Speech

Rebecca Hanson

You’re tired; you’re hungry. You’ve just spent a long day at College Library and you can’t wait to get back to your room. Glancing outside, you remember how quickly it becomes dark. You don’t think much of it, though, as you bundle up and head out into the gusty wind. Not until you spy the shadows on the sidewalk or hear the leaves rustling beside you do you wish you weren’t alone. You walk quickly, trying to stop your imagination from thinking of murderers and rapists. Only when you are safely inside your room do you relax and try to stop your heart from pounding out of your chest.


Can you remember a time when you felt this way? I would be surprised if you never have. The FBI reported last year that there were three murders, approximately 430 aggravated assaults, 1,400 burglaries, and 80 rapes here in Madison alone. And while these statistics are quite alarming, they don’t even compare to the numbers of larger metropolitan areas.


No matter where we live, crime affects us all—men and women, students and instructors, young and old. We need to stop being the victims. One way we can do this is by enrolling in a self-defense course. There are many times I can remember when my heart seemed to pound out of my chest, but because I took an introductory course in self-defense, I feel more 
Commentary

The speaker begins with an extended hypothetical example. Vivid and richly textured, it gains attention and relates the topic directly to the audience. It also contains a strong element of emotional appeal—especially for female students who have experienced the feelings described by the speaker.

When you begin a speech with a hypothetical example, it’s a good idea to follow up with statistics showing that the example is not far-fetched. The statistics in this paragraph are especially effective because they come from the city in which the speech was given.

After reinforcing the fact that crime is a concern for all members of her audience, the speaker focuses on the specific issue of enrolling in a self-defense course. She establishes her credibility by citing the benefits she gained from taking such a course. ​

View Rebecca Hanson, “Self-Defense on Campus.”

CD 2: Full Speech

454
CHAPTER 16
Methods of Persuasion
confident and more prepared to deal with potentially ​dangerous situations. Today I would like to encourage all of you to enroll in a self-defense course. Let’s start by looking at the ​dangers of crime we face as college students.


College students face many crime issues, both as ​members of society and as students on campus. These crimes endanger our money, our property, our self-confidence, our psychological well-being, and even our lives. According to the ​Foundation for Crime Prevention Education, violence and crime have ​dramatically increased. An American is six times more likely to be assaulted with a weapon today than in 1960. The FBI ​reports that someone is either murdered, raped, assaulted, or robbed every 16 seconds. This means today, at the end of our 50-minute class period, approximately 187 people will have been victims of a violent crime.


College students, many of whom are away from home for the first time, are especially easy targets for crime. Students often look at campus housing as a secure place. But according to the book Street Wisdom for Women, precautions must be taken in a dorm or Greek house, just as in any house or apartment. How many of these bad habits do you have? How often do you leave your room without locking your door, forgetting how ​easily accessible your room is to anyone? How often do you fall asleep without locking your door? Or how often do you open your door without first checking to see who is there? As the Wake Forest University Police Crime ​Prevention website states, “Each of us must become aware of the precautions necessary to reduce the likelihood that we will become victims of crime.” Those who forget to take these precautions invite trouble.


Although students must watch themselves in campus housing, they must also take care elsewhere. Prevalent use of drugs and alcohol, especially on college campuses, increases the chance of crime. Using drugs or alcohol makes you an easier target because, as we all know, it affects your judgment, influencing your decisions on safety. According to the Pacific ​Center for Violence Prevention, in 42 percent of all violent crimes, ​either the assailant, the victim, or both had been drinking. Specifically on campus, 90 percent of all violent crimes involve drugs and/or alcohol. This problem is so serious that testimony by law enforcement officials reprinted on the Security On ​Campus website indicates that many college campuses are the highest crime areas in their communities.

Commentary
Although she stresses her personal experience here, it becomes clear as the speech goes on that she has also done a great deal of research on the topic.

This speech is organized according to Monroe’s motivated sequence. In this paragraph, the speaker begins her discussion of the need for students to enroll in a self-defense course. Notice how she identifies the sources of her statistics and translates the figures into terms that relate directly to her classmates.

Moving from the general crime statistics in the previous paragraph, the speaker focuses on crime issues facing college students. Her questions about students’ “bad habits” with respect to crime prevention are especially effective, and her use of “you” helps draw the audience further into the speech.

The quotation at the end of this paragraph is one of several pieces of evidence the speaker located on the Internet. Notice how she identifies the exact source of the quotation, rather than making the general statement, “As I discovered on the Web, . . .”

The speaker completes the need section of her speech by noting that drugs and alcohol increase the crime problems faced by students. Here, as in other parts of the speech, her statistics are clearly presented and come from credible sources.

 Sample Speech with Commentary
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So now that we see the dangers we face as students, what can we do to protect ourselves? Although there are many ways of dealing with crime, I recommend that you and every college student enroll in a self-defense course. You can choose from a variety of self-defense courses offered right here in Madison. You can find one to fit your schedule and your pocketbook. On campus, the university has a club sport called Shorin Ryu Karate, which emphasizes practical self-defense. They hold their meetings in the evening, after classes, right on campus, and they’re open to all university students, faculty, and staff.


Another option is Villari’s Self-Defense and Tai Chi Center, which not only offers courses in self-defense, but in tai chi, karate, and kung fu. Villari’s location on State Street is ​convenient for all university students. To find a class that fits your needs, you can also search over the Internet or through the Yellow Pages. I also brought along some brochures today, so if you are interested, please see me after class.


After enrolling in a self-defense course, you will find yourself much better prepared to deal with an emergency situation. Patrick Lee, an instructor for a course called “Self-Defense for Women: Victim or Survivor,” claims the biggest thing he teaches in his courses is that you must decide from the beginning whether you want to be the victim or the survivor. Repeating over and over again that “I am a survivor” not only increases your self-confidence but helps you think more clearly in a difficult situation.


I didn’t realize the importance of this myself until I took an introductory course in self-defense in my high-school physical education class. After a few days of practice, each of us faced the notorious padded attacker. Expecting to enjoy fighting the attacker, I prepared to yell, “No; stop; back off,” as forcefully as possible. But before I knew it, this man, twice my size, had put me in a hold I could not get out of. My mind was so overcome with fear that I could barely muster out a “No.” Immediately, I pictured this as a real situation, one which I probably would not have survived.


But after a few more days of practice, we were able to go against the padded attacker one more time. This time, I no longer felt fear. I felt anger. I was angry that this man felt he could take advantage of me. This time, using what I learned, I yelled, “No; back off,” and successfully escaped his move. And this time I survived.

Commentary
This paragraph begins with a transition into the satisfaction section of the speech. Notice how clearly the speaker presents her plan and identifies the self-defense classes students can attend right on campus.

Now the speaker looks at options for students who want to enroll in a self-defense class off campus. As in the previous paragraph, she provides specific information about those options. This kind of specificity is vital whenever a speaker seeks to persuade an audience to take immediate action.

Having explained her plan, the speaker moves into the visualization section of her speech, in which she will demonstrate the benefits of her plan. This is one of the most important aspects of any persuasive speech on a question of policy.

In this and the next paragraph, the speaker uses a personal example to illustrate the benefits of taking a self-defense class. The example also boosts the speaker’s credibility by showing that she has firsthand experience on the topic.

The speaker’s success in repelling the padded attacker adds an element of emotional appeal to this section of the speech.
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I’m not the only example showing the benefits of taking self-defense. If you’re interested, check out “Stories from Self-Defense Classes” posted to the Internet by the Assault Prevention Information Network. Although I don’t have the time to share with you the dozens of success stories, I can sum them up with a quote by Cindy, a 23-year-old woman who used her self-defense knowledge to scare off an assailant. Cindy says, “I know deep inside, where it matters most, that I have what it takes to defend myself if need be, and this feeling is one of pure joy.” As you can see, self-defense is time and money well ​invested.


So I encourage you to enroll in a self-defense course, whether it be through a physical education class or through a private organization and whether you do it here or back in your hometown. Even if you do not enroll right away, I encourage you to do so in the near future. Taking such a course could mean keeping your money, protecting your property, defending yourself, your boyfriend or girlfriend, husband or wife. It could even mean the difference between life and death.


Don’t ever think, “It could never happen to me.” Why not be prepared? As Patrick Lee said, “Ask yourself, do you want to be the victim or the survivor?”

Commentary
As in other places, the speaker clearly identifies the source of evidence from the Internet. The quotation from Cindy is an ​instance of peer testimony, and it provides further proof of the benefits of taking a self-defense class. The final sentence of this paragraph reinforces the point made by the quotation and effectively wraps up the body of the speech.

The speaker moves into her conclusion, in which she develops the action stage of Monroe’s motivated sequence. Notice how specific her call to action is and how she ties it directly to her classmates by talking in terms of “you” and “your.”

The closing quotation reinforces the speaker’s central idea, relates once again to the audience, and ends the speech on a dramatic note.

Summary

People have been studying the methods of persuasion since the days of the ancient Greeks. They have found that listeners accept a speaker’s ideas for one or more of four reasons—because they perceive the speaker as having high credibility, because they are won over by the speaker’s evidence, because they are convinced by the speaker’s reasoning, or because they are moved by the speaker’s emotional appeals.


Credibility is affected by many factors, but the two most important are competence and character. The more favorably listeners view a speaker’s competence and character, the more likely they are to accept her or his ideas. Although credibility is partly a matter of reputation, you can enhance your credibility during the speech by establishing common ground with your listeners and by letting them know why you are qualified to speak on the topic. You can also build your credibility by presenting your speeches fluently and expressively.


If you hope to be persuasive, you must also support your views with evidence—examples, statistics, and testimony used to prove or disprove something. As you prepare your speech, try at each point to imagine how your audience will react. Anticipate their doubts and answer them with ​evidence. Regardless of what kind of evidence you use, it will be more 
Key Terms
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persuasive if it is new to the audience, if it is stated in specific rather than general terms, and if it is from credible sources. Your evidence will also be more persuasive if you state explicitly the point it is supposed to prove.


No matter how strong your evidence, you will not be very persuasive unless listeners agree with your reasoning. In reasoning from specific instances, you move from a number of particular facts to a general conclusion. Reasoning from principle is the reverse—you move from a general ​principle to a particular conclusion. When you use causal reasoning, you try to establish a relationship between causes and effects. In analogical reasoning, you compare two cases and infer that what is true for one is also true for the other. Whatever kind of reasoning you use, you want to make sure that you avoid fallacies such as hasty generalization, false cause, and invalid analogy. As both a speaker and listener, you should also be on guard against the red herring, ad hominem, either-or, bandwagon, and slippery slope fallacies.


Finally, you can persuade your listeners by appealing to their emotions—fear, anger, pity, pride, sorrow, and so forth. One way to generate emotional appeal is by using emotion-laden language. Another is to develop vivid, richly textured examples that personalize your ideas and draw listeners into the speech emotionally. Neither, however, will be effective unless you feel the emotion yourself and communicate it by speaking with sincerity and conviction.


As with other methods of persuasion, your use of emotional appeal should be guided by a firm ethical rudder. Although emotional appeals are usually inappropriate in speeches on questions of fact, they are legitimate—and often necessary—in speeches that seek immediate action on questions of policy. Even when trying to move listeners to action, however, you should never substitute emotional appeals for evidence and reasoning. You need to build a good case based on facts and logic in addition to kindling the emotions of your audience.

Key Terms

ethos (429)
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initial credibility (430)

derived credibility (430)

terminal credibility (430)
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logos (437)

reasoning (438)
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hasty generalization (439)
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Review these terms by doing the Chapter 16 crossword puzzle at www.mhhe.com/lucas8.
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Review Questions

After reading this chapter, you should be able to answer the following questions:

 1. What is credibility? What two factors exert the most influence on an audience’s perception of a speaker’s credibility?

 2. What are the differences among initial credibility, derived credibility, and terminal credibility?

 3. What are three ways you can enhance your credibility during your speeches?

 4. What is evidence? Why do persuasive speakers need to use evidence?

 5. What are four tips for using evidence effectively in a persuasive speech?

 6. What is reasoning from specific instances? What guidelines should you follow when using this method of reasoning?

 7. What is reasoning from principle? How is it different from reasoning from specific instances?

 8. What is causal reasoning? What two errors must you be sure to avoid when using causal reasoning?

 9. What is analogical reasoning? How do you judge the validity of an ​analogy?

10. What are the eight logical fallacies discussed in this chapter?

11. What is the role of emotional appeal in persuasive speaking? Identify three methods you can use to generate emotional appeal in your speeches.

Exercises for Critical Thinking

1. Research has shown that a speaker’s initial credibility can have great impact on how the speaker’s ideas are received by listeners. Research has also shown that a speaker’s credibility will vary from topic to topic and audience to audience. In the left-hand column below is a list of well-known public figures. In the right-hand column is a list of potential speech topics. Assume that each speaker will be addressing your speech class.


For each speaker, identify the topic in the right-hand column on which she or he would have the highest initial credibility for your class. Then explain how the speaker’s initial credibility might be affected if the speaker were discussing the topic in the right-hand column directly across from her or his name.

	Speaker 
	Topic 

	Oprah Winfrey 
	Women in Politics

	Jesse Jackson 
	Talk Shows: Their Role in Society

	Steven Spielberg 
	The Perils of Broadcast Journalism

	Hillary Clinton 
	African Americans: The Next Agenda

	Peter Jennings 
	Movies in the 21st Century


For further review, go to the Study Questions for this chapter.

CD 1: Study Questions
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2. Identify the kind of reasoning used in each of the following statements. What weaknesses, if any, can you find in the reasoning of each?

a. According to a study by the American Medical Association, men with bald spots have three times the risk of heart attack as men with a full head of hair. Strange as it may seem, it looks as if baldness is a cause of heart ​attacks.

b. Contrary to what the chemical industry argues, limiting pesticide use does not threaten the food supply. Sweden has cut back on pesticides by 50 percent over the last few years with almost no decrease in its harvest. The Campbell Soup Company uses no pesticides at all on tomatoes grown in Mexico, and they reap as much fruit as ever. Many California farmers who practice pesticide-free agriculture have actually experienced increases in their crop yields.

c. The United States Constitution guarantees all citizens the right to bear arms. Gun control legislation infringes on the right of citizens to bear arms. Therefore, gun control legislation is contrary to the Constitution.

d. Almost every industrialized nation in the world except for the United States has a national curriculum and national tests to help ensure that schools throughout the country are meeting high standards of education. If such a ​system can work elsewhere, it can work in the United States as well.

3. Over the years there has been much debate about the role of emotional appeal in public speaking. Do you believe it is ethical for public speakers to use emotional appeals when seeking to persuade an audience? Do you feel there are certain kinds of emotions to which an ethical speaker should not appeal? Why or why not? Be prepared to explain your ideas in class.

4. Analyze Mary Fisher’s “A Whisper of AIDS” in the appendix of sample speeches that follows Chapter 18. In your analysis concentrate on how Fisher builds her credibility, employs evidence and reasoning, and generates emotional appeal. In addition, study how she uses the resources of language discussed in Chapter 11 to bring her message home to ​listeners.

Applying the POWER of Public Speaking

As marketing director, you’ve helped your small company grow from ownership of one health club to nine in as many years. Now one of your less successful competitors is throwing in the towel and has announced plans to sell its seven clubs. Most members of your company’s management team want to make an offer to purchase these clubs. However, some members, including yourself, believe the purchase would jeopardize your company’s stability by nearly doubling its size overnight.


At a meeting of the management team, you listen as one of the advocates of purchasing the clubs makes his case. Among his points are the following: (1) The company must either purchase the clubs or abandon any thoughts of future growth; (2) If the company can successfully add clubs one at a time, as it has done in the past, then it should be able to add seven 
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at once; and (3) Because a majority of the management team supports the purchase, it must be a good idea.


In your speech, you will point out the fallacy in each of these points. What are those fallacies?
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