d the actual words that
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from a speech throug
and the visual. The aural channe
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include the qualities of volume, pitch, rate,
articulation described in Chapter 19. Paralangu

is said, not to what is said.

The visual channel Inc

pressions,

d objects held. These nonver
Paralanguage and the visual elements O

| understanding of the message you wish to
listeners derive only 7 percent of the mean-

{ attitudes from the speaker’s words, the
mes from the speaker’s voiICe and
¢« and body move-

appearance-——facial ex
appearance, dress, an
called the silent language.
are critical to an qudience’s ful
convey. According to one study,

ing of any message 1bout feelings an
hile 38 percent CO
he speaker’s facial expression

f 2 speech

55 percent COMES from t
ments, the nonverbal component.’

tion wo?ks together with the verbal component of a speec
(1) clarifying the meaning of verbal messages; (2) facilitating feedback

l;etween speaker and audience; (3) helping establish a relationship
etween speaker and audience; and (4) helping the speaker establish

credibility.

Clarify Verbal Messages

The impact of the verbal component of your speech
i(aelfez t?qnd);?fg- votcil and bodily actions while Is)aying i:}"}'icey:alll'nsea zM_;fSSinds
e meaninginsi nfl)'clly ml‘?.vem_ents or different vocal emphasis convey gi(;'_
A “We’lll lrilris 1:55 1:1 me;ning occur with gestures. If you sya tc;
hands dismis;ivel th RS while rolling your eyes and wavin %

y, the meaning would be much different than if yogtlysoag

the same thing while givi
v giving a heartfelt sigh :
to indicate that the audience shares the fegeli;;ld gilnat ol
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Facilitate Feedback

Listeners use a host of body cues—head shaking (either in agreement or in dis-
agreement), smiles or frowns, arms rigidly folded across the chest, and friendly
gazes or facing-away postures—to communicate their pleasure or displeasure
with a speech. Being alert to such feedback and responding to it can mean the
difference between an alienated audience and one that feels recognized and
respected. Coughing and excessive shifting around, for example, may indicate
difficulty in hearing and flagging interest. In response, you might increase your
speaking volume and look in the direction of the affected listeners more fre-
quently and for longer periods. If you receive negative cues such as frowns and
head shaking, you might present some additional evidence or interject some

relevant humor.

Establish Relationships between Speaker and Audience

Nonverbal behavior, such as how you position yourself vis-a-vis your listeners,
allows you to adjust your relationship with them, establishing a level of famil-

larity and closeness that is suitable to the topic, purpose, and occasion. To stim-
ulate a sense of informality and closeness, for example, you can move out from
behind the podium and walk or stand among audience members. Talk-show
host and comedian Jay Leno opens each of his nightly shows by walking to the
front edge of the stage to greet and shake hands with members of the audience.
His friendly, open behavior establishes a casual communicative atmosphere and
a direct relationship with his audience. Conversely, remaining at a distance
from the audience, such as behind the speaker’s stand, using a more reserved
vocal quality, and speaking at a somewhat slower and consistent rate establish a

more formal relationship with listeners. ;

Establish Speaker Credibility

Nonverbal communication plays a key part in the audience’s perception of your
competence, trustworthiness, and character.? For example, audiences are more
readily persuaded by speakers who emphasize vocal variety, eye contact, nod-
ding at listeners, and standing with an open body position than by those who
minimize these nonverbal cues.* Audience members also respond more posi-
tively to speakers whom they perceive to be well dressed and attractive. They are
apt to take them more seriously and are more objective in their responses than

they are to speakers whom they do not find attractive.

Chapter quizzes
’ Birucss vl soninsasaaad

As audience members listen to you, they are simultaneously evaluating the cues
sent by your facial expressions, eye behavior, gestures, and general body move-
ments. Audiences do not so much listen to a speaker’s words as they “read” the

body language of the speaker who delivers them.”



... vaur Facial Expressions
lALE ERATE | A%

1 o ecions. audiences can gauge whether we are excited about,
O ¢ indifferent to our speech—and the audience to whom we
5 « by 2 3y T4 ML (JI 1iiNAALANGANARS
disenchanted vy,

. .. behaviors are more effective for building rapport with an

i ,' | ; A smile is a sign of mutual welcome at the start of a

' tual ¢ ~mfort and interest during the speech, and of mutual good-

1 at th ~f a speech. Smiling when you feel nervous or otherwise

an help }ou relax and gain more composure. Of course, facial

-ions need to correspond to the tenor of the speech. Doing what is natu-
e 1 for the occasion should be the rule.

| TIPS FOR USING EFFECTIVE FACIAL EXPRESSIONS

1. Use animated expressions that feel natural and express your

Ywwold a deadpan expression.

7
&
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& 3. Never use expressions that are out of character for you or
nappropriate to the speech occasion.

4. In practice sessions, loosen your facial features with exercises
such as widening the eyes and moving the mouth.

O. Align your facial expressions with your feelings.

6. Establish rapport with the audience by smiling naturally when
appropriate.

4
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Maintain Eye Contact
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% CHAPTER 20 The Body in Delivery

¥§hlr v it fhifﬁng It to another listener. One speaking professional suggests
theonv:ilgglct:he a0l thr.ee”; Pick three audience mcimbers to focus On-——-o‘ngﬁ i*n

. » OI€ on the right, and one on the left of the room; these audience
members will be your anchors as you scan the room 7

Use Gestures That Feel Natural

Words alone seldom convey what we want to express. Physical gestures fill in
the gap's, 4s In illustrating the size or shape of an object (e.g., by showing the
size of it by extending two hands, palms facing each other), or expressing the
depth of an emotion (€.8., by pounding a fist on a podium).? Gestures should
be natural and Spontaneous, arising from genuine emotions and conforming to
your personality (see the Checklist below for tips on gesturing effectively).”

TIPS FOR EFFECTIVE GESTURING

—— 1. Use natural, spontaneous gestures.

— 2. Avoid exaggerated gestures, but use gestures that are broad
enough to be seen by each audience member.

3. Eliminate distracting gestures, such as fidgeting with pens or
pencils or brushing back hair from your eyes.

4. Analyze your gestures for effectiveness in practice sessions.

5. Practice movements that feel natural to you.

Be Aware of General Body Movement

General body movement is also important in maintaining audience attention
and processing of your message. Audience memt?ers soon tire of listening to a
talking head who remains steadily positioned in one place behind a micro-
phone or a podium. As space and time allow, try to get out from behind the
podium and stand with the audience. As you do, move around at a comfortable,

natural pace. ‘ . |
A speaker’s posture sends a definite message to the audience. Listeners per-

ceive speakers who slouch as being sloppy, unfocused, and even weak. Strive tq

stand erect, but not ramrod straight. The goal is to appear authoritative, not rigiq.

BROAD DRESS CODE GUIDELINES

1. For a “power” |00k, wear a dark-colored suit.
5. Medium-blue or navy paired with white can enhance your Credibility.
3 Yellow and orange color tones convey friendliness. -
4. The color red focuses attention on you.

|

W
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B Flashy jewelry distracts listeners.




Dress appropriately

| 1< it may sound, the first thing an audience is likely to notice as

;_E,M approach the speaker’s position is your clothing. The critical criteria in

Jetermining appropriate dress for a speech are audience expectations and the

- the speech occasion. If you are speaking as a representative of your

tnr example, you will want to complement your company's image.'”
Jobs, who invariably wears jeans and a black

yple cofounder Steve
» rolls out a new product line. Jobs's attire conveys a signature style

“cool.” personifying the Apple products he represents.
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Nonverbal Ccommunication pPatterns in Different

Cultures

As a speaker, it'S important to rem
communication, nonverbat communication is also profoundly

nfluenced by culture. Gestures, for example, have entirely
different meanings in different cultures, and many an unsus-

pecting speaker has ‘nadvertently made a rude gesture in his
or her host’s culture. In the late 1950s, for instance, Vice President Richard

Nixon made a goodwill tour of | atin America, where there were feelings of hostil-
ity toward the United States. On one of his stops, Nixon stepped off his plane
and. smiling, gestured with the A-OK sign to the waiting crowd. The crowd booed.
In that culture, Nixon's gesture meant * Screw you.” Days of delicate diplomacy
were undone by two seconds of nonverbal behavior.%This same gesture, inCl-
dentally, means “zero” in French and “money” in Japan. Roger Axtell catalogs a

variety of gestures in his book Gestures: The Do’s and Taboos of Body Language

around the World. This eye-opening account demonstrates how something In one
(e.g., nodding means ‘“ves” In

culture can mean literally the opposite In another
Yugoslavia and Iran).

the United States but can mean “no” in the former
The display of emotions is also guided by the social rules of the culture. The

- Japanese are conditioned to mask emotion, whereas Americans express emo-

tif:»n more freely. Speakers in different cultures
sions to convey emotions. Eye behavior also takes quite different forms, people

in the United States and Canada use eye contact as d form of acknowledgment
a politeness in greeting, but in other cultures, such as in Southeast Asia, Nige-
ria, and Puerto Rico, among other countries, this is often considered disrespect-
ful. Finally, appearance preferences also change from one culture 10 another.
No speaker should feel obliged to adopt nonverbal behaviors that aré not his
Qr her own. At the same time, a successful speech depends On shared mean-
ing. As such, a thorough audience analysis IS needed to anticipate potential

misunderstandings that might occur nonverbally.

ember that, like verbal

1. Roger Axtell, Gestures: The Do’s and Taboos of Body Languase around the World (New York: wiley. 1991).
S : B .
ource: Adapted from Dan O'Hair and Mary Wiemann, Real Communication: An Introduction (Boston:

Bedford/St.Martin's, 2009), 122-23.



AP éz::luoalfg:;i:’ﬁzllz;peakmg Occasiolis permit casual dress, take care not to con-
- Py or unkempt."! Even casual attire should be professional
In the sense that it conveys a re ible¢ - it bians  Voriit
attire reveals an it sponsible, creﬁilblc, and confident image. oul
wir Wil e s ¢ about what you are doing and the amount of effort you
ol we feplil Into it. The more professional you look, the more profc*f:;-
caca T;, a(?q th; more p951t1ve the attitude you will convey to audi-
R : }s davice 1s no less important for your classroom speeches than
speeches given elsewhere. You should dress for your speeches in class just
4S you would if you were delivering them to a business or professional group that
yOou want to impress. At the very least. it's good practice, and it’s likely to benefit
your speech by showing your respect for both the occasion and the audience.
| An ‘extension of dress is having various objects on or around your person
whlle glving a speech—pencil and pen, a briefcase, a glass of water, or papers
with notes on them. Always ask yourselt if these objects are really necessary.
A sure way to distract an audience from what you're saying is to drag a
briefcase or backpack to the speaker’s stand and open it while speaking, or to

fumble with a pen or other object.

PraCtiCe the De"very ‘Ji;if:{} qu_:'_e:rf::s'

Apple cofounder Steve Jobs is such an effective speaker that whole books are
devoted to his techniques. Jobs delivers his presentations without notes and
speaks in a conversational style, making emotional connections with his audi-
ence. But while Jobs projects an image of casualness, the time he devotes to
preparation and practice is legendary.!”

Practice is essential to effective delivery. The moré you practice, the greater
your comfort level will be when you actually deliver the speech. More than ahy-
thing, it is uncertainty that breeds anxiety. By practicing your speech using a
fully developed speaking outline (see Chapter 14), you will know what to expect

when you actually stand in front of the audience.

Focus on the Message
The purpose of your speech is to get a message across, not to display extraordi-
p this goal foremost in your mind. Psychologically, too,

delivery skills. Kee |
it likely to make your delivery more natural and more

focusing on your message is
confident.

Record the Speech

Once you've practiced your speech several times, talk it out into an audio recorder,

At a later stage 1D the practice process, you can place the recorder across the room
. ojecting your voice to the back row of the audience To

use a good-quality recording device. |

. gauge oW : ‘
accurately 8 ing two practice sessions can provide valuable feedback, A you

ding, make notes of the things you’d like tq change

watch your initial recor



.. -erecording, practice several more times until you are comfortable with
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SR sour speech a second time, paying close attention to the areas of speech

-hanges you've incorporated. Note that no one is ever entirely thrilled with
- her image on video, so try to avoid unnecessary self-criticism. Video-

] S %"

1sliverv that you want to improve,

TRATY

Be Prepared to Revise Your Speaking Notes

As vou practice, be prepared to revise your speech as needed. If your introduc-

conclusion isn’t as effective as you would like, rework it, Make other

iustments as necessary to improve your speech and make the outline easier

k- f Y a1’y
i g
N }5—’&.-‘“‘,#

Practice under Realistic Conditions

¢ to simulate the actual speech setting as you practice. Keep the seating
rrangement in mind as you speak, picturing the audience as you go along.
‘urn various objects in the room into imaginary audience members, and proj-
-ct your voice in their direction. Practice scanning for eye contact. Practice with
2 podium of some kind (unless you know that you won’t be using one). Stack
some boxes to form a makeshift podium if you have to. Practice working with
your speaking notes until you are confident that you can refer to them without
overly relying on them. Practice placing your notes on a podium and moving
around the podium for effective delivery.
At some point, practice your speech in front of at least one other person.
Ask your volunteer(s) to identify the purpose and key points of your speech.

Question them about what they did or did not understand. Seek detailed feed-
back about the quality of your delivery. &

Time Your Speech

A.s you practice, time each part of the speech (introduction, body, and conclu-
§10n) so that if you exceed your time limit you can adjust these sections accord-
Ingly. Recall that, as a3 general rule, the introduction and the conclusion should
make up no more than 10 or 15 percent of your entire speech (see Chapters 15
and 16). If the speech is too long, look for extraneous material that can be cut.

Consider your rate of speech. If it is too slow, practice speaking more concisely.
If the speech is too short, revie |

quatt-ely SUPPOrt your main points
slowing your tempo.



INe Persuasive Speech

Persuas; irg i - H
uasive speaking is 3 type of public speaking you will practice

throughout your professional and personal life. To persuade is to INfUENCce,
adVC_)cate, Or ask others to accept your views. Whether you are bargaining for
a'r_alse, convincing a fellow classmate of the need to join a student group, of
g1ving a formal speech advocating for a green policy, success or failure res
on how well or how poorly you understand the principles and practices O1
the art of persuasion.

Persuasive speaking skills are indispensable, especially if you want to
make your voice count during public conversations about issues that are
iImportant to you. Knowledge of persuasive speaking not only helps you
critically assess the persuasive messages of others but also contributes to the
betterment of society and the world, As we saw in Chapter 1, the ability to
speak persuasively ensures a healthy democracy. “In a Republican nation,”
Thomas Jefferson said during his term as the third president of the United
States, “whose citizens are to be led by reason and persuasion and not bv

force, the art of reasoning becomes of first importance.”

What Is a Persuasive Speech?

Persuasive speeches are meant to appeal to the audience’s attitudes, beliefs
and values about the issue in question and to sway listeners to the s! eliefs
point of view. Derived from the Greek verb meaning “to b pea
sion is the process of influencing attitudes, beliefs, va] ,
Persuasive speaking is a form of speech that is inteng
Jttitudes, beliefs, values, and actions of others.

kKer's

CONDITIONS FOR CHOOSING A PERSUASIVE PURPOSE
vou should select a persuasive purpose |f:

1. Your goal is to influence an audience’s beli
: > Dellef
about something. > o Understanding

—————

1SI'TMO3HI

practice them.




£ Persuasive Speeches Attempt to Influence

Audience Choices |
Similar to informative speeches, persuasive spethes al§o serveﬂ to mcr§ase
understanding and awareness. They present an audlenf:e with new mformatlc?n,
new insights, and new ways of thinking about an 1Ssuc. In fact, persuasﬁwe
: speeches do all the things informative speeches do. Butl rather than seeking
: only to increase understanding and awareness, the explicit goal of the persua-
o sive speech is to influence audience choices.? These choices may range from

slight shifts in opinion to wholesale changes in behavior.

Persuasive Speeches Limit Alternatives

Any issue that would constitute the topic of a persuasive speech represents at
least two viewpoints. For example, there are “pro-choice” advocates and
“right-to-life” advocates: there are those who prefer a Droid over an iPhone.
With any such issue, it is the objective of a persuasive speaker to limit the
audience’s alternatives to the side the speaker represents. This is done not by
ignoring the unfavorable alternatives altogether but by contrasting them with

the favorable alternative and showing it to be of greater value or usefulness to
the audience than the other alternatives.

Persuasive Speeches Seek a Response

By shoyving an audience the best of several alternatives, the persuasive speaker
asks listeners—sometimes explicitly and sometimes implici
choice. If the speech is effective, the audience’s choice will be limited: that is

listeners will understand that the alternat;
VRIS e IVE presente . :
“right” choice. p d by the speaker is the




The Process of Persuasion

Persuasion is a complex psychological process of reasoning
you speak persuasively, you try to guide the audience O <#H T ange their
attitude, belief, or behavior that you favor. But getting l""-’"ol‘]“'_m (1;(,“ : As in
minds, even a little, is challenging and requires CC’nSi"k‘mlﬁ}h". 5 *t' nht in
informative speeches, therefore, audience analysis 1S extremely ”-npa.‘rrd““] ce
persuasive speeches. The more “intelligence” you can gather aboul aml ,'n.],
members, the better you can solve the puzzle of how best to reach the 1
Be aware, however, that regardless of how thoroughly Y‘i’“_havc com!u(‘-t}vi
audience analysis or how skillfully you present your point of view, mld]cn(f(fb
may not respond immediately or completely to a persuasive appeal. A_” audi-
ence can be immediately “stirred,” as the Roman orator Cicero put it, with rﬁcla -
tive ease. However, producing a lasting impact on listeners’ attitudes, beliefs,
and behavior is a more difficult matter. Changes tend to be small, even
imperceptible, especially at first.

Research confirms that you can increase the odds of achieving your persua-

sive speech goal if you:

. Make your message personally relevant to the audience.’

e Clearly demonstrate how any change you propose will benefit the
audience.®

. Establish your credibility. Audience members’ feelings toward you strongly
influence their receptivity towards the message.

« Set modest goals. Expect minor rather than major changes in your listeners’
attitudes and behavior. :

« Target 1sSues that audience members feel strongly about.

o

. Demonstrate how an attitude or a behavior might keep listeners from
feeling satisfied and competent, thereby éncouraging receptivity to change

. Expect to be more successtul when addressing an audience wh
differs only moderately from your own.®

. Try to convince your listeners that by taking the action
will be rewarded in some way. For example, to persuad
weight and keep it off, you must make them believe th

Ose position

you propose they
€ people to loge
at they wil] pe

_ . ppro :
classical and contetfnporary pe;SPECUVES teCognize tiata;}: PEISUasion, Both
. . reason an ' CC
- requires 4 e ¢ & on, ang that augie S P€rsuasio

well-disposed toward the speaker.



wER § Chapter Quissvs

_ Classical Persuasive Appeals: Using Proofs 1=

a . * B ¥ . 'Llld be
“In his treatise on rhetoric, Aristotle explained that persuasion CO

L brought about by the speaker's use of three types of persuasivc appeals:nO;
;@%forms of rhetorical proofs. The first concerns the naturc of thc? message 1 ‘

- Speech; the second, the nature of the audience’s feelings; the third, the quali-
fications and personality of the speaker. According to Aristotle, and g?nera—
- tions of scholars and practitioners who followed him, you can build an

~ effective persuasive speech with any one or a combination of these proofs,

._J?J-. ,
Wiy

- termed logos, pathos, and ethos. The best speeches generally make use of all
‘;;fchree proofs.

. Logos: Proof by Reason
dny persuasive speeches focus on issues that require considerable thought.
- Should universities abolish tenure? Should the United States enact stricter

immigration laws? When an audience needs to make an important decision or
a conclusion regarding a complicated issue, appeals to reason and logic

._'-_

=

necessary. Aristotle used the term logos to refer to persuasive appeals
~_;;d1rected at the audience’s reasoning on 2 topic. To reason is to draw
~ conclusions based on evidence.
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~ GENERALCASE:  All men are mortal.
SPECIFIC CASE:  Socrates is a man.

| NCLUSION: Therefore Socrates is mortal
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And here is one that is poorly developed:

GENERAL CASE: Rosslyn gets all A's even though shene‘m ends ctxay
oeomccase:  Rosslyn ison the college softball team, =

CONCLUSION: All college athletes get all A's e thﬂﬂlh thgyn
attend class. e T
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The preceding example shows how erroneous conclusions can be reach
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vou begin with a general case that is unfounded, Here, the iﬂﬂ
hat a particular piece of evidence (an isolated case) is true for all indivldv.
als or conditions concerned. (See the section on fallacie .
Chapter 26.) Although the specific instance may be
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true, the conclusion fs
based on an overgeneralization. In contrast, the first example is an effective

"l".-?,.l f.

syllogism. It reaches a sound conclusion from an accurate genera Lo

o a Spﬁ’CiﬁC Instance. A G e
As you can see, appeals to reason using syllogism in a persuasive speech
require accurate knowledge of the information that forms vour general and

specific cases. This is a key consideration as you build your arguments,

The Enthymeme

A second form of classical rational appeal, or use of 10308, iﬁ | X

¥ AR ety

speech is the enthymeme. An enthymeme is a sylloglam sttt B
probability rather than as an absolute, and it states either a general .
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specific case but not both. The case not stated is implied and serves ask bR
tool for connecting the speaker and audience.® For exam le, e ovito st SRR
Socrates leads to the absolute conclusion that Socratess mortal if &

stated cases are accurate and true. The syllo_gifm abu ut
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restated as an enthymeme so that the conclusion is probal
necessarily always true: Mg 0 s
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neach, and [ visited the great American Cemetery there
. 000 Americans who gave the “last full measure of devotion,” s Lin

*

antifully put it. Simple white marble crosses, interspersed with e
k: -.. of David, stretch out fOr /U ACTes. o .
thought about all the brave Americans buried there and of the
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weir deaths, but 1 thought especially about my Uncle Lupe, the
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ent to war knowing he would die for no other reason than that his
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e one that treated him as a second-class citizen, asked him to, 12

%??Eh‘*tl;h emotion 1S a powerful means of moving d1l al-ltillel"'lc:e!l myint
colelv on naked emotion to persuade will fail most of the time, As Arl;tﬁﬂg 2
cressed, pathos functions as a means to persuasion not by any persuasive Poww -
wherent in emotions per se but by the interplay of emotions—or desire—and 501{?!—3-'-"
-easoning. Emotion gets the audience’s attention and stimulates a desire to ast

toact
n the emotion; reason is then presented as justification for the action. Recent

persuasion research confirms this effect.’® For example, a popular television
advertisement depicts a grandfatherly man in a series of activities with famuy

members. An announcer makes the logical appeal that people with high bload
pressure should maintain their prescribed regimen of medication; this iy

ollowed by the emotional appeal “If not for yourself, do it for them.” The
message invokes the desire to stay healthy as long as possible for the benefit o
loved ones. The reasoning is sound enough: Blood pressure is controllable with
medication, but one must take the medicine in order for it to work. In this case,
43 In many, emotion helps communicate the idea.

Appealing to an audience’s emotions on the basis of sound reasoning
ensures that your speech is ethical. However, as seen in the accompanymg

Ethically Speakina box. th . | e
ARG, ways in which emotions can be used
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LTHICALLY SPEAKING

Using Emotions Ethically

The most successful
understand the mind

the responsibility to
ethical

Speake
for exa

persuaders are those who are ableto
set of others. With such insight comes
use emotional appeals in speeches for
PUrposes. As history attests only too amply, not all
's follow an ethical path in this regard. Demaaoml;*s
relies heavily on irre| mple, cl_utter the historical landscape. A demagogue
hal decision-makin evant emotional appeals to short-circuit the listeners' ratio-
NS against allean L CSS: Senator Joseph McCarthy, who conducted "witeh
itler, who playeq oot o COMMUNISts in the 19508, was one such speaker Adolf
'OWard despicapie o C 1€4'S and dreams of German citizens to urge them
°Nds, was another master manipulator. i




or the speaker’s knowledge of and experience with the subject matter. Ethos-ba§€d
appeals emphasize the speaker’s grasp of the subject matter. Skillfully preparing
the speech at all stages, from research to delivery, as well as emphasizing yout
OWn expertise, evokes this quality. |
: T_'he second element of an ethos-based appeal is the speaker's mora
This is reflected in the speaker’s straightforward and honest presentation
message. The speaker’s own ethical standards are central to this element Cur-
rent research suggests, for example, that a brief disclosure of personal moral
standards relevant to the speech or the occasion made in the introduction of a
speech will boost audience regard for the speaker.!* Indeed, you should preparc
and present every aspect of your speeches with the utmost integrity so that your
audiences will regard you as trustworthy.
The third element of an ethos-based appeal is goodwill toward the audience.
A strong ethos-based appeal demonstrates an interest in and a concern for the
welfare of your audience. Speakers who understand the concerns of their listen-
ers and who address their needs and expectations relative to the speech exhibit

this aspect of the ethos-based appeal.
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of the

DISPLAYING ETHOS IN THE PERSUASIVE SPEECH

v Démonstrate your competence as a speaker by knowing your subject
well and by emphasizing your expertise.

v Be straightforward and honest in presenting the facts of your
argument.
v’ Reveal early your personal moral standards vis-a-vis your topic.
' v Demonstrate a genuine interest in and concern for your listeners’
welfare. ;
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Contemporary Persuasive Appeals: o
‘Needs and Motivations =

Classical theories of persuasion desFribe how appeals to reasoning (10g05)
emotion (pathos), and speaker credibility (ethos) can bring the audience to th :
speaker’s point of view. Scientific research affirms the centrality of the g

se

elements in persuasive appeals,” while also investigating other factors th
cause us to change or maintain our attitudes. These theories § s

persuasion 0§

members’ needs,
do, and (3) their likely approach to mentally processing the Persuac
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ing arfd after the evening ans? Advertisers know that by th
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ESSAYS

9. Discuss the p; ' ' '
R —— € process of nonverbal commupication.(lnclude in your
ponse several features.) (S points) - S

10.In a fullv de . ) '
_ t}l:ea fully developed essay discuss persuasion. Include in your response
the purpose of a persuasive speech. How does one develop supporting

materials? What are verbal materials (include examples) and why are
they necessary? How does one locate them? Include in this essay the
orporate in this type of

~ types of appeal (with examples) one can Inc
speech. (20 points) ‘




