
COM 290 Persuasion

By age 20, you have been exposed to an average of 200+ TV commercials per day – more than one million so far.

Persuasion is a psychological process that occurs when two or more opinions are present.

Not matter how well you prepare your speech, not matter how much of an authority you are on a particular subject, no matter how well you back up your argument – there will be people in the audience who do not agree with you.

The job of persuasion is to:

· Get some listeners to agree with you
· Get them to act

You are an advocate for:

· A belief
· An idea
· A program
· A call to action










Ethics

· Make certain your goals are ethically sound
· You will not achieve a true beneficial result with unethical methods
· Maintain a bond of trust with audience
· Be honest
· Use language responsibly


Approaches

1. Question of Fact 
· Who will win the Super Bowl?  
· What will happen in the Middle East?  
· When is Mount Helen going to have another eruption?

A question of fact – you can speculate, analyze and arrive at serious doubts about the facts of a case.  Usually, there is controversy; otherwise there is no argument, and no persuasion is needed.

2. Question of Values   
· What is the best movie of all time?  
· What are the ethical responsibilities of a journalist?  
· Matters of fact mixed with a value judgment.

A question of value – you question the worth, rightness, morality of an idea or action.

We make value judgments.  What is moral?  What is ethical?  What is the right thing to do?

We make value judgments all the time.  You must justify your claim to the value of something.  What standards are you setting?  

3. Question of Policies 
· What should we do about terrorism?  
· What about health care?
· How should colleges deal with binge drinking?


A question of policy - should this action be taken or not?  What 

measure should be taken against terrorism, abortion, civil rights, 

social security, women’s rights, students’ rights, etc.


-------------------------------------------

1. Comparison Advantage order – each point explains a solution and why it is preferable over another method.

If you offer a comparison, does it make sense?

2. Problem solution order 

Part one – here is the problem.

Part two – here is the solution.

If you offer a solution, does it make sense?  Is it practical?  Does it apply?  Is it realistic?

Will my plan solve the problem?  Could it really?  Could it possibly?


Monroe’s Motivated Sequence


1. Attention – gain audience attention – opening statement – grab the audience

2. Need – Make the audience feel a need for change.  Show the serious problem
Use supporting materials – stats, examples, testimony – that related directly
To the audience’s values or interests.  You get the audience ready for your
solution.

3. Satisfaction – You present a solution to the problem.

4. Visualization – Show how audience will benefit from your proposed solution.

5. Action – you make a call to action.  You provide info to audience if they want to act on what you presented. Provide addresses for where to go to join an organization or how to sign up for counseling, then conclude with an emotional appeal that reinforces their commitment to act.










EMOTIONAL APPEALS 

PATHOS - Fear, compassion, pride, anger, guilt, reverence. [arouses emotion: pity, sympathy, sorrow]


LOGOS – logical appeal of a speaker through evidence and reasoning. [ability to reason]


ETHOS – Source credibility – you are influenced by your own perception of the speaker. [attitudes, habits of an individual or group, your thoughts, spirits of a group or system


Using emotion to persuade

1. Examples: use concrete examples that help your listener visualize what you mean.

2. Emotion-arousing words: flag, freedom, “remember 9/11,” comfortable, warm, love

3. Nonverbal behavior: model the emotion for your listeners. Show the emotion by displaying it in your voice, movements and gestures.

4. Selected appeals to fear: be appropriate to the situation. Maybe suggest something is harmful to an audience member unless he or she takes your advice. “You might be killed in an auto accident if you don’t wear a seat belt or if you text message while you drive.”

5. Appeals to emotions such as hope, pride, courage. Use words to invoke these emotions in your listener. Obama’s “Yes, we can.” Roosevelt’s “the only thing we have to fear is fear itself.”
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