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Monroe’s Motivated Sequence
Alan Monroe, a Purdue University professor, used the psychological personation to advance an outline for creating speeches that will deliver results. His summary is known as Monroe's motivated sequence. Nonetheless, it is a traditional approach in organising presentations that will meet the desired objectives. Further, they can be used to classify a range of situations to develop and coordinate elements of any speech. The steps have discussed below (Begum 32-42).
Firstly, get the concentration of your audience. Use stories by including humour, a shocking statistics or a rhetorical question. An audience will get in touch and glued to you from the start up to the end. Ensure that as a storyteller you can establish your credulity. Make the audience understand your objective. Secondly, as a storyteller ascertain your need, An organisation should employ the five methods when advertising his/her product. For instance, a Colgate company the company may opt to seek the customer's attention by telling the effects of not brushing their teeth. This should be done by giving them shocking evidence on how sugary food can affect human teeth. Secondly, the company should ascertain the need as to why customers need to buy from them. Thirdly, the Colgate Company should give its customers verifiable facts why their products are the best. Fourthly, the company should persuade the audience to purchase their product. Lastly, the customer should take action of buying Colgate and using it, after being entirely convinced.
Convince your listeners that there is a challenge. This will make them realise that what is occurring now is not a better thing and they ought to change. Thirdly, ensure that you can fulfil your need. An organisation should employ the five methods when advertising his/her product. For instance, a Colgate company the company may opt to seek the customer's attention by telling the effects of not brushing their teeth. This should be done by giving them shocking evidence on how sugary food can affect human teeth. Secondly, the company should ascertain the need as to why customers need to buy from them. Thirdly, the Colgate Company should give its customers verifiable facts why their products are the best. Fourthly, the company should persuade the audience to purchase their product. Lastly, the customer should take action of buying Colgate and using it, after being thoroughly convinced.
Satisfy by giving facts, elaborating your point and visibly state what you need your listeners to do or believe. Ensure that you can summarise your information from time to time as you communicate. Visualize the Future. Here the presenter is to visualise a situation of setbacks. He urges that the convincing and comprehensive the vision, the enhanced it will meet the intended aims. You aim to persuade the audience to settle with you and adopt suitable conducts, attitudes, and philosophies. Aid them in realizing how the outcomes will be if they move with you (Begum 32-42).  Action and Actualization. This is the last stage, and the audience is expected to be left a task to do solving their miasma. Never devastate them with much information that is demanding. Give them choices to escalate their sense of proprietorship of the elucidation (Begum 32-42).
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