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Preface

his fourth edition of A Concise Public Speaking

Handbook integrates the steps in preparing and de-
livering a speech with the ongoing process of consid-
ering the audience. Although developed and delivered
by the speaker, a good speech is centered on the needs,
values, and hopes of the audience. Therefore, the audi-
ence should be kept in mind during every step of the
speech crafting and delivery process. Being “audience-
centered” means that, as a speaker, you are constantly
aware of and striving to adapt to the cultural, gender,
and experiential diversity of the people to whom you are
speaking. Adapting to diverse audiences is incorporated
into every step of the audience-centered approach.

A Concise Public Speaking Handbook, Fourth
Edition, also emphasizes that an effective speaker is an
ethical speaker. Ethical speakers articulate truthful mes-
sages, formulated so as to give the audience free choice
in responding to the message, while also using effective
means of ensuring message clarity and credibility. In
addition to emphasizing ethics throughout the book,
and in Chapter 4, “Ethics and Free Speech,” we provide
an Ethics Assessment question at the end of each chap-
ter to spark thought and discussion on ethical issues in
public speaking.

New to the Fourth Edition

> New learning objectives at the beginning of every
chapter provide a preview of chapter content and
help students focus their study.

> New and expanded examples throughout the text
ensure that the examples are contemporary and
useful for students.

> New How To boxes provide clear instructions
for applying textbook concepts to real-life public
speaking.
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Additional information on the sources of public-
speaking anxiety in Chapter 2 helps students build
confidence by understanding that most people are
nervous.

Updated discussion of listening styles in Chapter 5
helps students use the strengths and overcome the
challenges of their particular style.

Updated discussion of sex, gender, and sexual
orientation in Chapter 6 emphasizes the importance
of considering variations in listeners’ gender and
sexual identities, and an expanded table helps guide
students as they analyze their speaking situations.
Updated section on evaluating Internet resources in
Chapter 9 adds new discussions of Wikipedia and
domains, as it guides students to think critically
about information they find on the Internet. Sugges-
tions for research strategy are updated to reflect the
technology many students use today.

Revised discussion of signposting in Chapter 11
helps students understand how these organizational
clues help communicate their message to listeners.
Added discussion of using tablet computers or
other technology to hold speaking notes updates
Chapter 14.

Chapter 17 offers new tips for effective eye contact,
gestures, and facial expressions in speeches delivered
via videoconferencing or similar technology.
Updated and streamlined discussion in Chapter 19
helps students understand how to adapt their
delivery to diverse audiences.

A broader discussion of computer-generated pre-
sentation aids in Chapter 20 includes popular new
alternatives to PowerPoint™.,

Streamlined discussion in Chapter 22 clarifies how
to paint word pictures to help listeners understand
information.

New section on reasoning by sign in Chapter 24
expands the repertoire of reasoning techniques stu-
dents can use in their persuasive speeches.
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> New section on using evidence effectively in persua-
sive speaking helps students to organize and craft
successful persuasive talks (Chapter 24).

Every chapter contains a number of effective, pedagogi-

cal features, including:

> Learning Objectives listed at the beginning of every
chapter.

> Quick Checks—Lists of items that can be checked
off as each step in the process of preparing a speech
is completed.

> How To boxes—Clear instructions for applying
textbook concepts to real-life public speaking.

> Study Guides—At the end of each chapter, a sum-
mary of chapter content that reinforces the learning
objectives from the beginning of the chapter. Each
end-of-chapter Study Guide also includes (1) Self
Assessment questions to help readers evaluate how
prepared they are to apply the chapter material in
their own speeches; (2) Ethics Assessment questions
designed to encourage consideration of ethical is-
sues; and (3) Critical Assessment questions, a variety
of speechmaking scenarios to help students think
critically and further apply chapter concepts.

Strategies to Improve Speaker Confidence

To help students manage the anxiety they may experi-
ence when they think about speaking to an audience,
an entire chapter (Chapter 2) is devoted to improving
speaker confidence. Techniques for managing speaker
apprehension, such as how to look for positive listener
support when delivering a message, are also included
throughout the book.

Critical Listening Skills

Besides learning how to speak in public, one of the most
valued benefits of studying public speaking is becoming
a more discriminating listener. A section on listening,
critical thinking, and analyzing and evaluating speeches
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helps students better understand their roles as speakers
and listeners, and Critical Assessment questions at the
ends of chapters offer further critical thinking, listening,
and analysis opportunities.

Instructor and Student Resources

Key instructor resources include an Instructor’s
Manual (ISBN 020598259X) and Test Bank (ISBN
0205996973), available at www.pearsonhighered.com
(instructor login required). Also available is Pearson’s
MySearchLab™, a valuable tool to help students con-
duct online research. Access to MySearchLab is avail-
able in an optional package with new copies of this text
or for purchase at www.mysearchlab.com (access code
required).

For a complete list of the instructor and student re-
sources available with the text, please visit the Pearson
Communication catalog, at www.pearsonhighered.com/
communication.
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Speaking in Public

OBJECTIVES
1. Explain why it is important to study public speaking.

2. Discuss in brief the history of public speaking.

3. Sketch and explain a model that illustrates the compo-
nents and the process of communication.

Why Study Public Speaking?

As you study public speaking, you will learn and
practice strategies for effective delivery and critical
listening. You will discover new applications for skills
you may already have, such as focusing and organiz-
ing ideas and gathering information from print and
electronic sources. In addition to learning and applying
these fundamental skills, you will gain long-term advan-
tages related to empowerment and employment.

The ability to speak with competence and confidence
will provide empowerment. It will give you an edge that
less skilled communicators lack—even those who may
have superior ideas, training, and/or experience.

Perhaps an even more compelling reason to study pub-
lic speaking is that the skills you develop may someday
help you get a job. In a nationwide survey, prospective
employers of college graduates said they seek candidates
with “public speaking and presentation ability.”" Surveys
of personnel managers, both in the United States and inter-
nationally, have confirmed that they consider communica-
tion skills the top factor in helping college graduates obtain
employment. (See Table 1.1.) Furthermore, billionaire in-
vestor Warren Buffet suggests that strong communication
skills can help you earn more throughout your career.”
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TABLE 1.1 Top Skills Valued by Employers

Results of Results of Results of Results
Survey of Survey by Survey of Compiled from
Personnel College Career Prospective Several Research
Directors® Department*  Employers® Studies®
1 Spoken Communication  Communication  Communication
communication  and interpersonal skills skills
skills skills
2 Written Intelligence Honesty and Analytical/
communication integrity Research skills
skills
3 Listening Enthusiasm Teamwork Technical skills
ability
4 Enthusiasm Flexibility Interpersonal  Flexibility/
skills Adaptability
5  Technical Leadership Motivation/ Interpersonal
competence Initiative skills
- J

The Rich Heritage of Public Speaking

When you study public speaking, you are also join-
ing a long history with many traditions, including the
following;:

> Fourth to first centuries BCE. During this golden age
of public speaking, the Greek philosopher Aristotle
formulated, and Roman orators refined, guidelines
for speakers that we still follow today.

> Nineteenth century. Students of public speaking
practiced the arts of declamation—the delivery of
an already famous address—and elocution—the
expression of emotion through posture, movement,
gestures, facial expression, and voice.

> Twentieth and twenty-first centuries. Audio, video,
computer, and mobile technologies let speakers
reach worldwide audiences and expand the param-
eters of public speaking, as they draw on age-old
public-speaking traditions to address some of the
most difficult challenges in history.
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The Communication Process

Even the earliest communication theorists recognized
that communication is a process. The models they
formulated were linear, suggesting a simple transfer
of meaning from sender to receiver. Later researchers
began to consider more elements in the process.

Communication as Action

> A public speaker is a source of information and
ideas for an audience.

> The job of the source or speaker is to encode, or
translate, the ideas and images in his or her mind
into a code, made up of verbal or nonverbal sym-
bols, that an audience can recognize. The speaker
may encode into words (for example, “The fabric
should be two inches square”) or into gestures
(showing the size with his or her hands).

> The message in public speaking is the speech itself—
both what is said and how it is said.

> If a speaker has trouble finding words to convey his
or her ideas or sends contradictory nonverbal sym-
bols, listeners may not be able to decode the speaker’s
verbal and nonverbal symbols back into a message.

> A message is usually transmitted from sender to
receiver via two channels: visual and auditory. Audi-
ence members see the speaker and decode his or
her nonverbal symbols—eye contact (or lack of it),
facial expressions, posture, gestures, and dress. If the
speaker uses any visual aids, such as PowerPoint™
slides or models, these too are transmitted along the
visual channel. The auditory channel opens as the
speaker speaks. Then the audience members hear
words and such vocal cues as inflection, rate, and
voice quality.

> The receiver of the message is the individual audience
member, whose decoding of the message will depend
on his or her own particular blend of past experi-
ences, attitudes, beliefs, and values. An effective pub-
lic speaker should be receiver- or audience-centered.
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> Anything that interferes with the communication of
a message is called noise. External noise is physi-
cal, such as the roar of a lawn mower or a noisy air
conditioner. Internal noise may stem from either
physiological or psychological causes and may
directly affect either the source or the receiver. A
bad cold (physiological noise) may cloud a speaker’s
memory or subdue his or her delivery. An audience
member who is worried about an upcoming exam
(psychological noise) is unlikely to remember much
of what the speaker says. Noise interferes with the
transmission of a message.

Communication as Interaction

One way that public speaking differs from casual con-
versation is that the public speaker does most or all of
the talking. But public speaking is still interactive. See
Figure 1.1 for an interactive model of communication.
Without an audience to hear and provide feedback,
public speaking serves little purpose.

The context of a public-speaking experience is the
environment or situation in which the speech occurs. It

Message Message
\ @ /

Context

FIGURE 1.1]  An interactive model of communication. Visit this

chapter of MySearchLab (www.mysearchlab.com) to see more
models of communication.


www.mysearchlab.com
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includes such elements as the time, the place, and both
the speaker’s and the audience’s cultural traditions and
expectations. For example, if the room is hot, crowded,
or poorly lit, these conditions affect both speaker and
audience. A speaker who fought rush-hour traffic for 90
minutes to arrive at his or her destination may find it diffi-
cult to muster much enthusiasm for delivering the speech.

Communication as Transaction

The most recent communication models focus on com-
munication as a simultaneous process. For example, in a
two-person communication transaction, both individu-
als are sending and receiving at the same time. In public
speaking, listeners nonverbally express their thoughts
and feelings at the same time the speaker is talking.

Public Speaking and Conversation

Models of communication suggest that public speaking
has much in common with conversation. Public speaking
also differs from conversation in the following key ways.

Public Speaking Is More Planned Public speaking is
more planned than conversation. A public speaker may
spend hours or even days planning and practicing his or
her speech.

’ ' Respond to Audience Messages

‘ ' When you have a conversation, you have to
make decisions “on your feet.” For example, if
your friends look puzzled or interrupt with questions, you
reexplain your idea. You can use the same audience-cen-
tered skills to help you become an effective and confident
speaker. Pay attention to the nods, facial expressions, and
murmurings of the audience. Respond to those messages
by adjusting your rate of speaking, volume, vocabulary, or
other variables. As a bonus, focusing on the needs of your
audience can keep you from focusing on any nervousness
you might be feeling.
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Public Speaking Is More Formal Public speaking is also
more formal than conversation. The slang or casual
language you often use in conversation is not appropri-
ate for most public speaking. Audiences expect speakers
to use standard English grammar and vocabulary.

The nonverbal communication of public speakers is
also more formal than nonverbal behavior in ordinary
conversation. People engaged in conversation often sit or
stand close together, gesture spontaneously, and move
about restlessly. The physical distance between public
speakers and their audiences is usually greater than that
between people in conversation. And public speakers of-
ten plan and rehearse some gestures and movements to
emphasize especially important parts of their speeches.

Roles of Speakers and Audiences Are More Clearly
Defined Public speaking is less fluid and interactive than
conversation. People in conversation may alternately talk
and listen and perhaps even interrupt one another, but
in public speaking, the roles of speaker and audience are
more clearly defined and remain stable. Rarely do audi-
ence members interrupt or even talk to speakers.

QUICK CHECK

Become an Effective Public Speaker

e Plan your speech.

¢ Focus and vocalize your thoughts.

e Adapt your speaking to your listeners.

e Use standard English vocabulary and grammar.
e Use more formal nonverbal communication.
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MEET YOUR OBJECTIVES
1.

Explain why it is important to study public speaking.
Public speaking can empower you and help you
secure employment or advance your career.

. Discuss in brief the history of public speaking.

Speakers today use many technologies to deliver
speeches, but rely on guidelines formulated more
than 2,000 years ago in ancient Greece and Rome.

. Sketch and explain a model that illustrates the

components and the process of communication.
Public speaking is an example of the communica-
tion process, by which a source transmits a message
through a channel to a receiver within a particular
context. Senders and receivers simultaneously
exchange messages and feedback to build a shared
meaning. Public speaking is more formal and planned,
with clearly defined roles, than conversation.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Review Table 1.1 on page 2. Rate
yourself, using a scale of 1 to § (1 = poor; 5 = excel-
lent), on the skills listed in the table. How do your
spoken communication skills compare with your
ratings on the other skills listed in the table?

. Ethics Assessment Declamation is defined as “the

delivery of an already famous address.” Is it ethical
to deliver a speech that was written and/or already
delivered by someone else? Explain your answer.

. Critical Assessment Reflect on the most recent

public-speaking situation in which you were an
audience member. Identify the specific elements in
the communication model presented in Figure 1.1.
Which elements of the model explain the speaker’s
effectiveness? (For example, the message was inter-
esting and there was little noise.) If the speaker was
ineffective, which elements in the model explain why
the speaker was ineffective?



Improving Your
Confidence

OBJECTIVES

1. Explain the reasons for and processes involved in ner-
vousness about public speaking.

2. Describe effective strategies for building public-speak-
ing confidence.

Understand Your Nervousness

t’s normal to be nervous about giving a speech. Most

people are nervous." More than 80 percent of people
report feeling anxious about public speaking,” and one
in five college students feels “highly apprehensive”
about speaking in front of others.? In one classic survey,
respondents said that they were more afraid of public
speaking than of death!”

Given these facts, it is unrealistic to try to eliminate
speech anxiety. Your goal is to understand and man-
age your nervousness so that it does not keep you from
speaking effectively.

Know Your Reasons for Anxiety

Understanding why you are nervous is the first step to
making nervousness work for you instead of against
you.’ As you read the following list, you’ll probably find
a reason that resonates with you.

> One study found several reasons people feel anxious
about public speaking: fear of humiliation, concern
about not being prepared, worry about their
appearance, pressure to perform, personal insecu-
rity, concern that the audience won’t be interested
in them or the speech, lack of experience, fear of
making mistakes, and an overall fear of failure.®
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> Another study found that men are likely to experi-
ence more anxiety than women when speaking to
people from a culture different from their own.”

> There is also evidence that being a perfectionist may
be linked to increased apprehension.®

In addition to the reasons we’ve listed, some people
may have inherited a trait, or genetic tendency, to feel
more anxiety than others would in any speechmaking
situation.” Even if you have a biological tendency to feel
nervous, you can still use strategies to help you manage
your apprehension.'”

Use Your Anxiety

Begin by realizing that you are going to feel more ner-
vous than you look. Your audience cannot see evidence
of everything you feel. If you worry that you are going
to appear nervous to others, you may, in fact, increase
your own internal symptoms of anxiety:

> extra adrenaline

increased blood flow

pupil dilation

increased endorphins to block pain
increased heart rate

VvV V VvV

Realize Your Body Is Helping You Even if you do expe-
rience these symptoms, they are not all bad. Believe it or
not, your body is actually trying to help your brain deal
with the difficult task of public speaking.'" Physical
changes caused by anxiety improve your energy level
and help you function better than you might otherwise.
Your heightened state of readiness can actually help
you speak better, especially if you are able to relabel
your feelings. Speakers who label their feelings as “ex-
citement” or “enthusiasm” feel less anxious than do
people who experience the same physical changes but
call them “nervousness,” “fear,” or “anxiety.” >

Know Your Apprehension Style Do you fit into one of
the following four apprehension styles? Knowing your
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style can help you choose the most effective confidence-
building strategies for you and predict the point in the
speechmaking process when you will need them most.

> Confrontational speakers have the most anxiety and
highest heart rates as they begin speaking, then taper
off to average levels as they continue. Most people
are in this group, and they can make good use of
strategies that help them prepare and calm them-
selves before they begin speaking.

> Inflexible speakers feel high levels of anxiety and
show the highest heart rates all the way through
their speeches. These speakers may need to use many
strategies, before, during, and after their speeches.

> Average speakers generally approach public speak-
ing positively and show average heart rate increases
while speaking. The most helpful strategies for them
may vary speech by speech.

> Insensitive speakers are usually experienced speak-
ers. They feel little apprehension and have the low-
est heart rates while speaking. They may already be
using many strategies.

How to Build Your Confidence

There are several more things you can do to help man-
age your nervousness and anxiety.

Know Your Audience

Learn as much about your audience as you can. The
more you can anticipate their reactions to your speech,
the more comfortable you will be in delivering your
message.

Don’t Procrastinate

Fear of speaking often leads speakers to delay preparing
their speeches until the last minute. The lack of thor-
ough preparation often results in a poorer speech per-
formance, which reinforces a speaker’s perception that
public speaking is difficult. Don’t let fear freeze you into
inaction. Take charge by preparing early.
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Select an Appropriate Topic

You will feel less nervous if you talk about something
with which you are familiar or in which you have a lot
of interest. Your focus on the subject of your speech will
be reflected in your delivery.

Be Prepared

Being prepared means that you have researched your
topic, developed a logically coherent outline, and prac-
ticed your speech several times before you deliver it.

Be Organized

Most speeches should have a beginning, a middle, and
an end and should follow a logical outline pattern. Anx-
iety about a speech assignment decreases and confidence
increases when you closely follow the directions and
rules for developing a speech.

Know Your Introduction and Conclusion

Actor and famed public speaker George Jessel once
quipped, “The human brain starts working the moment
you are born and never stops until you stand up to speak
in public.” As we noted earlier, the opening moments of
your speech are when you are likely to feel the most
anxious. Being familiar with your introduction will help
you feel more comfortable about the entire speech.

If you also know how you will end your speech, you
will have a safe harbor in case you lose your place. If you
need to end your speech prematurely, a well-delivered
conclusion can permit you to make a graceful exit.

Make Practice Real

Practice aloud. Stand up. Vividly imagine the room
where you will give your speech, or consider rehearsing
in the actual room. Picture what you will be wearing
and what the audience will look like.

Breathe

Nervous speakers tend to take short, shallow breaths.
Break that pattern: Take a few slow, deep breaths before
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you rise to speak. Besides breathing deeply, try to relax
your entire body.

Channel Your Nervous Energy

An adrenaline boost before speaking can make you
jittery. Channel the energy, using tips from the How To
box.

@ Dissipate Nervous Energy \

7 © Take a slow walk before you arrive at your
Q‘,/’ speech location.
e While seated and waiting to speak, keep both feet on
the floor and wiggle your toes.
* Gently (and without calling attention to yourself) grab
the edge of your chair and squeeze it.
e Unobtrusively, lightly tense and release the muscles in
your legs and arms.
* As you wait to be introduced, think and act calm to feel
calm.
e Walk to the front of the room as though you were calm.
e Take a moment to look for a friendly, supportive face
Y before you begin. )

Visualize Your Success

Imagine yourself giving your speech. Picture yourself
walking confidently to the front and delivering your
well-prepared opening remarks. Visualize yourself giv-
ing the entire speech as a controlled, confident speaker.
Imagine yourself calm and in command.

Give Yourself a Mental Pep Talk
Replace any negative, anxious thoughts with positive
messages, such as the following:

Negative Thought Positive Self-Talk

P'm going to forget I’ve practiced this speech

what ’'m supposed  many times. I’ve got notes
to say. to prompt me. If I lose my
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place, no one will know
I’m not following my out-

line.
So many people are I can do this! My listeners
looking at me. want me to do a good

job. I’ll seek out friendly
faces when I feel nervous.

Focus on Your Message, Not on Your Fear

The more you think about being anxious about speaking,
the more you will increase your level of anxiety. Instead,
in the few minutes before you speak, mentally review
your major ideas, your introduction, and your conclusion.
Focus on your ideas rather than on your fear.

Look for Positive Listener Support

When you are aware of positive audience support, you
will feel more confident and less nervous. Although
there may be some audiences that won’t respond posi-
tively to you or your message, the overwhelming major-
ity of listeners will be positive. It may help to prepare
speeches with a group of classmates who will offer one
another support.” And when you are listening, be sure
to support other speakers with your full attention.

Seek Speaking Opportunities

The more experience you gain as a public speaker, the less
nervous you will feel. Consider joining organizations and
clubs that provide opportunities for you to participate in
public presentations, such as Toastmasters, an organiza-
tion dedicated to improving public-speaking skills.

Focus on What You Have Accomplished, Not on Your
Fear

When you finish your speech, tell yourself something
positive to celebrate your accomplishment. Say to your-
self, “I did it! I spoke and people listened.” Don’t replay
your mental image of yourself as nervous and fearful.
Instead, mentally replay your success in communicating
with your listeners.
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QUICK CHECK

Build Your Confidence

Prepare your speech early.

Know your audience and select an appropriate topic.

Be prepared and well organized. Know your introduction
and conclusion.

Re-create the speech environment when you practice.
Use deep-breathing techniques.

Channel your nervous energy.

Visualize your success.

Give yourself a mental pep talk.

Focus on your message, not on your fear.

Look for positive listener support.

Seek additional speaking opportunities.

After your speech, focus on your accomplishment, not on
your anxiety.
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MEET YOUR OBJECTIVES

1. Explain the reasons for and processes involved in
nervousness about public speaking.
Genetic traits, as well as several specific reasons,
can cause anxiety. Physical symptoms, such as a
racing heart, are signs your body is trying to support
you. Speakers can also experience different types of
anxiety.

2. Describe effective strategies for building public-
speaking confidence.
Manage your apprehension by being prepared and
knowing your audience, imagining the speech envi-
ronment when you rehearse, and using relaxation
techniques, such as visualization, deep breathing,
and focusing thoughts away from your fears.

THINK ABOUT THESE QUESTIONS

1. Self Assessment Visit MySearchLab
(www.mysearchlab.com) for tests to measure your
general level of public-speaking apprehension.

2. Ethics Assessment Should a speaker reveal to the
audience that he or she is nervous?

3. Critical Assessment Mike Roberts, president of his
fraternity, is nervous about his first report to the
university academic council. What advice would you
give him?


www.mysearchlab.com

Presenting Your
First Speech

OBJECTIVES

1. Explain why it is important to be audience-centered
during each step of the speechmaking process.

2. Select and narrow an appropriate topic for a speech.

3. Differentiate between a general speech purpose and a
specific speech purpose.

4. Develop a sentence that captures the central idea of a
speech.

5. ldentify three strategies for generating the main ideas
for a speech.

6. Describe several types of supporting material that could
be used to support speech ideas.

7. Develop a speech with three main organizational
parts—an introduction, a body, and a conclusion.

8. Identify successful strategies for rehearsing a speech.

9. Describe the essential elements of effective speech
delivery.

Consider Your Audience

Ithough you have heard countless speeches in

your life, you may still have questions about how
a speaker prepares and presents a speech. To help you
begin, this chapter gives a step-by-step overview of the
steps and skills you need for your first speech. Those
steps are diagrammed in Figure 3.1.

Considering your audience is at the center of the
model, because your audience influences the topic you
choose and every later step of the speechmaking pro-
cess. Considering the audience is a continuous process
rather than a step in preparing a speech.

16
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FIGURE 3.1| This model of the speechmaking process emphasizes
the importance of considering your audience as you work on each
task in the process of designing and presenting a speech.

Being audience-centered involves making decisions
about the content and style of your speech before you
speak, based on knowledge of your audience’s attitudes,
values, and beliefs. If you learn new information about
your audience at any point during the process of prepar-
ing your speech, you may need to revise your thinking
or your material. It also means being sensitive to your
audience’s responses during the speech so that you can
make appropriate adjustments.

To be effective, an audience-centered speaker also
needs to understand, affirm, and adapt to diverse
audiences. Such factors as the gender, ethnicity, and cul-
ture of audience members influence their expectations



PART 1 Introduction

for appropriate and effective speech topics, argument
structure, language style, and delivery. To adapt to the
expectations of your audience, you may need to adjust
your topic and pattern of organization, delivery style, or
perhaps your attire.

Select and Narrow Your Topic

While keeping your audience foremost in mind, deter-
mine what you will talk about and how to limit your
topic to fit the constraints of your speaking assignment.

You might be asked to speak about a specific subject.
Often, though, the task of selecting and narrowing a
topic will be yours. You may discover a topic by asking
three standard questions:

1. Who is the audience?
2. What is the occasion?
3. What are my interests, talents, and experiences?

Once you choose your topic, narrow it to fit the time
limit for your talk. Allow plenty of time to choose your
topic and prepare your speech. Research suggests that
more preparation time is linked to better grades.'

Determine Your Purpose

Decide on both a general purpose and a specific purpose
before you start the research process. There are three
general purposes for giving speeches:

1. To inform. The primary objective of class lectures,
seminars, and workshops is to inform. When you
inform, you teach, define, illustrate, clarify, or
elaborate on a topic.

2. To persuade. Ads on TV and radio, sermons, politi-
cal speeches, and sales presentations are designed to
persuade. When you persuade, you seek to change
or reinforce attitudes, beliefs, values, or behavior.

3. To entertain. After-dinner speeches and comic
monologues are intended mainly as entertainment.
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The key to an effective, entertaining speech lies in
your choice of stories, examples, and illustrations, as
well as in your delivery.

After you are sure you understand your general pur-
pose, formulate a specific purpose: a concise statement
indicating what you want your listeners to be able to do
when you finish your speech. For example, “At the end
of my speech, the class will be able to describe how to
get assigned to a counselor from the campus counseling
service.”

@ Create and Use a Specific-Purpose
‘ ¥/ Statement
-~ 4

e Always consider your audience.

e Start with the phrase By the end of my speech the
audience will [be able to]. . .

e Add your goal. State the response you desire, in precise,
measurable terms.

e Write down the entire specific purpose, and keep it
before you as you gather ideas for your talk.

e Use your specific purpose to guide your research and
help you choose supporting materials.

e Modify your purpose, if necessary, while you prepare

\_ your speech. )

Develop Your Central Idea

You should now be able to write the central idea of
your speech, sometimes called your thesis statement.
Your central idea identifies the essence of your message.
Think of it as a one-sentence summary of your speech.
If you met someone in the elevator after your speech,
and this person asked you to summarize the speech as
you traveled between floors, you would be stating your
central idea. Here is an example:

Topic: The Wheat Belly diet

General Purpose: To inform
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Specific Purpose: At the end of my speech, the
audience will be able to identify
the three key elements in the
Wheat Belly diet.

Central Idea: The Wheat Belly diet is based
on reducing the amount of
processed foods that you eat,
avoiding all processed flour,
and increasing the amount of
exercise you get.

Generate the Main Ideas

Effective speakers are good thinkers; they say some-
thing. They know how to play with words and thoughts
to develop their main ideas. The ancient Romans called
this skill invention—the ability to develop or discover
ideas that result in new insights or new approaches to
old problems.

Once you have an appropriate topic, a specific pur-
pose, and a well-worded central idea, identify the major
divisions of your speech, or key points that you wish to
develop. To determine how to subdivide your central
idea into key points, ask yourself these three questions:

1. Does the central idea have logical divisions? For
example, are there three ways to read an annual
report? Can your talk about putting on stage
makeup be divided according to areas of the face?
Looking for logical divisions in your speech topic is
the simplest way to determine key points.

2. Are there several reasons the central idea is true? If
your central idea is a statement that something is
good or bad, you should focus on the reasons your
central idea is true. Use these reasons as the main
ideas of the speech.

3. Can the central idea be supported with a series of
steps?

Your time limit, topic, and information gleaned from
your research will determine how many major ideas will



CHAPTER 3 Presenting Your First Speech

be in your speech. A 3- to 5-minute speech might have
only two major ideas. In a very short speech, you might
develop only one major idea with examples, illustra-
tions, and other forms of support. Don’t spend time try-
ing to divide a topic that does not need dividing.

Gather Verbal and Visual Supporting Material

With your main ideas in mind, gather material to sup-
port them—facts, examples, definitions, and quotations
from others that illustrate, amplify, clarify, and provide
evidence. As you gather and prepare your supporting
material, think about how you can connect stories,
descriptions, facts, or statistics to the lives of your
audience:

> Tell stories based on your own experiences, and help
the audience see how the stories relate to them.

> Provide vivid descriptions of scenes, people, and
objects so that the audience can visualize them.
Appeal to the senses of touch, hearing, taste, and
smell when appropriate, too. The more senses you
trigger with words, the more interesting your talk
will be.

> Relate abstract statistics to something tangible. It is
easier for an audience to understand that a company
sells 2.6 billion pounds of snack food each year if
you also tell them that 2.6 billion pounds is triple
the weight of the Empire State Building.”

You can find interesting and relevant supporting ma-
terial by developing good research skills. Although it is
important to have good ideas, it is equally important to
know how to build on existing knowledge. In order to
speak intelligently about a topic to an audience, you will
probably need to do some research.

> Polish your skills with search engines and directories
to help you find and evaluate information on the
Internet.

> Learn to use electronic databases, as well as the
online and on-site resources of your local library.
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> Be on the lookout as you read, watch TV, and listen
to the radio for ideas, examples, illustrations, and
quotations that you can use in a speech.

Learn how to gather information through interviews
and written requests for information on various
topics.

Seek visual supporting material. For many people,
seeing is believing. You can enhance almost any
presentation by reinforcing key ideas with visual
aids. It’s easy to make computer-generated aids
using software such as PowerPoint™, Prezi™, or
Keynote™., Often, however, the most effective visual
aids are the simplest: an object, a chart, a graph, a
poster, a model, a map, or a person—perhaps you—
to demonstrate a process or skill.

QUICK CHECK

Gather Effective Supporting Material

e Learn to research Internet, library, and human sources.
e Look for materials throughout your daily life.

e Relate materials to your audience.

e Tell stories and give vivid descriptions.

® Make statistics understandable.

e Use visual materials.

Organize Your Speech

A clearly and logically structured speech helps your
audience remember what you say. A logical structure
also helps you feel more in control of your speech, and
greater control helps you feel more comfortable while
delivering your message.

Divide Your Speech
Every well-prepared speech has three major divisions:
1. The introduction helps capture attention, serves

as an overview of the speech, and provides the
audience with reasons to listen to you.
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2. The body presents the main content of your speech.
3. The conclusion summarizes your key ideas.

Because your introduction previews the body of your
speech and your conclusion summarizes it, prepare your
introduction and conclusion after you have carefully
organized the body of your talk.

Outline Your Speech

If you have already generated your major ideas on the
basis of logical divisions, reasons, or steps, you are well
on your way to developing an outline.

Use Roman numerals to indicate your major ideas.
Use capital letters for your supporting points. Use Arabic
numerals if you need to subdivide your ideas further.
To see examples of speech outlines, visit this chapter of
MySearchLab (www.mysearchlab.com).

Do not write your speech word for word. If you do,
you will sound stilted and unnatural. It may be useful,
however, to use brief notes or written cues instead of
a complete manuscript. Many students use a laptop or
tablet computer to display their speaking notes during
their presentations.

Rehearse Your Speech

The best way to practice is to rehearse your speech
aloud, standing just as you will when you deliver it to
your audience. As you rehearse, try to find a comfort-
able way to phrase your ideas, but don’t try to memo-
rize your talk. In fact, if you have rehearsed your speech
so many times that you are using exactly the same words
every time, you have rehearsed long enough. Rehearse
just enough so that you can discuss your ideas and sup-
porting material without leaving out major parts of your
speech. It is all right to use notes, but limit the number
of notes you use.
Here are a few points to remember as you rehearse:

> Practice making eye contact with your imaginary
audience as often as you can. For speeches
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delivered on video, practice looking into the
camera lens.

> Be aware of the volume of your voice; practice
speaking loudly enough for all in the room to
hear.

> If you are not sure what to do with your hands
when you rehearse, just keep them at your side.
Focus on your message, rather than worrying about
how to gesture.

> Avoid jingling change with your hand in your
pocket or using other gestures that could distract
your audience.

The words you choose and your arrangement of those
words make up the style of your speech. Some audiences
respond to a style that is simple and informal. Others
prefer a grand and highly poetic style. To be a good
speaker, you must become familiar with the language
your listeners are used to hearing, and you must know
how to select the right word or phrase to communicate
an idea. Work to develop an ear for how words will
sound to your audience.

Deliver Your Speech

Delivery is the final step in the preparation process.
Before you walk to the front of the room, look at your
listeners to see whether the audience assembled is what
you were expecting. Are the people out there of the age,
race, and gender that you had predicted? Or do you
need to make last-minute changes in your message to
adjust to a different mix of audience members?

> When you are introduced, walk calmly and confi-
dently to the front of the room.

Establish eye contact with your audience.

Smile naturally.

Deliver your attention-catching opening sentence.
Concentrate on your message and your audience.
Deliver your speech in a conversational style.

Try to establish rapport with your listeners.

V WV V V VYV
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> Deliver your speech just as you rehearsed it before
your imaginary audience:
* Maintain eye contact.
* Speak loudly enough to be heard.
e Use some natural variation in pitch.

> Remember the advice of President Franklin D.
Roosevelt: “Be sincere, be brief, and be seated.”

MEET YOUR OBJECTIVES

1. Explain why it is important to be audience-centered
during each step of the speechmaking process.

Your audience influences your topic selection and
every aspect of presenting a speech.

2. Select and narrow an appropriate topic for a speech.
Answers to three questions can help you select and
narrow your speech topic: Who is the audience?
What are my interests, talents, and experiences? And
what is the occasion?

3. Differentiate between a general speech purpose and
a specific speech purpose.

Your general purpose is the overarching goal of your
speech (to inform, persuade, entertain, or some com-
bination of these purposes). Your specific purpose is a
concise statement of what you want your listeners to
be able to do when you finish your speech.

4. Develop a sentence that captures the central idea of
a speech.

A central idea states the essence of your speech in a
one-sentence summary.

5. Identify three strategies for generating the main
ideas for a speech.

Virtually any speech can be organized by answering
the following three questions: Does the central idea
have logical divisions? What are the reasons the cen-
tral idea is true? Can you support the central idea
with a series of steps?
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. Describe several types of supporting material that

can be used to support speech ideas.

Supporting material consists of the facts, examples,
definitions, statistics, analogies, quotations, stories,
and visual material that illustrate, amplify, and
clarify your speech. You can find supporting mate-
rial through the Internet, library resources, other
people, or your daily life.

. Develop a speech with three main organizational

parts—an introduction, a body, and a conclusion.
Your introduction provides an overview of your
main points, the body of your speech presents the
key points, and the conclusion summarizes what you
have said.

. Identify successful strategies for rehearsing a speech.

Rehearse your speech several times in a way that
re-creates the actual speech presentation experience.

. Describe the essential elements of effective speech

delivery.

The essential aspects of effective delivery include
good eye contact with your listeners, a voice that
can be heard by all, and appropriate gestures and
posture that seem natural.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Explain how you think your culture
influences your expectations of a public speaker.

. Ethics Assessment One of your friends took pub-

lic speaking last year and still has a file of speech
outlines. Since you will give the speech yourself, is
it ethical to use one of your friend’s outlines as the
basis for your speech? Explain your answer.

. Critical Assessment Shara is preparing to address

the city council in an effort to tell its members about
the Food for Friendship program she has organized
in her neighborhood. What steps should she follow
to prepare and deliver an effective speech?



Ethics and Free
Speech

OBJECTIVES

1. Describe the relationships among ethics, free speech,
and credibility.

2. Explain how free speech has been both challenged and
defended throughout U.S. history.

3. List and explain five criteria for ethical public speaking.

Ethics

Ethics are the beliefs, values, and moral principles by
which people determine what is right or wrong. Ethics
serve as criteria for many of the decisions we make in our
personal and professional lives and also for our judgments
of others’ behavior.

Ethics and Free Speech

Although you are probably familiar with ethical issues,
you may have given less thought to those that arise in
public speaking. These issues center on one main con-
cern: In a country in which free speech is protected by
law, the right to speak freely must be balanced by the
responsibility to speak ethically.

Ethical considerations should guide every step of the
public-speaking process. The National Communication
Association’s Credo for Communication Ethics empha-
sizes the essential role of ethics: “Ethical communication
is fundamental to responsible thinking, decision making,
and the development of relationships and communities.”!

Ethics and Speaker Credibility

Aristotle used the term ethos—the root word of ethics
and ethical—to refer to a speaker’s credibility, or believ-

27
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ability. He thought that to be credible, a public speaker
should be ethical, possess good character, have common
sense, and be concerned for the well-being of the audi-
ence. You can enhance your credibility among your lis-
teners by ethically considering their beliefs, values, and
morals, as well as your own, when you select your topic,
determine the goal of your speech, outline your argu-
ments, and choose your evidence.

The History of Free and Ethical Speech

The history of the United States reflects our evolving
thought on the ethical limitations to free speech:

1791  First Amendment to the U.S. Constitution
guaranteed that “Congress shall make no law
abridging the freedom of speech.”

1919  U.S. Supreme Court ruled that it was lawful
to restrict speech that presented “a clear and
present danger” to the nation. This led to
the founding of the American Civil Liberties
Union, the first organization formed to protect
free speech.

1940 Congress declared it illegal to urge the violent
overthrow of the federal government. However,
for most of the last half of the twentieth cen-
tury, the U.S. Supreme Court continued to pro-
tect rather than limit free speech, upholding it
as “the core aspect of democracy.”?

1964  U.S. Supreme Court narrowed the definition of
slander and ruled that before a public official
can recover damages for slander, he or she
must prove that the slanderous statement was
made with “actual malice.”’

1989  U.S. Supreme Court defended the burning of
the U.S. flag as a “speech act” protected by the
First Amendment.

1997  U.S. Supreme Court struck down the federal
Communications Decency Act of 1996 and
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ruled that “the interest in encouraging freedom
of expression in a democratic society out-
weighs any theoretical but unproven benefit of
censorship.”*

2001  The September 11 terrorist attacks sparked
passage of the Patriot Act and new debate over
the balance between national security and free
speech.’

2010s In a digital era, free speech, especially via the
Internet and cell phones, has become a global
issue.®

Speaking Ethically

Each person’s ethical decisions reflect his or her indi-
vidual values and beliefs, as well as cultural norms. Any
discussion of ethical speech is complicated by the fact
that ethics are not hard-and-fast objective rules. How-
ever, many agree that ethical speakers have a clear, re-
sponsible goal; use sound evidence and reasoning; are
sensitive to, and tolerant of, differences; are honest; and
avoid plagiarism.

Have a Clear, Responsible Goal

The goal of a public speech should be clear to the audi-
ence. For example, if you want listeners to buy some-
thing, do not suggest that you are speaking to entertain
them. If you keep your true agenda hidden, you violate
your listeners’ rights. In addition, an ethical goal should
be socially responsible. A socially responsible goal is one
that gives the listener choices, whereas an irresponsible,
unethical goal is psychologically coercive. Politicians,
managers, teachers, and others in positions of power
must be especially careful to avoid coercive speech that
holds a hidden agenda or gives audience members no
real choices.

If your overall objective is to inform or persuade, it
is probably ethical; if your goal is to coerce or corrupt,
it is unethical.
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Use Sound Evidence and Reasoning

Ethical speakers use such critical-thinking skills as anal-
ysis and evaluation to draw conclusions and formulate
arguments. Unethical speakers manipulate emotions
and substitute false claims for evidence and logical argu-
ments. It is sometimes tempting to resort to false claims
to gain power over others, but it is always unethical to
do so.

One important requirement for the ethical use of
evidence and reasoning is to share with an audience all
information that might help them reach a sound deci-
sion, including information that may be potentially
damaging to your case. Even if you proceed to refute
the opposing evidence and arguments, you have fulfilled
your ethical responsibility by presenting the perspective
of the other side.

Be Sensitive to, and Tolerant of, Differences

Being audience-centered requires that you become as
aware as possible of others’ feelings, needs, interests,
and backgrounds. Sometimes called accommodation,
sensitivity to differences does not mean that you must
abandon your own convictions. It does mean that you
should demonstrate a willingness to listen to opposing
viewpoints and learn about different beliefs and values.
Such willingness not only communicates respect but can
also help you to select a topic, formulate a purpose, and
design strategies to motivate an audience.

A speaker who is sensitive to differences also avoids
language that might be interpreted as biased or offen-
sive. Learn more about avoiding biased language in
Chapter 15.

Be Honest

Knowingly offering false or misleading information
to an audience is an ethical violation. However, many
speakers rely on hypothetical illustrations—stories that
never actually occurred, but that might happen. To use
hypothetical illustrations ethically, make clear to the
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audience that the story is indeed hypothetical. For ex-
ample, begin with a phrase such as, “Imagine that....”

Avoid Plagiarism

Honesty also requires that you give credit for ideas
and information that are not your own. Presenting the
words and ideas of others without crediting them is
called plagiarism.

Even those who would never think of stealing money
or shoplifting may be tempted to plagiarize—to steal
ideas. Perhaps you can remember copying a grade-school
report directly from an online or paper encyclopedia, or
maybe you’ve even purchased or “borrowed” a paper
to submit for an assignment. These are obvious forms
of plagiarism. A less obvious, but still serious, form is
patchwriting—lacing a speech with compelling phrases
that you find in a source but do not credit.” A speaker
whose sentences were very similar to those used in a
news article would be patchwriting if he or she did not
acknowledge that the phrasing came from the article.

Do Your Own Work You will be doing yourself a dis-
service if you do not learn how to compose a speech on
your own. The most flagrant cases of plagiarism result
from speakers not doing their work. A more subtle
form of plagiarism is asking another person to edit a
speech so extensively that it becomes more the other
person’s work than the speaker’s own.

Acknowledge Your Sources An ethical speaker is re-
sponsible for doing his or her own research and then
sharing the results of that research with audience mem-
bers. Some information is so widely known that you do
not have to acknowledge a source for it. For example,
you need not credit a source if you say that a person
must be infected with the HIV virus in order to develop
AIDS. This information is widely available in a variety
of reference sources. However, if you decide to use any
of the following in your speech, then you must give
credit to the source:
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> direct quotations, even if they are only brief phrases

> opinions, assertions, or ideas of others, even if you
paraphrase them rather than quote them verbatim

> statistics

> any non-original visual materials, including graphs,
tables, and pictures

Take Careful Notes To be able to acknowledge your
sources, you must first practice careful and systematic
note-taking. Indicate with quotation marks any phrases
or sentences that you photocopy or copy by hand ver-
batim from a source, and be sure to record the author,
title, publisher or Web site, publication date, and page
numbers for all sources from which you take quota-
tions, ideas, statistics, or visual materials.

Cite Sources Correctly In addition to keeping careful
records of your sources, you must also know how to
cite your sources for your audience, both orally and in
writing. The How To box offers advice for integrating
oral citation smoothly into a speech.

You can also provide a written citation for a source.
Style guides, such as those published by the MLA
(Modern Language Association) or the APA (American
Psychological Association), are now available online as

{ ‘ Present an Oral Citation
‘ ' e Name the source. For example, “At its 2013
- Web page ‘Bed Bugs, the Centers for Disease
Control and Prevention outlines three prob-
lems caused by bed bug infestations.”
* Pause briefly. The pause signals listeners that you are
about to begin quoting.
e State the quote. “Property loss, expense, and incon-
venience.”®
e Provide enough information. Tell listeners the author,
the title, the year, and the fact that the information is
available online.
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well as in traditional print format. Visit this chapter of
MySearchLab (www.mysearchlab.com) to learn more
about oral and written citations.

What about those times when you are not certain
whether information or ideas are common knowledge?
A good rule is this: When in doubt, document. You
would never be guilty of plagiarism if you documented
something you didn’t need to, but you could be commit-
ting plagiarism if you did not document something you
really should have.

QUICK CHECK
Deliver an Ethical Speech

* Have a clear, responsible goal.

* Provide your listeners with choices, and use sound evidence
and reasoning.

e Share all evidence that will help your audience reach a sound
decision.

e Be sensitive to, and tolerant of, differences, and avoid lan-
guage that is biased or offensive.

* Be honest and do your own work.

e Avoid plagiarism, and give credit for any ideas and informa-
tion that are not your own.

e Acknowledge your sources accurately and completely.

MEET YOUR OBJECTIVES

1. Describe the relationships among ethics, free speech,
and credibility.
In the United States, citizens have the right to speak
freely, but that right comes with the responsibility to
speak ethically. Speaking ethically allows your audi-
ence to trust you. Being trustworthy is an important
part of being credible, or believable.
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2. Explain how free speech has been both challenged
and defended throughout U.S. history.

Although the U.S. Congress and courts have
occasionally limited the constitutional right to

free speech, more often they have protected and
broadened its application. Social media offer a new
context for twenty-first-century challenges to free
speech.

3. List and explain five criteria for ethical public speaking.
An ethical public speaker should have a clear,
responsible goal; use sound evidence and reason-
ing; be sensitive to, and tolerant of, differences; be
honest; and take appropriate steps to avoid plagia-
rism. Avoid plagiarizing by doing your own work
and acknowledging—orally, in writing, or both—the
sources for any quotations, ideas, statistics, or visual
materials you use in a speech.

THINK ABOUT THESE QUESTIONS

1. Self Assessment You have found the perfect pie
chart for your talk in USA Today. It shows U.S.
Census figures for population trends. If you tell the
audience that the source of the visual is USA Today,
do you also need to cite the U.S. Bureau of the
Census?

2. Ethics Assessment Speechwriters have written
many of the best speeches made by U.S. presidents.
Is such use of speechwriters ethical? Is it ethical for
presidents to get the credit for the speeches?

3. Critical Assessment As you listen to classmates’
speeches, try to identify specific ways in which they
try to gain your trust.
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Listening

OBJECTIVES
1. List and describe five barriers to effective listening.

2. ldentify and implement strategies for becoming a better
listener.

3. ldentify and implement strategies for improving your
critical listening and critical thinking skills.

4. Use criteria to effectively and appropriately evaluate
speeches.

Overcoming Barriers to Effective Listening

ou hear more than 1 billion words each year. Yet

how much information do you retain? Improving
your listening skills will make you not only a better lis-
tener but also a better speaker. Listening requires you to
do all of the following;:

> Select or single out a message from several compet-
ing messages. Your job as a speaker is to motivate
listeners to select your message.

Attend to, or focus on, the message.

Understand, or assign meaning to the message.
Remember ideas and information.

Respond, or react with behavior that demonstrates
you listened to the message.

VoV VvV

Listening barriers are created when you fail to per-
form any of these activities effectively.

Information Overload

According to the working memory theory of listening,
as listeners, we find it harder to concentrate on and
remember messages when our working memory is full.!

35
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As a public speaker, you can keep your audience
from tuning out by:

> delivering a message that is clear and easy to under-
stand.

> using interesting and vivid supporting material to
keep your listeners listening.

> building redundancy into your message so that if listen-
ers miss an idea the first time you present it, perhaps
they will catch it during your concluding remarks.

Personal Concerns

Are you thinking about the weekend while your in-
structor speaks? As a listener, recognize when your
own agenda keeps you from listening, and then force
yourself to focus on the speaker’s message. As a speaker,
focus on maintaining your audience’s attention and
use occasional “wake-up” messages such as “Now lis-
ten carefully, because. .. .”

Outside Distractions

As a listener, do your best to control the listening
situation.

Move to another seat.

Close the blinds.

Turn up the heat.

Turn off the lights.

Close the door.

Do whatever is necessary to minimize distractions.

VWV WV V VYV

When you are a speaker, use the tips in the How To
box.

‘ “ Minimize Listeners’ Distractions
‘ 7 o Arrive early at the speaking space so you can
_ assess the physical arrangements before you speak.
e Sit where your audience will be seated.

e Listen and look around you for any possible distractions.
 Fix any problems before listeners need to do it themselves.
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Prejudice
Are you convinced speakers from another political party
have nothing useful to say? As a listener, guard against
becoming so critical of a message that you don’t listen
to it or, doing the opposite, becoming so impressed that
you decide too quickly that the speaker is trustworthy.
To counteract prejudice when you are the speaker,
use your opening statements to grab the audience’s
attention so they will listen to your message. If you
think audience members are likely to disagree with you,
use careful language, sound reasoning, and convincing
evidence that your listeners will find credible.

Differences between Speech Rate and Thought Rate

Most people talk at a rate of 125 words a minute* but
are able to listen to up to 700 words a minute. The differ-
ence gives listeners time to ignore a speaker periodically.
Eventually, you stop listening. Listen more effectively by
mentally summarizing what the speaker is saying from
time to time.

As a speaker, be aware of your listeners’ tendency to
stop paying attention. Build in message redundancy, be
well organized, and make your major ideas clear.

QUICK CHECK

Overcoming Your Listening Barriers

e Decide what is important in a speech and focus on that.

* Force yourself to focus on the speaker’s message.

® Try to minimize outside distractions.

* Don't prejudge a message or speaker.

e Use the time lag created by the difference between speech
rate and thought rate to summarize what the speaker is saying.

How to Become a Better Listener

Good listeners focus on a speaker’s message, not on
delivery style. Although poor speakers are a challenge
to good listening, you also need to be wary of glib, well-
polished speakers.
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Listen with Your Eyes as Well as Your Ears

Nonverbal clues play a major role in communicating a
speaker’s emotions and messages. Interpret the speaker’s
expressions, posture, and gestures in the context of the
speaker’s words; look for clusters of cues that occur to-
gether; and look for cues that show the speaker’s level
of power, attitude toward listeners, and responsiveness
to listeners.

If you have trouble understanding a speaker’s words,
get close enough so that you can see the speaker’s
mouth. A good view can increase your level of attention
and improve your understanding.

Stay on Task

Good listeners are open-minded. They put their own
thoughts aside so they can be present mentally as well
as physically. They invest time in listening and make a
conscious, mindful effort to listen. If you get off task
and find that you’re not doing these things, periodically
remind yourself why the message can be helpful or im-
portant to you.’

Monitor Your Emotional Reaction to a Message

If you become angry or emotional in response to something
a speaker says, your listening comprehension decreases.
Don’t let a speaker’s language close down your mind.

Be a Selfish Listener

If you find your attention waning, ask yourself ques-
tions such as, “What’s in this for me?” Find ways to
benefit from the information you are listening to, and
try to connect it with your own experiences and needs.

Listen for Major Ideas

Listen for major ideas and principles. In speeches, facts
as well as examples are used primarily to support major
ideas. Facts are useful only when you can connect them
to a principle or concept. Try to mentally summarize the
major idea that the specific facts support.
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Identify Your Listening Goal

There are at least four major listening goals. Being con-
scious of your listening goal can help you listen more
effectively.

> Listen for pleasure. When listening for pleasure,
just enjoy what you hear. You can, however,
observe how effective speakers gain and maintain
your attention and keep you interested in their
messages.

> Listen to empathize. Listening to try to share the
speaker’s feelings requires these essential steps:

e Stop. Stop what you are doing and give your
complete attention to the speaker.

* Look. Make eye contact and pay attention to
nonverbal cues that reveal emotions.

* Listen. Pay attention to both the details of the
message and the major ideas.

* Imagine. Visualize how you would feel if you had
experienced what the speaker experienced.

* Check. Check your understanding by asking
questions to clarify what you heard and by
summarizing what you think you heard.

> Listen to evaluate. When you evaluate a message,
you make a judgment about its content. The
challenge is to not become so critical that you
miss a key point the speaker is making.

> Listen for information. Listen for the details

of a message, and make certain you link the

details to major ideas. Mentally summarize the

information you hear to increase your ability to
remember messages. Also, compare unfamiliar
information to ideas and concepts with which
you are familiar.

Practice Listening

Listening skills do not develop automatically. Skill de-
velops as you practice listening to speeches, music, and
programs with demanding content.
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Understand Your Listening Style

There are at least four different listening styles. Under-
standing your listening style can help you become a
better and more flexible listener.*

>

Relational-oriented listeners are comfortable listen-
ing to others express feelings and emotions.
Task-oriented listeners listen for actions that need to
be taken. Task-oriented listeners tend to be skeptical
and prefer being given evidence to support recom-
mendations for action.

Analytical-oriented listeners prefer to listen to
complex information laced with facts and details.
They reject messages that don’t have adequate
support.

Critical-oriented listeners spend time evaluating
messages. They are likely to catch inconsistencies
and errors in the reasoning and evidence used to
reach a conclusion.

Become an Active Listener

An active listener is one who remains alert and mentally
re-sorts, rephrases, and repeats key information when
listening to a speech. To be a more active speaker:

>

Re-sort disorganized or disjointed ideas. Figure out
ways to rearrange them into a new, more logical
pattern. Put a series of examples into chronological
order, for example.

Rephrase or summarize what the speaker is saying.
Listen for main ideas, and then put them into your
own words.

Repeat key points you want to remember. Go

back to essential ideas and restate them to
yourself.

Look for “information handles” provided by

the speaker, in the form of previews, transitions,
signposts, and summary statements.



CHAPTER 5 Listening

QUICK CHECK

Become a Better Listener

e Adapt to the speaker’s delivery.

e Listen with your eyes as well as your ears.

* Monitor your emotional reaction to a message.

e Stay on task and be a selfish listener.

e Listen for major ideas.

e |dentify your listening goal, practice listening, and become
an active listener.

Listen Ethically

Audience members share responsibility with speakers
for ethical communication. The following guidelines for
ethical listening incorporate what Harold Barrett calls
“attributes of the good audience.”’

Communicate Your Expectations and Feedback

As an audience member, you have the right—even the
responsibility—to enter into a communication situa-
tion with expectations about the message and how the
speaker will deliver it.

> Know what information and ideas you want to get
out of the communication transaction.

> Expect a coherent, organized, and competently
delivered presentation.

> Communicate your objectives, and react to the
speaker’s message and delivery through appropriate
nonverbal and verbal feedback.

> If a question-and-answer period follows the speech,
ask any questions you still have about the speaker’s
topic or point of view.

Demonstrate Sensitivity to and Tolerance of
Differences

As a member of an audience, it is important for you to
exercise social and cultural awareness and tolerance.
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> Be attentive and courteous.

> Remember that different cultures have different
styles of speaking. If a speaker uses an approach
different from the one you prefer, the speaker’s
approach is not necessarily wrong, just different.

> Try to understand the needs, goals, and interests of
both the speaker and other audience members so
that you can judge how to react appropriately and
ethically as a listener.

Improve Listening and Critical Thinking Skills

Critical listening is the process of listening to evaluate
the quality, appropriateness, value, and importance of
the information you hear. Related to being a critical lis-
tener is being a critical thinker. Critical thinking is a
mental process of making judgments about the conclu-
sions presented in what you see, hear, and read. Your
goal as a critical listener is to assess the quality of the in-
formation and the validity of the conclusions presented.

Separate Facts from Inferences

Facts are information that has been proven true by
direct observation. An inference is a conclusion based
on partial information or an evaluation that has not
been directly observed. The ability to separate facts
from inferences is a basic skill in critical thinking and
listening.

Evaluate the Quality of Evidence

Evidence consists of the facts, examples, opinions, and
statistics that a speaker uses to support a conclusion.
Without credible supporting evidence, it would not be
wise to agree with a speaker’s conclusion.

Some speakers support a conclusion with examples.
But if the examples aren’t typical, or only one or two
examples are offered, or other known examples differ
from the one the speaker is using, then you should ques-
tion the conclusion.

An opinion is a quoted comment from someone. To
be a credible source, the person quoted must have the
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credentials, experience, and skill to make an observa-
tion about the topic at hand.

A statistic is a number that summarizes a collection
of examples. Are the statistics reliable, unbiased, recent,
representative, and valid?

Evaluate the Underlying Logic and Reasoning

Logic is a formal system of rules applied to reach a con-
clusion. A speaker is logical if he or she offers appropri-
ate evidence to reach a valid, well-reasoned conclusion.
For example, the fact that a product sells well is not nec-
essarily logical evidence that the product is made well.

Reasoning is the process of drawing a conclusion
from evidence within the logical framework of the argu-
ments. As a critical listener, review the logic and reason-
ing used to reach a conclusion. If a speaker wants to
change your behavior, listen especially carefully to the
logic or structure of the arguments presented.

Analyze and Evaluate Speeches

When you evaluate something, you judge its value and
appropriateness. In making a judgment about the value
of something, such as a speech, it’s important to use
criteria for what is and is not effective or appropriate.
Rhetorical criticism is the process of using a method or
standards to evaluate the effectiveness and appropriate-
ness of messages.

Understand Criteria for Evaluating Speeches

What makes a speech good? Underlying any list of what
a good speaker does are two fundamental goals: creat-
ing a speech that is both effective and ethical. The mis-
sion of the National Communication Association—to
promote effective and ethical communication—mirrors
these two goals.

The Message Should Be Effective To be effective,
the message should be understandable to listeners and
should achieve its intended purpose.® If listeners fail to
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comprehend the speaker’s ideas, the speech fails. It can
be challenging to determine the speaker’s true intent.
You might be able to discern whether the general pur-
pose is to inform, persuade, or entertain, but decoding
the specific purpose may be tricky unless the speaker
explicitly states his or her objective. Often the best
you can do is try to determine the purpose by being a
careful listener.

The Message Should Be Ethical If the audience clearly
understands the message and the speaker gets the reac-
tion he or she desires but uses unethical means to do so,
the message may be effective, but it is not appropriate.
A good speaker is an ethical speaker.

An ethical public speaker tells the truth, gives credit
for ideas and words where credit is due, and doesn’t pla-
giarize. As a listener, you can hold a speaker account-
able for presenting ethical messages by noticing whether
or not he or she presents both sides of an issue, discloses
all the information you know is available about a topic,
and is honest about his or her purpose for the speech.
You can signal your disapproval of ethically question-
able messages through your nonverbal feedback during
a speech. After the speech, you can also question the
speaker, read more on the topic, or seek appropriate
other forums to express your disagreement.

Identify and Analyze Rhetorical Strategies

Rbetoric involves the use of symbols to achieve goals.
Symbols are words, images (a flag, a cross, a six-pointed
star), and behaviors that create meaning for others.

One way to enhance your listening skills and become
more mindful of how messages influence your behavior
is to analyze the rhetorical strategies a speaker uses.
Rhetorical strategies are methods and techniques that
speakers employ to achieve their speaking goals. Speak-
ers sometimes use unethical rhetorical strategies to
achieve their goals, such as misusing evidence, rely-
ing too heavily on emotion to persuade, or fabricating
information.
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Rhetorician Robert Rowland offers a simple but
comprehensive framework for describing and analyzing
rhetorical messages: Be conscious of the goal of the mes-
sage, its organization, the speaker’s role, the overall tone
of the message, the intended audience, and the techniques
the speaker uses to achieve the goal.” The more clearly
you can identify and analyze the speaker’s methods, the
more effectively you can assess whether the message and
the messenger are worthy of your support.

Give Feedback to Others

When you have an opportunity to critique a speech, fol-
low these guidelines to give feedback.

1. Be descriptive. In a neutral way, describe what you
saw the speaker doing. For example, say, “You
made eye contact during about half of your speech”
rather than, “Not enough eye contact.”

2. Be specific. Make sure your descriptions are precise
enough. Instead of saying, “Great visuals,” say,
“The graph and picture in your slides really helped
me visualize the growth in the annual Midwest corn
harvest.”

3. Be positive. Begin and end your feedback with posi-
tive comments. Beginning with negative comments
immediately puts the speaker on the defensive and
can create so much internal noise that she or he
stops listening.

4. Be constructive. Give the speaker some suggestions
or alternatives for improvement.

5. Be sensitive. Use [-statements as a way of phras-
ing your feedback so that your comments reflect
your personal point of view (“I found my attention
drifting during your speech”). A you-statement is
less sensitive because it implies that the other person
did something wrong (“You didn’t summarize very
well”).

6. Be realistic. Provide usable information. Provide
feedback about things over which the speaker has
control.
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Give Feedback to Yourself

Consider the following suggestions for enhancing your
own self-critiquing skills.

1. Look for and reinforce your skills and speaking
abilities. Take mental note of how your audience
analysis, organization, and delivery were effective in
achieving your objectives.

2. Evaluate your effectiveness based on your specific
speaking situation and audience. Give yourself per-
mission to adapt principles and practices to specific
speech situations.

3. Identify one or two areas for improvement. Identify
what you did right; then give yourself a suggestion
or two for ways to improve. Concentrate on one or
two key skills you would like to develop.

MEET YOUR OBJECTIVES

1. List and describe five barriers to effective listening.
Barriers to listening include information over-
load, personal concerns, outside distractions, and
prejudice.

2. Identify and implement strategies for becoming a
better listener.

“Listen” to nonverbal messages with your eyes. Un-
derstand your listening style. Listen mindfully, moni-
toring your emotional reactions to messages, and
avoid jumping to conclusions. Identify your listening
goal and listen for major ideas. Re-sort, restate, or
repeat key messages. Be an ethical listener.

3. Identify and implement strategies for improving
your critical listening and critical thinking skills.
Evaluate the speaker’s use of facts, examples, opin-
ions, and statistics as evidence. Examine the logic
and reasoning leading to the speaker’s conclusions.
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Use criteria to effectively and appropriately evaluate
speeches.

A good speech is understandable to the audience
and achieves its intended effect. When offering feed-
back to yourself or others, be descriptive, specific,
positive, constructive, sensitive, and realistic.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment One of your professors does noth-
ing during lectures but read in a monotone voice
from old notes. What are some strategies you can
use to increase your listening effectiveness in this
challenging situation?

. Ethics Assessment Janice thought her classmate’s

speech was pretty good, but she gave the speaker
low marks because she strongly disagreed with
what the speaker was saying. Was this an ethical
evaluation?

. Critical Assessment For some reason, when Alberto

hears the president speak, he just tunes out. What
are some of the barriers that may keep Alberto from
focusing on the message he is hearing?



Analyzing Your
Audience

OBJECTIVES

1. Describe informal and formal methods of gathering
information about your audience.

2. Explain how to analyze and use information to adapt to
your audience.

3. List important demographic characteristics of audience
members.

4. Discuss audience attitudes that can affect your speech.

5. Analyze key aspects of the speaking situation.

6. ldentify methods of assessing audience reactions after
your speech.

Gather Information about Your Audience

s an audience-centered speaker, try to find out as

much as you can about the audience before plan-
ning the speech. There are two approaches you can take:
informal and formal.

Gathering Information Informally

Observe your audience informally and ask questions
of people who know something about the audience
you will be addressing. What is the audience’s average
age? What are their political affiliations? What are their
attitudes toward your topic?

Gathering Information Formally

If time and resources permit, you may want to conduct
a more formal survey of your listeners. Your topic and
the speaking occasion can help you determine what
you want to know about your audience that you don’t
already know. You may want to ask questions about

48
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audience members’ age, sex, occupation, and mem-
berships in professional organizations. Whenever pos-
sible, you should also ask specific questions about their
attitudes. You can ask two basic types of questions:

1. Open-ended questions allow for unrestricted answers,
rather than limiting answers to choices or alternatives.
An open-ended question asks, “What do you believe is
the best way to lower our district’s high-school drop-
out rate?” rather than a yes/no question, such as, “Do
you believe that a longer school year will lower the
drop-out rate?” Use open-ended questions when you
want more detailed information from your audience.

2. Closed-ended questions offer alternatives from
which to choose. Multiple-choice, true/false, and
agree/disagree questions are examples of closed-
ended questions.

Visit MySearchLab (www.mysearchlab.com) to see
examples of open-ended and close-ended questions.
After you develop your own questions, test them on a
small group of people to make sure they are clear and
will encourage meaningful answers.

Analyze Audience Information

Once you have gathered information, you can begin the
processes of audience analysis, examining information
about your listeners, and audience adaptation, ethically
using your information to customize your speech to the
audience.

Use the results of your audience analysis to tailor
your message so that listeners will understand it and
you will achieve your speaking goal. Ethically adapt
your topic, speech goal, content—including organiza-
tion, information, examples, and visual aids—as well as
your delivery.! For example, use popular culture refer-
ences your listeners are likely to know. Adapting ethi-
cally means you do not tell your listeners only what they
want to hear or fabricate information simply to please
your audience or achieve your goal.


www.mysearchlab.com
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{ “ Analyze Audience Information h
Q ' As you examine your data, look for these three
- things:

¢ Audience member similarities, whether in demographics
or in beliefs and attitudes, can help you craft a mes-
sage that resonates in the same way with many of your
listeners.

* Audience member differences will alert you to the range
of people you must reach with your message.

e Common ground with your audience refers to the ways
you and your listeners are alike. The more you have
in common with your audience, the easier it will be
to establish a relationship with them that helps them
understand your message and helps you achieve your

purpose. )

Demographic Audience Analysis

Demographics are statistics on audience characteristics,
such as age, sexual orientation, race, gender, educational
level, and religious views. Demographic information can
help you develop a clear and effective message by provid-
ing clues about your listeners. Use caution in making infer-
ences based on general information, however, as they may
lead to faulty conclusions.

Age

The audience’s age can suggest topics, as well as the
kinds of examples, humor, illustrations, and other types
of supporting material you use in your speech. Be care-
ful, however, about generalizing from only one factor.

Gender and Sexual Orientations

Gender is the perception of one’s self as feminine or
masculine. Gender is based on cultural upbringing as
well as genetics. Listeners’ gender identities can fall
anywhere along a continuum from female to male and
may or may not reflect their biological sex. Your lis-
teners may also have a range of sexual orientations. As
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an audience-centered speaker, avoid assumptions about
gender identity, as well as sexist language or remarks.
Take time to educate yourself about what words,
phrases, or perspectives are likely to offend or create
psychological noise and distract your audience from
listening. Make your language, and your message, as
inclusive of all gender identities and sexual orientations
as possible.

Culture, Ethnicity, and Race

Culture is a learned system of knowledge, behavior,
attitudes, beliefs, values, and norms shared by a group
of people. Ethnicity is that portion of a person’s cul-
tural background that relates to a national or reli-
gious heritage. A person’s race is his or her biological
heritage—for example, Caucasian or Asian. To be an
effective speaker, adapt to differences in culture, race,
and ethnicity.

Ethnocentrism is an assumption that your own cul-
tural approaches are superior to those of other cultures.
Be sensitive to cultural differences and avoid remarks
that disparage the cultural background of the audience.

Group Membership

Know what political, social, service, professional, or re-
ligious groups your listeners belong to so that you can
make inferences about their likes, dislikes, beliefs, and
values. Making references to the activities that your au-
dience members may participate in can help you tailor
your speech to your specific audience. Use great care,
however, when touching on religious beliefs or an audi-
ence’s values.

Socioeconomic Status

Socioeconomic status is a person’s perceived importance
and influence based on such factors as income, occupa-
tion, and educational level. The amount of disposable
income of your listeners can influence your topic and
your approach to the topic. Knowing what people do
for a living can give you useful information about how
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QUICK CHECK

Analyze Audience Demographics

e Know the age of your audience.

¢ Avoid making sweeping judgments based on gender
stereotypes.

e Consider your audience’s sexual orientations.

* Avoid an ethnocentric mind-set, and use great care when
touching on religious beliefs.

e Learn what groups, clubs, or organizations your audience
belongs to. Consider the socioeconomic status of audience
members.

® Remember that your audience will be made up of diverse
individuals.

to adapt your message to them. Knowing the education-
al background of your audience can also help you make
decisions about your choice of vocabulary, your lan-
guage style, and your use of examples and illustrations.

Psychological Audience Analysis

A psychological audience analysis explores an audi-
ence’s attitudes toward a topic, purpose, and speaker,
while probing the underlying beliefs and values that
might affect these attitudes.

> An attitude reflects likes or dislikes.

> A belief is what you hold to be true or false. You
may be able to address an underlying belief when
trying to change an attitude or reinforce one.

> A value is an enduring concept of good and bad,
right and wrong. More deeply ingrained than either
attitudes or beliefs, values are also more resistant to
change.

Analyze Attitudes toward Your Topic

Knowing how members of an audience feel about your
topic lets you adjust your message accordingly. Try to
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categorize your audience and their attitudes according
to the following three dimensions.

Interested-Uninterested With an interested audi-
ence, your task is simply to hold and amplify interest
throughout the speech. If your audience is uninterested,
you need to find ways to “hook” the members. Tell
listeners why your message relates to their lives. Visual
aids may also help you to gain and maintain the atten-
tion of apathetic listeners.

Favorable-Unfavorable Even if your general purpose is
just to inform, it is useful to know whether your audi-
ence is predisposed to respond positively or negatively
toward you or your message. Some audiences may be
neither; instead, they may be neutral, apathetic, or sim-
ply uninformed about your topic. If they are already
favorable, use their interest to move them closer to
your speaking goal. If not, be realistic. Acknowledge
their opposing point of view and consider refuting any
misperceptions they have.

Captive-Voluntary A captive audience has externally
imposed reasons for being there (such as a requirement
to attend class). Your goal with a captive audience is
to make your speech just as interesting and effective as
one designed for a voluntary audience. You still have an
obligation to address your listeners’ needs and interests
and to keep them engaged in what you have to say. If
your audience is attending voluntarily, anticipate why
they are coming and speak about the issues they want
you to address.

Analyze Attitudes toward You, the Speaker

Your credibility—the degree to which you are perceived
as trustworthy, knowledgeable, and dynamic—is one of
the main factors that will shape your audience’s attitude
toward you. An audience’s positive attitude toward you
as a speaker can overcome negative or apathetic atti-
tudes they may have toward your topic or purpose.
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If you establish your credibility before you begin,
your listeners will be more likely to believe what you say
and to think that you are knowledgeable, interesting,
and dynamic. If you have had personal experience with
your topic, be sure to let the audience know. You will
gain credibility instantly. If your analysis reveals that
your audience does not recognize you as an authority
on your subject, you will need to build your credibility
into the speech.

Situational Audience Analysis

Situational audience analysis includes a consideration of
the time and place of your speech, the size of your audi-
ence, and the speaking occasion. Table 6.1 summarizes
situational audience analysis.

Analyze Your Audience After You Speak

After you have given your speech, evaluate your audi-
ence’s positive or negative response to your message. Use
your evaluation to help you prepare your next speech.

Nonverbal Responses

The most obvious nonverbal response is applause. Is the
audience simply clapping politely, or is the applause robust
and enthusiastic, indicating pleasure and acceptance? Re-
sponsive facial expressions, smiles, and nods are signs that
the speech was well received. Remember, however, that
listeners from different cultures respond to speeches with
different behavior and levels of enthusiasm.*

Verbal Responses

If you have the chance, try to ask audience members
how they responded to the speech in general, as well as
to points you are particularly interested in. Their spe-
cific comments can indicate where you succeeded and
where you need improvement.
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TABLE 6.1 Analyzing the Situation

Factor Importance

Time

* What time of day will you ¢ Listeners may be tired in the afternoon or

speak? after listening to several other speakers.
* At what point in the * Be sure to end your talk right on time or a
program will you speak? little early.

* For how long are you
scheduled to talk?

Location

* Can you visit before you e Visit, if possible. Determine what you can
speak? and cannot change about the location.

How will audience seating ¢ Adapt your speech and visual aids to fac-
be arranged? tors you cannot change.

How close will youbeto  * Rehearse appropriate movements and
the audience? gestures for the conditions.

Will you be on astage or  * Arrive early to practice with microphones
raised platform? and equipment.

Will you speak from a
lectern?

Do you need to use a
microphone?

Will you have the ap-
propriate equipment and
lighting for your visual
aids?

Size of Audience

* How many people are * Larger audiences tend to expect a more
expected to attend? formal style.

* You can take questions during your talk
from a group of ten or fewer.

* What is the occasion * Knowing the occasion can help you
that brings the audience predict audience demographics and state
9 together? of mind. )

Survey Responses

You can use the same survey techniques discussed earlier.
Develop survey questions that will help you determine the
general reactions to you and your speech, as well as spe-
cific responses to your ideas and supporting materials.
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Behavioral Responses

Your listeners’ actions are the best indicators of your
speaking success. If you suggested that your listeners do
something, did they ultimately behave as you intended?

MEET YOUR OBJECTIVES

1. Describe informal and formal methods of gathering

information about your audience.
Gather information through informally observing
listeners and questioning people who know them.
Use open-ended and close-ended questions to for-
mally survey listeners.

2. Explain how to analyze and use information to
adapt to your audience.

Look for similarities and differences among listeners
and common ground between you and the audience.
Use information to ethically adapt your topic, con-
tent, and delivery to help the audience understand
and to achieve your goal.

3. List important demographic characteristics of audi-
ence members.

Adapt your speech to your listeners’ ages, genders,
sexual orientations, cultures and ethnicities, group
memberships, and socioeconomic status.

4. Discuss audience attitudes that can affect your
speech.

Learn whether listeners attend your speech volun-
tarily or as a captive audience. Know their level
of interest and support of your topic or position.
You must also consider their opinions about your
credibility.

5. Analyze key aspects of the speaking situation.
Ethically adapt your speech depending on the time
and location for it, the size of the audience, and the
occasion.
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. Identify methods of assessing audience reactions
after your speech.

Use nonverbal, verbal, survey, and behavioral
responses to assess your effectiveness.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment After your next speech, describe the
extent to which you accomplished your speaking
goal, based on assessment techniques described on
pages 54-56.

. Ethics Assessment Tynisha wants to convince her

audience to ban alcohol in all city parks. Her survey
results suggest that 85 percent of her audience want
to continue the current policy of permitting alcohol
in city parks. Should she change her purpose to fit
the existing attitudes of her audience? Why or why
not?

Critical Assessment Dr. Ruiz thought the audience
for her speech on birth control would be women

of childbearing age. After writing her speech,
however, she found out that all the women to
whom she would be speaking were at least 20 years
older than she expected. What changes, if any,
should she make?



Adapting to Your
Audience as You
Speak

OBJECTIVES

1. Explain how to read nonverbal cues to understand
listeners' reactions to your speech.

2. Describe several adaptations you can make to respond
to listeners’ nonverbal cues.

3. List several ways you can customize your message to
your audience.

4. Discuss strategies for adapting to diverse groups of
listeners.

Read Nonverbal Cues

Audience analysis and adaptation do not end when
you have crafted your speech. They continue as you
deliver your speech. Once you begin speaking, you must
rely on nonverbal cues from the audience to judge how
people are responding to the message. Learn to be aware
of the often unspoken clues that your audience is either
hanging on your every word or is bored.

Eye Contact

For most North American audiences, the best way to de-
termine whether your listeners are maintaining interest
in your speech is to note the amount of eye contact they
have with you. The more contact they have, the more
likely it is that they are listening to your message. If
you find them looking down at the program (or, worse
yet, closing their eyes), you can reasonably guess that
they have lost interest. Realize, however, that audience
members from different cultures respond to speeches in
different ways.! For example, some Eastern European

58



CHAPTER 7 Adapting to Your Audience as You Speak

listeners may not maintain eye contact with you; they
may look down at the floor when listening.

Facial Expression

Members of an attentive audience not only make direct eye
contact but also have attentive facial expressions. Listeners
from some cultures are more expressive than those of
others. Japanese audience members, for example, are likely
to show little expression. In any culture, however, beware
of entirely frozen, unresponsive faces. Such audience mem-
bers may be trying to look like they are interested while
they are actually in a stupor of daydreaming. They also
often have a slightly tilted head; a faint, frozen smile; and
a hand holding up the chin.

Movement

An attentive audience doesn’t move much. Squirming,
feet shuffling, and general body movement often indi-
cate that members of the audience have lost interest in
your message.

Nonverbal Responsiveness

Frequent applause and nods of agreement with your
message are indicators of interest and support. An in-
terested audience also responds when encouraged or
invited to do so by the speaker. If you ask for a show
of hands and audience members sheepishly look at one
another and eventually raise a finger or two, you can
reasonably infer lack of interest and enthusiasm.

Verbal Responsiveness

Audience members may shout out a response or more
quietly express agreement or disagreement to people
seated next to them. A sensitive public speaker con-
stantly listens for verbal reinforcement or disagreement.

Respond to Nonverbal Cues

After learning to “read” your listeners, you can use a
repertoire of behaviors to help you connect with them.
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{ “ Adapt Your Speech While You Are
Qg/’ Speaking

e Watch the audience and notice listeners’ non-
verbal cues.

o If listeners seem interested, supportive, and attentive,
continue speaking as you have planned, based on your
prespeech analysis.

e If the audience is not interested and responsive, or is
disagreeing with you, try one of the ideas listed in this
chapter.

o If the audience’s responses do not change, try another
adaptation.

o If all else fails, you may need to abandon a formal
speaker—listener relationship with your audience and
open up your topic for discussion.

e Continue to listen and monitor so that you may learn
more about the audience.

& J

If your audience seems inattentive or bored:

> Tell a story.

> Use an example to which the audience can relate, or
use a personal example.

> Remind your listeners why your message should be
of interest to them.

> Eliminate some abstract facts and statistics.
Use appropriate humor. Use audience demograph-
ics and the situation to help you decide what is
appropriate.

> Make direct references to the audience.

> Invite the audience to participate by asking ques-
tions or asking for an example.

> Ask for a direct response, such as a show of hands,
to see whether your listeners agree or disagree with
you.

> Speed up the pace of your delivery, or pause for
dramatic effect.
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If your audience seems confused or doesn’t seem to un-
derstand your point:

>
>

Be more redundant. Repeat key points.

Phrase your information in another way, or think of an
example you can use to illustrate your point.

Use a visual aid, such as a chalkboard or flipchart,
to clarify your point.

If you have been speaking rapidly, slow your speak-
ing rate.

Ask for feedback from an audience member to help
you discover what is unclear.

Ask someone in the audience to summarize the key
points you are making.

If your audience seems to be disagreeing with your
message:

>

Provide additional data and evidence to support
your point.

Remind your listeners of your credibility, creden-
tials, or background.

Rely less on stories and more on facts to present
your case. Write facts and data on a chalkboard,
overhead transparency, or flipchart if one is handy.
If you don’t have the answers and data you need,
tell listeners you will provide more information by
mail, telephone, or email (and make sure you get
back in touch with them).

Customize Your Message to Your Audience

Audiences prefer messages that are adapted just to them.
What are some ways to communicate to your listeners
that your message is designed specifically for them?
Here are a few suggestions.

> Appropriately use audience members’ names to

relate information to specific people. Before you
speak, ask those people for permission to use their
names in your talk.
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> Refer to the town, city, or community where you are
speaking.

> Refer to a significant event that happened on the
date of your speech. An Internet search for “this
day in history” should reveal a number of interest-
ing events. Link the event to the topic and audience.
For example, “Today is the anniversary of one of
the great battles of the Civil War. Today, I want to
tell you about another battle in our country. The
outcome will change all of our lives.”

> Refer to a recent or local news event. Visit the Web
site or local news source of an institution or group
to whom you are speaking for stories that you can
connect to the central idea of your talk.

> Refer to a group or organization. If you’re speak-
ing to an audience of service, religious, political, or
work group members, make specific positive, but
honest, references to that group.

> Find ways to apply facts, statistics, and examples to
the people in your audience. For example, “Forty
percent of women listening to me now are likely to
experience gender discrimination. That means of the
20 women in this audience, 8 of you are likely to be
discriminated against.”

Adapt to Diverse Listeners

Audience diversity involves more factors than just
ethnic and cultural differences. Diversity simply means
differences. Audiences are diverse.

Because of your efforts to gather information about
your audience, you should know something about the
people who will likely be present for your talk. Based
on your information, you may want to identify a target
audience, a specific segment of your audience that you
most want to address or influence.

Although you should avoid making generalizations
based on cultural background, knowing that many peo-
ple accept their culture’s view on the following variables
may help you adapt your message, supporting materials,
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and delivery.” You can use the suggested strategies to
help you adapt to your diverse listeners. Be sure to as-
sess your own cultural background and expectations,
too. Avoid developing a message that would be effective
with only people like you.

> Individualistic or collectivistic—Listeners from indi-
vidualistic cultures focus more on the achievement
of a single person. Emphasize how your information
can help them as individuals. Collectivistic cultures
tend to emphasize the accomplishments of a group
or team. Point out the benefits of your information
to their community.

> High or low context—High-context listeners pay
closer attention to a variety of nonverbal cues than
low-context ones, who will focus mainly on your
words.

> High or low need for certainty—People with low
tolerance for uncertainty need your speech to be
clearly organized and may prefer a linear, step-by-
step structure.

> High or low power—People from high-power
cultures are attuned to status and power differ-
ences and prefer clearly defined roles and chains of
command. They will not enjoy a consensus-seeking
discussion, and they prefer that you clearly establish
your credibility.

> Long-term or short-term time orientation—Listeners
with a short-term orientation consider time an
important resource. Show the immediate impact of
any ideas you propose. In contrast, appeal to persis-
tence and benefits to future generations for listeners
who are concerned with the long term.
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CHECK
Adapt to a Culturally Diverse Audience

e Tailor your speech primarily to your target audience.

e Avoid generalizations; assess a variety of cultural variables.
e Use a variety of strategies.

e |dentify listeners’ common values and assumptions.

e Use stories and examples that span cultures.

e Use visual aids with universal appeal.

MEET YOUR OBJECTIVES
1.

Explain how to read nonverbal cues to understand
listeners’ reactions to your speech.

While speaking, pay attention to your listeners’

eye contact with you, their facial expressions and
amount of movement, and their verbal and nonver-
bal responses to you.

. Describe several adaptations you can make to

respond to listeners’ nonverbal cues.

When you receive clues that listeners are bored,
don’t understand, or disagree with you, change what
you are doing. You can try many strategies to com-
municate more effectively.

. List several ways you can customize your message to

your audience.

Adapt to your specific audience by using audience
members’ names or mentioning the group they
belong toj; relating your speech to the location where
you are speaking or to a historical or recent event;
and relating statistics to your specific audience.
Discuss strategies for adapting to diverse groups of
listeners.

Adapt your speech to your listeners’ cultural orienta-
tions toward individualism or collectivism, time, power,
need for certainty, and attention to context. Consider
directing your message toward a target audience.
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THINK ABOUT THESE QUESTIONS
1.

Self Assessment Consider a recent speech you gave.
How did you adapt it to your specific audience?
How could you have better customized the speech?

. Ethics Assessment How can you ethically address

the interests of all audience members if you direct
your message toward a target audience?

. Critical Assessment In the middle of a presentation,

Brandon notices a few of the audience members los-
ing eye contact with him, shifting in their seats, and
glancing at their phones. What is happening, and
what should Brandon do?



PART 3 Preparing a Speech

2Ny,
[ 4
)

Developing Your
Speech

OBJECTIVES

1. Select and narrow a topic for a speech.

2. Write an audience-centered specific-purpose statement
for a speech.

3. State a central idea for a speech.

4. Apply three ways of generating main ideas from a
central idea.

Select Your Topic

our first task is to choose a topic for your speech.

You will then need to narrow this topic to fit your
time limits. But how do you go about choosing an ap-
propriate, interesting topic?

Consider the Audience

As you search for potential speech topics, keep in mind
each audience’s interests and expectations. Your topic
should be relevant to the interests and expectations
of your listeners, and it should take into account the
knowledge listeners already have about the subject.
Choose topics that are important—topics that matter
to your listeners, as well as to yourself. Table 8.1 offers
examples of topics appropriate for the interests, expec-
tations, knowledge, and concerns of given audiences.

Consider Yourself

The best public-speaking topics are those that reflect
your personal experience or that especially interest
you. You can select a topic with which you are already
familiar or one about which you would like to learn.

66
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TABLE 8.1 Sample Audience-Centered Topics

Audience

Retirees Preserving Social Security benefits
Civic organizations The Special Olympics

Church members Starting a community food bank
First graders What to do in case of a fire at home
Teachers Building children’s self-esteem
College fraternities Campus service opportunities

Your interest will motivate both your research and
your eventual delivery of the speech.

Consider the Occasion

To be successful, a topic must be appropriate to the
occasion. For example, you may not want to give a
bawdy, humorous after-dinner speech at the birthday
party of a dignified elder, or criticize an organization
while speaking at the opening of its new headquarters.

Use Strategies

Contemplating your audience, yourself, and your occa-
sion does not automatically yield a good topic. The fol-
lowing strategies can also help.

Brainstorm Follow the guidelines in the How To box
to use the time-tested technique of brainstorming to
generate ideas for speech topics.’

Listen and Read Very often, something you see, hear,
or read triggers an idea for a speech. A current news
story or social trend or issue you see on TV, read in
your favorite news source, or receive via social media
may suggest a topic. You can also consider randomly
browsing the categories of a Web directory such as
the Yahoo! directory (dir.yahoo.com) until you see a
topic that piques your interest. Visit this chapter of
MySearchLab (www.mysearchlab.com) for tools to help
you select a topic. Chances are that a topic covered in


www.mysearchlab.com
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' ‘ Brainstorm Speech Topics
‘ ' e Write down the first topic that comes to
- mind. Do not allow yourself to evaluate it.
Just write it down in a word or a phrase.

e Now jot down a second idea—again, anything that
comes to mind.

® One topic may remind you of another possibility. Write
it down. “Piggybacking” of ideas is okay.

e Continue without restraint. At this stage, anything goes.

* Make as long a list as you can think up in the time you
have.

e Later, evaluate the list to choose a viable topic.

P

one medium has been covered in another as well, allow-
ing extended research on the topic.

Just as you jotted down possible topics generated by
brainstorming sessions, remember to write down topic
ideas you get from media, class lectures, or informal
conversations.

Don’t Procrastinate! For most brief speeches (under
10 minutes), you should allow at least one week from
topic selection to speech delivery. A week gives you
enough time to develop and research your speech. The
whole process will be far easier than if you delay work
until the night before you are supposed to deliver your
speech.

QUICK CHECK
Selecting a Topic

e s the topic relevant and important to your audience?
e How much does your audience know about the topic?
e s the topic appropriate to the occasion?

e s the topic of interest and importance to you?
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Narrow the Topic

Now that you have a topic, you need to narrow it so that
it fits within the time limits of your speech. Write your
general topic—perhaps it is Music—at the top of a list.
Add entries to the list, making each one more specific
than the previous entry. Under “Music,” for example,
you might write, “Folk music,” then “Irish folk music,”
and so on. Eventually, you will have a topic specific
enough for the length of your speech. Be careful not to
narrow your topic so much that you cannot find enough
information for even a 3-minute talk. If you do, just go
back a step to a broader topic.

Determine Your General Purpose

The general purpose of virtually any speech is either to
inform, to persuade, or to entertain.

> Informative speakers give listeners information.
They define, describe, or explain a thing, person,
place, concept, process, or function to increase the
knowledge of their listeners.

> Persuasive speakers try to get you to believe or do
something. They may offer information, but they
use the information to try to change or reinforce an
audience’s beliefs or to urge some sort of action.

> Entertaining speakers aim to get listeners to relax,
smile, perhaps laugh, and generally enjoy them-
selves.

Determine Your Specific Purpose

Now that you have a topic and you know generally
whether your speech should inform, persuade, or enter-
tain, it is time for you to decide on its specific purpose.
Unlike the general purpose, the specific purpose of your
speech must be decided on by you alone, because it de-
pends directly on the topic you choose.
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Identify a Behavioral Objective

To arrive at a specific purpose for your speech, you must
think in precise terms about what you want your audi-
ence to be able to do at the end of your speech. This kind
of goal or purpose is called a behavioral objective because
you specify the behavior you seek from the audience.

Formulate the Specific Purpose

Specific-purpose statements begin with the same nine
words: “At the end of my speech, the audience will. . . .”
The next word should be a verb that names an observ-
able, measurable action that the audience should be able
to do by the end of the speech.

Use verbs such as list, explain, describe, or write. Do
not use words such as know, understand, or believe.
You can discover what your listeners know, understand,
or believe only by having them show you by performing
some measurable activity.

Clarify the Specific Purpose

After you write your specific-purpose statement, make
sure it follows these guidelines:

> Your specific purpose is important and reflects the
interests, expectations, and knowledge level of your
audience.

> Your specific-purpose statement expresses only one
single idea. The purpose, “At the end of my speech,
the audience will write a simple computer program
and play the latest videogame,” has more than one
idea. If you try to achieve more than one specific
purpose, you will have trouble covering all your
ideas, and your speech may seem unfocused.

> Your specific-purpose statement does not say what
you, the speaker, will do. It says what your audience
will do.

Use the Specific Purpose

Everything you do while preparing and delivering the
speech should contribute to your specific purpose. The
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specific purpose can help you assess the information
you are gathering for your speech. For example, you
may find that an interesting statistic, although related
to your topic, does not help you achieve your specific
purpose. In that case, you can substitute material that
directly advances your purpose.

Develop Your Central Idea

The central idea is a one-sentence summary of your
speech. The central idea (sometimes called the thesis
statement), like the purpose statement, restates the
speech topic. But whereas a purpose statement focuses
on audience behavior, the central idea focuses on the
content of the speech.

> The central idea should be a complete declarative
sentence—not a phrase (such as toxic waste
dumping) or clause (such as stop dumping toxic
waste), and not a question (“Why is toxic waste a
problem?”).

> The central idea should use direct, specific language.
An example of a good central idea is, “Toxic waste
dumping is a major environmental problem in the
United States today.” Avoid qualifiers such as in my
opinion. Avoid a central idea that is too vague, such
as “Toxic waste is a reason to worry.”

> The central idea should be a single idea. More
than one central idea, like more than one idea in a
purpose statement, will make your speech hard to
understand.

> The central idea should reflect consideration of
the audience. You considered your audience when
selecting and narrowing your topic and when
composing your purpose statement. In the same
way, you should consider your audience’s needs,
interests, expectations, and knowledge when stat-
ing your central idea. If you do not consider your
listeners, you run the risk of losing their attention
before you even begin developing the speech.
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Generate and Preview Your Main Ideas

Write the central idea at the top of a clean sheet of
paper. Then ask these three questions:

1. Does the central idea have logical divisions? (These
may be indicated by such phrases as “three types”
or “four means.”)

2. Can you think of several reasons why the central
idea is true?

3. Can you support your central idea with a series of
steps or a chronological progression?

You should be able to answer yes to one or more of
these questions. These are your main ideas. Main ideas
might, for example, be three types of birds of prey, four
reasons the local park needs new lighting, or four steps
in writing your own wedding vows.

Consult your specific-purpose statement as you gen-
erate your main ideas. If these main ideas do not help
you achieve your purpose, you need to rethink your
speech. You may change either your purpose or your
main ideas. Whichever you do, be sure to synchronize
these two elements. Remember, it is much easier to
make changes at this point than after you have done
your research and produced a detailed outline.

Once you have generated your main ideas, you can
add a preview of those main ideas to your central idea (or
thesis statement) to produce a blueprint for your speech.
An example of a blueprint is, “Toxic waste dumping
is a major environmental problem in the United States
today. It endangers animals and poisons the water that
humans drink.” Preview the ideas in the same order you
plan to discuss them in the speech.
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MEET YOUR OBJECTIVES

1. Select and narrow a topic for a speech.
Brainstorm, read, and listen to find topic ideas.
Effective speech topics are appropriate for your
audience, yourself, and your occasion.

2. Write an audience-centered specific-purpose
statement for a speech.

A specific-purpose statement begins, “At the end of
my speech, the audience will . . .” and describes a
single measurable action the audience should take.
It should guide you during all speech preparation
activities.

3. State a central idea for a speech.

A central idea summarizes the topic of your speech
with direct, specific language in a complete declara-
tive sentence.

4. Apply three ways of generating main ideas from a
central idea.

Divide your central idea into main ideas by asking
yourself if the central idea has logical divisions, if
there are several reasons the central idea is true, and
if the central idea can be supported with a series of
steps.

THINK ABOUT THESE QUESTIONS

1. Self Assessment Turn back to Table 8.1 on page 67.
For each of the audiences listed in the left-hand
column, generate at least one additional audience-
centered topic.

2. Ethics Assessment You overhear another student
describing her paper about abolishing the death
penalty and the book she used to research it. Would
it be ethical to “borrow” her topic and consult the
book she mentioned to prepare a speech for your
public-speaking class?
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3. Critical Assessment Use information from this
chapter to critique and rewrite, if needed, the fol-
lowing specific-purpose statements. After you have
made necessary corrections, pick one statement and
use it to practice generating a central idea and main
points.

(1) At the end of my speech, the audience will know
more about the Mexican Free-Tailed Bat.

(2) Twill explain some differences in nonverbal
communication between Asian and Western
cultures.

(3) At the end of my speech, the audience will be
able to list some reasons for xeriscaping one’s
yard.

(4) At the end of my speech, the audience will be
able to prepare a realistic monthly budget.

(5) The advantages and disadvantages of living in a
college dormitory.



Gathering
Supporting Material

OBJECTIVES

1. Describe how personal knowledge and experience can
serve as a source of supporting material for a speech.

2. Locate and evaluate Internet resources for a speech.

3. Explain how to use online databases to find supporting
material for a speech.

4. Describe traditional library holdings that can provide
supporting material for a speech.

5. Summarize how to conduct an effective interview.

6. Explain five strategies for a methodical research
process.

reating a successful speech requires knowledge of
both the sources and the types of supporting mate-
rial that speechmakers typically use.

Personal Knowledge and Experience

You might give a speech about a skill or hobby in which
you are an expert. Or you might talk on a subject with
which you have had some personal experience. In these
cases, you may be able to provide some effective sup-
porting materials from your own knowledge and ex-
perience. As an audience-centered speaker, you should
realize that personal knowledge often has the additional
advantage of heightening your credibility in the minds
of your listeners.

The Internet

When facing a research task, most people turn first
to the Internet. Knowing how to locate and evaluate

75
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various types of Internet resources can help make your
search for supporting material more productive.

Locating Internet Resources

You have undoubtedly used Google to access material
on the Web. If you feel overwhelmed by the number
of sites a Google search can yield, a more specialized
vertical search engine can help you narrow your search.
For example, Google Scholar indexes academic sources,
and Indeed indexes job Web sites.

Another strategy that can help you narrow your
search is called a Boolean search. With a Boolean
search, you can enclose phrases in quotation marks or
parentheses so that the results include only those sites
on which all words of the phrase appear in that order,
rather than sites that contain the words at random.
You can also insert “AND” or “+” between words and
phrases to indicate that you wish to see only results that
contain both phrases.

Similarly, Boolean searches let you exclude certain
words and phrases from your search. And you can
restrict the dates of your hits so that you see only docu-
ments posted within a specified time frame. These rela-
tively simple strategies can help you to narrow a list of
hits from, in some cases, millions of sites to a more work-
able number.

Exploring Internet Resources

As you go to the Web sites you have located, you will
find a wide variety—from sites that try to sell you some-
thing, to the official sites of government agencies and
news organizations. One clue to the type of site you
have found is the domain, indicated by the last three let-
ters of the site’s URL (for example, .com or .org).

The following are common categories of Web sites.'

> Commercial. The purpose of this type of Web site
is to sell products or services. The domain is often
.com. News and entertainment sites also often have
.com domains.
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Country codes. Web sites from countries other
than the United States include a country code. For
example, Great Britain is .#k and Canada is .ca.
Educational. This type of site provides information
about an educational entity. The domain is usually
.edu.

Government. The purpose of this type of Web site
is to provide information produced by government
agencies, offices, and departments. The domain is
usually .gov.

Military. Information about or from the military is
usually indicated by Internet addresses that end in
.mil.

Organizational. The purpose of this type of Web site
is to advocate a group’s point of view. The domain
is usually .org.

Evaluating Internet Resources

No search strategy can ensure the quality of the sites
you discover. As you begin to explore sites, you need to
evaluate them according to a consistent standard. The
following six criteria can serve as such a standard.*

Accountability Find out what individual or organiza-
tion is responsible for the Web site.

>

The individual or organization responsible for the
site may be clear from the title of the site and/or its
URL.

See whether the site is signed.

Follow links or search the author’s name to
determine the author’s expertise and authority.

If the site is unsigned, search for a sponsoring
organization. Follow links, search the organiza-
tion’s name, or consider the domain to determine
reputability.

If you cannot identify or verify the author or spon-
sor of a Web site, be extremely wary of the site.

Accuracy It may be difficult to determine whether the
information a site contains is accurate unless you are
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an expert in the area the site addresses. These steps can

help.

> Consider whether the author or sponsor is a credible
authority. If so, the information is more likely to be
accurate.

> Assess the care with which the site has been written.
A site should be relatively free of writing errors.

> Conduct additional research into the information
on the site. You may be able to verify or refute the
information by consulting another resource.

Objectivity Objectivity is related to accountability.
Once you know who is accountable for a site, con-
sider the interests, philosophical or political biases, and
sources of financial support of that individual or or-
ganization. The more objective the author, the more
credible the facts and information presented. Consider,
too, any advertisements on the site that might influence
its content.

Often, the first hit from your Web search is Wikipe-
dia. Wikipedia can be useful for general and very current
information, or as a source of other resources. Keep in
mind, however, that anyone, regardless of expertise or level
of objectivity, can add to or change the content of any entry.
For this reason, many instructors consider Wikipedia an
inappropriate source of information for student speeches.

Timeliness Look for evidence that the site was posted
recently or has been kept current. At the bottom of
many sites, you will find a statement specifying when
the site was posted and when it was last updated. When
you are concerned with factual data, the more recent,
the better.

Usability The site should load fairly quickly. The lay-
out and design of the site should facilitate its use. Also
consider whether there is a fee to gain access to any of
the information on the site.
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QUICK CHECK

Evaluate Internet Resources

| know who is accountable for the Web site.

e | can verify the accuracy of the information.

e The site is objective.

e The site is current.

e The site is easy to use and provides links to other sites.
e The site is culturally diverse and free of bias.

Diversity An inclusive Web site will be free of material
that communicates bias against any gender, ethnicity,
race, culture, or sexual orientation; and against people
with disabilities.’

Online Databases

Online databases provide access to bibliographic in-
formation, abstracts, and full texts for a variety of re-
sources. Like Web sites, online databases are reached
via a networked computer. Unlike Web sites, however,
most databases are restricted to the patrons of libraries
that subscribe to them. Your library may subscribe to
several or all of the following popular full-text, search-
able databases:

> ABI/Inform Global. This resource offers many full-
text articles in business and trade publications from
1971 to the present.

> Academic Search Complete. This popular database
offers many full-text articles from 18635 to the pres-
ent, covering a wide variety of subjects.

> JSTOR. This is a multisubject, full-text database of
journal articles from the first volume to the present.

> LexisNexis Academic. Focusing on business and
law, this database provides many full-text articles
from newspapers, magazines, journals, newsletters,
and wire services. Dates of coverage vary.
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> Newspaper Source. This database offers many full-
text articles from more than 40 U.S. and interna-
tional newspapers; more than 330 full-text television
and radio news transcripts from CBS News, CNN,
CNN International, FOX News, NPR, and others;
and selected full-text articles from more than 330
regional (U.S.) newspapers.

Traditional Library Holdings

Despite the rapid development of Internet and database
resources, the more traditional holdings of libraries,
both paper and electronic, remain rich sources of sup-
porting material.

The key to finding library materials is the card cata-
log. You can access the computerized card catalog of
most libraries from your own computer before you ever
enter the library. The catalog will supply each book’s
call number, which you will need in order to find the
book. Once you have the call number, you are ready
to venture into the library to obtain the item you want.
It is a good idea to become familiar with your library’s
layout before you have to do research under the pres-
sure of a deadline.

> Books Libraries’ collections of books are called the
stacks. The stacks are organized by call numbers.
Many libraries offer a location guide or map to
guide you to the floor or section of the stacks that
houses the books with the call numbers in which
you are interested.

Do not wait until the last minute to conduct
library research for your speech. Increasing numbers
of libraries are beginning to house some of their
stacks off-site. You may have to fill out a request
form and allow some wait time before a book be-
comes available to you.

> Reference resources Many encyclopedias, dictionar-
ies, directories, atlases, almanacs, yearbooks, books
of quotations, and biographical dictionaries are now
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available online. But if you are not able to find a
specific reference resource online, you may be able
to locate a print version in the reference section of
your library. Reference librarians are often able to
suggest print or electronic resources that you might
otherwise overlook. Try to visit the library during
hours when a librarian is available to help you.

Interviews

Consider interviewing a person who might know the an-
swers to some of the important questions raised by your
speech topic. Before you decide on an interview, be sure
that your questions cannot be answered by doing online
or library research. If you decide that only an interview
can give you the material you need, you should prepare
for it in advance.

Preparing for the Interview

Determine Your Purpose Specifically, what do you
need to find out? Do you need hard facts that you can-
not obtain from other sources? Do you need the inter-
viewee’s expert testimony on your subject? Or do you
need an explanation of some of the information you
have found in online or print sources?

Arrange a Meeting Once you have a specific purpose
for the interview, decide whom you need to speak with,
and arrange a meeting. Telephone or email the person
in advance, explain briefly who you are and why you
are calling, and ask for an appointment. Most people
are flattered to have their authority and knowledge rec-
ognized and willingly grant interviews if their schedules
permit.

Using your electronic device to record audio or video
of the interview can free you from having to take copi-
ous notes and make it easy to refer to the interviewee’s
exact words. If you are considering recording the inter-
view, ask for the interviewee’s okay during this initial
contact. If the person does not grant permission, be
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prepared to gather your information without electronic
assistance.

Plan Your Questions Before your interview, find out as
much as you can about both your subject and the per-
son you are interviewing. Prepare questions that take
full advantage of the interviewee’s specific knowledge
of your subject. You can do this only if you already
know a good deal about your subject.

Combine closed-ended and open-ended questions.
Open-ended questions often follow closed-ended ques-
tions: When the person you are interviewing answers a
closed-ended question with a simple “yes” or “no,” you
may wish to follow up by asking “Why?”

Conduct the Interview

Follow the suggestions in the How To box to conduct
effective interviews.

{ ‘ Conduct an Effective Interview

‘ ' * Dress appropriately. Conservative, business-

L L like clothes show that you are serious about
the interview and that you respect the norms
of your interviewee’s world.

* Bring note-taking supplies. Even if you plan to record
the interview, you may want to turn off the recording
at some point during the interview or your device may
malfunction, so you’ll need an alternative.

e Arrive a few minutes ahead of schedule. Be prepared,
however, to wait patiently, if necessary.

e Remind the interviewee of your purpose. Restate why
you chose that person to interview. If you admire the
interviewee’s work, feel free to tell him or her.

® Prepare your equipment. If you have decided to use a
recorder, set up your device as needed. You may keep
it out of sight once the interviewee has seen it, but
never try to hide a recorder at the outset—such a ploy
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is unethical. If you are going to take written notes, get
your supplies ready.

e Follow your plan. Use the questions you have prepared
as a guide. Listen carefully to the person’s answers, and
ask for clarification of any ideas you don’t understand.

e Be ready to adjust the plan. Listen closely to the per-
son’s words and their intended meaning. If the inter-
viewee mentions something you did not think of, don’t
be afraid to pursue the point.

¢ End the interview on time. Thank your interviewee for

S his or her contribution, and leave. )

Follow Up the Interview

As soon as possible after the interview, read through
your notes carefully and revise any portions that may be
illegible or unclear. If you recorded the interview, save
and label the file with the date and the interviewee’s
name.

Research Strategies

Well-organized research strategies can make your
efforts easier and more efficient. You need to develop a
preliminary bibliography, locate resources, evaluate the
usefulness of resources, take notes, and identify possible
presentation aids.

Develop a Preliminary Bibliography

Creating a preliminary bibliography or list of promising
resources should be your first goal. You will probably
discover more resources than you actually look at or re-
fer to in your speech; at this stage, the bibliography sim-
ply serves as a menu of possibilities. How many resourc-
es should you list in a preliminary bibliography for, say,
a 10-minute speech? A reasonable number might be 10
or 12 that look promising. If you have many more than
that, you may feel overwhelmed. If you have fewer, you
may have too little information.
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You will need to develop a system for keeping track
of your resources. You can bookmark Web sites; print
out or save screenshots of a record from online cata-
logs or articles from databases. You may also be able to
email files containing articles to yourself or store them
via an online service such as Dropbox.

Locate Resources

You should have no trouble obtaining the actual texts
of resources from the Web and online databases. For all
the other items in your preliminary bibliography, you
will need to locate the resources yourself. Refer back
to the discussion earlier in this chapter on traditional
library holdings.

Evaluate the Usefulness of Resources

It makes sense to gauge the potential usefulness of your
resources before you begin to read more closely and
take notes. The instructions in the How To box can
help you.

VRN 2

‘ ‘ Evaluate Source Material
‘ ' Before you read in depth and take notes from
y

your resources, take a little time to figure out
which ones are likely to be of most use for your speech.

e Glance over the tables of contents of books.

e Flip quickly through books or scroll Web sites or data-
base articles to note any charts, graphs, or other visual
materials that could be used as visual aids.

e Skim a key chapter or two of books. Skim Web sites and
articles as well.

To choose the most useful materials, think critically about
these questions:

o s the resource likely to help you achieve your specific
purpose?
* How effective is the information likely to be with your

i >
Y audience? )
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Take Notes

Once you have located, previewed, and ranked your
resources, you are ready to begin more careful reading
and note-taking.

> Beginning with the resources that you think have the
greatest potential, record any examples, statistics,
opinions, or other supporting material that might be
useful to your speech. Depending on the resources,
you can photocopy them, cut and paste them or save
them into a computer file, and/or print them out.

> 1If you copy a phrase, sentence, or paragraph verba-
tim from a source, be sure to put quotation marks
around it. You may need to know later whether it
is a direct quote or a paraphrase. (This information
will be obvious, of course, on printouts or photo-
copies.)

> Record the source of the supporting material. In
Chapter 4, we discuss the ethical importance of
crediting all sources of ideas and information. If you
consistently keep track of your sources as you take
notes, you will avoid the possibility of committing
unintentional plagiarism.

> 1If you need to compile a formal bibliography, or
list of sources, to submit to an instructor, use the
type of formatting specified by your instructor. You
can find detailed instructions for the most common
methods of formatting bibliographic citations at
the Purdue Online Writing Lab (OWL): http:/
owl.english.purdue.edu.

Identify Possible Presentation Aids

In addition to discovering verbal supporting material in
your sources, you may also find charts, graphs, photo-
graphs, and other potentially valuable visual material.
Even if you are not certain that you will use presenta-
tion aids in your speech, it can’t hurt to save, photocopy,
and/or print out any good possibilities. Then, when the
time comes to consider if and where presentation aids
might enhance your speech, you will have some at hand.
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Be sure to record the sources of visual materials just
as you did for your written materials, so that you can
find them again without frustration if you need them.

CHECK

Research Strategies

e Develop a preliminary bibliography.

e Locate sources.

e Consider the potential usefulness of sources.
e Take notes.

¢ Identify possible presentation aids.

MEET YOUR OBJECTIVES

1. Describe how personal knowledge and experience can
be a source of supporting material for a speech.
Personal experiences and knowledge can provide
some of your source material and can raise your
credibility with the audience.

2. Locate and evaluate Internet resources for a speech.
Vertical search engines and Boolean searches can
narrow results of an Internet search. Use the domain
to help you evaluate the accountability, accuracy,
objectivity, timeliness, usability, and diversity of
Internet materials.

3. Explain how to use online databases to find sup-
porting material for a speech.

Online databases offer abstracts and full-text of
articles, news, and more. They are typically available
through libraries that subscribe to them.

4. Describe traditional library holdings that can
provide supporting material for a speech.

Books, stored in the library’s stacks, and refer-
ences, stored in the reference room, can provide
information unavailable online. Be sure to allow
plenty of time for library research.
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5. Summarize how to conduct an effective interview.
Prepare carefully for an interview by researching
and creating a list of questions. Treat interview-
ees’ time with respect, and listen carefully to their
responses to questions in order to follow up with
clarification questions.

6. Explain five strategies for a methodical research

process.
To conduct an efficient search, you need to develop
a preliminary bibliography, locate resources, evalu-
ate the usefulness of resources, take notes, and
identify possible presentation aids.

THINK ABOUT THESE QUESTIONS

1. Self Assessment Explain how you might use each
of the five key sources of supporting material to
help you develop an informative speech on how to
choose a new computer.

2. Ethics Assessment Electronic and print indexes and
databases sometimes include abstracts of books and
articles rather than full texts. If you have read only
the abstract of a source, is it ethical to include that
source in your preliminary bibliography?

3. Critical Assessment You neglected to record com-
plete bibliographic information for one of your best
information sources, a journal article you found on
a database. You discover your omission as you are
reviewing your outline just before you deliver your
speech, and now you have no way to look up the
information. How can you solve your problem in an
ethical way? What are some ways you could have
avoided this problem?



Supporting Your
Speech

OBJECTIVES

1. Explain the importance and best practices for using
illustrations in a speech.

2. Differentiate how descriptions and explanations are
used in speeches.

Summarize how to give definitions in a speech.
Describe how to use analogies in a speech.
Recap effective ways to present statistics in a speech.

Describe the value of using opinions in a speech.

No o krow

Select the best supporting material for a speech.

O nce you have gathered a variety of appropriate sup-
porting material, you will need to decide how to use
your information to best advantage in your speech. Be
sure to use oral or written citations as described in Chap-
ter 4 and at MySearchLab (www.mysearchlab.com) to
properly acknowledge sources of supporting material.

Use lllustrations

Everybody likes to hear a story. An illustration—a story
or anecdote that provides an example of an idea, issue,
or problem you are discussing—almost always ensures
audience interest.

> Brief illustrations are often no longer than a sen-
tence or two. A series of brief illustrations can some-
times have more impact than either a single brief
illustration or a more detailed, extended illustration.
In addition, although an audience could dismiss
a single illustration as an exception, two or more
strongly suggest a trend or norm.

88
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> Extended illustrations are longer and more detailed
than brief illustrations; they resemble a story. They
are vividly descriptive, and they have a plot—which
includes an opening, complications, a climax, and
a resolution. Longer stories take more time, but
they can be very dramatic and emotionally compel-
ling. Extended illustrations can work well as speech
introductions.

> Hypothetical illustrations may be either brief or
extended. They describe situations or events that
have not actually occurred but that might happen.
Remember from Chapter 4 that ethical speakers
introduce hypothetical illustrations with a phrase
such as, “Imagine that . ..”

To use illustrations effectively, be certain that your
stories are directly relevant to the idea or point they
are supposed to support. They should be typical of a
situation or represent a trend. The best illustrations are
personal ones that your listeners can imagine experienc-
ing themselves. Include enough details to make the story
vivid and specific to listeners.

Use Descriptions and Explanations

A description tells you what something is like. Descrip-
tions provide the details that allow audience members
to develop mental pictures of what speakers are talking
about. Good descriptions are vivid, accurate, and spe-
cific; they make people, places, and events come alive
for the audience.

An explanation is a statement that makes clear how
something is done or why it exists in its present form or
existed in its past form. Speakers who discuss or dem-
onstrate processes of any kind rely at least in part on
explanations of how those processes work. Explain-
ing why involves giving causes or reasons for a policy,
principle, or event. Explaining why some condition or
event exists provides an analysis that often leads to bet-
ter solutions.
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’ “ Use Descriptions and Explanations
‘ ' e Avoid overuse. Alternate descriptions and
- explanations with other types of support.
e Keep them brief. Supply only the necessary details.

* Be specific. Use vivid, concrete words that appeal to the
senses.

Provide Definitions

Definitions have two uses in speeches. First, a speaker
should be sure to define any and all specialized, techni-
cal, or little-known terms in his or her speech. Such defi-
nitions are usually achieved by classification, the kind
of definition you would find in a dictionary. Second, a
speaker may define a term by showing how it works or
how it is applied in a specific instance—what is known
as an operational definition. For example, a speaker
may define a disease such as rickets by explaining the
effects on people who develop it, rather than using a
dictionary definition.

{ “ Use Definitions Effectively

‘ ' * Use a definition only when needed.

WY . Make definitions immediately and easily un-
derstandable to your audience.

e Be certain that your definition and your use of a term
are consistent throughout a speech.

Use Analogies

An analogy is a comparison. Like a definition, an anal-
ogy increases understanding; unlike a definition, it deals
with relationships and comparisons—between the new
and the old, the unknown and the known, or any other
pair of ideas or things. Analogies can help your listen-
ers understand unfamiliar ideas, things, and situations
by showing how these are similar to something they
already know.
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Literal Analogies

A literal analogy is a comparison between two similar
things. But because it is creative, it is inherently inter-
esting and should help grab an audience’s attention.
One speaker compared crustaceans, such as shrimp,
to insects, noting that both are in the same group of
animals.! Literal analogies can help listeners from a
different culture understand terms they may not be
familiar with. To help the audience understand, make
sure the two things you compare in a literal analogy are
very similar.

Figurative Analogies

If you describe the relationships among a group of
coworkers as a seething snake pit, filled with hissing
gossip and sharp-fanged attacks, you are using a figura-
tive analogy. A figurative analogy relies on imaginative
insights, rather than on facts or statistics, so it is not
considered hard evidence. Be sure that the essential simi-
larity between the two objects in a figurative analogy
is readily apparent. For example, the main similarity
between the snake pit and the work group is the strife
between those in the same group. If the comparison is
unclear, your audience can end up wondering what in
the world you are talking about.

Use Statistics as Support

Just as three or four brief examples may be more effec-
tive than just one, a statistic that represents hundreds or
thousands of individuals may be more persuasive still.
Statistics can help a speaker express the magnitude or
seriousness of a situation. Or statistics can express the
relationship of a part to the whole.

Use Reliable Sources

Statistics can be exploited to support almost any conclu-
sion desired. As an ethical speaker, your goal is to cite
reputable, authoritative, and unbiased sources.
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Reputable sources are those known to have exper-
tise in research or the subject of the statistics.

The most authoritative source is the primary
source—the original collector and interpreter of the
data. Go to the primary source as often as possible.
Do not assume that a secondhand account, or sec-
ondary source, has reported the statistic accurately
and fairly.

Unbiased sources have no special interest in their
statistics supporting any particular viewpoint.
Government statistics and those from independent
sources are generally considered unbiased.

As you evaluate your sources, try to find out how the

statistics were gathered. For example, if a statistic relies
on a sample, how was the sample taken? Sample sizes
and survey methods do vary widely, but most legitimate
polls involve samples of 500 to 2,000 people, selected at
random from a larger population.

Interpret Statistics Accurately

People are often swayed by statistics that sound good but
have, in fact, been wrongly calculated or misinterpreted.
Both as a user of statistics in your own speeches and as
a consumer of statistics in articles, books, and speeches,
be constantly alert to what the statistics actually mean.

Make Your Statistics Understandable and Memorable

You can make your statistics easier to understand and
more memorable in several ways.

)

Dramatize statistics with your choice of viewpoint.
Does a genetic condition protect 10 percent of
people from high blood pressure or, more dramati-
cally, make it easier for 90 percent to develop high
blood pressure??

Compact statistics or express them in limits that are
more meaningful or more easily understandable to
your audience. For example, you might express the
amount of the national debt as the number of dol-
lars per American adult.’?
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> Explode statistics. Exploded statistics are created by
adding or multiplying related numbers—for exam-
ple, cost per unit times number of units. Because it is
larger, the exploded statistic seems more significant
than the original figures from which it was derived.

> Compare statistics. Comparing your statistic with
another heightens its impact.

> Round off numbers, but do so without distorting or
falsifying the statistic.

> Use visual aids to present your statistics. Displaying
numbers in a table or graph in front of your listeners
enables them to more easily grasp the statistics.

QUICK CHECK
Select Effective Statistics

e Are the data from primary sources?

® Are the sources reputable, unbiased, and authoritative?
e Did you interpret the statistics accurately?

* Are the statistics easy to understand?

* Are they memorable?

e Can you convert the statistics into visual aids?

Use Opinions

Expert testimony, the testimony of a recognized author-
ity, can add a great deal of weight to your arguments.
You may quote experts directly or paraphrase their
words, as long as you are careful not to alter the intent
of their remarks.

Like illustrations, lay testimony, the opinions of non-
experts, can stir an audience’s emotions. And, although
neither as authoritative nor as unbiased as expert testi-
mony, lay testimony is often more memorable.

To make a point memorable, include a literary quo-
tation in your speech. You can easily access quotation
dictionaries on the Web and in the reference sections
of most libraries. Brief, pointed quotations usually have
greater audience impact than longer ones.
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Here are a few suggestions for using opinions effec-

tively in your speeches.

>

Be certain that any authority you cite is unbiased
and an expert on the subject you are discussing.
Cite your source properly, and be sure to quote
accurately.

Use opinions that are representative of prevailing
opinion.

Limit quotations to one or two per speech.

Select the Best Supporting Material

You should consider accountability, accuracy, objec-
tivity, recency, usability, and diversity in evaluating
any supporting material you hope to use. How do you
decide what to use and what to eliminate?

>

Magnitude. Bigger is better. The larger the num-
bers, the more convincing your statistics will be.
The more experts who support your point of view,
the more your expert testimony will command your
audience’s attention.

Proximity. The best supporting material is whatever
is the most relevant to your listeners, or “closest to
home.”

Concreteness. If you need to discuss principles and
theories, explain them with concrete examples and
specific statistics.

Variety. A mix of illustrations, opinions, definitions,
and statistics is much more interesting and convinc-
ing than the exclusive use of any one type of sup-
porting material.

Humor. Unless the topic is very serious or somber,
audiences usually appreciate a touch of humor in an
example or opinion.

Suitability. Your final decision about whether to use
a certain piece of supporting material will depend on
its suitability to you, your speech, the occasion, and
your audience.
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MEET YOUR OBJECTIVES
1

. Explain the importance and best practices for using

illustrations in a speech.

Illustrations catch listeners’ interest. Brief, extended,
and hypothetical illustrations can also help your
audience understand your message.

. Differentiate how descriptions and explanations are

used in speeches.

Use vivid descriptions to help listeners visualize
people, places, things, or events. Use specific, con-
crete explanations to show how something works or
the reasons why something occurs or exists.

. Summarize how to give definitions in a speech.

Use easily understandable dictionary and operational
definitions to help audiences understand unfamiliar
terms.

. Describe how to use analogies in a speech.

Use literal analogies to compare two similar things
and imaginative figurative analogies to help lis-
teners understand things that share fewer similar
characteristics.

. Recap effective ways to present statistics in a speech.

Use statistics from reliable sources, interpret them
accurately, and make them understandable to listen-
ers by dramatizing, compacting, exploding, compar-
ing, or showing visuals of them.

. Describe the value of using opinions in a speech.

Expert and lay testimony and literary quotations can
help you use the opinions of others to support your
Own message.

. Select the best supporting material for a speech.

The best supporting materials are those with the
most magnitude, proximity to the audience, con-
creteness, variety, and suitability to the audience.
Some humor is usually welcome.
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THINK ABOUT THESE QUESTIONS

1. Self Assessment Describe how you can use each of
the six types of supporting material described in this
chapter in your next speech.

2. Ethics Assessment Before adding to your speech an
illustration that shares personal information about a
friend, should you ask permission from your friend?

3. Critical Assessment Tony found just the statistics
he needs on the Internet. What information does he
need in order to evaluate the statistics?
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Organizing Your
Speech

OBJECTIVES

1. List and describe five patterns for organizing the main
ideas of a speech.

2. Explain how to integrate supporting material into a
speech.

3. Use verbal and nonverbal signposts to organize a
speech for the ears of others.

You must organize your ideas in logical patterns to
ensure that your audience can follow, understand,
and remember what you say.

Organize Your Main Ideas

In Chapter 8, you learned how to generate a prelimi-
nary plan for your speech by determining whether your
central idea had logical divisions, could be supported
by several reasons, or could be explained by identifying
specific steps.

Now you are ready to decide which of your main
ideas to discuss first, which one second, and so on. Five
organizational patterns are most common:

> topical
> chronological

> spatial

> cause and effect
> problem-solution

Organize ldeas Topically

If your central idea has natural divisions, you can often
organize your speech topically. Speeches on such diverse
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topics as factors to consider when selecting a moun-
tain bike, types of infertility treatments, and the vari-
ous classes of ham-radio licenses all could reflect topical
organization.

Natural divisions are often basically equal in impor-
tance. It may not matter which point you discuss first,
second, or third. You can simply arrange your main
points as a matter of personal preference.

At other times, you may wish to emphasize one point
more than the others. You can use one of the following
guidelines.

> Recency According to the principle of recency,
audiences tend to remember best what they hear
last, so when you organize by recency, you order
your points from least to most important.

> Primacy To use the principle of primacy, put your
most important or convincing idea first. Organize
your main points according to primacy if your topic
is controversial and you know or suspect your audi-
ence will be skeptical or hostile to your ideas.

> Complexity If your main points range from simple
to complicated, it makes sense to arrange them in
order of complexity, progressing from the simple to
the most complex.

Order Ideas Chronologically

When your central idea can be supported by a series of steps,
chronological organization often makes sense. Chrono-
logical organization is organization by time or sequence;
your steps are ordered according to when each occurred
or should occur. A speech on the history of the modern
Olympic games might be organized chronologically.

You can choose to organize your main points either
from earliest to most recent (forward in time) or from
recent events back into history (backward in time). The
progression you choose depends on your personal pref-
erence and on whether you want to use the principles of
primacy or recency to emphasize the beginning or the
end of the sequence. However, how-to explanations are
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usually arranged forward in time, as a sequence or series
of steps to follow from beginning to end.

Arrange ldeas Spatially

A speaker who relies on spatial organization arranges
ideas according to their physical locations or direc-
tions. A speech about the Lewis and Clark expedition
might be arranged spatially to describe the team’s vari-
ous camp sites. It does not usually matter whether the
speaker chooses to progress up or down, east or west,
forward or back, as long as ideas are developed in a
logical order.

Organize ldeas to Show Cause and Effect

A speech organized to show cause and effect might
first identify a situation and then discuss the effects that
result from it (cause—effect). For example, a speaker
might describe a recent drought and then discuss its
effects.

A speech could also present a situation and then seek
its causes (effect—>cause). Such a speaker might describe
the recent drought and then talk about factors that
created it.

According to the recency principle, the cause—effect
pattern emphasizes the effects; the effect—cause pattern
emphasizes the causes.

Organize Ideas by Problem and Solution

If you want to emphasize how best to solve a prob-
lem, you will probably use a problem-solution pattern
of organization. Like causes and effects, problems and
solutions can be discussed in either order:

> If listeners are already fairly aware of a problem but
uncertain how to solve it, you will probably discuss
the problem first and then the solution(s).

> If your audience knows about an action or program
that has been implemented but does not know the
reasons for its implementation, you might select a
solution—problem pattern of organization.
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Combine Multiple Patterns

You can combine several of these patterns. For example,
you may use an overall cause—effect pattern, discussing
a drought and then its effects. However, you may or-
der your points about the effects topically—talking first
about effects on crops, then on animals, and then on
people—or spatially, talking about effects in different
geographical areas. Visit this chapter of MySearchLab
(www.mysearchlab.com) to practice determining the or-
ganizational patterns of speeches.

Acknowledge Cultural Differences in Organization

Although the five patterns just discussed are typical of
the way speakers in the United States are expected to
organize and process information, they are not necessar-
ily typical of all cultures.! In fact, each culture teaches
its members patterns of thought and organization that
are considered appropriate for various occasions and
audiences.

On the whole, U.S. speakers tend to be more linear
and direct than speakers from other cultures. Semitic
speakers support their main points by pursuing tan-
gents that might seem “off topic” to many U.S. speak-
ers. Speakers in some Asian cultures might never overtly
state their main ideas. They would expect the audience
to determine the main ideas by analyzing the themes and
messages of stories the speaker shared. Speakers from
Romance and Russian cultures may tend to begin with a
basic principle and then move to facts and illustrations
that they only gradually connect to a main point.

Of course, these are very broad generalizations. But
as an audience member, recognizing the existence of cul-
tural differences when you are listening to a speech can
help you appreciate and understand the organizational
pattern of a speaker from a culture other than your own.

Organize Your Supporting Material

Suppose you have decided what supporting material to use
and have identified the ideas in your speech that require
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support. Now you realize that in support of your second
main idea you have an illustration, two statistics, and an
opinion. In what order should you present these items?

You can sometimes use the five standard organiza-
tional patterns to arrange your supporting material, as
well as your main ideas and subpoints. Illustrations,
for instance, may be organized chronologically, as one
speaker did when discussing technology:

.. miracle has followed upon miracle—from a televi-
sion in every home in the 1950s, to the launching of the
first communications satellite in the 1960s, to the intro-
duction of cable TV in the 1970s, the rise of personal
computers in the 1980s, the Internet in the 1990s, and
social media in the 2000s.>

At other times, however, none of the five patterns
may seem suited to the supporting materials you have.
In those instances, you may need to turn to an organi-
zational strategy more specifically adapted to your sup-
porting materials. These strategies include (1) primacy
or recency, (2) specificity, (3) complexity, and (4) “soft”
to “hard” evidence.

Primacy or Recency

As we’ve discussed, the principles of primacy and recency
can help you determine whether to put a main idea at
the beginning or the end of your speech. You can use
these principles to order your supporting material, too.

Suppose that you have several statistics to support a
main point. All are relevant and significant, but one is
especially gripping. You might opt to arrange the statis-
tics in your speech according to recency, saving the most
dramatic one for last.

Specificity

Sometimes your supporting material will range from very
specific examples to more general overviews of a situa-
tion. You may either offer your specific information first
and end with your general statement or make the general
statement first and support it with specific evidence.
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Complexity

You’ve seen that moving from the simple to the complex
is one way you can organize your main ideas. The same
method of organization may also be applied to support-
ing material. In many situations, it makes sense to start
with the simplest ideas, which are easy to understand,
and work up to more complex ones. For example, you
might give a definition of an unfamiliar term before pre-
senting a graph of statistics related to that term.

Soft to Hard Evidence

Supporting material can also be arranged from “soft”
to “hard.”

> Soft evidence rests on opinion or inference. Hypotheti-
cal illustrations, descriptions, explanations, definitions,
analogies, and opinions are usually considered soft.

> Hard evidence includes factual examples and statistics.

To organize supporting materials in this order, you
might tell a brief story about your own experience trying
to use less water during a drought and then present ex-
pert opinions about the best ways to use less water, fol-
lowed by statistics about which methods actually do use
the least water. Soft to hard organization of supporting
material relies chiefly on the principle of recency—that
the last statement is remembered best. In this example,
your listeners would be likely to remember the most
effective ways they can save water.

QUICK CHECK
Organizing Your Supporting Material

e Primacy: most important material first

e Recency: most important material last

e Specificity: from specific information to general overview or
from general overview to specific information

e Complexity: from simple to more complex material

e Soft to hard evidence: from opinion or hypothetical illustra-
tion to fact or statistic
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Organizing Your Presentation for the Ears
of Others: Signposting

You have a logically ordered, fairly complete plan for
your speech. But if you delivered the speech at this
point, your audience might become frustrated or con-
fused as they tried to figure out your organizational
plan. So your next task is to develop signposts—organi-
zational cues for your audience’s ears. Signposts include
previews, transitions, and summaries.

One significant difference between writing and pub-
lic speaking is that public speaking is more repetitive.
Audience-centered speakers need to remember that
listeners, unlike readers, cannot go back to review a
missed point. Using previews, summaries, and transi-
tions not only helps your audience follow the organi-
zation of your speech but also builds repetition of key
points into your speech, so that audience members are
less likely to miss them.

Previews

As its name indicates, a preview is a statement of what is
to come. Previews help to ensure that audience members
will first anticipate and later remember the important
points of a speech. Two types of previews are usually
used in speeches: initial previews and internal previews.

Initial Previews An initial preview is a statement of
what the main ideas of the speech will be. As discussed
in Chapter 8, it is usually presented in conjunction
with the central idea at or near the end of the introduc-
tion, as a blueprint for the speech. For example, your
blueprint might be, “The recent drought is the cause
of severe problems for all living things in our area. It
has produced ill effects on crops, on animals, and on
people.”

Internal Previews In addition to using previews near
the beginning of their speeches, speakers also use them
at various points throughout. These internal previews
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introduce and outline ideas that will be developed as
the speech progresses.

Sometimes speakers phrase internal previews in the
form of questions they plan to answer. The question in
this example provides an internal preview.

. . . the question remains, what can we do, as potential
travelers and potential victims, to protect ourselves?’

Just as anticipating an idea helps audience members
remember it, so mentally answering a question helps
them plant the answer firmly in their minds.

Transitions

A transition is a verbal or nonverbal signal that a speak-
er has finished discussing one idea and is moving to
another.

Verbal Transitions Speakers can use a variety of dif-
ferent verbal transitions, including (1) repeating a key
word; (2) using well-known transitional phrases; and
(3) enumerating, or numbering, points.

A speaker can sometimes make a verbal transition
simply by repeating a key word from an earlier state-
ment or by using a synonym or a pronoun that refers
to an earlier key word or idea. This type of transition
is often used to make one sentence flow smoothly into
the next. (The previous sentence itself is an example:
“This type of transition” refers to the sentence that
precedes it.)

Well-known transitional words or phrases, such as
the following, show relationships between ideas.

> In addition to transitions, previews and summaries
are also considered to be signposts.

> Not only does plastic packaging use up our scarce
resources, but it contaminates them as well.

> In other words, as women’s roles have changed,
they have also contributed to this effect.

> In summary, Fanny Brice is probably the best
remembered star of Ziegfeld’s Follies.
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> Therefore, I recommend that you sign the grievance
petition.

Simple enumeration (first, second, third) can also
point up relationships between ideas and provide
transitions.

.’ ‘ Transition to Your Conclusion
‘ ' One type of transitional signpost that can occa-
- sionally backfire and do more harm than good
is one that signals the end of a speech. The words finally
and in conclusion give the audience implicit permission to
stop listening, and they often do. If the speech has been too
long or has otherwise not gone well, the audience may even
audibly express relief.
Better strategies for moving into your conclusion in-
clude the following;:
e Repeat a key word or phrase.
e Use a synonym or pronoun that refers to a previous
idea.
e Offer a final summary.
e Refer back to the introduction of your speech.

Nonverbal Transitions You can use several types of
nonverbal transitions, either alone or in combination
with verbal transitions. A change in facial expression,
a pause, an altered vocal pitch or speaking rate, and a
movement all may indicate a transition.

For example, a speaker talking about the value of
cardiopulmonary resuscitation began his speech with a
powerful anecdote about a man suffering a heart attack
at a party. No one knew how to help, and the man died.
The speaker then looked up from his notes and paused,
while maintaining eye contact with his audience. His
next words were, “The real tragedy of Bill Jorgen’s
death was that it should not have happened.” His pause,
as well as the words that followed, indicated a transition
into the body of the speech.
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Like this speaker, most good speakers use a com-
bination of verbal and nonverbal transitions to move
from one point to another through their speeches. You
can learn more about nonverbal communication in
Chapter 17.

Summaries

Like a preview, a summary, or recap of what has been
said, provides your listeners with additional exposure
to your ideas and can help ensure that they will grasp
and remember your message. Most speakers use two
types of summaries: the final summary and the internal
summary.

Final Summary A final summary restates the main
ideas of a speech and gives an audience their last ex-
posure to those ideas. It occurs just before the end
of a speech, often doing double duty as a transition
between the body and the conclusion. Your final sum-
mary should leave listeners in no doubt as to the impor-
tant points of your speech.

Internal Summary Internal summaries, as their name
suggests, occur within and throughout a speech. An
internal summary restates ideas that you have devel-
oped before that point. You can use an internal sum-
mary after discussing two or three points, to keep those
points fresh in the minds of the audience as the speech
progresses.

Speakers often combine an internal summary and in-
ternal preview to create a transition. For example, you
might say, “Now that ’ve detailed the devastating crop
losses caused by the drought and the large losses in ani-
mal populations, I want to tell you what the drought has
done to us humans.”

Supplement Signposts with Presentation Aids

One way in which you can increase the likelihood of
your listeners’ attending to your signposting is to prepare
and use presentation aids to supplement your signposts.
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QUICK CHECK
Types of Signposts

Initial previews
Internal previews
Verbal transitions
Nonverbal transitions
Final summaries
Internal summaries

For example, you could display a PowerPoint slide show-
ing a bulleted or numbered outline of your main ideas as
you preview them in your introduction and summarize
them in your conclusion. Some speakers like to use one
slide for each main point, and display them to emphasize
transitions between points.

Visual support for your signposts is especially helpful
for your audience if your speech is long or its organiza-
tion is complex.

MEET YOUR OBJECTIVES

1. List and describe five patterns for organizing the
main ideas of a speech.
For North American audiences, the five most
common patterns of organization include topical,
chronological, spatial, cause and effect, and prob-
lem—solution. These patterns are sometimes com-
bined. Other organizational patterns may be favored
in different cultures.

2. Explain how to integrate supporting material into a
speech.
You can organize the supporting material for each
main idea according to one of the five common
patterns: primacy, recency, specificity, complexity, or
soft-to-hard evidence.
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3. Use verbal and nonverbal signposts to organize a
speech for the ears of others.
Signposts include verbal and nonverbal transitions,
previews, and summaries. They are used to help you
communicate your organization to your audience.
Reinforce signposts visually with presentation aids.

THINK ABOUT THESE QUESTIONS

1. Self Assessment Take notes while listening to either
a live or recorded speech. Try to determine the
speaker’s organizational strategy, the reasons for it,
and its effectiveness. Note whether the speaker used
signposts to help you follow the organization.

2. Ethics Assessment Is there an ethical distinction
between primacy and recency? If a speaker has a
statistic that offers overwhelming evidence of the
severity of a given problem, for example, is it ethical
for the speaker to save that statistic for last? Should
the speaker reveal immediately to the audience how
severe the problem really is?

3. Critical Assessment Which organizational pattern
is most appropriate for the main points suggested in
the following central ideas?

* There are at least three distinct theories about
what happened to the dinosaurs.

* The new university multipurpose sports center
will be divided into several zones to serve stu-
dents’ activity needs.



Developing an
Introduction

OBJECTIVES
1. Explain the functions of a speech introduction.

2. List and discuss methods for introducing a speech.

Purposes of Introductions

I\/l any speakers think that drafting an introduction is
the first task in preparing a speech, but it is actu-
ally more often the last. A key purpose of your introduc-
tion is to provide an overview of your message. How
can you do that until you know what the message is
going to be? Nonetheless, the introduction is too impor-
tant to the overall success of your speech to be left to
chance or last-minute preparation.

The introduction provides your audience with impor-
tant first impressions of you and your speech, and its
main job is to convince your audience to listen to you.
Specifically, a good introduction must perform five im-
portant functions:

Get the audience’s attention.
Introduce the subject.

Give the audience a reason to listen.
Establish your credibility.

Preview your main ideas.

aprwDd

Get the Audience’s Attention

A key purpose of the introduction is to gain favorable
attention for your speech. Because listeners form their
first impressions of a speech quickly, the introduction
must capture their attention and cast the speech in a
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favorable light or the rest of the speech may be wasted
on them.

We emphasize favorable attention for a good reason.
It is possible to gain an audience’s attention with words
or presentation aids that alienate them or disgust them
so that they become irritated instead of interested in
what you have to say.

Be creative in your speech introductions. But also use
common sense in deciding how best to gain the favor-
able attention of your listeners. Alienating them is even
worse than boring them.

Introduce the Subject

The most obvious purpose of an introduction is to
introduce the subject of a speech. Within a few sec-
onds after you begin your speech, the audience should
have a pretty good idea of what you are going to talk
about.

The best way to ensure that your introduction does
indeed introduce the subject of your speech is to include
a statement of your central idea in the introduction.

Give the Audience a Reason to Listen

After you have captured the attention of your audience
and introduced the topic, you have to give the audience
some reason to want to listen to the rest of your speech.
An unmotivated listener quickly tunes out.

You can help establish listening motivation by show-
ing the members of your audience how the topic affects
them. One criterion for determining the effectiveness
of your supporting material is proximity, the degree to
which the information affects your listeners directly.
Just as proximity is important to supporting materials,
it is also important to speech introductions. “This con-
cerns me” is a powerful reason to listen.

It does not matter so much how or when you demon-
strate proximity. But it is essential that you do at some
point establish that your topic is of vital personal con-
cern to your listeners.
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{@‘ Establish Credibility during Your
/ Introduction

1. Prepare well. Thorough research and good
organization help give the audience confidence that
you know what you are talking about.

2. Appear confident. Speaking fluently while maintain-
ing eye contact does much to convey a sense of confi-
dence. If you seem to have confidence in yourself, your
audience will have confidence in you.

3. Tell the audience of your personal experience with
your topic. Instead of considering you boastful, most
audience members will listen to you with respect.

Establish Your Credibility

Credibility is a speaker’s believability. A credible speak-
er is one whom listeners judge to be a believable au-
thority and a competent speaker. A credible speaker is
also someone listeners believe they can trust. If you can
establish your credibility early in a speech, it will help
motivate your audience to listen.

Preview Your Main ldeas

A final purpose of the introduction is to preview the
main ideas of your speech. An initial preview statement

QUICK CHECK

Purposes of Introductions

Purpose Method
Get the audience’s attention.  Avoid alienating, disgusting,
or irritating listeners.

Introduce the subject. Present your central idea to
your audience.
Give the audience a reason. Tell your listeners how the
to listen topic directly affects them.
Establish your credibility. Prepare, look confident,
and offer your credentials.
Preview your main ideas. Tell your audience what you

are going to tell them.
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usually comes near the end of the introduction, included
in or immediately following a statement of the central
idea. The preview statement allows your listeners to an-
ticipate the main ideas of your speech, which in turn
helps ensure that they will remember those ideas after
the speech.

As we discussed in Chapter 11, an initial preview is
a signpost. Just as signs posted along a highway tell you
what is coming up, a signpost in your speech tells the
listeners what to expect by enumerating the ideas or
points that you plan to present. Identifying your main
ideas helps organize the message and enhances listeners’
learning.

Effective Introductions

There are several effective methods for developing
speech introductions. Not every method is appropri-
ate for every speech, but chances are that you can dis-
cover among these alternatives at least one type of in-
troduction to fit the topic and purpose of your speech,
whatever they might be. View effective introductions at
MySearchLab (www.mysearchlab.com).

Use lllustrations or Anecdotes

An illustration or anecdote can provide the basis for
an effective speech introduction. In fact, if you have an
especially compelling illustration that you had planned
to use in the body of the speech, you might do well to
use it in your introduction instead. A relevant and inter-
esting anecdote will introduce your subject and almost
invariably gain an audience’s attention. And a personal
illustration can help establish your credibility.

Provide Startling Facts or Statistics

A second method of introducing a speech is to use a
startling fact or statistic. Startling an audience with the
extent of a situation or problem invariably catches their
attention and motivates them to listen further, as well as
helping them remember afterward what you had to say.


www.mysearchlab.com
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Use Quotations

Using an appropriate quotation to introduce a speech is
a common practice. Quotations are easy to find on the
Internet, and often, in the past, a writer or speaker has
expressed an opinion on your topic that is more authori-
tative, comprehensive, or memorable than what you can
say. However, quotes should be used only if they are
extremely interesting, compelling, or very much to the
point. Using a quotation to open every speech can be-
come a lazy habit.

Use Humor

Humor, handled well, can be a wonderful way to get an
audience’s attention. It can help relax your audience and
win their goodwill for the rest of the speech.

If your audience is linguistically diverse or composed
primarily of listeners whose first language is not English,
you may want to choose an introduction strategy other
than humor. Much humor is created by verbal plays on
words and may not translate well with people who do
not speak the same language.

Certain subjects are also inappropriate for humor.
It would hardly be appropriate to open a speech on
world hunger, Sudden Infant Death Syndrome, or rape,
for example, with a funny story. Used with discretion,
however, humor can provide a lively, interesting, and
appropriate introduction for many speeches.

Ask Questions

Questions are commonly combined with another meth-
od of introduction. Either by themselves or in tandem
with another method of introduction, questions can
provide effective openings for speeches. For example,
you may ask, “Do you know how many of today’s
college graduates hold over $100,00 in student debt?”
and then present a startling statistic that answers your
question.

When using a question to open a speech, you will
generally use a rhetorical question, the kind to which
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you don’t expect an answer. Pause briefly after you de-
liver a rhetorical question, in order to “hook” the atten-
tion of listeners as they try to answer your question in
their minds. Opening questions prompt the audience’s
participation in a mental dialogue with you that can en-
hance their attention throughout your speech.

Refer to Historical Events

Perhaps you could begin a speech by drawing a relation-
ship between an historic event that happened on this
day and your speech objective. An Internet search for
“this date in history” will reveal many possible events.
Be sure the historical reference you choose is clearly
linked to the purpose of your speech.

Refer to Recent Events

If your topic is timely, a reference to a recent event can
be a good way to open your speech. An opening taken
from a recent news story can take the form of an illus-
tration, a startling statistic, or even a quotation. Refer-
ring to a recent event increases your credibility by show-
ing that you are knowledgeable about current affairs.

“Recent” does not necessarily mean a story that
broke just last week or even last month. An event that
occurred within the past year or so can be considered re-
cent. Even a particularly significant event that is slightly
older can qualify.

Use Personal References

A reference to yourself can take several forms. You might
reveal your reason for interest in the topic. You might
express appreciation at having been asked to speak. Or
you might share a personal experience. Whatever form
of personal reference you use, the purpose is to establish
a bond between you and your audience.

Refer to the Occasion

References to the occasion are often made at weddings,
birthday parties, dedication ceremonies, and other such
events. It is customary to make a personal reference as



CHAPTER 12 Developing an Introduction SN

well, placing oneself in the occasion. For example, you
might open a wedding toast by saying how happy you
are to witness the marriage of your friends. Referring to
the occasion can also be combined with other methods
of introduction, such as an illustration or a rhetorical
question.

Refer to Preceding Speeches

If your speech is one of several being presented on the
same occasion, you will usually not know until shortly
before your own speech what other speakers will say.
Few experiences will make your stomach sink faster
than hearing a speaker just ahead of you speak on your
topic. Worse still, that speaker may even use some of
the same supporting materials you had planned to use.
When this situation occurs, it may be wise to refer to a
preceding speech. If the other speaker has spoken on a
topic closely related to your own, you can draw an anal-
ogy. In a sense, your introduction becomes a transition
from that earlier speech to yours.

QUICK CHECK

Effective Introduction Techniques

e Use an illustration or anecdote.

* Present startling facts or statistics.

e Use an appropriate quotation.

e Use humor.

* Begin with a rhetorical question.

* Refer to historical events or recent events.

e Use personal references.

* Refer to the occasion or to preceding speeches.
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MEET YOUR OBJECTIVES

1. Explain the functions of a speech introduction.

A good introduction gets the audience’s attention,
gives the audience a reason to listen, introduces your
subject, establishes your credibility, and previews
your main ideas.

2. List and discuss methods for introducing a speech.
Effective introduction methods include illustrations,
startling facts or statistics, quotations, humor, ques-
tions, references to historical events, references to
recent events, personal references, references to the
occasion, or references to preceding speeches, used
alone or in combination.

THINK ABOUT THESE QUESTIONS

1. Self Assessment How could you motivate your
classroom audience to listen to you on each of these
topics: cholesterol, Elvis Presley, the history of greet-
ing cards, ozone depletion, distracted driving?

2. Ethics Assessment Mardi tells her public-speaking
classmate Shanna about an illustration she thinks
will make an effective introduction. Shanna thinks
it would make a great introduction for her own
speech, which is on a different topic. Shanna learns
that she is scheduled to speak before Mardi. She
badly wants to use the illustration that Mardi
discovered. Can she ethically do so?

3. Critical Assessment Nikai is planning an informa-
tional speech in which he will demonstrate Native
American musical instruments. What is a good way
for Nikai to introduce his speech?



Developing a
Conclusion

OBJECTIVES
1. Explain the functions of a speech conclusion.

2. List and discuss methods for concluding a speech.

Purposes of Conclusions

J ust as most fireworks displays end with a grand fi-
nale, your speech should end, not necessarily with
fireworks, but with a conclusion worthy of your well-
crafted message. Long after you finish speaking, your
audience is likely to remember the effect, if not the con-
tent, of your closing remarks. An effective conclusion
will serve two purposes: It will summarize the speech,
and it will provide closure.

Summarize the Speech

The end of your speech is your last chance to impress
the central idea on your audience, and it provides you
the opportunity to do it in such a way that they can-
not help but remember. The conclusion is also your last
chance to repeat your main ideas for the audience.

Reemphasize the Central Idea in a Memorable Way Many
of the most memorable quotations from famous speakers
were the conclusions of their speeches. For example, close
to 250 years later, we remember Patrick Henry’s famous
closing line, “Give me liberty or give me death!”" With
practice, most people can prepare similarly effective con-
clusions. Begin by using the ideas in Chapter 15 for using
language to make your statements more memorable. You
could also use a final illustration, quotation, or personal
reference to make your closing memorable.
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Restate the Main Ideas Most speakers summarize their
main ideas in the first part of the conclusion or as part
of the transition between the body of the speech and its
conclusion.

Provide Closure

Probably the most obvious purpose of a conclusion is
to provide closure—to let the audience know that the
speech has ended. Use the verbal and nonverbal signals,
such as those described in the How To box, to let your
audience know you are closing your speech.

y

. ‘ Signal the End of Your Speech
, Verbal Signals
“' e Use such transition words and phrases as
finally, for my last point, in conclusion, and so on.
e Avoid giving listeners permission to “tune out” too
soon.
e Follow transition quickly with the final statement of
the speech.
Nonverbal Signals
® Pause between the body of your speech and its
conclusion.
e Slow your speaking rate.
* Move out from behind the podium to make a final
impassioned plea.
e Use a falling vocal inflection for your final statement.

Motivate the Audience to Respond At the beginning of
your speech, your goal was to motivate your audience
to listen to you. At the end, you want to motivate listen-
ers to respond to your message. If your speech is infor-
mative, you may want the audience to think about the
topic or to research it further. If your speech is persua-
sive, you may want your audience to take some sort of
appropriate action—write a letter, buy a product, make
a telephone call, or get involved in a cause. In fact,
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an action step is essential to the persuasive organiza-
tional strategy called the motivated sequence, discussed
in Chapter 24. If audience members feel that they are or
could be personally involved or affected, they are more
likely to respond to your message.

QUICK CHECK

Purposes of Conclusions

Summarize the Speech
® Make your central idea memorable.
® Restate your main ideas.

Provide Closure
e Use verbal and nonverbal signals.
* Motive listeners to respond.

Effective Conclusions

Effective conclusions may employ illustrations, quota-
tions, personal references, or any of the other methods
used for introductions. In addition, there are at least two
other distinct ways of concluding a speech: with a refer-
ence to the introduction and with an inspirational appeal
or challenge. Visit MySearchLab (www.mysearchlab.com)
to analyze speeches with effective conclusions.

Refer to the Introduction

The following are excellent ways to provide closure in
the conclusion:

> Finish a story from your introduction.

> Answer your opening rhetorical question.

> Remind the audience of the startling fact or statistic
you presented in the introduction.

Alluding to the introduction in your conclusion will
also make your speech memorable and motivate the
audience to respond.


www.mysearchlab.com
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Issue an Inspirational Appeal or Challenge

Another way to end your speech is to issue an inspi-
rational appeal or challenge to your listeners, rousing
them to a high emotional pitch. An inspiring conclusion
should reemphasize your central ideas in a memorable
way, motivate your audience to respond, and provide
closure to your speech.

Dr. Martin Luther King Jr. stirred his audience
with the famous inspirational closing to his “I Have a
Dream” speech, which you can view at MySearchLab
(www.mysearchlab.com). When you use this method,
the conclusion becomes the climax toward which your
entire speech builds.


www.mysearchlab.com

CHAPTER 13 Developing a Conclusion (WP

MEET YOUR OBJECTIVES

1. Explain the functions of a speech conclusion.

The two main purposes of the conclusion are to
summarize your speech in a memorable way and to
provide closure.

2. List and discuss methods for concluding a speech.
Conclusions may take any one of the forms used for
introductions. In addition, you can refer to the intro-
duction or make inspirational appeals or challenges.

THINK ABOUT THESE QUESTIONS

1. Self Assessment Knowing that you have recently
visited the Vietnam Veterans Memorial in
Washington, D.C., your American history professor
asks you to make a brief presentation to the class
about the Wall: its history; its symbolic meaning;
and its impact on the families, comrades, and friends
of those memorialized there. Write both an intro-
duction and a conclusion for this speech.

2. Ethics Assessment You believe the closing words
used by a famous speaker would provide the
most effective conclusion for your own speech.
How could you ethically use the famous speaker’s
inspirational words?

3. Critical Assessment Many public-speaking instruc-
tors advise against saying, “in conclusion.”* Why
should you avoid this transitional phrase?



Outlining and
Revising Your
Speech

OBJECTIVES
1. Develop a preparation outline for a speech.

2. Prepare speaking notes for a speech.

Develop a Preparation Outline

Ithough few speeches are written in paragraph
form, most speakers develop a detailed preparation
outline that includes the following;:

central idea

main ideas

supporting material

the speech’s specific purpose
introduction

conclusion

signposts

references (optional)

VWV V V V V VYV

To begin your outlining task, you might try a tech-
nique known as mapping or clustering. Write on a sheet
of paper all the main ideas, subpoints, and supporting
material for the speech. Then use geometric shapes and
arrows to indicate the logical relationships among them.

Whatever technique you choose to begin your outline,
your ultimate goal is to produce a plan that lets you judge
the unity and coherence of your speech, see how well the
parts fit together, and see how smoothly the speech flows.
The following suggestions will help you complete your
preparation outline. However, keep in mind that differ-
ent instructors may have different expectations for both
outline content and outline format. Be sure to understand
and follow your own instructor’s guidelines.
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Write Your Preparation Outline in Complete
Sentences

Unless you write your preparation outline in complete
sentences, you will have trouble judging the coher-
ence of the speech. Moreover, complete sentences will
help during your early rehearsals. If you write cryptic
phrases, you may not remember what they mean.

Use Standard Outline Form

Although you did not have to use standard outline form
when you began to outline your ideas, you need to do
so now. Standard outline form lets you see at a glance
the exact relationships among the various main ideas and
supporting material in your speech. It is an important
tool for evaluating your speech. To produce a correct out-
line, follow the instructions in the How To box and the
model in Figure 14.1. To see models of outlines and use a
handy outlining tool, visit this chapter of MySearchLab
(www.mysearchlab.com).

Write and Label Your Specific Purpose at the Top of
Your Outline

Do not work the specific purpose into the outline itself.
Instead, label it and place it at the top of the outline.
Your specific purpose can serve as a yardstick by which

|. First main idea
A. First subpoint of |
B. Second subpoint of |
1. First subpoint of B
2. Second subpoint of B
a. First subpoint of 2
b. Second subpoint of 2
Il. Second main idea

FIGURE 14.1] standard Outline Form. It is unlikely that you will
subdivide beyond the level of lowercase letters (a, b, ¢) in most
speech outlines, but next would come numbers in parentheses and
then lowercase letters in parentheses.
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m Use Standard Outline Form )
7 ® Properly indent main ideas, subpoints, and
QI /’ perly p

supporting material, as shown in Figure 14.1.

Use at least two subpoints, if any, for each main idea.

Logic dictates that you cannot divide anything into one

part.

e If you have only one piece of supporting material,
incorporate it into the subpoint or main idea that it
supports.

e If you have only one subpoint, incorporate it into the
main idea above it.

e If you have more than five subpoints, you may want to
place some of them under another point. An audience
will remember your ideas more easily if they are divided
into blocks of no more than five.

& J

to measure the relevance of each main idea and piece
of supporting material. Everything in the speech should
contribute to your specific purpose.

Add the Blueprint, Key Signposts, Introduction, and
Conclusion to Your Outline

Place the introduction after the statement of your specific
purpose, the blueprint immediately following the intro-
duction, the conclusion after the outline of the body of
the speech, and other signposts within the outline.

Analyze Your Preparation Outline

Once you have completed your preparation outline, you
can use it to help you analyze and possibly revise the
speech. The following questions can help you in this
critical thinking task.

> Does the speech as outlined fulfill the purpose you
have specified? If not, revise the specific purpose or
change the direction and content of the speech itself.
If you need to reduce the length of your speech,
consider narrowing your specific purpose. If, for
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example, your purpose is to have your audience be
able to list and describe five advantages of organic
foods, you may have to be less ambitious and
describe only three—pick your best three.

> Are the main ideas logical extensions (natural divi-
sions, reasons, or steps) of the central idea? If not,
revise either the central idea or the main ideas. Like
the first question, this one relates to the unity of the
speech and is critical to making certain the speech
“fits together” as a whole.

> Will the signposts help listeners understand the flow
of each idea into the next? If not, change or add
previews, summaries, or transitions. If signposts are
not adequate, the speech will lack coherence.

> Does each subpoint provide support for the point
under which it falls? If not, then either move or
delete the subpoint.

> Have you chosen the best supporting material?
Make sure all material relates clearly to the point
it is intended to support. If you need to reduce the
length of your speech, scan your preparation outline
for supporting material that can be cut.

> Is your outline form correct?

Having considered these questions, you are ready to
rehearse your speech, using the preparation outline as
your first set of notes.

Prepare Speaking Notes

As you rehearse your speech, you will find that you need
your preparation outline less and less. Both the structure
and the content of your speech will become set in your
mind. At this point, you are ready to prepare a shorter
outline to serve as your speaking notes.

This outline should provide enough clearly formatted
detail to ensure that you can make your presentation
as you have planned in your preparation outline. How-
ever, your speaking notes should not be so detailed that
you will be tempted to read rather than speak to your
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audience. Use the following suggestions for developing
speaking notes.

Choose Your Technology

You may decide to display your outline on a laptop or
electronic tablet—perhaps utilizing one of several apps
available for speaking notes—or you may opt to use
old-fashioned note cards. Regardless of which technol-
ogy you select, make sure your letters and words are
large enough to be read easily.

Even if you plan to use an electronic option, you
may want to have a backup outline on note cards in
case of technical difficulty. Note cards don’t rustle as
paper does, and they are small enough to hold in one
hand. Write on one side only, and number your note
cards in case they get out of order just before or during
your speech.

Use Standard Outline Form

Make your introduction, each main idea, and your con-
clusion distinct. Standard outline form will help you
find your exact place when you glance down at your
speaking notes. You will know, for example, that your
second main idea is indicated by “IL.”

Include Shortened Versions of Your Introduction and
Conclusion

Even if your instructor does not require you to include
your introduction and conclusion on your prepara-
tion outline, include abbreviated versions of them in
your speaking notes. You might feel more comfortable
delivering the presentation if you have your first and last
sentences written out in front of you.

Include Your Central Idea, Not Your Purpose
Statement

Be sure to include your central idea. Do not put your
specific-purpose statement in your speaking notes because
you will not actually say it during your presentation.
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Include Supporting Material and Signposts

Write out in full any statistics and direct quotations and
their sources. Write your key signposts—your initial
preview, for example—to ensure that you will not have
to grope awkwardly as you move from one idea to
another.

Include Delivery Cues

Write in your speaking notes such cues as “Louder,”
“Pause,” or “Walk two steps left.” However, be sure
to write delivery cues in a different color or font so that
you don’t confuse them with your verbal content.

QUICK CHECK

Preparation Outline and Speaking Notes

Preparation Delivery

Use complete sentences. Use single words and phrases.

Write out full introduction Write first and last sentences
and conclusion. only.

Add blueprint, all signposts.  Keep only statistics, direct
quotations, and key signposts.
Place specific-purpose Omit specific-purpose
statement at the top. statement.
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MEET YOUR OBJECTIVES

1. Develop a preparation outline for a speech.
A preparation outline includes your carefully
organized main ideas, subpoints, and supporting
material; it may also include your specific purpose,
introduction, blueprint, internal previews and sum-
maries, transitions, and conclusion. Write each of
these elements in complete sentences and standard
outline form. Use the preparation outline to begin
rehearsing your speech and to help you revise it, if
necessary.

2. Prepare speaking notes for a speech.
Speaking notes are less detailed than a preparation
outline and usually include supporting material,
signposts, and delivery cues.

THINK ABOUT THESE QUESTIONS

1. Self Assessment Different instructors have different
expectations for outline content and format. Obtain
your own instructor’s guidelines and compare them
to the advice in this chapter.

2. Ethics Assessment Can a speaker legitimately claim
that a speech is extemporaneous if he or she has
constructed a detailed preparation outline?

3. Critical Assessment Myorka thinks it is silly to
worry about using correct outline form for either
her preparation outline or her speaking notes. Do
you agree with her? Why or why not?



Using Words Well

OBJECTIVES

1. Describe three differences between oral and written
language styles.

2. List and explain three ways to use words effectively.

3. Discuss how to adapt your language style to diverse
listeners.

4. List and explain three types of memorable word
structures.

Oral versus Written Language Style

Your instructor has probably told you not to write
your speech out word for word. Instructors say this
because there are at least three major differences be-
tween oral and written language styles.

> Oral style is more personal. When speaking, you can
look your listeners in the eye, talk to them directly,
and interact. If you see that they don’t like or don’t
understand what you are saying, you can adjust
your statements and explanations to gain greater
acceptance. As a speaker, you are likely to use more
pronouns (I, you) than you would in writing.

> Oral style is less formal. Memorized speeches
usually sound as if they were written because, in
much writing, words and phrases are longer, more
complex, and more formal than those used by most
speakers. Oral style, on the other hand, is character-
ized by “looser construction, repetition, rephrasing,
and comment clauses (‘you know’). .. .”!

> Oral style is more repetitious. When you’re listen-
ing to a speech, you don’t have opportunities to
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stop and reread, look up unfamiliar words, or ask
for help if you don’t understand. For this reason, an
oral style is and should be more repetitious. Speak-
ers build in repetition in previews, transitions, and
summaries to make sure that listeners will grasp
their messages.

Use Words Effectively

Your challenge as a speaker is to use words well so that
you can communicate your intended message. Ideally,
language should be specific and concrete, simple, cor-
rect, and concise.

Use Specific, Concrete Words

Specific words are often concrete words, which appeal
to one of our five senses, whereas general words are of-
ten abstract words, which refer to ideas or qualities. A
linguistic theory known as general semantics holds that
the more concrete your words, the clearer your com-
munication.

Specific, concrete nouns create memorable images;
likewise, specific, concrete verbs can be especially effec-
tive. It is more memorable, for example, to say, “The
leaves of plants in the fields are shredded to tatters,”
than to say, “The hailstorm severely damaged crops.”

Use Simple Words

When searching for a specific, concrete word, you may
want to consult a thesaurus, but do not feel that you
have to choose an obscure or unusual term. Your words
should be immediately understandable to your listeners.
Don’t try to impress them with jargon and pompous
language. The best language is often the simplest. Used
wisely, simple words communicate with great power
and precision.

Use Words Correctly

Your effectiveness with your audience depends in part
on your ability to use the English language correctly.
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If you are unsure of a grammatical rule, seek assis-
tance from a good English usage handbook. If you
are unsure of a word’s pronunciation, you can hear
recordings of correct pronunciations at major online
dictionaries. Consult dictionaries to confirm word
meanings, too, but remember that language operates
on two levels.

1. The denotation of a word is its literal meaning,
the definition you find in a dictionary. For
example, the denotation of the word notorious
is “famous.”

2. The connotation of a word is the meaning we
associate with the word, based on our past
experiences. Noforious connotes fame resulting
from some dire deed. Notorious and famous are
not really interchangeable. It is just as important
to consider the connotations of the words you
use as it is to consider the denotations. When
considering connotations, remember these two
points:

* Audience members may have their own private
connotations for words, based on their own
experiences. Private meanings are difficult to
predict, but as a public speaker, you should be
aware of the possibility of triggering your audi-
ence members’ private connotations, especially
when you are discussing highly emotional or
controversial topics.

e If your audience includes people whose first
language is not English, to whom the nuances
of connotation may not be readily apparent,
explain your intentions in more detail, rather
than relying on word associations.

Use Words Concisely

Your goal should be to use only as many words as are
necessary to convey your message. The How To box
offers suggestions for using language concisely.
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’I ‘ e Eliminate phrases that add no meaning to\
‘ your message, such as “In my opinion” (just

state the opinion) or “Before I begin, I'd like to
say” (you’ve already begun—just say it).

* Avoid narrating your speaking technique. There is no
need to say, “Here’s an interesting story that I think
you will like.” Just tell the story.

e Avoid using a long phrase when a short one will do.
Here are some examples:
Instead of saying Say
So, for that reason So
Due to the fact Because
But at the same time But
In the final analysis  Finally

Adapt Your Language Style to
Diverse Listeners

To communicate successfully with the diverse group of
listeners who comprise your audience, make sure your
language is understandable, appropriate, and unbiased.

Use Understandable Language

Even if you and all your public-speaking classmates
speak English, you probably speak many varieties of the
language, including the following.

> Ethnic vernacular, such as “Spanglish,” African
American Vernacular English (AAVE), or Cajun

> Regionalisms, words or phrases specific to one part
of the country but rarely used in quite the same way
in other places

> Jargon, the specialized language of a particular
profession or hobby

If you give a speech to others who share your eth-
nic, regional, or professional background, you can
communicate successfully with them using these spe-
cialized varieties of English. However, if you give a
speech to an audience as diverse as the members of your
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public-speaking class, use standard U.S. English. Stan-
dard U.S. English is the language taught by schools and
used in the media, business, and the government in the
United States. “Standard” does not imply that standard
U.S. English is inherently right and all other forms are
wrong, but only that it conforms to a standard that most
speakers of U.S. English will readily understand.

Use Appropriate Language

A speaker whose language defames any subgroup—
people of particular ethnic, racial, and religious
backgrounds, genders, sexual orientations, or abil-
ity statuses—or whose language might be otherwise
considered offensive or risqué runs a great risk of
antagonizing audience members.

Use Unbiased Language

Even speakers who would never dream of using overtly
offensive language may find it difficult to avoid language
that stereotypes or discriminates more subtly. Sexist lan-
guage falls largely into this second category.

For example, not many years ago, a sentence such as,
“Everyone should bring his book to class tomorrow”
was considered appropriate to refer to people of all gen-
ders. Now we use both pronouns (“Everyone should
bring his or her book to class tomorrow”) or reword the
sentence so that it is plural and thus gender neutral (“All
students should bring their books to class tomorrow™).

Now also considered sexist is the use of the masculine
noun man to refer to all people. Instead of such masculine
nouns as waiter, chairman, fireman, and congressman,
choose such gender-neutral alternatives as server, chair,
firefighter, and member of Congress.

In addition, you should avoid sexist language that
patronizes or stereotypes people. It is not always easy to
avoid biased language. For example, suppose that Dr.
Pierce is a young, African American, female M.D. If you
don’t mention her age, race, and gender, you may rein-
force your listeners’ stereotypical image of a physician
as middle-aged, white, and male. But if you do mention
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these factors, you may be suspected of implying that
Dr. Pierce’s achievement is unusual. There is no easy an-
swer to this dilemma or others like it. You will have to
consider your audience, your purpose, and the occasion
when deciding how best to identify Dr. Pierce.

QUICK CHECK
Use Words Well

e Are your words specific and concrete?

¢ Do you use the English language correctly?

e Are your words concise?

e Is your language immediately understandable to your
listeners?

e Is your language appropriate for your audience?

® s your language unbiased?

Craft Memorable Word Structures

Memorable speeches are stylistically distinctive. They
create arresting images. And they have what a market-
ing-communication specialist has termed “ear appeal.”
Visit MySearchLab (www.mysearchlab.com) to hear
speakers deliver memorable word structures. Learn in
Chapter 25 about creating humor with words.

Create Figurative Images

A figure of speech deviates from the ordinary, expected
meanings of words to make a description or compari-
son unique, vivid, and memorable. Common figures of
speech include metaphors, similes, and personification.

Use Metaphors and Similes A metaphor is an implied
comparison. For example, “He is a snake.” A simile is
a less direct comparison that includes the word like or
as. For example, “His lies make him as slippery as a
snake.”


www.mysearchlab.com
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Speakers often turn to metaphors and similes in
times that are especially momentous or overwhelming—
times when literal language seems insufficient. In the
hours and days after the September 11, 2001, terrorist
attacks on the United States, various speakers used
metaphorical phrases, including “one more circle of
Dante’s hell,” “nuclear winter,” and “the crater of a
volcano” to describe the site of the destroyed World
Trade Center in New York City.’

Use Personification Personification is the attribution
of human qualities to inanimate things or ideas. If, for
example, you say that the sun smiles upon your city,
you are personifying the sun.

Create Drama

Another way you can make phrases and sentences
memorable is to use them to create drama in your
speech—to keep the audience in suspense or to catch
them slightly off guard by phrasing something in a way
that differs from the way they expect you to say it.

Sentence Length Use a short sentence to express a
vitally important thought. Short, simple sentences can
have much the same power as short, simple words.

Omission Use omission. Leave out a word or phrase
that the audience expects to hear. For example, a
speaker might omit the words mountain climbers to
add drama, saying, “Only 5 of the 16 who set out to
scale the peak would ever return.” When you use omis-
sion, be sure listeners will understand the words you
leave out.

Inversion Use inversion. Reverse the normal word
order of a phrase or sentence. John F. Kennedy used
inversion by changing the usual subject-verb-object
sentence pattern to object-subject-verb in this brief
declaration from his inaugural speech: “This much we
pledge.”*
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Suspension When you read a mystery novel, you are
held in suspense until you reach the end and learn “who
did it.” The stylistic technique of verbal suspension
does something similar, using a key word or phrase at
the end of a sentence, rather than at the beginning.

Some years ago, the Coca-Cola Company used sus-
pension as the cornerstone of its worldwide advertising
campaign by making Coke the last word in the slogan,
“Things go better with Coke,” rather than the expected
order, “Coke goes better with everything.”

Create Cadence

Rhythms are memorable. Take advantage of language
rhythms, not by speaking in singsong patterns, but by
using such stylistic devices as repetition, parallelism,
antithesis, and alliteration.

Repetition Using a key word or phrase more than once
gives rhythm and power to your message and makes it
memorable. Perhaps the best-known modern example
of repetition in a speech is the declaration that became
the title of Martin Luther King Jr.’s most famous civil
rights speech.

Parallelism Parallelism occurs when two or more
clauses or sentences have the same grammatical pat-
tern. In a 2013 speech to Israeli students in Jerusalem,
Barack Obama used parallelism by starting sentences
with the words we are:

We are enriched by faith. We are governed not simply
by men and women, but by laws. We are fueled by en-
trepreneurship and innovation. And we are defined by a
democratic discourse. . . .}

Antithesis The word antithesis means “opposition.”
In language style, a sentence that uses antithesis has two
parts with parallel structures but contrasting meanings.
Speakers have long realized the dramatic potential of
antithesis. In Franklin D. Roosevelt’s first inaugural

address, he declared,
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Our true destiny is not to be ministered unto but to min-
ister to ourselves and to our fellow men.°

An antithetical statement is a good way to end a
speech. The cadence will make the statement memo-
rable.

Alliteration  Alliteration is the repetition of a conso-
nant sound (usually an initial consonant) several times
in a phrase, clause, or sentence (for example, discipline
and direction; confidence and courage).

MEET YOUR OBJECTIVES

1. Describe three differences between oral and written
language styles.

Oral language is more personal and less formal than
written language. Speakers must also provide their
audiences with more repetition than writers need

to use.

2. List and explain three ways to use words effectively.
Effective speakers use specific, concrete words to
evoke clear mental images in their listeners. They
also choose simple, respectful, unbiased words. As a
speaker, be sure to use words correctly and to keep
in mind the connotations of words, as well as their
dictionary definitions. And, finally, eliminate unnec-
essary words and phrases.

3. Discuss how to adapt your language style to diverse
listeners.

Use language your listeners can understand. Use
appropriate language to avoid offending your audi-
ence. Use unbiased language to communicate in a
sensitive way.
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4. List and explain three types of memorable word
structures.

Create arresting images through such figures of
speech as metaphors, similes, and personification.
Create drama by using short sentences for important
ideas, strategically omitting words, and structuring
sentences with key words at the end to create sus-
pense. Use repetition, alliteration, parallelism, and
antithesis to create memorable rhythm or cadence.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment A friend asks for advice on making
the word choices in her speech as effective as pos-
sible. Offer her at least three suggestions, based on
this chapter, for using words effectively.

2. Ethics Assessment Is it ethical to change your va-

riety of English in order to adapt to your listeners’
expectations? Why or why not?

3. Critical Assessment How would a 750-word paper

and a 3- to S-minute speech that both have the same

topic, central idea, main idea, and supporting mate-
rial differ?
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Methods of Delivery

OBJECTIVES
1. Explain how to effectively deliver a manuscript speech.

2. Summarize the advantages and disadvantages of
memorizing a speech.

3. Describe how to deliver an effective impromptu
speech.

4. Explain the benefits of delivering a speech
extemporaneously.

here are four basic methods of delivery from which

a speaker can choose: manuscript speaking, memo-
rized speaking, impromptu speaking, and extemporane-
ous speaking. Table 16.1 found at the end of this chap-
ter on page 143 offers an overview of the advantages
and disadvantages of each method.

Manuscript Speaking

Reading from a manuscript is usually a poor way to
deliver a speech. Although it may provide some insur-
ance against forgetting the speech, manuscript speaking
is rarely done well enough to be interesting.

However, some speeches should be read. For exam-
ple, during times of crisis, statements to the press by
government or business leaders should be crafted pre-
cisely, rather than tossed off casually. One advantage of
reading from a manuscript is that you can choose words
very carefully when dealing with a sensitive and critical
issue.

The key to giving an effective manuscript speech is to
sound as though you are not giving a manuscript speech.
Use the tips in the How To box to help you.'
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{ “ Deliver a Manuscript Speech h

Q ' e Make as much eye contact with the audience
- as possible; look directly at them, not over

their heads.

* Type your speech in short, easy-to-scan phrases and
make eye contact at the ends of sentences.

® Use your index finger to keep your place in the manu-
script when you look up.

* Do not read your speech too quickly; use the same pace
you normally speak.

® Vary the rhythm and inflection of your voice to sound
natural.

e Mark your manuscript to remind you to pause or to
emphasize certain words.

® Use appropriate and natural gestures and movement.

J

Memorized Speaking

Memorized speaking sounds stiff, stilted, and over-
rehearsed. You also run the risk of forgetting parts of
your speech and awkwardly searching for words in
front of your audience. And you won’t be able to make
on-the-spot adaptations to your listeners if your speech
is memorized. Memorized speaking does, however, have
the advantage of allowing you to have maximum eye
contact with the audience.

If you are accepting an award, introducing a
speaker, making announcements, or delivering other
brief remarks, a memorized delivery style is sometimes
acceptable. But, as with manuscript speaking, you must
take care to make your presentation sound lively and
interesting.

Impromptu Speaking

You have undoubtedly already delivered many im-
promptu presentations. Your response to a question
posed by a teacher in class and your unrehearsed rebuttal
to a comment made by a colleague during a meeting are
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examples of impromptu presentations. The impromptu
method is often described as “thinking on your feet” or
“speaking off the cuff.” The advantage of impromptu
speaking is that you can speak informally and maintain
direct eye contact with the audience. But unless you
are extremely talented or have learned and practiced
the techniques of impromptu speaking, an impromptu
speech usually lacks logical organization and thorough
research. When you are called on to deliver an impro-
vised or impromptu speech, the guidelines in the How
To box can help ease you through it.

Because there is no opportunity to conduct any kind
of research before delivering an impromptu speech,
you will have to speak from your own experience and
knowledge. Remember, audiences almost always re-
spond favorably to personal illustrations, so use any
appropriate and relevant ones that come to mind.
Of course, the more knowledge you have about the
subject to be discussed, the easier it will be to speak
about it off the cuff. But do not make up information
or provide facts or figures you’re not certain about.

( ‘ Make an Impromptu Speech

‘ ' e Consider your audience. What are listeners’
= common characteristics and interests? What
do they know about your topic? What do they expect
you to say? What is the occasion of your speech?

e Be brief. One to three minutes is a realistic time frame
for most impromptu situations. Some spur-of-the-
moment remarks, such as press statements, may be even
shorter.

* Organize! Effective impromptu speakers organize their
ideas into an introduction, body, and conclusion. Con-
sider using a simple topical organization or chronologi-
cal order. A variation on the chronological pattern is
the past, present, future model; you discuss (1) what
happened in the past, (2) what is happening now, and
(3) what may happen in the future.
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An honest “I don’t know” or a very brief statement
is more appropriate. No matter how much knowledge
you have, be cautious about the information you share,
especially if your subject is sensitive or your informa-
tion is classified. If asked about a controversial topic,
give an honest but noncommittal answer. You can
always elaborate later, but you can never take back
something rash you have already said. It is better to be
careful than sorry!

Extemporaneous Speaking

In extemporaneous speaking, you speak from a written
or memorized general outline, but you do not have the
exact wording in front of you or in memory. You have
rehearsed the speech so that you know key ideas and
their organization, but not to the degree that the speech
sounds memorized.

The extemporaneous method reflects the advantages
of a well-organized speech delivered in an interesting
and vivid manner. An extemporaneous style is conver-
sational; it gives your audience the impression that the
speech is being created as they listen to it, because to
some extent it is. Audiences prefer to hear something
live rather than something prepared yesterday or weeks
ago. Seeing something happening now provides added
interest and excitement.

You develop an extemporaneous style by first re-
hearsing your speech, using many notes or perhaps
looking at your preparation outline. After going over
your speech a few times, you will find that you have
internalized the overall structure of the speech, although
the exact way you express your ideas may vary. You
will rely less on your notes and focus more on adapt-
ing your message to your listeners. The final draft of
your speaking notes may be an abbreviated outline or a
few key words and essential facts or statistics that you
want to remember. Visit this chapter of MySearchLab
(www.mysearchlab.com) for more tips on effective
extemporaneous speaking.


www.mysearchlab.com
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TABLE 16.1 Advantages and Disadvantages of Methods of
Delivery

Advantages Disadvantages

Manuscript: reading
a speech from a
prepared text

Memorized: giving a
speech from memory
without using notes

Impromptu: delivering
a speech without pre-
paring in advance

Extemporaneous:
speaking from a writ-
ten or memorized gen-
eral outline, knowing
the major ideas but not
the exact wording

\

You can choose words
carefully when dealing
with sensitive or critical
issues; you can be
precise.

This method enables
you to have maximum
eye contact with the
audience.

You can speak infor-
mally and maintain
direct eye contact with
the audience.

Style is conversational;
speech sounds live
rather than rehearsed,
is well organized,

and is delivered in an
interesting and vivid
manner.

Rarely done well
enough to maintain
audience interest.

May sound stiff, stilted,
and overrehearsed;
you may forget parts of
your speech; you can-
not make on-the-spot
adaptations.

May lack logical orga-
nization and thorough
research; may be
unimpressive.

Could become repeti-
tive; you may forget
certain points; new
thoughts may increase
the length.

MEET YOUR OBJECTIVES

1. Explain how to effectively deliver a manuscript

speech.

When precision wording is important, you may need
to read a speech from a prepared text. Make your
voice and gestures as natural as possible, and make

eye contact at the ends of sentences.

2. Summarize the advantages and disadvantages of
memorizing a speech.
Giving a speech from memory allows maximum eye
contact with the audience, but you risk sounding
stiff, forgetting part of the speech, and being unable
to adapt the speech to the audience.
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3. Describe how to deliver an effective impromptu

speech.

An unrehearsed speech allows informality and eye

contact. Consider the audience, and organize your

remarks accordingly. Keep your talk brief, use your
own knowledge, and share information cautiously.

4. Explain the benefits of delivering a speech extempo-

raneously.

Because it seems spontaneous and is customized to
the audience, the extemporaneous method is the
most desirable in most situations. Speak from an
outline without memorizing the exact words.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Imagine you are an executive for

a corporation. What business situations would call
for you to deliver each of the four types of speeches
described in this chapter?

2. Ethics Assessment Is it ethical to present a manu-

script or memorized speech when you have been
asked to present an extemporaneous speech?

3. Critical Assessment Roger was so nervous about his

first speech that he practiced it until he could have
given it in his sleep. He had some great examples,
and his instructor had praised his outline. But as he
gave his speech, he saw his classmates tuning out.
What might he have done wrong, and how could he
have rescued his speech?



Nonverbal
Communication

OBJECTIVES
1. Make effective eye contact during a speech.

2. Use gestures effectively while speaking.

3. Move purposefully in ways that enhance your message
while speaking.

4. Display an appropriate posture while delivering a
speech.

5. Use facial expressions to enhance verbal messages.

6. Choose appropriate attire for making a speech.

Eye Contact

f all the aspects of delivery discussed in this chapter,

the most important one in a public-speaking situ-
ation for North Americans is eye contact." Eye contact
with your audience lets your audience know you are in-
terested in them and want to talk to them. It keeps your
audience interested, helps them remember your message,
and enhances your credibility. Eye contact also provides
you with feedback about how your speech is coming
across, so you can adapt it if needed. Each of these func-
tions contributes to the success of your delivery. The
How To box offers advice for effective eye contact.

Gestures

Important points are emphasized with gestures. You can
gesture to indicate places, to enumerate items, and to
describe objects.
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o)
“' Audience

Make Eye Contact with Your

® When it’s your time to speak, walk to the lec-
tern or to the front of the audience, pause briefly, and
look at your audience before you say anything.
Have your opening sentence well enough in mind that
you can deliver it without looking at your notes or
away from your listeners.
Establish eye contact with the entire audience, not just
with those in the front row or only one or two people.
Look to the back as well as the front and from one side
of your audience to the other, but avoid following a pre-
dictable pattern.
Look at individuals, establishing person-to-person con-
tact with them—not so long that it will make a listener
feel uncomfortable, but long enough to establish the
feeling that you are talking directly to that individual.
Don’t look over your listeners’ heads; establish eye-to-
eye contact.
When delivering your speech via video, such as in a vid-
eoconference, look at the camera to give the impression
of eye contact with viewers.

Problem Gestures

Many people who gesture easily and appropriately in
the course of everyday conversations aren’t sure what to
do with their hands when they find themselves in front
of an audience. Following are some common problem
poses and gestures. It can be natural to adopt these
stances momentarily, but holding them for long periods
during a speech looks awkward and unnatural, and may
keep you from using other, more appropriate gestures.

>

Parade rest. Keeping your hands behind your back
can make you look like a soldier standing at “parade
rest.”

Broken wing. Another common position is standing
with one hand on the hip in a “broken wing” pose.
Worse than the “broken wing” is both hands resting
on the hips in a “double broken wing.”
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> Arm clutch. Few poses are more awkward looking
than when a speaker clutches one arm, as if grazed
by a bullet. The audience half expects the speaker to
call out reassuringly, “Don’t worry, Ma; it’s only a
flesh wound.”

> Hands in pockets. Keeping your hands in your pock-
ets can make you look as if you were afraid to let go
of your change or your keys.

> Fig leaf clutch. Some students clasp their hands and
let them drop in front of them in a distracting “fig
leaf clutch.”

Gestures can distract your audience in various other
ways as well. Grasping the lectern until your knuckles
turn white or just letting your hands flop around with-
out purpose or control does little to help you commu-
nicate your message. Sometimes, it may be better to use
no gestures—to just put your hands comfortably at your
side—than to use awkward, distracting gestures.

Functions of Gestures

If you don’t know what to do with your hands, think
about the message you want to communicate. Your
gestures can lend strength to or detract from what you
have to say by repeating, contradicting, substituting,
complementing, emphasizing, or regulating your verbal
message.

> Repeating. You can say “I have three major points
to talk about today” while holding up three fingers.
Or you can describe an object as 12 inches long
while holding your hands about a foot apart.

> Contradicting. Because your audience will believe
what you communicate nonverbally sooner than
what you communicate verbally, monitor your
gestures to make sure that you are not contradicting
what you say.

> Substituting. Without uttering a word, you can
hold up the palm of your hand to calm a noisy
crowd. Flashing two fingers to form a V for “vic-
tory” and raising a clenched fist are other common
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examples of gestures that can substitute for a verbal
message.

Complementing. A politician who declines to com-
ment on a reporter’s question while holding up her
hands to augment her verbal refusal is relying on the
gesture to complement or provide further meaning
to her verbal message.

Emphasizing. A shaking fist or a slicing gesture with
one or both hands helps emphasize a message. So
does pounding your fist into the palm of your hand.
Other gestures can be less dramatic but still lend em-
phasis to what you say. Try to allow your gestures
to arise from the content of your speech and your
emotions.

Regulating. Gestures can also regulate the exchange
between you and your audience. If you want the
audience to respond to a question, you can extend
both palms to invite a response. During a question-
and-answer session, your gestures can signal when
you want to talk and when you want to invite others
to do so.

Using Gestures Effectively

Here are some guidelines to consider when working on

your delivery.

>

Relax. Gestures should be relaxed, not tense or
rigid. Although you should monitor your gestures,
avoid appearing stiff and self-conscious as you do so.
Stay natural. Your gestures should flow from your
message. Avoid sawing or slashing through the air
with your hands unless you are trying to emphasize
a particularly dramatic point.

Be definite. Gestures should appear definite rather
than as accidental brief jerks of your hands or arms.
If you want to gesture, go ahead and gesture. Avoid
minor hand movements that will be masked by the
lectern.
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Use gestures that are consistent with your message.
If you are excited, for example, gesture more
vigorously.

Match gestures to your speaking situation. When
delivering a speech via video, such as in a videocon-
ference, you may need to use smaller gestures that
viewers can see on-screen.

Vary your gestures. Try not to use just one hand
or one all-purpose gesture; try to use gestures for a
variety of purposes.

Don’t overdo it. Your purpose is to communicate a
message to your audience, not to perform for your
listeners to the extent that your gestures receive
more attention than your message.

Coordinate the timing of gestures with your mes-
sage. For example, when you announce that you
have three major points, hold up your three fingers
at the same moment you say the word three.

Use gestures that work best for you. Your gestures
should fit your personality.

Keep one important principle in mind: Your nonver-

bal delivery should flow from your message. Make your
gestures appropriate to your audience and situation.

In

more formal speaking situations, particularly when

speaking to a large audience, bolder, more sweeping,
and more dramatic gestures are appropriate. A small

QUICK CHECK

Gestures

The most effective gestures are

natural and relaxed

definite and varied

consistent with your message

unobtrusive

coordinated with what you say
appropriate to your audience and situation
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audience in a less formal setting calls for less formal
gestures. Cultural expectations can help you make de-
cisions about your approach to using gestures. Many
Asian listeners may prefer a quieter, less flamboyant use
of gestures. Many European listeners are accustomed to
speakers who are less animated in their use of gestures,
movement, and facial expressions than is typical for
Americans.

Movement

Should you walk around during your speech, or should
you stay in one place? If there is a lectern, should you
stand behind it, or would it be acceptable to stand in
front or to the side of it? Is it all right to sit down while
you speak? Can you move among the audience? The fol-
lowing discussion may help you answer these questions.

Move Purposefully

Your movement should be consistent with the verbal
content of your message. It should make sense rather
than appear as aimless wandering. Your movement
should not detract from your message. If the audience
focuses on your movement rather than on what you are
saying, it is better to stand still.

Reduce Physical Barriers

If barriers such as a lectern, rows of chairs, a chalk-
board, an overhead projector, or other audiovisual aids
act as obstacles between you and your audience, you
may want to rearrange or remove them, or move closer
to the audience.

Establish Immediacy

Movements such as standing or moving closer to listen-
ers or coming out from behind a lectern can help to cre-
ate a perception of closeness or immediacy between you
and your audience, which may enhance your credibility
and help you effectively communicate your message.?
Pay close attention to your listeners to determine the
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appropriate amount of immediacy so that you do not
violate cultural expectations or make listeners uncom-
fortable.

Signal Transitions

As you begin a new idea or major point, make a transi-
tional statement, or change from a serious subject to a
more humorous one, movement can be a good way to
signal that your approach to the speaking situation is
changing.

As a general principle, your use of movement during
your speech should make sense to your listeners.

Posture

Although there have been few formal studies of posture
in relation to public speaking, there is evidence that the
way you carry your body communicates significant in-
formation.’ Your face and voice show your audience
which emotion you are feeling; your posture communi-
cates the intensity of that emotion.

In general, avoid slouched shoulders, shifting from
foot to foot, or drooping your head. Your posture
should not call attention to itself. Instead, it should
come about naturally, as a result of what you have to
say and your interest in the speaking event, as well as
the speaking occasion and environment. For example,
during a very informal presentation, it may be perfectly
appropriate as well as comfortable and natural to sit on

the edge of a desk.

Facial Expression

Your audience sees your face before they hear what you
are going to say. Thus, you have an opportunity to set
the emotional tone for your message before you start
speaking. Try for a pleasant facial expression that helps
establish a positive emotional climate, but do not adopt
a phony smile that looks insincere and plastered on your
face.
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Your face plays a key role in expressing your thoughts,
especially your emotions and attitudes.* Although hu-
mans are technically capable of producing thousands
of different facial expressions, we most often express
only six primary emotions: happiness, anger, surprise,
sadness, disgust, and fear. According to cross-cultural
studies by social psychologist Paul Ekman, the facial
expressions of these emotions are virtually universal, so
even a culturally diverse audience usually will be able to
read your emotional expressions clearly.

Your facial expressions should naturally vary to be
consistent with your message. Present somber news with
a serious expression. To communicate interest in your
listeners, keep your expression alert and friendly.

Personal Appearance

There is considerable evidence that your personal ap-
pearance affects how your audience will respond to you
and your message, particularly during the opening mo-
ments of your presentation. Appropriate wardrobe var-
ies depending on climate, custom, culture, and audience
expectations. Most people have certain expectations
about the way a speaker should look. Use your audience
analysis to identify and avoid violating your audience’s
expectations.

MEET YOUR OBJECTIVES

1. Make effective eye contact during a speech.
To communicate effectively with North American
audiences, make eye contact with the entire audience
before and during your speech.

2. Use gestures effectively while speaking.
Use natural, definite, and varied gestures that fit
your personality and help you communicate your
message to your particular audience.
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. Move purposefully in ways that enhance your mes-

sage while speaking.

Use movement to emphasize your verbal messages,
to make your audience feel closer to you, and to
help listeners understand the transitions and organi-
zation of your speech.

. Display an appropriate posture while delivering a

speech.

Posture communicates the intensity of your emo-
tions and your interest in your audience and speech.
Avoid slouching and drooping.

. Use facial expressions to enhance verbal messages.

Rehearse using universally recognized facial ex-
pressions that match the emotions of your verbal
messages.

. Choose appropriate attire for making a speech.

Analyze your audience and speaking situation to de-
termine what to wear when you deliver your speech.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Record and analyze a video of
yourself rehearsing your next speech. Did you fol-
low the advice given in this chapter? How can you
improve your eye contact, gestures, posture, and use
of movement and facial expressions?

. Ethics Assessment Many politicians hire image

consultants to coach them in nonverbal skills. Ts it
ethical for a speaker to use such consultants to at-
tempt to gain more credibility with voters?

. Critical Assessment Monique is self-conscious about

her hand gestures, and she often just puts her hands
behind her back. What advice would you give
Monique to help her use gestures more effectively?



Verbal
Communication

OBJECTIVES
1. Use effective vocal delivery when giving a speech.

2. Explain how to use a microphone when speaking in
public.

3. Describe the steps to follow when rehearsing your
speech.

Vocal Delivery

Your credibility as a speaker and your ability to com-
municate your ideas clearly to your listeners will
in large part depend on your vocal delivery. It is pri-
marily through the quality of our voices, as well as our
facial expressions, that we communicate whether we are
happy, sad, bored, or excited. If your vocal clues suggest
that you are bored with your topic, your audience will
probably be bored also.

Vocal delivery includes pitch, speaking rate, volume,
pronunciation, articulation, pauses, and general varia-
tion of the voice. A speaker has at least two key vocal
obligations to an audience: Speak to be understood, and
speak with vocal variety to maintain interest.

Speak to Be Understood
To be understood, you need to consider four aspects

of vocal delivery: volume, articulation, dialect, and
pronunciation.

Volume The fundamental goal in your vocal delivery
is to speak loudly enough so that your audience can
hear you. The volume of your speech is determined by

154
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the amount of air you project through your larynx, or
voice box. More air equals more volume of sound.

Your diaphragm, a muscle in your upper abdomen,
helps control sound volume by increasing airflow from
your lungs through your voice box. Breathing from your
diaphragm—that is, consciously expanding and con-
tracting your abdomen as you breathe in and out—can
increase the volume of sound, as well as enhance the
quality of your voice.

Articulation The process of producing speech sounds
clearly and distinctly is articulation. If you do not
clearly articulate the sounds that make up words, your
listeners may not understand you or may fault you for
simply not knowing how to speak clearly and fluently.
Here are some commonly misarticulated words:'

dint instead of didn’t

lemme instead of let me

mornin instead of morning

seeya instead of see you

soun instead of sound

wanna instead of want to
whadayado instead of what do you do

Such speech flaws may not keep your audience from
understanding you, but poor enunciation does reduce
your credibility as a speaker. Many errors in articula-
tion result from simple laziness. Often, we get into bad
habits of mumbling, slurring, and abbreviating.

The best way to improve your articulation of sounds
is first to identify words or phrases that you have a ten-
dency to slur or chop. Once you have identified them,
practice saying the words correctly. Consult an online
dictionary to make sure you can hear the difference
between the improper and proper pronunciations. A
speech teacher can help you check your articulation.

Dialect A dialect is a consistent style of pronounc-
ing words that is common to an ethnic group or a
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geographic region. In the southern part of the United
States, people prolong some vowel sounds when they
speak. And in the northern Midwest, the word about
sometimes sounds a bit like “aboat.” Research suggests
that listeners tend to prefer a dialect similar to their
own.?

Although a speaker’s dialect may pigeonhole that
person as being from a certain part of the country, it
won’t necessarily affect the audience’s comprehension
of the information unless the dialect is so pronounced

{@‘ Modify a Dialect
> You can adapt your dialect by changing your

intonation pattern, vowel production, consonant
production, or speaking rate.
e Use proper intonation. A typical North American into-
nation pattern is predominantly a rising and falling pat-
tern. The pattern looks something like this:

“Good MOMping, How € you?”

For North American audiences, speakers of other lan-
guages may want to modify intonation patterns that
listeners would find distracting.

e Pronounce vowels clearly. Clipping or shortening vow-
el sounds can make comprehension challenging. If you
need to stretch or elongate your vowels, consider re-
cording your speech and then comparing it with stan-
dard American pronunciations.

e Pronounce consonants appropriately. Consonant pro-
duction varies, depending on which language you are
speaking. Although it is sometimes difficult to produce
clear consonants that are not overdone, avoid conso-
nants that are so soft as to be almost unheard. They
can produce a blur of unintelligible sound rather than
crisply articulated words.

e Use an appropriate speaking rate. A rate that is too fast
can contribute to problems with clipped vowels, soft or
absent consonants, and an intonation pattern that is on
one pitch level rather than comfortably varied. Slowing
your rate just a bit can enhance comprehension.
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that the listeners can’t understand the speaker’s words.
We don’t recommend that you eliminate your own mild
dialect, but if you get negative feedback or suspect that
your word pronunciation is significantly distracting to
your listeners, you might consider modifying it, using
the suggestions in the How To box.

Pronunciation Whereas articulation relates to the clar-
ity of sounds, pronunciation concerns the degree to
which the sounds conform to those assigned to words
in standard English. Mispronouncing words can detract
from a speaker’s credibility. If you are uncertain about
how to pronounce a word, look it up in an online dic-
tionary. Most popular dictionaries provide recordings
of the correct pronunciations of words. Often, how-
ever, we are not aware that we are not using standard
pronunciation unless someone points it out.

Some speakers reverse speech sounds, saying “aks”
instead of “ask,” for example. Some allow an r sound
to intrude into some words, saying “warsh” instead of
“wash,” or leave out sounds in the middle of a word,
as in “ackchally” instead of “actually” or “Febuary”
instead of “February.” Some speakers also accent syl-
lables in nonstandard ways; they say “po” lice” instead
of “po lice” or “um’ brella” rather than “um brel’la.”

If English is not your native language, you may have
to spend extra time working on your pronunciation and
articulation. Here are two useful tips to help you. First,
make an effort to prolong your vowel sounds. Speeee-
ak tooooo proooooloooong eeeeeeach voooooowel
soooooound yoooooooou maaaaaaaake. Second, to re-
duce choppy-sounding word pronunciation, blend the
end of one word into the beginning of the next. Make
your speech flow from one word to the next, instead of
separating it into individual chunks of sound.’

Speak with Variety

Appropriate variation in vocal pitch and rate, as well as
appropriate use of pauses, can add zest to your speech
and help maintain audience attention.
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Pitch Vocal pitch is how high or low your voice
sounds. Everyone has a habitual pitch. This is the range
of your voice during normal conversation. Some people
have a habitually high pitch, whereas others have a low
pitch.

Your voice has inflection when you raise or lower
the pitch as you pronounce words or sounds. Your in-
flection helps determine the meaning of your utterances.
A surprised “ah!” sounds different from a disappointed
“ah” or inquisitive “ah?” Your vocal inflection is thus
an important indicator of your emotions and gives clues
as to how to interpret your speech.

In some cultures, vocal inflection plays a major role
in helping people interpret the meaning of words. For
example, Thai, Vietnamese, and Mandarin Chinese lan-
guages purposely use monotone and low, falling, high,
and rising pitches.* If you are a native speaker of a lan-
guage in which pitch influences meaning, be mindful
that pitch does not have the same effect in many West-
ern languages, although all languages rely on inflection
to provide nuances of meaning.

The best public speakers vary their inflection consid-
erably. Variation in your vocal inflection and overall
pitch helps you communicate the subtlety of your ideas
and keeps your listeners interested. Lack of variation in
pitch has been consistently identified as one of the most
distracting characteristics of ineffective speakers. An un-
varying monotone is boring.

Record your speech as you rehearse, and evaluate
your use of pitch and inflection critically. If you are not
satisfied with your inflection, consider practicing your
speech with exaggerated variations in vocal pitch. Al-
though you would not deliver your speech this ways, it
might help you explore the expressive options available
to you.

Rate How fast do you talk? Most speakers average
between 120 and 180 words per minute. There is no one
“best” speaking rate. The best rate depends on two factors:
your speaking style and the content of your message.
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One symptom of speech anxiety is the tendency to
rush through a speech to get it over with. You can use
feedback from others or record and listen critically to
your message to help you assess whether you are speak-
ing at the proper speed.

Fewer speakers have the problem of speaking too
slowly, but a turtle-paced speech will almost certainly
make it more difficult for your audience to maintain in-
terest. Remember, your listeners can grasp information
much faster than you can speak it.

Pauses An appropriate pause can often do more to
accent your message than any other vocal character-
istic. President Kennedy’s famous line, “Ask not what
your country can do for you; ask what you can do for
your country,” was effective not only because of its
language, but also because it was delivered with a pause
dividing the two thoughts. Try delivering that line with-
out the pause; without it, that statement just doesn’t
have the same power.

Effective use of pauses, also known as effective tim-
ing, can greatly enhance the impact of your message.
Whether you are trying to tell a joke, a serious tale, or
a dramatic story, your use of a pause can determine
the effectiveness of your anecdote. A well-timed pause,
coupled with eye contact, can also powerfully accent a
particular word or sentence. Silence is a way of saying to
your audience, “Think about this for a moment.”

QUICK CHECK

Good Vocal Delivery

e Use adequate volume.

e Articulate speech sounds clearly and distinctly.
® Pronounce words accurately.

e Vary your pitch.

e Vary your speaking rate.

® Pause to emphasize ideas.
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Beware, however, of the vocalized pause. Many
beginning public speakers are uncomfortable with
silence, and so, rather than pausing where it seems natu-
ral and normal, they vocalize sounds such as “umm,”
“er,” “you know,” and “ah.” However, such vocalized
pauses will annoy your audience and detract from your
credibility. You can download apps that help you count
and eliminate vocalized pauses, or you can ask a listener

to point them out to you as you rehearse.

Using a Microphone

No matter how polished your gestures or well intoned
your vocal cues are, if you are inaudible or use a micro-
phone awkwardly, your speech will not have the desired
effect.

There are three kinds of microphones. The lava-
liere microphone is the clip-on type often used by news
people and interviewees. Worn on a collar or lapel, it
requires no particular care other than not thumping it
or accidentally knocking it off. The boom microphone,
used by makers of movies, hangs over the heads of the
speakers and is remote controlled.

The most common microphone is the stationary
microphone. This is the type that is most often attached
to a lectern, sitting on a desk, or standing on the floor.
The microphones in most electronic devices used to
deliver speeches via videoconferencing are also usually
stationary. Generally, the stationary microphones used
today are multidirectional. You do not have to remain
frozen in front of a stationary microphone while deliv-
ering your speech. However, you do need to take some
other precautions when using one.

> First, check to make sure that your microphone is
indeed multidirectional and can pick up your voice
even if you aren’t speaking directly into it.

> Second, speak clearly and crisply. You may need
to pronounce B, P, and S sounds with less intensity
than usual.
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Third, if you must test a microphone, count or ask
the audience whether they can hear you. Blowing

on a microphone produces an irritating noise! Do
not tap, pound, or shuffle anything near the mi-
crophone. If you are using note cards, quietly slide
them aside as you progress through your speech.
Finally, continue to speak at your normal volume.
Some speakers lower their volume and become inau-
dible when they have a microphone in front of them.

If you have the chance to rehearse with the micro-

phone you will use, figure out where to stand for the
best sound quality and how sensitive the microphone is
to extraneous noise. Practice will accustom you to any
voice distortion or echo that might occur so that these
sound qualities do not surprise you during your speech.

Rehearsing Your Speech: Some Final Tips

Rehearsal is the key to effective verbal and nonverbal
delivery of your speech. The following suggestions can
help you make the most of your rehearsal time.

>

Finish drafting your speech outline at least two days
before your speech performance.

Before you prepare the speaking notes to use in
front of your audience, rehearse your speech aloud
to help determine where you will need notes to
prompt yourself.

Revise your speech as necessary to keep it within the
time limits set by your instructor or whoever invited
you to speak.

Prepare your speaking notes. Use whatever system
works best for you. Some speakers use pictorial
symbols to remind themselves of a story or an idea.
Others use complete sentences or just words or
phrases in an outline pattern to prompt them. Many
teachers advocate using note cards for speaking
notes. Some speakers use an iPad or other electronic
display. If you do use electronic notes, it is wise to
have a hard-copy backup.
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Rehearse your speech standing up so that you
can get a feel for your use of gestures as well as
your vocal delivery. Do not try to memorize your
speech or plan specific gestures. As you rehearse,
you may want to modify your speaking notes

to include reminders to gesture or pause at key
points.

If you can, present your speech to someone else so
that you can practice establishing eye contact. Seek
feedback from your captive audience about both
your delivery and your speech content.

If possible, record audio or video of your rehearsals.
Most smartphones, computers, and computer tablet
have a built-in camera and microphone. When
listening to or viewing the recording, observe your
vocal and physical mannerisms and make neces-
sary changes. Many speakers still find it useful to
practice before a mirror so that they can observe
their body language—it’s low-tech, but it still
works.

Rehearse using all your presentation aids. Don’t
wait until the last minute to plan, prepare, and
rehearse with computer-generated slides or other
aids that you will need to manipulate as you
speak.

Your final rehearsals should re-create, as much
as possible, the speaking situation you will face.
If you will be speaking in a large classroom,

find a large classroom in which to rehearse your
speech. If your audience will be seated informally
in a semicircle, then this should be the context in
which you rehearse your speech. The more real-
istic the rehearsal, the more confidence you will
gain.

Practice good delivery skills while rehearsing.
Remember this maxim: Practice makes perfect if
practice is perfect.
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MEET YOUR OBJECTIVES
1.

Use techniques of effective vocal delivery when
giving a speech.

To be effective, speak to be understood, with enough
volume, clear articulation, and correct pronun-
ciation, modifying your dialect only if necessary.
Maintain your listeners’ interest by speaking with
vocal variety, including proper pitch and inflection,
an appropriate rate, and effective use of pauses.

. Explain how to use a microphone when speaking in

public.

Try to rehearse with your microphone before your
speech to determine how much you can move. Avoid
making annoying sounds, but use your normal
speaking volume.

. Describe the steps to follow when rehearsing your

speech.

Allow at least two days after finishing your speech
outline to practice your speech delivery and develop
your speaking notes. As much as possible, re-create
the speech environment when you rehearse. Record
your rehearsal or recruit a listener to provide feed-
back on your performance.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Review the tips for rehearsing your
speech presented on pages 161 to 162. Rate yourself
on a scale of 1 to 5 (1 = poor; 5 = excellent) on each
of the suggestions. Use your self-ratings to develop a
plan to improve your rehearsals.

. Ethics Assessment Is it ethical to cultivate a highly

emotional vocal delivery style to use when attempt-
ing to persuade listeners?

. Critical Assessment Professor Murray speaks slowly

and in a monotone; consequently, many of her
students do not enjoy her music history lectures.
What can she do to give her voice some variety?



Adapting and
Delivering Your
Speech

OBJECTIVES

1. Describe how to adapt a speech for listeners whose
cultures are different from yours.
2. Take steps to prepare for a successful speech delivery.

3. Prepare to answer questions after delivering a speech.

Adapt Your Delivery to a Diverse Audience

You need to adapt your presentation to the expecta-
tions of your listeners, especially those whose cultural
backgrounds differ from yours. Consider the following
suggestions to help you develop strategies for adapting
both your verbal and your nonverbal messages.

Avoid an Ethnocentric Mind-Set

Ethnocentrism is the assumption that your own cultur-
al approaches are superior to those of other cultures.
When considering how to adapt your delivery style to
your audience, try to view different approaches and
preferences not as right or wrong but merely as different
from your own.

Use a Less Dramatic Style for High-Context Listeners

Because a high-context culture places considerable em-
phasis on unspoken messages, you need not be overly ex-
pressive for audiences from such a culture. For example,
to many Japanese people, a delivery style that includes
exuberant gestures, overly dramatic facial expressions,
and frequent movements might seem overdone. A more
subtle, less demonstrative approach would create less
“noise” and be more effective.

164
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Monitor Your Level of Immediacy with Your Audience

Speaker immediacy depends on how close you are to
your listeners, the amount of eye contact you display,
and whether you speak from behind or in front of a
lectern. According to the immediacy principle, we move
closer to things we like, and we move away from things
we don’t like.!

Some cultures expect less immediacy; the key is not
to violate what listeners expect.” For example, Japanese
audiences don’t expect speakers to move from behind a
lectern and stand very close to listeners.

Monitor Your Expression of Emotion

Not all cultures interpret and express emotions the same
way. People from the Middle East and the Mediterra-
nean are typically more expressive and animated in their
conversation than are Europeans.® People from a high-
context culture place greater emphasis on delivery of
a message than do people from a low-context culture
(such as North Americans), and high-context audiences
rely heavily on your unspoken message to help them
interpret what you are saying.* Remember, however,
that even low-context listeners attend to your nonverbal
clues.

Use Gestures with Care

Even subtle nonverbal messages communicate feelings,
attitudes, and cues about the nature of the relationship
between you and your audience, so it is important to

QUICK CHECK

Adapt Your Delivery to a Diverse Audience

Consult people who know the culture and refrain from ethno-
centrism as you adapt:

* nonverbal delivery

e immediacy behaviors

® emotional expressiveness

e gestures and verbal expressions
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avoid gestures or expressions that would offend your
listeners. There is no universal dictionary of nonver-
bal meaning, so spend some time asking people who
are from the same culture as your prospective audience
about what gestures and expressions your audience will
appreciate.

Our general advice is to become sensitive and respon-
sive to cultural differences and to keep cultural expecta-
tions in mind when you rehearse and deliver a speech.
The How To box gives suggestions for getting the infor-
mation you need.

Successfully Deliver Your Speech

When you are ready to deliver your speech, your task is
to calmly and confidently communicate with your au-
dience. Consider the following suggestions to help you
prepare for a successful performance.

> Get plenty of rest before your speech. Last-minute,
late-night final preparations can take the edge off
your performance.

> Watch what you eat. A heavy meal or too much
caffeine before you speak can have a negative effect
on your performance.

> Acknowledge normal prespeech jitters. Remember
that most speakers are nervous. But if you have de-
veloped a well-organized, audience-centered message

y /

’ ‘ Gather Cultural Advice
‘ ' Talk with people you know who are familiar

with the cultural expectations of the audience
you will address. Ask specific questions:
* Do listeners like direct eye contact?
® Where does the audience expect me to stand while
speaking?
e When will the audience expect me to start and end my
talk?
e Will listeners find particular gestures offensive?
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on a topic of genuine interest to you, you’re doing all
the right things to make your speech a success.

> Review the suggestions in Chapter 2 for becoming
a confident speaker. Re-create the speech envi-
ronment when you rehearse. Use deep-breathing
techniques to help you relax. Make sure you are
especially familiar with your introduction and
conclusion. Act calm so that you will feel calm. Visit
MySearchLab (www.mysearchlab.com) for more
tips on overcoming anxiety.

> Arrive early for your speaking engagement. If the
room is in an unfamiliar location, give yourself plen-
ty of time to find it. You may also want to rearrange
the furniture or make other changes in the speaking
environment.

> Check your equipment. After checking your equip-
ment, set up your presentation aids carefully.

> Relax before you deliver your message. Budget your
time so that you do not spend the moments before
you speak frantically trying to attend to last-minute
details.

> Visualize success. Picture yourself delivering your
speech in an effective way. Also, remind yourself of
the effort you have spent preparing for your speech.
A final mental rehearsal can boost your confidence
and help ensure success.

Keep in mind that speech delivery is an art rather
than a science. Adapt these tips and your delivery to
reflect your personality and individual style.

Responding to Questions

A question-and-answer session may be scheduled after
your speech. During this Q&A period, your delivery
method changes from extemporaneous to impromptu
speaking. Here are some tips to make the question-
and-answer period less challenging. Chapter 26 offers
additional suggestions for answering questions after
group presentations.
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Prepare. Analyze your audience. Think of possible
questions those particular listeners might ask you,
and then rehearse your answers.

Repeat or rephrase the questions. Repeating a ques-
tion ensures that everyone can hear the question. It
also ensures that you understand the question. It lets
you succinctly summarize a rambling question. And
repeating the question gives you just a bit of time to
think about your answer.

Stay on message. Keep bringing the audience back
to your central idea. If a listener asks a question
unrelated to your talk, guide your questioner back
to the message you have prepared.

Give a “double-barreled” talk. Some seasoned
speakers suggest that you save a bit of your speech
to deliver during the Q&A session.” You present
your speech, and then when an appropriate question
is asked, you give your second, much briefer speech
as your answer.

Ask the first question yourself. As you transition
between the end of your speech and the Q&A,
prime the audience by asking and answering an
initial challenging question.

Listen nonjudgmentally. Give your full attention to
the questioner. Listen politely and respond courteously.
Neutralize hostile questions. Restate the question
and acknowledge the questioner’s emotions. Focus
your answer on the heart of the questioner’s issue or
problem.

When you don’t know the answer, admit it. You
can promise to find out more information and then
get back to the person later. When you make a
promise, follow through on it.

Be brief. Even if you’ve planned a “double-barreled”
talk, make your answers short and to the point.

Use organized signposts. Use verbal signposts to
help listeners understand your answer. For example,
you can say, “I have two answers to that question.
First, . ...” Then, when you get to your second
point, say, “My second pointis....”
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> Indicate when the Q&A period is ending. For

example, warn your audience, “I only have time for
two more questions.”

MEET YOUR OBJECTIVES
1.

Describe how to adapt a speech for listeners whose
cultures are different from yours.

Get advice from people who are familiar with your
audience, and avoid ethnocentrism. Adapt verbal
and nonverbal delivery.

Take steps to prepare for a successful speech delivery.
Rest and eat well before a speech. Take steps to
boost your confidence. Arrive early, and visualize
your successful speech.

Prepare to answer questions after delivering a
speech.

Consider your audience and plan for questions they
might ask. Listen politely to questions and repeat
or rephrase them, especially hostile questions. Keep
answers brief, organized, and to the point.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Review the tips on pages 166 to 167
for getting ready to deliver your speech. Rank the
suggestions in order of how much they can help you
before your next speech.

Ethics Assessment How can you ethically adapt to
an audience of listeners from many different
cultures?

Critical Assessment Muriel, who has been a church
organist for 35 years, is planning on speaking to her
music club about her experiences playing the pipe
organ. How would you advise Muriel to prepare for
questions after her speech?



Selecting
Presentation Aids

OBJECTIVES

1. Discuss four ways in which presentation aids help com-
municate ideas to an audience.

2. Describe the types of presentation aids and how to use
them effectively.

3. Use criteria to choose presentation aids to include in a
speech.

The Value of Presentation Aids

Apresentation aid is any object that reinforces your
point visually so that your audience can better un-
derstand it. Presentation aids can help your listeners do
all of the following:'

> Focus—Presentation aids grab the attention of your
listeners and keep their interest when words alone
might not.

> Understand—Of your five senses, you learn more
from sight than from all the others combined.”
Demonstrating or showing procedures or events
step-by-step is an especially effective way to help
listeners understand them.’

> Remember—TIt is well known that you remember
most what you understand best. In addition, receiv-
ers better retain material they get via both audio and
video “channels” of communication.*

> Organize—Listing your major ideas on a computer-
generated slide, chart, or poster can help your
audience grasp your main ideas and follow your
transitions.

170
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Types of Presentation Aids

You can choose from a huge variety of presentation
aids. We group them into four categories for discussion:
three-dimensional aids, two-dimensional aids, computer-
generated aids, and audiovisual aids.

Three-Dimensional Presentation Aids

Three-dimensional aids include actual objects, models,
and people.

Objects Objects add interest because they are tangi-
ble. They can be touched, smelled, heard, and even
tasted, as well as seen. Objects are real, and audiences
like the real thing.

If you use an object to illustrate an idea, make sure
that you can handle the object with ease. If an object is
too large, it can be unwieldy and difficult to show to
your audience. Tiny objects can be seen only close up.
Avoid objects that are dangerous to handle.

Models If it is not possible to bring the object you
would like to show your audience, consider showing
them a model. Make sure, however, that any model you
use is large enough to be seen by all members of your
audience.

People Using people to illustrate your message can
be tricky. Before your presentation, choose someone
you trust so that you can fully inform him or her about
what needs to be done. Rehearse your speech using
your live presentation aid.

If you don’t need the person to demonstrate some-
thing during your opening remarks, wait and introduce
the person to your audience when needed. Remember,
your presentation aids are always subordinate to your
speech. You must remain in control.

Two-Dimensional Presentation Aids

Two-dimensional presentation aids—including draw-
ings, photos, maps, graphs, charts, flipcharts, and
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chalkboards and whiteboards—are used very commonly
by speakers.

Drawings Drawings are easy and inexpensive to make,
and they can be tailored to your specific needs. As a
rule, large and simple line drawings are more effective
for stage presentations than are detailed images. One
way to view drawings at large sizes is to incorporate
them into computer-generated presentation aids.

Photographs Photographs can show objects or places
that cannot be illustrated with drawings or that an
audience cannot view directly. Photos can easily be
incorporated into computer-generated slides. If you must
use a printed photograph, enlarge it or scan and project it.

Maps Most maps are designed to be read from a
distance of no more than two feet. To make a map large
enough for your audience to see, you can enlarge it us-
ing a color copier, draw a simplified large-scale version,
or embed it in a computer-generated slide.

Graphs A graph is a pictorial representation of statisti-
cal data in an easy-to-understand format. Most listeners
find that graphs help make data more concrete. Graphs
are particularly effective in showing overall trends and
relationships among data. The four most common types
of graphs are bar graphs, pie graphs, line graphs, and
picture graphs.

> A bar graph consists of flat areas—bars—whose
various lengths represent information.

> A pie graph shows the individual shares of a whole.
Pie graphs are especially useful in helping your
listeners to see quickly how data are distributed in a
given category or area.

> Line graphs show relationships between two or
more variables. Like bar graphs, line graphs orga-
nize statistical data to show overall trends. A line
graph can cover a greater span of time or numbers
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than a bar graph without looking cluttered or
confusing. A simple line graph communicates better
than a cluttered one.

> Picture graphs look somewhat less formal and less
intimidating than other kinds of graphs. One of the
advantages of picture graphs is that they need few
words or labels, which makes them easier for your
audience to read.

Charts Charts, or tables, summarize and present a
great deal of information in a small amount of space.
They are easy to use, reuse, and enlarge. They can also
be displayed in a variety of ways. You can use a flip-
chart, a poster, or a computer-generated slide, which
can project a giant image of your chart on a screen.
Charts must be simple and easy to read. Do not try to
put too much information on one chart.

Flipcharts A flipchart consists of a large pad of paper
resting on an easel. You can either prepare your visual
aids on the paper before your speech or draw on the
paper while speaking. Flipcharts are easy to use; during
your presentation, you need only flip the page to reveal
your next visual. Flipcharts are best used when you
have brief information to display or when you want to
summarize comments from audience members during a
presentation.

Chalkboards and Whiteboards Most public-speaking
teachers discourage overuse of chalkboards and white-
boards, because you must turn your back to the audi-
ence to write. If you use the board, use it only for brief
phrases or very simple diagrams that can be drawn in
just a few seconds.

Computer-Generated Presentation Aids

Most audiences, especially those in the corporate world,
expect a speaker to use computer-generated presentation
aids. The most popular presentation software programs
include the widely known PowerPoint; Prezi™, which
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stores files in the Internet “cloud” and allows users to
zoom in and out of slides; and Keynote, popular with
many users of Apple devices for its sleek, contemporary
appearance.

Although computer-generated graphics can be over-
used and, like any presentation aid, can distract from
your message if used improperly, they nonetheless open
up professional-looking possibilities for illustrating
your speech. Clip art consists of images that are either
in printed form or stored as electronic images in a com-
puter file. Copyright-free clip art and photos are avail-
able at no cost from many Internet sources. Presentation
software allows you to easily incorporate these images
into your visual aids.

Be sure to consider your audience when you use
computer-generated presentation aids.” As with any pre-
sentation aid, the images or clips that you choose to display
must help develop your central idea; otherwise, they will
distract your audience from it. The following tips can help.®

Keep Sights and Sounds Simple Many users attempt
to shovel too much information into their slides and
overwhelm listeners. Keep in mind that presentation
aids support your message; they are not your message.

> Limit the number of words on each slide.

> Use slides to present images rather than merely
repeat your words.

> Resist the urge to add sound effects. You should be
the sound track, not your computer.

Repeat Elements to Unify Your Presentation Use a
common visual element, such as a bullet or visual sym-
bol, at the beginning of each word or phrase in a list.
Use common color schemes and spacing to give your
visuals coherence. Use fonts consistently, rather than
mix them. Use a similar visual style for each of your
images to achieve a professional, polished look. Use
repetition of key words (such as use at the beginning of
each sentence in this paragraph).
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Choose a Font with Care Several types of fonts are
shown in Figure 20.1. Use sans serif fonts for titles. Serif
fonts are easier to read for longer passages. Although
interesting and dramatic, script fonts should be used
sparingly because they are hard to read. Use decorative
fonts only when you want to communicate a certain
special tone or mood. Regardless of which font style
you use, don’t use more than one or two on a single
visual.

Font Types

Serif Sans Serif
Poster Abadi
Bodoni Herald
Garamond Denmark
Americana Garrison Sans

Seript

Decorative

FIGURE 20.1 Typefaces grouped by font type.

Make Informed Decisions about Using Color Color
communicates. Choose colors that will support and re-
inforce the topic and purpose of your speech. To unify
your presentation, use the same background color on all
visuals and no more than two colors for words. Using a
dark background with lighter-colored words can have a
pleasing effect and make the words easy to see.

Allow Plenty of Time to Prepare Your Presentation
Aids Prepare your presentation aids well in advance
of your speaking date so that you can make them as
attractive and polished looking as possible. A sloppy,
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QUICK CHECK
Design Effective PowerPoint Aids

e Use clip art to give your visuals a professional touch.
e Keep sights and sounds simple.

* Repeat elements to unify your presentation.

e Choose a typeface with care.

¢ Avoid mixing many different fonts.

e Make informed decisions about using color.

e Finish preparing your presentation aids early.

amateurish presentation aid will convey the impression
that you are not a credible speaker, even if you have
spent many hours preparing the verbal part of your
speech.

Audiovisual Presentation Aids

Audiovisual aids combine sound and images to commu-
nicate ideas. We also discuss audio aids in this category.

Video Aids It’s now easy to record video images and
audio clips to support speech ideas; digital video cam-
eras are inexpensive, widely available, and a standard
feature of smartphones. If you are using video from
movies or TV to support your talk, you’ll likely get the
images from YouTube or other Internet sources, or from
commercially prerecorded digital video disks (DVDs).

Before you decide to use a video image, think about
whether or not it will really enhance your speech. Short,
well-selected clips are most likely to be effective.

You can use a variety of technologies to store your
videos and play them back during your speech:

> DVD player. Simply play back part of a prerecorded
movie or TV show.

> Computers and devices. You can store and play
video clips on your computer, smartphone, computer
tablet, such as an iPad, or your iPod or other MP3
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player. Embedding the video in computer-generated
presentation aids can give you more control over
precisely what clip you are showing, as well as the
visual context and timing when you play it. Un-
less the audience is very small, all of these options
require you to hook your device to a monitor or a
projection system. Make sure monitors are available
and compatible with your device, or bring your own.
> The Internet. If the room in which you are deliver-
ing your speech has Internet access, you can skip
storing your video, and instead, play the video
directly from YouTube or another Internet source.
You can also retrieve your video or audio mate-
rial from the “cloud,” computer storage that is in
a remote location. Playing video directly from the
Internet or from cloud storage does, however, carry
the risk of losing an Internet connection prior to or
during your speech.

When using any of these technologies, you’ll want to
practice using your video and make sure all of the equip-
ment you need is available. We also recommend that,
before you give your speech, you do a technical run-
through, ensuring that your video image will be ready
when you want it to be.

Audio As with video, you can either create your own
audio content or use a variety of prerecorded sources.
You also have a number of options for storage and
playback. As with video, be sure to rehearse with
and master any technology involved with audio aids,
and don’t let your sound track overwhelm or distract
from your own speech.

Select the Right Presentation Aids

Because there are so many choices, you may wonder,
“How do I decide which presentation aid to use?” Use
the suggestions in the How To box to help you. Get
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more advice about choosing and using presentation aids
at MySearchLab (www.mysearchlab.com).

@ Choose Presentation Aids )
-

'/ * Consider your audience. The age, interests,

L L and attitudes of your audience should affect
your selection of audiovisual support.

* Estimate the size of the audience. Choose presentation
aids that everyone will be able to see clearly.

® Think of your speech objective. Don’t select a presenta-
tion aid until you have decided on the purpose of your
speech.

* Evaluate your own skill and experience. Use only
equipment with which you are comfortable or have had
practical experience.

* Know the room in which you will speak. If the room
has large windows with no shades and no other way to
dim the light, do not consider using visuals that require
a darkened room.

- J

MEET YOUR OBJECTIVES

1. Discuss four ways in which presentation aids help
communicate ideas to an audience.
Presentation aids help you gain and maintain the
audience’s attention and communicate the organi-
zation of your ideas. They can improve listeners’
understanding and recollection of those ideas.

2. Describe the types of presentation aids and how to
use them effectively.
Three-dimensional presentation aids include objects,
models, and people. Two-dimensional presentation
aids include drawings, photographs, slides, maps,
graphs, charts, flipcharts, and chalkboards. Software
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presentation packages can be used to produce many
presentation aids inexpensively and efficiently.
Audiovisual aids include video clips and audio clips
or performances that help communicate ideas to
your listeners.

. Use criteria to choose presentation aids to include in

a speech.

Consider the audience, your topic and purpose, your
own skills, and the location of your speech when
choosing presentation aids.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Identify several public-speaking
situations that would lend themselves well to using
presentation aids. What are some situations in which
using presentation aids would 7ot be beneficial?

. Ethics Assessment Tom is preparing a speech on

driver safety. He plans to begin his speech with a
series of graphic pictures showing traffic accident
victims. Is it ethical to show graphic images that
arouse audience fears?

. Critical Assessment Professor Chou uses only the

chalkboard to illustrate her anthropology lectures
and then only occasionally writes a word or two.
What other types of visual or auditory aids could
Professor Chou use in teaching?



Preparing and Using
Presentation Aids

OBJECTIVES

1. Follow three guidelines for developing effective
presentation aids.

2. ldentify guidelines for effectively using presentation
aids.

Guidelines for Preparing Presentation Aids

Aspeech should be more than just what a speaker says,
with a few PowerPoint slides or other visual aids
added as an afterthought. Spend time carefully devel-
oping your visual rhetoric as well as your words. Three
guiding principles for effective presentations are to keep
them easy to see, keep them simple, and keep them safe.

Keep Them Easy to See

To communicate your ideas clearly, everyone in the
audience must be able see your presentation aids clearly.
Our most important advice is this: Write big!

Keep Them Simple

Your presentation aid should convey to your audience
information that you think is important, but your speech
should provide the majority of your message.

Simple, well-designed, and well-planned drawings
and pictures can be valuable additions to your presenta-
tion. Choose images carefully to ensure that the image
you display complements the mental image created by
your spoken words.

Computer-generated graphics should be simple and
uncluttered. Limit text to key words or phrases. If you
have a great deal of information, use two or three simple

180
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charts or slides rather than putting all your words on
one visual. Slides loaded with fancy fonts, clip art, and
outlandish colors can quickly become distracting and
hard to read. Instead of supporting your presentation,
they will actually confuse your audience and detract
from your message.

Each element in your visual aid should serve a clear
and specific purpose that is appropriate to your audi-
ence, topic, and setting.

Keep Them Safe!

While demonstrating how to string a bow during a
speech on archery, one student accidentally launched the
bow over the heads of his startled audience. Not only did
he lose credibility because he was not able to string the
bow successfully, but he also endangered his audience.

We cannot emphasize this point enough: Do not use
dangerous or illegal presentation aids! They are never
worth the risk of a ruined speech or an injured audience
member. Substitute a picture, chart, or other represen-
tational device.

Using Presentation Aids

Here are some tips to help you use presentation aids for
maximum audience impact.

Rehearse with Your Presentation Aids

Your appearance before your audience should not be
the first time you deliver your speech while holding up
an object, using a flipchart, or showing your Power-
Points. Practice with your presentation aids until you
feel at ease with them.

Make Eye Contact with Your Audience, Not with Your
Presentation Aids

Of course, you will need to glance at your visual aid
to make sure that it isn’t upside down or that it is the
proper one. But do not face the image or object while
giving your talk. Keep looking your audience in the eye.
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Explain Your Presentation Aids

Always set your visuals in a verbal context. Don’t just
unceremoniously announce, “Here are the recent statis-
tics on birth rates in the United States,” and hold up
your visual without further explanation. Tell the audi-
ence how to interpret the data.

Do Not Pass Objects among Members of Your
Audience

What can you do if your object is too small to be seen
without passing it around? If no other speaker follows
your speech, you can invite audience members to come
up and see your object when your speech is over. If your
audience is only two or three rows deep, you can even
hold up the object and move in close to the audience to
show it while you maintain control.

Use Animals with Caution

Most actors are unwilling to work with animals—and
for good reason. At best, they may steal the show. And
most often, they are unpredictable. You may think
you have the smartest, best-trained dog in the world,
but you really do not know how your dog will react
to a strange environment and an unfamiliar audience.
The risk of having an animal detract from your speech
may be too great to make planning a speech around one
worthwhile.

Use Handouts Effectively

Many speech instructors believe that you should not dis-
tribute handouts during a speech—handing out papers
during your presentation will only distract your audi-
ence. However, many audiences in business and other
types of organizations expect a summary of your key
ideas in written form. If you do find it necessary to use
written material to reinforce your presentation, consider
using the suggestions in the How To box.
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{@‘ Use Handouts
' Make sure handouts are really necessary. Do

not distribute handouts that have only a mar-
ginal relevance to your verbal message. They will defeat
your purpose.

® If your listeners do not need the information during
your presentation, save handouts for the end. Don’t
distribute your handout during the presentation unless
your listeners must refer to the material while you’re
talking about it.

* After distributing your handouts, tell audience mem-
bers to keep the material face down until you’re ready
to talk about the material.

® Control your listeners’ attention. Tell them where in
the handout you want them to focus. For example, you
could say, “I see that many of you are interested in the
second and third pages of the report. I'll discuss those
items in just a few moments. I’d like to talk about a few
examples before we get to page 2.”

® Clearly number handout pages. This will make it easy
for you to direct audience members to specific pages.

® Prepare images of each page of the handouts. Show the
image when you talk about the page, to make sure listen-
ers know where to focus. Don’t try to economize by only
displaying material and not providing handouts, however.
The print will undoubtedly be too small to be seen clearly.

* Distribute a summary of the key ideas at the end of
your talk. Your summary handout might also refer to
the specific action you want your audience to take.

Time the Use of Visuals to Control Your Audience’s
Attention

A skillful speaker knows when to show a supporting vi-
sual and when to put it away. For example, it’s not wise
to begin your speech with all your charts, graphs, and
drawings in full view, unless you are going to refer to
them in your opening remarks. Time the display of your
visuals to coincide with your discussion of the informa-
tion contained in them.
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> If possible, use a remote control device to advance
computer-generated images. Because you do not
need to stay anchored near the computer to advance
each slide, you can move around.

> Show a blank slide to return the audience’s focus
to you. You could also turn off the projection
altogether. Just don’t allow an image or bulleted
list of words unrelated to your message to compete
with you for your listeners” attention when you are
making a point or telling a story.

> Consider arranging for someone to help you. The
person can be a presentation aid, hold other aids,
turn the pages of your flipchart, or change the slides
on the projector. Make sure you rehearse with your
assistant so that all goes smoothly during your
presentation.

Use Technology Effectively

Some novice speakers are tempted to overuse presenta-
tion aids simply because they can quickly produce eye-
catching visuals. Resist this temptation.

Also consider that many classrooms and lecture
rooms are not equipped with the necessary hardware.
Don’t assume that the hardware and software you need
will be available in the room where you are speaking. Be
sure to ask what kinds of technology exist.

Remember Murphy’s Law

According to Murphy’s Law, if something can go wrong,
it will. When you use presentation aids, you increase the
chances that problems or snags will develop when you
present your speech. The chart may fall off the easel,
you may not find the chalk, or the computer in the room
may not be compatible with your software. Be prepared.
Bring backup supplies and have an alternative plan in
case your original plans go awry.

If something doesn’t go as you planned, do your best
to keep your speech on track. If the chart falls, pick it
up and keep talking; don’t offer lengthy apologies. If
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you can’t find the chalk, ask a friend to go on a chalk
hunt in another room. No computer-generated slides as
you had planned? Have all key pieces of information in
your notes rather than relying on the computer slides to
be your speech notes. A thorough rehearsal, a double-
check on your equipment, backup images, and such ex-
tra supplies as extension cords and masking tape can
help repeal Murphy’s Law.

QUICK CHECK

Use Presentation Aids Effectively

Rehearse until you feel at ease with your presentation aids.
Make eye contact with the audience, not with your presenta-
tion aids.

Explain your presentation aids.

Do not pass objects among members of your audience.

Use animals with caution.

Use handouts effectively.

Time your visuals to control your audience's attention.

Use technology effectively.

Remember Murphy's Law.
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MEET YOUR OBJECTIVES
1.

Follow three guidelines for developing effective
presentation aids.

Effective presentations are to easy to see, are simple,
and are safe to use.

. Identify guidelines for effectively using presentation

aids.

As you present your speech, remember to look at
your audience, not at your presentation aid; talk
about your visual, don’t just show it; avoid pass-
ing objects among your audience; use handouts to
reinforce the main points in your speech; time your
visuals carefully; and be sure to have backup sup-
plies and a contingency plan.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment You have prepared handouts,
several charts, and a short video clip to support your
speech. What steps should you take to make sure
your presentation is effective?

. Ethics Assessment Ceally wants to play sound clips

of offensive lyrics to demonstrate to his college
classmates the increased use of profanity in contem-
porary music. Would you advise Ceally to play these
songs, even though doing so might offend several
members of his audience?

. Critical Assessment Nikki plans to give a talk

encouraging listeners to support funding for a new
library. She wants to make sure they understand
how cramped and inadequate the current library is.
What type of visual support could she use to make
her point?
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\

Informative
V' Al Speaking

‘

OBJECTIVES
1.

Describe three goals and five different types of informa-
tive speeches.

. Effectively and appropriately use four strategies to

enhance audience understanding.

. Effectively and appropriately use three strategies to

maintain audience interest.

. Effectively and appropriately use four strategies to

enhance audience recall of information presented in an
informative speech.

. Develop an audience-centered informative speech.

Goals and Types of Informative Speeches

hen you inform someone, you assume the role of
a teacher. A speech to inform shares information

with others to enhance their knowledge or understand-
ing of concepts and ideas. The skill of teaching and
enhancing understanding is important to virtually any
profession. When you speak to inform, you typically at-
tempt to achieve three goals:

>

You speak to enbance understanding. Understand-
ing occurs when a listener accurately interprets the
intended meaning of a message.

You speak to maintain interest. If your listeners are
bored and not focusing on your message, you won’t
achieve your informative-speaking goal.

You speak to be remembered. The day after hearing
a presentation, most listeners remember only about
50 percent of what they were told. By two days

187
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later, they recall only about 25 percent. Your job as
an informative speaker is to improve those statistics.

Informative speeches can be classified according
to the subject areas they cover. As Table 22.1 shows,
classifying your speech can help you decide how to
organize the information you want to present. Good
organization will help your audience process your
message.

Strategies to Enhance Audience
Understanding

At the heart of creating understanding in someone is the
ability to describe both old and new ideas to the person.

Speak with Clarity

To speak with clarity is to express ideas so that the
listener understands the intended message accurately.
Speaking clearly is an obvious goal of an informative
speaker. What is not so obvious is how to speak clearly.
Whether it’s how to drive a car or how to care for an
aardvark, if you are already familiar with a topic, you’re
likely to think your task of communicating an idea to
someone is easier than it is.

Give careful thought to how you will help listeners
understand your message. Communication researcher
Joseph Chesebro has summarized several research-based
strategies you can use to enhance message clarity.'

> Preview your main ideas in your introduction.

> Tell your listeners how new information relates to a
previous point.

> Frequently summarize key ideas.

> Provide a visual outline to help listeners follow your
ideas.

> Provide a handout prior to your talk with the major
points outlined; leave space so that listeners can jot
down key ideas.

> Once you announce your topic and outline, stay on
message.



TABLE 22.1 Types of Informative Speeches

A Speech about Objects

A Speech about Procedures

A Speech about People

A Speech about Ideas

A Speech about Events

\

Description

Presents information about tangible things

Reviews how something works or describes a process

Describes either famous people or personal acquaintances

Presents abstract information or discusses principles,
concepts, theories, or issues

Describes an event that either has happened or will happen

Typical

Organization Patterns

Topical
Spatial
Chronological

Chronological
Topical
Complexity

Chronological
Topical

Topical
Complexity
Chronological

Topical
Spatial

Sample Topics

The Rosetta Stone
Museums

International Space Station
Voting machines

Howto. ..
Fix a carburetor
Operate a nuclear power plant
Buy a quality used car
Trap lobsters

Sojourner Truth
Nelson Mandela
Indira Gandhi

Your granddad

Your favorite teacher

Communism

Success

Buddhism

Reincarnation

Assassination of Abraham Lincoln
Inauguration Day

Cinco de Mayo )

ﬂ Bupjeads sanew.o| zz ¥31dVHD



PART 6 Types of Speeches

Another important suggestion to enhance message
clarity is don’t present too much information too quickly.
If you need to share highly detailed information, put
that information in writing.

Use Principles and Techniques of Adult Learning

Andragogy is the art and science of teaching adults. The
How To box summarizes some effective andragogical,
or adult-learning, principles found by researchers and
scholars.?

Clarify Complex Processes

Research suggests that you can demystify a complex
process if you first provide a simple overview of the
process with an analogy, a vivid description, or a word
picture.’

Analogies Amnalogies, or comparisons, can help lis-
teners understand unfamiliar ideas or processes by
comparing them to something they already know. To
comprehend the vastness of the Milky Way galaxy, for
instance, you might point out that if the Milky Way

‘@I‘ Use Adult-Learning Principles
* Give adults information they can use right

away. Listeners are more likely to focus on and
understand information they can apply immediately to
their mental “in-basket” or to-do list.

* Actively involve adult learners in the learning process.
Consider asking them questions to think about or, in
some cases, to respond to on the spot.

* Connect adult learners’ life experiences with new
information. First, know the kinds of experiences that
your listeners have had, and then refer to those experi-
ences as you present your ideas.

* Explain how new information is relevant to listeners’
needs and their busy lives.

* Seek ways to relate the ideas you present to listeners’
problems.
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were the size of North America, our entire solar system
would fit inside a coffee cup.*

Vivid Descriptions You can also describe a complex
process, providing more detail than when you just de-
fine something. Descriptions answer questions about
the who, what, where, why, and when of the process.
Who is involved? What is the process, idea, or event
that you want to describe? Where and when does it
take place? Why does it occur, or why is it important to
the audience? (Not all of these questions apply to every
description.)

Word Pictures You may want to clarify a process with
a word picture. Word pictures are lively descriptions
that help your listeners form a mental image by ap-
pealing to their senses of sight, taste, smell, sound, and
touch. To create an effective word picture, begin by
forming your own clear mental image of the person,
place, object, or process before you try to describe it.
See it with your “mind’s eye.”

> What would a listener see if he or she were looking
at it?

> What would listeners hear?

> If they could touch the object or do the process, how
would it feel to them?

> TIf your listeners could smell or taste it, what would

that be like?

To describe these sensations, choose the most specific
and vivid words possible. Onomatopoeic words—words
that sound like the sounds they name—such as buzz,
snort, bum, crackle, or biss, are powerful. So are simi-
les and other comparisons. “The rock was as rough as
sandpaper” and “the pebble was as smooth as a baby’s
skin” appeal to both the visual and the tactile senses.

Be sure to describe the emotions that a listener might
feel if he or she were to experience the situation you
relate. If you experienced the situation, describe your
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own emotions. Use specific adjectives rather than gen-
eral terms such as happy or sad.

One speaker, talking about her first speech assign-
ment, described her reaction this way: “My heart
stopped. Panic began to rise up inside. For the next
week, I lived in dreaded anticipation of the event.”®
Note how effectively her choices of such words and
phrases as “my heart stopped,” “panic,” and “dreaded
anticipation” describe her terror at the prospect of mak-
ing a speech—much more so than if she had said, “I
was scared.” The more vividly and accurately you can
describe emotion, the more intimately involved in your
description the audience will become.

Appeal to a Variety of Learning Styles

As you develop your speech and supporting materials,
consider how you can appeal to the variety of learning
styles among your listeners, including the following:

> Auditory learners learn best by hearing material.

> Visual print learners would much rather read mate-
rial than listen to it presented orally.

> Visual learners depend on more than words alone
to help them remember ideas and information. They
learn best with words and images. Your presenta-
tion aids can assist both kinds of visual learners.

> Kinesthetic learners learn best by moving while
learning. They would rather try something than
hear it, watch it, or read about it. Ponder ways to

allow listeners to move, such as asking for a show
of hands.

QUICK CHECK

Strategies to Enhance Audience Understanding

e Speak with clarity.

e Use principles and techniques of adult learning.
e Clarify complex processes.

® Appeal to a variety of learning styles.
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Strategies to Maintain Audience Interest

Before you can inform an audience, you must gain and
maintain their interest. No matter how carefully crafted
your definitions, skillfully delivered your description
of a process, or visually reinforcing your presentation
aid, if your listeners aren’t paying attention, you won’t
achieve your goal. Strategies for gaining and holding in-
terest are vital in achieving your speaking goal.

Establish a Motive for Your Audience to Listen to You

Most audiences probably will not be waiting breath-
lessly for you to talk to them. You will need to moti-
vate them to listen to you. Unless you hold the power
to reward or punish your listeners, you will need to find
more creative ways to get your audience to listen to you.
Pique their interest with a story. Tell them how the in-
formation you present will be of value to them. Use an
unexpected twist or rhetorical question.

Tell a Story

Good stories with interesting characters and riveting
plots have fascinated listeners for millennia; the words
“Once upon a time” are usually a surefire attention get-
ter. Stories are also a way of connecting your message to
people from a variety of cultural backgrounds.

The characteristics of a well-told tale are simple yet
powerful. A good story includes conflict, incorporates
action, creates suspense, and may also include humor.

> Conlflict. Stories that pit one side against another
and describe opposing ideas and forces in govern-
ment, religion, or personal relationships foster
attention.

> Action. An audience is more likely to listen to an
action-packed message than to one that listlessly
lingers on an idea too long. The key to maintaining
interest is a plot that moves along to hold attention.
Good stories have a beginning that sets the stage, a
heart that moves to a conclusion, and an ending that
ties up all the loose ends.
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> Suspense. Suspense is created when the characters
in the story may do one of several things. Keeping
people on the edge of their seats because they don’t
know what will happen next is an element in good
storytelling.

> Humor. Using a bit of humor makes the point while
holding the listener’s attention. Not all stories have
to be funny. Stories may be sad or dramatic with-
out humor. But adding humor at appropriate times
usually helps maintain interest and attention.

Present Information That Relates to Listeners

Being an audience-centered informative speaker means
being aware of information that your audience can use.
If, for example, you are going to teach your audience
about recycling, be sure to talk about specific recycling
efforts on your campus or in your community. Adapt
your message to the people who will be in your audience.

Use the Unexpected

Advertisers know that listeners will focus on the unex-
pected. If you add a surprise twist to a quotation or sto-
ry, audience members will increase their attention. You
can also create a “mini-mystery” by asking a rhetorical
question to get listeners to actively process your words.®

Strategies to Enhance Audience Recall

Some speakers are better than others at presenting infor-
mation in a memorable way. Here are some strategies
that will help your audiences remember you and your
message.

Build In Redundancy

When you speak, repeat key points. Give a clear preview
at the beginning of your talk as well as a summary state-
ment in your conclusion. Include internal summaries—
short summaries after key points during your speech—
to help audiences remember key ideas. Use numeric
signposts (numbering key ideas verbally by saying, “My
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first point is. . . . My second point is. . . .”) to make sure
your audience can identify and remember key points.

A reinforcing visual aid that displays your key ideas
can also enhance recall. If you really want to ensure that
listeners come away from your speech with essential in-
formation, consider preparing a handout or an outline
of key ideas.

Make Your Key Ideas Short and Simple

Don’t bombard listeners with lengthy lists. One clas-
sic research study concluded that people can hold only
about seven pieces of information in their short-term
memories.” Remember to crystallize the central idea of
your speech into a one-sentence statement. Phrase your
central-idea statement, as well as your main points, as
simply as possible. Try to make them short enough to fit
on a bumper sticker.

Pace Your Information Flow

Organize your speech so that you present an even flow
of information, rather than bunching up a number of
significant details around one point. If you present too
much new information too quickly, you may overwhelm
your audience.®

Make sure that your audience has time to process any
new information. Use supporting materials both to help
clarify new information and to slow down the pace of
your presentation. Do not try to see how much detail
and content you can cram into a speech.

Reinforce Key Ideas

Reinforcing key ideas is one of the most powerful tech-
niques of all.

Reinforce Ideas Verbally You can reinforce an idea
by using such phrases as “This is the most impor-
tant point” or “Be sure to remember this next point.”
Suppose you have four suggestions for helping your lis-
teners avoid serious sunburn, and your last suggestion
is the most important. How can you make sure your
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audience knows that? Just tell them. “Of all the sugges-
tions I’ve given you, this last tip is the most important
one. The higher the SPF level on your sunscreen, the
better.” Be careful not to overuse this technique. If you
claim that every other point is a key point, soon your
audience will not believe you.

Reinforce Ideas Nonverbally You can also signal
the importance of a point with nonverbal emphasis.
Gestures serve the purpose of accenting or emphasizing
key phrases, as italics do in written communication.

> A well-placed pause can provide emphasis and rein-
forcement to set off a point. Pause just before or just
after making an important point to focus attention on it.

> Raising or lowering your voice can also reinforce a
key idea.

> Movement can help emphasize major ideas. Moving
from behind the lectern to tell a personal anecdote
can signal that something special and more intimate
is about to be said.

> Your movement and gestures should be meaning-
ful and natural, rather than seemingly arbitrary or
forced. Your need to emphasize that an idea can pro-
vide the motivation to make a meaningful movement.

Developing an Audience-Centered
Informative Speech

Use the audience-centered speaking model, shown in
Figure 3.1 on page 17, to guide you step-by-step through
the process of preparing an informative speech. Visit
MySearchLab (www.mysearchlab.com) to analyze these
key elements in examples of informative speeches.

Consider Your Audience

As with any type of speech, you need to consider three
general questions about audience analysis when prepar-
ing an informative talk:


www.mysearchlab.com
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> To whom are you speaking? Find out as much as
you can about what they already know and their
preferred learning styles.

> What are their interests, attitudes, beliefs, and
values? Determining listeners’ interests, attitudes,
beliefs, and values can help you balance your use of
strategies to enhance understanding and recall with
your need for strategies to maintain interest.

> What do they expect from you? Careful consider-
ation of the audience’s expectations can help you
maintain their interest, perhaps by surprising them
with something they do not expect.

Select and Narrow Your Informational Topic

To choose what you will say about a topic, ask your-
self, and answer, the question, “What do my listeners al-
ready know about my topic?” You also should consider
the question, “How interested are they in my topic?”
If your audience is both knowledgeable and interested
in your topic, you can provide more details and build
on the information they already have. If they are likely
to be uninterested or uninformed, then you’ll need to
establish, early on in your message, a clear and engaging
reason they should tune you in.

Determine Your Informative Purpose

You already know that your general purpose is to inform.
You also need to develop a behavioral specific-purpose
statement that says what you want your audience to
state, describe, identify, list, or otherwise do to demon-
strate what they learn from your speech. Although you
may never actually ask it, it may help to think of your
specific-purpose sentence as a test question that you’re
writing for your audience.

Develop Your Central Idea

With a clear and precise specific-purpose sentence,
you’ll be better prepared to identify your central idea—
a one-sentence summary of your message. As we noted
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earlier in the chapter, you should state your central idea
as simply as possible.

Generate Your Main Ideas

The type of informative talk you are planning will influ-
ence your central and main ideas. A speech about an
object may lend itself to certain main ideas—such as his-
tory, features, and uses of the object—whereas a speech
about a person might be more likely to have main ideas
related to the person’s accomplishments or relationship
to you, the speaker.

Gather Your Supporting Materials

The type of informative speech you make will often give
you ideas about supporting materials. Biographical de-
tails and stories will most likely support a speech about
a person. Stories, examples, or statistics may help you
teach your audience about an event or idea. Supporting
visual aids often make “how-to” speeches about proce-
dures effective. Speeches about objects also often benefit
from visual aids, especially if the actual object is appro-
priate to show.

Organize Your Speech

As shown in Table 22.1 on page 189, different types of
informative speeches lend themselves to different orga-
nizational patterns.

Rehearse Your Presentation

Rehearse your speech out loud while standing. Re-creating
the experience of actually delivering your speech helps you
not only polish your delivery, but also better manage any
apprehension you may have.

For informative speeches, it is especially helpful to
rehearse in front of people who are similar to your lis-
teners. Seek their feedback about whether you are ef-
fectively teaching them about your topic. To determine
whether your speech is meeting your learning objectives,
you may even actually ask your sample audience the
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“test question” you developed as your specific-purpose
statement.

Deliver Your Speech

Effective audience-centered speakers are continually
looking for ways to adapt and modify their message as
they speak. This is especially important in informative
speaking. As you speak, watch your audience closely for
puzzled facial expressions or other signs that may indi-
cate they do not understand your informative message.
Be alert, too, for any signs of wandering attention, such
as fidgeting or lack of eye contact. Be prepared to adapt
your message, using the strategies discussed earlier in
this chapter for enhancing listeners” understanding and
maintaining their attention.

MEET YOUR OBJECTIVES

1. Describe three goals and five different types of
informative speeches.
Informative speakers must enhance listeners’
understanding, maintain their interest, and be
remembered. They can make speeches about
objects, procedures, people, events, and ideas.

2. Effectively and appropriately use four strategies to
enhance audience understanding.
To enhance your listeners’ understanding, define
ideas clearly, use adult-learning principles, clarify
unfamiliar ideas or complex processes, use descrip-
tions effectively, and address listeners’ variety of
learning styles.

3. Effectively and appropriately use three strategies to
maintain audience interest.
To gain and maintain listeners’ interest, you must
motivate your audience to listen to you. Tell a story,
present information that relates to listeners, or use
the unexpected.
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. Effectively and appropriately use four strategies to

enhance audience recall of information.

Help your listeners remember what you tell them

by being redundant, keeping your ideas short and
simple, pacing the flow of information, and reinforc-
ing important points.

. Develop an audience-centered informative speech.

You can apply principles of informative speaking at
every step of the the audience-centered method of
speaking.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment What strategies do your instructors
use in class to motivate students to listen, enhance
listeners’ understanding, and improve their recall?

. Ethics Assessment In order to give your 5-minute

speech about nuclear energy, you must greatly sim-
plify a very complex process. How can you avoid mis-
representing your topic? Should you let your audience
know how much you are simplifying the process?

. Critical Assessment You have been asked to

speak to a kindergarten class about your chosen
profession. How can you make your message clear,
interesting, and memorable to your audience?



Understanding
Principles of
Persuasive Speaking

OBJECTIVES
1. Describe the goals of persuasive messages.

2. Explain classic and contemporary theories of how
persuasion occurs.

3. Describe four ways to motivate listeners to respond to a
persuasive message.

4. Prepare and present an audience-centered persuasive
speech.

The Goals of Persuasion

Persuasion is the process of changing or reinforcing
attitudes, beliefs, values, or behaviors. In a persua-
sive speech, the speaker explicitly asks the audience to
make a choice, rather than just informing them of the
options. To advocate a particular view or action suc-
cessfully, you must understand your listeners’ positions
before you speak.

Attitudes

Our attitudes represent our likes and dislikes. Stated
more precisely, an attitude is a learned predisposition
to respond favorably or unfavorably toward something.
Attitudes (likes and dislikes) are easier to change than
either beliefs or values.

Beliefs

A belief is what you understand to be true or false. If you
believe in something, you are convinced that it exists or
is true. Beliefs are typically based on past experiences
or evidence, but some beliefs are based on faith—we
haven’t directly experienced something, but we believe

201
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anyway. A belief is more susceptible to change than a
value is, but it is still difficult to alter. Beliefs are changed
by evidence. Usually it takes a great deal of evidence to
change a belief and alter the way your audience struc-
tures reality.

Values

A value is an enduring conception of right or wrong,
good or bad. If you value something, you classify it as
good or desirable, and you tend to think of its opposite
or its lack as bad or wrong. If you do not value some-
thing, you are indifferent to it. Speeches that focus on
changing or reinforcing audience values emphasize how
and why something is better than something else. Values
form the basis of our life goals and the motivating force
behind our behavior, and listeners’ values are difficult
to change. Understanding what your listeners value can,
however, help you adapt the content of your speech to
their values.

Behavior

Persuasive messages often attempt to do more than
change or reinforce attitudes, beliefs, or values—they
attempt to change behavior. Several factors motivate us
to respond to persuasive messages with a change in be-
havior: our actual and perceived needs, our tendency to
avoid pain and seek pleasure, our emotional reactions,
and our compulsion to seek psychological balance and
order in our lives.

How Persuasion Works

There are many theories and considerable research on
how persuasion works. We’ll discuss two approaches
here: (1) a classic approach identified by the ancient
Greek rhetorician Aristotle; and (2) the elaboration like-
lihood model (ELM), a contemporary theory that builds
on the classic approach. Both suggest that persuasion is
a complex process, and that not all of us are persuaded
in the same way. Aristotle’s theory emphasizes what a
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speaker should do to influence an audience, however,
while ELM theory describes how listeners process the
messages they hear.

Aristotle’s Traditional Approach: Using Ethos, Logos,
and Pathos to Persuade

Aristotle, a Greek philosopher and rhetorician who lived
and wrote in the fourth century BCE, defined rhetoric as
the process of discovering, in any particular case, the
available means of persuasion. He identified three gen-
eral methods (or, using his language, “available means™)
of persuasion. They are ethos, logos, and pathos.

Ethos To use ethos to persuade, an effective communi-
cator must be credible. Not only must the information
be credible, Aristotle believed the speaker also should
be ethical, possess good character, have common sense,
and be concerned for the well-being of the audience.
The more credible and ethical a speaker is perceived to
be, the greater the chances are that a listener will believe
in, trust, and respond positively to the speaker’s persua-
sive message.

Logos The word logos literally means “the word.”
Aristotle used this term to refer to the rational, logical
arguments that a speaker uses to persuade someone.
A skilled persuader not only reaches a logical conclu-
sion, but also supports the message with evidence and
reasoning.

Pathos Aristotle used the term pathos to refer to the
use of appeals to emotion in persuasion. Emotion-
arousing stories and examples, as well as pictures and
music, all appeal to listeners’ emotions.

ELM'’s Contemporary Approach: Using a Direct or
Indirect Path to Persuade

The elaboration likelihood model (ELM) of persua-
sion has a long name but is actually a simple idea that
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explains how you are persuaded to do or think about
something.’

To elaborate means that you think about the infor-
mation, ideas, and issues related to the content of the
message. When you elaborate on a message, you are
critically evaluating what you hear by paying special
attention to the arguments and evidence the speaker
is using. The likelihood of whether you elaborate on a
message or not (hence, the name elaboration likelihood
model) varies from person to person and depends on the
topic of the message. The theory suggests that there are
two ways you can be persuaded:

1. A direct persuasion route that you follow when you
elaborate on, or critically evaluate, a message.

2. An indirect persuasion route, in which you don’t
elaborate and are more influenced by the peripheral
factors of the message and messenger. You might,
for example, be persuaded by your emotional reac-
tion to the speaker’s examples or by your liking of
the speaker.

ELM theory suggests that, as a speaker, you need
not only to present well-reasoned arguments with cred-
ible evidence, but also to be attuned to indirect factors
that can influence your listeners, such as your delivery,
appearance, and your audience’s general impression of
how prepared you are.

QUICK CHECK
Theories of Persuasion
Aristotle ELM
Focus is on speaker’s actions:  Focus is on listeners’ actions:
* Logos—logic, evidence e Direct route—elaboration
e Ethos—speaker credibility on logic, evidence
and ethics e Indirect route—no
e Pathos—emotion elaboration, persuaded by

factors such as credibility
and emotion
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How to Motivate Listeners

Motivation is the underlying internal force that drives
people to achieve their goals. Persuasion works because
listeners are motivated to respond to a message. An
audience is more likely to be persuaded if you help
members solve their problems or otherwise meet their
needs. They can also be motivated if you convince them
that good things will happen to them if they follow your
advice, or that bad things will occur if they don’t.

Use Dissonance

According to dissonance theory, when you are present-
ed with information inconsistent with your current atti-
tudes, beliefs, values, or behavior, you experience a kind
of discomfort called cognitive dissonance.” The word
cognitive refers to thoughts; dissonance means “lack
of harmony or agreement.” So cognitive dissonance
means that you are experiencing a way of thinking that
is inconsistent and uncomfortable. Most people seek to
avoid feelings of dissonance; thus, creating dissonance
with a persuasive speech can be an effective way to
change attitudes and behavior.

The first tactic in such a speech is to identify an exist-
ing problem or need. Then, the speaker ethically describes
the problem to listeners in a way that arouses cognitive
dissonance. Finally, the persuasive speaker suggests a so-
lution to the problem that can help listeners reduce dis-
sonance. Listeners can react in several ways to your use
of dissonance, only one of which serves your purpose.’

> Listeners may discredit the source (you). You need
to ensure that your audience will perceive you as
competent and trustworthy so that they will accept
your message.

> Listeners may reinterpret the message. They may
choose to focus on the parts of your message that
are consistent with what they already believe and
ignore the unfamiliar or controversial parts. To
counter this tendency, make your message as clear
as possible.
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> Listeners may seek new information. Audience
members may look for additional information to
negate your position. Be sure your own evidence is
trustworthy, making it harder to refute.

> Listeners may stop listening. Some messages are so
much at odds with listeners’ current positions that
they may decide to stop listening. The principle
of selective exposure suggests that we tend to pay
attention to messages that are consistent with our
points of view and to avoid those that are not. Being
aware of listeners’ existing attitudes, beliefs, and
values can help you ensure they don’t tune out.

> Listeners may change their attitudes, beliefs, values,
or behavior—as the speaker wishes them to do. If
listeners change their attitudes, they can reduce their
dissonance and restore their sense of balance.

Use Listener Needs

Need is one of the best motivators. The more you under-
stand what your listeners need, the greater the chances
are that you can gain and hold their attention and ulti-
mately get them to do what you want.

Abraham Maslow suggested that a hierarchy of needs,
as shown in Figure 23.1, motivates everyone’s behavior.

I Self-actualization needs

I Self-esteem needs

I Social needs
I Safety needs

I Physiological needs

FIGURE 23.1] Maslow’s hierarchy of needs.
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Maslow suggested that we must meet basic physiologi-
cal needs (such as food, water, and air) before we can be
motivated to respond to higher-level needs.* Although
research suggests that we are not limited to hierarchical
order and can be motivated by several needs at the same
time, Maslow’s hierarchy provides a useful checklist of
potential listener motivations that a persuasive speaker
can activate in order to change or reinforce attitudes,
beliefs, values, or behavior.

Physiological Needs The most basic needs for all hu-
mans are physiological: We all need air, water, and food.
According to Maslow’s theory, unless those needs are met,
it will be difficult to motivate a listener to satisfy other
needs. Try to ensure that listeners are physically comfort-
able before making appeals based on higher-level needs.

Safety Needs Once basic physiological needs are met,
listeners are concerned about their safety. We all need
to feel safe, secure, and protected. Persuasive speakers
often appeal to our need to provide for our own and
our loved ones’ safety.

Social Needs We all need to feel loved and valued.
We need contact with others and reassurance that they
care about us. According to Maslow, these social needs
translate into our need for a sense of belonging to a
group (a fraternity, a religious organization, a circle of
friends). Powerful persuasive appeals are based on our
need for social contact.

Self-Esteem Needs The need for self-esteem reflects
our desire to think well of ourselves. Advertisers often
appeal to this need to persuade us to buy products.

Self-Actualization Needs The need for self-actualization
is the need to fully realize one’s highest potential, which
Maslow suggested could be addressed only after we met
needs at the other four levels. Persuasive calls to be the
best at something appeal to this need.
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Use Positive Motivation

Positive motivational appeals are suggestions that good
things will happen to listeners who heed the speaker’s
advice. A key to using positive motivational appeals ef-
fectively is to know what your listeners value. Knowing
what audience members view as desirable, good, and
virtuous can help you select the benefits of your per-
suasive proposal that will best appeal to them. Know-
ing that your listeners value clean air, for example, may
help you persuade them to support your proposal for
new limits on emissions.

Use Negative Motivation

The use of a threat to change someone’s attitude or
behavior is one of the most effective approaches. Negative
motivation, also known as a fear appeal, takes the form
of an “if-then” statement. If you don’t do X, then awful
things will happen to you. An important need will go
unmet unless the desired behavior or attitude change

{ ‘ Use Fear Appeals to Persuade
‘ ' * Threaten listeners’ loved ones. A strong
Y (hreat to a loved one tends to be more success-

ful than a fear appeal directed at the audience members
themselves.

* Establish your credibility. The more credible your audi-
ence perceives you to be, the more likely it is that your
fear appeal will be effective.

® Make sure the threat is real. Fear appeals are more
successful if you can convince listeners that the threat
will probably occur unless they take the action you are
advocating.

® Make the threat scary. Increasing the intensity of a fear
appeal increases the chances that it will be effective.’

* Empower listeners. Make sure you tell your listeners
what they can do to reduce the threat—take the action
you are suggesting.’

* Don’t exaggerate. As an ethical speaker, you must be
truthful in fear appeals.
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occurs. Ethical and successful fear appeals require care-
ful consideration of your audience. Consider the tips in
the How To box.

Developing Your Persuasive Speech

The process of developing a persuasive speech follows
the same audience-centered path you would take to de-
velop any speech.

Consider the Audience

Although being audience-centered is important in every
speaking situation, it is vital when your objective is to
persuade. It would be extremely difficult to persuade
someone without knowing something about his or her
interests, attitudes, beliefs, values, and behaviors.

Remember that persuasion works differently for dif-
ferent cultural groups. Learn as much as you can about
the cultural perspectives of your listeners so that you
can ethically adapt your message to use persuasive strat-
egies listeners will find convincing.

Select and Narrow Your Persuasive Topic

The best persuasive-speech topics focus on important
rather than frivolous issues. You’ll present a better
speech if you select a topic you can speak about with
sincere conviction. However, the ideal topic speaks to
a need, concern, or issue of the audience, as well as to
your interests and zeal.

Controversial issues—questions about which people
disagree—make excellent sources for persuasive top-
ics. In choosing a controversial topic, you need to be
audience-centered. Know the local, state, national, or
international issues that interest your listeners.

Determine Your Persuasive Purpose

You know your general purpose is to persuade. To
develop your specific purpose, consider your audience.
Social judgment theory suggests that listeners will come
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to your speech with one of three positions: (1) a latitude
of acceptance, in which they generally agree with you;
(2) a latitude of rejection, in which they disagree; or (3)
a latitude of noncommitment, in which they are not
yet committed.” If most of your listeners are in the lati-
tude of rejection, it will be difficult to move them to the
latitude of acceptance in a single speech. A more real-
istic goal might be to make them less certain of their
rejection.

Develop Your Central Idea and Main Ideas

When persuading others, most speakers find it useful
to state their central idea in the form of a proposition.
A proposition is a statement with which you want
your audience to agree. There are three categories of
propositions.

Proposition of Fact A proposition of fact focuses on
whether something is true or false or on whether it
did or did not happen. To be a good speech topic, a
proposition of fact must be debatable, such as “Global
climate change is (or is not) occurring.” It should not be
a fact, such as who won the last Super Bowl, that can
be easily verified. Most persuasive speeches that focus
on a proposition of fact identify and provide evidence
for one or more reasons that the proposition is true.

Proposition of Value A proposition of value is a state-
ment that calls for the listener to judge the worth or
importance of something. Value propositions often di-
rectly compare two things, or two courses of action,
and suggest that one of the options is better than the
other.

Proposition of Policy The third type of proposition,
a proposition of policy, advocates a specific action—
changing a policy, procedure, or behavior. Typically,
propositions of policy include the word should. For
example, “Public schools should encourage more physi-
cal activity.”
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Gather Supporting Material

Keep in mind Aristotle’s three “available means” of per-
suasion as you gather supporting materials: (1) ethos
includes using credible and ethical supporting material;
(2) logos requires you to use effective logic and reason-
ing to support your main ideas; and (3) pathos suggests
using appropriate emotional support.

Organize Your Speech

Your audience and your specific purpose can help you
decide how to begin your message, organize your ideas,
and conclude your talk. We’ll discuss specific patterns
of organization in the next chapter.

Rehearse and Deliver Your Speech

When your goal is to persuade, make a special effort to
rehearse your speech in front of another person or to
run some of your ideas past others to check the overall
clarity and structure of your message.

As you deliver your speech, remember that ELM pre-
dicts that the emotional energy of your delivery can, in
itself, be persuasive to some of your listeners. From Ar-
istotle’s view, your verbal and nonverbal cues reinforce
your credibility and logic (ethos and logos), as well as
make an emotional connection to listeners (pathos).
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MEET YOUR OBJECTIVES

1. Describe the goals of persuasive messages.
The goals of persuasion are to change or reinforce
attitudes, beliefs, values, or behavior.

2. Explain classic and contemporary theories of how
persuasion occurs.
Aristotle suggested using ethos, logos, and pathos to
persuade. The elaboration likelihood model suggests
that listeners either follow a direct route to persua-
sion, in which they elaborate (think about) the issues
and evidence, or an indirect route, in which they
don’t elaborate.

3. Describe four ways to motivate listeners to respond
to a persuasive message.
Persuasive speakers can motivate listeners through
cognitive dissonance, satisfying listeners’ needs,
positive motivational appeals, or fear appeals.

4. Prepare and present an audience-centered persuasive
speech.
You can apply principles of persuasion at all steps in
the audience-centered speechmaking process.

THINK ABOUT THESE QUESTIONS

1. Self Assessment If you were attempting to sell a
new computer system to the administration of your
school, what persuasive principles would you draw
on to develop your message?

2. Ethics Assessment Is it ethical to develop a persua-
sive message that supports an attitude or belief with
which you personally disagree?

3. Critical Assessment Martha has been asked to
speak to the Association for the Preservation of the
Environment. What possible persuasive topics and
propositions would be appropriate for her audience?



Using Persuasive
Strategies

OBJECTIVES

1. Identify strategies to improve your initial, derived, and
terminal credibility.

2. Use principles of effective logic and evidence to
develop a persuasive message.

3. Employ effective techniques of using emotional appeal
in a persuasive speech.

4. Adapt your persuasive message to receptive, neutral,
and unreceptive audiences.

5. Use strategies for effectively organizing a persuasive

speech.

Establishing Your Credibility

Credibility, which Aristotle referred to as ethos, is the

audience’s perception of a speaker’s competence,

trustworthiness, and dynamism.

>

Competence. You show competence by being
informed, skilled, or knowledgeable about your
subject. One way to enhance your competence is to
cite credible evidence to support your point.
Trustworthiness. While delivering your speech, dem-
onstrate your trustworthiness by conveying honesty
and sincerity. One way to earn the audience’s trust
is by demonstrating that you have had experience
dealing with the issues you talk about. Your sincer-
ity may be suspect, however, if you advocate some-
thing that will result in a direct benefit to you.
Dynamism. You project dynamism, or energy,
through your delivery. Charisma is a form of dyna-
mism. A charismatic person possesses charm, talent,

213
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magnetism, and other qualities that make the person
attractive and energetic.

The more credible your listeners find you, the more
effective you will be as a persuasive communicator.
Speakers establish their credibility in three phases.

Initial Credibility

Initial credibility is the impression of your credibility
that listeners have even before you speak. Give careful
thought to your appearance, and establish eye contact
before you begin your talk. Prepare a brief description
of your credentials and accomplishments so that the
person who introduces you can use it in his or her intro-
ductory remarks.

Derived Credibility

Derived credibility is the perception of your credibil-
ity that listeners form as you present yourself and your
message. These strategies can enhance your derived
credibility:

> Establish common ground with listeners by indicat-
ing in your opening remarks that you share their
values and concerns.

> Support your arguments and conclusions with evi-
dence.

> Present a logically organized, well-delivered message.
Using appropriate internal summaries, signposts,
and enumeration of key ideas can enhance your
credibility as a competent and rational advocate.

Terminal Credibility

The last phase of credibility, called terminal credibility,
is the perception that listeners have of your credibility
when you finish your speech. Continue to make eye
contact. Don’t leave the lectern or speaking area until
you have finished your closing sentence. Even if there is
no planned question-and-answer period following your
speech, be ready to respond to questions.
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Use Logic and Evidence to Persuade

Logic is a formal system of rules for making inferences.
Persuasive speakers need to pay careful attention to the
way they use logic, or logos in Aristotle’s wording, to
reach a conclusion. Present evidence and then use ap-
propriate reasoning to lead your listeners to the conclu-
sion you advocate. Evidence consists of facts, examples,
statistics, and expert opinions that you use to support
and prove the points you wish to make. Reasoning is the
process of drawing a conclusion from evidence. Proof
consists of the evidence plus the conclusion you draw
from it.

Understanding Types of Reasoning

There are three major ways to structure an argument in
order to reach a logical conclusion: inductively, deduc-
tively, and causally.

Inductive Reasoning Using inductive reasoning, you
reach a general conclusion based on specific examples,
facts, statistics, and opinions. You may not know for
certain that the specific instances prove that the conclu-
sion is true, but you decide that, in all probability, the
specific instances support the general conclusion.

To judge the validity of a generalization arrived at
inductively, ask these questions:

> Are there enough specific instances to support the
conclusion?

> Are the specific instances typical?

> Are the instances recent?

Reasoning by Analogy Reasoning by analogy is a spe-
cial type of inductive reasoning. An analogy is a com-
parison. This form of reasoning compares one thing,
person, or process with another, to predict how the sec-
ond thing will perform and respond. You could reason
that a law that works in one state would have the same
effect if used in another state.
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There are questions that you should ask in order to
check the validity of conclusions reached via analogy:

> Do the ways in which the two things (such as two
states) are alike outweigh the ways in which they are
different?

> Is the assertion about the original thing, person, or
process true?

Reasoning by Sign Reasoning by sign, another special
type of inductive reasoning, occurs when the presence
of one or more signs leads you to a conclusion that
something else has happened or will happen. For ex-
ample, thunder and dark clouds are signs that rain will
happen. When you use or hear reasoning by sign, you
must establish that there is a strong, predictive rela-
tionship between the sign and the conclusion. Multiple
signs improve your ability to predict.

Deductive Reasoning Reasoning from a general state-
ment or principle to reach a specific conclusion is called
deductive reasoning. This is just the opposite of induc-
tive reasoning.

Deductive reasoning can be structured in the form of
a syllogism, which includes three elements:

1. A major premise, a general statement. A classic
example of a major premise is based on mythology:
All gods are immortal.

2. A minor premise, a more specific statement about
an example linked to the major premise. The minor
premise in our classic example might be: Zeus is
a god.

3. The conclusion, based on the major premise and the
minor premise. Following our classic example, we
could conclude: Zeus is immortal.

You need to ensure that both the major and the minor
premises are true and can be supported with evidence. If
they are both true, then you can state with certainty—
rather than just probability—that your conclusion is also
true.
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Causal Reasoning Causal reasoning relates two or more
events in such a way as to conclude that one or more of
the events caused the others. Reasoning by sign points
out that one thing predicts another, but causal reason-
ing concludes that one thing actually causes another.

> Reasoning from cause to effect, you move from a
known fact to a predicted result, or from something
that has occurred to something that has not yet
occurred. For example, “If we allow the current
pollution of the river to continue, townspeople will
become ill.”

> Reasoning from effect to cause, you move from
known effect to unknown cause. You might show
that many townspeople have illnesses that are a
known effect of polluted water and then point to the
river as the likely cause of their illnesses.

QUICK CHECK
Types of Reasoning

* Inductive reasoning draws a conclusion based on specific
examples. Reasoning by analogy and signs are special types
of inductive reasoning.

e Deductive reasoning applies a general principle to specific
examples. A deductive syllogism contains a major premise,
minor premise, and conclusion.

e Causal reasoning relates two or more events so as to
conclude that one or more events caused the others. Your
causal reasoning can proceed from a known cause to an un-
known effect, or from a known effect to an unknown cause.

Adapt Reasoning for a Culturally Diverse Audience

Speakers from the United States typically use factual
inductive reasoning; they identify specific facts and use
them to support a general proposition or conclusion.
However, not all cultures prefer such a direct, linear
approach.' Some cultures use a deductive pattern of rea-
soning, in which a speaker begins with a general premise
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and then links it to a specific situation. Middle Eastern
speakers usually do not use standard inductive or de-
ductive structures. They are more likely to use narra-
tive methods, which persuade listeners by allowing them
to draw their own conclusions from stories, extended
analogies, and examples.*

Supporting Your Reasoning with Evidence

When attempting to persuade listeners, make sure that
your evidence logically supports the inductive, deduc-
tive, or causal reasoning you are using to reach your
conclusion. Evidence in persuasive speeches consists of
facts, examples, expert opinions, and statistics.

> A fact is something that has been directly observed
to be true or can be proved to be true. An inference
is a conclusion based on available evidence or par-
tial information.

> Examples are illustrations that are used to dramatize
or clarify a fact. Only valid, true examples can be
used to help prove a point. A hypothetical example,
one that is fabricated to illustrate a point, should
not be used to reach a conclusion. It should be used
only to clarify.

> Opinions can serve as evidence if they are expressed
by an expert. Opinions are usually most persuasive
if they are combined with other evidence, such as
facts or statistics, that support the expert’s position.

> A statistic is a number used to summarize several
facts or samples.

If you use inductive reasoning (moving from specific
examples to a general conclusion), you need to make
sure you have enough facts, examples, statistics, and
credible opinions to support your conclusion. If you
reason deductively (from a generalization to a specific
conclusion), you need evidence to document the truth
of your initial generalization. When you are developing
an argument using causal reasoning, evidence is also vi-
tal, as you attempt to establish that one or more events
caused something to happen.
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Once you have gathered evidence, follow these strate-
gies to use it effectively:’

> Use credible evidence. Listeners are more likely to
respond to your arguments if they determine that
your evidence is from a trustworthy, knowledge-
able, and unbiased source. Reluctant testimony, a
statement from someone who has reversed his or her
position or a statement that is not in the speaker’s
best interest, is especially powerful.

> Use new evidence. Evidence should not only be
up-to-date but also new to listeners—something they
have not already heard.

> Use specific evidence. Avoid vague terms, such as
“many people.” Use specific numbers and descrip-
tions whenever possible.

> Use evidence to tell a story. Your evidence will be
more powerful if the facts, examples, statistics, and
opinions fit together to tell a story to make your point.

> Use culturally appropriate evidence. Listeners from
some cultures will be more persuaded by stories or
eyewitness testimony, while others will more likely
be swayed by statistics.* You may need to ask a
sampling of audience members or someone who
knows the audience well what kind of evidence will
be the most convincing.

Avoid Faulty Reasoning

Many persuaders use inappropriate techniques called fal-
lacies. A fallacy is false reasoning that occurs when some-
one attempts to persuade without adequate evidence or
with arguments that are irrelevant or inappropriate. You
will be a better and more ethical speaker and a better
listener if you are aware of the following fallacies.

Causal Fallacy The causal fallacy involves making a
causal connection without enough evidence to support
the cause-and-effect conclusion. Simply because one
event follows another does not mean that the two are
related.
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Bandwagon Fallacy Someone who argues that “every-
body thinks it’s a good idea, so you should too” is using
the bandwagon fallacy. Simply saying that “everyone”

“jumping on the bandwagon,” or supporting a par-
tlcular point of view, does not make the point of view
correct.

Either/Or Fallacy Someone who argues that there are
only two approaches to a problem is trying to oversim-
plify the issue by using the either/or fallacy.

Hasty Generalization A person who reaches a conclu-
sion from little or no evidence is making a hasty gener-
alization. Because one person became ill after eating the
meat loaf in the cafeteria, everyone eating in the cafete-
ria will not necessarily develop food poisoning.

Ad Hominem Also known as attacking the person, an
ad hominem (Latin for “to the man”) argument in-
volves attacking irrelevant personal characteristics of
the person who is proposing an idea, rather than at-
tacking the idea itself.

Red Herring The red herring fallacy is used when
someone attacks an issue by using irrelevant facts or ar-
guments as distractions. This fallacy gets its name from
an old trick of dragging a red herring across a trail to
divert any dogs that may be following.

Appeal to Misplaced Authority Ads that use athletes
to endorse automobiles make an appeal to misplaced
authority. Although we have great respect for athletes
in their own fields, they are no more expert than we are
about the product they are advertising.

Non Sequitur If you argue that a new parking garage
should not be built on campus because the grass has not
been mowed on the football field for three weeks, you
are guilty of a non sequitur. Your conclusion simply
does not follow from your statement.



CHAPTER 24 Using Persuasive Strategies

Use Emotion to Persuade

As suggested by the two major theories of persuasion
described in Chapter 23, we are often persuaded by
emotion, which Aristotle called pathos, as well as logic.

According to emotional response theory, our emo-
tional responses vary along three dimensions: pleasure,
arousal, and dominance. If listeners feel pleasure and are
also aroused by something, such as a political candidate
or a product, they will tend to form a favorable view
of the candidate or product. A listener’s sense of being
dominant has to do with being in control and having
permission to behave as he or she wishes. A listener who
feels dominant is more likely to respond to the message.

Your key concern as a public speaker is “How can I
ethically use emotional appeals to achieve my persuasive
purpose?” The How To box provides general strategies.

Another way to arouse listeners’ emotions is to ref-
erence a myth, a belief held in common by a group of
people that is based on their values, cultural heritage,
or faith. Referring to a shared myth is a way for you to
identify and develop a bond with your listeners and to
help them see how your ideas support their ideas.

Keep in mind that listeners’ cultures influence how
receptive they are to emotional expressions and appeals.
Some Latin American listeners, for example, expect
speakers to express more emotion and passion than

‘@li Use Emotion to Persuade
{ ’ " e Use concrete examples that help your listeners
h 4

visualize what you describe.

® Use emotion-arousing words.

® Use nonverbal behavior to communicate your emotional
message.

e Use visual images to evoke emotions.

® Use appropriate metaphors and similes.

® Use appropriate fear appeals.

* Consider using appeals to several emotions, including
hope, pride, courage, and reverence.
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North American listeners expect. To identify listeners’
expectations, you can observe other successful speakers
addressing similar audiences.

Avoid Misusing Emotional Appeals: Ethical Issues

Regardless of which emotions you use to motivate your
audience, you have an obligation to be ethical and forth-
right. Making false claims, misusing evidence to arouse
emotions, or relying only on emotions without supply-
ing any evidence to support a conclusion violates ethical
standards of effective public speaking.

Strategies for Adapting Ideas to
People and People to Ideas

Audience members may hold differing views of you
and your subject. Your task is to find out if there is a
prevailing viewpoint held by a majority of your listen-
ers. If they are generally friendly toward you and your
ideas, you need to design your speech differently than
you would if your listeners were neutral, apathetic, or
hostile. We offer some suggestions to help.

Persuading the Receptive Audience

In speaking to a receptive group, you can explore your
ideas in depth.

> Identify with your audience. Emphasize the similari-
ties between you and your listeners.

> Clearly state your speaking objective. Provide an
overview of your major point or purpose.

> Be explicit in directing your listeners’ behavior.
Tell your audience exactly what you want them to
do and how you expect them to respond to your
message.

> Ask listeners for an immediate show of support to
help cement the positive response you have devel-
oped during your speech.

> Use emotional appeals effectively. You can usually
move a favorable audience to action with strong
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emotional appeals while also reminding them of the
evidence that supports your conclusion.

> Make it easy for your listeners to act. Make sure
that what you’re asking them to do is clear and
simple.

Persuading the Neutral Audience

Many audiences will simply be neutral or indifferent.
Your challenge is to make them interested in your
message.

> Capture your listeners’ attention early in your
speech.

> Refer to beliefs that many listeners share.

> Relate your topic not only to your listeners but also
to their families, friends, and loved ones.

> Be realistic about what you can accomplish. People
who start with an attitude of indifference are prob-
ably not going to become enthusiastic after hearing
just one speech.

Persuading the Unreceptive Audience

One of the biggest challenges in public speaking is to
persuade audience members who are against you or
your message. If they are hostile toward you personally,
your job is to find ways to enhance your acceptability
and persuade them to listen to you. If they are unrecep-
tive to your point of view, there are several approaches
that you can use.

> Be realistic about what you can achieve. Don’t
expect a major shift in attitude from a hostile
audience.

> Don’t immediately announce that you plan to
change their minds.

> Begin your speech by noting areas of agreement
before you discuss areas of disagreement.

> Acknowledge the opposing points of view. Your
listeners will be more likely to listen to you if they
know that you understand their viewpoint.
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> Establish your credibility. Let your audience know
about the experience, interest, knowledge, and skills
that give you special insight into the issues at hand.

Sometimes your audience disagrees with you because
its members just don’t understand your point. Or they
may harbor a misconception of you and your message.
For such listeners, consider explaining rather than ad-
vocating. To enhance accurate understanding or correct
a misconception, experienced speakers use a four-part
strategy.’

1. Summarize the common misconceptions about the
issue or idea you are discussing.

2. State why these misconceptions may seem
reasonable.

3. Dismiss the misconceptions. Provide evidence to
support your point; you need sound and credible
data to be persuasive.

4. State the accurate information that you want your
audience to remember. With a clear summary state-
ment, reinforce the conclusion you want your listen-
ers to draw from the information you presented.

Strategies for Organizing
Persuasive Messages

How you organize your speech has a major effect on
your listeners’ response to your message. The How
To box offers general suggestions for organizing your
speech. You can also use or combine the following
specific organizational patterns. Visit MySearchLab
(www.mysearchlab.com) for examples of persuasive
speeches that use them.

Problem-Solution

The most basic organizational pattern for a persuasive
speech is to make the audience aware of a problem and
then to present a solution that clearly solves it. If you are
speaking to an apathetic audience or if listeners are not
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.

{ ' Organize Your Persuasive Speech

‘ ' ® If you think your audience will be hostile to
L L your point of view, advance your strongest argu-
ments first. If you save your best argument for last, your
audience may have already stopped listening.

* Do not bury key arguments and evidence in the middle
of your message. Information presented first and last is
more likely to be remembered by your listeners.

® If you want your listeners to take some action, it is best
to tell them at the end of your speech what you want
them to do.

® Itis usually better to present both sides of an issue rather
than just the advantages of the position you advocate.
If you don’t acknowledge the counterarguments—
arguments against your position—that your listeners
have heard, they will probably think about them
anyway.

* After you mention counterarguments, refute them with
evidence and logic that show how your proposal is
better.

® Adapt your organization to your listeners’ cultural
expectations. North Americans often like a highly struc-
tured message, whereas audiences from some other
cultures expect a less formal structure.

aware that a problem exists, a problem—solution pattern
works nicely.

You must provide ample evidence to document that
your perception of the problem is accurate. You’ll also
need to convince your listeners that the solution you
advocate is the most appropriate one to resolve the
problem.

Refutation

Another way to persuade an audience to support your
point of view is to prove that the arguments against
your position are false—that is, to refute them. To use
refutation, you first identify objections to your posi-
tion and then refute or overcome those objections with
arguments and evidence. Credible evidence, facts, and
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data will be more effective than emotional arguments to
overcome objections to your position that your listeners

hold.

Cause and Effect

As Chapter 11 describes, you can organize your persua-
sive cause-and-effect speech by discussing an effect, or
problem, and then identifying the causes of the problem.
You can also organize a message by noting the problem
and then spelling out the effects of the problem. With
either approach, the goal of using cause-and-effect or-
ganization is to convince your listeners that one event
causes another. Simply because two events occur at the
same time or in close succession does not prove that
there is a cause-and-effect relationship.

The Motivated Sequence

The motivated sequence is a five-step organizational
plan.® It uses the cognitive dissonance approach: First
disturb your listeners, and then point them toward the
specific change you want them to adopt.

1. Attention. The attention step is, in essence, the
introduction to your speech. Grab your listeners’
attention with a personal or hypothetical example, a
startling statement, an unusual statistic, a rhetorical
question, or a well-worded analogy.

2. Need. Next, you arouse dissonance. You must
establish why your topic should concern your listen-
ers. You must also convince listeners that there is
a need for a change and that the need affects them
directly.

3. Satisfaction. After you present the problem, iden-
tify the solution—your plan to satisfy the need. Be
brief, but present enough information so that your
listeners have a general understanding of how the
problem may be solved.

4. Visualization. Positive visualization paints a verbal
picture of how wonderful the future will be if your
solution is adopted. Negative visualization helps
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listeners see how awful things will be if your solu-
tion is not adopted. Use either type alone, or both
together.

5. Action. As the basis of your conclusion, tell your
audience the specific action they can take to imple-
ment your solution. In some high-context cultures,
the action step can be stated indirectly; you can
imply what you’d like your listeners to do. For audi-
ences from a low-context culture, such as the United
States, identify exactly what you want your listeners
to do. Give them simple, clear, easy-to-follow steps
to achieve your goal.

The motivated sequence is a guide, not an absolute
formula. Modify it to suit the needs of your topic and
audience. If your audience is neutral, spend time getting
their attention and inviting their interest in the problem.
If you are speaking to a hostile audience, spend consid-
erable time establishing need; if your listeners are recep-
tive, spend less time on that step. Be audience-centered;
adapt your message to your listeners.

MEET YOUR OBJECTIVES

1. Identify and use strategies to improve your initial,
derived, and terminal credibility.
Your competence, trustworthiness, and dynamism
contribute to your credibility before, during, and
after you speak.

2. Use principles of effective logic and evidence to
develop a persuasive message.
Three general types of reasoning are inductive,
which includes reasoning by analogy and by sign,
deductive, and causal. Evidence includes facts,
examples, opinions, and statistics.



PART 6 Types of Speeches

. Employ effective techniques of using emotional

appeal in a persuasive speech.

Speakers can evoke persuasive levels of pleasure,
arousal, and dominance among listeners by using ex-
amples, emotion-arousing words, nonverbal behav-
ior, shared myths, and selected appeals to fear and
other emotions.

. Adapt your persuasive message to receptive, neutral,

and unreceptive audiences.

Explore your ideas in depth when persuading a
receptive audience. You must capture the interest of
a neutral audience. Look for areas of agreement and
choose a realistic goal with an unreceptive audience.

. Identify and use strategies for effectively organizing

a persuasive speech.

Four patterns for organizing a persuasive speech are
problem-solution, refutation, cause-and-effect, and
the motivated sequence.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment What specific strategies can you
implement to enhance your initial, derived, and final
credibility as a public speaker in the minds of your
public-speaking classmates?

. Ethics Assessment Does dynamism always con-

tribute to credibility? Should audiences be wary of
charismatic speakers?

. Critical Assessment Janice wants to persuade the

management of her company to establish a well-
ness program. Draft outlines for Janice’s main ideas
according to each of the organizational patterns
outlined in this chapter.



Speaking on Special
Occasions

OBJECTIVES

1. Describe guidelines for effective public-relations
speaking.

2. ldentify occasions and best practices for ceremonial
speeches.

3. List and explain strategies for creating humor in a
speech.

Public-Relations Speaking

Public—relations speeches are designed to inform the
public and improve relations with them—either in
general or because a particular program or situation has
raised some questions. If you are called upon to make
a public-relations speech, use the following guidelines:

> First, discuss the need or problem that has prompted
the speech.

> Go on to explain how the company or organization
is working to meet the need or solve the problem, or
why it feels there is no problem.

> Anticipate criticism, whether it comes from the audi-
ence as a whole or from a minority contingent, and
take care not to become unpleasantly defensive.

> Suggest and counter potential problems or objec-
tions to the policy or program.

> Emphasize the positive aspects of the policy or
program. You want to leave the impression that
the company or organization has carefully worked
through potential pitfalls and drawbacks.
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Ceremonial Speaking

Ceremonial speeches make up a broad class of speeches
delivered on many kinds of occasions. Visit MySearchLab
(www.mysearchlab.com) to see and hear examples of
special-occasion speeches.

Introductions

A speech of introduction is much like an informative
speech. The speaker provides information about the
main speaker to the audience. You also need to make
the speaker feel welcome while revealing some of his or
her personal qualities to the audience so that they can
feel they know the speaker more intimately.

The ultimate purpose of an introduction, however, is
to arouse interest in the speaker and his or her topic. In-
troducing a speaker is similar to introducing your own
speech. You need to get the attention of the audience,
build the speaker’s credibility, and introduce the speak-
er’s general subject.

There are two cardinal rules of introductory
speeches:

> Be brief. The audience has come to hear the main
speaker or to honor the guest, not to listen to you.

> Be accurate. Ask the person you are going to
introduce to supply you with relevant biographical
data beforehand. If someone else provides you
with information about the speaker’s background,
make sure the information is accurate. Be certain
that you know how to pronounce the speaker’s
name and any other names or terms you will need
to use.

Keep the needs of your audience in mind at all times.
If the person you are introducing truly needs no intro-
duction, do not give one! Just welcome the speaker and
step aside. Note that the president of the United States
is always introduced simply: “Ladies and gentlemen, the
president of the United States.”
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Toasts

Most people are asked at some time or another to pro-
vide a toast for some momentous occasion—a wedding,
a celebration, a birth, a reunion, or a successful business
venture. A toast is a brief salute to such an occasion,
usually accompanied by a round of drinks and imme-
diately followed by the raising or clinking together of
glasses or goblets.

The modern toast is usually quite short—only a few
sentences at most. Some toasts are very personal, as, for
example, one given by a best man who is a close friend
of both the bride and the groom. In contrast, a toast
made by someone who does not know the primary cel-
ebrants as intimately may be more generic in nature.

If you are asked to make an impromptu toast, let
your audience and the occasion dictate what you say.
Sincerity is more important than wit.

Award Presentations

Presenting an award is somewhat like introducing a
speaker or a guest: Remember that the audience did not
come to hear you, but to see and hear the winner of the
award. Delivering a presentation speech is an important
responsibility—one that has several distinct components.

Refer to the Occasion Awards are often given to mark
the anniversary of a special event, the completion of a
long-range task, the accomplishments of a lifetime, or
high achievement in some field.

Talk about the History and Significance of the Award This
section of the speech may be fairly long if the audience
knows little about the award; it will be brief if the audi-
ence already knows the history and purpose of the award.
Whatever the award, a discussion of its significance will
add to its meaning for the person who receives it.

Name the Person The longest part of this segment is
a glowing description of the achievements that elicited



PART 6 Types of Speeches

the award. If the name of the person getting the award
has already been made public, you may refer to him or
her by name throughout your description. If you are
going to announce the individual’s name for the first
time, you will probably want to recite the achievements
first and leave the person’s name for last. Even though
some members of the audience may recognize from
your description the person you are talking about, you
should still save the drama of the actual announcement
until the last moment.

Nominations

Nomination speeches are similar to award presenta-
tions. They, too, involve noting the occasion and de-
scribing the purpose and significance of, in this case, the
office to be filled. The person making the nomination
should explain clearly why the nominee’s skills, talents,
and past achievements serve as qualifications for the po-
sition. And the actual nomination should come at the
end of the speech.

Acceptances

For every award or nomination, there is usually at least
a brief acceptance speech. If you ever have to give an
acceptance speech, it may be impromptu, because you
may not know that you have won until the award is pre-
sented. A fairly simple formula should help you compose
a good acceptance speech on the spur of the moment.

> First, thank the person making the presentation and
the organization that he or she represents. It is also
gracious to thank a few people who have contrib-
uted greatly to your success—but not a long list of
everyone you have ever known, down to the family
dog.

> Next, comment on what the award means to you.
You may also wish to reflect on the larger sig-
nificance of the award to the people and ideals it
honors.
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> Finally, try to find some meaning the award may
have for your audience—people who respect your
accomplishments and who may themselves aspire to
similar achievements.

Keynote Addresses

A keynote address is usually presented at or near the
beginning of a meeting or conference. It sets the theme
and tone for other speakers and events. Your challenge
as a keynote speaker is to arouse the interest of the audi-
ence and motivate them to learn more or work harder.
One way is to incorporate examples and illustrations to
which your audience can relate. You should also em-
phasize the importance of the topic or the purpose of
the meeting.

Commencement Addresses

To be audience-centered, a commencement address
must fulfill two important functions. First, the com-
mencement speaker should praise the graduating class.
Because the audience includes the families and friends
of the graduates, the commencement speaker can gain
their goodwill (as well as that of the graduates them-
selves) by pointing out the significance of the graduates’
accomplishments.

A second function of an audience-centered com-
mencement speech is to turn graduates toward the fu-
ture. Commencement speakers should suggest new goals
and try to inspire the graduates to reach for them.

Commemorative Addresses and Tributes

A commemorative address, a speech delivered during
special ceremonies held to celebrate some past event,
is likely to include a tribute to the person or persons
involved.

A commemorative speech is, in part, an informative
speech. The speaker needs to present some facts about
the event and/or people being celebrated. Then the



PART 6 Types of Speeches

speaker builds on those facts, urging the audience to let
past accomplishments inspire them to achieve new goals.

Eulogies

A eulogy—a speech of tribute delivered when some-
one has died—can be one of the most significant and
memorable and also one of the most challenging forms
of commemorative address. When you deliver a eulogy,
you should mention—indeed, linger on—the unique
achievements of the person to whom you are paying
tribute and, of course, express a sense of loss.

It is also proper in a eulogy to include personal and
even tasteful humorous recollections of the person who
has died.

Finally, turn to the living, and encourage them to
transcend their sorrow and sense of loss and feel in-
stead gratitude that the dead person had once been alive
among them.

QUICK CHECK

Types of Ceremonial Speeches

e Introductions

e Toasts

e Award presentations

* Nominations

® Acceptances

¢ Keynote addresses

e Commencement addresses

e Commemorative addresses and tributes
e Eulogies

After-Dinner Speaking:
Using Humor Effectively

After-dinner speeches may present information or
persuade, but their primary purpose is to entertain, to
make people laugh. Speakers, actors, and comedians
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frequently employ the following strategies to make
audiences laugh.

Humorous Stories

Humorous stories should be simple. Complicated
stories and jokes are rarely perceived by audiences as
funny. Successful humorous speakers also need a broad
repertoire. And it is important to know one’s anecdotes
very well. Only if you know the material can you hope
to deliver it with the intonation and timing that will
make it funny.

Humorous Verbal Strategies

Either a humorous anecdote or a shorter “one-liner”
may rely on one of the following verbal strategies for
humorous effect.

Play on Words Puns rely on double meanings to cre-
ate humor. Spoonerisms occur when someone switches

y k\\
{ l Choose Humorous Speech Topics
‘ ' Your audience “gives attempts at humor their

- success or failure.”* The following ideas can help

you choose a topic that your audience will agree is funny.

® Use what makes you laugh. Chances are that if you
have found an experience funny, an audience will, too.

® Make fun of yourself. Audiences almost always enjoy
hearing self-deprecating humor.

* Find humor in serious subjects. Although your speech,
as a whole, may be serious, you can often find humor
in certain aspects of your topic. In his documentary film
Sicko, Michael Moore showed a scrolling text of medi-
cal conditions that health insurance companies use to
deny clients coverage against an outer-space backdrop
while playing the Star Wars theme music.

* Avoid inappropriate subjects. Topics that create a great
deal of emotional noise for your audience (such as grief
or anger) are not good subjects for humorous speeches.
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the initial sounds of words in a single phrase—for
example, “sublic peaking” instead of “public speak-
ing.” Malapropism is the mistaken use of a word that
sounds much like the intended word—destruction for
instruction, for example.

Hyperbole Hyperbole, or exaggeration, is often
funny. In an after-dinner speech on “The Alphabet and
Simplified Spelling,” Mark Twain claimed,

Simplified spelling brought about sun-spots, the San
Francisco earthquake, and the recent business depres-
sion, which we would never have had if spelling had
been left all alone.’

Of course, spelling could not have caused such catas-
trophes, but by using hyperbole, Twain makes his point
in a humorous way.

Understatement The opposite of hyperbole, under-
statement involves downplaying a fact or event.

Verbal Irony A speaker who employs verbal irony says
just the opposite of what he or she really means. Student
Chris O’Keefe opens his speech on reading Shakespeare
with the following statement:

At a certain point in my life, I came to the realization
that I wanted to spend my life’s effort to become a great
playwright.*

Chris reveals the irony of the statement when he
continues:

It has been about an hour and a half now and the feeling
is still going strong.

Wit One of the most frequently used verbal strate-
gies for achieving humor is the use of wit: relating
an incident that takes an unexpected turn at the end.
Accepting the 2007 Oscar for Best Actress, Helen
Mirren paid tribute to the monarch she had portrayed
on screen in The Queen:
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For 50 years and more, Elizabeth Windsor has main-
tained her dignity, her sense of duty and her hairstyle.’

The wit occurs in the final phrase “her hairstyle,”
which catches off-guard the audience anticipating
another majestic attribute.

Humorous Nonverbal Strategies

After-dinner speakers often create humor through
nonverbal cues such as posture, gesture, and voice,
which are discussed in detail in Chapters 17 and 18.
Well-timed pauses are especially crucial delivery cues for
after-dinner speakers to master.

Even if you are a person who is not naturally funny,
you can use the strategies outlined above to prepare and
deliver an after-dinner speech that is lighthearted and
clever. Such a speech can still be a success.
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MEET YOUR OBJECTIVES
1

. Describe guidelines for effective public-relations
speaking.
A public-relations speaker describes the problem or
program that prompted the speech, anticipating and
countering criticisms.

2. Identify occasions and best practices for ceremonial

speeches.

Chances are that at some time you will be called on
to apply your speaking skills to make an introduc-
tion, toast, award presentation, nomination, accep-
tance speech, keynote, commencement, or commem-
orative address, or a eulogy.

3. List and explain strategies for creating humor in a

speech.

After-dinner speakers entertain through the use of
humorous topics and stories, humorous verbal strat-
egies, and humorous nonverbal strategies.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment You will be introducing a Pulitzer
Prize-winning poet before her reading on your
campus. How do you follow the cardinal rules of
introductory speeches?

2. Ethics Assessment Several Web sites offer eulogy-

writing services or prewritten generic eulogies. If
you were asked to deliver a eulogy, would it be
ethical to buy such a speech?

3. Critical Assessment A friend has been invited to

give an after-dinner speech to a local service group
but has no idea what to talk about. What advice can
you offer?



Speaking in Small
Groups

OBJECTIVES

1. Detail the steps that groups use to solve problems with
reflective thinking.

2. Explain how to participate effectively in a group.

3. Describe common roles and styles of leadership.

4. Identify key steps in planning and making a group
presentation.

mall group communication is interaction among

three to around a dozen people who share a com-
mon purpose, feel a sense of belonging to the group, and
influence one another.! Groups typically make better-
quality decisions than do individuals because they have
more information available, spark creativity among
members, and can better recall and more actively process
information. Group members are also usually more sat-
isfied with participatory decisions than if someone just
told them what to do. However, group members may
also feel pressure to conform to the view of the group or
of one dominant member. Some members shirk their re-
sponsibilities.” To learn more about small group commu-
nication, visit MySearchLab (www.mysearchlab.com).

Solving Problems in Groups and Teams

A central purpose of many groups is solving problems—
finding ways of overcoming obstacles to achieve a
desired goal.

John Dewey, a philosopher and educator, suggested
using reflective thinking, a series of steps to solve
problems:’
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. Identify and define the problem.
. Analyze the problem.

. Generate possible solutions.

. Select the best solution.

. Test and implement the solution.

a b wWwN =

Although not every problem-solving discussion has
to follow these steps, you can use them as a blueprint to
relieve uncertainty when groups try to solve problems.

Identify and Define the Problem

Groups work best when they define their problem clear-
ly and early in the problem-solving process. To reach a
clear definition, the group should consider the following
questions:

> What is the specific problem that concerns us?

> What terms, concepts, or ideas do we need to
understand in order to solve the problem?

> Who is harmed by the problem?

> When do the harmful effects occur?

Policy questions can help define a problem and iden-
tify a course of action to solve it. Policy questions begin
with phrases such as, “What should be done about . . .?”
or “What could be done to improve. . . .?” For example,
“What could be done to improve security at U.S. air-
ports?” “What can we do to improve nutrition in school
cafeterias?”

Analyze the Problem

Once the group understands the problem and has a
well-worded question, the next step is to analyze the
problem. Analysis is a process of examining the causes,
effects, symptoms, history, and other background infor-
mation that will help a group eventually reach a solu-
tion. When analyzing a problem, a group should con-
sider the following questions:

> What is the history of the problem?
> What are the symptoms and extent of the problem?
> What are the causes and effects of the problem?
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> Can the problem be subdivided for further definition
and analysis?

> What methods do we already have for solving the
problem, and what are their limitations?

> What obstacles might prevent a solution?

As part of the process of analyzing the problem, a group
should identify criteria, standards for identifying an accept-
able solution. Criteria not only help you recognize a good
solution when you discover one but also help the group stay
focused on its goal. Typical criteria for an acceptable so-
lution specify that the solution should be agreed to by all
group members, implemented on schedule and within a giv-
en budget, and remove the obstacles causing the problem.

Generate Possible Solutions

When your group has identified, defined, and analyzed
the problem, you will be ready to generate possible so-
lutions using group brainstorming, as described in the
How To box:

’@' Brainstorm with a Group
~* Set aside judgment and criticism. Criticism
)4

and faultfinding stifle creativity.

* Consider anonymous brainstorming. If group mem-
bers find withholding judgment difficult, have mem-
bers write suggestions and then share the ideas with the
group on paper or via an electronic method that allows
users to submit ideas anonymously.

* Think of as many possible solutions to the problem as
you can. All ideas are acceptable, even wild and crazy
ones. Piggyback off one another’s ideas.

* Record all the ideas that are mentioned. Use a flipchart,
chalkboard, electronic whiteboard, or other device so that
all group members can see and respond to all the ideas.

e After a set time has elapsed, evaluate the ideas. Use the
criteria the group has established. Approach the solutions
positively. Do not be quick to dismiss an idea, but do voice
any concerns or questions you might have. The group can
brainstorm again later if it needs more creative ideas.
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Select the Best Solution

Next, the group needs to select the solution that best
meets the criteria and solves the problem. At this point,
the group may need to modify its criteria or even its
definition of the problem.

In evaluating the solution, consider the following
questions:

> Which solution deals best with the obstacles?

> TIs the solution effective in both the short term and
the long term?

What are the advantages and disadvantages?
Does the solution meet the established criteria?
Should the group revise its criteria?

What is required to implement the solution?
When can the group implement the solution?
What result will indicate success?

VWV V V VYV

To achieve consensus—all members supporting the
final decision—it helps to summarize frequently and
keep the group oriented toward its goal. Emphasizing
areas of group agreement, clarifying misunderstandings,
writing down known facts for all members to see, and
keeping the discussion focused on issues rather than
on emotions are also strategies that facilitate group
consensus.”

Test and Implement the Solution

The group may want to develop a step-by-step plan for
implementing the solution, a time frame for implemen-
tation, and a list of individuals who will be responsible
for carrying out specific tasks.

Participating in Small Groups

To be an effective group participant, you have to under-
stand how to manage the problem-solving process. You
also need to prepare for meetings, evaluate evidence,
effectively summarize the group’s progress, listen cour-
teously, and be sensitive to conflict.
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Come Prepared for Group Discussions

Prepare for group discussions by researching the issues,
using the library or Internet. Bring your research notes
to help the group analyze the problem.

Do Not Suggest Solutions before Analyzing the
Problem

Resist the temptation to settle quickly on one solution
before your group has systematically examined the
causes, effects, history, and symptoms of a problem.

Evaluate Evidence

To make a successful decision, examine and evaluate
evidence. Ineffective groups are more likely to reach
decisions quickly without considering the validity of
evidence (or sometimes without any evidence at all).
Such groups usually reach flawed conclusions.

Help Summarize the Group's Progress

It is easy for groups to get off the subject. Frequent-
ly summarize what the group has achieved, and point
group discussion toward the goal or task at hand. Ask
questions about the discussion process rather than about
the topic: “Where are we now?” “Could someone sum-
marize what we have accomplished?” and “Aren’t we
getting off the subject?”

Listen and Respond Courteously to Others

Understanding what others say is not enough. You also
need to respect their points of view. Even if you disagree
with someone’s ideas, keep your emotions in check and
respond courteously. Being closed-minded and defen-
sive usually breeds group conflict.

Help Manage Conflict

In the course of exchanging ideas and opinions about
controversial issues, disagreements are bound to occur.’
You can help prevent conflicts from derailing the prob-
lem-solving process by doing the following;:
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> Keep the discussion focused on issues, not on per-
sonalities.

> Rely on facts rather than on personal opinions for
evidence.

> Seek ways to compromise; don’t assume that there
must be a winner and a loser.

> Try to clarify misunderstandings in meaning.
Be descriptive rather than evaluative and judgmental.

> Keep emotions in check.

Visit MySearchLab (www.mysearchlab.com) to learn
more about managing conflict.

Leading Small Groups

To lead is to influence others. Some think of a leader as
one individual empowered to delegate work and direct
the group. In reality, however, group leadership is often

shared.

Leadership Responsibilities

Leaders help groups accomplish their tasks and help
them to maintain healthy social relationships. Rarely
does one person perform all leadership responsibilities,
even if a leader is formally appointed or elected. Most
often, individual group members assume some specific
leadership task, based on their personalities, skills, sen-
sitivity, and the group’s needs.

If you determine that the group needs a clearer focus
on the task or more attention to social comfort, be ready
to influence the group appropriately to help get the job
done in a positive, productive way.

Leadership Styles

Leaders can be described by the patterns of behavior, or
leadership styles, they exhibit. The following describe
general leadership styles.®

> Authoritarian leaders assume positions of superior-
ity, giving orders and taking control of the group’s
activity. Although authoritarian leaders can usually
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organize group activities with a high degree of effi-
ciency and virtually eliminate uncertainty about who
should do what, most problem-solving groups prefer
democratic leaders.

> Democratic leaders involve group members in the
decision-making process, rather than dictate what
should be done. Democratic leaders focus more on
guiding discussion than on issuing commands.

> Laissez-faire leaders allow group members com-
plete freedom in all aspects of the decision-making
process. They do little to help the group achieve its
goal. This style of “nonleadership” often leaves a
group frustrated because it lacks guidance and has
to struggle with organizing the work.

> Transformational leaders influence others by build-
ing a shared vision of the future, inspiring others to
achieve, developing high-quality individual relation-
ships with others, and helping people see how what
they do is related to a larger framework or system.
Transformational leaders are good communicators
who support and encourage rather than demean or
demand.

What is the most effective leadership style? No single
style is effective in every group situation. The best lead-
ership style depends on the nature of the group task, the
power of the leader, and the relationship between leader
and group members.

Group Presentations

After a group has solved a problem or uncovered new
information, group members often present their find-
ings to others. Groups should use the same audience-
centered principles as individual speakers. The central
and most important step is to analyze the audience that
will listen to the presentation. In addition, consider
these suggestions for enhancing teamwork:

> Make sure group members understand the task or
assignment, and work together to identify a topic.
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Take a few moments to verbalize the goals and
objectives of the assignment.

Try brainstorming to develop a topic or solve a
problem. Use your audience analysis, as well as
group members’ interests and talents, to help you
choose among your ideas.

Give group members individual assignments. After
you decide on your group’s presentation topic,
divide up the tasks involved in investigating the
issues. Devise a plan for keeping in touch with one
another to share information and ideas.

Develop a group outline. After group members have
researched key issues, begin drafting an outline of
your group presentation. Your presentation should
have an introduction and a conclusion that reflect
your group’s work as an integrated problem-solving
team. Decide who will present which portions of
your outline.

Decide on your presentation format. Choose from
a symposium, in which the group presents a short
speech to the audience, a forum, in which the group
answers audience questions with short impromptu
speeches, or a panel discussion, in which individu-
als from the group give information and answer
questions. You could also use some combination of
approaches.

QUICK CHECK

Plan a Group Presentation

e Make sure each group member understands the task or as-
signment.

e Work together to identify a topic.

e Try brainstorming to develop a topic or problem question.

¢ Give group members individual assignments.

e Develop a group outline.

¢ Decide on your presentation approach.

e Rehearse the presentation.
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> Rehearse the presentation. If you are using visual
aids, be sure to incorporate them in your rehearsal.
Also be sure to time your presentation when you
rehearse.

The skills needed to give a group presentation are
the same audience-centered speaking skills presented
throughout this book. In addition, keep the follow-
ing tips in mind for coordinating efforts among group
members.

> Clarify your purpose. The first speaker can let
listeners know what your speaking goal is and
explain why you are presenting the information
to them. If your group is responding to a specific
question, it may be helpful to visually display the
question or purpose of the presentation.

> Use presentation aids effectively. Visual aids can
help to unify your group presentation. Consider
having each group member use the same template
and font style to add to the coordinated look and
feel of your presentation.

> Assign someone to serve as coordinator or moderator.
A moderator can provide needed structure to a
group presentation by introducing both the topic
and the group members, keeping track of time, and
ensuring that one or more people don’t dominate
the discussion or speak too little.

> Armed with a well-planned outline, present your
findings to your audience. If you are using a sympo-
sium format, each group presentation is essentially a
mini-speech. A panel or forum presentation is more
extemporaneous and may even have an impromptu
quality, but your delivery and comments should still
be well organized.

> Be ready to answer questions. Besides being
informed about your topic, you should have thor-
oughly read any written report the group has dis-
tributed.



@ Answer Questions after a Group A
I Presentation

19, to help you and your group manage a question-and-
answer session:
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Use these tips, as well as the ones in Chapter

Be prepared for pointed or hostile questions. First, keep
your composure. Second, try to rephrase a negative
question. For example, if someone asks, “Why did you
make such a mess of things by recommending a budget
increase?” you could rephrase by saying, “Why did we
recommend a controversial budget increase?”

If you don’t understand a question, ask for more
clarification.

Don’t criticize questioners. If someone asks a question
that has just been asked and answered, or asks an irrel-
evant or poorly worded question, be polite, tactful, and
gracious. Calmly provide an answer and move on.
Don’t let a questioner make a speech. If it looks as if a
questioner is using the question-and-answer period to
give an oration, gently ask, “And what is your ques-
tion?” or “How can we help you?” Such questions
should result in a question that you can address and
then return the communication process to the control
of the group. )
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MEET YOUR OBJECTIVES
1.

Detail the steps that groups use to solve problems
with reflective thinking.

To solve problems, groups must (1) identify and
define the problem, (2) analyze the problem, (3)
generate possible solutions, (4) select the best
solution, and (5) test and implement the solution.

. Explain how to participate effectively in a group.

Effective group members prepare for meetings, evalu-
ate evidence, effectively summarize the group’s prog-
ress, listen courteously, and help manage conflict.
Describe common roles and styles of leadership.
Group members often share leadership responsi-
bility to help groups accomplish tasks and main-
tain a healthy social climate. Styles of leadership
include authoritarian, democratic, laissez-faire, and
transformational.

Identify key steps in planning and making a group
presentation.

Group presentations rely on the same principles of
audience-centered speaking as individual speeches,
but also require a coordinated team effort.

THINK ABOUT THESE QUESTIONS

1.

Self Assessment Your work team has been assigned
to develop a new process for filling orders. What
process should the team follow to solve its problem?
Ethics Assessment One member of Corey’s group is
not doing a fair share of the work. Is it ethical for
other group members to do extra work to make up
for the slacker?

Critical Assessment Karl seems to have taken charge
of his group and is making assignments to other
group members. Although Karl is helping to get a
lot accomplished, José resents Karl’s overly zealous
efforts. Should José keep quiet and just go along
with Karl, or speak up and express his concerns
about Karl’s actions? Why?
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Glossary

acceptance speech: A speech of thanks for an award, nomina-
tion, or other honor

accommodation: Sensitivity to the feelings, needs, interests,
and backgrounds of other people

ad hominem argument: An attack on irrelevant personal char-
acteristics of the person who is proposing an idea rather than
on the idea itself

after-dinner speech: An entertaining speech, usually delivered
in conjunction with a mealtime meeting or banquet
alliteration: The repetition of a consonant sound (usually the
first consonant) several times in a phrase, clause, or sentence

analogy: A comparison between two things; also, a special
type of inductive reasoning that compares one thing, person,
or process with another to predict how something will per-
form and respond

analysis: Examination of the causes, effects, and history of a
problem to understand it better

andragogy: The art and science of teaching adults
anecdote: An illustration or brief story

antithesis: Opposition, such as that used in two-part sentences
in which the second part contrasts in meaning with the first

appeal to misplaced authority: Use of the testimony of an ex-
pert in a given field to endorse an idea or product for which the
expert does not have the appropriate credentials or expertise

articulation: The production of clear and distinct speech
sounds

attend: To focus on incoming information

attitude: A learned predisposition to respond favorably or
unfavorably toward something; a like or dislike

audience adaptation: The process of ethically using informa-
tion about an audience in order to adapt one’s message so that
it is clear and achieves the speaking objective

audience analysis: The process of examining information
about those who are expected to listen to a speech
authoritarian leader: A leader who assumes a position of
superiority, giving orders and assuming control of the group’s
activity
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Glossary

bandwagon fallacy: Reasoning that suggests that because ev-
eryone else believes something or is doing something, then it
must be valid or correct

bar graph: A graph in which bars of various lengths represent
information

behavioral objective: Statement of the specific purpose of a
speech, expressed in terms of desired audience behavior at the
end of the speech

belief: An individual’s perception of what is true or false
blueprint: The central idea of a speech plus a preview of main
ideas

Boolean search: An advanced Web-searching technique that
allows a user to narrow a subject or keyword search by adding
various requirements

boom microphone: A microphone that is suspended from a
bar and moved to follow the speaker; often used in movies
and TV

brainstorming: A problem-solving technique used to generate
many ideas

brief illustration: An unelaborated example, often only a sen-
tence or two long

causal fallacy: A faulty cause-and-effect connection between
two things or events

causal reasoning: Reasoning in which the relationship be-
tween two or more events leads you to conclude that one or
more of the events caused the others

cause-and-effect organization: Organization that focuses on a
situation and its causes or a situation and its effects

central idea: A one-sentence summary of a speech

channels: The visual and auditory means by which a message
is transmitted from sender to receiver

charisma: Characteristic of a talented, charming, attractive
speaker

chart: A display that summarizes information by using words,
numbers, or images

chronological organization: Organization by time or sequence
clip art: Images, in printed form or stored in a computer file,
that can be used in presentation aids

closed-ended questions: Questions that offer alternatives
from which to choose, such as true/false, agree/disagree, or
multiple-choice
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closure: The quality of a conclusion that makes a speech
sound “finished”

code: A verbal or nonverbal symbol for an idea or image
cognitive dissonance: The sense of mental discomfort that
prompts a person to change when new information conflicts
with previously organized thought patterns

commemorative address: A speech delivered during ceremo-
nies held in memory of some past event and often the person
or persons involved

commencement address: A speech delivered at a graduation
or commencement ceremony

common ground: Ways in which you and your listeners are
alike

competence: An aspect of a speaker’s credibility that reflects
whether the speaker is perceived as informed, skilled, or
knowledgeable

complexity, organization by: Arrangement of the ideas in a
speech from the simplest to the most complex

conclusion: The logical outcome of a deductive argument,
which stems from the major premise and the minor premise
connotation: The meaning listeners associate with a word,
based on past experience

consensus: The support and commitment of all group mem-
bers to the decision of the group

context: The environment or situation in which a speech
occurs

credibility: An audience’s perception of a speaker as compe-
tent, trustworthy, knowledgeable, and dynamic

criteria: Standards for identifying an acceptable solution to a
problem

critical listening: Evaluating the quality, appropriateness, val-
ue, and importance of the information put forth by a speaker
critical thinking: Making judgments about the conclusions
presented in what you see, hear, and read

culture: A learned system of knowledge, behavior, attitudes,
beliefs, values, and norms that is shared by a group of people
declamation: The delivery of an already famous speech
decode: To translate verbal or nonverbal symbols into ideas
and images that constitute a message

decorative fonts: Typefaces in which the letters are stylized
and convey a feeling or tone
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deductive reasoning: Reasoning that moves from a general
statement or principle to a specific, certain conclusion

definition: A statement of what a term means or how it is ap-
plied in a specific instance

democratic leader: A leader who involves group members in
the decision-making process rather than dictating what should
be done

demographics: Statistics on population characteristics, such
as age, sexual orientation, race, gender, educational level, and
religious views

denotation: The literal meaning of a word

derived credibility: The perception of a speaker’s credibility
that is formed during a speech

description: A word picture of something

dialect: A consistent style of pronouncing words that is com-
mon to an ethnic group or geographic region

direct persuasion route: When listeners are persuaded by their
crucial evaluation of the logic and evidence of an argument
domain: A type of Web site, indicated by the last three letters
of the site’s URL

dynamism: An aspect of a speaker’s credibility that reflects
whether the speaker is perceived as energetic

either/or fallacy: The oversimplification of an issue into a
choice between only two outcomes or possibilities

elaborate: From the standpoint of the elaboration likelihood
model (ELM) of persuasion, to think about information, ideas,
and issues related to the content of a message

elaboration likelihood model (ELM) of persuasion: The theo-
ry that listeners can be persuaded directly, by logic, reasoning,
and evidence, or indirectly, by the overall emotional impact of
the message

elocution: The expression of emotion through posture, move-
ment, gestures, facial expression, and voice

emotional response theory: Theory stating that human emo-
tional responses can be classified as eliciting feelings of pleasure,
arousal, or dominance

empowerment: Influence and potential leadership, gained in
part by speaking with competence and confidence

encode: To translate ideas and images into verbal or nonver-
bal symbols

ethical speech: Speech that is responsible, honest, and tolerant
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ethics: The beliefs, values, and moral principles by which peo-
ple determine what is right or wrong

ethnic vernacular: A variety of English that includes words
and phrases used by a specific ethnic group

ethnicity: That portion of a person’s cultural background that
relates to a national or religious heritage

ethnocentrism: The attitude that one’s own culture and cul-
tural perspectives and methods are superior to those of others

ethos: The term Aristotle used to refer to a speaker’s
credibility
eulogy: A speech of tribute about someone who has died

evidence: The facts, examples, opinions, and statistics that a
speaker uses to support a conclusion

example: An illustration used to dramatize or clarify a fact

expert testimony: An opinion offered by someone who is an
authority on the subject under discussion

explanation: A statement of how something is done or why it
exists in its present form or existed in its past form

extemporaneous speaking: Speaking from a written or mem-
orized speech outline without having memorized the exact
wording of the speech

extended illustration: A detailed example that resembles a
story

external noise: Physical sounds that interfere with communi-
cation

fact: Information that direct observation has proven to be
true or that can be proved to be true

fallacy: False reasoning that occurs when someone attempts
to persuade without adequate evidence or with arguments that
are irrelevant or inappropriate

feedback: Verbal and nonverbal responses provided by an au-
dience to a speaker

figurative analogy: A comparison between two essentially dis-
similar things that share some common feature on which the
comparison depends

figure of speech: Language that deviates from the ordinary,
expected meaning of words to make a description or compari-
son unique, vivid, and memorable

First Amendment: The amendment to the U.S. Constitution
that guarantees free speech; the first of the ten amendments to
the U.S. Constitution known collectively as the Bill of Rights
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font: A typeface of a particular style and design
free speech: Legally protected speech or speech acts

gender: The culturally constructed and psychologically based
perception of one’s self as feminine or masculine

general purpose: The overarching goal of a speech—to in-
form, persuade, or entertain

generalization: An all-encompassing statement
graph: A pictorial representation of statistical data
hard evidence: Factual examples and statistics

hasty generalization: A conclusion reached without adequate
evidence

hyperbole: Exaggeration

hypothetical illustration: An example that might happen but
that has not actually occurred

illustration: A story or anecdote that provides an example of
an idea, issue, or problem the speaker is discussing
immediacy: Nonverbal expressions of closeness to and liking
for an audience, made through such means as physical ap-
proach or eye contact

impromptu speaking: Delivering a speech without advance
preparation

indirect persuasion route: When listeners are persuaded by
factors other than the logic and evidence of a speech, such as
the speaker’s charisma or appeal to emotions

inductive reasoning: Reasoning that uses specific instances or
examples to reach a general, probable conclusion

inference: A conclusion based on available evidence or partial
information; an evaluation that has not been directly observed
inflection: The variation in the pitch of the voice

initial credibility: The impression of a speaker’s credibility
that listeners have before the speaker starts a speech

internal noise: Anything physiological or psychological that
interferes with communication

inversion: Reversal of the normal word order of a phrase or
sentence

jargon: The specialized language of a profession

keynote address: A speech that sets the theme and tone for a
meeting or conference

laissez-faire leader: A leader who allows group members com-
plete freedom in all aspects of the decision-making process
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lavaliere microphone: A microphone that can be clipped to an
article of clothing or worn on a cord around the neck

lay testimony: An opinion or description offered by a nonex-
pert who has firsthand experience

learning style: A person’s preferred method for aquiring new
knowledge

line graph: A graph that uses lines or curves to show relation-
ships between two or more variables

literal analogy: A comparison between two similar things

literary quotation: An opinion or description by a writer, ex-
pressed in a memorable and often poetic way

logic: A formal system of rules used to reach a conclusion
logos: The term Aristotle used to refer to logic

main ideas: The key points of a speech; subdivisions of the
central idea

major premise: A general statement that is the first element
of a syllogism

malapropism: The mistaken use of a word that sounds like
the intended word

manuscript speaking: Reading a speech from a written text
mapping: Use of geometric shapes to sketch how all the main
ideas, subpoints, and supporting material of a speech relate to
the central idea and to one another

memorized speaking: Delivering a speech word for word from
memory without using notes

message: The content of a speech plus the way it is said
metaphor: An implied comparison between two things or
concepts

minor premise: A specific statement about an example that is
linked to the major premise; the second element of a syllogism
model: A small object that represents a larger object
motivation: The underlying internal force that drives people
to achieve their goals

myth: A shared belief based on the underlying values, cultural
heritage, and faith of a group of people

nomination speech: A speech that officially recommends
someone as a candidate for an office or position

non sequitur: Latin for “it does not follow”; an idea or con-
clusion that does not logically relate to or follow from the
previous idea or conclusion
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omission: Leaving out a word or phrase that the listener
expects to hear

online database: A subscription-based electronic resource that
may offer access to abstracts and/or the full texts of entries, in
addition to bibliographic data

open-ended questions: Questions that allow for unrestricted
answers by not limiting answers to choices or alternatives
opinion: Testimony or a quotation that expresses someone’s
attitudes, beliefs, or values

oral citation: The oral presentation of such information about
a source as the author, title, and year of publication
parallelism: Use of the same grammatical pattern for two or
more clauses or sentences

patchwriting: Failure to give credit for compelling phrases
taken from another source

pathos: Term used by Aristotle to refer to appeals to emotion
personification: The attribution of human qualities to inani-
mate things or ideas

persuasion: The process of changing or reinforcing a listener’s
attitudes, beliefs, values, or behavior

picture graph: A graph that uses images or pictures to symbol-
ize data

pie graph: A circular graph divided into wedges that show the
distribution of data

pitch: How high or low a voice sounds

plagiarism: Presenting someone else’s words or ideas as
though they were one’s own

prejudice: Preconceived opinions, attitudes, and beliefs about
a person, place, or thing

preliminary bibliography: A list of potential resources to be
used in the preparation of a speech

preparation outline: A detailed outline that includes main
ideas, subpoints, and supporting material and that may also
include a speech’s specific purpose, introduction, blueprint,
internal previews and summaries, transitions, and conclusion
presentation aid: Anything tangible (drawings, charts, graphs,
video images, photographs, music) that helps communicate an
idea to an audience

presentation speech: A speech that accompanies the presenta-
tion of an award

preview: A statement of what is to come
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primacy, organization by: Arrangement of the ideas in a
speech from the most important to the least important

primary source: The original collector and interpreter of in-
formation or data

problem-solution pattern: Organization that focuses on a
problem and various solutions or a solution and the problems
it would solve

pronunciation: The proper use of sounds to form words clear-
ly and accurately

proposition: A statement with which a speaker wants an audi-
ence to agree

proposition of fact: A proposition that focuses on whether
something is true or false or whether it did or did not happen
proposition of policy: A proposition that advocates a change
in a policy, procedure, or behavior

proposition of value: A proposition that calls for a listener to
judge the worth or importance of something

psychological audience analysis: Analyzing the attitudes, be-
liefs, values, and other psychological information about an
audience in order to develop a clear and effective message
public-relations speech: A speech designed to inform the pub-
lic, to strengthen alliances with them, and in some cases to
recommend policy

pun: A verbal device that uses double meanings to create hu-
mor

race: A person’s biological heritage
reasoning: The process of drawing a conclusion from evidence
receiver: A listener or an audience member

recency, organization by: Arrangement of the ideas in a speech
from the least to the most important

red herring fallacy: Irrelevant facts or information used to dis-
tract someone from the issue under discussion

reflective thinking: A method of structuring a problem-solv-
ing discussion that involves (1) identifying and defining the
problem, (2) analyzing the problem, (3) generating possible
solutions, (4) selecting the best solution, and (5) testing and
implementing the solution

regionalism: A word or phrase used uniquely by speakers in
one part of a country

relationship: An ongoing connection you have with another
person
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reluctant testimony: A statement by someone who has re-
versed his or her position on a given issue

remember: To recall ideas and information

repetition: Use of a key word or phrase more than once for
emphasis

respond: To react to a message with behavior

rhetorical criticism: The process of using a method or stan-
dards to evaluate the effectiveness and appropriateness of
messages

rhetorical question: A question intended to provoke thought
rather than elicit an answer

rhetorical strategies: Methods and techniques used by speak-
ers to achieve their goals

sans serif fonts: Typefaces in which the letters do not have
serifs (small lines at the tops and bottoms)

script fonts: Typefaces that imitate handwriting

secondary source: An individual, organization, or publication
that reports information or data gathered by another entity

select: To single out a message from several competing ones

self-actualization needs: The need to realize one’s highest
potential

serif fonts: Typefaces in which the letters have small lines
(serifs) at the tops and bottoms

sex: A person’s biological status as male or female, as reflected
in his or her anatomy and reproductive system

signpost: A cue about the relationships between a speaker’s ideas

simile: A comparison between two things that uses the word
like or as

situational audience analysis: Examining the time and place
of a speech, the audience size, and the speaking occasion in
order to develop a clear and effective message

small group communication: Interaction among three to
twelve people who share a common purpose, feel a sense of
belonging to the group, and influence one another

social judgment theory: A theory that categorizes listener
responses to a persuasive message according to the latitude
of acceptance, the latitude of rejection, or the latitude of
noncommitment

socioeconomic status: A person’s perceived importance and
influence based on factors such as income, occupation, and
educational level
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soft evidence: Supporting material based mainly on opinion
or inference, including hypothetical illustrations, descriptions,
explanations, definitions, analogies, and opinions

source: The public speaker

spatial organization: Arrangement of the ideas in a speech
according to location or direction

speaking notes: A brief outline from which a speech is
delivered

specific purpose: A concise statement indicating what you
want your listeners to know, feel, or be able to do when you
finish speaking

speech act: A behavior, such as flag burning, that is viewed
by law as nonverbal communication and is subject to the same
protections and limitations as verbal speech

speech of introduction: A speech that provides information
about another speaker

speech to inform: A speech that teaches others new informa-
tion, ideas, concepts, principles, or processes in order to en-
hance their knowledge or understanding about something
spoonerism: A play on words involving the switching of the
initial sounds of the words in a phrase

stacks: The collection of books in a library

standard outline form: Numbered and lettered headings and
subheadings arranged hierarchically to indicate the relation-
ships among parts of a speech

standard U.S. English: The English taught by schools and used
in the media, business, and government in the United States
stationary microphone: A microphone attached to a podium,
sitting on a desk, or standing on the floor

statistics: Numerical data that summarize facts or samples
summary: A recap of what has been said

suspension: Withholding a key word or phrase until the end
of a sentence

syllogism: A three-part way of developing an argument, using
a major premise, a minor premise, and a conclusion

symbols: Words, images, and behaviors that create meaning
for someone

target audience: A specific segment of an audience that you
most want to influence

terminal credibility: The final impression listeners have of a
speaker’s credibility after a speech concludes
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toast: A brief salute to a momentous occasion, usually accom-
panied by a round of drinks and immediately followed by the
raising or clinking together of glasses or goblets

topical organization: Organization of the natural divisions in
a central idea on the basis of recency, primacy, complexity, or
the speaker’s preference

transformational leader: A leader who influences others by
building a shared vision of the future, inspiring others to
achieve, developing high-quality individual relationships with
others, and helping people see how what they do is related to
a larger framework or system

transition: A verbal or nonverbal signal that a speaker has
finished discussing one idea and is moving to another
trustworthiness: An aspect of a speaker’s credibility that reflects
whether the speaker is perceived as believable and honest
understand: To assign meaning to the stimuli to which you
attend

understatement: A statement downplaying a fact or event
value: An enduring conception of right and wrong, good and
bad

verbal irony: A statement that expresses the exact opposite of
the intended meaning

vertical search engine: A site that indexes World Wide Web
information in a specific field

visual rhetoric: The use of images as an integrated element
in the total communication effort that a speaker makes to
achieve the speaking goal

volume: The softness or loudness of a speaker’s voice

wit: Verbal means of relating an incident or a statement so
that it concludes in an unexpected way

word picture: A vivid description that appeals to the senses
working memory theory: Theory stating that when the capac-
ity of listeners’” working memory becomes full, they start to
have trouble concentrating on and remembering messages
written citation: The written presentation of such information
about a source as the author, title, and year of publication,
usually formatted according to a conventional style guide



Credits

p. 2: Table 1.1, Copyrighted by Pearson Education, Upper Saddle River, NJ.
p. 4: Figure 1.1, Copyrighted by Pearson Education, Upper Saddle River, NJ.
p. 8: Survey conducted by R. H. Bruskin and Associates, Spectra 9 (December
1973): 4; D. Wallechinsky, Irving Wallace, and Amy Wallace, The People’s
Almanac Presents the Book of Lists (New York: Morrow, 1977). p. 11:
quotation, George Jessel. p. 17: Figure 3.1: Copyrighted by Pearson Education,
Upper Saddle River, NJ. p. 25: quotation, Franklin D. Roosevelt. p. 27:
National Communication Association, “NCA Credo for Communication
Ethics,” 1999, 27 June 2001 http://www.natcom.org/conferences/Ethics/
ethicsconferedo99.htm. p. 28: United States Constitution. p. 28: Samuel
Walker, Hate Speech (Lincoln: University of Nebraska Press, 1994) 162.

p- 29: “Supreme Court Rules: Cyberspace Will Be Free! ACLU Hails Victory
in Internet Censorship Challenge,” American Civil Liberties Union Freedom
Network, 26 June 1997, 1 June 1998 http://https://www.aclu.org/technology-
and-liberty/aclu-hails-supreme-court-victory-internet-censorship-challenge.

p. 32: “Bed Bugs.” Centers for Disease Control and Prevention, 13 January
2013. Web. 9 June 2013. p. 101: Martin Medhurst, “The Text(ure) of the
World in Presidential Rhetoric,” Vital Speeches of the Day (June 2012). p. 104:
Molly A. Lovell, “Hotel Security: The Hidden Crisis,” Winning Orations 1994
(Mankato, MN: Interstate Oratorical Association, 1994) 18. p. 129: David
Crystal, “Speaking of Writing and Writing of Speaking,” Longman Dictionaries:
Express Yourself with Confidence! (Pearson Education, 2005). p. 134: Michael
M. Klepper, I'd Rather Die Than Give a Speech (New York: Carol Publishing
Group, 1994) 45. p. 135: Michiko Kakutani, “Struggling to Find Words for

a Horror Beyond Words,” New York Times 13 Sept. 2001: E1. p. 135: John
F. Kennedy, Inaugural Address (20 Jan. 1961), Speeches in English, ed. Bower
Aly and Lucille F. Aly (New York: Random House, 1968) 272. p. 136: Barack
Obama, “Look at the World Through Their Eyes,” Vital Speeches of the Day
(May 2013): 138-42. p. 137: Franklin Roosevelt, Inaugural Address of 1933
(Washington, DC: National Archives and Records Administration, 1988)
13-14. p. 159: Kennedy, inaugural address. p. 192: Marcie Groover,
“Learning to Communicate: The Importance of Speech Education in Public
Schools,” Winning Orations 1984 (Mankato, MN: Interstate Oratorical
Association, 1984) 7. p. 206: Maslow, Abraham H.; Frager, Robert D.;
Fadiman, James, Motivation and Personality, 3rd ed., © 1987. Reprinted and
electronically reproduced by permission of Pearson Education, Upper Saddle
River, New Jersey. p. 235: John C. Meyer, “Humor as a Double-Edged Sword:
Four Functions of Humor in Communication,” Communication Theory 10(3)
(August 2000): 311. p. 236: Mark Twain, “The Alphabet and Simplified
Spelling,” address at the dedication of the New York Engineers’ Club,
December 9, 1907, Mark Twain’s Speeches; with an Introduction by William
Dean Howells, Electronic Text Center, University of Virginia Library, 4 June
2004 etext.lib.Virginia.edu. p. 236: Chris O’Keefe, untitled speech, in John K.
Boaz and James Brey, eds., 1987 Championship Debates and Speeches (Speech
Communication Association and American Forensic Association, 1987) 99.

p- 237: “Mirren “Too Busy’ to Meet Queen,” BBC News 10 May 2007. p. 239:
John Dewey, How We Think (Boston: Heath, 1910).

270


http://www.natcom.org/conferences/Ethics/ethicsconfcredo99.htm
http://www.natcom.org/conferences/Ethics/ethicsconfcredo99.htm
http://https://www.aclu.org/technologyand-liberty/aclu-hails-supreme-court-victory-internet-censorship-challenge
http://https://www.aclu.org/technologyand-liberty/aclu-hails-supreme-court-victory-internet-censorship-challenge

Index

ABl/Inform Global, 79
Academic Search Complete, 79
Acceptance speeches, 232-233
Accommodation, 49, 58-66,
164-166
adapting language to listeners and,
132-134
by audience members, 41-42
avoiding ethnocentrism and, 164
cultural diversity and, 62-63
customizing your message and,
61-62
emotional expression and, 165
ethics and, 30
gestures and, 165-166
listener diversity and, 62-63
nonverbal cues and, 58-61
reasoning and, 217-218
of viewpoint, 222-224
Accountability, of Internet
resources, 77
Accuracy, of Internet resources, 77-78
Action
communication as, 3—4
in motivated sequence, 227
in stories, 193
Action steps, 119, 227
Active listening, 40
Ad hominem arguments, 220
Adult-learning principles, 190
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Audience (continued)
positive support from, 13
rapport with, 24
receptive, persuading, 222-223
role of, 6
unreceptive, persuading, 223-224
Audience analysis, 48-59
demographic, 50-52
information gathering for, 48-49
psychological, 52-54
situational, 54
after speaking, 54-56
Audio presentation aids, 178
Auditory channel, 3
Auditory learners, 192
Authoritarian leaders, 244-245
Average apprehension style, 10
Award presentations, 231-232

Bandwagon fallacy, 220
Bar graphs, 172
Barrett, Harold, 41
Behavioral objectives, 70
Behavioral responses
in audience analysis, 56
persuasive messages and, 202
Beliefs
in audience analysis, 52
persuasive messages and, 201-202
Biased language, avoiding, 133-134
Bibliographies
formal, 85
preliminary, 83-84
Blueprints, 72, 103, 124
Body, of a speech, 23
Books, as supporting material
source, 80
Boolean searches, 76
Boom microphones, 160
Brainstorming, 67, 68, 241, 246
Breathing, 11-12
Brief illustrations, 88
Broken wing, 146
Buffet, Warren, 1

Cadence, 136-137
Call numbers, 80
Card catalog, 80
Causal fallacy, 219
Causal reasoning, 217
Cause-and-effect organization, 99, 226
Cause-to-effect reasoning, 217
Central idea, 19-20
bringing audience back to, 168
developing, 71, 197-198, 210

keeping simple, 195
reemphasizing, 117
reinforcing to enhance recall of,
195-196
subdividing, 20
Ceremonial speaking, 230-234
Chalkboards, 173
Channels of communication, 3
Charisma, 213-214
Charts, as presentation aids, 173
Chesebro, Joseph, 188
Chronological organization, 98-99
Citations, 32-33
Clarity, speaking with, 188, 190
Classification, 90
Clip art, 174
Closed-ended questions, 49
Closure, 118-119
Clustering, 122
Codes, 3
Cognitive dissonance, 205-206
Color, in presentation aids, 175
Commemorative addresses, 233-234
Commencement addresses, 233
Commercial Web sites, 76
Common ground, with audience, 50
Communication process, 3—4
Communications Decency Act of
1996, 28
Competence, credibility and, 213
Complementing, gestures
indicating, 148
Complexity, organization based on,
98, 102
Computer-generated presentation
aids, 173-176, 180-181
Computers, as presentation aids,
176-177
Concise language, 131-132
Conclusions, in deductive reason-
ing, 216
Conclusions of speeches, 23,
117-122, 124
effective, 119-120
knowing, 11
purposes of, 117-119
Concreteness, selecting supporting
material and, 94
Concrete words, 130
Confidence, 8-14
Conflict, in stories, 193
Conflict management, in groups,
243-244
Confrontational apprehension style, 10
Congress, 28
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Consensus, 242
Constructive feedback, 45
Context, of public-speaking
experience, 4-5
Contradiction, gestures indicating,
147
Conversation, public speaking
contrasted with, 5-6
Country codes, for Web sites, 77
Credibility, 27-28
audience attitudes and, 53-54
derived, 214
establishing, 111
fear appeals and, 208
initial, 214
in persuasive speaking, 213-214
terminal, 214
Criteria, in problem solving, 241
Critical listening, 40, 42
Critical-oriented listeners, 40
Critical thinking, 30, 42
Culture
adapting to. See Accommodation
in audience analysis, 51
audience sensitivity to differences
in, 41-42
emotional expression and, 165
emotional response and, 221-222
gathering information about, 166
gestures and, 165-166
high-context, 164
immediacy and, 165
organization and, 100
reasoning and, 217-218

Databases, online, 79-80

Declamation, 2

Decoding, 3

Decorative fonts, 175

Deductive reasoning, 216, 217, 218

Definite gestures, 148

Definitions, 90

Delivery of speech, 24-25, 139-145
extemporaneous, 142-143
impromptu, 140-142, 143
of informational speeches, 199
manuscript, 23, 139-140, 143
memorized, 140, 143
microphones for, 160-161
of persuasive speech, 211
rehearsing. See Rehearsing
successful, 166-167
vocal, 154-160

Democratic leaders, 245
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Dewey, John, 239-240
Dialects, 155-157
Direct persuasion route, 204
Distractions, 36
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adapting to. See Accommodation;
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among audience members, 50
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Domains (Internet), 76
Double broken wing, 146
Drama, creating, 135-136
Drawings, as presentation aids, 172,
180
DVD players, 176
Dynamism, credibility and, 213-214

Educational Web sites, 77
Effect-to-cause reasoning, 217
Either/or fallacy, 220
Ekman, Paul, 152
Elaboration likelihood model (ELM),
202-204, 211
Elocution, 2
Emotion
culture and, 165, 221-222
in persuasive speaking, 221-222
Emotional appeals, misuse of, 222
Emotional response theory, 221
Emphasis, gestures indicating, 148
Employers, skills valued by, 1, 2
Empowerment, 1, 208
Encoding, 3
Entertaining speaking, 18-19, 69
Ethical speech, 29-33
accommodation and, 30
evidence and reasoning and, 30
goal and, 29
honesty and, 30-31
plagiarism and, 31-33
Ethics, 27-28, 44
credibility and, 27-28
free speech and, 27
history of, 28-29
listening and, 41-42
Ethnic vernacular, 132
Ethnicity. See also Accommodation;
Culture
in audience analysis, 51
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Ethnocentrism, 51, 164
Ethos, 203, 211, 213. See also
Credibility
Eulogies, 234
Evaluation
of evidence, 42-43, 243
of Internet resources, 77-79
of resource material, 84
of speeches, 43-46
of your skill and experience with
presentation aids, 178
Events, speeches about, 189
Evidence, 215
effective use of, 219
ethics and, 30
evaluating, 42-43, 243
soft and hard, 102
supporting reasoning with,
218-219
Exaggeration, 236
Examples, 42, 218
Expert testimony, 93
Explanations, 89-90
Extemporaneous speaking, 142-143
Extended illustrations, 89
External noise, 4
Eye contact, 23-24, 25, 58-59, 145,
146, 181

Facial expressions
of audience, 5, 54, 59
of speaker, 151-152
Facts
inferences vs., 42
in introductions, 112
propositions of, 210
supporting reasoning with, 218
Fallacies, 219-220
Faulty reasoning, 219-220
Fear. See Anxiety; Confidence
Fear appeals, 208-209
Feedback, 4, 45
Fig leaf clutch, 147
Figurative analogies, 91
Figures of speech, 134
Final summaries, 106
First Amendment, 28
Flipcharts, 173
Focus
on ideas, 13
presentation aids and, 170
on success, 13
Fonts, for presentation aids, 175
Formality, of public speaking vs.
conversation, 6

Forums, 246
Free speech, 27, 28-29

Gender, in audience analysis, 50-51
Generalizations, 215
General purposes, 18-19, 44, 69
Gestures, 24, 145-150
culture and, 165-166
effective use of, 148150
functions of, 147-148
problem, 146-147
to reinforce ideas, 196
Goals. See also Purpose
of informative speaking, 187-188
for listening, 39
of persuasive speaking, 201-202
Government Web sites, 77
Graphs, 172-173
Group membership, in audience
analysis, 51
Group presentations, 245-248
Groups, 239-250
brainstorming in, 241, 246
conflict management in, 243-244
leading, 244-245
participation in, 242-244
problem solving in, 239-242

Handouts, effective use, 182-183
Hands. See Gestures
Hard evidence, 102
Hasty generalization, 220
Hierarchy of needs, 206-207
High-context culture, 164
Historical events, in introductions,
114

Honesty, ethics and, 30-31
Hostile questions, 168, 248
Humor

in after-dinner speeches, 234-237

in introductions, 113

in stories, 194

supporting material and, 94
Hyperbole, 236
Hypothetical illustrations, 89

Ideas

central. See Central idea

focusing on, 13

main. See Main ideas

speeches about, 189
Illustrations, 88-89, 112
Immediacy

creating perception of, 150-151

culture and, 165



Impromptu speaking, 140-142, 143
Indirect persuasion route, 204
Inductive reasoning, 215, 217, 218
Inferences, 42, 218
Inflection, 158
Inflexible apprehension style, 10
Informative speaking, 18, 69,
187-201
audience-centered, 196-199
enhancing recall of, 194-196
enhancing understanding of, 188,
190-192
goals and types of, 187-188, 189
maintaining interest in, 193-194
Initial credibility, 214
Initial previews, 103
Insensitive apprehension style, 10
Interactive model of communica-
tion, 4-5
Interest, of audience, 53, 193-194
Internal noise, 4
Internal previews, 103-104
Internal summaries, 106
Internet
categories of Web sites on, 76-77
clip art and, 174
evaluating resources on, 77-79
free speech and, 29
locating resources on, 76
presentation aids using, 177
supporting material from, 75-79
Interviews, as supporting material
source, 81-83
Intonation, 156
Introductions of speeches, 22-23,
109-116, 124
effective, 112-115

establishing credibility during, 111

knowing, 11

purposes of, 109-112

referring to, in conclusions, 119
Introductory speeches, 230
Invention, 20
Inversion, 135
Irony, verbal, 236
I[-statements, 45

Jargon, 132
Jessel, George, 11
JSTOR, 79

Kennedy, John F., 135, 159
Keynote addresses, 233

Keynote presentation aids, 22, 174
Kinesthetic learners, 192

Index W4

Laissez-faire leaders, 245
Language, 129-139
adapting style to diverse listeners,
132-134
biased, avoiding, 133-134
effective use of, 130-132
memorable word structures and,
134-137
oral vs. written style of, 129-130
pronunciation of, 156
vocal delivery and, 154-160
Lavaliere microphones, 160
Lay testimony, 93
Leadership of groups, 244-245
Learning styles, 192
LexisNexis Academic, 79
Library resources, 80-81
Line graphs, 172-173
Listeners. See Audience
Listening, 35-48
active, 40
analyzing and evaluating speeches,
43-46
barriers to, 35-37
critical, 40, 42
ethical, 41-42
to find topics, 67-68
giving reason for, 110
goals for, 39
improving skills for, 37-41,
42-43
nonjudgmentally, 168
practicing, 39
Listening styles, 40
Literal analogies, 91
Literary quotations, 93
Logic, 43, 215-220
Logos, 203, 211, 215. See also Logic

Magnitude, supporting material
and, 94
Main ideas
developing, 210
generating, 20-21, 72, 198
listening for, 38
organizing, 97-100
previewing, 72, 111-112
restating, 118
supporting, 21-22
Major premises, 216
Malapropisms, 236
Manuscript speaking, 23, 139-140,
143
Mapping, 122
Maps, as presentation aids, 172
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Maslow, Abraham, 206-207
Memorized speaking, 140, 143
Message, 3
customizing to audience, 61-62
effectiveness of, 43-44
ethical, 44
receiver of, 3
Metaphors, 134-135
Microphones, 160-161
Military Web sites, 77
Minor premises, 216
Mirren, Helen, 236
Misplaced authority, 220
Mispronouncing words, 157
Models, as presentation aids, 171
Moore, Michael, 235
Motivated sequence, 119, 226-227
Motivation
to listen, establishing, 193
negative, 208-209
persuasive speaking and, 205-209
positive, 208
to respond, conclusions and,
118-119
Movement
of audience, 59
of speaker, 150-151
Myths, 221

National Communication Association
Credo for Communication Ethics
of, 27
Natural gestures, 148
Needs
of listeners, 206-207
in motivated sequence, 226
Negative motivation, 208-209
Negative thoughts, replacing with
positive messages, 12-13
Nervousness. See Anxiety; Confidence
Newspaper Source, 80
Noise, internal and external, 4
Nomination speeches, 232
Non sequiturs, 220
Nonverbal behavior, 38, 145-154.
See also Eye contact; Facial
expressions; Gestures;
Movement
of audience, 54, 58-61
audience adaptation and, 58-61
humor and, 237
personal appearance and, 152
posture and, 151
Nonverbal transitions, 105-106
Note taking, on resources, 32, 85

Obama, Barack, 136
Objectivity, of Internet resources, 78
Objects
as presentation aids, 171, 182
speeches about, 189
Occasion, references to, in introduc-
tions, 114-115
Omissions, 135
Online databases, 79-80
Open-ended questions, 49
Operational definitions, 90
Opinions, 42-43, 93-94, 218
Oral citations, 32
Oral language style, 129-130
Organization, 22-23, 97-109
confidence and, 11
of informational speeches, 198
of main ideas, 97-100
of persuasive speeches, 211,
224-227
presentation aids and, 170
signposting and, 103-107
of supporting material, 100-102
Organizational Web sites, 77
Outlines, 23, 122125, 126, 246, 247

Pacing information flow, to enhance
audience recall, 195
Panel discussions, 246
Parade rest, 146
Parallelism, 136
Patchwriting, 31
Pathos, 203, 211, 221. See also
Emotion
Patriot Act, 29
Pauses, 159-160
People
as presentation aids, 171
speeches about, 189
Personal appearance, 152
Personal knowledge and experience,
as supporting material, 75
Personal references, in introductions,
114
Personification, 135
Persuasive speaking, 18, 69, 201-229
accommodation in, 222-224
classic approach to, 202-203,
204,211
credibility and, 213-214
definition of, 201
development of speech for,
209-211
elaboration likelihood model of,
202-204, 211



emotion in, 221-222
goals of, 201-202
logic and reasoning in, 215-220
motivating listeners and, 205-209
organization of speeches and, 211,
224-227
purpose of, 209-210
Photographs, as presentation aids, 172
Physiological needs, 207
Picture graphs, 173
Pictures, as presentation aids, 180
Pie graphs, 172
Plagiarism, 31-33
Planning
of interview questions, 82
of public speaking, 5
Policy, propositions of, 210
Positive feedback, 45
Positive motivation, 208
Posture, 151
PowerPoint presentation aids, 22,
173,176, 180
Practicing. See also Rehearsing
listening skills and, 39
Preceding speeches, references to, in
introductions, 115
Prejudice, listening and, 37
Preliminary bibliographies, 83-84
Preparation. See also Rehearsing
confidence and, 11
for interviewing, 81-83
lack of, 10
of presentation aids, 175-176
for responding to questions, 168
Preparation outlines, 122-125
Presentation aids, 170-186
appearance of, 174-175
audiovisual, 176-177
computer-generated, 173-176
to enhance audience recall, 195
explaining, 182
for group presentations, 247
keeping simple, 174, 180-181
possible, identifying, 85-86
preparing, 180-181
problems with, 184-185
rehearsing with, 162, 181
selecting, 177-178
supplementing signposts with,
106-107
three-dimensional, 171
timing use of, 183-184
two-dimensional, 171-173
using, 181-185
value of, 170

Index Wa¥4

Presentation speeches, 231-232
Previews, 72, 103-104, 111-112
Prezi presentation aids, 22, 173-174
Primacy, organization based on,
98,101
Primary sources, 92
Problem-solution organization, 99,
224-225
Problem solving, in groups and
teams, 239-242
Procedures, speeches about, 189
Processes, complex, clarifying,
190-192
Procrastination, 10, 68
Pronunciation, 156, 157
Propositions, 210
of fact, 210
of policy, 210
of value, 210
Proximity, supporting material and,
94,110
Psychological audience analysis,
52-54
Public-relations speaking, 229
Public speaking
history of, 2
reasons to study, 1-2
seeking opportunities for, 13
Puns, 235
Purdue Online Writing Lab (OWL), 85
Purpose. See also Goals
of conclusions, 117-119
determining, 18-19, 69-71, 197
ethics and, 29
general, 1819, 44, 69
of group presentations, 247
of interview, 81
of introductions, 109-112
of persuasive speaking, 209-210
specific, 19, 44, 69-71

Questions
ending the Q&A period and, 169
hostile, 168, 248
in introductions, 113-114
open- and closed-ended, 49
responding to, 167-169, 247-248
Quotations
in introductions, 113
literary, 93

Race. See also Accommodation;
Culture
in audience analysis, 51
Rapport, establishing, 24
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Reading
to find topics, 67-68
of speeches, 23, 139-140, 143
Realistic feedback, 45
Reasoning, 43, 215-220
adapting for culturally diverse
audiences, 217-218
by analogy, 215-216
causal, 217
deductive, 216, 217, 218
ethics and, 30
faulty, 219-220
inductive, 215, 217, 218
by sign, 216
supporting with evidence, 218-219
Receiver, of message, 3
Recency, organization based on,
98, 101
Recent events, in introductions, 114
Red herring fallacy, 220
Reference resources, 80-81
Reflective thinking, 239-240
Refutation, 225-226
Regionalisms, 132
Regulation, gestures indicating, 148
Rehearsing, 11, 23-24, 161-162
of group presentations, 247
of informational speeches, 198-199
of persuasive speeches, 211
with presentation aids, 162, 181
Reinforcing key ideas, 195-196
Relational-oriented listeners, 40
Relaxed gestures, 148
Reluctant testimony, 219
Remembering
as part of listening, 35-36
by audience, enhancing, 194-196
presentation aids and, 170
Repetition, 136
of common elements in presenta-
tion aids, 174
to enhance recall, 194-195
gestures indicating, 147
of questions, 168
Rephrasing questions, 168
Research strategies, 83-86
Responding. See also Behavioral
responses; Verbal responses
as part of listening, 35, 38
motivating audience to, 118-119
to questions, 167-169, 247-248
Rhetoric, 203
Rhetorical criticism, 43
Rhetorical questions, 113-114
Rhetorical strategies, 44-45

Rhythms, 136-137
Roosevelt, Franklin, 25, 136
Rowland, Robert, 45

Safety, of presentation aids, 181
Safety needs, 207
Sans serif fonts, 175
Satisfaction, in motivated sequence,
226
Search engines, vertical, 76
Secondary sources, 92
Selecting, as part of listening, 35
Self-actualization needs, 207
Self-critiquing skills, 46
Self-esteem needs, 207
Sensitive feedback, 45
Sentence length, 135
Serif fonts, 175
Sexual orientation, in audience
analysis, 50-51
Sign, reasoning by, 216
Signposts, 103-107, 124
numeric, 194-195
previews as, 103-104
for responding to questions, 168
summaries as, 106
supplementing with presentation
aids, 106-107
transitions as, 104-106
Silence, 159
Similarities, among audience mem-
bers, 50
Similes, 134-135
Simple words, 130
Situational audience analysis, 54
Small group communication, 239-250
Smiling
by audience, 54
by speaker, 24
Social needs, 207
Socioeconomic status, in audience
analysis, 51-52
Soft evidence, 102
Source of information, speaker as, 3
Sources (of ideas)
acknowledging, 31-32
citing, 32-33
primary, 92
reliability of, 91-92
secondary, 92
Spatial organization, 99
Speaker, role of, 6
Speaking notes, 125-127, 161
Specific feedback, 45
Specific purpose, 19, 44, 69-71



Specific words, 130
Specificity, organization based on,
101
Speech rate
delivery and, 156, 158-159
thought rate and, 37
Spoonerisms, 235-236
Stacks, 80
Standard outline form, 123, 124
Standard U.S. English, 133
Stationary microphones, 160
Statistics
accurate interpretation of, 92
audience analysis and, 50
evaluating, 43
in introductions, 112
making understandable and memo-
rable, 92-93
as supporting evidence, 91
supporting reasoning with, 218
Stories
humorous, 235
to maintain interest, 193-194
Substitution, gestures indicating,
147-148
Success
focusing on, 13
visualizing, 12
Summaries, 106, 117-118
Supporting material, 21-22, 75-88
effectiveness of, 110
for informational speeches, 198
from Internet, 75-79
interviews as, 81-83
library resources as, 80-81
online databases as, 79-80
opinions as, 93-94
organization of, 100-102
personal knowledge and
experience as, 75
for reasoning, 218-219
research strategies for, 83-86
selecting, 94
statistics as, 91
Supreme Court, 28-29
Surveys, in audience analysis, 55
Suspense, in stories, 194
Suspension, 136
Syllogism, 216
Symbols, 44
Symposiums, 246

Tables, as presentation aids, 173
Task-oriented listeners, 40
Teams, problem solving in, 239-242

Index WA

Technology. See also Computers,
as presentation aids;
Presentation aids

choosing, 126
effective use of, 184

Terminal credibility, 214

Thesis statements. See Central idea

Thinking. See also Reasoning

critical, 30, 42

negative, replacing with positive
messages, 12-13

reflective, 239-240

Thought rate, speech rate and, 37

Timeliness, of Internet resources, 78

Toasts, 231

Topic

introducing, 110

narrowing, 18, 69, 197,209-211

selecting, 11, 18, 66-68, 197,
209-211

Topical organization, 97-98

Transaction, communication as, 5

Transformational leaders, 245

Transitions, 104-106, 151

Trustworthiness, credibility
and, 213

Twain, Mark, 236

Understanding
as part of listening, 35
enhancing, 188, 190-192
presentation aids and, 170
Understatement, 236
Unexpected, to maintain interest, 194
Usability, of Internet resources, 78

Values
in audience analysis, 52
persuasive messages and, 202
propositions of, 210
Variety. See also Accommodation;
Culture; Diversity
in speaking, 157-160
supporting material and, 94
Verbal communication, 154-164
Verbal irony, 236
Verbal responses, of audience, 54, 59
Verbal transitions, 104-105
Vertical search engines, 76
Video presentation aids, 176-177
Visual channel, 3
Visual learners, 192
Visual rhetoric, 180
Visualization, in motivated sequence,
226-227
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Vocal delivery, 154-160 Word pictures, 191-192
Voice Words. See Language

pitch of, 25, 158 Working memory theory of listening,

volume of, 24, 25, 154-155 35-36

Written citations, 32-33

Web sites, categories of, 76-77 Written cues, 23
Whiteboards, 173 Written language style, 129-130
Wikipedia, 78
Wit, 236-237 You-statements, 45

Word order, inverted, 135
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