





PART 1

W

Welcome to
Public Speaking

In This Chapter We Will:

Identify the principal things you will learn in this
course and how they will benefit you outside the
classroom.

Understand public speaking as a communication pro-
cess in which the speaker and listeners jointly create
meaning and understanding.

Examine the main goals and strategies for developing a
speech and learn how to prepare your first speech for
this course.

Discover how nervousness can be used to your advan-
tage in public speaking and learn strategies to over-
come anxiety.

Recognize what makes a speech of high quality.

Consider the ethical responsibilities of both speakers
and listeners.
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1

elcome to Public Speaking, one of the most important courses you
will ever take. If that sounds like a strong claim, consider what the fol-
lowing students had to say after completing a public speaking course:

Before this class, | was extremely apprehensive about speaking in
front of an audience. If the class hadn’t been a requirement, | might
have dropped it. Now I'm very glad that I took it. It helped a lot and
gave me more confidence to speak in front of other people.

My speeches have better content now, and | am more able to
speak loudly and slowly without looking at notes.

The most important thing that I've learned is how to organize my
ideas—whether for a speech or a paper. I'm still not a great speaker,
but now I know how to better communicate my ideas.

After taking this class, | look more closely at arguments for their va-
lidity, and I'm more critical of other people’s logic. | also have a
better understanding of the ethical component of public speaking.
| can recognize statements that are “loaded” and can respond to
them appropriately.

WHY STUDY PUBLIC SPEAKING?

You may have enrolled in this course because you expect to be making
public presentations and you want to learn how to do that better and more
easily. Maybe your goal is to speak more forcefully or to be less nervous. Per-
haps you want to become better organized, to learn more about how to pre-

Ethos, your character
as perceived by the
audience, is influenced
by first impressions.

A self-assured, confi-
dent stance is the best
possible beginning to-
ward establishing posi-
tive ethos.
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pare a speech, or to think more clearly and more critically. You may even
have chosen the course because it meets at a convenient time, is a require-
ment for graduation, or has a good instructor.

Whatever your reasons for studying public speaking, this is one of the few
courses you will take that combine theory and practice—that help you apply
classroom content in your daily life. As you study creative and critical think-
ing, sensitivity to audiences, and effective speech presentation, the skills you
learn will

* Help you critically evaluate messages and appeals of all kinds

* Make you more sensitive to people and situations

¢ Increase your self-confidence and your willingness to engage in
serious dialogue with others!

Outside the classroom, these attributes will enhance your value as an em-
itizen. Employers and career counselors often put “good

communication skills] at the top of the list of qualities they seek in people.? m

The reason is simple: Each year our economy becomes more dependent on
information and the ability to communicate it.

Your study of public speaking will also help make you a more competent,
more active citizen. The skills listed above will make you better able to under-
stand public issues and social controversies, to decide what you think about
them, and to participate effectively in resolving them—whether on your cam-
pus, in your neighborhood, or in the larger public forum.

Here are some of the specific skills you will learn or improve by studying
public speaking:

* How to listen carefully and critically in order to understand and
evaluate what others say

* How to decide what you want to speak about and to select what
to say

* How to find the material for a speech by examining your own
experience, consulting with others, and using a library

* How to think critically about what you read and observe so that
you will reason soundly when addressing an audience

* How to organize a speech to make it clear, coherent, sensible, and
effective

* How to use language skillfully to convey both meaning and mood

* How to use your voice and your body to present yourself and your
message in an effective, compelling way

* How to adapt general principles to your particular speaking situa-
tion, with emphasis on the dimensions of informing, persuading,
and entertaining

* How to understand and benefit from reactions to your speeches so
that the audience’s response helps you improve your skills

In this chapter we will discuss each of these skills only briefly, so that you
are able to get started practicing them. Each topic introduced here will be cov-
ered more fully later in the book.
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critical thinking

The ability to form and defend your
own judgments rather than blindly
accepting or instantly rejecting what
you hear or read.

facts

Statements that are capable of being
verified by someone other than the
speaker.

opinions

Subjective judgments based on expe-
rience or expertise, not capable of
being verified by someone else.

strategic planning

The process of identifying your goals
and then determining how best to
achieve them.

communication

Interaction that builds connections
between people that help them to
understand each other and to recog-
nize common interests.
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This set of skills has been studied and taught for about 2,500 years (in dif-
ferent ways over the years, of course), so you are taking part in a very old and
valuable academic tradition.

Besides improving these specific skills as a communicator, you also will
be applying and refining two invaluable general skills that are emphasized
throughout this book: critical thinking and strategic planning.

CRITICAL THINKING Public speaking is in large measure an exercise in
critical thinking, the ability to form and defend your own judgments rather
than blindly accepting or instantly rejecting what you hear or read. Critical
thinkers can analyze and understand various points of view, and they can
quickly recognize the difference between fact and opinion.

Facts, as we will see in detail later, are statements that—at leastin the.

n be verified by someone else. If a speaker says that thq world’s popul
-la

tion jhas doubled every 25 years, that statement can be tested by checking
population statistics. In contrast, opinions are subjective judgments that pre-
sumably are based on experience or expertise. If a speaker asserts that the
world’s population is growing too fast, that opinion cannot be verified exter-
nally; it stands or falls depending on the insight and judgment of the person
who offers it.

Critical thinking is the basis of those “good communication skills” that em-
ployers seek and democracies need. As a listener, critical thinking will help
you to recognize a speaker’s unstated assumptions. As a speaker, it will help
you to form precise statements that embody your thoughts. Overall, critical
thinking will place ideas into a broader context, showing how they relate to
other things that you already know or believe.

The particular skills of critical thinking are the focus of Chapter 2, but they
will inform all your work in this course.

STRATEGIC PLANNING A speaker operates in a world of choices: whether
to speak, when to speak, what to say, how to phrase a particular point, how
to explain or defend it, how to organize the message, what tone to give it, and
exactly how to relate it to the audience. Even all these options do not exhaust
the possibilities! Some speakers make these choices unconsciously, without
real thought (and relying on luck). But effective speakers make their choices
strategically; through strategic planning they identify their goals and then
determine how best to achieve them.

Chapter 4 will focus on strategies relating to a speaker’s many choices,
but throughout the book you will be reminded—and encouraged—to think
strategically.

PUBLIC SPEAKING AND COMMUNICATION

When you give a speech, you and your listeners are involved in commu-
nication, meaning that you interact in order to build some sort of connection
whereby you can understand each other and recognize common interests.

FOUNDATIONS OF PUBLIC SPEAKING
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How does this happen? And how does public speaking differ from other
forms of communication such as personal conversation and written essays?

Early theories of communication viewed public speaking as a series of
one-way messages sent from speaker to audience. In fact, however, the audi-
ence participates with the speaker in creating shared meaning and understand-
ing. The speaker’s ideas and values are tested and refined through interaction
with the audience, and listeners’ knowledge and understanding are modified
through interaction with the speaker. Thus, public speaking is a continuous
communication process in which messages and signals circulate back and
forth between speaker and listeners.

From the audience’s point of view, each listener comes to the speech
with a framework of prior knowledge, beliefs, and values, and each listener
“decodes,” or interprets, the speaker’s message within this personal frame-
work. To a particular listener some ideisgnuu_lm important, or salient,
than other ideas. If the speech is aboufj vegetarian diets} for example, some lis-
teners will approach it with special interest in health and nutrition, others will
be concerned about the welfare of animals, and still others will view vegetari-
anism as a fad for eccentrics. The speech may support, challenge, or modify
any of these frameworks, but each listener’s framework will shape how he or
she interprets and understands the speech. Audience members work actively
to assess what the speaker says against what they already know or believe,
and they constantly make judgments about the message and convey them
back to the speaker through facial responses and other nonverbal clues.

From the speaker’s point of view, knowing about the audience is crucial
in preparing and delivering a speech. A speech about campus social life, for
example, would be different for an audience of prospective students than for
an audience of alumni. Even if the basic points of the speech were the same,
the nature of the audience would affect how they are developed and explained
and what tone or attitude the speaker projects. In preparing the speech, the
speaker would analyze the audience and try to match listeners’ expectations
appropriately. Moreover, as listeners respond during the speech (by frowning,
nodding approval, looking puzzled, etc.), the speaker would constantly mod-
ify how key points are organized and phrased and would try to acknowledge
or respond to the audience’s concerns.

Figure 1.1 on page 8 depicts this interplay between speaker and audience.
Suppose that you plan to speak about the benefits of a vegetarian diet. In
preparing the speech you’ll remember that some listeners think vegetarianism
is healthful, others think it is a passing fad, and still others associate it with ec-
centricaanha don't really understand nutrition. As you speak, you’ll be watch-
ing fo responses from the audience that signal how they are
reacting to what you say. Most responses will be nonverbal, such as frowns or
nods of approval. Feedback might prompt you to acknowledge that some
people doubt the merits of vegetarian diets; you might even admit that you
had doubts yourself but now are a committed vegetarian. Throughout the
speech—beginning with its preparation and lasting through its presentation—
you will be sensitive to how well your ideas match your audience, and you’ll
use feedback to improve the fit as you speak.

Remember that audience members will not be passive. Each will assess
everything you say against what he or she already believes. You may convince
some to change their beliefs; others may interpret your message in ways con-
sistent with their beliefs; and if the discrepancy between their beliefs and your
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Responses from the audience to the
speaker, often in the form of nonver-
bal cues.
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Spoken messages

[Message]
“A vegetarian diet

is the best one for
[Audience views acknowledged] your health.”

“You may think vegetarians are Y
-really onto something, or
-just pursuing a fad, or
-oddballs who don't
understand nutrition?”

Am | being
pressured here?

Vegetarians always
puzzled me. Why do
they do it?

Is she implying
that my burgers

Source: Speaker Receivers: Audience

Audience response signals (feedback)

FIGURE 1.1
Public speaking as a communication process.

message is too great, some listeners will reject your message. In any case, the au-
dience will be actively involved as you speak, interpreting and testing what you
say against their own beliefs and values and letting you know their reactions.

& THE RHETORICAL SITUATION

From the preceding we can see that one way in which public speaking
differs from other forms of communication is that the speaker and listeners si-
multaneously participate in creating the message. Another unique characteris-
tic of public speaking is that it occurs in response to a specific situation. Unlike
great dramatic or literary works, which “speak to the ages,” the principal test
of a good speech is whether it responds most effectively to the needs of the
situation in which it is presented.?

The situation is the specific context in which a speech is given. Compared
m with poems and stories, which are read long after they were written, most

speeches have a short life span. For example, student Mohammed Ghouse’s
first speech to his classmates concerned an important and timely issue:

We read about people getting killed every day iinfants who are shot

in their mothers’ arms, children who dodge sniper fire to attend school in the

situation bombed-out shell of a schoolhouse, young men who have lost limbs to this horri-
The particular context in which a fying ethnic war. We must do whatever we can to stop the bloodshed—as individ-
speech takes place. uals and as a nation.
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Althoygh Mohammed’s speech probably could be appreciated long after the
war inf Bosnia fpnded, it was created in response to a particular event and was
designed primarily to be heard by a particular audience.

The study of how messages affect people has long been called rhetoric.
This ancient discipline is concerned with the role that messages play in

e Shaping, reaftirming, and modifying people’s values

* Binding people closer together or moving them farther apart
* Celebrating significant events

e Creating a sense of identity among people

* Conveying information and helping people to learn

e Nurturing, strengthening, or changing people’s beliefs

¢ Leading people to take (or not to take) action

Alrhetorical situation,l then, is a situation in which people’s understanding
can be changed through messages.*

The following example shows how student Adam Paul Vales responded to
a rhetorical situation by urging classmates not to park their cars on streets sur-
rounding the campus:

When you park on the streets, you make life miserable for the people who live in
the apartments there. Sometimes, residents of those streets have to carry groceries
four blocks through the snow because they are unable to find parking near their
homes! When you go home, do you have to drive that far to find parking, or do
you park on your own street? Is it fair to take that convenience away from our
neighbors?

I know you park on these streets because you have no place to park on campus.
But the only reason the university is not building more parking lots is that they
know the easier solution is just to force you to park on the street. This solution
may be easy for the university, but it is very hard on the community. By refusing
to park on the street and by demanding new parking lots, you will force the uni-
versity to live up to its responsibilities to its students and to the local community.

Adam’s message addressed a particular audience and asked its members
to consider a specific problem and solution. The speech was timely and the
message affected how listeners understood the situation. A well-conceived,
well-presented speech can help resolve a problem that causes a particular situ-
ation, or it can help listeners to see the situation in a new light. An ineffective
speech will leave the situation unchanged or may even make matters worse.

Figure 1.2 on page 10 shows the four basic factors that determine the suc-
cess of any rhetorical situation: the audience, the occasion, the speaker, and
the speech itself.

THE AUDIENCE Whereas a poem or a novel is addressed to all potential
readers over time, a speech is usually presented to a specific audience. Most
of the time, want to present their ideas in a way that achieves
identification [with the audience; that is, they try to find common ground be-

tween what they know about the audience and what they want to say. Bear
in mind, though, that a speaker sometimes might want to avoid common
ground and even to antagonize listeners to get their attention or to motivate
them to participate.

CHAPTER 1
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WEBLINK

rhetoric
The study of how messages affect
people.

rhetorical situation

A situation in which people’s under-
standing can be changed through
messages.

audience
The people who assemble to listen to
a speech.

identification
Formation of common bonds be-
tween a speaker and the audience.
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FIGURE 1.2
Determinants of the rhetorical
situation.

occasion
The specific setting for the speech;
the context in which it takes place.
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Occasion

Rhetorical
Speaker situation Audience

Listeners, as you know, are not passive receivers of the message. Instead,
they form judgments about the speaker and message while the speech is in
progress, and they communicate their judgments through feedback. Such re-
actions as eye contact, smiles, yawns, and frowns tell the speaker whether
listeners understand the point being made, whether they are confused and
need further explanation, whether they are paying close attention or seem
distracted or bored, and whether the argument seems strong or needs addi-
tional support.

Ultimately, of course, the audience determines whether the speech was
successful—whether a “speech to entertain” really was entertaining, whether
a speech about a problem really did provide new information and insights,
whether listeners actually will take the action that the speaker advocates. Be-
cause the audience is so important in determining the success of a rhetorical
situation, Chapter 3 will explain in detail how to analyze the audience.

THE OCCASION (AND PURPOSE) The occasion is the specific setting for
the speech, the circumstances in which it occurs. The date, time, place, and
purpose all influence the rhetorical situation. “A commencement speech about
school reform, delivered at Western State University in June of 1998” is an ex-
ample of an occasion; “growing unease about the quality of public education”
is the rhetorical situation to which this speech was a response.

People speak on all kinds of occasions and for many reasons. Some
speeches commemorate an important event or enact a ritual, such as present-
ing or accepting an award, delivering a eulogy, introducing or toasting some-
one, or entertaining an audience. Other speeches involve problem solving and
decision making, such as giving an oral report or a sales presentation, advo-
cating a policy, or refuting an argument. Still other occasions arise in which
the speaker wants to lead the audience in deciding what is true, or in passing
judgment on actions, or in applying some rule or social convention.

FOUNDATIONS OF PUBLIC SPEAKING



Whatever the occasion, the audience arrives with ideas about what is
and what is not appropriate bebavior. Such expectations have developed
over time, and they limit what a speaker can do in responding to the rhetor-
ical situation. For example, listeners expect a eulogy to offer a favorable
view of the deceased, and they normally would think it inappropriate for a
speaker to dwell on the person’s failings. On the other hand, an after-dinner
speech is usually expected to be lighthearted; a speaker who instead pre-
sents a highly technical lecture would not be responding appropriately to
the occasion.

Simultaneous events further define the occasion. For example, the fact that
a presidential campaign is underway helps to define the occasion for a speech
about health reform. The retirement of a popular athlete helps to set the stage
for a speech about retirement trends in industry. And if listeners only last
week were urged to give up tobacco, that may affect their judgments about a
speech that now asks them to give up red meat.

The purpose of the speech also defines the occasion, and we will look
closely at three basic purposes (informing, persuading, and entertaining) at
the end of this chapter. Most of the speeches that you will present will be
deliberative, meaning that your purpose is to share information and to influ-
ence listeners’ beliefs and actions. Much of this book therefore will focus on
the skills needed to inform and to persuade. But we also will examine other
reasons for speaking, such as celebrating and entertaining, and how they af-
fect the rhetorical situation. Finally, Chapter 15 will explore the wide range of
occasions for public speaking.

THE SPEAKER The same speech delivered by different speakers will
produce different reactions and effects in an audience. The concept of ethos,
which we will examine in more detail later, refers to the speaker’s character
as the audience perceives it. Developing and maintaining positive ethos will
contribute immeasurably to the success of a speech. If you appear interested
in your topic, the audience will be more likely to be interested, too. If you
appear to know what you are talking about, listeners will be more likely to
trust your judgment and to follow your advice. Fortunately, you can learn the
skills that enable a speaker to contribute positively to a rhetorical situation,
and so we will focus on ways to develop and maintain positive ethos through-
out the book.

THE SPEECH Although we tend to think of the situation as something to
which the speech responds, the message itself also works to shape the situa-
tion. Before Adam Paul Vales spoke about parking on campus, his audience
thought of the side streets as a convenient parking lot; but during the speech
they began to see those streets as symbols of campus politics and community
responsibility. The message had redefined the situation.

In most cases, an audience’s understanding of a situation can be im-
proved by a speech that is organized effectively, that includes interesting
examples and memorable phrases, and that is presented enthusiastically.
Although many factors determine whether or not a speech responds suc-
cessfully to a rhetorical situation, by understanding the basic factors involved
you can better shape your message as a speaker and can participate more
fully as a listener.

deliberative

Intended to give listeners new in-
formation and to influence their
thought and action.
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purpose
The goal of the speech, the response
sought from listeners.

thesis
The main idea of the speech, usually
stated in one or two sentences.

Checklist

12 PART 1

GOALS AND STRATEGIES FOR YOUR
S FIRST SPEECH

Most instructors assign a first speech early in the course, often asking stu-
dents to introduce themselves or a classmate or to briefly develop a single
main idea. Whatever your specific assignment is, two goals are important for
any speech:

1. Your message should be clear.
2. You should establish positive ethos.

After examining what these goals entail, we will explore some strategies for
achieving them.

First, your speech should have a clear purpose and thesis. The purpose
is your goal for the speech, the response you are seeking from listeners. The
thesis is a statement of your main idea; it summarizes the basic point you
want the audience to accept.

YOUR PURPOSE Obviously, as a speaker you want listeners to pay atten-
tion to you and to think well of you. Beyond that, however, speeches can
seek many different responses from the audience. Do you primarily want to
impart information, to teach listeners something new? Or do you want to re-
mind them of something they already believe so they will be more aware of
it and how it affects them? Is it your goal to make listeners see the humorous
side of something they regard as serious—or perhaps to see the serious side
of what they may otherwise view as a joke? Do you want them to pay more
attention to something that they may tend to ignore? Do you hope to change
their beliefs or attitudes about something? Do you want listeners to take some
specific action as a result of your speech?

Questions like these illustrate the many possible purposes that a speaker
might have, but not all of them are suitable for a brief first speech. In your first

1.1 Goals for Your First Speech

1. Develop a clear message. - State your thesis—the main

« Choose a topic—the general idea of the speech.

subject area of the speech
(unless your instructor has
assigned the topic).

2. Establish positive ethos.

* Recognize that an audience’s
Judgments about a speaker’s

« Determine the purpose of character are:

the speech. Quite detailed
Informing Made quickly
Persuading Durable
Entertaining
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assignment you should aim to provide new information and ask listeners to
think about it. For now, this is a more realistic goal than aiming to change
your listeners’ beliefs or attitudes. We will look more closely at the purposes
of a speech later in the chapter. At this point, it is enough that you can state
your purpose clearly in a sentence or two.

YOUR THESIS After you have defined your purpose for speaking, you
should clearly state the thesis, or main idea, that you want the speech
to establish. After your speech is over, listeners should have little doubt
about what you actually said or what you meant. If you find it difficult to
state your main idea in a sentence or two, you may be trying to cover too
much. Even complex technical claims should be reducible to simple, basic
thesis statements.

If the effort to state your thesis results in a statement like “I'm going
to talk about computers,” you have not focused sharply enough on your
subject; you have only identified a general area. A better, more specific
statement of what the speech will seek to establish might be, “Using a
computer has changed how I study.” Similarly, if the purpose of your first
speech is to introduce someone, simply saying “I am going to tell you
about Jack Green” is too broad. Instead, a focused thesis statement like “Jack
Green’s life was greatly affected by his growing up in Europe” tells the audi-
ence exactly what your speech will claim. Stating your thesis in a single spe-
cific sentence will help ensure that you focus on the main idea rather than
talking around it.

The second goal for your beginning speech is to establish positive ethos
as a speaker. This Greek term was ysed by teachers of public speaking 2,500
years ago, and a rough translation i< But ethos does not refer to
innate character traits, those at the core of a person’s identity. Rather, ethos
refers to the character that is attributed to a speaker by listeners on the basis
of what the speaker says and does in the speech. Ethos is the character that
you project when you are in a speaking situation. Some textbooks use the
term credibility to describe this concept, but listeners make other judgments
besides whether or not they should believe you. They also form impressions
about what kind of person they think you are, based on what you say and
project as a speaker.

Try the following experiment. Select a classmate whom you don’t yet
know well, and listen carefully to his or her first speech. Then, based only on
the speech, jot down all the adjectives you can think of with which you would
describe this person. Your list might look something like this:

nervous funny
intelligent slick
trustworthy friendly
weak unsure
deferential happy
concerned committed
respectful tasteful

ethos
The speaker’s character as perceived
by the audience.
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introduction

The beginning of the speech,
designed to get the audience’s
attention, to state the thesis, and
to preview the development of
the speech.
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Even a list this long will not capture all the attributes you might perceive in a
speaker upon hearing a short speech. What can we conclude from this simple
exercise about ethos and its effects?

First, an audience’s judgments about a speaker’s character can be quite
detailed. From this exercise you seem to know quite a bit about the speaker,
based only on a very brief first speech. You have a sense of the person’s intel-
lect, emotions, judgment, relationships with others, power, confidence, and
sense of self. Each of these is an important dimension of a person’s character,
and listeners make many such judgments about a speaker.

Second, judgments about a speaker’s character are made quickly. Your
classmate’s speech probably lasted only a few minutes, and yet it gave you
many insights into the person’s apparent character. This exercise shows that
assessments of ethos often reflect superficial first impressions. Whether the
speaker walked confidently to the front of the room, looked at the audience,
and then began speaking or whether the speaker seemed unsure, looked at
the floor, and spoke before reaching the front of the room may give you clues
about the person. As a listener you decide whether the speaker is nervous or
comfortable, whether the speaker values the relationship with the audience,
and how much confidence the speaker has in what she or he says. Your judg-
ments may turn out to be wrong, of course, but you based them on the infor-
mation you had. Listeners often only have first impressions to guide them in
assessing a speaker, and they form judgments quickly.

Third, assessments of ethos are durable. Listeners’ first impressions not only
shape how they judge the speaker but also affect how they think about the
speech and interpret what comes later. If the first impression you make is that
you are very serious, it will seem out of character when you tell a joke later in
the speech. The joke may cause listeners to revise their first impression (“Oh,
that speaker’s not so somber after all”), but it may also affect how they inter-
pret the joke (“Such a serious person can’t even tell a joke that’s really funny”).

The first speech is an icebreaker, an opportunity to learn about your class-
mates and to share things about yourself. Because an audience’s assessments
of a speaker are detailed, are formed quickly, and are durable, the goal of
developing positive ethos in your first speech is just as important as having a
clear statement of your purpose and thesis.

%ﬁqn ORGANIZING |

Once you have in mind the twin goals of presenting a clear message and
establishing positive ethos, the next step is to think strategically about ways to
organize the speech in order to achieve these goals.

Basically, every speech has three parts: a beginning, a middle, and an end.
We will call these the introduction, the body, and the conclusion, and we will
examine them fully in Chapters 7 and 8. For now, it is enough to realize that
each part of a speech includes certain elements and performs certain functions.

Your introduction should be designed to (1) get the audience’s atten-
tion, (2) state your thesis, and (3) preview how you will develop your ideas.

FOUNDATIONS OF PUBLIC SPEAKING
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1.2 Decisions about Organization

1. Develop an introduction. « Decide how to organize the

+ Get the audience’s attention. supporting materials.

- State your thesis. Time order
* Preview the development of Spatial order
the speech. Cause—effect order
2. Assemble the body of Problem—solution order
the speech. Topical order

« Decide which kinds of support-
ing materials you need.

3. Prepare a conclusion.
« Draw together the ideas in the

Experience speech.

Narratives * Provide a strong note of finality.
Data

Opinions

Often the third function can be omitted in a short speech that has only one
main point.

To get listeners’ attention and put them in the right frame of mind, you
might startle the audience with a significant but little-known fact. If your
speech is about recycling, for example, you could begin by asking, “Do you
realize that the trees of an entire forest are harvested each year to make
paper for textbooks?” Or if your speech is about the benefits of techno
you might begin with a story that illustrates what it was like to practiceiﬁ
before the advent of computerized databases. Your opening statement is the
first impression of the speech that listeners will receive; you want to get their
attention and focus it appropriately on your main idea.

The statement of your thesis further serves to put listeners in the right
frame of mind by defining the context in which you want them to interpret
what you are about to say. In speaking about recycling, for example, your
thesis might be, “We need to get serious about conserving and replenishing
our natural resources.” If you identified your thesis clearly when preparing
the speech, stating it in the introduction should be easy.

To preview bow you will develop your thesis, the final thing the introduc-

tion should do is make a natural transition to the body of the speech by telling

listeners what to expect. For example, you might follow your thesis statement
with, “After examining how our forests have been reduced over the last fifty
years, I will outline some simple measures that we can take to prevent further
deforestation.”

The body is the largest portion of the speech; it develops your thesis
statement and offers whatever proof you need to support your claims.

SUPPORTING MATERIALS Supporting materials are all forms of evi-
dence that lend weight to the truth of your thesis, whether by explaining,

CHAPTER 1

Checklist

body

The largest portion of the speech;
includes the development of sup-
porting materials to prove the thesis
and any subsidiary claims.

supporting materials
All forms of evidence that lend
weight to the truth of a claim.
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illustrating, or defending it. The many kinds of supporting materials can be
grouped into a few broad categories:

° Experience

® Narratives (stories)
* Data

° Opinions

You can draw on your own experience with a topic or problem to make it
clear that you are familiar with and have been affected by the subject of your
speech. For example, if your thesis is “Health care takes too large a bite out of
personal income,” you could tell the audience what percentage of your own
paycheck goes toward health costs. If your thesis is that travel broadens a per-
son’s mind, you could draw on your own travel experiences. To support the
thesis that everyone needs to know about self-defense, student Teresa Madera
described how she escaped from an assailant:

It was late, and I was returning to the dorm after studying at the library. When I
was passing an alley, a stranger jumped out at me. Luckily, I was carrying this key-
chain. You’ll notice that it has a small canister attached to it. This is mace, and it
probably saved my life. I sprayed the guy who attacked me and then didn’t wait
around to see what happened.

Teresa went on to explain how her experience had convinced her that all stu-
dents should be prepared to defend themselves.

You can use narratives, or stories, for supporting material; people often
explain (and understand) situations in terms of a story. For example, in a
speech about child abuse, student Stacey Gerbman illustrated the impact of
the problem by telling the story of five-year-old Joey, who was abused by
his father:

Joey was afraid of his father. He hadn’t meant to drop the milk jug, but it was so
heavy. As he cringed in the corner of the kitchen, his father was screaming at him.
Maybe he was a scrawny wimp, as his father said. Only a coward would whimper
at the prospect of a beating. When the blows actually came, Joey couldn’t stop
crying. The next day, he had bruises on both body and soul.

Stacey ended the speech—and concluded the story—by telling how Joey later
became a violent man himself:

When Joey grew up and raised his own family, he too beat his children and show-
ered them with verbal taunts. Sadly, he had learned that behavior all too well from
his own father.

You can draw on data (“facts”) for supporting material. If you claim that
telephones outnumber people in the United States, you could simply use sta-
tistical tables to report the two total numbers. If the thesis is “Most American
presidents have been lawyers,” then naming all the lawyer-presidents would
provide factual support.

You also can use opinions to support your thesis. As noted earlier, opin-
ions are subjective judgments based on a person’s experience; unlike facts,
opinions cannot be verified. But if you use the opinions of experts to support
your claims, those judgments are authoritative, because they are based on ex-
pertise in the subject. Opinions are especially useful in situations where you
cannot observe things yourself or when you want to support promises or pre-
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dictions. For instance, to support a prediction that inflation will not worsen
over the next six months, you could cite the opinion of the chair of the Fed-
eral Reserve Board. In offering an opinion, of course, you want to be sure that
the person really is an expert in the field and that he or she has no ax to grind
and is not biased.

IORGANIZING THE EVIDENCEI Whenever you offer more than one piece of
supporting material, you must decide in what order to arrange your evidence.
Suppose, for example, that you want to use facts, narratives, and opinions to
support the claim that prisons are seriously overcrowded. Which type of mate-
rial should you present first?

Sometimes the decision about organization is just a matter of preference—
of what seems instinctively to have the most natural “flow.” You might decide
on this basis to begin with a narrative, then state the facts about prison over-
crowding, and finally conclude with the opinions of some prisoners and
corrections officers. In cases like this you should try several organizational
arrangements to see which works best. You might ask some friends whether
the thesis is clearer or more effective when you organize the supporting mate-
rial one way rather than another.

At other times, the supporting material may suggest an organizational
arrangement. If you are speaking about three times that your town was dam-
aged by a flood, it makes sense to arrange the occasions chronologically—
either from first to last or from last to first. Disrupting this natural pattern
by describing the floods in random order would make the speech harder to
follow.

Time order, as in this example, is one natural organizational pattern. An-
other is spatial order—arranging items according to their location. To discuss
the varied geography of Texas, for example, you might proceed clockwise,
beginning with the Panhandle in the far north, then describing the hill country
of central Texas and the “piney woods” of the east, then dipping southward
to cover the Gulf Coast and the Rio Grande Valley, and finally heading to
western Texas and the Big Bend country.

Other common organizational patterns are cause—effect (beginning with
conditions and then describing their causes, or vice versa); problem—solution
(first explaining a problem and then pointing to the solution); and topical
structure (mentioning all the economic facts, for example, before mentioning
all the political facts). Strategies for using different organizational patterns will
be explored in later chapters.

The final part of the speech is the conclusion, which has two basic tasks.
First, it should draw together the ideas in the speech so that they are memo-
rable. This is sometimes done by a brief summary of the argument, some-
times by a restatement of the main points or ideas, sometimes by repetition
of the thesis. Second, the conclusion should give a strong note of finality to
the speech. It might restate the idea in the introduction to suggest a completed
circle. It might challenge the audience with an interesting question. Or it might
draw on the claims in the speech to appeal for a specific belief or action on
the part of the listeners.

conclusion

The ending of the speech; draws
together the main ideas and provides
a note of finality.
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one-point speech

A speech in which only one main
idea (the thesis) is offered and
established.

18 PART 1

BEGINNING ASSIGNMENTS

A common first speaking assignment is the one-point speech, in
which the speaker’s task is to establish only one main idea (the thesis). This
type of speech requires a thesis that is clear and simple, and it is developed
as follows:

Introduction
1. Wake up!
2. This concerns you.

3. Generally speaking
Body

4. For example

Conclusion
5. So what?

As indicated, the first three steps enact the introduction to the speech.
“Wake up!” is the device to get the audience’s attention, such as an inter-
esting story, a startling statistic, or an unexpected fact. “This concerns you”
shows listeners how the topic relates to them; it gives them reason to pay
attention and to take the speech seriously. “Generally speaking” states the
thesis of the speech.

“Generally speaking” also forms a natural transition to the body of the
speech, represented by the heading “For example.” The body develops the
thesis by presenting whatever supporting materials are needed to support
the claims in the thesis—experiences, stories, facts, and opinions, arranged in
whichever order is most effective.

Finally, “So what?” signals the twofold function of the conclusion: draw-
ing together the important ideas of the speech and making a final lasting
impression on the audience. Answering “So what?” points out what the sup-
porting material leads to and gives listeners cues about what they should
believe or do.

The following short example of a one-point speech has the thesis “Using a
personal computer has changed how I study.” The sections of the speech are
indicated in brackets.

[WAKE UP!] When my parents went to college, they did their assignments with a
mechanical typewriter and a slide rule. They aren’t old, but this technology seems
as ancient now as the slate tablets of the 1800s. [THIS CONCERNS YOU] When I
told them I needed a computer for college, they were surprised. Some of you may
also have had trouble explaining this to your parents. [GENERALLY SPEAKING]
But using a personal computer has changed how I study. [FOR EXAMPLE] I take

it to the library, and it’s much easier to take notes about what I read. I can call

up databases for my research class in political science. I actually revise papers
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after I've written them. I use electronic mail to ask the professor a question when
there’s something I don’t understand. I download articles from the Internet. And I
even write final exams on the computer whenever I can. [SO WHAT?] I can’t imag-
ine being a college student in the precomputer age. We should all stop to realize
how much our lives have changed.

Being short and simple, the one-point speech is a good way to master the
basic structure of a speech. For this first speech, you may have a day or more
to prepare. But the five-step structure of the one-point speech is also useful
whenever you have to speak impromptu—on the spur of the moment. When
you raise your hand to speak at a meeting or in class, remembering the struc-
ture of the one-point speech will help you state your point briefly, clearly, and
effectively.

Another common first assignment is a speech to introduce yourself, a
classmate, or a famous person whom you imagine inviting to class. You can
easily adapt the structure of the one-point speech to a speech of introduction
if you avoid reciting all the details of the person’s biography. Such a rec-
itation would have no central theme; besides lacking a sense of unity, the
speech would be dull. Instead, select a key aspect of the individual’s experi-
ence, and devise your thesis from that. Then follow the structure of the one-
point speech.

For example, you might open with a statement such as “Unlike most of
us, John Patterson has never lived out of this town.” The contrast between
John and his classmates should capture the audience’s attention and interest.
This achieves the “Wake up!” function of the one-point speech.

Your next statement might be, “John’s experience can give us insight into
the sense of roots that many of our ancestors had but most of us lack today.”
This identifies how you will make John’s experience relevant to the audience,
fulfilling the “This concerns you” step in the one-point speech.

Then you might state the thesis: “This town is so much a part of John’s
identity that he cannot imagine himself apart from it.” This step matches
“Generally speaking” in the one-point speech. It both states the idea that
you intend to establish and provides a natural transition to the body of
the speech.

The next step is to support this thesis. You might do it by referring to key
events in John’s life that are closely identified with the town: growing up
where everyone knew everyone else, participating in parades and celebra-
tions, living as an adult in the same house that he occupied as a child, and
watching things change around him as others moved into or out of town.
These experiences are the supporting material, corresponding to “For exam-
ple” in the one-point speech. Decide which order to present them in and how
much detail to provide.

Finally, conclude by answering the implicit question “So what?” You might
say something like, “So, the next time you read statistics about how often peo-
ple move, or the next time you think about how many careers you might have
during your life, remember that some people choose to nurture their roots
where they stand. John Patterson is a thriving example.”

CHAPTER 1 WELCOME TO PUBLIC SPEAKING
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CHOOSE A STRATEGY

Introducing Yourself to Others "‘\qt

THE SITUATION

You have three minutes to introduce yourself to your classmates and your instructor in your
public speaking class. Three minutes is not enough time to describe everything there is to
know about you, so choices must be made.

MAKING CHOICES

1. How should you decide what you want to share about yourself?

Should you consider: the members of your audience? your classroom setting? your goals
for the class? the course subject? how much or how little you want the audience to know
about you?

What else might you consider?
2. What is the most relevant information to relay to your instructor and fellow students?

Should you describe: your primary likes and dislikes? where you are from? what your hob-
bies and personal interests are? why you are fearful of speaking in public?

What other information about yourself might you include in your speech?

WHATIF ...

Let’s assume you are given the same assignment but with a different audience and a different
purpose. How would your decisions above be affected by the following conditions?

1. Your public speaking classmates are evaluating your speech for a grade.
2. Your speech of introduction assignment will not be graded.

3. Your audience is now the entire student body, and your purpose is to announce your candi-
dacy for student president.

4. Your audience is the active members of a fraternity/sorority that you would like to join.

PRACTICING THE SPEECH

AUDIO )

Now that you have analyzed how to put a speech together, you will soon
be ready to speak. First, though, you should develop an outline of the speech
and practice talking through its main ideas.

WEBLINK N |

Sometimes speakers read a speech, word for word, from a fully written
manuscript. On rare occasions they also commit the speech to memory.°
These approaches may be helpful for highly formal speeches when every
word matters and will be recorded for posterity. But for most of your speeches
in this course, writing out and memorizing every word not only is a waste of
time but may actually hinder your communication with the audience.

PART 1 FOUNDATIONS OF PUBLIC SPEAKING


wlp020a.htm
wlp020a.htm

On the other hand, neither is it a good idea to speak impromptu—without
preparation, trusting that a flash of inspiration will strike you as you speak.
Most successful speakers aim for middle ground with an extemporaneous
speech, meaning that they have a clear sense of the main ideas and how to or-
ganize them, but they have not planned the speech in advance word for word.

In speaking extemporaneously, an outline of the speech is a tremendous
help. In fact, fwo outlines are even more helpful: a preparation outline and a
presentation outline.

PREPARATION OUTLINE Begin developing your speech with a prepara-
tion outline, which is more complete than the outline you will use when
presenting the speech. The preparation outline helps you to identify your
main ideas and to organize them sensibly, and it lists supporting materials and
how you will use them. Write complete sentences in your preparation outline,
as in this example for a section of the speech discussed earlier introducing
John Patterson:

Main Idea: John has a clear sense of his roots.

Support
A. He still lives in the same house in which he grew up.
B. He marched in the Fourth of July parade every year.

C. He has never wanted to go anywhere else.

The rest of the speech would be outlined similarly.

PRESENTATION OUTLINE Although the preparation outline is valuable in
developing the speech, it is too complete to use while speaking. Your interac-
tion with the audience will be limited if you are busy reading a fully elabo-
rated, complete-sentence outline point by point. Instead, prepare a very brief
outline of key words that will jog your memory and remind you of what
comes next. You will use this presentation outline during the actual speech.
Here is the previous example reduced to a presentation outline:

Main Idea: Sense of roots

Support

A. Same house

B. 4th of July

C. No desire to leave

Because you are familiar with the ideas of the speech, seeing the phrase
“Same house” will remind you of the statement you want to make about how
John still lives in the room he occupied as a child and how that experience
has affected his perspective on life. You may never need to refer to the pre-
sentation outline while you are speaking, but if you do, a quick glance at the
words “Same house” will remind you of the point you want to make.

You probably can reduce the presentation outline to fit on index cards,
which are easier to handle than loose sheets of paper. For the first speech,
you may need only one index card; three or four cards will usually be enough
even for complex speeches.

CHAPTER 1

extemporaneous

Descriptive of a presentation

for which the main ideas and struc-
ture have been worked out in ad-
vance but specific wording has

not been developed.

preparation outline

An outline used in developing a
speech; main ideas and supporting
material are usually set forth in com-
plete sentences.

presentation outline

An outline used while presenting a
speech; typically consists only of key
words written on an index card.
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1.3 Practicing Your Delivery

1. Develop and talk through the 3. Develop exact wording for
preparation outline. the introduction and the
« Main ideas conclusion.

4. Simulate the conditions

« Supporting materials . ‘
under which you will speak.

2. Reduce the preparation out-
line to a presentation outline.

* Key words

* First and last sentences
(see step 3)

Because you are going to speak extemporaneously, practicing the speech
is really a way to become familiar with the ideas by talking them through. You
will not say exactly the same thing each time, but you will know the content of
the speech well enough that the thoughts will come to you easily and you can
express them naturally. To achieve this goal, use this sequence of activities:

1. Develop and talk through the preparation outline. In your complete-sentence
outline, fill in the explanation of your thesis, and develop transitions be-
tween ideas. Don’t worry about awkward pauses that occur while you fig-
ure out what to say next. These will smooth out as you practice.

After you have talked through the preparation outline once or twice
to yourself, make an audiotape recording and listen to it. Ask yourself
whether your main point is clear and easy to identify. If not, change your
explanation or your transitions to present the thesis more effectively. You
might also ask a friend to listen to you. Check whether your friend can
identify the thesis correctly, and ask for suggestions to improve the speech.

2. Reduce the preparation outline to a presentation outline. Write your out-
line with key words on an index card, and repeat step 1. Get familiar
enough with the speech so that each key word triggers the same state-
ment that you made when following the complete-sentence outline. If a
key word doesn’t prompt the same statement, change the key word.

3. Develop exact wording for the introduction and the conclusion. Unlike the
body of the speech, which will be more effective if presented extempora-
neously, you may want to memorize the introduction and conclusion be-
cause of their importance in shaping the audience’s first and last
impressions. Knowing exactly how you will start should give you a sense
of security. Besides, if you write out your first and last sentences (no
more) on the presentation outline, you’ll be sure not to fumble for words
when you begin to speak, and you won'’t have to rely on memory for
strong finishing remarks.

4. Simulate the conditions under which you will speak. Find an empty room,
and stand in front—where you will stand when you present the speech.
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Imagine an audience present, and think about maintaining eye contact
with them. (Don'’t present the entire speech looking either up at the ceil-
ing or down at your notes.) Practice walking up to speak as well as re-
turning to your seat. Both before and after speaking, pause a second or
two to “size up” the audience and to signal a sense of self-control and
confidence. If you will be speaking at a lectern, practice using it (avoid
the tendency to grip it and hang on for dear life). Finally, when you are
familiar with the content of your speech, practice how you will position
yourself and move around and gesture. The more you can imagine your-
self in the actual speaking environment, the less threatening the environ-
ment will seem.

STRATEGIES FOR OVERCOMING
SPEECH ANXIETY

Even experienced speakers may be apprehensive when the time comes to
speak.” In fact, researchers consistently report that most Americans fear public
speaking more than anything. Being nervous is normal. You believe that what
you have to say is important, and you value your listeners’ judgment. Wanting
to please your audience and to make a good impression, you may worry
about making some innocent but colossal mistake.

In response to this emotional state, our bodies undergo numerous chemi-
cal changes. More blood sugar becomes available; insulin is secreted; blood
pressure, respiration, and the conductivity of nerves all increase. In turn, these
chemical changes induce feelings of anxiety or fear.® Although most people
experience this to a modest degree, in some situations a person may become
immobilized. Even the old term “stage fright” falls short of describing the
deep-seated fear that some people have of speaking in public.”

Interestingly, though, the same chemical changes that cause extreme anxi-
ety in some people bring others to a higher state of readiness and confidence.
Many speakers get a boost of energy that, properly channeled, causes them
to feel “psyched up” for the speech and hence in a position to do well. The

Checklist

1.4 Overcoming Speech Anxiety
1. Acknowledge your fears, but 4. Work carefully on the intro-
recognize that you can over- duction so that you can start
come them. the speech on a strong note.
2. Think about what you are 5. End the speech on a strong
going to say and the effect note, and pause for a second
you want to have on your before returning to your seat.
audience.
3. Act confident, even if you
feel apprehensive.
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Those seated behind the
podium are listening to the
speaker but also showing
some signs of tension or
anxiety as they wait their turn
to speak. Pre-speech anxiety
is perfectly natural; good
speakers use it to help them
focus on the occasion and
on the speech.
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1

following five steps can help you tap into this extra energy and turn speech
anxiety into an advantage.

1. Acknowledge your fears, but recognize that you can overcome them. Re-
mind yourself that your listeners are not hostile; if anything, they will be
supportive and sympathetic, especially for a beginning speaker. Also re-
mind yourself that you have something valuable to say, that you know
what you are talking about, and that it’s important to share your ideas
with the audience. This positive approach can convert nervous energy
from a source of anxiety to a source of motivation.

2. Think about what you are going to say and the effect you want to have on
your audience. The more you concentrate on your topic and on your rela-
tionship with the audience, the less anxiety you will feel—and the more
likely you will do well. Becoming familiar with your outline through fre-
quent practice will help boost your confidence.

3. Act confident, even if you feel apprebensive. Walk decisively to the front
of the room, pause a moment to size up the audience, begin on a strong
note, and maintain eye contact with your listeners. You may think of this
as putting on a show, but remember that the audience has no idea how
nervous you are. By acting confident, you will help listeners to feel posi-
tive about you, which, in turn, will help you fee/ more comfortable.

4. Work carefully on the introduction so that you can start the speech on a
strong note. If you have written out the first few sentences of your speech
and know exactly what you are going to say, this will propel you into the
body of the speech. As you get into the speech and focus on what you
are saying, your nervousness will probably subside.

5. End the speech on a strong note, and pause for a second before returning to
your seat. Even if you want to rush back to your seat, present a well-pre-
pared conclusion in a deliberate manner; then pause to let your closing
thoughts sink into the listeners’ minds before you return slowly to your seat.
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APPLYING STRATEGIES

How to Deal with Your Fear of Public Speaking

Latif Farag

Since English is not my first lan-
guage, | was afraid of speaking in
public because of making
mistakes. When | talked to my
teacher, he said that | speak Eng-

lish fluently and all | should do is:

First, practice my speech many
times; second, be confident of
myself; and third, relax during
the speech and say what | want
to say.

Laura Breland

| got over my fears of public
speaking by concentrating

on my speech and thinking
about what | was going to say.
| usually tensed my whole body
up and then relaxed it before
every speech.

Carrie Biesel

| write out my speech outline and
go over it in my head a lot, and
then | feel prepared and don't
stress about it. If you constantly
think about it and about what
could go wrong, you would make
yourself crazy.

These simple steps will turn nervousness into an advantage for most
speakers. In extreme cases of communication apprehension, however ner-
vousness becomes a pathological fear of relating to others in the pub =

ay be necessary to treat the underlying anxiety throug
}»as is done with other phobias.!® But such extremes are rare in a
public speaking class. Even if you think that you are experiencing stage fright
beyond the norm, remember this: You are in a relatively risk-free environment.
Your classmates are likely to be friends and supporters because they are going
through the same experience themselves. Your instructor’s primary goal is to
help you speak effectively, not to embarrass or intimidate you. Overall, there
is probably no better setting in which to acknowledge your fears and then go
ahead anyway. With practice, you are likely to find that speaking anxiety be-
comes manageable and actually helps you.

THE QUEST FOR QUALITY

With practice, you will overcome speech anxiety and will be able to get
through your speech with confidence. Of course, you don’t want to give just
any speech; you want to give a good speech. So you need to know what
makes a speech strong or weak. With practice you will develop an instinct
about this. As a starting point, you can assess the quality of a speech by
focusing on its purpose and on feedback from the audience.

CHAPTER 1
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T. ). Brinkerhoff

In dealing with my fear of
public speaking, I've tried to
make a habit of familiarizing my-
self well with my text. To relax, |
think it's also important to de-
cide how and where you will
stand while speaking, what you
will do with your hands, and
how to use your visual aids. |
also find it helpful to take some
deep breaths.
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informing
Providing listeners with new informa-
tion or ideas.

persuading
Influencing listeners’ attitudes and
behavior.

entertaining

Stimulating a sense of community
through the celebration of common
bonds among speaker and listeners.
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Speeches are presented to achieve a purpose, and so the overriding stan-
dard of quality is that a speech succeed in attaining its goal. As you learned
earlier, the three most general purposes of speeches are to inform, to per-
suade, and to entertain:

* Informing provides listeners with new information or ideas.

e Persuading influences listeners’ attitudes and behavior (either to
strengthen existing beliefs or to support new ones).

* Entertaining stimulates a sense of community by celebrating the
common bonds among speaker and listeners.

Although these general purposes may seem to be completely separate,
they often coexist in a single speech—as when a speaker aims both to share
new information and also to use that information in influencing attitudes and
behavior (or to stimulate a sense of community). For this reason, in Chapter 4
we will classify purposes in a more detailed way. For now, though, focus on
the general purposes and realize that you must have (1) something about
which to inform the audience or (2) some position you want to persuade
them to take or (3) some subject with which to entertain them. Therefore,
any speech also has one or more specific purposes. Here are some examples:

General Purpose: Informing
Specific Purpose: Explaining the main steps in the construction of the
college library

General Purpose: Persuading

Specific Purpose: Urging listeners to endorse the president’s education
proposal and to send telegrams of support

General Purpose: Entertaining

Specific Purpose: “Roasting” the boss on the eve of her retirement

In each case, the specific purpose is the standard to use in deciding
whether the speech achieved its goal. Did listeners get a better understanding
of the steps in constructing the college library? If so, then this specific example
met the general goal of informing. Are audience members ready to send
telegrams endorsing the president’s education proposal? If so, then the speech
succeeded at persuading. Can you and your coworkers empathize with the re-
tiring boss and also share a laugh about the event? If so, then the entertaining
speech achieved its goal.

Using purpose to assess the quality of a speech keeps things simple: Good
speeches achieve the speaker’s purpose; bad speeches do not. Yet few people
are comfortable using only that standard. We do not want to regard as good a
speech that misleads or manipulates the audience, even if it does achieve the
speaker’s purpose. And if the speaker’s purpose itself is unworthy—such as
reinforcing negative stereotypes, for example—we would evaluate the speech
harshly even if it does achieve that purpose. Examples like these suggest that
achieving one’s purpose is not the only standard of quality in assessing a
speech. It is a good place to begin, but the audience’s reaction is another
important factor.
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Take a moment to look again at Figure 1.1. Recall that communication is
mutual interplay between the speaker and the audience. As you speak, listen-
ers provide feedback, nonverbal responses that help you sense whether you
are achieving your purpose and how you might advance it better. One reason
to maintain eye contact with the audience is to project that you are confident
and trustworthy. But eye contact also gives you valuable feedback. If listeners
frown or stare blankly when you make an important point, they may not un-
derstand you; you might want to explain that point further. If listeners appear
lost, you might want to summarize your main points before moving on. If
you've said something that you think is funny but no one laughs or smiles,
you might either rephrase the comment or decide to let it pass. And when
listeners nod supporttively, you should feel confident and reassured.

After you speak, you are likely to receive more feedback in the form of
comments from your instructor and classmates. They can tell you what was
most effective about your speech and what could be improved. View such
feedback as being constructive. Even if you think that someone missed your
point completely, reconsider the organization of your speech and whether
you might revise it to avoid “losing” some future listener. It’s a good idea to
take notes about listeners’ comments; in the flush of energy right after you
speak, you are unlikely to remember everything.

You probably also will receive unsolicited comments from classmates
either after class or elsewhere on campus. If the comments are positive, ex-
press your appreciation. But realize that listeners are typically generous to-
ward speakers; the fact that classmates liked your speech does not necessarily
mean that you did everything exactly right! Sometimes, too, a classmate may
express disagreement with your speech or may want to argue about your con-
clusions. Listen carefully to the person’s point of view, and clarify your point if
it was misunderstood. But don’t feel that your success as a speaker depends
on the approval of every single audience member. A listener whose mind is
dead set against your point is not likely to change, no matter what more you
might say. Be grateful that the person was honest, take whatever benefit you
can from the criticism, but do not feel that you have failed if some audience
members disagree with you.

In addition to your audience’s reactions, you can get valuable feedback
by reviewing a videotape of your speech. At first you may feel uncomfortable
watching yourself on tape; you may be oversensitive to details that no one
else would notice. But focus on the skills that you were practicing—a clear
message and positive ethos—to glimpse yourself as the audience saw and
heard you. The tape may reveal things about your delivery that you can
change before giving your next speech.

AND OCCASION

Even though we sometimes say that “talk is cheap” or that “words can
never hurt me,” we know better. Speech has tremendous power, and the per-
son who wields it bears great responsibility. Public speakers, in particular, set

CHAPTER 1 WELCOME TO PUBLIC SPEAKING

ETHICS: RESPECT FOR AUDIENCE, TOPIC, WEBLINK

27


wlp027a.htm
wlp027a.htm

28

PART

1

out to affect others, aiming to change what listeners believe or what they do.
Furthermore, the act of addressing an audience may alter the speaker’s own
beliefs and values in response to listeners’ reactions. Given this powerful inter-
action in public speaking, both speakers and listeners should seek high stan-
dards of ethical conduct.

As a listener you owe speakers your care and attention. Recognize and ac-
knowledge the effort that went into preparing the speech, and appreciate that
the speaker is disclosing something personal. Assume that the speaker is sin-
cere, and listen intently to his or her message. Above all, listeners have the re-
sponsibility to think critically about the speech. Do not reject or refuse to
consider the speaker’s message simply because it differs from what you al-
ready believe. Nor, however, should you blindly accept the message. Assess
the speech carefully to decide whether it merits your support. Whatever you
decide, do so thoughtfully. Your agreement is especially valuable to a speaker
when it reflects critical thought and you give it freely.

As a speaker you should demonstrate high ethical standards in four areas:

* Respect for your listeners

* Respect for your topic

* Responsibility for your statements

e Concern for the consequences of your speech

Successful communication usually depends on evoking common bonds
between the speaker and listeners. Audience members feel both that the
speaker cares about them and that they are not just passive spectators. Rather,
they feel that they are actively involved in the speech.

Because a speech is presented to a specific audience in a specific situa-
tion, a high-quality speech is sensitive to listeners’ perspectives. A speaker
who carefully analyzes the audience at hand will select materials and strate-
gies that are appropriate and effective. In particular, the following principles
demonstrate a speaker’s respect for listeners.

MEET LISTENERS WHERE THEY ARE One sign of respect is your willing-
ness to acknowledge the audience’s current position and to make it your point
of departure—whether or not you agree with it. For example, in trying to con-
vince opponents of capital punishment to rethink their position, student Mary
O’Malley chose not to attack the audience’s point of view but instead began
by considering it:

I understand that you have some reservations about the death penalty because
you are worried that an innocent person might mistakenly be executed. This is
certainly an important consideration. Death is final, and no one wants to be re-
sponsible for such a horrible mistake. Today I want to examine the possibility
that a mistake might occur in the criminal justice system and to explore the con-
sequences of such a mistake.

Rather than ignoring her listeners’ views, Mary incorporated them into the
speech, showing respect by meeting listeners on their own ground.

DON'T INSULT LISTENERS’ INTELLIGENCE OR JUDGMENT Besides
starting her speech by acknowledging listeners’ views, Mary also respected
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their judgment and intelligence by saying that she would examine their posi-
tion in her speech. Likewise, when you prepare and present a speech, avoid
patronizing or “talking down to” the audience. Don’t devote the entire speech
to what listeners already know or believe, making them wonder why they
took the time to hear you. Also avoid suggesting that anyone who does not
agree with you is somehow deficient in judgment. Steer clear of phrases that
a listener might interpret as a put-down.

MAKE SURE YOUR MESSAGE MERITS THE AUDIENCE’S TIME In gen-
eral, although listeners could do other things with their time, they choose to
attend your speech in the belief that you have something valuable and original
to say. Recognize that you are receiving a gift of their time, and prepare a
speech that deserves their gift.

RESPECT LISTENERS' ABILITY TO ASSESS YOUR MESSAGE Because
you respect listeners, you want them to understand your message thoroughly
and to give their approval freely. Do not mislead listeners about your purpose
or conceal what you want them to believe, feel, think, or do. If you are urging
them to make a choice among alternatives, do not try to manipulate them by
hiding options or by casting any particular option in unduly favorable or unfa-
vorable light. If it is your goal to advocate one option over another, you will
best defend your position by explaining how it is superior to the alternatives,
not by distorting or ignoring the options that you dislike.

|RESPECT THE CULTURAL DIVERSITY OF YOUR AUDIENCEl Not all listen-
ers share your perspective. An audience often includes people with many di-
verse cultural backgrounds, and these affect their attitudes and experiences.

WEBLINK

Public speakers make claims
on their listeners’ attention
and beliefs. Speakers there-
fore have a responsibility to
say something worthwhile, to
respect listeners’ judgment,
and to respect the diversity
of viewpoint and cultural
background that listeners
represent.

CHAPTER 1 WELCOME TO PUBLIC SPEAKING 29


wlp029a.htm
wlp029a.htm

plagiarism
Using another person’s words as if
they were your own.

30 PART 1

As society becomes even more diverse, all public communicators must expect
that some listeners will have different assumptions than their own. The ten-

imagine that one’s own views are typical of everyone else is called
ethnocentrism Ft not only demeans listeners who have different cultural back-

grounds but also reduces the likelihood of successful communication.!!

Presumably, you will be speaking about a topic that matters to you, and
you will have something important to say. When you speak, you are putting
yourself on the record; your words will outlast the actual speaking situation.
You are also asking listeners to accept you as a credible source of ideas about
the topic. To justify their confidence in you, and to meet your own high stan-
dards, you need to know what you are talking about in enough detail that you
can present it clearly and fairly. You must demonstrate that you care enough
about the topic to study it thoroughly. Otherwise, why should the audience
take your ideas about the topic seriously?

A public speaker makes claims on the audience, and so you must take re-
sponsibility for the accuracy and integrity of your statements. This is every bit
as important in speaking as it is in writing, and similar guidelines apply.

Particularly in speaking (since listeners cannot see the printed word), you
need to distinguish between fact and opinion, being careful not to misrepre-
sent one as the other. Additionally, whether you are presenting fact or opin-
ion, a statement is made in a particular context, and you must represent that
correctly; if not, you will mislead or deceive the audience. The film critic who
writes, “Nothing could be better than this film if you are looking for a cure for
insomnia,” does not want to be quoted as saying, “Nothing could be better
than this film.” Likewise, stating that the federal budget deficit has increased
more than 300 percent over five years is not fair to the context if you fail to
tell listeners that the source also said that, as a percentage of the economy,
the deficit has actually shrunk.

As in writing, one of the most irresponsible things you can do as a

speaker is to prg person’s words or ideas as though they were
your own. Sucﬂ lagiarism s nothing less than theft. To avoid plagiarism:
1. Never present someone else’s unique ideas or words without acknowledg-
ing it.

2. Specify who developed the ideas or said the words that you present
(“As discovered by Professor Jones,” “Socrates said,” and so forth).

3. Paraphrase statements in your own words rather than quoting them di-
rectly, unless the exact wording of a statement is crucial to your speech.

4. Draw on several sources rather than relying on a single source.

Remember that it is also a form of plagiarism to present another student’s
speech as your own or to use the same speech in two different classes. Every
speech you present should be your own original work.
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Recognizing that your speech ha4 conseauences Is another important ethi-
cal responsibility. You cannot be indifferent to how your speech may affect
others, even though you may not know what all the effects will be. A listener
might repeat an amusing anecdote you told, might feel more closely con-
nected to someone whose life you celebrated, might get a psychological lift
from your upbeat tone, or might change health insurance based on the rea-
soning in your speech. You cannot be held legally responsible for such effects,
of course, but high ethical standards should lead you at least to think about
how your speech might affect listeners.

Moreover, in any rhetorical situation, speakers and listeners together make
up a community united by experience, interests, and values. Speech is the glue
that holds a community together by making us aware of our common bonds
and by giving us a vision to which we might aspire. Ethical public speakers
take their membership in this community seriously, and they accept their re-
sponsibility to sustain the community by adhering to high ethical standards.!?

By studying public speaking you will learn essential skills of thought and
expression: reading, observing, and thinking critically; selecting what to say;
using language effectively; presenting yourself skillfully; and responding to
others’ reactions to you. These skills, which you will study by blending theory
and practice, will help you to be more articulate. They will apply to a variety
of business and career situations, and they will enable you to participate more
effectively as a citizen.

Public speaking is communication, the joint creation of meaning and un-
derstanding by speakers and listeners. A speech is given in a specific rhetori-
cal situation, which is determined by the audience, occasion, speaker, and
speech. Listeners interpret a message within their own framework of thought
and knowledge, and they provide feedback as formal or informal responses to
the speaker. The speaker takes listeners into account both in developing the
speech and in responding to feedback.

You have two basic goals for your first speech: clarity of purpose and the-
sis and establishing positive ethos. The purpose is your goal for the speech,
the response you seek from listeners. The thesis is the main point you want to
make, which you should be able to state in one sentence.

Supporting materials—experience, narratives, data, and opinions—will
lend weight to your thesis and help establish your claim. After choosing which
supporting materials to use, you also must decide how to arrange them to ad-
vance your thesis. The basic structure of every speech includes an introduc-
tion, a body, and a conclusion—each of which serves distinct functions and
raises strategic decisions. Common first speaking assignments are the one-
point speech and the speech of introduction, both of which will give you
practice in organizing a speech.

Outlining is an aid both in preparing and in presenting a speech. The
preparation outline, usually written in complete sentences, details the structure
and supporting materials of the speech. The presentation outline reduces this
to key words and is used as a guide to cue you while you speak. Working
with these two outlines, you can develop a sequence of practice exercises that
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range from informally talking through the speech to simulating the conditions
under which you will deliver the speech.

Nervousness is a natural reaction to speaking in public, but you can turn it
to your advantage by acknowledging your fears, reminding yourself of the
strengths of your speech, concentrating on the topic and the audience, and
carefully practicing your introduction and conclusion. Both during and after
your speech you should seek feedback to improve subsequent presentations.

The overriding test of the quality of a speech is whether or not it achieves
its purpose. Both formal and informal feedback will tell you whether your topic
meets the requirements of the situation, whether your thesis is meaningful and
important to the audience, whether your organization and presentation are ef-
fective, and whether the speech involves the audience and builds community.
Beyond such practical matters, however, you also want to adhere to high ethical
standards that reflect the mutual responsibilities of speaker and listeners and that
recognize the significant power of public speaking as an act of communication.

In this chapter, we have introduced many concepts and skills. Each has
been covered only briefly, so that you have the basic knowledge you need in
order to begin giving speeches. Later chapters will cover each of these topics
in more detail.

Welcome to what should be a unique, challenging, stimulating, and per-
sonally valuable class.

1. What is rhetoric? Why is it important to study rhetoric?

2. Develop two lists of adjectives, one describing what you consider to be
positive judgments about a speaker’s ethos and the other describing nega-
tive judgments. How might a beginning speech be strategically designed
to develop positive judgments and avoid negative judgments? In answering
this question, consider the following elements of strategy:

Choice of topic
Choice of purpose
Presentation of supporting material
Structure of the speech
Delivery
3. The one-point speech is arranged in five steps:
1. Wake up!
2. This concerns you
3. Generally speaking
4. For example
5. So what?
Why is this a good model for developing a short speech? Discuss the strate-
gic purpose of each step and how it contributes to the goals of imparting a
clear message and building positive ethos.

4. Someone who is having trouble hearing a speaker usually leans forward
to get closer to the sound. This is a cue to the speaker to increase the vol-
ume. What are some other common feedback cues that an audience might
present? Discuss how a speaker might use each cue to modify either the
message or the presentation.

5. View a speech with your classmates, and then, as a group, evaluate the
quality of that speech. Take into account its purpose; the degree to which
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the topic meets the requirements of the situation; sensitivity to cultural di-
versity; the meaningfulness and importance of the thesis; organization, sup-
port, and presentation; the way in which the speech builds community
with the audience; and its ethical implications.

Which of these characteristics are most helpful and most important to you
in distinguishing a good speech from a bad one? Is this the same for all
speeches, or do different speeches call for different evaluative emphases?

What are the most important ethical considerations for a speaker and for a
listener in your class? Using the guidelines in this chapter, work with your

classmates to establish a code of ethics that individuals will abide by when
they are speakers and when they are audience members.

For each of the following topics, devise a thesis statement that would be
appropriate for a short speech.

Affirmative action

Date rape

Job training

Computers

Summer vacation

Lay out three different types of supporting material for the thesis “Parking
is a serious problem at most universities.”

Following the recommendations in this chapter, develop both a preparation
outline and a presentation outline for a speech of introduction, and prac-
tice the delivery of that speech.

Present the speech in activity 3 to a few friends or family members. Pay
close attention to their feedback, both during the speech and when

you discuss it with them later. Then strategically modify your speech to
accommodate their concerns and suggestions. In one page, explain how the
changes you made to your speech responded to the feedback you received.

Watch a speech, and then write a paper that evaluates its quality.

. Examine your reasons for taking this public speaking course. What goals

do you want to achieve? Based on your reading of this chapter, do you
think this course will help you achieve your goals? Why or why not?

1. Using the Internet as a library. The Internet does not replace the
traditional library but should be used alongside it. You can find many
valuable sources of information to use in your speeches, or you can
find junk! One of the starting points for doing research on the Net is
to use a site that has done some thouohtfi cening of sources. An
example of this is thd Point your
browser to <http://suUnsite.Derkeley.cau/Internetndexs and select
one of the topic areas.

e Explore some of the sources that the creators of the list have
included.

(continued)

Activities \

Using the Internet
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2. Evaluating the information you find on the Internet. You can
judge for yourself what constitutes a quality source. The discussion
of ethos in Chapter 1 is another starting point for evaluating the
sources of information. Along with judging the character projected
by a speaker, we can assess the accuracy and reliability of the in-
formation that the speaker chooses to present. To lagk at a way

I.QLma.kJ.ng_Lhmm.dgmmul' j do the exercise in thd Allyn & Baconl
Public Speaking Website fpntitled “Evaluating Sources of Informa-
tion on the Web.” We will be using some of the same basics for
evaluating sources of information in Chapter 5. Point your browser
to <http://www.abacon.com/pubspeak/exercise/evalsour.html>
and do the exercise. Note that you have the option of having a

copy of your results page sent to your instructor or to yourself.
You may also print a hard copy of the exercise.

e The exercise references an editorial in JAMA (the online version
of the Journal of the American Medical Association) entitled
“Assessing, Controlling and Assuring the Quality of Medical In-

Jformation on the Internet.” To what degree do you think these
criteria for judgment apply to your public speaking class?

3. The Internet and communication. In this chapter, we've ex-
plored the concept of two-way communication, particularly in Fig-
ure 1.1, depicting the interplay between a speaker and audience.
Explore how the concept of interplay works on the Internet. A
good example of this is an online forum. One of the most widely
respected formms is the Salon Magazine. Point your Web browser
to ghttp://www.salonmag.com} to see the range of topics dis-
cussed in the magazine. Then, select “Table Talk” to join a forum.
If this is your first time joining “Table Talk,” you will need to sign
on as indicated on the page.

e Click on one of the threads and observe how the interplay of users
takes place.

e You can also evaluate. Which participants, in your view, demon-
Strate ethos to speak on their topic?

1. These skills will help you succeed in college. See Rebecca B. Rubin and Elizabeth
E. Graham, “Communication Correlates of College Success: An Exploratory Investi-
gation,” Communication Education 37 (January 1988): 14-27.

2. For example, business employers have named oral communication skills as the
number 1 priority for college graduates seeking employment and the number 2
priority for successful performance once they have a job. Dan B. Cuttis, Jerry L.
Winsor, and Ronald D. Stephens, “National Preferences in Business and Communi-
cation Education,” Communication Education 38 (January 1989): 6-14.

3. For a discussion of this difference between literature and oratory, see Herbert A.
Wichelns, “The Literary Criticism of Oratory,” first published in 1925, reprinted in
Methods of Rbetorical Criticism: A Twentieth Century Perspective, ed. Robert L. Scott
and Bernard L. Brock, New York: Harper & Row, 1972.

4. See Lloyd Bitzer, “The Rhetorical Situation,” Philosophy and Rbetoric 1 (Winter
1968): 1-14.
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10.

11.

12.

. Ethos is discussed extensively in Aristotle, The Rbetoric, translated by W. Rhys

Roberts, New York: The Modern Library, 1954. See especially Book II.

. A taste of how oratory was different in earlier U.S. history can be had by reading

Garry Wills’” description of Edward Everett’s address at Gettysburg in Lincoln at
Gettysburg: The Words that Remade America, New York: Simon & Schuster, 1992,
pp. 21-22, 33-34.

. For a summary of research done in this area, see Daniel Goleman, “Social Anxiety:

New Focus Leads to Insights and Therapy,” New York Times (Dec. 18, 1984): C1.

. For a fuller description of the physical aspect of anxiety, see the table of physio-

logical variables associated with anxiety in Raymond B. Cattell, “Anxiety and
Motivation: Theory and Critical Experiments,” Anxiety and Bebavior, ed. Charles
Spielberger, New York: Academic Press, 1966, p. 33.

. For more about the study of speaker anxiety, see Joe Ayres, “Coping with Speech

Anxiety: The Power of Positive Thinking,” Communication Education 30 (October
1988): 289-296; and Michael Beatty, “Public Speaking Apprehension, Decision-
Making Errors in the Selection of Speech Introduction Strategies and Adherence

to Strategy,” Communication Education 30 (October 1988): 297-311.

Some colleges have programs to treat severe communication apprehension. See
Jan Hoffmann and Jo Sprague, “A Survey of Reticence and Communication Appre-
hension Treatment Programs at U.S. Colleges and Universities,” Communication
Education 31 (July 1982): 185-194.

One way to begin breaking down your ethnocentric views is to examine commu-
nication across cultures. See Robert Paine, ed., Politically Speaking: Cross-Cultural
Studies of Rbetoric, Philadelphia: Institute for the Study of Human Issues, 1981.
For more on ethical considerations in the public speaking class, see Karl R. Wal-
lace, “An Ethical Basis of Communication,” Commumnication Education 4 (Jan-
uary 1955): 1-9. See also James A. Jaksa and Michael S. Pritchard, Communica-
tion Ethics: Methods of Analysis, Belmont, Calif.: Wadsworth, 1988; and Karen

Joy Greenberg, ed., Conversations on Communication Ethics, Norwood, N.J.:
Ablex, 1991.

} Go to the Zarefsky Website
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Listenin
Critical,

In This Chapter We Will:

Distinguish between hearing and listening and learn
why listening skills are important to speakers.

Identify obstacles to effective listening.

Learn how to listen carefully by mapping the central
ideas of a speech and by taking notes.

Explore how critical thinking is applied in the
speaking situation.

Consider how critical listening enables you to
evaluate speeches.



hearing

A sensory process in which sound
waves are transmitted to the brain
and someone becomes conscious of
sound.

listening

A mental operation involving pro-
cessing sound waves, interpreting
their meaning, and storing their
meaning in memory.
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t's a standard scene in comic strips and television sitcoms: The husband sits

at the breakfast table, face buried in the newspaper, seeming not to notice

his wife seated across from him. The wife is trying to conduct a conversa-
tion about the day’s events or about chores to be done around the house.
Whenever she pauses, he mutters, “Mm-hmm”—never lowering the newspa-
per even to look at her. In desperation she finally grabs the paper and shouts,
“You're not listening to me!” The husband calmly replies, “That’s not true,
dear. I heard every word you said.”

§ ARE YOU REALLY LISTENING?

wife are both right, because hearing and listening are

two diff L Hearinglis a sensory process. Nerve endings in the ear
receivel sound waves jand transmit them to the brain; the brain receives them,

and we become conscious of sound. This is a physiological process.

In contrast, listening is a mental operation. It involves processing the
sound waves, interpreting their meaning, and storing the interpretation in
memory so that we can recall it, think about it, or act on it. The husband
did hear every word, but he wasn’t /istening. His attention was focused en-
tirely on the newspaper, and so he didn’t interpret and store the information
he heard. Now he can’t repeat it, and he can’t answer questions or make
decisions about it.

Hearing comes naturally to most people and requires no special training.
But listening is an acquired skill that takes practice. Even though people’s abil-
ity to hear may be equally strong, some people are better listeners because
they have trained themselves to:

* Focus attention

° Minimize distractions

* Process messages accurately
* Think critically!

In this chapter you will learn how to develop and improve these skills.
First, though, we need to explore two questions: (1) Why should we concen-
trate on listening in our study of public speaking? (2) What makes listening
so difficult that we need training to do it well?

CHECKING FOR ACCURACLY To begin with, we usually want to check the
accuracy of what we heard, because the consequences of faulty listening can
be far more serious than in the scene at the breakfast table. Students who
don’t listen to and correctly follow the professor’s instructions could do the
assignment but still get a failing grade. Employees who misunderstand the su-
pervisor’s instructions could jeopardize company profits—and their own jobs.
Parents who don’t really listen to a child’s request for help could respond in-
appropriately, or not at all. And diplomats who don’t listen carefully to each
other could overlook an opportunity for a breakthrough in negotiations.

To avoid the consequences of faulty listening, we often check that we
have heard and understood correctly. Students and employees ask questions
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about instructions; parents try to find out what their child means; and diplo-
mats “feel out” each other’s statements before making a formal response.

GIVING (AND GETTING) FEEDBACK Beyond checking the accuracy of
communication, careful listening enables hearers to provide feedback to
speakers. We saw in Chapter 1 that even in formal situations the speaker and
the audience both send and receive messages. The audience members’ reac-
tions are usually nonverbal—applause, head nodding, bored or distracted
looks, and indications that they are having trouble following the speaker’s
argument. Such feedback enables speakers to modify their message and im-
prove the likelihood of achieving their purpose. During the speech, careful
listening makes feedback possible; after the speech, it helps listeners to re-
member and think about the speaker’s ideas.

You will spend far more time in this course listening to speeches than
delivering them. By becoming a trained listener, you will provide appropriate
feedback to other speakers. In addition, listening and responding to class-
mates’ speeches will suggest ways to improve your own speaking. Your reac-
tions to a speaker whose voice is too quiet, or who ends too abruptly, or who
seems to lack confidence will make you more determined to avoid such prob-
lems. You’ll also pick up tips from classmates who perform well. As you listen
attentively, you will consider more and more factors that relate to your up-
coming role as a speaker. You will develop ideas about what to do—or not to
do—to make your own speeches successful. In short, your reactions to class-
room speeches will provide feedback to yourself.

EVALUATING MESSAGES Ensuring that you heard a message accurately
and allowing you to provide feedback to the speaker and to yourself are two
reasons why listening is so important. A third benefit is that you need to listen
in order to evaluate what you hear. Unless you listen carefully, you seldom
can know how to respond to or evaluate the message.

You have a vested interest in paying close attention to a classmate’s mes-
sage so that you can decide how it relates to you and to others in a broader
audience. You need to be able to assess how the speaker’s position and tech-
nique compare with yours and whether they are models to follow when it is
your turn to speak. But you also should ask, “How will others whom I care
about respond to this message?” Speeches often reach an audience beyond
those who are present, and so you should consider how people who “tune
in later” might react.

Finally—and unfortunately—not all speakers who seek our attention are
scrupulous and ethical. Some urge listeners to do things that are unjustified or
unacceptable. Be aware that their influence depends precisely on the fact that
it is easy for people to hear without really listening. You need to know when
a speaker is being unethical rather than just sloppy, insensitive, or misin-
formed. To protect yourself as a listener, you need to practice skills that will
help you evaluate speakers and messages. Essentially, these are the skills of
critical thinking, and you will learn to apply them to the speech situation later
in this chapter.

So much, then, for the question of why speakers need to cultivate listening
skills: Careful listening will help you both as an audience member and as a

WEBLINK

feedback

Verbal and nonverbal audience
response to a speech; usually taken
seriously by a speaker and incorpo-
rated into the speech when possible.
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attention span

The length of time a person will
attend to a message without
feeling distracted.

40 PART

speaker. But what makes listening so difficult that we need training in it? Why
are so many people poor listeners? At least four factors deserve close attention:

e Listener distractions

e Limited attention span
* Jumping to conclusions
Situational distractions

LISTENER DISTRACTIONS We can think faster than we can listen. Since
the processing of sound waves does not fully engage the brain, we can do
something else at the same time we listen. Unfortunately, that “something
else” may distract us from listening effectively.

Imagine a listener who is daydreaming during a speech, constructing a
mental fantasy while listening. The fantasy may be more exciting and more
personally relevant than the speaker’s message. Gradually, without meaning
to, this audience member will devote all energy to the daydream—still hearing,
but not listening to, the speech. In fact, the distracting daydream may be stimu-
lated by words in the speech. The word “video,” for example, might trigger the
thought “Oh, yes, I need to get my VCR cleaned,” which, in turn, might lead to
“I really enjoyed the movie I watched on video last night” and then to recollec-
tions about the movie. All these thoughts might lead to “I've got to remember
to return the video tonight.” Clearly, this is not careful listening.

Worse yet, the listener might be distracted several times during the speech
before snapping to attention and thinking, “Oops! I'd better listen more closely
to this speech.” After tuning in again for a few minutes, the listener might then
be distracted by some other word or phrase. The idea of “channel surfing”—
of mindlessly switching among television programs without paying much at-
tention to any of them—aptly describes how some listeners tune a speech in
and out, seemingly at random. Although a speaker can’t be held responsible
for listeners’ habits, a well-prepared, well-delivered speech is the best defense
against listener distractions.

LIMITED ATTENTION SPAN  Another factor that makes listening difficult is
that most people’s attention span—the length of time they will attend to a mes-
sage without distraction—is short. In the past, audiences were prepared for (and
expected) lengthy speeches, sermons, lectures, and debates. During the eigh-
teenth and early nineteenth centuries, political orations went on for hours, some-
times days. But today’s public messages are much shorter. Until the creation of
half-hour “infomercials” during the 1992 presidential campaign, the trend had
been for shorter and shorter political messages. The same could be said of ser-
mons, lectures, business presentations, and other forms of public speaking.?

Shorter messages are generally less complex and make fewer demands
on listeners’ powers of concentration. The speaker simply doesn’t have time
to try out many ideas, to develop them fully, and to suggest all their implica-
tions. Messages have to fit the short time available. This trend is especially
clear in political advertisements, which shrank from about five minutes in the
mid-1960s to only a few seconds in the late 1980s. Such short messages can
present little except slogans or sound bites. And frequent exposure to short
messages—whether advertising jingles or political slogans—weakens listeners’
capacity to process and evaluate longer, more intricate messages.

The trend to make messages “short and simple” has been accelerated by
television. Viewers are accustomed to changing channels frequently and may
find it hard, even for entertainment, to pay attention for long. Also, the cost

FOUNDATIONS OF PUBLIC SPEAKING



Much of today’s public com-
munication is delivered in
brief “sound bites” to which
people only partially pay
attention while engaged in
other activities. As a result,
many people have not prac-
ticed the skill of listening to
a sustained statement or
description, even when it
concerns them directly.

of advertising time (or ad space, in print media) has led to shorter, simpler
messages. And, of course, television is visually stimulating. As a result, many
audience members today have only limited abilities to listen carefully to a
speech—which may seem long, will not be primarily visual, and may not

be entertaining.

JUMPING TO CONCLUSIONS People sometimes assume that they “know”
what the speaker is going to say, but jumping to conclusions is no basis for ef-
fective listening. Early in the semester, student speaker Smita Shah gave an im-
promptu speech about why society should enforce capital punishment. Later
in the semester, she again chose capital punishment as the topic for a different
speech. But after doing her research, she changed her opinion and decided
that capital punishment should be abolished. Nonetheless, when she rose to
speak, some audience members were so sure that she would again favor capi-
tal punishment that they misinterpreted everything she said. Here are some of
the questions they asked after she spoke:

“How can you support state-sanctioned murder?”

“What about innocent people who might be executed by mistake?”

“Doesn’t it cost more to execute someone than to keep him in prison

for life?”

“Isn’t it true that a disproportionately large number of those executed

are black?”
These audience members thought they were asking hostile questions, but
they had jumped to conclusions and showed instead that they hadn’t listened
carefully.

Most untrained listeners sometimes make such assumptions and
misinterpretations. People who attend a speech as committed supporters of
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assimilation

The tendency to regard two similar
messages as basically identical, blur-
ring the distinction between them.
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the speaker’s cause already “know” that they will agree with the message and
hence do not listen to it carefully. They often find themselves endorsing a
position that they don’t really support. Other listeners who strongly oppose

a speaker’s cause almost instinctively reject every part of the message. In both
cases, listeners jump to conclusions through assimilation; they blur the dis-
tinction between two similar messages and regard them as identical. If the
speaker says something that in any way seems to confirm their position, they
interpret that as the thesis of the speech. They also disregard any parts of the
message that challenge their assumptions. They simply ignore those ideas. In
both cases, hasty conclusions keep them from truly listening.3

SITUATIONAL DISTRACTIONS Distractions in the specific speaking situa-
tion can also make listening difficult. Perhaps the wind blows the door shut
while you are speaking, and listeners turn to look when they hear it slam. Or
an audience member may arrive late, or some lights may go out, or loud
laughter may erupt in the hallway. None of these events can be controlled,
yet all can interfere with effective listening. The first thing a speaker can do in
such cases is to try to offset the distraction by repeating or rephrasing the part
of the speech that had to compete with it.

Each of these obstacles to effective listening can lead to a bad listening
habit, which careful listeners can overcome through concentration. Figure 2.1
summarizes the obstacles, bad habits, and remedies for both listeners and
speakers.

* Because thinking is faster than listening, your mind may wander
and you may not pay attention. Some remedies are to concentrate
harder on the speech and to take notes. As a speaker, you can offset
this tendency by keeping the speech focused; rivet the audience’s
attention to each main idea by showing how it relates to your thesis.

* Because your attention span is limited, you may not be able to
follow a long, complex speech. Besides concentrating and taking
notes, you can stretch your attention span gradually by listening to
longer speeches. As a speaker, work to combat this obstacle by di-
viding the speech into small segments that you can develop quickly
and memorably; again, tie each segment to your thesis.

* Because you jump to conclusions, you may miss the speaker’s pre-
cise point. You may think that statements you like are closer to
your position than they actually are; and if you disagree with state-
ments, you may magnify the differences between your views and
the speaker’s. The remedy is to set aside your prejudices and con-
centrate on the speaker’s point of view. As a speaker, you can best
overcome this obstacle through careful audience analysis, which is
described in Chapter 3. Basically, if you analyze where listeners’
preconceptions are likely to lead them, you can figure out exactly
which points must be made especially clear.

* Because elements in the situation distract you, you don’t listen
carefully to what the speaker is saying. Again, try harder to con-
centrate; take notes, and exercise self-discipline. As a speaker,
you can counteract distractions by remaining flexible, by adapting
to the situation rather than being tied to your text. If you respond
to a distraction quickly enough, you may even be able to turn it to
your advantage.
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As a speaker, the best defense against all obstacles to effective listening
is precisely your awareness that listening is difficult. Knowing this, you can
compensate for listeners’ bad habits by finding clear and interesting support-
ing material, by repeating points appropriately, and by varying your delivery
to fit the circumstances. Speakers must make a whole range of strategic
choices about how to design and present a message, and we will examine
those choices throughout this book.

As an audience member, understanding the difficulties of listening should
strengthen your resolve to concentrate and to listen carefully and critically.
Try to identify any bad habits in how you listen, and strive actively to correct
them. In order to evaluate others’ messages effectively and thus improve your
own messages, become more sensitive to the obstacles of listening. By listen-
ing to others carefully and critically—discussed next—you’ll gain information
about audience beliefs and values that can help you make effective strategic
choices as a speaker.

& STRATEGIES FOR CAREFUL LISTENING

Some people try to overcome the difficulties of listening by going to
the other extreme. They set the goal of focusing on each and every word the
speaker utters. This approach rarely works, however, since the attempt to take
in everything makes it less likely that you will think about, interpret, and as-
sess what you are hearing. Similarly, students who try to take notes about
every word in a professor’s lecture often cannot explain what the lecture was
about. They are so busy writing that they have little energy or time for think-
ing. It’s a classic case of seeing the trees but missing the forest. Listening with-
out thinking is just as flawed as hearing without listening.

Even careless listeners are quick to recognize the superficial strengths and
weaknesses of a speech, such as whether the speaker tells an interesting story,

CHAPTER 2

FIGURE 2.1

Overcoming four obstacles to
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mispronounces words, races through a quotation, or talks too loudly. Although
these are important aspects of a speech, untrained listeners often fail to think
about the ideas presented and whether or not those ideas support the thesis.
They may be hearing the speech; they may even be listening to it; but they are
not listening carefully.

Careful listeners, then, avoid both of these extremes. They do not try to
remember every word, and they do not attend only to superficial aspects of a
speech. They focus instead on the thesis and the main ideas that support it.
Two techniques that can help you do this—and thus become a more careful
listener—are mapping and note taking.

Careful listening is encouraged by the technique of mapping, in
which the listener draws a diagram showing the relationship between the
thesis of the speech and the main ideas that support it. This involves four
basic steps:

e Extracting the thesis

¢ Identifying the main ideas

® Assessing the main ideas

¢ Deciding whether the main ideas support the thesis

EXTRACT THE THESIS OF THE SPEECH Careful listeners should be able
to identify not only the general topic of a speech but also its thesis, whether
stated explicitly or not. You should be able to say, for instance, not only that
the speech was about health care but also that the speaker claimed that the
current system does not deliver care effectively. If the speaker states that thesis
explicitly in the introduction, you can follow along and see how the claim is
developed and supported in the body of the speech. But if the thesis is only
implied by supporting material or is stated only in the conclusion of the
speech, you have to listen carefully to extract the thesis and map its relation-
ship to the main ideas.

Remember that your task in mapping a speech is not to reconstruct it word
for word but to identify its main ideas and the appeals the speaker used. The
thesis almost always can be expressed in one or two sentences; from this cen-
tral point, the proofs and other supporting materials radiate.

IDENTIFY THE MAIN IDEAS THAT DEVELOP THE THESIS Suppose, for
example, that the thesis of the speech aboull health carewas “The current sys-
tem does not deliver health care effectively.” To support the thesis, the speaker
offered three claims as main ideas:

A. Millions of people lack health insurance.

B. Health-care providers have few incentives to control costs.

C. The system emphasizes treatment and cure instead of prevention.
In this case, claims A, B, and C each represent a separate idea to support the
thesis, and so a map of this speech would show each main idea as being con-

nected to the thesis. Figure 2.2 shows two examples of how you might map
this speech.
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But suppose that the relationship among the main ideas was more com-
plex, as in the following example:

A. Fear of high costs makes people postpone visits to the doctor.

B. Thus symptoms are discovered later than they might be.

C. Treating symptoms at a later stage is both more costly and more risky.
D. Hence fear of high costs leads to even higher costs.

In this example, each claim follows from the one before it; only together—
and not individually—do the main ideas support the thesis. As shown in
Figure 2.3 on page 46, a map of this speech would represent the relationship
among the main ideas.

The structure of ideas in a speech map may or may not correspond to the
actual structure of the speech. Again, the goal for careful listeners is not to re-
call exactly what was said but rather to be able to reconstruct the thesis and
main ideas and to explain how they fit together.

ASSESS THE ADEQUACY OF THE MAIN IDEAS This is an evaluation step
in which you judge whether the main ideas have bgenadvanced solidly. For
example, the thesis of a speech about techniques oight be
“With knowledge of simple techniques, you can defend yourself if attacked.”
The main ideas that you diagram on your map are the following:

A. A victim can shout for help and run.

B. A victim can use mace to stop the attacker.

C. A victim can disable the attacker.

D. A person should walk only in safe neighborhoods.

FIGURE 2.2
Mapping claims that separately
support the thesis.
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Mapping claims that only together
support the thesis.
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Fear of high costs

Postponement of
doctor visits

Symptoms dis-
covered too late

Treatment more costly
than necessary

Present system does
not deliver health
care effectively.

In evaluating the development of these points, you might decide that the
claim about mace was not explored thoroughly. After all, you've heard that at-
tackers sometimes grab the mace and use it against the victim. Or, in the speech
referred to above about health care, you might conclude that the speaker failed
to prove that medical providers have few incentives to control costs.

DECIDE WHETHER THE MAIN IDEAS TRULY SUPPORT THE THESIS
This second evaluation step moves beyond judging the main ideas in their
own right to judge whether they really link to the thesis. Even if the ideas are
true, they may not support the thesis. This was not a problem in the examples
about mace and incentives to control costs; the ideas were in doubt, but their
links were not. If mace were effective or if the health-care system lacked cost
controls, then those ideas would provide support for their theses.

Now reconsider the speech about self-defense. The point about walking
only in safe neighborhoods may be sensible, but it does not connect well to
the thesis. It describes a preventive measure, not a technique for self-defense
when you are attacked. So you would conclude that the link between this
main idea and the thesis is weak. Or, in the health-care speech, suppose that
the speaker convinced you that millions of people lack health insurance but
did not prove that this makes the health-care system ineffective. After all,
some people may not need insurance; others may be supported by relatives
or friends; and others may not be eligible for insurance but do receive free or
subsidized care. The main idea itself is not in question, but the link between
that idea and the thesis is not established.
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Mapping a speech enables you to listen carefully, because you have a
clear purpose: to ferret out and evaluate the underlying structure of the speech
in terms of its thesis and main supporting ideas. One handy shortcut in map-
ping a speech is to use plus and minus signs to record your appraisal both of
the ideas and of their links. For example, a plus sign next to a claim indicates
that you think the claim was established, whereas a minus sign next to a
link indicates that you believe the link was not supported. Obviously, every
speaker wants the audience to make positive evaluations of both the claims
and the links.

You may not be able to complete the speech map while the speech is be-
ing delivered. Even if the main ideas were previewed in the introduction, you
may not fully grasp them or see how they link to the thesis until the speaker
has finished. And you probably will not be able to evaluate them until you
have had some time to think about them. Sometimes your preliminary under-
standing of the thesis may turn out to be wrong, and mapping during the
speech may lead you to jump to (wrong) conclusions. But if you wait until
after the speech to make the map, can you confidently remember the thesis
and main ideas? Most listeners cannot; they need notes to remind them.

Note taking is not a substitute for thinking about the speech during its
presentation. Instead, disciplined note taking is an essential tool for careful
listening. The goals are to record as much significant information as possible
and to do so as efficiently as possible. The following suggestions will help you.

1. Focus on the thesis and main ideas. As the speech gets underway, try
to identify these critical elements, and take notes that will help you
recall their relationship. Avoid being sidetracked by examples and less im-
portant points.

2. Use key words rather than sentences. You need not record every word to
remember the speech, and attempting that is inefficient and distracting. In
particular, prepositions, articles (a, an, the), and even verbs often can be
omitted without losing the sense of the idea being communicated.

3. Organize the notes as a rough outline. You don’t need a formal outline of
the speech; the crucial thing is to identify major headings and subhead-
ings (claims and supporting ideas). If you leave plenty of space in the left-
hand margin and between items in your notes, you can insert headings,
subheadings, and related points wherever they belong—whenever the
speaker presents them.

4. Abbreviate and use symbols whenever possible. By establishing some con-
sistent, memorable abbreviations and symbols, you can take notes quickly
without missing anything the speaker says. For example, some common
abbreviations and symbols are w/ for “with,” w/o for “without,” = for “is,”
# for “is not,” < for “less than,” > for “more than,” and arrows pointing ei-
ther up for “increasing” or down for “decreasing.” Develop your own sys-
tem of abbreviations and symbols for frequently used words and terms.

. Also make notes to help you evaluate the speech. Since careful listening and
evaluation are ongoing responsibilities, another level of note taking is to
jot down comments that will help you prepare a critical assessment of the

N
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Listening that enables you to offer
both an accurate rendering of the
speech and an interpretation and

assessment of it.

critical thinking

The ability to form and defend your
own judgments rather than blindly
accepting or instantly rejecting what
you hear or read.

Checklist
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speech. If you think that the thesis was supported well, write “good
support”; if the structure of the speech confused you, jot down “disorga-
nized.” Put such evaluative comments in the margin, or write them in a
different color, so that they don’t interfere with your notes about what the
speaker said. You can think of this as “making notes” to distinguish it from
“taking notes.”

The test of progress toward becoming a careful listener is whether, when
a speech is over, you can reconstruct its basic form; not whether you have
memorized the speech or can repeat it word for word, but whether you can
identify the thesis and explain how it was developed.

LISTENING CRITICALLY

The title of this chapter is “Listening Critically,” which moves far beyond
listening carefully. Critical listening results not only in an accurate render-
ing of the speech but also in a personal interpretation and assessment of it.
Thus the evaluation steps of mapping and note taking are developed more
thoroughly. Basically, critical listening enables you to apply critical thinking
to a speech.

You know from Chapter 1 that critical thinking is the ability to form and
defend your own judgments rather than blindly accepting or instantly rejecting
what you hear or read. Critical does not mean “negative,” “hostile,” or “adver-
sarial”; but it does mean “judgmental.” It is a conscious, systematic method of
evaluating ideas wherever you encounter them—not only in speeches but also
in conversation, in print, on television, in films and plays, and so on.

2.1 Critical Thinking

1. Characteristics of
Critical Thinkers

* Reluctant to accept assertions
on faith

2. Critical Thinking Skills
* Questioning and challenging
* Recognizing differences
* Forming opinions and support-

Distinguish facts from opinions
« Seek to uncover assumptions
» Open to new ideas

« Apply reason and common
sense to new ideas

Relate new ideas to what they
already know

ing claims
* Putting ideas into a broader
context
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THE CHARACTERISTICS OF CRITICAL THINKERS At least six characteris-
tics are demonstrated by critical thinkers:

1. Critical thinkers are reluctant to accept assertions on faith. Unsupported

assertions carry little weight with critical thinkers, who are skeptical and
always imagine themselves asking, “What have you got to go on?”

. Critical thinkers distinguish facts from opinions. Facts, at least in theory,
can be independently verified by others. They are either true or false,

and their t"uLhMﬁﬁI‘ ject to interpretation. The number of people who
don’t have]health insurancefis a fact, as is the historical claim that “Colum-
bus sailed the ocean blue, in fourteen hundred ninety-two.”

Opinions are judgments that are not clearly true or false and so cannot
be independently verified. For example, a person might hold the opinion
that Paris is more beautiful than London or that the United States is the
best country in which to live. Opinions may be highly individualistic, or
they may be widely shared. Just because an opinion is widely shared,
however, does not make it a fact—although it is not easily disregarded.
Even so, remember that opinions can be changed. The importance of this
to public speakers is that, often, the strength of an opinion depends on
the ethos of the person who holds it (or who dismisses it).

Facts are not necessarily better than opinions, and both are well suited
for particular kinds of statements. But you should understand the differ-
ence between them. Critical thinkers listen carefully to be sure that a
speaker does not mistake an opinion for a fact or a fact for an opinion.

. Critical thinkers seek to uncover assumptions. Assumptions are unstated,
taken-for-granted beliefs in a particular situation. For example, underlying
the argument that we should mount extreme measures to cut the federal
budget deficit is an assumption: that the budget deficit is a crisis. Often
speakers and listeners assume that they share some crucial value—an as-
sumption that is seldom noted until it is questioned. Critical thinkers not
only uncover assumptions in what other people say but also identify and
test their own assumptions as well.

. Critical thinkers are open to new ideas. Although critical thinkers do not
hold their opinions and beliefs lightly, they are willing to consider chal-
lenges to what they believe and are open to the possibility that they may
have to change their minds.

. Critical thinkers apply reason and common sense to new ideas. Critical
thinkers ask whether a new idea makes sense, whether it seems internally
consistent, and whether they can see and understand the links made by
the speaker or writer in developing the idea. If reason and common sense
tell them that everything is in order, they give the idea a good hearing—
whether or not they expect to agree with it. But if reason and common
sense tell them the idea is wrong, they are likely to reject it, even though
it might support a conclusion with which they agree.

. Critical thinkers relate new ideas to what they already know. They ask, Is
the new idea consistent with what I already think or know to be true? If not,
they ask how their existing attitudes and beliefs need to be modified and
whether such modifications are justified. These steps enable them to put the
idea into a broader context so that it does not exist in isolation but is incor-
porated into their constantly developing system of beliefs and attitudes.

CHAPTER 2

facts

Statements that can be indepen-
dently verified by others; they are
either true or false.

opinions

Judgments that cannot be indepen-
dently verified and that are not clearly
true or false.

assumptions
Unstated, taken-for-granted beliefs in
a particular situation.
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reflective
Considered, thoughtful (as opposed
to automatic).

critical judgments

Judgments that can be articulated
and defended by providing the rea-
sons for them.
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What these six characteristics of critical thinking have in common is their
emphasis on reflective judgment—neither blind acceptance nor automatic re-
jection of an idea, but a considered and thoughtful opinion about whether the
idea and its support merit acceptance.

THE SKILLS OF CRITICAL THINKING From these six characteristics of crit-
ical thinkers we can extract four basic skills that underlie critical thinking:

1. Questioning and challenging, both your own ideas and the ideas of oth-
ers, so that you will neither accept nor dismiss an idea without thoughtful
reflection.

2. Recognizing differences—between ideas, between facts and opinions, be-
tween explicit claims and unstated assumptions, and between easily ex-
plained events and anomalies or puzzles.

3. Forming opinions and supporting claims so that you can state and evalu-
ate ideas.

4. Putting ideas into a broader context by seeing how they relate to what
you already know and by understanding what they imply about other
things you might assert or believe.*

Earlier we noted that listeners form judgments about the strength of a
speaker’s ideas and about their links to the thesis. Now we will consider how
listeners form such judgments.

Some judgments are made uncritically. A statement “sounds right,” so you
decide it must be true; or it is at odds with your beliefs, and you conclude im-
mediately that it is false. If a speaker seems personable and sincere, you might
accept the claims without investigation; but if the speaker’s delivery is unap-
pealing, you might reject the content out of hand. Each of these is an uncriti-
cal judgment, made without reason or reflection.

In contrast, if you apply critical thinking to the speech situation, you will
make such judgments critically. Critical judgments are those that you can
articulate and defend by providing the reasons for them. This does not mean
that you are hostile or negative toward the speech. In fact, critical listening
begins with the assumption that the speaker knows what he or she is talking
about; but this assumption is balanced with skepticism, a reluctance to be
pushed prematurely into conclusions.

Critical listening begins with mapping and is aided by note taking, but
it adds the step of reflection before judgment. Reflective listeners think con-
sciously about the speech and ask themselves questions about it. Here are
some examples of questions that critical listeners might pose:

* Are the main ideas identifiable?

e Are the links among the ideas reasonable?

e Are the ideas supported where necessary?

* How does accepting or rejecting the thesis affect my other beliefs?

ARE THE MAIN IDEAS IDENTIFIABLE? As emphasized earlier, it is impor-
tant to know not just the general topic of the speech but also its specific thesis
and the main ideas that support it. Critical listeners are especially concerned
that the thesis be clear and precise.
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2.2 Critical Thinking about a Speech

1. Are the main ideas 3. Are the ideas supported
identifiable? where necessary?

2. Are the links among 4. How does accepting or
the ideas reasonable? rejecting the thesis affect

my other beliefs?

Suppose you were listening to a speech aboull multiculturalism In U.S. ed-
ucation. You might recognize quickly whether or not the speaker thinks multi-
culturalism is good. But as a critical listener you would ask yourself additional
questions, such as:

* What does the speaker mean by “multiculturalism”?

* Does she mean the same thing each time she uses the term?

* Do others whom she quotes about multiculturalism mean the same
thing that she does?

e Is she saying that multiculturalism is good in principle, as it is ap-
plied, or both?

* Is she saying that multiculturalism is good regardless of other val-
ues with which it may conflict? Or is she recognizing the conflicts
and saying that multiculturalism is good on balance?

Notice that each of these questions is raised only to develop a precise un-
derstanding of the speaker’s thesis, not to object to the thesis. Obviously, you
cannot assess a speech critically until you know exactly what the speaker is
trying to say.

ARE THE LINKS AMONG THE IDEAS REASONABLE? When we ad-
dressed this question earlier, we asked only whether the links seemed to
square with common sense. But critical listeners want to know more than that;
they will ask whether the speaker has proved the claims in a reasonable way.

Suppose that in a speech about the federal budget deficit the speaker
claims that (1) excessive government spending is the primary cause of the
deficit and that (2) the deficit is weakening the country’s position in the world
economy. As a critical listener you would ask such questions as:

* Does the speaker prove what he claims?

This speaker is claiming that one thing causes another. But if he
can show only that, as the deficit increases, international economic
strength decreases, he has not proved a cause-effect relationship. A
country’s economic strength might result from some other factor or
from a combination of factors.

e If the links are established, should you accept the speaker’s claim?
Even though the speaker might convince you that government
spending adds to the deficit and that the deficit weakens the
country’s international position, you still might not find the con-
clusion acceptable. For example, you may have just read in
the newspaper that delegates to the annual economic summit

Checklist
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conference clearly recognized the U.S. economy as being the
strongest in the world. Something doesn’t add up: If the deficit

is so harmful, why is the U.S. economy so strong? In raising this
kind of question, you are recognizing that the speaker has not
examined the topic completely. You want to know more about
other factors that apparently are offsetting the effects of the deficit,
such as the highly trained labor force and the diversity of the

U.S. economy.

ARE THE IDEAS SUPPORTED WHERE NECESSARY? As we have seen,
some statements are accepted at face value by most listeners, whereas other
statements need to be supported by facts, narratives, data, or opinions. As a
critical listener, you require a speaker to support ideas that need it, and so
you would ask such questions as:

* Does the idea need support?
Even critical listeners accept some statements at face value. Maybe
the idea is clear intuitively, or perhaps the speaker’s explanation
makes it seem so obvious that no further support is required. For
example, if the speaker clearly defines the budget deficit as “the
government’s spending more than it takes in,” you might see no
need for additional support. But you probably will not be so quick
to accept an opinion like “The budget deficit is mortgaging our
economic future.”

* Has the speaker offered enough supporting material?

For most listeners, one or two examples of elderly people who
cannot pay their medical bills will probably not be sufficient sup-
port for the thesis “The health-care system is hard on the elderly.’
The speaker doesn’t offer enough examples to support a general-
ization about all elderly people. Insufficient support may lead lis-
teners to conclude that there is no other support, and so they may
not take the speaker’s ideas seriously.

3

HOW DOES ACCEPTING OR REJECTING THE THESIS AFFECT MY OTHER
BELIEFS? Critical listeners recognize that beliefs and values do not exist in
isolation. Almost always, accepting or rejecting a speaker’s thesis will have
consequences for your beliefs about other matters. Believing, for example,

that excessive government spending adds to the budget deficit may not square
with another belief you hold—such as that government programs are generally
effective and achieve beneficial goals.

These four sets of questions are intended to help you develop a clear
understanding of what a speaker is asking you to think about, to believe,
or to do. They will help you to form a careful and reflective judgment
about whether or not to agree with the speaker. But listening critically
does not mean that you have to subject a speaker to an inquisition before
accepting anything he or she says. Rather, in the language of nuclear arms
agreements, it is a way to “trust, but verify”—to accept the ethos of the
speaker but not to depend entirely on that in deciding whether the speech
makes sense.
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Thoughts about Listening

Laura Breland

| think listening is a very important skill that takes
many trials and errors to become effective. | try
hard to listen because | believe it is one of the
most valuable skills to have. If someone is a
good listener, then he or she will have a better

T. ). Brinkerhoff

By listening to the other students, | have
learned that an intense listening audience
can be very helpful in developing quality
speakers. By having an entire class focused
on you, it helps build confidence in your

speaking abilities. Receiving constructive criti-

cism from a good listener can help you im-
prove your skills even more. Listening, like
speaking, is a skill that is developed and
can be beneficial by helping you hear and
understand more in depth a speaker's mes-
sage. By developing good listening skills,
you can learn to communicate better with
others in everyday life by learning to over-
come listening distractions.

wt i

Latif Farag

Before taking this class, | never thought about
the difference between listening and hearing. |
have always had the problem of hearing some-
one talking without really paying attention to
what he or she is saying. Now | learned how
to listen critically.

Carrie Biesel

| think that eye contact is the best way to show
someone you are listening .. . Interrupting or
looking off into space are totally obvious and
can really hurt someone's feelings, making them
think you don't really care about what they have
to say.

chance to succeed in life.

EVALUATING SPEECHES CRITICALLY

So far we have considered one dimension of critical listening: judging
whether or not a speaker’s ideas are sound. We saw that the basic skills of
critical thinking are used as well in thinking strategically about the thesis and
supporting ideas of a speech. Now we will consider a second dimension of
critical listening: assessing the strength of the speech as a speech. This evalua-
tion centers on three questions:

¢ Did the speech demonstrate the principles and techniques of
public speaking?

* What was strong and what was weak about the speech?

* How might the speaker improve the speech?

This dimension of critical listening is especially important in a public
speaking class. Although your primary goal is to become more skilled at giving
speeches, you will spend far more time listening to classmates speak than in
speaking yourself. Your feedback as a critical listener will help others improve,
and their assessments, in turn, will strengthen your abilities as a speaker. Out-
side the class, too, you will spend far more time as a listener than as a speaker.

Like judgments about the content of a speech, assessments of its quality
can be made uncritically—as when an audience member says, “Wow!” or
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The facial expressions of criti-
cal listeners often indicate
their concern about a speech.
Reporters and news corre-
spondents frequently find
themselves listening critically
and asking themselves: What
was the speaker trying to
achieve? Should I accept
what he or she says?

WEBLINK

rhetorical situation

The particular circumstances in which
a speech is given, including especially
an understanding of what must be
done to achieve the desired effect on
the audience.
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“That was a great speech!” without explaining why. But the goal is to
make critical assessments, which depend on the four critical thinking
skills described earlier: questioning and challenging, recognizing differ-
ences, forming opinions and supporting claims, and putting ideas into
a broader context.

As you apply these skills to speechmaking, remember that a speech is a
strategic communication. It is presented in a specific situation to achieve a
specific purpose. By focusing on these two concepts—the rhetorical situation
and the speaker’s purpose—you will develop evaluation criteria that turn care-
ful listening into critical listening.

RHETORICAL SITUATION  The discussion in Chapter 1 of the rhetorical
situation made it clear that speeches are delivered not in a vacuum but in re-
sponse to a specific context. Critical listeners thus realize that it is not fair to
evaluate a speech without considering the situation in which the speaker pre-
pargd and delivered |
Abraham Lincolnj to cite a historical example, has been criticized in recent
years for not coming out m S agai ” i iad leading to
the Civil War. Indeed, in hiq fourth debate with Stephen A. Douglas [during the
1858 senatorial campaign in Illinois, Lincoln said:

I will say then that I am not, nor ever have been in favor of bringing about in any
way the social and political equality of the white and black races—that I am not
nor ever have been in favor of making voters or jurors of negroes, nor of qualify-
ing them to hold office, nor to intermarry with white people; and 1 will say in ad-
dition to this that there is a physical difference between the white and black races
which I believe will for ever forbid the two races living together on terms of social
and political equality.
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This position seems far from the popular image of Lincoln as the “Great
Emancipator,” but some of the criticism ignores the specific situation in
which he spoke—especially the fact that very few white Americans in the
1850s could imagine the races as equal. Nor did Lincoln have free rein
about the content of speeches in these campaign appearances. Since his
goal was to win the election, he could not antagonize listeners whose votes
he was seeking. Any critique that altogether ignores the rhetorical situation
in which Lincoln spoke would give a false impression of the realistic choices
available to him.

The key questions, then, are:

e What was the specific rhetorical situation?
* What constraints and opportunities did it pose?
* How well did the speaker respond to the situation?

When evaluating a classmate’s speech, consider both the constraints im-
posed by the immediate audience and the constraints imposed by the larger
rhetorical situation. With respect to the immediate audience, ask whether or
not the speaker adequately tailored the speech to the listeners’ knowledge
level. You also might consider whether the speaker’s ideas and supporting
material were interesting and effective for the specific audience. With respect
to the larger rhetorical situation, ask whether or not the speaker understands
current attitudes, beliefs, and practices regarding the issue at hand.

SPEAKER’'S PURPOSE Besides taking into account the speaker’s rhetor-
ical situation, also consider the speaker’s purpose. It's easy to say that a
speaker made the wrong choice in terms of purpose and should have aimed
for something else. Generally, however, you should evaluate a speech in
light of its stated or implied purpose. To condemn a speech for not accom-
plishing what the speaker never intended to accomplish is neither rational
nor fair.

If you understand the purpose of the speech, then the next key ques-
tion is “How well did the speaker achieve the purpose?” This focuses on
the means used by the speaker and whether they were the best choices
available. If the purpose is to introduce a complicated subject, then a
speech that assumes prior knowledge on the part of the audience and that
fails to explain key concepts would not be well adapted to the purpose.
The speaker may not recognize any problems, but critical listeners can point
them out.

Evaluating a speech in terms of its purpose raises a third important ques-
tion: “Should a speech be judged by its effects or by its artistry?” If the effec-
tiveness standard is the only measure of a speech, then whatever is most
likely to accompl@ se should be done. By this standard, to use an
extreme example] Adolf Hitler jwould be regarded as a good speaker because
he was effective in achieving his purpose.®

Most theorists, however, reject effectiveness as the sole basis for evaluat-
ing a speech. As noted in Chapter 1, the goal is not only to achieve a stated
purpose but also to achieve it while following accepted principles and observ-
ing ethical norms. Public speaking is a practical art. The artistic standard
asks whether the speaker followed the principles of the art and hence whether

WEBLINK

effectiveness standard
Evaluation of a speech according to
the effects it produced.

artistic standard

Evaluation of a speech according to
its ethical execution of principles of
public speaking without regard to its
actual effects.
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he or she did the best that could be done, consistent with ethical norms, in a
specific rhetorical situation. If a classmate speaks in favor of some controversial
topic—say abortion or gay rights—you should not fault the speech for failing
to convince those listeners whose opposition is strongly entrenched. The artis-
tic standard does not ignore the issue of effectiveness, however, because the
application of public speaking principles and the observance of ethical norms
generally make a speech effective.

To participate effectively in evaluating classroom speeches, you and your
classmates must listen carefully and critically to each other. By exchanging
valuable feedback, you will help each other become better speakers, and
you will all sharpen your skills as critical listeners.

Typically, a classroom speaking assignment does not highlight all the
dimensions of public speaking at once. One assignment may focus on
how to organize a speech clearly; another may emphasize research skills
and the selection of supporting materials. Therefore, when assessing a class-
mate’s speech, be sensitive to the specific purpose of the assignment. If it
is intended to focus on organization, for instance, that also should be the
focus of your critique. To concentrate on some other factor, such as the
speaker’s gestures, would be unfair, since the whole point of this assignment
is to deemphasize other aspects of speaking in order to put the spotlight
on organization.

A constructive attitude is essential in evaluating classroom speeches, be-
cause that provides the best environment for learning from each other. If criti-
cism is hostile or antagonistic, the speaker may become defensive and may
ignore useful feedback. At the same time, listeners who are too eager to criti-
cize a speech may not properly assess the speaker’s situation and purpose. Do
not overlook weaknesses in a speech, but remember that the purpose of the
critique is to help your classmate improve the speech, not to undermine self-
esteem. Emphasize what the speaker can improve and how to do that; and re-
member that the strengths of the speech need not be ignored in order to
identify its weaknesses.

A classroom speech often develops only a limited number of points, and
your critique, too, should focus on a few features of the speech that are most
important. The value of feedback is greatly reduced when critics offer a blow-
by-blow reaction to everything that was said. The speaker will not be able to
benefit from the criticism, because the important points will be indistinguish-
able from superficial reactions. As a general rule, focus your critique on just a
few features of the speech, and arrange them in order of importance. The cri-
tique itself is an attempt to influence others, and like a speech it should be
composed in a way that best achieves its purpose.

Critiques of classroom speeches take a variety of forms. The most com-
mon is informal discussion. After a speech is presented, the class may spend
some time talking about its strengths and about how it might be improved.
Students are sometimes reluctant to participate in these discussions. Some may
fear hurting their classmates’ feelings, or they may believe that, if they critique
others, their own speeches will be evaluated more harshly. These are short-
sighted judgments. After all, a primary goal of this course is to become more

FOUNDATIONS OF PUBLIC SPEAKING



skilled in speaking, and vigorous evaluation—as long as your attitude is con-
structive—is one of the best ways to achieve that goal.

Sometimes students fill out rating forms to evaluate classroom speeches.
These emphasize the same features of public speaking that are stressed in the
particular assignment. They are efficient—raters use check marks, circle key
words, or assign numerical scores, for example—and they usually also include
space to write more open-ended comments. If your class uses rating forms
for evaluation, take the task seriously, and provide the most constructive feed-
back possible.

On some occasions, evaluation involves an impromptu speech of criticism
in which the critic follows the speaker with a presentation that assesses the
speech. This will sharpen your own critical skills and at the same time give
you practice in speaking. Like any other speech, a speech of evaluation has a
thesis and main ideas—in this case, whatever you think is most important to
say in assessing a classmate’s speech.

Most speeches are not delivered in a classroom for the purpose of practic-
ing the art. Most are delivered in a variety of public settings such as banquets,
commemorative celebrations, business meetings, churches and synagogues,
political campaigns, and so on.

Many of the principles of classroom evaluation also apply to speeches in
the field. In particular, critics need to have a clear understanding of the rhetor-
ical situation and the speaker’s purpose. Speeches are presented in specific
situations to achieve specific goals, and the critique must take these into ac-
count. It is also helpful to become familiar with the speaker and his or her
particular assets and liabilities in the speaking situation. As with classroom
speeches, you need to decide which standards to use for evaluation, probably
including such factors as the validity of the speaker’s reasoning and assertions,
any value judgments made consciously or unconsciously, and the ethical im-
plications of the speech.

An advantage of assessing speeches outside the classroom is that they
have more variety, since they don’t all spring from the same assignment. No
doubt you’ll hear speakers who ignore some of the concepts and guidelines in
this book or who give them a unique twist. By assessing speakers in the field,
you will encounter a great range of speaking styles and can better develop
your own distinctive approach to public speaking.

Evaluating the speeches of others is an elementary form of rhetorical
criticism—the analytical assessment of messages that are intended to affect
other people. Careful, critical listening and evaluation of speeches will help
you develop a mindset for rhetorical criticism. It will give you experience in
thinking rhetorically about speeches: asking yourself what the speaker’s pur-
pose seems to be, what opportunities and problems are presented by the
speaker’s situation, how the speaker has chosen to go about the task, whether
other choices were available, and whether the selected means and ends were
the best possible in that situation.”

rhetorical criticism

The analytical assessment of mes-

sages that are intended to affect
other people.
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Engaging in rhetorical criticism has two major byproducts. First, it gives
you insights into your own public speaking by providing a range of speakers
to study and by drawing your attention to how they apply principles of
public speaking. Second, it develops your sensitivity to public speaking
and makes you more aware of how it works. Besides improving your own
abilities as a speaker, this awareness should help you appreciate excellent
public speaking and put you on guard against speakers who try to under-
mine listeners’ critical abilities.

Although hearing is a natural physiological activity, listening is a cultivated
skill that includes mental processing and assessment of what is heard. It is an
important skill to develop to be sure you know what you heard, to provide
feedback to the speaker, and to protect yourself from unethical or unscrupu-
lous speakers.

Listening is difficult. People think more rapidly than they listen and there-
fore may be prone to daydream. They may engage in “channel surfing,” tun-
ing a speech in and out as they are stimulated by certain words to think about
other things. For some people a limited attention span makes it difficult to
take everything in; for others the commitment to listen to absolutely every-
thing may get in the way of reflective judgment. People may jump to conclu-
sions because they agree or disagree with the speaker, and they may regard
what the speaker says as closer to or farther from their own beliefs than is re-
ally the case. Finally, factors in the situation such as noise or physical disrup-
tion may interfere with listening to the speech.

Overcoming these difficulties requires concerted effort to develop the
skills of careful and critical listening. Careful listening includes decoding the
message by identifying the thesis and mapping the links between it and the
main supporting ideas. It also involves making at least some judgment about
the content of the speech and the links within it. Careful listening can be
aided by efficient note taking.

Critical listening begins with the skills of critical thinking and applies
them to the speaking situation. Critical listeners are open to new ideas and
arguments but assess them with skepticism and an insistence that they be ex-
plained and supported. The goals of critical listening are to be able to recon-
struct the thesis and main ideas of a speech and to form a reflective rather
than hasty judgment about them.

Critical listening makes it possible both to evaluate messages and to
provide feedback to others about how they can improve their speaking
performance. Clear standards of evaluation are needed, and the assessment
should be guided especially by understanding of the rhetorical situation
and the speaker’s purpose. Although the effectiveness standard is an
important criterion, by itself it usually is not the most appropriate basis
for evaluating a speech. Instead, the artistic standard includes effective-
ness but focuses on the question of how well the speaker applied public
speaking principles and followed ethical norms in a specific situation.

You will have the opportunity to practice rhetorical criticism both by cri-
tiquing classmates’ speeches and by attending and evaluating speeches in
the field.
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. We have all heard speeches that were interesting and speeches that were

boring. What was it about the interesting speeches that grabbed your atten-
tion? What was it about the boring speeches that made them difficult to
bear? Based on your answers, suggest some strategies for gaining and hold-
ing an audience’s attention.

. You are about to speak to a hostile audience. How do you get them

to listen with an open mind rather than immediately discounting your
position?

You are assigned the responsibility of grading a speech that you yourself
haven’t heard. You must consider the views of two critics who heard the
speech and gave you their opinions about it. But their evaluations are con-
tradictory: One says the speech was great, and the other thinks it was
shoddy work. How would you reconcile these different evaluations and
assign a grade to the speech?

You have just heard a speech that was particularly effective, but in your
opinion it was ethically suspect. How would you evaluate the speech?
Why?

. Listen to a speech on television, in class, or at a lecture. Whenever your

mind wanders, make a note about the last thing you heard and what you
then began to think about. After the speech, write a short essay about your
listening habits and how you would like to improve them.

. Map a speech. Identify its thesis and main ideas, and evaluate its claims

and links.

Write a three- to five-page essay to evaluate a speech. Analyze the rhetori-
cal situation and the speaker’s purpose; state and explain your evaluation
standards; and apply rhetorical criticism to the speech.

If you have access to a multimedia-equipped computer with sufficient
processing power, you may be able to use your Internet access to lis-
ten to speeches. The exercises rely on usjng files in RealAudio or Real-
Video format. Further details about using] RealPlayer [for listening

are available at <http://www.real.com/products/player/index.html>.
(However, if you are not set up for these formats, there are also text-
based variations in the exercises below.)

1. Listen to speeches in RealAudio or RealVideo format. First

rﬂﬂm&iﬁhﬁpﬁﬁ&hﬁ.ﬁ.ﬁh&éﬂhﬁﬁ of speeches in the
Allyn & Bacon Public Speaking Website]Go to <http://www.

abacon.com/pubspeak/histsit.html>. Note that for each speech on
the page you can read text and/or listen to a RealAudio version.

(continued)

Discussion \
Questions

Activities \

Using the Internet

WEBLINK

WEBLINK
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Notes

PART

1

If you do not have a sound card, consider having someone read
the text aloud to you, or create your own recording with a tape
recorder.

2. Search for audio files and use mapping skills. For this exercise,
we will search for a speech presented by President Bill Clinton in
one of his weekly radio addresses or a speech by the g2

I.Rapubh;a.n;pak’ esperson. Point your browser to thq White House
Virtual Library fat <http://library.whitehouse.gov/?request=audio>
and click on the choice “Radio Addresses of the President.” From
there type in a keyword for a topic area that you think President

Clinton may have spoken about during his term that interests you.
(If you come up empty the first time, try a different search term.)

Alternately, searchIWeekly Republican Radio Address |by
pointing your browser to <http://www.rnc.org/movie/response/
index.html>. Notice that this is organized in reverse chronological
order.

Note that the White House Virtual Library includes a text of the
speech as well as the RealAudio file; the Weekly Republican Radio
Address page provides only the RealAudio format.

Map the message you've found by

e Extracting the thesis

e Identifying the main ideas

o Assessing the main ideas

e Deciding whether the main ideas support the thesis

. The complexity of an individual’s cognitive processes is also responsible for differ-

ences in listening comprehension. See Michael J. Beatty and Steven K. Payne, “Lis-
tening Comprehension as a Function of Cognitive Complexity: A Research Note,”
Communication Monographs 51 (March 1984): 85-89.

. Neil Postman provides an extensive social critique of how television is responsible

for this trend in Amusing Ourselves to Death: Public Discourse in the Age of Show
Business, New York: Penguin Books, 1985.

. One example of this is seen in a study showing that when common citizens hear

an argument about capital punishment, they judge the validity of evidence from the
perspective they bring to the communication event, retaining their original beliefs
regardless of the evidence presented. See Charles Lord, Ross Lee, and Mark Lepper,
“Biased Assimilation and Attitude Polarization: The Effects of Prior Theories on Sub-
sequently Considered Evidence,” Journal of Personality and Social Psychology 37
(November 1979): 2098-21009.

. For more about critical thinking, see Brook Noel Moore and Richard Parker, Critical

Thinking: Evaluating Claims and Arguments in Everyday Life, 2nd ed., Mountain
View, Calif.: Mayfield, 1989; and Leonard J. Rosen and Laurence Behrens, The Allyn
& Bacon Handbook, 2nd ed., Boston: Allyn & Bacon, 1994, pp. 1-9. Although these
textbooks focus on essay writing and evaluation, many of their directives apply as
well to public speaking.
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5. According to Mikhail Bahktin, we automatically tend to judge all utterances—from
sentences to completed speeches—by what we imagine the speaker wishes to say.
See “The Problem of Speech Genres,” in Speech Genres and Other Essays, trans.
Vern W. McGee, Austin: Univ. of Texas Press, 1986, p. 77.

6. Another example of why a speech should not be judged on effect alone is discussed
in Edwin Black, Rbetorical Criticism, New York: Macmillan, 1965. For more about
this debate in speech criticism, see Forbes I. Hill, “Conventional Wisdom—Tradi-
tional Form: The President’s Message of November 3, 1969”; Karlyn Kohrs Campbell,
“Conventional Wisdom—Traditional Form: A Rejoinder”; and Forbes I. Hill, “Reply
to Professor Campbell,” Quarterly Journal of Speech 58 (December 1972): 373-380,
451-460.

7. For more about rhetorical criticism, see James R. Andrews, The Practice of Rbetorical
Criticism, New York: Longman, 1992.

} Go to the Zarefsky Website
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Analyzing Your
Audience

In This Chapter We Will:

Discover how the success of a speech depends on
the audience.

Explore how the audience demographics, culture, and
psychology affect listeners’ receptiveness to a speech.

Consider ways that speakers can adapt a message in
particular circumstances to fit the audience.

Identify both formal and informal methods of audience
analysis.

Examine how the speaker’s ethos influences the audi-
ence and how speakers can improve their ethos.
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PART

1

wo students were presenting speeches to their classmates about the

dangers of smoking. Both spent a great deal of time preparing, but they

had strongly different attitudes about how to develop their speeches.
The night before speaking, they met to compare their preparations. The first
student said:

I had no idea there was so much research information about this
topic. | had to cut short my explanations in order to fit everything
in. If | talk faster than usual, | just might make it within the time
limit. | want everyone to know that | prepared thoroughly and that
| take the topic very seriously.

His classmate took a different approach:

Well, you may be right, but | don't think people want to hear about
all the research. They need to know that the studies exist, but they
really need to hear about how smoking has hurt someone they
know. I want to tell a story that listeners can relate to, so that they'll
be interested in my message.

The first student viewed the assignment only from his own perspective
as speaker, worrying about how to include all the research and how to
ensure a good grade. The second student considered the audience’s per-
spective. She was determined to make the message interesting to class-
mates, and she carefully reviewed each bit of information from the
viewpoint of someone hearing it in a short speech. Both speakers had
the same general topic and goal, but to the audience the first speech was
abstract, complicated, and dull, whereas the second was stimulating and
full of common sense.

It may seem surprising that even your attitude toward preparing a speech
can create such a difference in the audience’s reaction, but it’s natural for lis-
teners to give appreciation, attention, and support to a speaker who considers
their comfort, interests, and beliefs. Even though an audience can thus be a
constraint on a speaker’s freedom, you can work with that constraint by care-
ful audience analysis on three different levels:

* By checking audience demographics, you will consider how your
speech should respond to certain characteristics of the audience as
a whole—such as its size, age range, and educational level.

* By respecting audience culture, you will become aware of how lis-
teners approach your speech in terms of their interests, beliefs and
values, prior understanding, and common knowledge.

* By understanding audience psychology, you will realize that listen-
ers are selective about what they attend to and perceive.

The relationships among audience demographics, culture, and psy-
chology are illustrated in Figure 3.1. After studying these three levels of
audience analysis, we will examine strategies for learning about your spe-
cific audience and for assessing your own resources and ethos in relation
to its members.
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Demographics

Composition

Psychology

Heterogeneity

Exposure
Attention
Perception

Captive/voluntary

1
EHECKING AUDIENCE DEMOGRAPHICS

Size

How large will your audience be? The more listeners there are, the greater
your sense of distance from them, and consequently the more formal your
presentation is likely to be. Someone speaking to a dozen people in a small
room clearly faces a different situation than someone addressing a large lec-
ture hall or a mass-media audience.

Classroom speakers probably have an audience of about 20 to 25 listeners,
an audience size that is typical of many speeches to service clubs, neighbor-
hood groups, and work-related organizations. This size lets you address a
public without losing sight of individuals, and the setting is a middle ground
between highly formal and extremely informal.

FIGURE 3.1
Levels of influence on audiences.
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heterogeneity
Variety or diversity among audience
members; dissimilarity.

platitudes
Buzz words or phrases that are
devoid of specific content.

66 PART 1

Heterogeneity refers to the variety or diversity of audience members—
the degree of dissimilarity among them. The smaller the audience, the more
likely that its members will have similar assumptions, values, and ways of
thinking. Of course, even a small audience may show marked differences in
these criteria, but a large audience virtually ensures that members will have
different values and assumptions as well as learning styles; the audience is
said to be heterogeneous.

The two students speaking about thel dangers of smoking hssumed that
their audience of American college students would be like them, would learn
about the subject in the same way, and would respond favorably to their mes-
sage. But a heterogeneous audience could include smokers and stockholders
of tobacco companies who might oppose restrictions on smoking.

The more heterogeneous your audience, the more you need to find exam-
ples and appeals that will be meaningful to all kinds of listeners; or you might
combine appeals that are relevant to different segments of the audience. Avoid
materials that are significant only to some listeners but beside the point to oth-
ers. The goal is to appeal meaningfully to a diverse audience without resorting
to vague generalizations and platitudes.

An audience can be heterogeneous even if its members share the same
cultural background, but a culturally diverse audience is particularly likely to
be heterogeneous. The audience for the speeches against smoking might in-
clude a student or two from countries where smoking is unrestricted, and they
may not share their classmates’ concerns about the health risks of smoking.

Under what circumstances has the audience assembled? In general, people
who have chosen to hear a speech are more likely to be interested and recep-
tive than are people who have been coerced into attending. A captive audi-
ence may resent having to hear the speech, which may undercut the speaker’s
ethos and message.

Students who are required to attend an assembly, employees whose jobs
depend on participation in a seminar, and churchgoers who find themselves
listening to a political message when they expected a sermon are examples of
captive audiences. Speakers cannot assume that captive listeners have any in-
terest in them or their subject, and they must work particularly hard to interest
and motivate them.

Some of your classmates may also be captive listeners, especially if the
course is required or if individuals don’t recognize the value of effective listen-
ing. With luck, you can turn them into voluntary listeners as they become in-
terested in what you have to say and as they begin to see that they can
improve their own speeches by listening carefully to yours.

If you assume that your audience is there voluntarily and you make no
effort to motivate them, you could be setting yourself up for disaster. If you
are wrong in your assessment and your listeners do see themselves as cap-
tive, their feelings of boredom or hostility are likely to overwhelm any mes-
sage you present. For this reason, when you don’t know the status of the
audience, it is best to assume that listeners are captive and that you need
to motivate them.
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Z ter
nicity } educational levelf ol socioeconomic status

Sometimes, if it will help you make choices abgutyour speﬁ"an

il

ad age) gender] religion J eth-
For example, it may be safe

to assume that a young audience would be less interested in a speech about
retirement planning than an older audience would be. Likewise, you might
assume that listeners with a high level of formal education can think in fig-
urative as well as literal terms and can deal with complex issues. And if

ethnic group

their commonality.

Giving too much weight to demographic categories, however, may lead to

is made up mostly of members of a particular religious or
you well may tailor your presentation to take advantage of

false and unwarranted stereotyping—wrongly assuming that all members of
a category are alike. For example, it is less true today than in the past that

ir being persuaded by a speaker.
Nor do all people from rural areas think alikejand not everyone from a partic-

ular region has the same set of beliefs and values.! In short, demographic cat-
egories can provide important hints about an audience, but do not assume

that the hints apply to everyone.

RESPECTING AUDIENCE CULTURE

Imagine that you are scheduled to speak about the joys of ham radio
operation to a troop of Girl Scouts. Now imagine that your topic is the same
but that your audience is a high school computer club or a convention of re-
tired people. In what ways might you adapt your presentation to fit these dif-

ferent audiences?

No matter what your topic and purpose, to plan an effective message
you must focus on the particular culture of your audience. Audience culture
refers to subjective factors that characterize a particular audience and make its

situation distinct: interests, beliefs and values, common knowledge and experi-

ence, roles and reference groups. Thinking critically about these factors will

enable you to strategically plan a speech that fits

your audience.

Listeners have self-interests; they stand to gain or lose personally de-
pending on what is done. For example, a proposal to raise students’ tuition
and fees would not be in the self-interest of those who are working their way
through college, whereas a proposal to increase funds for financial aid would

appeal to the self-interest of those same students.

Self-interest goes beyond

economic matters, however. A speech that advocates limits on listeners’ free-
dom or power or that casts them in an unflattering role also will be at odds

with the audience’s self-interest.

Most listeners resist messages that clearly challenge their self-interest. If
you feel that it is necessary to challenge the audience’s self-interest, consider
whether you can develop your message in a nonthreatening way while still

CHAPTER 3
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stereotyping

Assuming that all members of a de-
mographic category are alike in all
respects.

audience culture

Subjective factors that characterize a
particular audience and make its situ-
ation distinct.

self-interest
Personal gain or loss resulting from
an action or policy.
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APPLYING STRATEGIES s

The Importance of Audience Analysis

Latif Farag

During all my speeches in this class, | have
thought about my audience. This is because of

the age difference. I'm 37 years old and the
other students in the class are between 17 and
20 years. Also, | come from a different culture
and | have to make sure that they understand
the subject I'm talking about.

Dr. Marrow

Absolutely, Latif. Assessing the audience
culture, including age and cultural back-
ground, is critical to speechmaking success.

Take into consideration your audience’s dom-

inant ages and be careful not to stereotype,
discredit, or undervalue them in any way.

£

‘et

Also, when planning your speech, use exam-
ples or references that are universally recog-
nized. Sometimes, culture-specific examples
are obscure to the audience and can create

a large psychological gap between the
speaker and the audience. . . . Actually, the
fact that you are older and from a different cul-
ture can enhance your credibility as a speaker.
Just highlight some human experiences and
beliefs shared by you and your audience,

and your goal toward audience acceptance
will be achieved!

being true to your beliefs. Perhaps you can plan the speech with a strong
combination of appeals so that listeners will look beyond their self-interest to
consider some broader concept of what is good.

For example, one common strategy for challenging listeners’ self-interest
is to suggest that their short-term sacrifices will bring long-term benefits
(and so their self-interest will be satisfied in the long run). One student took
this approach in arguing that course work should be more difficult. She
began by admitting outright that her speech would challenge the audience’s
self-interest:

Talk to any student at this college, and you’ll hear about how busy they are, how
much work they have to do, how much time their classes take. I'm sure it’s true,
because many of us have never really been challenged to work hard before this.
The last thing most students want is to hear someone say that classes should be
made even harder. But if we can improve the academic reputation of this college,
not only will it attract better students, but in the long run our own degrees will be
more highly valued.

AUDIO))

EE

Listeners also have personal interests, and so you need to assess how
likely it is that your topic will interest others. Even though you may be an avid
student of military history, you cannot assume that others will be captivated by
a speech about battle planning. And although you may be thrilled by the de-
tails of auto mechanics, realize that many listeners only want to know how to
turn the ignition key to start the car.

If you think that listeners will be strongly interested in your topic, a
straightforward presentation may be fine. But if interest may be low, you
should deliberately plan the speech in a way that captures the audience’s

personal interests
What an individual regards as inter-
esting or important.
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attention and holds their interest. Usually, you should avoid technical lan-
guage, jargon, and abstractions unless you know that the audience is familiar
with and interested in the topic. On the other hand, startling statements,
rhetorical questions, personal anecdotes, and narratives are especially good
ways to involve listeners in your topic and enhance their interest in it.

Sometimes listeners do have a casual interest in your topic but do not re-
gard it as particularly important or of high priority. Then your task is less one
of arousing initial interest and more a matter of impressing the audience with
the urgency of the situation and the significance of your message. In any case,
by analyzing the audience’s level of interest in your topic, you are better able
to determine how to frame the speech.

Beliefs are statements that listeners regard as true; values are positive or
negative ]udgments that listeners make. For example, a listener might believe
that serious problem (belief) and might also regard govern-
menfaid for the homeless fas a good thing (giving it a positive value). Another
listener might agree that homelessness is a serious problem (belief) yet might
object to government aid (giving it a negative value). Still another listener
might not believe that homelessness is a serious problem and might think that
its scope has been exaggerated. For the last listener, government aid is not an
issue because no problem has been acknowledged.

As these examples show, an audience’s beliefs and values are the starting
point for crafting the strategy of your speech. You will want to uphold your
own beliefs and values, of course, but you can do that and also advance your
purpose if you emphasize the connections between listeners’ beliefs and val-
ues and your own.

Assume that you wish to advocate increased government aid for the
homeless. For the first listener your strategy might be designed to reinforce
existing beliefs and values. For the second listener, you might briefly review
the extent of the problem, but most of the speech would be designed to con-
vince the listener that government aid works better than private solutions
alone; your goal would be to change the listener’s value about government
aid from negative to positive. For the third listener, it is pointless to consider
whether public or private solutions are better unless you can demonstrate that
homelessness really is a problem. In this case much of your speech would be
designed to illustrate the extent and severity of homelessness and the urgent
need for action. Finally, if all three listeners are in your audience, your strategy
should combine appeals in the hope that one thing or another would con-
vince each listener.

This example has focused on topic-specific beliefs and values about
homelessness. But listeners also hold many general beliefs and values about
a host of topics—about human nature, about their responsibilities to others,
about the status of their nation in the world, about the significance of science
or religion, and so on. For example, if an audience believes that things gener-
ally are better (or worse) today than in the past, speakers in a political cam-
paign might exploit that belief by claiming that their party (or the opposing
party) is responsible for the situation. General beliefs and values, like topical
ones, give you a good starting point from which to think strategically about
how to reinforce some beliefs and attempt to change others.

beliefs
Statements that listeners regard
as true.

values

Positive or negative judgments that
listeners apply to a person, place,
object, event, or idea.
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Sometimes listeners know

a good deal about the topic
and have strong feelings
about it To be successful,
speakers must respond to
what the audience already
knows about the topic

or situation.

WEBLINK

condescending

Talking down to an audience; assum-
ing that listeners are not capable of
thinking about a subject and reach-
ing their own conclusions.
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How much do your listeners already know about your topic? Have they
heard about any of your points before? Do they have enough background in-
formation to follow your reasoning? Answers to questions like these can help
you design a powerful speech without boring or confusing your audience.

Speakers sometimes mistake intelligence for knowledge, thus overestimat-
ing what the audience knows. Fearful of condescending to listeners—of talk-
ing down to them and assuming that they can’t think for themselves—some
speakers cover complex material too quickly, omit important steps in an ex-
planation, or relate events out of sequence. Another danger of poor audience
analysis is telling listeners nothing that they do not already know. If the listen-
ers believe a speaker is wasting their time and saying nothing new, they are
less likely to pay attention. Worse, they may become angry or resent the
speaker as a person. You can avoid all these dangers by analyzing what the
audience alreadvyv knows
President Ronald Reagan Iwas dubbed “The Great Communicator” in part
because he could render complex subjejmwwahli' i terms.
In a 1983 speech seeking support for hiq Strategic Defense Initiative | he used
simple terms to describe sophisticated military and strategic concepts, and he
also overcame complex arguments about defense spending:

But first, let me say what the defense debate is not about. It is not about spending
arithmetic. I know that in the last few weeks you've been bombarded with num-
bers and percentages. . . .The trouble with all these numbers is that they tell us lit-
tle about the kind of defense program America needs or the benefits and security
and freedom that our defense effort buys for us.

In simple language President Reagan then explained the importance of a
defensive missile system: “I've become more and more convinced that the hu-
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man spirit must be capable of rising above dealing with other nations and hu-
man beings by threatening their existence”; and “Wouldn’t it be better to save
lives than avenge them?” He admitted but downplayed the difficulties of devel-
oping this new system and called on the scientific community, “those who
gave us nuclear weapons, to turn their great talents now to the cause of
mankind and world peace, to give us the means of rendering these nuclear
weapons impotent and obsolete.” If President Reagan had focused only on
technical and scientific issues in the belief that “everyone understood” the
difference between offensive and defensive systems, his speech would have
been far less effective.

What cultural facts in your listeners’ general store of knowledge will be
relevant to your speech? Surveys frequently report that embarrassing percent-
ages of Americans cannot name their senator or representative, do not know
when the Civil War was fought, or cannot locate a particular country on the
globe. Such evidence does not argue that people are stupid or that a speaker
must spell out everything for an audience. Rather, in recent years educators
have been less concerned with teaching facts than with teaching students how
to find information.? Thus, for a general audience, you may need to identify or
explain cultural facts that are important to your argument. But if your audience
is specialized—say a group of Civil War buffs—you can assume that listeners
are familiar with basic information about your topic.

Speakers often make allusions, or brief references, to things that they
assume listeners know about and understand. But if listeners don’t “get” the
allusion, they also will miss the point of the comparison. So you need to have
a good sense of which allusions your audience will recognize. Well into the
twentieth century, speakers could assume that most listeners were familiar
with the Bible and with classic literature. Late in the century, however, popular
culture—especially television—became the source of many allusions especially
in the United States. For example, supporters of President John F. Kennedy
membered his administration by referring to the popular musical
iring the 1984 presidential campaign, Democratic candidate
Walter Mondale Jdismissed the argument of one of his primary opponents by

asking, “Where’s the beef?”—quoting a popular television commercial for a
chain of hamburger franchises.

Similarly, in a classroom speech abou
luded to the animated television program

Steve Cortez al-

|

What comes to your mind when you hear the words “nuclear power”? If you're
like most Americans, you probably conjure up images of Three-Mile Island and
Chernobyl. Or if you're a fan of “The Simpsons,” you might think of the nuclear-
waste-induced three-eyed fish found near the plant in a recent episode. Maybe
you think of Homer Simpson eating doughnuts and sleeping while he’s supposed
to be monitoring the plant’s safety equipment, or of Mr. Burns, the diabolical plant
owner. Whatever your immediate impression of nuclear power, it's probably nega-
tive, and it shouldn’t be.

By analyzing and understanding his audience’s shared cultural experi-

ences, Steve was able to allude to “The Simpsons” characters to build a strong
introduction that captured interest and prepared listeners for his main point.

WEBLINK

cultural facts

Facts that are commonly known
among the members of a culture;
common knowledge.

allusions
Brief references to something with
which the audience is assumed to
be familiar.
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When a message is unfamil-
iar, listeners tend to perceive
it in their own familiar context.
This speaker should realize
that his remarks about the
new Americans with Disabili-
ties Act may well be heard

in the context of his listeners’
personal experience in coping
with disabilities.

roles

Socially assigned positions, such

as “parent,” “student,” “employee,”
and “citizen.”

reference groups

Groups with which listeners identify,
regardless of whether they belong to
them. Reference groups serve as
guides or models for behavior.
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Each listener occupies a variety of roles, or socially assigned positions,
and these are an important part of an audience’s culture. An eaglier examp
about ham radio operators referred to an audience made up offGirl Scouts
A listener who is a Girl Scout is also a young woman, a student, and a daugh-
ter; and she may be a member of a church, the Honor Society, and the dance
club. Depending on which role is dominant for her at any given time, dif-
erent topics and appeals are likely to be effective. If, while listening to a
speech, she thinks of herself mainly as a Girl Scout, she may be more in-
terested in physical adventure or social service than she would be if
she thought of herself mainly as a dancer. In analyzing your audience,
therefore, you need to decide which roles are most important to listeners
while you speak.

Listeners also identify with many reference groups, whether or not they
actually belong to them. Because reference groups serve as guides or models
for behavior, they can influence listeners’ beliefs, values, and actions. For ex-
ample, a student may model his taste in clothes or hairstyle on the members
of a popular band; he isn’t a member of this band, but he likes people to
think of him as sharing its characteristics. Another student may take cues
about the importance of good study habits from older friends in her residence
hall; they are a reference group for her because she likes to be thought of in
reference to them. In other situations, however, each of these students will
model different reference groups—family, friends, peers, public figures, and
ethnic groups, for instance. By knowing which reference groups and values
are important to your listeners, you can strategically plan effective appeals and
supporting materials.
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We have been discussing culture as though audience members all share a
common culture. In some respects they probably do, but a speaker who as-
sumes that an audience has a single set of beliefs, values, or experiences is
inviting disaster.

The United States has increasingly become a multicultural society, and
today’s audience members represent a diversity of cultures and backgrounds.
This is true of public speaking classes particularly, because schools, colleges,
and universities have sought to attract international students and students from
various racial and ethnic groups. It is also true of society at large, as racial
and ethnic minority groups make up a growing proportion of the population.
Everyone, whether speaker or listener, must acknowledge and relate to people
who reflect a wide varietv of cultural backgrounds.

Chinese President Jiang Zemin flearned this basic truth when he toured the
United States in the fall of 1997. He championed the benefits of the Chinese
system and dismissed calls for refopm But I1S audiences were not impressed,
and many protested his visit. Then) speaking at Harvard University] President
Jiang acknowledged that China had made mistakes and said that his visit had
taught him more about freedom. The protests did not stop, but these modest
acknowledgments of cultural differences brought out expressions of respect—
a key goal of Jiang’s visit.

Speaking to a multicultural audience challenges you to become aware of
your own cultural assumptions and predispositions. It is common for people
to regard as universal the values of their specific culture. But reflection and
careful self-analysis can help you avoid seeing your own values as universal
and thus seeming insensitive to cultural differences.3

To use a simple example, U.S. culture traditionally has valued youth,
whereas Japanese culture has valued age. In speaking to an audience of both
American and Japanese listeners, it would not be a good idea either to dis-
credit something by labeling it “old” or, on the other hand, to assume that
our ancestors always understood things better than we do.

Another example is seen in cultural attitudes toward the role of women,
which vary widely between more traditional and more modern cultures.
Women’s roles as professionals are not as widely recognized in some societies
in the Middle East and Latin America as they are in the United States. So a
speech about women in the business world might be planned and presented
differently for an international audience composed mostly of men and for an
audience of U.S. businesspeople.

Cultures differ even with respect to who is eligible to speak in public.
During the early 1800s, women in the United States often were not allowed
to appear on a public platform because that would violate their “feminine”
role. As recently as 1976] U.S. Representative Barbara Jordan Jone of the most
prominent African-American politicians, began her keynote speech to the
Democratic National Convention by observing:

There is something different about tonight. There is something special about
tonight. What is different? What is special? I, Barbara Jordan, am a keynote speaker.
A lot of years passed since 1832, and during that time it would have been most
unusual for any national political party to ask that a Barbara Jordan deliver a
keynote address—but tonight here I am. And I feel that notwithstanding the past
that my presence here is one additional bit of evidence that the American Dream
need not forever be deferred.

CHAPTER 3 ANALYZING YOUR AUDIENCE
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Yet another example relates to people’s attitudes about what is “correct”
peech or language. The United States includes many regional, ethnic, and
‘ In some circumstances these are perfectly acceptable ways of
speaking; in others, listeners may regard them as substandard. If you plan to
quote dialect in your speech, recognize that different language patterns are
legitimate, and acknowledge the validity of “standard” patterns; yet do not dis-
parage patterns different from your own.*

Regional differences in culture are also important. A student who grew up
in the South and attends a university in the Northeast will not understand how
classmates can survive winter. Likewise, they may be surprised by this stu-
dent’s unhurried pace and “laid back” lifestyle. But it is easy to misinterpret
someone else based on the framework of your own background—unless you
recognize and understand the validity of cultural differences.

Many beliefs about other cultures are based on negative, unflattering stereo-
types, and it is particularly important to avoid these when addressing a multi-
cultural audience. Consciously resist any such belief as that one culture is
hard-working and another is lazy, or that one is educated and another is igno-
rant, or that one is compulsive and another is relaxed. The reality is far more
complex, and such simple-minded attitudes will rightly both insult and antago-
nize an audience.

Speakers adapt to a culturally diverse audience in two basic ways. One
approach is to derive examples from many cultures so that all listeners feel
that they are being addressed within the framework of their own culture. Even
if some cultures are not mentioned specifically, the speaker’s acknowledgment
of diversity may make everyone feel more included.’> This approach, of
course, requires the speaker to know which particular cultures are represented
by audience members.

The other approach is to resist culture-specific references altogether and
to search instead for appeals that transcend cultures. An appeal based on pre-
serving the planet for the next generation, an appeal to the common interest
in peace, or an appeal based on the beauty and wonder of nature may well
transcend the limits of any particular culture.® In a speech in 1963, President
Kennedy illustrated this approach. After speaking about the need to recognize
diversity among nations and cultures, he noted that all people hold certain val-
ues in common:

For in the final analysis, our most basic common link is that we all inhabit this
small planet. We all breathe the same air. We all cherish our children’s future.
And we are all mortal.

UNDERSTANDING AUDIENCE PSYCHOLOGY

Each day an infinite number of potential communication stimuli are
available to us. We can converse with anyone we meet and can overhear the
conversations of others; we can call or write to each other; we can read news-
papers, magazines, and books; we can listen to the radio or watch television;
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we can see films or videos; we can attend speeches, listen to lectures on tape,
hear sermons, or join group discussions. And while we’re busy doing all this,
our computers can log on to the Internet to exchange mail and collect any in-
formation we specify.

Even if we did nothing else except engage in communication, there is
clearly too much for any of us to do. How do we choose which speeches to
hear, which magazines to read, which television programs to watch, and
which Websites to visit? In short, how do we select the communications to
which we will expose ourselves?

Selective exposure is the concept that our communication choices are
not random; rather, we are inclined to expose ourselves to messages that are
important to us personally and that are consistent with what we already be-
lieve. Few of us seek out messages that we do not think will be useful or per-
tinent to us; nor do we listen to speeches other than entertainment speeches
merely for the pleasure of hearing them. And very few of us relish an attack
on what we believe. Instead, we read magazines, listen to speakers, and make
friends whose views are similar to our own.

Although selective exposure governs which messages we will seek out,
sometimes audience members are not given a choice. Your classmates, for in-
stance, are captive listeners who do not have the option of not hearing you,
even if you disagree with them. But both captive and voluntary audiences can
exercise a second level of control over potential communications. They are
selective about whether or not to focus intently on a message, to follow it,

absorb it, 2 i i These choices, sometimes made unconsciously,
are called] selective attention

As we discussed in Chapter 2, it takes effort and energy to listen carefully
and critically to a speech. Listeners’ minds tend to wander—to events of the
day, people they want to see, things they need to do, problems they hope to
solve. Making the effort to listen requires motivation, and the speaker can help
to supply that for the audience.

Student speaker Scott Poggi overlooked this opportunity when he decided
to develop a speech based on his own special interests. On weekends Scott
worked as a stagehand for a production company, and his speech demon-
strated his expertise in the subject. He told his classmates all about the back-
stage area, introducing them to the light designer, the head light technician,
and the light crew; mentioning the “FOH” (footlights and overheads), the
electrics, and the cyclorama, telling them about the necessity of “testing and
gelling the lights”; introducing them to the sound crew and their equipment;
and finally describing the stage manager’s many duties. By the time Scott fin-
ished, many in the audience were half asleep. Not only did he provide too
much technical information without explaining it (classmates still had to ask,
“What is an FOH, and how do you ‘gel’ a light?”); but he also never gave the
audience any reason for wanting to know this information in the first place.
Better audience analysis might have shown Scott that he would have to moti-
vate listeners to help them pay attention.

The speaker can motivate the audience in at least three ways:

* Make the message personally important to listeners.
¢ Make the message stand out.

e Make the message easy to follow.

selective exposure

A tendency to expose oneself to
messages that are important person-
ally and that are consistent with what
one already believes.

selective attention

Conscious or unconscious choice
about whether or not to focus in-
tently on a speech, absorb and pro-
cess its contents, and take it seriously.
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1

MAKE THE MESSAGE PERSONALLY IMPORTANT TO LISTENERS Listen-
ers are better motivated to pay attention if the speech is personally meaningful
and important to them, affects them, offers new information and insights they
haven’t considered, solves puzzles or paradoxes, or tells a story or makes a
comparison with something they already know. When you plan the strategy
for your speech, focus on making it clear how your message relates to audi-
ence members personally. In effect you are saying, “This concerns you. Sit

up and take notice.”

To apply these general principles, you might introduce your speech with
an example that listeners will recognize or a story that describes an experi-
ence they might have had. Or you mighttranslate statistics or abstract ideas
into personal terms, as in the statement [ Our national debt s now so large
that each of you would have to work nonstop for 20 years just to pay off
your share.” You might even announce explicitly that listeners will benefit
from your speech: “I'm going to tell you how you can get better grades in
every course.”

MAKE THE MESSAGE STAND OUT The message may stand out because
of a contrast between what the speaker is expected to say and what he or she
actually says. Listeners will sit up and take notice if a student suggests that
professors do not assign enough work, if an athlete maintains that physical
fitness is unimportant, or if a known advocate of gender equality speaks in fa-
vor of some gender-based distinctions. Alternatively, the contrast might be be-
tween the speaker and other elements in the situation. If you were to be the
tifth speaker after four classmates had all discussed similar topics in the same
way, you might deliberately modify your speech to do something different.
Or the contrast might be within the speech itself, such as changes in pitch,
volume, or rate of delivery.

A word of caution is necessary regarding the use of contrast. Any contrast
effect you use should be closely related to the purpose of your speech; con-
trast for its own sake draws attention to itself and distracts from the message.
Avoid attention-getting gimmicks, whether in the introduction or anywhere
else in the speech. Even if you succeed in getting attention, the audience will
remember the trick, not your message.

MAKE THE MESSAGE EASY TO FOLLOW Paying careful attention is work
for listeners. The more you can do to minimize their task and to motivate
them to make the effort, the more likely they will be attentive.”

Speakers can do several things to make their message easier to follow:

e Strategically plan the organization of the speech in a way that
makes your thesis and overall argument clear to listeners.

e State your main ideas explicitly so that listeners can easily identify
them.

e Speak at a rate that sustains listeners’ interest but is not so rapid
that they have to struggle to keep up with you.

* Repeat your main ideas and key points, signaling to the audience
that these are important.

* Use pauses to mark the transitions in the speech.

e Summarize your thesis and main ideas memorably.
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An audience is asked not onlytg listen _carefully to a speech but also to
interpret it as the speaker intends.s the particular interpretation
or understanding that a listener gets from a speech. When listeners decide
what a speech “means,” they are perceiving it in a particular way. Unfortu-
nately, a speaker cannot ensure that the audience perceives the meaning of
the speech in the same way that the speaker does. Even individual ideas may
be interpreted differently by speaker and audience.

Any message is open to different interpretations and can result in different
perceptions. Suppose, for example, that early in an election year the current
president predicts economic growth over the next several months. Should you
interpret that message as economic forecasting, or as a political appeal de-
signed to win votes, or as wishful thinking by a candidate who does not really
understand the economy? Or is it all of these? Clearly, speakers need to under-
stand how most listeners perceive things.

Recall that perception, like attention, is selective; we interpret messages
in ways that render them simple, stable, and consistent with our expectations.
Complex or conflicting messages are simplified; qualifying statements and
subtle distinctions may be lost. The following examples of how people per-
ceive messages selectively are generalizations and obviously do not apply in
every case. But they are based on research, and they can help you plan your
speech. If applied too rigidly, however, they can result in stereotyping, which
speakers should always avoid.

1. People tend to view their experiences as structured, stable, and meaning-
ful rather than random, chaotic, or pointless. Seeking order, listeners are
predisposed to accept any pattern that the speaker can offer to explain
seemingly unconnected facts.

2. People tend to view events not as accidental but as having causes; they
also tend to simplify the web of causal connections and sometimes even
seek a single cause to explain complex effects. Given that the brevity of a
speech also leads to simplification, speakers must be careful not to allow
listeners to oversimplify the relationships among events.

3. People tend to view individuals as being responsible for their own actions
and to assume that actions reflect a person’s intentions.

4. People tend to view others as being basically like themselves. When a
speaker discusses personal experiences, listeners often assume that the
speaker thought and acted just as they would have in the same circum-
stances. And if the audience is heterogeneous, different kinds of listeners
may perceive the speaker differently.

5. People tend to interpret things in the way that their reference groups do.
The desire to fit in and to be accepted by important peers may cause
some people to accept the group’s perception as their own—without even
being aware that they are doing it.

6. People tend to perceive messages within the framework of familiar cate-
gories, even at the risk of distorting the message. For example, if someone
believes that Democrats generally favor government intervention in the
economy and that Republicans do not, that person is likely to perceive
any pro-Democratic message as calling for government involvement in
the economy.

perception

The interpretation or understanding
given to a speech; the meaning it has
for a listener.
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CHOOSE A STRATEGY

Adapting to Your Audience

3

it

THE SITUATION

Over the last few months, your town has seen a rise in accidents related to underage drinking.
Your local government is starting a campaign to crack down on underage drinking. You have
decided that you want to support this cause and volunteer your time. Your first job is to speak
to a group of students at the local college about this community problem.

MAKING CHOICES

1. How might you determine your audience’s likely reaction to your message?

2. You suspect that some of your audience members will be somewhat hostile to your mes-
sage. What strategies can you utilize to reduce the hostility of your audience and to gain
their support and acceptance?

WHATIF...

How would your choice of strategies vary if you were speaking to the following audiences
who likely would be more supportive of your message from the start?

1. The local campus administration about the campaign to curb underage drinking

2. The general audience at the next town meeting

3. The families of students who have been involved in drinking-related accidents

Although the tendency of listeners to perceive selectively can distort the
speaker’s message, knowing about selective perception can help the speaker
to plan the speech so that it will be interpreted as desired. Selective exposure,
attention, and perception are characteristic of almost all listeners. Whenever
you plan a speech, design strategies to overcome these tendencies.

SPEECH
STRATEGIES FOR ANALYZING THE AUDIENCE

Knowing that audience analysis is so important to your success as a
speaker, how do you go about it? Various methods are available, ranging
from the highly formal to the frankly speculative.

Companies developing a new product typically engage inl market researchl
They conduct surveys to learn the needs and desires of consumers (their
“audience”); they ask the target group to select adjectives to describe a con-
cept or product; they may convene small discussion groups (focus groups)
to probe people’s feelings about a product. In principle, methods like these
are available to speakers, too, and such formal analysis often is used in large-
SPEECH scale efforts such as a political campaign. But for most speeches this approach
is impractical. You will have neither the time nor the resources to conduct for-
mal surveys or in-depth interviews of classmates in preparation for a speech.

PART 1 FOUNDATIONS OF PUBLIC SPEAKING
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Audience Survey

Age @@ Gender— Year of Graduation
Home town
High school attended: Public  Private

Parents' occupation(s)

Taking course as: Requirement Elective
Politically, | would describe myself as:

strongly moderately middle of moderately strongly
conservative conservative the road liberal liberal

In general, where do you fall along the following scale:

Prefer the familiar Prefer the new

What three adjectives most accurately describe you?

What three adjectives would you most like to describe you?

| regard college primarily as a time for

What are the three most pressing problems confronting you in the next five years?

What are the three most pressing problems confronting the country or the world in the next five
years?

[NOTE: The survey might well contain additional questions.]

Instead, a general audience survey like the one in Figure 3.2 can be invalu-
able. Your instructor might ask the class to complete such a survey and then
might make the results available to everyone.

Even if you can’t conduct a formal audience survey, you still can learn
quite a bit about your listeners. Here are some ideas:

1. Think back to what classmates said about themselves in their introductory
speeches. They may have given you clues about their interests, their polit-
ical leanings, their attitudes toward higher education, their family back-
grounds, and other key aspects of audience culture.

2. In preparing to speak to an unfamiliar audience, ask the host or modera-
tor some questions ahead of time. You may be able to find out which top-
ics most interest audience members, who else was invited to speak to
them recently, how attentive they are, and perhaps what their motives are
for coming together to hear you.

FIGURE 3.2
Audience survey.
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. If you know the demographic composition of your audience—its size, its

average age, and the occupation of most members, for instance—interview
people who represent this mix of variables. Although talking with just a few
people is not a scientific sample, you may still get clues about the interests,
beliefs, and values of the kind of people who will be in your audience.

. If you know other speakers who have addressed an audience like the one

you will face, talk with them ahead of time to learn what they encoun-
tered and what they think your audience will be like.

. If you know which newspapers or magazines your listeners are likely to

read, examine some recent copies before you speak. Besides getting a
sense of what interests your listeners, you may locate allusions that will
be especially meaningful to them.

. Sometimes library research can help you analyze an audience. In Chapter

5 you will learn how to investigate your topic, and the same methods can
help you investigate your audience. For example, you can find recent pe-
riodicals with surveys about the political attitudes of college students, or
polls showing how older Americans feel about health care, or articles
about how gender differences influence how people think or feel.

. Don’t overlook the most obvious method of audience analysis: direct ob-

servation. As your listeners assemble, size them up. About how many
people are there? Are they all about the same age? What is the ratio of
men to women? How are they dressed? Are they interacting or sitting
apart? Do they seem enthusiastic? Such questions cannot give you perfect
information about the audience, because they are superficial first impres-
sions, but they often provide valuable insights that allow you to adapt
your message appropriately and effectively.

3.1 How To Do Audience Analysis

1. Formal methods
* Surveys
* Focus groups

2. Informal methods

* Prior knowledge of audience
members

* Interviewing
The host or moderator
People similar to the
audience members

Others who have spoken
to similar audiences

* Reading materials that the
audience probably reads

* Library research about the
audience

« Direct observation of audience
members

3. Simplifying devices
* Focus on the general public

« Focus on specific audience
roles or topic fields

4. Critical appraisal

* What do you know? How
reliable is the information?

« What gaps remain? How
important is it to fill them?

« Are you relying on stereotypes
or jumping to conclusions?

« Would the speech satisfy a
universal audience?

FOUNDATIONS OF PUBLIC SPEAKING



Although it seems desirable to get all the information you can about an
audience, having complete knowledge is impossible. After all, audiences are
often composed of people who are strangers both to each other and to the
speaker. Their common interest in the speech may be all that brought them
together, and the speaker often does not know who the specific audience
members are.

In these respects, speaking in the classroom is atypical. You and your
classmates get to know quite a bit about each other by giving and hearing
multiple speeches. You may even have conducted formal audience analysis
through a survey like the one in Figure 3.2. Given this depth of information,
it is not very difficult to craft speeches that recognize the audience’s position.
Outside the classroom, however, detailed audience analysis is much more dif-
ficult, and many speakers employ simplifying devices to make the task easier.

FOCUS ON THE GENERAL PUBLIC For example, you might imagine your
specific audience as the general public—listeners who share the characteris-
tics of people in general, such as common sense, self-interest, sensitivity to
others, and enthusiasm fara ggod story. The ic i imag-
ined as the readership oor some other] mass-circulation magazinefIn
addition, this audience can be assumed to share whatever specific concerns
or beliefs are reported in recent surveys of the population. Such surveys may
show that people generally regard inflation to be a serious problem, or that
they oppose U.S. military involvement in other lands, or that they object to tax
increases to relieve the federal budget deficit. Not every member of any spe-
cific audience will share all these beliefs and values, of course; but the general
public may be a reasonable substitute for the specific audience when you lack
more precise information.

FOCUS ON AUDIENCE ROLES OR TOPIC FIELDS  Another way to simplify
audience analysis is to focus on the particular roles that you think your listen-
ers play or on a particular field in which to place your topic. As we have seen,
everyone occupies many different roles in society. A person may simultane-
ously be parent, child, sibling, student, classmate, employee, coworker, man-
ager, and so on. Each such role may involve basic values and beliefs that are
not as relevant to the other roles the person occupies. For instance, the stan-
dard of efficient communication that a woman uses at work is not the same
standard that she uses as a wife or mother at home.

Similarly, we may think of speech topics as representing different fields,
or subject-matter areas with different norms and assumptions. For example,
most of us regard religion, politics, science, and art as distinct fields. We
would not expect an audience to listen to a political speech with the same
standards in mind that they would use in assessing a religious discourse. Nor
would we expect science and art to evoke the same standards of quality.

In using roles or fields to simplify audience analysis, you should empha-
size the particular role or field that seems most relevant to your speech. Ad-
dressing an audience at your church, for example, focus on members’ moral
and religious commitments. Speaking at a rally for student government candi-
dates, focus on the common field of campus politics rather than on the many
other topics about which listeners might disagree. And giving a speech to the

AUDIO)

general public
Listeners who share the characteris-
tics of people in general.

fields
Subject-matter areas with distinct
norms or assumptions.
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universal audience
An imaginary audience made up of
all reasonable people.
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local Parents and Teachers Association, focus on listeners’ common concerns
for children rather than on their highly diverse concerns as public employees
and taxpayers, men and women, and people of different ages.

In using simplifying devices to analyze an audience, keep in mind that
generalizations often lead to stereotyping. Whether your assumptions about
listeners’ shared characteristics are true or not, you also want to show sensitiv-
ity to the many differences among audience members.

Much of the information you have gained from these methods of audience
analysis is inexact, even though you have done your best. For this reason you
need to think critically about what you have learned. Ask yourself:

* How reliable, precise, and authoritative is your information about
the audience? If the information seems questionable, can you de-
vise strategies that compensate for error?

* Can you craft the speech so that it will be appropriate for listeners
who are knowledgable about the topic and yet can be modified
easily if listeners know less than you thought?

e Is your information about the audience really based on analysis, or
might you be jumping to conclusions or relying on stereotypes?

One way to guaid jumping to conclusions is to view your listeners as rep-
resentative of thejuniversal audiencef-an imaginary audience made up of all
reasonable people. No such audience exists, of course. The speaker constructs
this image of an audience that accepts only those beliefs and values that no
reasonable person would doubt.® Precisely because people are different, this
is such a rigorous test that it could probably never be achieved. Yet it provides
a norm or standard against which to assess your speech. It should prevent you
from simply appealing to what you think are the audience’s prejudices, or
pandering to listeners’ supposed beliefs and losing track of your own, or in-
dulging in false stereotypes.

Thinking critically about your audience analysis will also promote your
strategic planning. It will help you determine what you know that is useful to
your speech and what questions remain unanswered. Although your knowl-
edge of the audience will never be complete, critical thinking will help you
decide whether you can afford to take chances and make guesses about the
audience. And in planning strategies for presenting the speech, critical thinking
will show you where you need to be especially sensitive to audience reactions.

Audience analysis is more an art than a science. As with every other as-
pect of public speaking, however, critical thinking and strategic planning will
improve your information about the audience and will make your communica-
tion more effective.

ANALYZING YOUR OWN ETHOS

In Chapter 1 we introduced the concept of ethos, the character that an au-
dience attributes to a speaker. In thinking about your audience, you also want
to think about how its members are likely to characterize you.

FOUNDATIONS OF PUBLIC SPEAKING
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To begin with, you should determine similarities and differences be-
tween you and the audience with respect to demographics, culture, and
psychology. Are you older or younger than most of your listeners? Is your
ethnic, cultural, or economic background different? Are your personal in-
terests similar to theirs? Do you have different general orientations toward
change? If listeners judge you to be very different from themselves, they
may be less likely to respond positively to your message. You will want to
plan the speech so that you either minimize perceptions of difference when
that is appropriate or acknowledge and compensate for differences when
that is desirable.

Knowing what you do know about yourself and having thought about the
similarities and differences between you and your listeners, consider how the
audience members are likely to perceive you. Will they see you as knowl-
edgable and competent or as arrogant and condescending? In the first case,
you can expect listeners to welcome your efforts to share information and
ideas; in the second case, expect them to resent your seeming to tell them
what to do.

Critical self-assessment should point you to modifications that might im-
prove your ethos. Sometimes minor changes will do the trick. Something as
slight as different wording—“We all need to remind ourselves” rather than “I
want to remind you,” for instance—may help build a sense of community be-
tween you and your listeners rather than emphasizing your superiority and
their dependence. Attention to this aspect of ethos is especially important
when your audience is culturally diverse. What seems like a straightforward
presentation to listeners from a single cultural background may be seen as pa-
tronizing to listeners whose backgrounds are different.

You also should think critically about your own beliefs and values. It
is tempting to assume that they are self-evidently correct and hence should
be accepted by everyone. But that assumption may misfire; if audience mem-
bers question or reject your values, they may also question or reject your
message. Although you may believe that everyone should appreciate the
economic opportunities that our society provides, listeners who have recently
lost their jobs, are struggling to make ends meet, or are victims of discrimi-
nation will probably see things very differently. If you take your personal
values for granted in this situation, your speech will fail. The audience will
judge you to be naive, if not misguided, and you will think them ungrateful
or unmotivated.

Similarly, you may find that you and your audience have different role
models, different common knowledge, and different life-shaping experiences.
On each of these dimensions it is important to think critically about yourself
and about how the audience is likely to perceive you. Then you can deter-

mine whether you want to make any adjustments in how you present yourself.

As always, the goal is to remain true to yourself while also taking the audi-
ence’s characteristics into consideration.

Adjustments in these areas are not so difficult to make, because the
speaker controls much of the behavior by which an audience assesses ethos.
After all, you can choose whether or not to establish eye contact, whether
to smile or frown, whether to pause at the podium before returning to your
seat, and so on. You decide which supporting materials to use, how to orga-
nize them, and such matters as word choice and gestures. All these aspects
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of presentation are under your control, and you can use them to influence
how the audience judges you.

You want listeners’” assessments of your ethos to be positive, and not only
because you like to have oth ink well of you. Your concern goes back to
the belief, first articulated b Aristotle;l that a speaker’s apparent character may
well be the most important resource to use in persuasion. How listeners per-
ceive your ethos will affect what they think about your speech.

In this chapter we examined ways to analyze an audience in order to
develop a sense of how listeners are likely to approach your message. The
most important dimensions of audience analysis are demographics, culture,
and psychology.

Demographic variables that affect an audience include size, heterogeneity,
whether listeners are captive or voluntary, and composition in terms of age,
gender, occupation, religion, economic status, and similar criteria. The as-
sumption is that differences in these dimensions may result in different pat-
terns of thought and action.

Audience culture includes elements that are more subjective. One of these
is interest, both the listeners’ self-interest and the topics that they find person-
ally interesting. Other cultural factors include listeners’ beliefs and values, their
prior level of understanding about the topic, their common knowledge and
experiences, and their roles and reference groups. Cultural diversity character-
izes many audiences today, and speakers need to be sensitive to how listeners
from different cultures might react to a speech.

Audience psychology involves matters of exposure, attention, and percep-
tion—all of which listeners do selectively. Because the audience’s presence
and attention are not guaranteed, you must make every effort to motivate the
audience to listen. You should try to make your message personally relevant
and important to listeners, to make your message stand out, and to make your
message easy to follow. Even if the presence and attention of an audience are
achieved, you must design the speech in ways that discourage distortion of
the message through selective perception.

As important as audience analysis is, procedures for doing it are usually
inexact. Large-scale campaigns use surveys, focus groups, and other research
techniques. But audience analysis is less precise in most situations. You can
read newspapers or magazines that your audience is likely to read, interview
people who represent the makeup of your audience, talk with other speakers
about what to expect, do library research about your audience, and observe
the audience as it assembles. You also can simplify your analysis by thinking
of the audience as the general public or by focusing on listeners’ roles and
specialized fields. Because audience analysis is imprecise, you need to think
critically about your information and to plan strategies that let you adjust your
message effectively.

The final step in audience analysis is to analyze yourself to determine how
listeners are likely to judge your ethos. Consider any significant similarities and
differences between you and your listeners that may affect how they will per-
ceive you. Then make any adjustments that might improve their perceptions of
your character, but remain true to yourself. The fact that you control much of
the behavior which influences judgments of ethos is a strong reason to under-
take careful self-analysis.
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1. In preparing a speech about the dangers of smoking, how might your
strategies differ for an audience of fourth-graders, an audience of college
students, and an audience from a retirement community? Would you make
different appeals to an audience of men and an audience of women? What
changes would you make in presenting this speech to an audience of Cau-
casians and to an audience of Mexican Americans? How might these modi-
fications draw on stereotypes that could offend your listeners?

2. Has culture been enriched or impoverished by the fact that its basic store
of allusions often comes from popular culture rather than, as in the nine-
teenth century, from classic literature and the Bible? Does this difference
really matter? Why or why not?

3. In 1997 Reptumﬁaag;ﬁlz' i proposed to overhaul the Internal Rev-
enue Service | President Clinton [first opposed this plan but changed his
mind when he realized it would pass. He said that alterations in the pro-
posal now made it possible for him to support it. In what way did Clinton
use his audience’s beliefs and values to reach his goal? Do you believe that

this was an honest presentation of his beliefs, a strategic appeal to the au-
dience, or both?

4. Identify some universal values that you could use in a speech to a diverse
audience. Challenge your most fundamental beliefs as you and your class-
mates try to determine whether or not the values truly are universal.

1. In one page, explain how you would use the strategies of relevance, con-
trast, and simplicity to motivate your audience to pay attention to the mes-
sage in your next speech. In what ways are you planning to appeal to the
self-interest and personal interest of your audience?

2. Complete the audience survey in Figure 3.2, make copies of your answers
for your classmates, and exchange them so that each person in the class
has a booklet of questionnaire responses. Use this booklet to make a list
of the commonalities and differences among audience members that you
are likely to encounter when presenting a speech in this class.

3. Compare your questionnaire answers to those of your classmates. In what
ways are you similar to your audience members? In what ways are you
different? How will this affect how your audience perceives you? After criti-
cally analyzing your own ethos, create a short speech designed to develop
a positive ethos for you as a spokesperson for a particular topic.

4. Using more informal modes of audience analysis, answer the following
questions:

a. What beliefs and values do your classmates hold regarding the topic you
have chosen for your next speech?

b. What do your classmates know about your topic?

¢. What common experiences do you and classmates share with regard to
this topic?

After answering these questions, write a short essay explaining the specific

ways that you plan to use this information in developing strategies to maxi-

mize attention and to help the audience perceive your message in a way

that advances your goal.

Discussion
Questions

Activities
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Using the Internet

1. Audience analysis of your class. Use one of the three exercises

; y . .
m t <http://www.abacon.com/pubspeak/analyze/analyze.htm1>.I

Select “Draw a Demographic Profile of Your Audience,” “Draw a
Psychographic Profile of your Audience,” or “Credibility Self As-
sessment.” The exercises are about halfway down the page and are
identified with an icon for a pencil. You can print out a copy of
the results page after completing the exercise, send it to your own
e-mail address, and/or send it to your instructor.

2. Audience analysis based on scientific survey results. Check
out the subject categories of studies done by the General Social
Survey at the University of Michigan. This datahaseinchides

indi i ics (GO tQ <http://Www.|

icpsr.umich.edu/gss/subject/s-index.htm> ffor an alphabetical list
of subject areas.

Another good source is the Institute for Research in Social Sci-
ence Public Opinion Poll Question Database, which is main-

. o : 1 Go to
m <http://www.irss.unc.edu/data_archive/pollsearch.html>} From this
database you can enter search terms to find questions and results
from polls taken in the last 30 years. The database features results
from polls conducted by Lou Harris & Associates and a number of
polls done in the South.

3. The audience as a constraint. Listen to and/or read one of the
following speeches for critical analysis:

m Queen Elizabeth II addressing a worldwj

3 Diana Pri /3
aol.com/sections/world/queenspeech905/index.html/>} pro-
vided by ABC News.

Kate Michelman, President of the National Abortion and Repro-

ductive Rights Action League, spjmmmg-_l
m i ianal Convention. Go td <http://www.naral.org/naral/
Isgdnc.htmb This page is from the National Abortion Rights
Action League.

President Bill Clinton speaking about the problem of hate
crimes at the WhiteHaouse Conference on Hate Crimes Naovem-

WEBLINK her 101997 Ga r»@r://www.whitehouse.gov/lnitiatives/|
IOneAmerica/whc.htm1>. You can also listen to the RealAudio

version of the radio address given by the President og

1997, to announce the plan for this conference. Go t <httE:// I

mgmm www.whitehouse.gov/WH/html/1997-06-07.html>. This page

also includes text documents of each piece of discourse.

(continued)
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7.

To evaluate how the makeup of the audience was a constraint that

influenced what the speaker said, consider some of the following:

e How did the speaker address the listeners as a particular audi-
ence?

e How did the speaker address the listeners as part of a universal
audience?

e Form a judgment as to how well you think the speaker adapted to
the audience.

. Joshua Meyrowitz makes the argument that traditional social differences between

gender and age groups have been eroded in postmodern culture by the backstage
information provided through television. See No Sense of Place: The Impact of Elec-
tronic Media on Social Behavior, Oxford, England: Oxford Univ. Press, 1985.

. See E. D. Hirsch, Jr., Cultural Literacy, Boston: Houghton Mifflin, 1987.
. Cultural differences may even influence expectations about the form and purpose of

a speech. See Alessandro Duranti, “Oratory,” International Encyclopedia of Commui-
nications, New York: Oxford Univ. Press, 1989, vol. 3, pp. 234-236.

. To get an idea of the different words and phrases used in regional dialects, see Eric

Partridge, A Dictionary of Slang and Unconventional English: Colloquialisms and
Catch-Phrases, Solecisms and Catachreses, Nicknames, and Vulgarisms, New York:
Macmillan, 1984.

. To gather examples that include the concerns of different cultural groups, you might

want to examine some speeches created by and directed toward those different cul-
tural groups. One compilation of culturally diverse speeches is American Public Dis-
course: A Multicultural Perspective, ed. Ronald K. Burke, Lanham, Md.: University
Press of America, 1992.

. Michael Osborn has written about how language is often used to appeal to universal

themes. See “The Evolution of the Archetypal Sea in Rhetoric and Poetic,” Quarterly
Journal of Speech 63 (December 1977): 347-363.

Another list of guidelines for overcoming selective attention can be found in Howard
W. Runkel, “How to Select Material that Will Hold Attention,” Communication
Quarterly 8 (September 1960): 13-14.

. The concept of a universal audience is discussed in more detail by Chaim Perelman

in The Realm of Rbetoric, trans. William Kluback, Notre Dame, Ind.: Univ. of Notre
Dame Press, 1982.

} Go to the Zarefsky Website
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PART 2

W

Choosing a Topic
and Developing
a Strategy

In This Chapter We Will:

Consider when it is appropriate for you to choose the
topic of your speech and when the choice is beyond
your control.

Learn how the audience, the occasion, the speaker, and
the speech together determine the rhetorical situation.

Identify the characteristics of a good topic and the
steps involved in choosing a good topic.

Examine how to determine the specific purpose of a
speech and how to identify the constraints and the
opportunities you face.

Explore what is meant by strategic planning in prepar-
ing a speech and how your constraints and opportuni-
ties can be used to achieve your purpose.

Discover how to formulate statements of the specific
purpose and thesis of your speech and how these
statements will influence other strategic decisions.

Determine how to analyze your thesis to figure out
which issues you need to discuss and which ideas
need support.



rom your audience analysis you know as much as you can about your

listeners, and 7 ady to make the choices that will shape
your speech]Since ancient times fa speaker’s choices and activities have

been grouped under five major headings:

* Invention is the generation of materials for the speech. You pro-
duce (or “invent,” to use the classical term) these materials through
a combination of analysis, research, and judgment. You begin by
identifying what could go into the speech, then you conduct re-
search to determine what ideas are supportable, and then you se-
lect the most effective materials for your purpose and audience.

* Arrangement is the structuring of ideas and materials in the
speech. This includes the organization of materials for each main
idea, the ordering and connecting of main ideas within the body of
the speech, and the overall structure of the introduction, the body,
and the conclusion.

e Style is the distinctive character that may make a speech easily rec-
ognizable or memorable. Style is achieved primarily through lan-
guage, and it reflects the speaker’s awareness of how language can
be used both to “show” and to “tell”—both to evoke emotions and
to convey descriptive meaning.

* Delivery is the presentation of the speech. Whereas the preceding

invention - . .

. . activities are performed by the speaker alone, delivery involves ac-
The generation of materials for a . X . ) . . .
cpeech tually sharing the message with the audience. Skillful delivery in-
peech. volves the effective use of voice, gesture, facial expression, physical
arrangement movement, and visual aids.

The structuring of materials within * Memory was an extremely important category of skills at a time
the main ideas, the organization of when most speeches were memorized. Today, however, most

main ideas within the body of the
speech, and the overall structure of
introduction, body, and conclusion.

style

speakers use either extemporaneous presentation (referring to
an outline) or manuscript presentation (reading a written script).
Even so, some dimensions of memory are still very important—for
example, keeping track of your main ideas, phrasing ideas so that

listeners will remember them, and precisely wording an effective
introduction and conclusion. Memory skills also are critical in re-
hearsing your speech mentally and in practicing it aloud before

The distinctive character that may
make a speech recognizable or

memorable. X
presentation.
delivery . . . .
. In this chapter and the next two we will address matters of invention.
The presentation of the speech to an . . .
audience Then, in Parts 3 and 4, we will study the skills of arrangement, style, and de-

livery. Although no chapter focuses solely on memory skills, those concerns
will surface throughout our study.

All your decisions as a speaker should be made strategically, that is, with a
view to what will best achieve your purpose. But first you need to know what
your purpose is; and to decide that, you need to know what your topic is.

For many students, deciding what to talk about is the hardest part of a
speech assignment. Fortunately, elements in the situation will often make that

decision for you. Suppose, for exag:.p.l.j'at you are committed to a specific
0

extemporaneous presentation

A mode of delivery in which the
speech is planned and structured
carefully but a specific text is not writ-
ten in advance nor memorized.

manuscript presentation

A mode of delivery in which the
speaker reads aloud the prepared
text of the speech.

public issue, such as protecting the ozone Jayer against further depletion. The
issue itself defines your topic, and personal commitment determines why it is
important for you to speak. Or your experience and knowledge may lead to an
invitation to speak about a specific topic. If you are an expert on bicycle
safety, for example, a group of amateur cyclists might invite you to speak

WEBLINK

topic
The subject area of the speech.
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about safety tips. If you instead discussed U.S. foreign policy, or the pleasures
of sailing, or the need for reform in the university, you would not be meeting
your responsibility to the audience.

Sometimes the occasion will determine your choice of topic. Many speeches
are delivered on ceremonial occasions. If you are accepting an award, the
award and what it represents will decide your topic. If you are delivering a
eulogy, the achievements of the person who died become the subject of the
speech. If you are roasting a coworker who is about to retire, your subject
matter will be humorous traits or events involving that person.

Sometimes a classroom speaking assignment will specify the topic. More
typically, the choice of topic will be left to you, with the understanding that
you will address an audience of people your age, in your school. Selecting a
topic is an important step in creating a speech, and you need practice in
matching your topic to the situation. In addition, you probably will be more
effective if you talk about something that interests you rather than an assigned
topic.! In the classroom it is particularly important that you size up the situa-
tion and then stand up for what interests you, for what you believe and can
share with others.

Outside of class, the primary occasion when you will have freedom in
choosing your topic occurs when the audience is interested in hearing you,
almost regardless of what you have to say. Such an open-ended invitation may
arise out of respect for your achievements, interest in your experiences, cu-
riosity about your personality or general approach, or the desire to learn what-
ever is on your mind.

UNDERSTANDING THE
RHETORICAL SITUATION

Whether your topic is determined by the occasion, assigned by your host,
or selected by you, you will not begin in a vacuum. Your speech will be influ-
enced by the rhetorical situation to which it responds. No two speeches are
exactly the same, because the rhetorical situations are not identical. Moreover,
your speech not only responds to the situation but also modifies it. In doing
that, you face opportunities as well as constraints. Your goal is to devise a
strategy—a plan of action—that will respond to the constraints and take ad-
vantage of the opportunities.

An example will illustrat -sided nature of the rhetorical situa-
tion. When the Space Shuttlei Cballenger exploded in 1986, the nation watched
the tragedy unfold on television. Many children were shocked to see the
first school teacher in space killed before their eyes. Many adults wondered
whether the space program was in trouble. Others concluded that developing
the capabﬂlggﬁg.y_spmm;as_nmmhl' the cost. Still others believed that
the vaunted] American technology had failed] The nation suddenly needed reas-
surance, and that would be provided in a speech by Presiden Ronald Reagan

This context defined a rhetorical situation. The audience was the American
people, who needed to be consoled. The occasion was one of collective grief,
uncertainty, and doubt. The speaker was President Reagan, widely known as
“The Great Communicator.” And the speech consisted of both the text that was
prepared and its oral presentation by the President.

WEBLINK
WEBLINK

rhetorical situation

A situation in which there are chal-
lenges or needs that can be met
through effective messages.

strategy
A plan of action to achieve stated
goals.
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President Ronald Reagan
addresses the nation after
the explosion of the Space
Shuttle Challenger in 1986.
How would you describe this
specific rhetorical situation?
What needs were posed by
the audience, occasion,
speaker, and speech?

constraints
Factors beyond your control that limit
your freedom of choice.
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As it happened, on the night of the tragedy President Reagan had been
scheduled to deliver the annual State of the Union addresil_ﬂ.u.nma.d_nh.c‘ se
to deliver a eulogy prepared by White House speechwritel Pegey Noonan,
Clearly the speech was written to respond to the situation by honoring the
Challenger crew: “They, the Challenger Seven, were aware of the dangers—
and overcame them, and did their jobs brilliantly. We mourn seven heroes.”

At the same time the speech was designed to turn the audience away from
sorrow and toward a new commitment to the space program: “The Challenger
crew was pulling us into the future—and we’ll continue to follow them.” By
comparing the astronauts to Sir Francis Drake, an early explorer of the North
American continent, the speech transformed the senseless tragedy into a
heroic need to open a new frontier. The speech succeeded in redirecting the
audience’s emotions; it provided a transformation from mourning to renewed
dedication. Careful evaluation of the situation allowed President Reagan and
Ms. Noonan to plan an effective strategy.

Similarly, when you give a speech in class, your rhetorical situation is
influenced by the audience and by the values its members hold. These are
constraints within which you must work. At the same time, you have the op-
portunity to modify listeners’ beliefs and values by what you say. You want to
understand the constraints and the opportunities in a rhetorical situation so
that you can use both to achieve your purpose.

As we noted in Chapter 1, the key elements that create the rhetorical
situation for any speech are the audience, the occasion, the speaker, and
the speech itself (see Figure 4.1). Each element warrants further brief discus-
sion now.
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Occasion

Rhetorical
Speaker situation Audience

Unlike a poem or a novel, a speech is presented for a specific audience,
and its success in achieving its goals depends on the reactions of those listen-
ers. This is why audience analysis, discussed in Chapter 3, is so important. The
audience helps create the rhetorical situation by affecting, among other things,
your choice of what to emphasize in the speech, what level of knowledge to
assume, how to organize the speech, and what your specific purpose will be.

Most speakers, most of the time, want to present their ideas in ways that
achieve identification with the audience; that is, they try to find common
ground between what they know about the audience and what they want to
say.? Without distorting their own message, they try to emphasize the ele-
ments that are most likely to strike a responsive chord among audience mem-
bers. Thus, an African-American speaker who is addressing a mostly white
audience might emphasize their shared American dream.

Sometimes, though, a speaker may deliberately avoid identification
with the audience and may even try to antagonize listeners. The same African
American might point out that the American dream is 7ot shared equally by all
citizens. Such a tactic may suggest that the speaker is a person of high integrity
who will not hold back punches simply to gain the audience’s approval. Or,
the strategy may be intended to influence some other audience that is over-
hearing the speech.3 Whether the goal is to identify or to criticize, however,
knowledge of the audience is critical in assessing the rhetorical situation.

Some speech occasions are ceremonial, such as presenting or accepting
an award, introducing someone, delivering a eulogy, or commemorating an
event. Others are primarily deliberative, such as making an oral report, deliv-
ering a sales presentation, advocating a policy, or refuting another person’s ar-
gument. Ceremonial speaking focuses on the present and is usually concerned

FIGURE 4.1
Determinants of the rhetorical
situation.

identification
Formation of common bonds be-
tween the speaker and the audience.

ceremonial

Speaking that focuses on the present
and is usually concerned with praise
or blame.

deliberative

Speaking that focuses on the future
and is usually concerned with what
should be done.
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forensic

Speaking that focuses on the past
and is usually concerned with ren-
dering judgment.
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with what is praiseworthy in the subject. Deliberative speaking focuses on the
future and is usually concerned with what should be done.

Many occasions combine ceremonial and deliberative elements. For exam-
ple, the manager of a firm that is losing money during a recession might speak
to employees. The occasion is deliberative in that the manager informs work-
ers about the company’s financial circumstances, announces new policies,
and seeks reactions to proposed changes; but the occasion is also ceremonial
because the manager’s presence demonstrates a personal interest in workers’
well-being and because the speech provides reassurance and motivates work-
ers to do their best.

A third category of speech occasion, traditionally known a is
concerned with rendering judgments about events in the past. Although this is
the dominant form of speaking in courts of law, it plays only a small role in
public speaking generally.*

Each type of occasion raises certain expectations about what is appropri-
ate behavior, and these expectations help to define the rhetorical situation.
For example, if an engineer is presenting the features of a new product to the
marketing group, everyone will be focused on the product’s best features and
how to make them more salable. The occasion will be deliberative. Unlike a
ceremonial occasion, it will not emphasize good wishes or feelings about the
product or the staff. And unlike a forensic occasion, it will not concentrate on
the company’s past sales performance with other products. Rather, the focus
will be on how best to design the new product to achieve a strong sales
record in the future.

The same speech delivered by different speakers can produce quite dif-
ferent reactions and effects. Your interest in the subject—as made evident
through voice, delivery, and the vividness of your imagery—helps to deter-
mine how the audience will react to the speech. Your ethos affects whether or
not listeners will pay attention and will regard you as believable. This is why
we stressed the goal of developing a positive ethos in Chapter 1 and why au-
dience analysis, detailed in Chapter 3, includes the important step of analyzing
your own ethos.

Fortunately, many of the skills that enable speakers to contribute posi-
tively to a rhetorical situation can be learned. Previous public speaking experi-
ence will also affect your comfort level, and the ability to respond to audience
feedback will make you more flexible in any rhetorical situation.

Although we tend to think of the rhetorical situation as predating the
speech, the message itself works to shape the situation. The length of the
speech, the clarity of its structure, the variety of supporting materials used,
the degree of formality, the extent to which the speech tells a story, and the
degree to which it is adaptable in response to feedback—all will affect its
power in the rhetorical situation. In general, a speech is more likely to con-
tribute positively to the situation when its structural pattern is simple and clear,
when it is engaging to the audience, when its approach is informal, and when
it is adaptable during delivery.
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4.1 Characteristics of a Good Topic

1. Importance to the Speaker:
A good topic is one that mat-
ters to you.

2. Interest: A good topic will
gain and hold the audience’s
interest.

3. Worthy of Audience’s Time:
A good topic is one that lis-
teners feel is worth their
time to hear about.

4. Appropriateness of Scope:
A good topic is manageable
within the time available.

5. Appropriateness for Oral De-

livery: A good topic is one
that can be understood from
a speech, without having to
go back over the ideas.

. Clarity: A good topic is one

that audience members can
easily identify.

WHAT MAKES A GOOD TOPIC?

If the topic of your speech is dictated by the issue, occasion, or audience,
it is easy to decide what will make a good topic: whatever is pertinent and ap-
propriate to the situation. You talk about what you were asked to discuss or

about what the issue or occasion seems to require.
But what should you talk about if you have complete freedom to select

the topic? Figure 4.2 identifies some potential speech topics, and the following
criteria will help you to decide whether the topic you have in mind is a good
one. (As you read, you might want to apply these criteria to the topics listed in

Figure 4.2.)
Public Issues Personal Experience Occasions
Death o friend
Euncontol Eompurernetworking] Commencement
PoCTV Wiiing Wedding
NoTwest loqgaqmna o) Anniversary of club
Annual company party
ploenaineerino piateur radio Operatior
e e o

Core requirements

Checklist

FIGURE 4.2
Sample speech topics.

WEBLINK
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IMPORTANCE TO THE SPEAKER A good topic is one that matters to you.
If you do not care about the subject, it will be very hard to make it interesting
or important to the audience. Consider how the following three students used
their personal interests to develop good speech topics:

* FElvin Torres attendednicht school ta earn his deoree and advance
his career with thgq Federal National Mortgage Association)A re-
cent promotion at work would soon require him to make public-
ity speeches on local cable access television for activities such as
the annual Home Buyer’s Fair. Elvin used his public speaking class
to prepare the sort of talk he would soon be giving to a larger pub-
lic audience.

e Sindi Jonas was appalled at what she experienced when she went
hunting with her boyfriend last month. To her the sport seemed
unnecessarily violent and cruel. Sindi used her speech class as an
opportunity to explore arguments to convince her boyfriend and
others to put away their hunting rifles and find another hobby.

e Phillip Marcus was angry. During a closed-book exam in a sociol-
ogy class, he saw another student copying answers from a sheet of
paper. Phillip had heard that cheating on exams had become a seri-
ous problem, but until now he had not seen such a blatant exam-
ple. At first he was stunned by what he regarded as outrageous
conduct; then he became upset that his work and the work of
other honest students was devalued by this incident. He decided to
give a speech in his public speaking class to make others aware of
what was happening, to evoke in them similar feelings of anger,
and to channel their emotions toward doing something about
cheating. How Phillip chose his topic and developed his strategy
will be seen throughout this chapter.

In speaking about a topic of personal interest, you must be careful that your
own interest does not harden into bias. You must be able to discuss the subject
impartially and must recognize the value of other people’s points of view.

INTEREST TO THE AUDIENCE Even though the topic matters to you, you
still must gain the interest of the audience. Audiences will be interested if your
topic provides new information they can use, if it offers a solution to a puzzle
or problem that affects them, if it connects what is unfamiliar to what they
know, or if it reports stories or experiences similar to their own. Phillip Marcus
decided that his story of the student who was cheating on the exam would in-
terest others and also would arouse their anger.

Keep in mind as well that an audience’s strong interest in the topic poten-
tially may lead to miscommunication. For example, when a manager addresses
employees to describe the company’s new policy about personal telephone
calls, the audience has a strong interest in the message because it clearly will
affect them. But there is also a risk that the audience will feel threatened or
will believe that the company has become less friendly. Thus, even when lis-
teners are strongly interested in the topic, they may resist the message related
to it. Their personal interest may actually weaken their ability to listen critically.

WORTHY OF LISTENERS’ TIME A related criterion is that the topic should
be something that listeners regard as worth hearing about. If the topic is frivo-
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lous or trivial, they may feel that they have wasted their time by listening to
you, especially if they came voluntarily and could have been doing something
else. Unless there is something unique about the approach, a topic such as
“How to open a beer can” probably would not meet this test. This does not
mean that your topic must be profound or deadly serious; light-hearted humor
or new insights on familiar subjects can work very well in a speech. The ques-
tion to keep in mind is whether the audience will feel that what you have had
to say was worth their attention and time.

APPROPRIATENESS OF SCOPE A speaker has to cover the topic to an ap-
propriate degree within the time available. A topic that includes a very large
number of points that can be covered only superficially—for example, a five-
minute analysis of U.S. foreign policy—should probably be avoided. Similarly,
a very narrow topic that can be covered completely in a short time—such as a
description of how to stop when skating in-line—is probably not a good
choice either.

Even in a five-minute speech you might discover that you are repeating
yourself several times. Although the topic of cheating on exams might invite a
long philosophical discussion of ethics and morality, it also could be focused
enough to be covered in a short speech. It is a good topic because it offers
rich possibilities for the development of ideas without excessive repetition.

APPROPRIATENESS FOR ORAL DELIVERY Sometimes a topic can be de-
veloped better in an essay than in a speech. Because readers proceed at their
own pace, they can reread any passage that is difficult to understand. But a
speech is delivered in real time and at the same pace to all listeners, some of
whom will not be able to recall it after delivery. Listeners who miss a particu-
lar link in a speaker’s chain of ideas cannot rewind the live speech and replay
it; if the link was critical, the rest of the speech might become meaningless.

Topics that depend on technical formulas or elaborate arguments are usu-
ally better presented in print than in oral delivery. Still, if a speaker’s main
ideas and examples are planned carefully and presented clearly, even techni-
cal and complex topics can be understood by a nonspecialist audience.

CLARITY Finally, of course, the speaker should make it clear to all listeners
what the topic is. Speakers often fail to refine their topics sufficiently, and the
result is a confused jumble of poorly connected ideas. If you are confused
about the ideas in your speech, you can be sure that your audience will be
confused too. Even if you think you understand the topic, the fact that you
know more about it than the audience does may lead you to present it in a
way that is beyond comprehension. For this reason you should always strive
to understand and be sensitive to the audience’s level of knowledge.

HOW TO CHOOSE A GOOD TOPIC

The preceding discussion of the general characteristics of a good speech
topic may still leave you wondering what is the right topic for you. This sec-
tion offers some suggestions to help you identify a good topic.

CHAPTER 4 CHOOSING A TOPIC AND DEVELOPING A STRATEGY
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Checklist

4.2 Steps in Choosing a Good Topic
1. Conduct a personal inventory. 2. Use finding aids.
« What public issues do | care * Brainstorm.
about? * Browse through printed
« What experiences have | had materials.
that might be generalizable? 3. Narrow the topic so that it
« Which of my interests overlap can be covered adequately
with those of the audience? within the time available.

In Chapter 3 you learned how to ask questions to analyze your audience.
Now it is time to ask some questions about yourself.

mm WHAT PUBLIC ISSUES DO | CARE ABOUT? Public issues are those that

< concern people generally. Because most audience members are likely to be
affected by these issues, they often make good speech topics—but only if you
yourself also care about them. It is important, then, to be aware of current
events and to think about how you and others are affected by them.

Suppose you decide that animal rights, homelessness, child abuse, and

m shifting ethical standards really matter to you. These are topics about which

you feel strqugly._OQn the other hand _to be perfectly hone ry
interested irf international trade]health-care financing an(i school Voucheri

m systems. You probably could develop the first group of topics into effective

speeches; the second group would probably not inspire you.

WHICH OF MY EXPERIENCES MIGHT BE GENERALIZABLE? Everyone

mm]m has had unique experiences, but these do not always make good speech top-

ics. If audience members do not believe that your experience could happen to
them, they may react to your speech with the same boredom that many peo-
ple feel when watching someone else’s home videos. On the other hand, if
something about your experience can be generalized so that others can imag-
ine themselves in the same situation, you may be onto a good topic.

The fact that your car broke down on the highway on a dark rainy night
might matter only to you. But if you can generalize the experience—for ex-
ample, to the fear that many people share of being overwhelmed by technol-
ogy—your experience might make a good topic. Audience members who
don’t care at all about your car might still become interested in a speech
about a more general problem that they share. Likewise, Phillip Marcus’s anger
at seeing a classmate cheat could be generalized if he relates the experience
so that listeners can imagine how they would feel if it had happened to them.

WHICH OF MY INTERESTS OVERLAP WITH THOSE OF THE AUDIENCE?
Another question to ask in your personal inventory is whether you and your
listeners share a common interest in any topic. If so, you’'ll have a good match.
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You will have an incentive to speak about the topic, and they will be moti-
vated to listen.

Sometimes the match may be exact. For example, you may find that both
you and your audience are interested in the Beatles. At other times you will

have to match a spegificin with a more general category. For example,
you are interested in and your audience is interested in rock stars.
In that case you’ll want to relate the more specific to the ﬂ_ﬁr -
plaining how the Beatles exemplify the general subject ot‘ rock stardom. fif

you can do that, you have a good topic.

If your personal inventory did not uncover a good topic for your speech,
you can use certain procedures and sources to find a topic. One such finding
aid is brainstorming, a mental exercise in which you identify the first things
that come to mind when you are presented with a given term or category. Do
not censor your thoughts; just record them without evaluation. For example,
you might divide a sheet of paper into columns with such category headings
as “Heroes,” “Places to Visit,” “Hobbies,” and “Favorite Books.” (These are just
examples, of course; pick whichever categories you want to explore through
brainstorming.) Under each heading, jot down the first five things that occur
to you. For example, you might list five heroes or five characteristics of a hero,
or you might name five places you have visited or five places you hope to
visit. Do not stop to evaluate your ideas; write down whatever first comes to
mind. Then study the list to see whether you can find any patterns. You may
discover, for example, that your lists of heroes, places to visit, hobbies, and
favorite books all inclyde items related to the Civil War. Since you seem to
have an interest in the] Civil War, jsome aspect of that could become your
speech topic.

Another kind of finding aid is printed source materials, such as newspa-
pers, magazines, encyclopedias, dictionaries, and atlases. Browse through
these materials, and jot down notes about topics that interest you. Even if
you have not given much thought to these topics before, perhaps now you
can see how they could lead to a good speech.

The final step in selecting a good topic is to narrow it so that it fits the
situation. If your speech is limited to only ten minutes, for example, you
could not begin to explore a topic like “America’s Shifting Ethical Standards.”
But suppose that you narrowed the topic down to the specific standard of
honesty, then narrowed that to cheating as an example of dishonesty, and
then narrowed that to cheating by college students and finally to “Cheating
on This Campus.” Now you could cover the topic within the allotted time, and
your topic would relate to the broader subject that caught your interest in the
first place.

Narrowing the topic is like pouring it through a funnel: What goes into
the large end is too much to manage, but what comes out the small end can
be focused effectively. Time constraints are one obvious reason to narrow
the topic. But you also should narrow it to be sure that you can learn enough
about the topic before your speech is due and to be sure that the topic fulfills
your specific assignment.

SPEECH

brainstorming

A mental free-association exercise in
which one identifies, without evalua-
tion, the first thoughts that come to
mind when one is presented with a
given term or category.
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APPLYING STRATEGIES - ; .
| w

Choosing an Appropriate Topic

T. ). Brinkerhoff

By choosing an appropriate topic

for a given speech, you can better

capture your audience and
avoid losing their attention. A
topic with universal application
or understanding and new in-
sightful material regarding that
topic can make a speech more
useful, entertaining, and/or
informative.

The best speeches that |
have heard were on common
subjects that gave greater insight
to the topic. | particularly liked

a speech by one of my classmates,

Ryan Gibson, on how the media
uses gimmicks to sell products
while avoiding the reality of

the products they sell, for exam-
ple, alcohol and cigarettes. He

also showed the different ways
women are exploited in mass
media. His speech opened my
eyes to some obvious things
that | had not seen before,
and he made it interesting and
entertaining.

Appropriateness of a topic

is also determined by the audi-

ence that you address and how
they will react to the material
presented.

Dr. Marrow

Yes, T. J. Choosing a topic for
your speech is like throwing
the football as quarterback of

our UNC football team—they
both require a strategy! In the
speech-writing arena, it all starts
with conducting a personal in-
ventory of your interests and
then identifying which of your
interests overlap with those

of the audience. Then, as you
stated, once you find a common
subject that appeals to the au-
dience, you can develop it

with more insight or from a dif-
ferent perspective. This strategy
of choosing a topic and develop-
ing it is a sure-fire way to win
over your audience!

Whatever else you do, resist any urge to postpone selecting a topic. If you
wait until the last minute, you won’t have time to inventory your interests, to
use finding aids, and to narrow the topic appropriately.

DEVELOPING A STRATEGIC PLAN

So far, we have examined the elements that create a rhetorical situation
(audience, occasion, speaker, and speech). And now that you understand how
to select a topic, it is time to consider how your speech will respond to the
rhetorical situation.

Because any speech will affect or change the situation in some way,
giving a speech may be thought of as intervention in the rhetorical situa-
tion. This intervention should be strategic, not random; the speech is
planned so that it becomes the means to a desired end. Consequently, a
crucial early step in preparing to give a speech is to discern your purpose,
any factors that might limit your strategies, and the options and opportuni-
ties available.

In preparing to respond to and intervene in the rhetorical situation, you
need to develop a strategic plan that identifies the purpose of your speech,
the constraints on it, and the opportunities it provides (see Figure 4.3, which
expands on Figure 4.1). Then you select the best means to achieve your pur-
pose. Ideally, the strategic plan also should indicate how you will know
whether your purpose has been achieved.

strategic plan

An identification of the objectives to
be sought in a speech and the
means for achieving them.
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Occasion

Rhetorical situation

* Purpose
Speaker « Constraints Audience
» Opportunities

The classroom assignment to “make a speech” may mislead you into think-
ing that fulfilling the assignment is an end in itself. That approach courts disas-
ter, however, because strong public speeches have a clear sense of purpose.
The speaker plans to achieve a particular goal and wants the audience to
respond in a specific way. A speaker’s purpose provides the criteria that
determine whether the speech was successful or not.

We saw earlier that speeches traditionally are classified as ceremonial, de-
liberative, or forensic, depending on their purpose. Ceremonial speeches en-
tertain but also celebrate shared values and strengthen commitments to them.
Deliberative speeches explore what public policy ought to be. And forensic
speaking seeks justice with respect to past events. In addition, recall that in
Chapter 1 we described the purposes of a speech in terms of informing, per-
suading, and entertaining.

Both of these conceptions of purpose are of some use, and yet both are
limited. For example, many speeches combine deliberative and ceremonial
elements, and it is not uncommon for a single speech to both inform and per-
suade. For the rest of our study, then, we will use a more precise classification
that identifies seven common speech purposes:

* Providing new information or perspective
e Agenda setting

e Creating positive or negative feeling

e Strengthening commitment

* Weakening commitment

¢ Conversion

* Inducing a specific action

FIGURE 4.3

Intervening in the rhetorical
situation.

SPEECH

purpose

The outcome the speaker wishes to
achieve; the response desired from
the audience.
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PROVIDING NEW INFORMATION OR PERSPECTIVE Sometimes the audi-
ence generally knows about a topic but is unfamiliar with its details. Your goal

as speaker may be to fill in such gj,pg_h;mmmmﬁi idi information. For ex-
mm ample, listeners may be aware thagj U.S. political campaigns jre expensive, but

they may not know that costs are escalating, or the reasons for this trend and
its implications, or whether there are practical alternatives. Thus, the purpose
of a speech about campaign finance might be “to deepen and enrich the audi-
ence’s understanding of campaign costs.”

Alternatively, listeners may be accustomed to thinking about a topic
only from a certain perspective, or point of view. Commuting to work, for
instance, might be seen only as a source of tension, frustration, and lost
time—all outcomes that make commuting seem negative. But commuting
can be viewed much more positively—as “buffer time” to prepare for the
workday or to “decompress” before returning home, as a time to catch up on
news with the help of the car radio, or as time to handle paperwork while on
the bus or train.

Changing listeners’ perspective about a subject may alter beliefs and val-
ues relating to it. At the very least it may convince listeners that the subject is
more complicated than they thought and that how they think about the topic
is affected by the perspective from which they view it.

AGENDA SETTING One purpose of a speech is agenda setting, causing
people to think about a topic that they previously knew little about or ig-
nored. The goal of the speech is to put the topic “on the agenda,” to draw
attention to it. Many environmental threats, for example, were not taken seri-
ously until advocates put them on the agenda by speaking about them.

College freshman Mark Gordon sprained his wrist while in-line skating for
the first time. In talking with the doctor who treated him, Mark discovered that
skating accidents were the number-one cause of injuries on campus. He used
this information to create a speech about skating injuries, alerting many of his
listeners to a problem that had escaped their notice:

Did you know that the current sports craze is also the most dangerous sports activ-
ity on campus? More people are hurt in skating accidents than are hurt in rugby,
football, or diving. The most common injuries are wrist fractures, sustained when
a skater tries to break a fall. By telling you about the danger of in-line skating, I
hope to provide you with the information you need to make an informed choice
about whether or not to try this sport.

CREATING POSITIVE OR NEGATIVE FEELING Sometimes a speaker’s
m goal is more general: to leave the audience with a positive or negative feeling
about the occasion, the speaker, or the message. Political candidates, even
as they discuss specific policy issues, are often really more interested in mak-
ing listeners generally feel good or bad about themselves or the world.
Student speaker Craig Hinners prepared a speech of this ty hen he took
a short, nostalgic look at the Chicago elevated train, called the] “El” |by locals:

perspective
The point of view from which one On the El, you are always entertained. If you gaze out the window, you are
approaches a topic. treated to an intimate look at the lives of people whose backyards and windows

face the tracks. If you set your sights inside the train, you can see and hear the

agenda setting stories of people from all walks of life—office workers, mothers with children, old

Causing listeners to be aware of and men. You glance at the bright color of gum casually placed on the back of the seat
to think about a topic that previously by a teenager who no longer tasted its flavor, and hear the sound of old vehicles
had escaped their attention. and snow-damaged tracks.
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Craig’s purpose was not to get listeners to do anything about the El or even to
change their beliefs about its rundown condition; he wanted to share a wistful,
comfortable feeling with them.

Likewise, many ceremonial speeches aim to evoke or strengthen common
bonds by reference to a shared event or experience. The speakers wish to
have the audience feel as they do, most often in a positive way. The audi-
ence’s general attitude, not a belief or action, is the measure of success.

STRENGTHENING COMMITMENT Many speeches are like “preaching to
the converted”; they are delivered to listeners who already agree with the
speaker. In such cases the goal is to motivate audience members to become
even more strongly committed. It is one thing to casually favor a candidate’s
election to office, but it is quite another thing to contribute money to the can-
didate’s campaign, to display the candidate’s poster on one’s lawn, or to mobi-
lize friends to vote for the candidate on election day. Increasing the intensity
of listeners’ commitment makes them more likely to act on their beliefs.

Marc Kishfy was in a public speaking class at a commuter college where
students routinely arrived late for class because they could not find a parking
space. Marc knew there was smoldering resentment about the parking situa-
tion, and he decided to mobilize students to spark change:

So many students spend hours trying to find a parking space, and their chances of
finding one are as good as their chances of finding a needle in a haystack. Rumor
has it that the college will add 80 more parking spots next summer. But 80 spots is
nothing when hundreds of students are driving around trying to park. My fellow
students, now is the time to come together and take action to put an end to this
nonsense. Now is the time to demand that our needs are met. Now is the time to
demand more parking spaces on campus!

WEAKENING COMMITMENT  Speakers also sometimes want to reduce
the intensity of listeners’ commitment to a belief—not so much to get them to
change their minds as to acknowledge some sense of doubt. Recognizing that
an issue has more than one legitimate side may be the first step in eventually
changing people’s minds. Even if listeners remain committed to their position,
a reasonable but contrary argument may weaken their support for it. Although
you may believe, for example, that higher defense spending is necessary, you
may at least think twice about it after hearing a speech that argues that much
defense spending is wasted.

Dorte Hoerst knew that her listeners strongly believed taxes were too
high. She also knew that a single ten-minute speech was unlikely to change
their belief. But she might be able to chip away at their position if she could
show that their tax dollars supported many of the public agencies that they
took for granted:

I know that you think taxes are too high already. But in the Netherlands, where I
come from, we pay much more in taxes. We do this because we benefit from the
public services provided by that money. The streets you drive, the schools you at-
tend, the police who protect you, the public agencies that assist you when you
need help—all of these are supported by the tax money you pay each year.

CONVERSION  Although it happens rarely on the basis of a single speech,
sometimes listeners actually are persuaded to change their minds—to stop
believing one thing and to start believing another. In short, listeners are
converted. Conversion involves the replacement of one set of beliefs with

conversion

The replacement of one set of beliefs
by another that is inconsistent with
the first.
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another s isi sistent with the first. For example, a listener who be-
m lieves thagthomeless people jre themselves to blame for their condition might
be persuaded by a speaker that homelessness reflects faulty social policy, not
faulty individuals.

Student speaker Rachel Samuels converted some qfheraudience by ex-
plaining the need for adult teachers to act as editors tg| censor high school
m Her classmates initially bristled at the idea of curtailing students’

freedom of speech. But when Rachel demonstrated that libel lawsuits could
bankrupt the public school system, they began to understand her position:

The editing of high school newspapers is not government censorship of political
or religious speech. Rather, it is editing by an authority to avoid the danger of libel
lawsuits. In the world outside high schools, editors often keep journalists from
printing the whole story in order to protect citizens’ privacy. High school newspa-
pers should be no different.

INDUCING A SPECIFIC ACTION The last purpose we will consider is the
most specific and most pragmatic. Often speakers do not really care about the
beliefs and attitudes of individual listeners, as long as they can persuade peo-
ple to take a specific action—to make a contribution, to purchase a product,
to vote for a specific candidate, and so on.

When the goal is action regardless of the reason, the, cer may use
mm widely different appeals. One listener may be induced tgj vote by the argu-
ment that it is a civic duty; another may favor a particular candidate’s eco-
nomic proposals; a third may know one of the candidates personally. The
speaker does not care whether listeners have the same reasons for voting; all
that matters is that they be prompted to take the same action.

Linda Morales, a student in charge of a new recycling program at the uni-
versity, gave a speech urging students to recycle paper, bottles, and cans. She
started with an appeal to the audience’s social consciousness:

We must recycle if we want to preserve the world in which we live. It takes work
to ensure a clean and unpolluted environment. But it is our responsibility to our-
selves and our future.

Although this was a strong argument, it was unlikely to motivate all students.
m Knowing that othg i e moved more by an appeal to school spirit,
Linda described 4 recycling fompetition against their collegiate rivals:
Students at other universities in town have already recycled thousands of pounds
of newspapers and bottles this year. Our rivals to the south have pulled ahead of

us with a vigorous recycling effort. Are we going to allow ourselves to be left in
the dust?

Linda figured that still other listeners might recycle if they thought they could
gain something immediately. To appeal to them, she also talked about a pro-
motional contest among dormitories:

And don’t forget the prize money! The dorm that gathers the most junk gets $500
to spend on food, drink, and music at the end of the year.

Linda’s only real concern was whether or not audience members would partic-
ipate in this recycling program. She didn’t care whether they were motivated
by social consciousness, by school spirit, or by personal gain. She used multi-
ple appeals to achieve her purpose with as many listeners as possible.
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These seven categories of purpose certainly do not exhaust the possibili-
ties, but they illustrate some common reasons why people give a speech.>
Identifying your purpose is a critical step because that will help you to plan
strategies which accomplish your goal.

After you identify the specific purpose of your speech, the next step in de-
veloping a strategic plan is to identify the constraints within which you must
maneuver. As noted earlier, constraints are factors beyond your control that
limit your options. Constraints may arise from:

* Audiences in general

* Your specific audience analysis
* Your ethos as a speaker

* The nature of your topic

* The rhetorical situation

FROM AUDIENCES IN GENERAL As we learned in Chapter 2, the attention
span of most listeners is limited, and it has shrunk over the years. Today most
audiences begin to get restless when a speech exceeds 20 or 30 minutes. And
even when listeners are generally attentive, the degree of attention varies. At
one moment your speech may be the most important thing on their minds; at
another moment, something you say may trigger an unrelated thought; and at
yet another moment listeners may be distracted by something else altogether.

Knowing that attention spans are so limited, you will want to help the au-
dience remember your main ideas by phrasing them simply, organizing them
in a structure that is easy to follow, and repeating them during the speech. An-
other strategy is to use interesting examples and to choose language that capa

esattention. In the 1992 presidential campaign, for example, Candidat
drew audiences to his rather long television speeches by using simple
visual aids and by spicing his speech with short, clever sayings (such as that
deficit reduction could be achieved by “rolling up our sleeves and getting un-
der the hood to fix the car”).

Besides having limited attention spans, audiences tend to have a high
opinion of themselves and naturally resist being talked down to. They may be-
lieve that they have exerted great effort or even done you a favor by coming
to hear you speak. You should always show respect to the audience and rec-
ognize that they will be the ultimate judges of your speech.

FROM YOUR SPECIFIC AUDIENCE ANALYSIS You also will be con-
strained by the analysis you performed of your specific audience, as described
in Chapter 3. Your audience analysis may tell you that some appeals are out of
bounds and that others are far more likely to succeed. For example, the man-
ager who speaks to employees about the company’s strained economic condi-
tions has many choices; to succeed, however, she or he must deal with the
fact that workers are worried about losing their jobs. This fear, identified
through audience analysis, is an important constraint on what the manager
can say.

FROM YOUR ETHOS AS A SPEAKER The audience’s perceptions of the
speaker’s character, or ethos, are another important constraint. If listeners see
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you as competent to discuss the subject, as trustworthy, as dynamic and ener-
getic, and as having goodwill toward them, you enjoy a positive ethos. As we
saw in Chapter 3, you want to evoke positive assessments of your ethos be-
cause an audience’s perceptions of your character strongly affect whether that
audience will be influenced by what you say.

Even a generally positive ethos can constrain you, however, because then
you must craft a speech that sustagins.arbuilds on the audience’s high expecta-
tions. When well-loved comediary Bill Cosby fgives a speech, the audience ex-
pects lighthearted humor and would be confused jfhe presented a serion
lecture. Even when he resumed speaking after thejtragic death of his son,
people expected him to be good-natured and funny. Although his ethos is
positive, he must work within its constraints.

If, for whatever reason, your ethos is generally perceived as negative, then

is either to change it or to overcome it. When former President
|Richard Nixon l@poke publicly after he was forced to leave office, he often had
to contend with the perception that he was not being honest. His negative
ethos was a strong constraint on his effectiveness as a speaker.

FROM THE NATURE OF YOUR TOPIC Some topics constrain a speaker
more than others do. A highly technical subject that is difficult to make inter-
esting strains the audience’s attention span even more than usual. And a topic
that seems far removed from listeners’ concerns is unlikely to spark and hold
their interest.

In such cases the challenge is to plan strategies that evoke and heighten
interest. This is what student John Casey did in speaking about the research
underway in the university’s laboratories. Rather than droning on about details
of antibodies and peptides, he made the topic interesting by describing the
scientific community’s quest for a “magic bullet” to cure cancer.

FROM THE RHETORICAL SITUATION Every speech is a one-shot effort to
influence the audience, but the occasions when a single message will change
anyone’s attitudes are few. For example, a classroom speech about abortion is
unlikely to convince strong believers on either side to switch allegiance. More-
over, a speaker’s range of stimuli is limited to only words and, sometimes, vi-
sual aids. Yet most cases of successful persuasion involve multiple messages
and a variety of stimuli—verbal, visual, and experiential. Of course, a one-shot
effort may be more likely to succeed when your goal is to reinforce the com-
mitment that listeners already feel. Even so, a speaker should never overesti-
mate the effect that a single speech can have on an audience.

We see, then, that a speaker cannot plan a speech with complete freedom.
The constraints imposed by the audience, the audience analysis, the speaker’s
ethos, the topic, and the rhetorical situation must all become part of the strate-
gic plan. Then the challenge is to be creative and find opportunities within
these limits.

Your opportunities as a speaker result from the special assets that you
bring to the situation and from the choices that you are able to make. But to
take advantage of the opportunities in developing a strategic plan, you first
need to be aware of them.
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Probably your most important asset is that you have an information ad-
vantage over listeners; you are likely to be better informed about the topic
than they are. This may offset the constraints that the audience imposes. After
all, you selected the topic because it matters to you, and you have researched
it, as we will describe in Chapter 5. You have given the topic sustained atten-
tion, and so you should be able to awaken interest in it, to provide new infor-
mation about it, and to explain difficult concepts.

A second opportunity arises from your audience analysis (see Chapter 3).
It will tell you something about the composition and attitudes of your specific
listeners. Furthermore, almost any topic can be presented in various ways;
there is no single “correct” approach but many different paths to the same
goal. Your audience analysis will enable you to select which path to pursue
and to plan strategies that are most likely to succeed.

For example, the proposal that college graduates should be required to
perform some sort of national service is controversial. Many students might be
expected to oppose such limits on their personal freedom. If you favor such a
proposal, you might argue that the sacrifice of individual freedom is justified
by social needs. Or you might contend that those who have social advantages
also have responsibilities to those who do not. Combining these justifications,
you might say:

For my generation, national service is an idea whose time has come. We are
among the most privileged people in society. We've been given tremendous ad-
vantages, and we have a responsibility to give something back by providing
needed service. Not only will we benefit those less fortunate than ourselves, but
we will make our country better.

However, because these justifications depend on such values as patriotism
and altruism, this argument would probably be more effective in reinforcing
commitment among listeners who already favor national service than in con-
verting those who oppose it. The strategy of stressing the personal benefits to
those who serve might be especially effective for listeners who oppose na-
tional service because it would limit their freedom. For them you might add
this section:

And not only that, but national service will offer benefits to those who serve. They
will expand their knowledge of themselves, learn valuable skills, make important
contacts, and perhaps start on the way to a new career path. So this is not really a
charity or a welfare program; it’s a chance for those who serve to gain.

Speakers sometimes choose their means without much thought, but, as
this example shows, attention to the specific audience can help you plan
strategies that will advance your ideas effectively.

If you have been thinking strategically, by this point you have articulated
the purpose of your speech and have identified your constraints and opportu-
nities in proceeding toward that goal. The final step in strategic planning is to
select the means that you will use to achieve your purpose.

In many respects this decision is the most important, because it touches
on virtually every aspect of your speech. How will you lead your audience in
reasoning through to the conclusions you want to establish? How will you
structure the speech? What supporting materials will you use? What choices
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will you make about wording, emotional language, and repetition? How will
you actually present the speech? All these matters will be explored in later
chapters, but here you should recognize that each of them involves a choice
which can be made either by accident or by design. The essence of strategic
planning is to avoid accident and to design means that are most appropriate
for achieving your purpose.

DEVELOPING THE PURPOSE STATEMENT
AND THE THESIS STATEMENT

From this understanding of strategic elements—purpose, constraints, and
opportunities—you can begin to construct the skeleton of your speech. You
have already determined the topic. The next steps are to formulate a clear
statement of purpose and a thesis for the speech.

Our earlier discussion suggested seven general categories of purpose:
agenda setting, providing new information, weakening commitment, and so
on. Review those categories to determine which one best describes the overall
purpose of your speech. Then you need to develop a specific purpose state-
ment. This focuses on the outcome of your speech by specifying what you
want to achieve, and for that reason it is audience centered. It follows from
the seven general purposes described earlier; those general purposes are
made more specific by relation to a particular topic.

For example, if you were going to discuss cheating at the university, you
might proceed as follows:

TOPIC: Cheating at the university
GENERAL PURPOSE: To provide new information

SPECIFIC PURPOSE: To inform listeners of widespread cheating on
this campus

The specific purpose is an instance of the general purpose, to provide new in-
formation.

Notice that the specific purpose statement has several important character-
istics. First, it focuses on the audience rather than on the speaker. It identifies
the outcome you seek, not how you will achieve that outcome. Second, it
summarizes a single idea. Although some speeches are complex and have
more than one purpose, you are likely to be more effective if you can state
your purpose as a single succinct idea. Third, the specific purpose statement is
precise and free of vague language. It tells exactly what you are trying to
achieve, and so you can determine whether or not you succeed.

Next, think critically about your specific purpose statement. Remember
that listeners are giving their time and energy to hear you speak, and ask
yourself whether your specific purpose is worthy of their efforts. If you are
telling them only things that they already know, if your purpose is too grand
to be achieved in the time available, if the topic is too technical or seems triv-
ial, listeners are unlikely to pay close attention. In that case, of course, you
cannot achieve your purpose.
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The final step in preparing the overall design of the speech is to identify
the thesis, a succinct statement of the central idea or claim made by the
speech. Whereas the specific purpose statement indicates what you want the
audience to take from the speech, the thesis statement indicates what you
want to put into it. The thesis sums up the speech in a single sentence that
you most want listeners to remember. Here is how the thesis statement about
campus cheating might evolve:

TOPIC: Cheating at the university

GENERAL PURPOSE: To provide new information

SPECIFIC PURPOSE: To inform listeners of widespread cheating on

this campus

THESIS STATEMENT: Far more students engage in cheating than most of
us think.

Notice how the topic (itself the result of a narrowing process) has been
narrowed into a thesis statement that summarizes exactly what the speech
will say.

Many of the tests of the specific purpose statement also apply to the the-
sis. Both should be stated in a single phrase or sentence. Both should be
worded precisely. And both should fit the time available and other constraints
in the situation.

Occasionally a speaker does not state the thesis explicitly, relying instead
on all the supporting ideas to imply it. There are advantages and disadvan-
tages to letting the audience determine the exact thesis. If listeners participate
actively in figuring it out, they are likely to stay interested in the speech and

The thesis statement sums

up what you most want listen-
ers to remember. It should

be possible to translate the
thesis statement into a slogan
for a poster.

thesis

The central idea or claim made by
the speech, usually stated in a single
sentence.
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perhaps may even be more likely to accept the thesis. On the other hand, if
the thesis is not stated, the audience might not identify it accurately, or differ-
ent listeners might identify different theses. Even though accomplished speak-
ers sometimes trust the audience to identify the thesis, students of public
speaking are well advised to state it explicitly.

ANALYZING THE THESIS STATEMENT

The thesis statement governs various choices about the content of a
speech. By analyzing your thesis statement, you can determine just what your
choices are.

First you must identify the issues contained within the thesis statement.
People often use the term “issue” quite loosely, as when they say, “Don’t
make an issue of it.” But the term has a more precise meaning. An issue is
a question raised by the thesis statement that must be addressed in order for
the thesis itself to be addressed effectively.®

Issues are identified by posing questions about your thesis statement. Be-
cause the statement is so simple and brief, it always leaves much unsaid. By
raising questions about the thesis statement, you’'ll discover what it seems to
take for granted. Then your speech can flesh out these underlying assump-
tions and show that they are correct, giving listeners reason to accept the the-
sis statement itself.

Consider the thesis statement in the example above: “Far more students
engage in cheating than most of us think.” It seems straightforward. But notice
what happens when we ask questions about the statement:

“Far more students” — How many? Is that number more than we
think? Is it “far more”?

“Engage in cheating” — What is covered by the term “cheating” And
what must one do to “engage in” it?

“Than most of us think” — Who are “most of us”? What do “most of us”
think? Why do we think this?

These questions identify the issues in the thesis statement. You may decide
that some of the answers are obvious or that some can be covered together.
You may decide not to take them up in the same order in the speech. But
these essentially are the questions you'll need to answer if you want listeners
to accept that “far more students engage in cheating than most of us think.”
Now consider a thesis that is not yet well formed. Bill Goldman wanted to
explore whether “voting in local elections is a worthwhile effort for me as a
student.” He had not yet framed an explicit thesis, but even this more broadly
phrased statement can be questioned to discover the issues. Bill had to think
about what “worthwhile” means for a student, whose stake in local elections is
usually small; he also had to think about what “effort” is required to vote and
why even that is an issue. He then began to question whether it was “harder”
for him to vote than for others or harder than it “should” be. Gradually, he
came to believe that low voter turnout can be explained by the fact that voting
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is inconvenient. This process of discovering issues helped Bill both to refine
and to test his thesis statement.

Finally, consider the example of Angela Peters, who wanted to talk about
the college admissions process. After doing some research, she might begin to
develop her speech like this:

TOPIC: The college admissions process

GENERAL PURPOSE: Weakening commitment to a position

SPECIFIC PURPOSE: To cause listeners to doubt their belief that admis-
sions decisions are made rationally

THESIS STATEMENT: Most colleges and students lack clear criteria for
making admissions decisions.
ISSUES:

. What are “most colleges” Who are “most students”? How do we know?

. What makes the criteria for admissions clear or unclear?

W N =

. What are a college’s or a student’s criteria? Are they “clear” or not?

4. What are the admissions decisions about which we are concerned?

Now Angela can complete her research by looking for the answers to these
specific questions. When she speaks about “the college admissions process,”
she will know what she wants to say, and she will have the supporting mater-
ial she needs to weaken listeners’ commitment to the belief that admissions
decisions are made rationally.

Analyzing the topic to identify the issues is important for several reasons.
First, it enables you to determine what the speech must cover. Without know-
ing the issues, you risk giving a speech that listeners will dismiss as being be-
side the point.

Recall that Bill Goldman initially wanted to explore Whethe

s a worthwhile effort for me as a student.” Through the process
of discovering issues he eventually came to believe that low voter turnout re-
flected the fact that voting is inconvenient. At this point his topic became “Why
Americans don’t vote,” and his thesis was “Because voting is inconvenient,
many people dan’tyvote” He was able to document that even in presidential
elections Voterl turnout is low and that it is declining| He also was able to
show that polling places may be inconvenient to get to, that people don’t like
waiting in line, and that the form of the ballot is often complex. He proposed
as his solution that people be allowed to vote from home through the use of a
touch-tone telephone. This solution seemed appropriate as be described the
problem, but he did not really analyze the issues and causes fully. His thesis
statement was too vague and did not consider alternative explanations.

After the speech an audience member challenged whether Bill had really
thought through the problem. The listener pointed out that, since people will
endure inconvenience if they believe that the rewards justify it, perhaps a
more significant cause for failing to vote is the belief that one’s vote will
make no difference or that the voter will have nothing to show for the effort.
Although the “costs” of standing in line at an inconvenient location and being
confronted by a confusing ballot may explain why many citizens do not vote,
a deeper reason may be that they see no real “benefit” from casting their
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votes. If so, then voting by telephone is unlikely to improve the turnout rate.
Had Bill analyzed his thesis more carefully, he might have seen that the costs
and benefits of voting were likely to be an issue, and he would have been
prepared to address this.

A second reason to analyze the thesis statement is to direct your research,
which otherwise could be endless. Combing your own experience and ideas,
talking with others, and investigating library resources could go on indefinitely.
A search of books and articles in just a single library will probably turn up
hundreds of sources that have something to say about voting rates (and on
the Internet, an unfocused search will yield truly unmanageable results).

One way to make your research task manageable is to focus your in-
quiry. By analyzing your thesis to determine the issues, you can better decide
what and how to research. For example, in giving a speech about voting rates,
you may decide that the key issue relates to voting at state and local levels.

As a result, you would not pay much attention to the vast literature compar-
ing turnout rates among countries or turnout rates in national elections.

Your research would be directed to the questions that bear on the issues you
have identified.

A third reason to identify the issues is that doing so may lead you to mod-
ify your thesis. If your initial thesis is “Americans are too busy to vote,” analyz-
ing the issues might convince you that your thesis should be “Americans are
too lazy to vote” or “Americans are too confused to vote” or “Americans feel
that they have no reason to vote.” The differences among these statements are
obvious. Which one (or more) claim you try to develop and defend in the
speech will be influenced by your analysis of what the issues really are.

Finally, as you will see in Chapter 7, analyzing your thesis is also helpful
when you turn to organizing your speech.

In this chapter we investigated the initial steps in preparing a speech: un-
derstanding the rhetorical situation, choosing a topic, and developing a strate-
gic plan—an action plan that reflects a clear sense of purpose and that
identifies your constraints and opportunities.

Whether or not you choose your own topic, it is important to understand
the factors that determine the rhetorical situation: the audience, the occasion,
the speaker, and the speech. Sometimes speakers do not choose their own
topics, which instead are determined by the issue, the occasion, or the audi-
ence. But in situations where you do choose the topic, your speech will be
more effective if the topic matters to you, if you can make it interesting to the
audience, if its scope fits the time available, if it is appropriate for oral deliv-
ery, and if it is clear.

When you are able to choose your own topic, you should follow certain
steps. Conduct an inventory of your interests and those of the audience, use
finding aids such as brainstorming and general reading, and narrow the topic
so that it can be addressed adequately within the time available.

With a topic in mind, speakers formulate an overall strategy for respond-
ing to the rhetorical situation. Strategic planning is guided especially by the
purpose of the speech: whether to provide new information or perspective,
to raise issues, to create positive or negative feeling, to strengthen or weaken
commitment to a position, to change listeners’ minds, and/or to induce a spe-
cific action by audience members.
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Achieving your purpose depends in part on the constraints and opportuni-
ties in the rhetorical situation. Constraints limit what you can do and may re-
sult from what you know about audiences in general, from your analysis of
the specific audience, from your ethos as a speaker, from the nature of your
topic, or from the fact that a speech is a one-shot appeal that is primarily ver-
bal. Opportunities arise from the fact that you probably will know more about
your topic than listeners do and from the fact that you may draw on and re-
spond to the audience’s attitudes and values. Your strategy should use con-
straints and opportunities to achieve your purpose.

The process of identifying your topic, your general and specific purposes,
and your thesis statement allows you to focus on the strategic development
of the speech. You know what you want to say and what effect you want to
achieve. You might modify these ideas as you learn more about the subject or
refine your audience analysis, but the purpose and thesis statements will influ-
ence the following strategic decisions:

* What you need to know about the topic in order to establish that
the thesis is true

e Which main ideas you need to develop to establish the thesis

* Which inferences must be made to link the main ideas to the thesis

* How best to organize your development and support of the thesis

e Which elements in the design of the speech will make listeners
most comfortable about accepting the thesis statement

We will focus on these important strategic choices in the next several chapters.

1. When a small liberal arts college decided to change its core curriculum, the
issue of core requirements became important to students in a public speak-
ing class, many of whom spoke about that topic. Discuss the issues in this
rhetorical situation that seemed to call for speech.

2. How do the purpose of a speech and its subject matter relate to one an-
other? Discuss the speech purposes described in this chapter, and identify
some potential topics for each purpose.

3. Imagine that you are giving a six- to eight-minute speech to a group of fra-
ternity members in which your purpose is to weaken their commitment to
the idea that alcohol is desirable at parties. What constraints and opportuni-
ties do you face in this situation? How will you use those constraints and
opportunities in your strategic plan for this speech?

4. Nrmaggﬂm_&mmg_a]' i ivi six- to eight-minute speech to a meeting
off Students Against Drunk Driving Jin which your purpose is to strengthen
their commitment to the idea that alcohol is dangerous at parties. How do
the constraints and opportunities of this situation differ from those in item
3? In what ways would your strategic plan for this speech be different?

1. Choose a good topic for a speech in this class. In doing so, conduct a per-
sonal inventory and use finding aids such as brainstorming and source
browsing. Make sure that you narrow the topic so that it is appropriate
for the time available.

2. Produce a list of constraints and a list of opportunities for the topic
you have chosen. Consider the audience, the occasion, the speaker, and
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the speech. In a few paragraphs, describe your purpose and how you
are going to achieve it within the bounds of these constraints and
opportunities.

. Provide the following information about your speech:

TOPIC:

GENERAL PURPOSE:
SPECIFIC PURPOSE:
THESIS STATEMENT:

Evaluate each of these decisions, explaining why you made the choices
you did.

1. Classical perspectives on occasions for public speaking. In

this chapter we examined the three types of speaking occasions:

al, deliberative, and forensic. Read an online version of
ICicero’s Ffvritings on speaking occasions by going to <http://www.

towson.edu/~tinkler/reader/cicero.html>.

2. Choosing your topic with online resourf_kqmm_in.ﬁan.ﬁmj
i ion or to persuade? Use the] “Assess Your Speech

making Situation” jpage from the Allyn & Bacon Public Speak-

ing Website to consider topic ideas and to clarify your purpose.
Point your browser to <http://www.abacon.com/pubspeak/assess/
topic.html>. From there you can sort out a range of topic choices
and subject areas that might be fruitful starting points for planning
your speech.

Do a personal inventory and analyze your audience:

o Which topics on this list are meaningful and interesting to you?
e How do you assess your audience’s interest level?

e Which of your interests overlap with those of your audience?

e How can you narrow your topic to fit the constraints of the
situation?

Some of the sources on this page are general search tools. You

rmmmm“aﬁch tools by clicking on the link for
“Notes on Using Search Tools.” |t is identified by the blue icon for

“Notes from the Instructor.” You may also go directly to that source
by pointing your browser to <http://www.abacon.com/pubspeak/
research/notetool.html>.

3. Use of Thomas or Project Vote Smart for legislative topics:

is the Website of the Library of Congress that describes action in
the U.S. Congress{Project Vote Smart fprovides a number of valu-
able links for finding out about debates in Congress.
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. See Craig R. Smith and Paul Prince, “Language Choice Expectation and the Roman
Notion of Style,” Communication Education 39 (January 1990): 63-74.

. Identification is a rhetorical concept treated by Kenneth Burke in A Rbetoric of
Motives, Berkeley: Univ. of California Press, 1969.

. The strategy of speakers who do not seek identification is examined in Robert L.
Scott and Donald K. Smith, “The Rhetoric of Confrontation,” Quarterly Journal of
Speech 55 (February 1969): 1-8.

. These three categories are described in Aristotle, The Rbetoric, trans. W. Rhys
Roberts, New York: The Modern Library, 1954, Book I, Chapter 3.

. This classification system is original. Although the broad categories served our pur-
poses in Chapter 1, we will use this more precise system of purposes for the re-
mainder of our study.

. For another list of purposes, see Sonja K. Foss and Karen A. Foss, Inviting Transfor-
mation: Presentational Speaking for a Changing World, Prospect Heights, Ill.: Wave-
land Press, 1994, pp. 10-16.

. Classical rhetoric addresses the subject of issue identification as “stasis theory.” For
more on this theory, see Otto Alvin Loeb Dieter, “Stasis,” Communication Mono-
graphs 17 (November 1950): 345-369; Ray Nadeau, “Classical Systems of Stases in
Greek: Hermagoras to Hermogenes,” Greek, Roman, and Byzantine Studies 2
(January 1959): 51-71; and Ray Nadeau, “Hermogenes on Stases: A Translation with
an Introduction and Notes,” Communication Monographs 31 (November 1964):
361-424. For a modern approach to classical stasis theory, see Lee S. Hultzen, “Sta-
tus in Deliberative Analysis,” The Rbetorical Idiom: Essays in Rbetoric, Oratory, Lan-
guage, and Drama, ed. Donald C. Bryant, Ithaca, N. Y.: Cornell Univ. Press, 1958,
pp. 97-123.

} Go to the Zarefsky Website
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Researching
the Topic

In This Chapter We Will:

(S

¢ Identify the kinds of material that are available to sup-
port the ideas in your speech.

¢ Explore how to find supporting materials through your
personal experience, interviews with others, library re-
search, and electronic searches.

® Describe a strategy for conducting research efficiently
and productively.

¢ Explain how to cite sources and how to take notes
about your research.



n this chapter you will learn how to investigate your topic so that you can

speak about it intelligently. Since you are making claims on listeners’ time

and attention, both you and they will want to be confident that you know
what you're talking about.

The process of finding supporting material for your speech is called
research. It is closely linked to the process of analysis that you studied
at the end of Chapter 4. Indeed, the available materials guide you in identify-
ing the issues related to your topic, and searching for material without know-
ing which issues you need to investigate would be pointless.

Sometimes analysis precedes research. This is the right sequence when
you already know what your thesis statement is. You then determine which
questions must be answered in order to make that statement, and you go to
find the answers. Sometimes, though, you don’t yet know your thesis statez

; cnow only the topic. Angela Peters wanted to talk about thq college
mmm |admissions L)rocess (topic), but she didn’t know enough about it to be sure
what she wanted to say (thesis). In this case, she should begin not with analy-
sis but with research. She needs a general understanding of the topic before
she can frame the thesis statement. Then she should analyze her thesis state-
ment as described in Chapter 4 and, finally, return to research for answers to
the specific questions she identified.

Whether your research precedes or follows your analysis, you will want it
to accomplish three basic goals:

e To develop or strengthen your own expertise on the topic

* To find the evidence that will support your ideas

* To make your ideas clear, understandable, and pertinent to
your audience

Keep in mind that these different goals may not all be achieved by the same
kind of material. If you conceive of the research process too narrowly, you
may find that you have obtained great background knowledge but have no
specific material to include in your speech. Or you may find that your evi-
dence is clear and meaningful in the context in which you found it, but it
may mean little to your audience without that context.

& TYPES OF SUPPORTING MATERIAL

To do research for your speech, you first have to decide which types of
supporting material you need. The following seven types illustrate the array
of possibilities:

research

The process of looking for and dis- * Personal experience
covering supporting materials for » Common knowledge
the speech. e Direct observation
analysis ° Examples

Exploration of a speech topic to * Documents

determine which subordinate topics e Statistics

must be covered. e Testimony
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Checklist

5.1 Types of Supporting Material

Personal experience
Common knowledge
Direct observation

Ll O

Examples

* Brief example

* Hypothetical example
* Anecdote

« Case study

5. Documents
6. Statistics

7. Testimony

« Surveys and polls
* Rates of change
« Experiments

* Factual testimony
+ Opinion testimony

......................

Sometimes you can support your ideas on the basis of your own experi-
ence. Suppose your topic concerns the difficulties that first-year students have

eerism, fyour experience in tutoring elementary school students or working
in a soup kitchen would certainly be relevant. Student speaker Mitch Apley

in adjusting to college life. You might well illustrate your main poipts.h
o your own first college days. If you were speaking abou
-t

Checklist

5.2 Testing the Strength of Supporting Material

1. Personal experience

« Are you sure your memory
is reliable?

« Is your experience
generalizable?

« Will others interpret it
the same way?

2. Common knowledge

* Are you sure the audience
shares it?

« Are you sure it is correct?
3. Direct observation
« Are you sure of what you saw?
* Might you have any bias?
4. Examples
« Are they representative?

« Are there enough of them?

5. Documents
« Can they be trusted?
« Are they properly interpreted?
* Is the context made clear?

6. Statistics

« Are appropriate measures
used?

« Are they reliable and valid?

* Have they been interpreted
properly?
7. Testimony

« Does the person have access
to the data?

« Is the person expert on
the subject?

« Is the person reasonably
objective?
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common knowledge

The beliefs and values that mem-
bers of a society or culture generally
share.

presumption
The assumption that a statement or
claim is true until shown otherwise.
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used a personal story to introduce his speech about the need to teach children
that getting drunk is not a social coup:

Last quarter, I went out with some buddies of mine to have a good time. We were
partying hard, and I got really wasted. I mean, I've never been so trashed in my
life! A few weeks ago, I saw some pictures of myself that I don’t even remember
being in. It was great! That is—until I rolled my new sports car. The police tell me
that I was lucky to walk out of there alive. I was even more lucky to avoid hurting
someone else. Many drunk drivers aren’t so lucky.

Mitch gained credibility—and the audience’s attention—because he knew
what he was talking about. He used his experience to illustrate his main
points, and since his listeners could relate to him, they found his experience
pertinent to them as well.

An often-overlooked type of supporting material is common knowledge,
the understandings, beliefs, and values that members of a society or culture
generally share. Such beliefs are sometimes called “common sense.” Some
writers use the term “social knowledge” to emphasize that we know these
things to be true on the basis of broad social consensus.’

Common knowledge is often expressed in the form ouch as
“Work expands to fill the time available for its completion,” “You can’t trust the
people who made the mess to clean it up,” “Nature abhors a vacuum,” or “If
you want something done right, do it yourself.” Sometimes common knowl-
edge takes the form of generally held beligfs ample, whether correctly
or not, most Americans believe that thq Great Societ \programs of the 1960s
i . are too high and definitely should not be increased, that the
war in Vietnam Jwas a mistake, and that God plays a role in their lives. Com-

mon knowledge also is expressed in value judgments, such as the importance
of protecting the environment, the commitment to a right to privacy, and a
preference for practical solutions over ideological disputes.

One student speaker used common knowledge as supporting material
when he said:

We all know why we’re here in college: to have fun and to get a good job when
we leave. With this in mind, let me tell you why the Greek system is a benefit to
any student.

When asked later, audience members agreed that the speaker’s claim about
students’ goals was commonly shared by students at that school.

Common knowledge is not always correct, of course; people certainly
can believe things that “ain’t so.” But common knowledge has the status of
presumption—that is, we consider it to be right until we are shown other-
wise. Precisely because the knowledge is “common” and widely shared, it can
often be useful as supporting material.

Sometimes you can support your claim on the basis of simple, direct
observation—the heart of the scientific method. If you are speaking about
whether drivers obey basic traffic laws, you can stand near a traffic light or
stop sign and count how many drivers ignore these signals. If you are speak-
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ing about the widespread use of telephone answering machines, you can call
various friends and organizations and observe how often the calls are an-
swered by a machine. Student speaker Kari Potts used direct observation to
support her claim that dormitory food was priced competitively:

When I first came to school, I thought the dorm food was really overpriced. So I

decided to check the local restaurants to see if I could do better. Imagine my sur-
prise! When I went to Jimmy John’s sandwich shop, I priced a moderate lunch—
just a sandwich and a drink—at $4.66. A light lunch at Burger King, only a salad

and a drink, costs $4.48. In comparison, lunch at the dorms costs $4.95, and you

can eat as much as you want.

When you offer an example, you make a general statement more mean-
ingful by illustrating a specific instance of it. You can provide this kind of sup-
port for a claim by using a brief example, a hypothetical example, an
anecdote, or a case study.

B If you wanted to support the claim that the structure of
the} United Nations Idoes not adequately reflect the current balance of power
in the world, you might cite as an example the fact that Germany and_Japan
ite_ their economic strength—do not have permanent seats on the
Council. [You might cite as another example the dominance of the General As-
sembly by “third world” nations. And you also might cite the UN’s inability to
compel member nations to pay their assessments. You would not develop any
of these examples in detail, however; they are important because fogether they
support your claim that the structure of the United Nations is outmoded.

HYPOTHETICAL EXAMPLE In using a hypothetical example to support a
claim, you ask listeners to imagine themselves in a particular situation. You
might say, “Suppose that year after year you spent more money than you took
in. What would you have to do about that?” Listeners might conjure up images
of severe cuts in their budget, selling their home or car, or even bankruptcy.
You then could use this example to help the audience understand the difficult
choices Congress makes in fashioning the federal budget.

ANECDOTE An anecdotellows you to develop an example in
great detail. If your topic is the frustration of dealing with a bureaucracy, you
might tell a story about someone’s failure to get a problem resolved within

the system. You could describe the maze of telephone inquiries and form let-
ter replies and your hero’s trek to the seat of power, only to be directed to the
wrong office. Finally reaching the appropriate official, the person is patronized
by a clerk who says, “According to our records, you are dead.” Such an ex-
tended, engaging story would illustrate your point and help the audience re-
late to the issues.

CASE STUDY You often can support a general claim by zeroing in on
one particular true case and discussing it in detail. If your topic were about
whether or not campus codes to regulate offensive speech can be effective,
you might describe one or two campuses that have tried this approach and
then argue that their experiences illustrate whether such codes are workable
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in general. If you believe that making Election Day a national holiday would
increase voter turnout, you might support your claim by drawing on case stud-
ies of nations where Election Day is a holiday.

Notice that all these types of examples work by relating a part of some-
thing to the whole. By examining a particular instance of whatever is being
discussed, you may be able to support claims about the topic as a whole.

itati are another source of supporting material. The
Declaration of Independence fis often quated to support the belief that there

are natural rights. For many people thq Bible fis the document most often

m quoted. Crucial support took the form of White House tape recordings in the
investigations of the 1972 break-in at the offices of the Democratic National
Committee in the Watergate complex d i . One recording has
been called the X ' > of thel Watergate scandal pecause it provided

m evidence thaf) President Nixon knew about the break-in and had participated

in covering up the crime until 1974.
The student who spoke about cheating on campus referred to a university

m document to show that academic dishonesty would not be tolerated:

According to the student handbook we got as freshmen, cheating is “a serious
breach of our commitment to ethical behavior as students” and will be punished
with “a failing grade in the class and possible expulsion from the university.”

Documents can be a solid form of evidence if your audience regards them as
trustworthy—and if you quote them accurately. The exact words of a document
provide a record that is not skewed by the opinions and interpretations of others.

Referring specifically to key
documents can be a good
way to show authoritative
and specific support for
your claims.
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Supporting material presented in quantitative form, as statistics, is espe-
cially useful when the scope of the topic is vast. But if you are speaking about
your family or your college class, the scope of the topic is narrow enough that
you probably don’t need statistical support; you can just provide a set of exam-
ples or case studies. When your topic involves the state or the nation, however,
oneortwo examples are unlikely to represent the diversity of the population.
Statistics jaire numbers recording the extent of something or the frequency
with which something occurs; they take such forms as medians, averages,
ratios, indices, and standardized scores. Such numbers become meaningful
when they are compared with some base line or other pattern to permit an in-
ference about the relationship between the two. For example, you might sup-
port a claim by comparing the median family income for different professions
or different ethnic groups or different nations.

Although statistical statements take a great variety of forms, the following
three types are especially valuable for supporting material in speeches.

ISURVEYS AND POLLSI Suppose your topic was about how most Americans
regard the public educational system. In theory, you or someone else could
interview all Americans an 2 e results. But that approach is
doomed to fail. Not even thgq Census Bureau fhas been able to find and count all
Americans, and the time and expense involved would make the task impossible.
Moreover, the data would be obsolete by the time you completed your survey.

Instead, you can infer the attitudes of the people as a whole from the
attitudes reported by a sample of the population, as long as the sample is rep-
resentative of the whale In the case of public opinion about the U.S. educa-
tional system, a 1992 Gal‘ﬂ‘%}‘)ﬁmfed that 68 percent of the sample
interviewed believed thaf] public schools fail fo educate the nation’s children.
That statistic would be used to suggest that the general public—not just the
people interviewed in this survey—give American public education a vote of
no confidence.

Surveys and polls are widely used in the physical annd

to gain information about public opinion on matters of policy.

RATES OF CHANGE Often, what is noteworthy about a statistic is not its ab-
solute size butdtsrate of change. For instance, it may be more important to
know that thd national debt Jdoubled ducing the 1980s than to know the total
dollar amount. Similarly, knowing thaave increased at a much
faster rate than personal income may be mareaseful than knowing either of
the exact amounts. And knowing that thq world’s populationfis doubling faster
and faster may have greater implications than knowing what the total popula-
tion is. Speakers often can illustrate and emphasize such dramatic rate changes
through visual aids.

Rates of change show what is happening and can help an audience
compare the situation to some known benchmark. By themselves, however,
statistics may not tell much and may easily mislead.? For example, one student
speaker supported the claim that the university was not promoting affirmative
action by citing what seemed like an important statistic:

Did you know that fewer African Americans were admitted to this school this year
than last year? There’s no excuse for that! It proves that this school has no commit-
ment to diversity.

CHAPTER 5
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SPEECH

testimony

Information or an opinion expressed
by someone other than the speaker,
cited to support some claim.
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The speaker had fallen into a statistical trap, however, by failing to note that
the fotal number of students admitted was lower this year than last. The per-
centage of African-American students in the entering class was actually slightly
higher and had increased for three years in a row.

EXPERIMENTS Experiments are controlled tests of the effect of one thing
on another. They are conducted by comparing situations that are essentially
similar except for the factor being tested. A claim that secondhand smoke
leads to lung cancer, for example, would be supported by comparing the
cancer rates of two groups that were similar in all essential respects except
that one had been expas S S and the other had not.
Similarly, the claim tha§ African-American drivers pre stopped by police offi-
cers in a particular neighborhood more often than are Caucasian drivers could
be tested by sending the same model car through the same neighborhood at
the same time of day at the same speed with drivers who differ only in the
color of their skin.

Testimony is information or an opinion that is expressed by someone
other than the speaker, who uses the testimony to support some claim. When
using testimony, you rely on someone else’s judgment, and so you need to as-
sess that person’s competence and credibility. You may also need to convince
the audience that your source is knowledgable and trustworthy.

FACTUAL TESTIMONY  Facts are pieces of information that can be proved
true or false. Speakers often support ideas by reporting facts that were gath-
ered by others, such as quoting the secretary of state about developments in
the Middle East, or quoting a public health expert about the dangers of sec-
ondhand smoke, or quoting a campus security officer about the number of
crimes reported last year. When you quote facts, you are implying that you
cannot verify the information yourself but are willing to accept it because you
think the source is credible.

OPINION TESTIMONY  Opinions are beliefs formed from experience and
judgment. When you offer another person’s opinion to support a claim, you
are indicating that someone whose judgment is trusted, whose expertise is val-
ued, or who is in a better position to know than most people are has reached
a certain conclusion. You are asking the audience to accept that conclusion
because of the person’s expertise, judgment, or knowledge, not because you
can verify the statement. Thus you might quote an expert in Middle Eastern
politics to support a point about the peace process in that region, or you
might quote campus security officers about whether the campus is a safe
place to be after dark.

When using opinion testimony for support, consider whether the au-
dience will know and trust the person you are quoting. You may have
to establish why your source’s opinion is more valuable than the average
person’s.
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CHOOSE A STRATEGY

Using Research to Support Your Speech ' ‘\{I

THE SITUATION

Since you started school a year ago, you've often heard students on campus complaining
about the level of financial assistance available. Many of the students on your campus must
work part time to pay for tuition and expenses. You and some friends have joined together to
form a group to lobby for more financial aid—and a larger variety of types of aid. You have
one week to prepare for a ten-minute presentation in front of the director of financial aid to
convince her that more aid is needed for students on campus.

MAKING CHOICES

1. What types of information do you need to back up your arguments about the situation on
your campus?

2. What types of information do you need to illustrate that your situation is worse than on
other similar campuses across the country?

3. What other types of information will be relevant and effective?
WHATIF. ..

Suppose that your research shows that: (a) your school falls within the national average for
amounts of financial assistance awarded; (b) your school has a higher-than-average percentage
of students who work; (¢) there are fewer types of financial aid programs available at your
school than at similar schools; and (d) tuition is higher at your school than the national average.

1. With one of your key arguments lacking in support, what additional information should you
get to support your overall case?

2. What other arguments might you make based on the evidence and how might you sup-
port them?

3. What will you do with the information that does not support your case?

FINDING SUPPORTING MATERIAL
FROM PEOPLE

The word “research” conjures up images of the scientist in the laboratory,
the solitary scholar in a musty library, or the introvert peering for hours into a
computer screen. Although laboratories, libraries, and computers are indeed
places where evidence can be found, do not overlook your personal observa-
tions and interviews with others as potential sources of support.

Your memory is an important source of evidence. Experiences you've had,
events you've observed, and things other people have said to you all become
part of your personal stock of supporting material.
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Besides the things you remember, your own observations may be a source
of evidence. If your topic is about the quality of campus housing, you might
visit a variety of living units and observe what conditions are like. In your
speech you then could state, “I visited six kinds of living units on campus, and
here is what I found.” Your reported observations would become evidence.

Sometimes the best source of supporting material is other people. In-
terviews enable you to ask exactly the questions that you need to have an-
swered, and the give-and-take of the interview routine permits follow-up
discussion. Moreover, people sometimes will make statements in an oral in-
terview that they would not be willing to make in print.

It is not only national and international experts who provide valuable in-
terviews. The manager of the local department store has a perspective on how
economic conditions affect consumer confidence. Faculty members have ex-
pertise on a variety of issues in every academic discipline. And fellow stu-
dents can tell you about all aspects of campus life, including, say, how
changes in funding for student loans may affect their educational plans.
Clearly, potential interviewees are everywhere, and your strategic planning
should consider all options.

If distance or time constraints prevent you from conducting face-to-face
interviews, you can question sources by telephone, mail, or the Internet. How-
ever you actually contact your sources, the following guidelines will help
make your interviews effective.

PREPARE FOR THE PERSON Learn as much as you can about the people
you plan to interview. How long have they held their current position? What
experiences have they had with the subject? Are they prominently identified
with some issue or aspect of your topic? Are they well known, or will you
need to establish their credentials? Thinking about such questions in advance
of the interview process will allow you to derive the greatest benefit from your
sources’ expertise in the time available.

PREPARE FOR THE SUBJECT Tt is a waste of your sources’ time if you ask
them very general questions or seek information that you can get easily in
other ways. Don'’t let the interview substitute for your own background read-
ing and research. Be familiar with general aspects of the subject, including its
history, its current state, and relevant issues. Make sure that you understand
basic concepts that are likely to come up in the interview so that you can fo-
cus your questions on unique information that your source can provide.

5.3 Guidelines for Interviewing

1. Prepare for the person. 5. Take notes or record

2. Prepare for the subject. the interview.

3. Prepare for the format. 6. Determine what can be used.
4. Conduct the interview

competently.
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PREPARE FOR THE FORMAT An interview is a particular kind of commu-
nication event that proceeds through questions and answers. Before the inter-
view, formulate your questions carefully so that they are not vague and not
leading or hostile. Your questions should be simple and direct and should not
anticipate answers or favor any particular viewpoint. Instead, you should give
your sources the opportunity to make their own judgments, to explain why
they think as they do, and to comment on different points of view that others
may have expressed.

Also be aware that different types of questions elicit different types of in-
formation. A closed question limits the respondent to a fixed number of
choices, such as “Would it be more efficient for campus security to invest in
(1) an escort system or (2) a shuttle bus?” This type of question directs the re-
spondent to pick one option from those you have offered, which is helpful
when you want to commit the person to a definite position. A closed question
also allows you to count and compare the answers of different respondents,
since they all choose from the same optional answers. But closed questions do
not reveal much about respondents’ thinking and opinions.

In contrast, an open-ended question does not limit or direct the person’s
response, as in “What do you think should be done to enhance campus secu-
rity?” Although an open-ended question does permit full expression of opin-
ions, the answer may stray far from the information you most need for your
speech, and you may have to refocus the interview repeatedly.

Time is another factor to consider in formulating questions. A closed
question can be answered quickly and may allow you to interview more re-
spondents; but you will need time to collect, tabulate, and analyze responses
before you can use the information in developing your speech. Open-ended
questions take more time to answer, which may limit how many respondents
you can interview (and how many are willing to be interviewed). Also, re-
spondents often introduce important matters that you did not consider in your
original questions, and you should allow time to pursue them.

CONDUCT THE INTERVIEW COMPETENTLY Being a competent inter-
viewer includes such basic matters as arriving on time, reminding the person
who you are and the purpose of your interview, and thanking him or her for
taking the time to help you. But competence also includes the ability to adjust
your questions in response to the flow of the interview itself. The person may
say something that answers several of your questions or parts of them, or a
comment may bring up a question that you had not planned on asking. Do
not regard your questions as rigid and inflexible; adjust them as the interview
evolves. On the other hand, if the interviewee seems to ignore a question,
you may need to ask it again, perhaps phrasing it differently. Or you may
need to ask a follow-up question that explores the implications of a previous
response. Finally, you must take care to reach an agreement with the respon-
dent about what information, if any, you can quote directly and what informa-
tion is solely for your own use. If you do intend to quote directly, be sure that
your understanding of the person’s answers is accurate and exact.

TAKE NOTES OR RECORD THE INTERVIEW Don't assume that you will re-
member everything important that is said during an interview. Arrive prepared,
with notebook in hand, so you can keep track of important points. If you pre-
fer to tape-record the interview, be sure to ask ahead of time whether that will
be all right; no one should be recorded without permission. Think carefully

closed question

A question with a finite number
of choices from among which the
respondent must pick.

open-ended question
A question that does not restrict the
range of possible responses.

follow-up question
A question that explores the implica-
tions of a previous response.
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about using a tape recorder, however. Although it does free you from the bur-
den of note taking and ensures an accurate record of the interview, it also may
make the respondent more guarded and less candid, knowing that every word
is being “recorded for posterity.” Besides, later on you’ll have to transcribe the
entire recording in order to organize notes for your speech. It may be more
practical and more effective to take notes during the interview itself, while you
have the opportunity to follow up and clarify the person’s remarks.

ME) DETERMINE WHAT TO USE IN YOUR SPEECH Not everything that you

obtain in an interview will be useful in your speech; nor should the interview
be your sole source of information. As you assemble materials for the speech,
ask yourself which points can be supported most effectively by the interview
SPEECH and which points can be supported just as well by other sources. For example,
you may decide to rely on printed sources for general or statistical information
about your topic and then draw on the interview for opinion testimony and
for real-world examples.

-
b -
I

FINDING SUPPORTING MATERIAL IN PRINT

Although your personal knowledge and experience with others are valu-
able sources of evidence, you probably will need to rely heavily on printed
material—especially when your topic is of public significance. In that case,
you’'ll want material of broader scope than what you have experienced or
what people have told you. The library is the best source of printed material,
and often of audiovisual material as well. An added benefit of doing library
research for your speeches is that you will learn much about how to use the
library and will probably discover that it is an inviting rather than a forbid-
ding place.

When you think of printed materials, you probably think first of books.
Both general and specific books about your topic—as well as anthologies of
essays by different authors—can be valuable sources of supporting mategal.
m es the fastest way to locate relevant books is to consult thﬁ

|sub;'ect index )m the card catalog. Subject cards may be a separate section of
the catalog or may be filed together with title cards and author cards. Many
libraries now rely on computerized catalogs, and same alsg have igcorpo-
m rated databases from other libraries or from thq Library of Congress. [Today’s

computerized catalogs are easy to use and make research remarkably efficient
and productive. Don’t hesitate to ask a librarian for help in using a computer-
ized catalog.

Whether on cards or computer, the subject entry will give you important
information about a book: its author, title, length, date and place of publica-
tion, other subjects under which the book is listed, and its call number (see
Fig. 5.1). The entry also may guide you to other closely related subjects. For
example, the subject heading “labor unions” may direct you to such categories

s “trade associations,” “labor-management disputes,” and “collective bargain-
ing.” Don’t hesitate to explore these headings as well.
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451.4 Mishara, Brian L.

.A5 Alcohol and old age / by Brian L.

M57 Mishara and Robert Kastenbaum. -- New

York : Grune & Stratton, c1980.

ix, 220 p. ; 24 cm. -- (Seminars in
psychiatry)

Includes bibliographies and index.

1. Geriatric psychiatry. 2. Aged--
Psychology. 3. Alcohol--Physiological
effect. 4. Alcohol--Psychological
aspects. 5. Alcoholism.

I. Kastenbaum, Robert, joint author.
IIl. Title

The book’s call number will tell you where to find the book on the li-
brary’s shelves. If the stacks are “open,” meaning that you have access to
them, browse the books with call numbers near to the book that you want.
You may discover related titles that you hadn’t identified by other means.

Sometimes, particularly if your library is small, you may run across a cita-
tion to a book that cannot be found. Fortunately, most libraries can arrange an
interlibrary loan, using specialized indexes to help you identify other libraries
that have the book and arranging to borrow it for you. Be aware, however,
that this takes time. If you anticipate needing books that your library doesn’t
have, request them far ahead of when you will need them for your speech.
The librarian in charge of interlibrary loans can explain the procedure and
time frame to you.

Although usually published in book form, reference works are a special
category of printed sources. They are seldom intended to be read from cover
to cover; they do not develop a sustained argument or claim; and they usually
are not written in narrative form. Rather, they are convenient collections of
facts and information. Typically, reference works are shelved in a special sec-
tion of the library, where a reference librarian can help you find and use the
foll s n types of materials.

| Dictionariesjnot only tell you the definitions of a word but also trace its
origin and usage. Besides general dictionaries, you can find specialized dictio-
narj i ify the terms and usage within particular fields.

| Enc;clogediaslare also either general—the md_ﬁm.m.dg.n_mamghm@;—l
or specialized in particular subjects, such as Thq Encyclopedia of Philosophy
and the International Encyclopedia of Communications. Encyclopedias con-

tain brief essays that will give you an overview of a subject. If that subject is
incidental to your speech, this level of understanding may be all you need. If

FIGURE 5.1
Example of a catalog card.
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you need a deeper understanding, the encyclopedia will give enough back-
ground information to steer you to more specialized sources.

Abstracts are short summaries of articles or books related to a particular
discipline. Many academic and professional groups publish abstracts of the ar-
ticles appearing in their current journals. By reading abstracts instead of entire
journals, you can discover which articles include material that may be useful.

Fact books are compilations of statistical information that you can consult
when you need specific data to support a point in your speech. Almanacs, for
example, are published every year and supply up-to-date facts about an enor-
mous.rance of subiects
mm]m Biographical Veferenceslidentify particular individuals and outline their
backgrounds and achievements. Who's Who is the best-known biographical
reference, but a vast number of such sources can tell you about both contem-
porary and historical figures.

Compilations and yearbooks are edited collections of material of a given
type. For example, Editorials on File is a digest of selected newspaper edi-
torials arranged by topic; it is published regularly and then compiled into a
yearbook each year. Other examples of such compilations are Facts on File

and Congressional Quarterly Almanac, an especia..bgugaﬁ.ﬂ_gmd.ﬁn_ﬁ.;l'
m status of issues currently before the U.S. Congress| Congressional Quarterly
also publishes a pamphlet called CQ Researcher, which examines a different
issue of public interest each week. This compilation of facts and opinions in-
cludes background information, editorials about each side of the issue, and
a bibliography of important books and articles to help you start researching

the e
rov1de geographical information, including the exact location and

phy_gg.l_gh.a.ggm@(i‘ Z cific sites, cities, and regions.

Collections of quotationsfare useful both for tracking down the origin of
m popular sayings and for finding maxims or brief quotations related to a partic-
ular topic.

Periodical indexes, found in the reference section of the library, are de-

m scribed in the next section.

m Periodicals (sometimes called “serials”) are published at regular intervals—
usually weekly, monthly, or quarterly—and have the advantage of being more

up to date than books.

m GENERAL-INTEREST PERIODICALS These are usually sold on newsstands
Ig.n.d.h;ua.n;m.p.u.m_a.ndw Z irculagte wwidely: examples include 7ime,
Newsweek)|U.S. News & World Report, fand| People. Periodicals like these may

mm have useful information about current events, but their coverage of issues is

fairly brief and not deep, with the exception of feature articles. Given their
mass circulation, they may be useful in identifying topics of interest and prev-
m alent attitudes among many readers.

Other general-interest perlodlcals are more focused journals of opinion
that delve more deeply i S and often espouse a particular point of
w Republicfand Progressive[liberal) and Commen-

view. Exc
mmm tary and] National Reviewlconservative). Consult sources like these when you
are interested in a particular political perspective on your topic. Other opinion
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journals, such asl Atlantic kn(j Harper’s, lend to represent more diverse and
eclectic viewpoints.

and| Business Week) or rock music nd Spin) or may be as nar-
rowly focused as snowmobiles, digltal 1mag1ng, or coin collecting. Whatever
your topic is, you probably can find a periodical that is devoted to it. Some are
aimed at specific demographic groups—based on age, gender, ethnicity, and so
on—and even cities are the focus of magazines named after them.

| SPECIAL-INTEREST PERIODICALSl These are intended for readersha
hav%ests, which may e as broadly defined as business

_Q.._

TECHNICA These are written primarily for specialists in
a gwen fleld Scholarly ]ournals are the obV1ous example

can HistoryllAmerican  Bar Assocmtzon ]ourmzl | Ouarterly ]ournal of Speecb

and so wﬁm i iblish scholarly journals,
such aq Critical Inquiryland Yale ReviewllLaw reviews jlso fit into this cate-

gory. Although journals like these are intended mainly for subject-matter spe-
cialists, they sometimes include material that can be very helpful for a speech,
such as the results of surveys, experiments, and historical and critical analyses
conducted by experts in various fields.

INDEXES TO PERIODICALS You can locate periodical articles by consult-
ing published indexes, the most common of which is the Reader’s Guide to
Periodical Literature. This easy-to-use subject-matter index can be found in
virtually every library, and you probably have used it in the past. With few
exceptions, however, it indexes only popular, general-interest periodicals.

To locate articles in special-interest and technical periodicals, consult the
large number of specialized indexes that are available. The Bulletin of the Pub-
lic Affairs Information Service is useful for many topics dealing with public pol-
icy issues. The Social Sciences Index and the Humanities Index can point you
to journals and periodicals relating to those many disciplines. The Business Pe-
riodicals Index can help you research topics about the economy and business
conditions, and the Index to Legal Periodicals covers law reviews and journals.
Finally, the International Index to Periodicals can guide you through journals
published in other countries. If the subject of your speech falls outside these
categories, ask the reference librarian to suggest appropriate periodical indexes.

Newspapers are the most important source of ongoing current informa-
tion. Besides reporting the latest news, many newspapers analyze and inter-
pret it and publish related feature articles. Your own daily newspaper will be a
valuable source of information for speeches. If you do not already do so, de-
velop the habit of reading the paper regularly and clipping material that you
think may be useful in developing a speech.

Especially if you live outside a major metropolitan area, it’s a good
idea to consult newspapers that cover current events and opinions more

comprehensively gh.a.n&ou.r_l.ﬂﬁa.l.pa.pﬂkdoes. Many of these have their own
indexes, including] 7he New York Times|probably the most comprehensive),

WEBLINK
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hel W eet Journg iness and economic issues), the
Christian Science Jdoui Washing osilCparticularly on matters of na-
tional politics), the] Chicago Tribune,fand thq Los Angeles Times.

Like most of us, libraries discard all but the most recent newspapers, but
first they usually record them on microfilm. You can read the film on machines
designed for this purpose, and you can take notes or make photocopies of
material that you want to use in your speech.

An often-overlooked source of supporting material is the vast range of
icat aLe i governments. Many college and university
libraries are government depositories, fwhich means that they regularly receive
copies of most federal (and sometimes state) government publications._Some
alsqdnclude the publications of foreion oovernments and of thd Unifed Nations.
Covering virtually every public issue, governmen i i

i s, pamphlets_research studies § congressional
I?i-‘c.:‘.ial opinions, |an agency publications. [Often, however, these are not in-

dexed in the card catalog or general periodical indexes. If your speech topic
is of concern to government bodies, you are well advised to visit the govern-
ment publications section of your library and to consult with the librarian in
charge. Although government documents may seem intimidating at first, you
can learn to use them effectively by following their few printed directions and
seeking the help of the librarian if necessary.

The most comprehensive federal index is the Monthly Catalog of U.S. Gov-
ernment Publications, in which titles are arranged alphabetically under the
government agency that published them. The subject index is probably the
best place to start. When you look up the subject of your speech, you will find
a series of entry numbers, one for each document in the alphabetical listing.
When you find the entry number, return to the front of the index and locate
the document with that entry number. You will then be able to identify the
issuing agency, title of the document,_call number,_and Superintendent of
Documents number. Although the Monthly Cataloglis the most comprehensive
index, it is not annotated. You will have to guess from the issuing agency and
the title whether the document will be useful to you.

The Congressional Information Service is an especially valuable index to
congressional publications because it includes abstracts, or brief summaries, of
their contents. Again, the subject index lists entry numbers that you can use to
look up the abstracts. This is particularly useful in approaching multivolume
transcripts of congressional testimony. The Congressional Information Service
includes all the publications of the legislative branch: hearings, committee
reports, commissioned studies, and other documents. It does not index the
executive or judicial branches, and it does not cover years before 1970.
Nonetheless, for matters that are currently before Congress or that have
been considered in the recent past, it is an invaluable reference squrce

Other indexes to federal government publications include th

Isional Record Index, Ithe American Statistics Index, and the Index to U.S. Gouv-
ernment Periodicals. The librarian in charge of the government periodicals
section can help you locate and use these. Similarly, because state and inter-
national documents are indexed in a variety of ways, ask the librarian for help.
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FINDING SUPPORTING
MATERIAL ELECTRONICALLY

The development of the World Wide Web (Internet) has made a wealth
able. Some of the material is very useful, such
aq online library card catalogs, information from organizations, and subject-
specific information that you can’t find anywhere else. Properly used, the
Web can be a valuable supplement to library research. Keep in mind, though,
that anyone can publish on the Web; with no assurance of quality control,
you also will find information that is inaccurate, useless, tasteless, or even
willfully misleading. For this reason, no matter how critically you assess in-
formation on the Web, you should not rely entirely on it for your research
but should use electronic sources in addition to sources you find from peo-
ple or in print.

The Web got its name because each site on it usually contains /inks to
other related sites, thus forming a kind of web. Having found a site that con-
tains useful information, you can follow its links to other sites that seem inter-
esting. This is like using the bibliography of one book to find other books,
only much faster.

BROWSERS|] To navigate through the links on the Web, you need a browser,
a computer program that keeps track of where you are on the Web and of the
path you took to get there. The browser also displays a particular site’s infor-

While the Internet can provide
quick access to a wide variety
of information and research
about your speech topic, you
should evaluate information
obtained on the Internet
critically before relying on

it as supporting material.
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mation on your computer monitor. The two most widely used browsers are
Netscape Navigator and Microsoft Internet Explorer.
A browser will enable you to:

* Go to a specific site by entering its address into the computer. Each
site has a distinct address, called a Uniform Resource Locator (URL).
This always begins with the letters <http://>. The colon and the
two slash marks are required and are followed by the specific URL.
For example the Wehsite for Allyn & Bacon, the publisher of this
book, if <http://www.abacon.com>

* Move to a new site by selecting an on-screen link. When you look at
a page displayed by the browser on your monitor, you'll often see
words and phrases that are highlighted, usually by being under-
lined and appearing in a different color from the main text. High-
lighted phrases are the links to other pages on the Web. Click your
mouse on a highlighted phrase, and the browser will jump you to
the selected location. Some links lead to programs or data files that
you can download to your computer.

® Return to previous sites. Clicking the mouse on the “Back” button
retraces your path through the linked pages of the Web. Clicking
on the “Forward” button returns you to the site you left when you
began retracing your path.

® Go to your home page. When you start your browser, it always
brings you to the same starting point, or home page. Clicking the
mouse on the “Home” button returns you to that page.

e Set bookmarks to locate specific sites. A bookmark brings you di-
rectly to a Web page without having to go through the other links.
This is useful when, after dozens of links, you finally find what you
were searching for, or when you discover a site that you may want
to explore later. Netscape Navigator files bookmarks under the
“Bookmark” menu, and Microsoft Internet Explorer files them un-
der “Favorites.” In either case, when you reach a site that you want
to bookmark, select the “Add” option under those menus; to return
to a bookmarked site, pull down the menu and select the name of
the bookmark. Figure 5.2 lists some subject-specific sites that you
might want to bookmark.

* Revisit any recent site. The browser creates a history file that records
the name of every site you visit as you “surf the Net.” This lets you
return to any recently visited site. In Netscape Navigator you'll find
the history file in the options under the “Windows” menu, and in
Microsoft Internet Explorer it is under the “Go” menu.

e Print the currently displayed page. When you find information that
you want to keep, you can print it out by clicking the “Print” button.

ISEARCH ENGINESI There is no overall organization for Websites that is sim-
ilar to a library’s card catalog. Thus, when you are researching a speech, it is
difficult to know where to look for useful information. You have to roam the
Web until you happen to find what you’re looking for. With a browser, your
search might be immediately productive, or it might take a good deal of time
and still you might miss key sites altogether. With so many diverse sites on the
Web, it's impossible to visit them all yourself in search of information.

To solve this problem, you need a kind of program called a search en-
gine, which scans a gigantic index that is created by robot programs that roam
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nformation on
the Internet
LahoolChat Bvents __ Nitip//eventsyanoo.coml
[ Ntp://Www/torum
Imecast ttp://timecast.com

the Web collecting and indexing its pages. The largest search site is Alta Vista

<http://altavista.digital.com>}. It contains information from 31 million pages
on 476,000 Websites, and its search engine looks through this massive index in
a fraction of a second to find key words and phrases.

Another popular search engine is maintained by Yahoo!
. Whereas Alta Vista is based on key words, Yahoo! is based on
categories, and it shows links to Websites that cover the topics you specify.
The difference is dramatic. For example, Yahoo! recently returned a list of 133
categories and 12,284 sites that had the words “Supreme Court decisions” in

e T FIGURE 5.3
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FIGURE 5.2
Frequently used
subject-specific sites.

WEBLINK]

CHAPTER 5 RESEARCHING THE TOPIC

135


wlp135g.htm
wlp135h.htm
wlp135h.htm
wlp135g.htm
wlp135h.htm
wlp135a.htm
wlp135b.htm
wlp135c.htm
wlp135d.htm
wlp135e.htm
wlp135f.htm

their title or category name. Alta Vista, in contrast, found more than 2 million
pages of information using the same search words.

Because search engines have massive indexes, they are likely to give far
more information about sites than you can absorb, much less use. By making
your search as specific as possible, you can trim down the number of sites re-
turned. Suppose that your topic is about drunk driving. Using Alta Vista, type
“drunk driving” in the search box and click the “Submit” button. Alta Vista will
search its index for all Web pages that have the words “drunk” and “driving.”
Within seconds you will see that “drunk” was found about 8,000 times and
“driving” was found over 43,000 times. There is no way you can consult all
those sources, even if you had weeks to prepare your speech. And even if you
could, you would find that most of the pages are not pertinent to your topic.
How can you avoid this problem?

Try again, but this time type “drunk+driving” in the search box. The + sign
ties the two search words together, so now Alta Vista will find only sites that
contain them as a phrase. (You can accomplish the same goal by putting the
words inside quotation marks.) The new search results in about 200 sites.

Now, if your topic is mainly about laws that govern drunk driving, you
can modify the search further. Typing “drunk+driving laws” will make it more
likely that you will find what you need within the first several sites.

Now conduct the same search using Yahoo! Type “drunk driving” in the
search box, and click the “Search” option. You will find 7 categories that have
these words and only about 211 sites with “drunk driving” in the title. Then
type “drunk driving laws” and search. You'll find fewer than 10 sites with
those words in the title.

Why the big difference between Yahoo! and Alta Vista? Because Yahoo!
m is looking for titles and categories, whereas Alta Vista is looking only for the
words. Conduct searches in both sites, and see which you like better. Follow-
ing are some other search engines that you may want to explore:

mm]m Excite http://www.excite.com
p— __ __
m |

Info Seek http://www.infoseek.c

[Lycos http://www.lycos.com
m Web Crawler http://www.webcrawler.com I

The + sign is one way that you can narrow the scope of the search. Here

mm]m are some other possibilities:
e AND This command causes the search engine to find only Web

pages that include a// the key words you specify (but not necessar-
ily together). For instance, if you entered “drunk AND driving,” the
search engine will find only Web pages that use both words.

e NEAR This command is used to find Web pages on which two
words are close to each other. For example, “drunk NEAR driving”
will lead you to pages that include such phrases as “driving while
one is drunk.” Various search engines have different tolerances for
“closeness,” but usually the search terms must be within six or
eight words of each other.

* NOT The NOT command allows you to make a distinction be-
tween closely related terms, when you know which key words you
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want to eliminate. For example, “DWI NOT DUI” will locate pages
with the term “DWI” (driving while intoxicated) but not any related
pages that use the term “DUI” (driving under the influence).

Since anyone can construct a Website for any reason, the Web includes in-
formation that is biased, out of date, or simply inaccurate. But it also contains
the most recent information about topics of current interest. You have to figure
out where to look.

Pay special attention to the home pages of government agencies and think
tanks. These organizations conduct extensive research and release policy pa-

rum_m_a_mmﬁ;ww SSIES most comprehensive is the Electronic
Policy Net, <http://www.epn.org/>, which includes an easily navigated image
map. Clicking a location on this map brings you to the home page for a partic-
ular subject, such as “Health Policy.” When you arrive at the page for health-
related issues, you will see a variety of specific subjects. Click on one of these,
and you will enter a hypertext analysis of the issue.

Think tanks are often not neutral but are supported by organizations with
a pamcular 1deolog1cal perspectwe The Electronic Policy Net, for instance, la-
bels ind a wide range of think tanks
afj Allyn & Bacon’s Public Speaking Website junder the link for “Social
Problems and Social Policy” (<http://www.abacon.com/pubspeak/topic.html>).

In Chapter 6 we will consider how to decide whether your supporting ma-
terials are of good quality and really do support your claims. Here, however,
because the presence of information on the Internet is almost completely un-
regulated, we need to note some special precautions about supporting materi-
als from electronic sources. The following questions are especially pertinent.?

*  Who set up the Website? If you cannot tell who sponsors the site,
be suspicious of its contents. People or organizations with an ax to
grind can disguise their motivations or identity, leading you to regard
biased information as though it were neutral. One clue to a site’s reli-
ability is its domain name—the last portion of its URL. As a general
rule, URLs that end in <.gov> (government agency) or <.edu> (edu-
cational institution) may be more reliable sites than those ending in
<.org> (organization) or <.com> (commercial source).

* When was the site last updated? The value of the World Wide Web
is that it can supply up-to-the-minute information about current
topics. Often, however, sites are not updated regularly, and the in-
formation becomes obsolete. If you cannot tell when a site was last
updated, that may be a reason to be wary of its content.

e Can you confirm the information? If something seems too good to
be true, it probably is. And if you find information on the Web that
seems to make your case airtight or to refute someone’s ideas con-
clusively, be careful. A good general rule is to check electronic in-
formation against other sources. Even if you can’t find the exact
same facts or ideas, what you obtain from the Web should be com-
patible with what you learn from people or in print.
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APPLYING STRATEGIES

The Hardest Thing about Doing Research

Laura Breland

When investigating a topic,
I try to find the most out-
rageous things about it.
The more unique, the
better for me. Gather
many sources and elimi-
nate some of them that
will hurt more than help
the speech.

SPEECH

Checklist

PART 2

Latif Faraq

The hardest thing about
doing research is the lit-
erature review. After going
to the library and bringing
all the books and journals

£

“wlt

Carrie Biesel

| did my persuasive speech
on automobile safety and

| needed to have statistics
to back up my personal ex-
perience. | went to the

you need, you have to
sit down and read the

library, and all the books
| found were very outdated

materials and find out

which ones are useful

for your topic.

T. ). Brinkerhoff

The hardest thing about
doing research is search-
ing the material thor-

or checked out. | ended
up getting on the Internet
and finding a lot of infor-
mation there.

oughly, and concentrat-
ing on it long enough
to extract the important
information.

A STRATEGY FOR RESEARCH

Researching for a speech can seem overwhelming. At first the topic may
seem so vast that you don’t know where to begin. You may not be able to
think of any people you should interview, or you may identify so many people
that you don’t have time to question them all. The resources of a major library
can be daunting, and specialized indexes and finding aids may only com-
pound the problem by revealing an even larger mass of material to consider.

5.4 Research Strategy Checklist

1. Start early. 7. Read progressively.

2. Determine where you need 8. Read selectively.
to go. 9. Read efficiently.

3. Bring necessary materials 10. Be open to new ideas.

lies. .

and supp u:es 11. Use multiple sources and

4. Learn the library’s layout evidence of various types.
and the locations of various 12. K h material fil
materials. . Keep a speech material file.

5. Develop a preliminary 13. Know when to stop.
bibliography.

6. Set priorities within the
bibliography.

INVENTION AND DEVELOPMENT OF THE SPEECH



A research strategy can make these burdens manageable. Just as you need
to understand your speech goals and the means to achieve them, you need to
approach research strategically. The following suggestions will help you de-
vise a research strategy.

START EARLY  Your instructor no doubt has warned you not to wait until
the last minute to begin preparing your speech. This is sound advice. Research
does take time and involves a certain amount of trial and error. The sooner
you begin thinking about and working on the speech, the better.

DETERMINE WHERE YOU NEED TO GO Your topic may require you to
do research in the field, in the library, on the Internet, or by a combination
of methods. The analysis described in Chapter 4 of the issues related to your
topic should help you determine which questions you need to answer and
which kinds of research will help you answer them. Keep those questions in
mind as you do your research.

BRING NECESSARY MATERIALS AND SUPPLIES 1Its frustrating (and of-
ten embarrassing) to arrive at the research site and discover that you don’t
have the materials you need. For example, if you are conducting interviews,
you may need a tape recorder, tapes, and batteries or an extension cord as
well as a notebook and pen. In the library you may need notecards, pencils
or pens, computer disks, and correct change for the photocopying machine.
Think ahead, and be prepared.

LEARN THE LIBRARY’S LAYOUT You do not want to waste valuable re-
search time figuring out how the library is arranged and where things are. You
should know your way around. Learn where to find the card catalog, the ref-
erence room, and the stacks. Find out where periodicals, newspapers, and
government publications are kept. Learn whether copying and computer
equipment is available and what the library’s hours and procedures are. If
your library offers an orientation tour, arrange to take it even before you
begin intensive research for your speech.

DEVELOP A PRELIMINARY BIBLIOGRAPHY Consult the various indexes
and reference works described in this chapter to develop a list of potential
sources. To save time later, this preliminary bibliography should include the
call numbers or other identifying numbers you will need to locate the material.

SET PRIORITIES WITHIN THE BIBLIOGRAPHY The order of items in
your bibliography will probably not reflect the order in which you want to
read the materials. Decide what is most important to locate right away. It may
be a particular aspect of the topic or a certain kind of source.

READ PROGRESSIVELY If you are not yet very familiar with your topic,
begin by reading general works to gain a background understanding of key
terms, major issues, and the origins and development of the subject. This
background will prepare you for in-depth reading about the specific issues
that you will highlight in your speech. Finally, there probably are particular
claims or arguments for which you will need support: a specific example, a
particular statistic, or a certain piece of testimony. As you proceed through
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plagiarism
Using someone else’s words or ideas
as though they were your own.
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your research, be clear about what level of understanding you seek. In gen-
eral, if you find yourself reading about the same points repeatedly in different
sources, it is time to move on to a more specialized level of research.

READ SELECTIVELY Very likely you will discover far more information than
you can read—or even skim—in the time you have to prepare your speech.
The key is to be selective in what you read. For example, check the dates of
available sources. For some topics, such as whether a recession is likely to oc-
cur in the next yi.a.ugﬁgwﬁ' is crucial. For other topics, such as
the origins of thq Social Security system, Jolder material may actually be more
valuable. If the date seems inappropriate for your purpose, don’t bother con-
sulting that source.

READ EFFICIENTLY Doing research is not like reading a novel; you want to
read quickly and efficiently, not from cover to cover. The goal is to identify
which elements of a document or source are most pertinent for your speech.
Skim material, looking for key words and a general sense of the context. Use
guides—such as a book’s table of contents, index, and headings—to deter-
mine which sections to read carefully and which you may skim or skip. Stay
alert, however; efficiency is not haste, and you do not want to make a wrong
turn somewhere that causes you to misunderstand the context of key points.

BE OPEN TO NEW IDEAS Even though you are reading with a particular
goal in mind, keep open the possibility that your research may change your
perspective or uncover something about your topic that you had not consid-
ered. You might discover issues that you did not originally anticipate, and you
might even decide to change your thesis statement.

USE MULTIPLE SOURCES AND EVIDENCE OF VARIOUS TYPES Your
speech will be less credible if all the supporting material comes from a single
source or is of one type. If you use a single source to support your claims,

the audience may think that you are simply parroting the thoughts of someone
else, which may leave you open to the charge of plagiarism. Although pla-
giarism usually involves the use of someone else’s words as though they were
your own, it also applies to the use of someone else’s ideas. Even if you cite
the source properly, you may invite trouble. For example, one student’s
speech about recycling presented the same information, in the same order,

as did a pamphlet that had been distributed to every student on campus. Not
only did this student bore the audience with information they already had,

but she made them angry, since they thought she was trying to avoid the work
of amassing evidence from different sources and arranging it creatively for
their benefit.

Likewise, the speech will be less interesting if all your evidence is of the
same type. A mix of examples, testimony, statistics, and other types of support
not only will hold the audience’s attention but also will add credibility to your
claims by suggesting that the same conclusion was reached through several
different methods.

KKEEP A SPEECH MATERIAL FILE Sometimes you will find materials that

could be useful in a speech while you are doing something else—reading the
newspaper, watching television, conversing with others, or studying for other
courses. Don't lose track of this material or assume that you can find it when
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you need it. If you think that you may want to talk about a subject later in the
term, begin now to save relevant material as you come across it.

Experienced speakers develop a speech material file. The file might be
a notebook in which you jot down ideas, quotations, stories, poetry, or inter-
esting examples. It might be a file of clippings from newspaper or magazine
articles. The form of the file is not as important as the habit of keeping one.
You will be pleasantly surprised by how much easier it is to prepare a speech
when you do not have to start literally from scratch, when you already have
materials about topics that interest you.

KNOW WHEN TO STOP Research is an ongoing activity, and you can al-
ways learn more about any topic—especially if you enjoy the subject and like
doing research. But there comes a point at which you must stop collecting evi-
dence and assemble the speech, which, after all, has limits of time and scope.
Besides, you want to leave enough time for the other steps of preparation; fur-
ther research will only tell you more about what you already know—and
more than you can possibly tell the audience. Considerations like these should
help you to determine when it is time to move on to the other steps of speech
preparation. As you develop the speech, you can return to research as needed
to fill specific holes.

NOTE TAKING AND FILING

No matter how thorough or extensive your research is, it will do you
little good if you forget what you learned or where you learned it. Sometimes,
something will seem so vivid or so obvious that you cannot imagine forget-
ting it, but most people remember far less than they think they will. Experi-
enced speakers have learned to keep track of their speech material by
establishing some system of note taking. Be guided by whatever works best
for you, but the following suggestions should help you to establish an effec-
tive note-taking system.

USE A FLEXIBLE SYSTEM Recording each idea, statistic, example, quota-
tion, and the like on an individual notecard or sheet of paper is better than
taking continuous notes about different topics or taking notes in a spiral note-
book or other bound book. A flexible system is one that makes it easy to sort
and rearrange material in organizing the speech, to locate related materials,
and to discard items that you decide not to use. Taking notes on a computer
may be the most flexible system, as long as you can rearrange the notes easily
in developing the speech.

When taking notes from electronic sources, you can follow the same
methods described here—copying material from the monitor onto notecards
or sheets of paper. But there are also programs that enable you to take notes
electronically. One such program, distributed by Allyn & Bacon, is QeNotes. It
enables you to select electronic information for later reference and to capture
the source information. The program creates notecards with the information,
allows you to add comments to each card, and organizes and files the note-
cards for later use. It also allows you to keep track of sources and to build ref-
erences and footnotes.

speech material file

Afile of clippings, quotations, ideas,
and other gleanings on a variety of
subjects that may be used as sup-
porting materials.
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Library card catalogs are often
computerized, making it easier and
more efficient to locate research
materials.
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Author Card—Computer Display

/ Search request: F PA MISHARA, BRIAN \
Search result: 5 records at all libraries

Type HELP for other display options.

1.
Author: Mishara, Brian L.
Title: Alcohol and old age / by Brian L. Mishara

and Robert Kastenbaum.
New York : Grune & Stratton, c1980.
Description: ix, 220 p. ; 24 cm.

Series: Seminars in psychiatry.

Notes: Includes bibliographical references and
index.

Subjects: Aged -- Alcohol use.

Alcohol -- Physiological effect.
Geriatric psychiatry.

Other entries:  Kastenbaum, Robert, joint author.
Seminars in psychiatry (New York, N.Y. :
1975)
(Record 1 continues on the next screen.)

Press RETURN to see the next screen.

->
\_ f su aged alcohol use J

INCLUDE FULL BIBLIOGRAPHIC CITATIONS A “full” citation contains
all the material needed to find the source from which you took notes. This
step may seem time consuming, but you can make it more efficient through
careful use of abbreviations. In any case, it should not be omitted. First, you
often will need to go back to the original source to verify your notes, to
check their context, or to compare them with other sources. Second, the bib-
liographic information will often be helpful in evaluating the strength of evi-
dence or in choosing among different sources of evidence. It takes far more
time and effort to find the source a second time than to note its full biblio-
graphic citation while doing research.

Because standard guides for citing sources often neglect electronic mater-
ial, the following suggestions should be helpful:*

e If the Internet material has a print equivalent, begin with the cita-
tion for the hard-copy version, and then proceed through the fol-
lowing steps.

e If the Internet posting has no apparent print equivalent, identify the
name of the article in quotation marks, then identify and italicize
the name of any larger complete work or any institutional associa-
tion that sponsors the information.

* Give any other identifying file number or version number that is
available.

* Give any available date for the origin or the posting of the docu-
ment, without parentheses.

INVENTION AND DEVELOPMENT OF THE SPEECH




* Give an exact citation of the Internet address or the URL locator for
the Website. Preserve slashes, mechanics, and spaces within the ad-
dress. Do not add a final period.

¢ Follow this immediately with the date of your access to the posting,
enclosed within parentheses, followed by a period.

DECIDE WHETHER TO QUOTE OR TO PARAPHRASE THE SOURCE

It takes less thought but more time simply to copy the exact words of the
source. Unless an exact quotation is necessary, it is more efficient to para-
phrase, to summarize the gist of the idea in your own words. Obviously, your
note-taking system should signal to you at a glance whether a note is quoted
or not. A good method is to enclose the words of others in quotation marks
but to omit them from your own paraphrases or summaries.

CLEARLY IDENTIFY DELETIONS AND ADDITIONS IN QUOTED MATERIAL
Sometimes the quotation you want to use is interspersed with other material
that is unrelated to your purposes or is longer than you want to quote. At
other times the quotation may not be clear unless you add some words—for
example, to identify the reference of a pronoun in the quotation.

When you use a quotation, you must make certain that all deletions and
insertions are faithful to the context of the original source. Your notes should
identify any variations from the exact text of the quotation. The most common
practice is to identify deletions in your notes with an ellipsis (a series of three
dots, like this ...) and to identify insertions in notes with brackets (like this
[ D. It is important to use brackets rather than parentheses, because parenthe-
ses would indicate that the inserted words were in the original source. (In the
speech itself, use changes in pitch or rate to identify insertions or deletions.)

TAKE NOTES ONLY ONCE If you take notes in longhand, be sure that you
write legibly so that you do not have to recopy or type the notes. Duplicate
note taking is a waste of time. Increasingly, laptop computers are used for
note taking, which overcomes the problem of unclear handwriting. A com-
puter also lets you take notes in continuous fashion and later print them out
on separate sheets of paper, as recommended earlier. Or you may keep your
notes in electronic files that you can search and manipulate as needs arise.

Research locates the supporting materials to be used in the speech. These
materials are of many types, including personal experience, common knowl-
edge, direct observation, examples, documents, statistics, and testimony. They
can be found from people, in print, and electronically. Supporting materials
from people include personal experience and interviews. Among printed
sources of supporting material are books, reference works, periodicals, news-
papers, and government publications. There are special indexes and finding
aids for many of these sources of supporting material.

Computer technology makes it possible to find supporting material on
the World Wide Web by using a browser or a search engine. With appropriate
search strategies you can avoid information overload and find useful material.
Because few if any restrictions govern Internet publication, electronic evidence
must be evaluated with special care.

Although the process of researching a speech can seem overwhelming,
it can be managed by developing a research strategy. Such a strategy includes
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beginning early, being clear about what is needed and where it can be found,
setting priorities and reading materials progressively and efficiently, taking
useful notes, and developing the habit of maintaining a speech material file.

1. Which types of supporting material would you need to back up the thesis
“Television programs have too much violence” Evaluate each type of sup-
porting material, and determine which part of the thesis each type would
best support.

2. With a group, discuss the pros and cons of the following sources of sup-
porting material, including the situations in which each type would be
most appropriate:

Personal experience
Interviews

Library research
The Internet

1. In researching a thesis of your choice, find an example of each type of
supporting material. Test the strength of each type to determine which ma-
terial would best support your thesis.

2. Conduct an interview, following the guidelines offered in this chapter.

3. Follow the directions in this chapter for using the Internet to research
your speech. Did the browsers and search engines work effectively? Did
you find relevant information without being swamped by irrelevant mater-
ial? How did you determine which material was relevant and trustworthy?

1. Using online library resources. The Internet can be useful to
assist in traditional library research. You can use the Internet to
access the card catalogs of many libraries. This will help you de-
termine what kind of resources are available on your topic.

Check out thel Library of Congress Ifor starters. Point your
browser to <http://lcweb.loc.gov/homepage/Ichp.html> and
click on the link for searching the catalogs. The online librarians
will provide instructions for doing Web-based searching with
key words and for browsing online. In addition, you will see an
explanation of how to use Telnet, a different computer program
than your Web browser, to do “Command Search.”

You may also be able to find the card catalog for your college
library or a public library near you. A good cleari r
finding the online resources to use in your area isiLibweb,r

located at the University of California, Berkeley campus. Go to

<http://sunsite.berkeley.edu/Libweb/>. Notice that you can find
links to libraries of various kinds—and from all over the world.

(continued)
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Libraries differ in their protocols for doing online searches. Many
use the types of searching that you learned how to do at the
Library of Congress site: Web-based searches with key words,
browsing through lists, or using Telnet commands.

2. Finding i i rom U.S. government agencies. Check
especially aj FedWorld, [which links you to most of the agencies of m

the U.S. government. Point your browser to <http://www.fedworld.

gov/> A_second valuable source for online government informa-
tion i FedStats. [This page reports on studies that have been done

by various government agencies, and particularly empirical studies mm]m

that gather statistical data. Go to <http://www.fedstats.gov/>. Of
special note is the A—Z search function, which lists topics in alpha-
betical order. Or click on the link for “Agencies,” which takes you
to pages for different federal offices.

3. Finding and citing online research sources. Do an interactive
exercise from the Allyn & Bacon Public Speaking Website that
guides you through the process of doing a variety of types of on-
line research. You will also learn how to cite an online source us-
ing the MLA (Modern Language Association) guidelines. Go to
<http://www.abacon.com/pubspeak/exercise/mlaexer.html/>.

Note, once again, that you have the option of sending a copy of
your results page to your professor or to yourself. You may also
print a hard copy. Click on the various links to pages that will take
you step by step through:

Using search engines such as Alta Vista and Yahoo!
Sources for finding and citing online periodicals and journals
An exercise for finding an online speech text and citing it

4. Finding online newspapers. There are thousands of newspapers

worldwide or.l.i.nLEi.n.d_m.m_QLLhm_a. Editor & Publisher m
MediaINFO links. Go to <http://www.fnediainfo.com/ephome/

npaper/nphtm/online.htm/>. From there you can browse by conti-
nent or enter a keyword search term to find a newspaper. Some
newspapers will require that you register with them. This service is
usually free, and may require that you provide an e-mail address.

1. Thomas B. Farrell, “Knowledge, Consensus, and Rhetorical Theory,” Quarterly Jour- Notes
nal of Speech, 62 (February 1976): 1-14.

2. For more on the misuse of statistics, see John Allen Paulos, Innumeracy: Mathe-
matical Illliteracy and Its Consequences, New York: Hill and Wang, 1988.

3. Some of the problems with doing electronic research are explained in Steven B.
Knowlton, “How Students Get Lost in Cyberspace,” The New York Times, “Education
Life” section (Nov. 2, 1997): 18, 21.

4. For more information about how to cite electronic sources, see Janice R. Walker
and Todd Taylor, Columbia Guide to Online Style, New York: Columbia Univ.

Press, 1998.

} Go to the Zarefsky Website
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Reasonin

In This Chapter We Will:

Examine the nature of rhetorical proof in public speak-
ing and learn how it differs from proof in formal logic
or mathematics.

Identify the three components of rhetorical proof:
claim, supporting material, and reasoning.

Explore six basic patterns of reasoning, focusing on
their types, appropriate tests of their soundness, and
how to use them in a speech.

Learn what a fallacy is and identify both general fallac-
ies and fallacies that correspond to particular patterns
of reasoning.

Appreciate how an understanding of reasoning
processes helps in preparing and delivering a speech

and in being an active, critical listener.
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rhetorical proof

Proof established through interaction
between the speaker and the listen-
ers; provides support for a conclu-
sion but not assurance that it is true.
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y now, you have analyzed your situation, picked a good topic, and as-
sembled some useful supporting materials. But how do you know
whether these materials actually prove the point you want to make?
In this chapter you will learn about proof in public speaking and how to
strengthen the reasoning in your speech.
Consider the following claims:

° 2+2]=4

e The sum of the angles of a triangle equals 180 degrees.

* Light travels at 1,086 miles per second.

e The Mona Lisa is Leonardo da Vinci’s most beautiful painting.
¢ The semester academic calendar is best for our university.

* The government’s economic policy is bad for the country.

The first three statements are mathematical or scientific claims; they are
based on a system of rules by which they can be proved with absolute cer-
tainty—as long as you operate within that system. The last three claims are dif-
ferent; they involve beliefs, values, and judgments. Although for any of these
three you could find evidence that convinces you of their truth, someone else
might be unimpressed by your evidence or might find counterevidence to ar-
gue an opposing point. Therefore, the “proof” of these claims is not offered
with the same level of certainty that supports the first three claims.

& PROOF, SUPPORT, AND REASONING

The ideas in a speech almost never take the form of a fixed mathematical
principle as in the first three claims above. Instead, the basic material of public
speaking is like the last three claims, involving matters of belief or value, judg-
ments about what ought to be, norms of conduct, or predictions about the
future. Such statements require agreement between the speaker and listeners,
not only about the truth of the claim but also about what should count as proof
in the first place.!

Rhetorical proof is established through interaction in which the speaker
and listeners reason together. This type of proof does not ensure that a con-
clusion is correct, but it offers support for a conclusion. It gives listeners confi-
dence that the conclusion is probably correct and that they can share it, make
it part of their working knowledge, and act on it if they are able to do so.

Suppose you are speaking to first-time employees about how they should
save and invest their money. Research and analysis have convinced you that
buying stocks is the best investment, but you can’t prove that conclusion be-
cause it involves value judgments, predictions, and speculations. To help lis-
teners reach the same copglusion vour speech might draw on statistics,
historical accounts of the growth of the stock market, find examples of suc-
cessful investors. These are called “supporting materials” precisely because
their function is to support your conclusion. They do not guarantee that your
conclusion is correct, but they give listeners good reasons to accept what you
say and to act on it.
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Unlike mathematical proofs, then, rhetorical proofs have degrees of sup-
port ranging from strong to weak. As a result, both speakers and listeners
must evaluate rhetorical proofs critically, testing them rather than taking them
for granted. Your goal as a speaker is to provide the strongest support possi-
ble for your conclusion. What factors make rhetorical proof strong?

The overriding factor in supporting a claim is, of course, the audience.
Listeners who pay attention to the reasoning in a speech are critical and ac-
tive; they are willing to be convinced but are skeptical enough to ask whether
the speaker’s reasoning withstands scrutiny. Critical listeners will ask whether
your causal links are valid, whether your comparisons are apt, and whether
the people you quote are authorities in the subject—all tests that you will
study in this chapter. Knowing that you will face a critical audience helps you
as a speaker, because you will make sure that your reasoning is strong. In this
way you and your listeners work together to achieve the highest possible stan-
dard of rhetorical proof.

Audiences differ, of coursﬂ‘ u might need different proofs to
convince, say, an audience off Democrats fthat the adminigtration’s ecogomic
policy is flawed than you would need for an audience ofl Republicans. [But if
you focus too narrowly on the immediate audience, you could run into a
serious ethical problem: Yes, you may be able to convince the audience, but
should you? Not all audiences are made up of critical listeners (as advertisers
know only too well). Indeed, some listeners probably would accept just about
any conclusion.

CHAPTER 6

Even as you select proofs that
are suited to the specific audi-
ence, one standard for a rea-
sonable and ethical argument
might be what you would
consider suitable for a jury

of your peers. With that stan-
dard in mind, what would be
your strongest arguments in
Justifying a military action for
this audience?
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reasonable

Would be inferred by most
people when exercising their
critical judgment.

claim

A statement that a speaker asks lis-
teners to accept and that the speaker
tries to prove.

inference
A mental leap from the supporting
material to the claim.
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Whenj Adolf Hitler’s [devoted followers accepted his claims about German

racial superiority, did that prove his statements true? The answer to this diffi-
cult question turns out to be “yes and no.” In a purely functional sense, yes:
For those people in that situation, Hitler’s claims could be considered proved;
believers made the claims part of their working knowledge and acted on
them. But in a larger sense, no: Regardless of what Hitler’s supporters did or
did not believe, they should not have accepted his claims, because his reason-
ing and evidence were flawed.

Speakers need to focus not only on proofs that listeners actually do re-
gard as solid but also on proofs that they ought to regard as solid. Generally, a
proof is reasonable if it would be taken seriously by a broad and diverse
group of listeners exercising their best critical judgment.? Such an audience in-
cludes people who actually hear your speech as well as a larger, more cultur-
ally diverse audience who might “overhear” it through word of mouth or the
media. Think of a well-selected jury of peers in a well-run courtroom as your
audience; if such a group of critical listeners would accept your proof, the in-
ference is reasonable.

Even if your actual audience does not resemble such a group, do not
abandon your standards. In offering a rhetorical proof, you must satisfy the
immediate audience and also must meet a broader standard of reasonableness
that would satisfy a larger imagined audience of critical thinkers.

Any idea in the speech—whether a main point or a subordinate point—
can be regarded as a unit of proof that has three components: the claim, the
supporting material, and the reasoning.

CLAIM The claim is the statement that you want the audience to accept;
it is what you are trying to prove. The claim could be your broad thesis
(“Popular music has changed greatly since 1960”), or one main idea (“Music
videos have added a new dimension to popular music”), or a specific
subpoint (“Having a video aired on MTV is now as important as getting
radio time”).

SUPPORTING MATERIAL This second component of a proof, examined in
Chapter 5, provides evidence for your claim. To prove your claim, you must
link supporting material to it.

REASONING It is reasoning that links the supporting material to your claim
so that you and your listeners together can decide whether the evidence really
does support the claim.

Usually the claim and the supporting material are stated explicitly in the
speech and are easy to identify. But the essential link, reasoning, is usually im-
plied; it involves a mental leap from the supporting material to the claim. This
leap is called an inference. The inference enables us to say that, even though
we are going beyond what the supporting material literally says, we feel justi-
fied in doing so because similar inferences in the past have usually led to ac-
ceptable results.
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After introducing a speech about the effect of tax increases on a family’s
budget, student Catherine Archer claimed:

Taxes have taken a bigger bite out of the average paycheck each year. Just look at
the record. Our state sales taxes have gone up faster than our income. Local prop-
erty taxes have gone through the roof. And now the federal government is propos-
ing to raise gasoline taxes again. Where does it all stop?

After the speech, she invited questions from the floor. “What about Social Se-
curity?” one woman asked. Catherine replied:

Thank you. That’s still one more example of a tax that has gone up faster than in-
come. In fact, many people today pay more in Social Security tax than in their in-
come tax.

Then a man in the audi e taxes, I want
to remind you about thetax cuts passed by Congress in 1997, fespecially the
capital gains cut”; he seemed to imply that Catherine had not considered a/l
the possible taxes and had jumped to a conclusion. She didn’t disagree with
the man but restated her claim: “You’re right about capital gains, but other
taxes have gone up so much that my main point is still true.”

This example illustrates five important aspects of rhetorical proof:

1. Reasoning plays the crucial role in linking supporting material to the
claim. Catherine’s reasoning connected specific examples to her claim that
taxes take a larger share of the paycheck each year.

2. Reasoning depends on an inference but cannot guarantee that the infer-
ence is “right.” Nonetheless, we still can apply tests of soundness. In this
case, for instance, do the examples really represent the overall tax picture,
or has Catherine left out some important categories?

3. An inference often takes the form of an implicit statement that some gen-
eral rule is being followed. Catherine’s reasoning implied: “These exam-
ples of tax increases are significant and representative.”

4. The speaker and listeners together decide whether the inference is sound.
This audience participated by asking questions that helped to identify pos-
sible problems with Catherine’s inference, and she had a chance to ad-
dress their concerns. Together, speaker and audience probably became
more confident about the inference.

5. Nothing can guarantee that the inference of a rhetorical proof is correct,
but over time tests have evolved to distinguish between good and bad in-
ferences. Asking whether Catherine’s examples represent all categories of
taxes is one such test.

Figure 6.1 on page 152 shows the relationships among claims, supporting
material, and reasoning. It shows the “inner workings” of the speech, thus en-
hancing the view of the rhetorical situation depicted in Chapter 4 (see Fig. 4.3).

The best time to construct effective reasoning relationships is after you re-
search the speech. Your outline (discussed briefly in Chapter 1 and fully in
Chapter 9) will help you to see what is used as supporting material for each
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FIGURE 6.1

An enhanced view of the rhetorical
situation: the inner workings of

a speech.

FIGURE 6.2
An outline reveals links in
reasoning.

152 PART 2

Audience

Supporting
\ Reasoning (inference) ] 4
P Claim  |«s=p-| Occasion

Material /

claim. As Figure 6.2 shows, each Roman numeral in the outline identifies a
main idea that supports your thesis statement, and each capital letter repre-
sents supporting material for that main idea. At a smaller level, each capital
letter marks a claim that is supported by all the Arabic numbers under it,
which, in turn, are supported by the lowercase letters, and so on.

Beginning with the smallest claims in your outline, examine the support-
ing material for proofs; then identify what kind of link (inference) will best
connect the supporting material to each claim. In this chapter are practical
methods to help you discover appropriate links and to test whether they will
make the connection that you want to make with your audience.

To help you develop convincing rhetorical proofs, next we will discuss six
broad categories of reasoning: example, analogy, sign, cause, testimony, and
narrative. For each category the discussion first will focus on the variety of
types, then on some tests to discover errors in reasoning, and finally on sug-
gestions for using each reasoning pattern in a speech.

Il. Lack of variety is not a valid complaint against Campus Food Service.
A. You get more choices than you would at home.
1. Each day there are 3 main entrees and a vegetarian meal.
2. There also are other options.
a. A salad bar
b. Cereals
c. Breads
d. Soups
B. A special dinner is offered once each month.
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APPLYING STRATEGIES

o T

The Use of Reasoning in Speeches

Latif Faraq

I noticed in the speeches given by
the students in my class that if

there is no reasoning in a speech,
the audience will be doing some-

thing else rather than listening to it.

But, if there is reasoning in the
speech, all the class will pay atten-
tion and support the speech.

Laura Breland

| think [the way to decide on] a
strategy for reasoning is to find
the one that best suits the speaker
when he or she is preparing a

speech. If the speaker adapts to in-

ductive reasoning, then he or she
should use that strategy more in
his or her speech. If the speaker
adapts to deductive reasoning, he
or she should use that strategy
more in his or her speech.

T. ) Brinkerhoff

Using reasoning in speeches is im-
portant in supporting your topic,
especially in a persuasive or argu-
mentative speech. Speeches that
are filled with facts and statistics,
but are absent of supporting logic,
do not help listeners develop an
opinion of the subject. Using a line
of reasoning one way or the other
helps an audience form an opinion
either for or against your stance.
Hopefully, using effective, sound,
and documented reasoning will
help your speech have more
strength and credibility.

F

it

Carrie Biesel

I guess my best example of that
would be in my persuasive
[speech], too. | didn't just spout a
bunch of meaningless facts and
statistics. | talked about a car acci-
dent | was in personally and the
effects it had on me, physically and
emotionally, and on my family, the
families of others that were involved
in the accident, etc. That made it hit
home more and seem more like
“that could happen to me.”

STRATEGIES FOR REASONING
i THROUGH EXAMPLE

Probably the most common reasoning pattern in public speaking is infer-
ence from example. Examples are specific instances that are used to illustrate
a more general claim; the inference is that the specific is typical of the general.
For example:

e A tourist notices that three downtown streets are deserted at mid-

day and infers that businesses in that town are not doing well.
examples

Specific instances used to illustrate a
more general claim.

* On four occasions a student succeeds in visiting faculty members
during their office hours and infers that instructors are conscien-
tious and accessible.
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representative
Typical of the larger category from
which a case is selected.
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* A researcher discovers that 15 percent of the people in one com-
munity lack health insurance and infers that about 15 percent of
the country’s population has no health insurance.

* Believing that most politicians cannot be trusted, a citizen infers
that neither of the candidates for mayor can be trusted.

In each example someone has brought together a statement about a par-
ticular situation and a statement about a general claim and has attempted to
relate the two. Whether proceeding from specific to general (the first three
examples) or from general to specific (the last example), the inference is that
particular cases are representative of the general category. To say that they
are representative is to say that they are typical cases, that there is nothing un-
usual about them.*

A moment’s thought shows why representativeness is important. Suppose
that, although three downtown streets were deserted, traffic jams occurred
near all the city’s shopping malls; then the tourist would not be justified in
drawing a general conclusion from the specific case observed. Or imagine
that the student’s four successful visits were all on days when faculty members
were careful to hold office hours because they were advising majors for next
semester’s registration; then it would not be valid to infer that instructors are
accessible at other times.

In short, if the particular cases are not typical (not representative),
then we cannot confidently infer that what is true of them is true in general.
Again, inferences cannot be guaranteed as mathematical proofs can be. But
even if we can’t be absolutely certain that examples are representative, we
can still try to select them in a way that removes all known causes of distor-
tion or bias.

Speakers use many different types of examples, depending on their pur-
poses. The following three considerations are especially pertinent in select-
ing examples.

INDIVIDUAL VERSUS AGGREGATE EXAMPLES Sometimes a speaker
describes individual occurrences of an example. John, Martha, and Claude,
for instance, are all friends of the speaker who had to interrupt their ed-
ucation for financial reasons; by talking about each of them, the speaker
supports the inference that the cost of a college education is a serious
concern.

At other times, individual cases will be less convincing than an ag-
gregate statistical example. Because 50 percent of students in a national
survey report that they have seen someone cheat on an examination, the
speaker infers that probably half the students on campus have witnessed
such behavior.

FACTUAL VERSUS HYPOTHETICAL EXAMPLES Factual examples are
actual occurrences; whether individual or aggregate, they are “real.” In
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When your argument is based
on quite specific examples,
you must try to show that
these examples are typical,
This speaker believes, as

her poster claims, that

“many people” deal with the
problem of HIV by denial.

contrast, a speaker may construct hypothetical examples, creating a

vivid (but imaginary) illustration of something abstract. To describe the
problems of homelessness, for example, a speaker might invent a hypo-
thetical character whose daily experiences are typical of homeless people
generally.

A speaker may have good reasons to offer a hypothetical example rather
than a factual one, but the invention should be a nd should
never be treated as fact. One journalist received 4 Pulitzer Prize for a series
of stories describing the plight of a child who was addicted to drugs; when it
came to light that this child was hypothetical rather than a real person (as the
stories had intimated), the prize was withdrawn.

BRIEF VERSUS EXTENDED EXAMPLES Sometimes a quick list of exam-
ples is effective, because the speaker’s emphasis is on the existence and num-
ber of cases rather than on their details. Thus, to establish that many students
are worried about the cost of education, a brief mention of John, Martha, and
Claude should support the claim.

But suppose the speaker wants listeners to understand what students go
through when financial problems make them leave school. Then it would be
more effective to offer a more complete description of just one case. Better
than to simply report that John had to leave school for financial reasons would
be to describe the events that led to his decision—the conversations between
him and his parents, how he broke the news to his friends, and what his life
has been like since leaving.
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Checklist

fallacy of composition
Assuming that what is true of
the part is automatically true of
the whole.

fallacy of division
Assuming that what is true of
the whole is automatically true
of the part.
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6.1 Tests for Inference from Example

1. Are there enough examples? * what is true of the part must

2. Do all the examples repre- be true of the whole (fallacy
sent the category? of composition)?

3. Are the examples ambiguous? * what is true of the whole

must be true of the part

4. Are the examples falla- (fallacy of division)?

cious? Do any examples
assume that

Inference from example will be accepted as reasonable if listeners have
no reason to doubt it. Ask yourself these questions when using inference from
example to support your claim:

1. Are there enough examples? If the number of examples is very small, par-
ticularly in making a statistical generalization, the sample may not include
significant features of the population as a whole. If you claim that more
students are graduating from high school than ever before, because your
high school graduated a record number of students, the audience may
doubt your inference; your high school is only one of thousands.

2. Do the examples represent the whole category? If all the cases you cite are
alike in some way that distorts your inference—say you use only fraternity
members as examples to support some point about all college students—
your claim will be weakened.

3. Are the examples ambiguous? Sometimes a single example can support dif-
ferent inferences, making it a poor example. If 70 percent of employees
are dissatisfied with the company’s new computer system, one speaker
may claim that the new system is flawed; but another speaker may claim
that employees need more training to understand the new system. Which
claim is the audience to believe?

4. Are the examples fallacious? Although the point of an inference by exam-
ple is to relate the part and the whole, be aware that the parts do not al-
ways add up to the whole. The fallacy of composition results from
assuming that what is true of the part is automatically true of the whole.
(“The instructor enjoys this class very much, and so the students must en-
joy this class, too.”) Conversely, the fallacy of division results from as-
suming that what is true of the whole is automatically true of the part.
(“The students are excited about the homecoming game, and so the in-
structor must be excited, t0o.”)

1. Limit the number of examples. You want enough examples to indicate a
pattern that supports your inference, but you don’t want to risk boring the
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audience with unnecessary examples. Consider your purpose and audi-
ence carefully; a single example may be enough.

2. Make sure each example is believable. Even one unbelievable example can
undermine your inference—and your entire point.

3. Avoid obvious, overused examples. If you tell listeners what they already
know, your inferences may seem trivial or trite. Seek novel examples that
might surprise the audience. Arguing against censorship, for example, stu-
dent Sarah McAdams skipped the standard example of book burning in
Nazi Germany; instead, she surprised listeners by citing examples of U.S.
censorship:

S, anyone caught teaching Darwin’s Origin of Species in aITennessee publicl
school Jwas fined. In 1933 a young actor was arrest, amuggling an illegal item
into the United States. That item was James Joyce’'d Ulyssesf-a book that is now
considered a literary masterpiece. In 1980, students were forced
to read an edited version of Shakespeare’sl Romeo and Juliet I) ecause parents and

teachers thought the original play was too racy.

4. Match the details of examples to your purpose. If your main point is the
very existence of the example, few details are needed. But if you want to
show the audience exactly how the example illustrates your inference,
supply more detail.

5. Make the examples memorable. After selecting enough believable, fresh
examples, bring your inference to life for the audience by carefully select-
ing details and describing the examples vividly. We will pursue this goal
in Chapter 10, “Achieving Style through Language.”

STRATEGIES FOR REASONING
THROUGH ANALOGY

An analogy is a comparison of people, places, things, events, or more ab-
stract relationships. Whereas the key feature of inference from example is the
link between the parts and the whole, the key feature of inference from anal-
ogy is a comparison between the known and the unknown.

Suppose your college is considering a major investment in the athletic
program, hoping to increase alumni contributions through successful athletic
competition. You don’t know whether that will happen, but you do know that
a similar school increased alumni contributions after overhauling its athletic
program, and so you infer that your school will benefit similarly.

An inference from analogy asks the audience to accept the idea that items
that are basically alike in most respects will also be alike in the particular re-
spect being discussed.

Analogical inferences are prominent in public speaking because they are
psychologically appealing to an audience. They enable us to accept something
that is unknown because it is similar to something that we do know.>

Depending on whether the comparison between things is direct or con-
cerns their relationships, an analogy is either literal or figurative.®

CHAPTER 6

analogy

A comparison of people, places,
things, events, or more abstract
relationships.
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literal analogy
A direct comparison of objects,
people, or events.

figurative analogy
A comparison of the relationships be-
tween objects, people, or events.

Checklist
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LITERAL ANALOGIES A literal analogy is a direct comparison of objects,
people, or events. A speaker who says, “Illinois will not be able to escape
the recession, which has already hit Michigan—another Midwestern industrial
state” is directly comparing Illinois to Michigan. The inference is that, because
Illinois is basically like Michigan, it too will probably face recession.

Speakers often use literal analogies to suggest that one action or event
is a precedent for another—that actual experience with one enables us
to predict what will happen with the other. Student Cecilia Villa took this
approach in arguing that the proposed budget for the space station was
too optimistic:

The experts tell us that the space station will cost only $37 billion. But this figure
will surely increase. Look at the Hubble space telescope. This piece of NASA engi-
neering went $60 billion over budget, and it still didn’t work when it was
launched!

FIGURATIVE ANALOGIES A figurative analogy compares the relation-
ships between objects, people, or events in order to make complex or abstract
statements more vivid and more concrete. Again, the comparison begins with
something the audience already knows.

Suppose you wanted to claim that the Social Security System will face fi-
nancial problems around the year 2020 as “baby boomers” reach retirement
age. You could support your claim with statistics, of course, but that could be
tedious and would work far better in print than in a speech. But if you said,
“Depending on Social Security for your retirement income is like playing Russ-
ian roulette with your future,” your comparison would make the statistics—
and your point—clear: Social Security is a gamble.

Similarly, the speaker predicting a recession in Illinois might add, “Trust-
ing the politicians to find a way to avoid it is like putting the fox in charge of
the chicken coop.” This speaker is not directly comparing politicians to foxes
or the recession to a chicken coop. Rather, the comparison is figurative; it
points to relationships. The politicians stand in the same relationship to the
recession that the fox does to the chicken coop. In both cases those who sup-
posedly are protecting something are really a grave threat to it.

As we saw concerning inferences from example, things may be similar,
but they are never completely identical. Thus, as with examples, we can never
be sure that an analogy is completely valid. No matter how similar things are,
they are also different in some respects.

6.2 Tests for Inference from Analogy

1. Are there basic differences 2. Do the differences outweigh
as well as similarities? the similarities?
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For an analogy to be strong and compelling, listeners have to believe that
the basic similarities between two items outweigh their basic differences. An
analogy raises two closely related questions:

1. Are there basic differences as well as similarities? Suppose a speaker
claims that Detroit and Chicago have similar economic concerns because
they are alike in so many ways: Both are northern metropolitan areas,
both have large populations, both are surrounded by suburbs that erode
the tax base, and so on. Besides these similarities, however, there is an
obvious and important difference between the two cities: Detroit’s econ-
omy has depended on one industry, automobiles, whereas the economy
of Chicago is more diversified.

2. Do the differences outweigh the similarities? The discovery of differences
between items being compared is not, in itself, reason to question the
analogy. One has to demonstrate that the differences really do matter. For
instance, if a diversified economy protects a city better against recession
because workers who lose jobs in one industry can find new jobs in an-
other, then this difference outweighs the similarities between Detroit and
Chicago, and the analogy is questionable. But if a weak national economy
hurts cities in general—whether or not they have a diversified economy—
then this difference between Detroit and Chicago would not matter much,
and the analogy would stand.

1. Avoid analogies that are trite or farfetched. An overused analogy will lose
the audience’s attention and make the entire speech seem stale, while an
analogy with no basis in common sense may call so much attention to it-
self that it distracts from the point it is supposed to prove. The televised
public service announcement that compares the brain to an egg and drugs
to hot butter that “fries” the brain has become both farfetched and trite. Its
target audience of young people know that their friends who use drugs do
not immediately and irreversibly “burn out” their brains. The comparison
is exaggerated, and so the target audience dismisses it. In addition, over-
exposure to this analogy has led to the sarcastic response, “Does bacon
come with that?”

Financial manager Manuel Gonzalez was more effective in using an
analogy to convince operations managers that the company was overex-
tended and risked being bogged down by a product competition it could
not win. He compared the company’s situation to that of the United States
trying unsuccessfully during the 1960s to win the war in Vietnam. He
fleshed out the analogy by showing how a lack of understanding of local
conditions in each market, plus an unmeasured outpouring of resources
in pursuit of vague objectives, was putting the company in the kind of no-
win situation that the United States faced in Vietnam. Because the compar-
ison of a company’s sales and a nation’s military strategy was fresh and
because Mr. Gonzalez developed it in detail, the audience paid attention
and did not find it farfetched.

2. Analyze what you are comparing. Make sure that you understand the es-
sential similarities and differences of the items in your analogy so that you
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sign
Something that stands for some-
thing else.

physical observation (as a sign)
Regarding something that can be
observed as a sign of something
that cannot.

statistical index (as a sign)
A statistical measure that is taken as
a sign of an abstraction.
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can argue convincingly that their similarities outweigh their differences
and will not be surprised if a listener suggests otherwise. The speaker
who compared Detroit’s and Chicago’s economic outlooks must be ready
to respond to a listener’s observation that the cities differ in the important
factor of economic diversification. If that difference wasn’t important to
the speaker’s main point, the analogy could be defended.

. Use analogies sparingly. Although analogies are a form of inference, they

also are like ornaments (to use an analogy of our own). Too many orna-
ments may hide what they are intended to decorate, and too many analo-
gies in a speech may obscure the main point. Political speaker Ross Perot,
for example, uses so many attention-grabbing figurative analogies that
they sometimes overwhelm the audience.”

STRATEGIES FOR REASONING
THROUGH SIGNS

A sign is something that stands for something else—which is usually an

abstraction or something that we cannot observe directly. The presence of the
sign causes us to infer the existence of what it stands for.

If the number of students absent from class increases suddenly, that may be

a sign of a flu epidemic. If today’s average grades are higher than ten years ago,
that may be a sign that grading standards have changed. If homeless people are
living on the streets, that may be a sign that public policies are not meeting the
needs of the disadvantaged. If wages differ for male and female workers doing
similar jobs, that may be a sign of gender discrimination. In each case, we infer
that something exists based on something else that presumably is a sign of it.

In theory, anything can stand for anything else. In practice, however, in-

ferences from signs fall into several types:

e Physical observation
e Statistical indexes
e Institutional regularity

PHYSICAL OBSERVATION If the alarm goes off and you don’t check the
time but you look out the window and see a bright sun, you probably infer

that the sun means it's morning. Similarly, through physical observation of a

bulldozer on an empty campus lot a student inferred that the university was

about to construct a new building. The sun and the bulldozer were observable

signs of other things that could not be observed.

STATISTICAL INDEX Many statistical measures are taken as signs. High
scores on exams, for instance, 3 i i intelligence.
Similarly, the ups and downs of the Dow- '
indicate the health of the economy, and a risingl Consumer Price Index Jis
garded as a sign of inflation. Intelligence, economic health, inflation—these
are all abstract concepts that cannot be observed directly. But in each case
some statistical index that we can see is regarded as a sign of something
that we cannot observe.

Q
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INSTITUTIONAL REGULARITY Institutional regularity is an observable
pattern that results from some norm or social convention. For example, since
athletic competitions usually begin with the singing of the national anthem, if
you turned on your TV and heard people singing it, you might infer that a
game was about to begin. In the same way, since diplomatic disagreements
often are described by such polite phrases as “They had a frank exchange of
views,” that phrase in a news story about international negotiations might be a
sign that discussions had reached an impasse.

If a sign always stood for the same thing, then whenever we observed
the sign, we could infer that the abstract concept was present as well. Thus,
whenever someone scored high on a test, we could infer that the person was
intelligent; and whenever we heard the national anthem, we could expect a
sports event to follow. So certain a sign would be said to be infallible, mean-
ing that it predicts with certainty the existence of the thing it signifies.

Reality offers few (if any) infallible signs. To say that something is a sign,
then, means that it usually signifies something else, although in a given cir-
cumstance it might not. The high rate of absenteeism from class may well
signify an epidemic, but are students suffering from the flu or spring fever? Be-
cause most signs are fallible and can be interpreted variously, critical listeners
and speakers will subject them to the following tests of reasonableness.

1. Is an alternative explanation more credible? Is it more reasonable to
suppose that today’s higher grades signify harder-working students, or
changes in grading standards, or changes in admissions policies? The
question can be resolved by gathering other information. If the creden-
tials of entering students have been similar for the past ten years, then it is
more reasonable to infer that the higher grades signify changes in grading
standards. Examine alternative explanations for a sign before accepting in-
ferences based on it.

2. Can the alleged sign be found without the thing for which it stands?
Although the national anthem is often sung before an athletic contest, it
also is sung on many other occasions—at the opening of a patriotic rally,
for example, or at the end of a television station’s broadcast day. A sign
that can be found in a variety of circumstances is not a solid basis for
an inference.

3. Is ; ingle unusual case? If only one instance
offgender-based wage differences fcan be found, that is not a strong sign
of discrimination. But if a pattern of wage differences can be identified, it
is more reasonable to see that as a sign of gender discrimination.

6.3 Tests for Inference from Signs

1. Is an alternative explanation
more credible?

3. Is the sign part of a pattern,
or a single unusual case?

2. Can the alleged sign be
found without the thing
for which it stands?
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cause
A pattern of inference that suggests

that one factor brings about another.
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1. Use sign inferences to link the abstract with the concrete. Keep in mind
that the primary purpose of a sign inference is to predict the existence of
something that cannot be observed on the basis of something that can be.
Use sign inferences to convince listeners that something they cannot see
does, in fact, exist.

2. Explain the sign relationship clearly. Make sure your listeners understand
exactly what you are alleging to be a sign of something else and why you
think it predicts what you claim. The student speaker who said, “All we
have to do is turn on the television set to see signs of the glory of modern
civilization,” left the audience wondering. Was she referring to the techno-
logical achievements of broadcasting? Did she believe that the content of
television programs showed the triumph of the human spirit? Or was she
actually being sarcastic and preparing to criticize typical television fare?

3. Point to multiple signs of what you want to infer. Student Roger Berkson
used several signs in a speech. Alone, each sign could be fallible, but
together they all pointed in the same direction and gave his inference
credibility:

When I saw that many more students were absent from class lately, I wasn’t sure
that it meant that they were sick. After all, it was close to midterm exams, and
everyone could use more time to study. But then I found out that visits to the
infirmary went up, sales at the pharmacy were on the rise, and more beds were
in use at the city hospital. Those signs suggest to me that we have a flu epidemic
on campus.

4. Do not claim more for a sign inference than it can establish. A sign infer-
ence claims a predictable relationship between the sign and the thing for
which it stands, but it does 7ot establish that either one affects the other.
Although a rise in the Consumer Price Index may predict inflation, it cer-
tainly does not influence, cause, or lead to inflation. This last point high-
lights an important distinction between sign inferences and our next form
of reasoning: inference from cause.

STRATEGIES FOR REASONING
THROUGH CAUSE

Unlike a sign inference, a causal inference explains the relationship
between things by pointing to the influence of one thing on the other.

Suppose the state legislature significantly raises the gasoline tax, which
service stations pass along to consumers by raising the price of gasoline, and
sales then decline. Is this chain of events a coincidence? We can never know
for sure. But it may be reasonable to infer that the price increase affected con-
sumption patterns—that as the cost of gasoline rose, more consumers decided
to limit their driving and to conserve gasoline as well as their money.

A causal inference relates things by identifying one as the cause (higher
price) and the other as the effect (lower sales). The cause, of course, must
both precede and lead to the effect. The scientific method offers procedures
for deciding whether to infer such a cause—effect relationship, or causality.
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Researchers devise controlled testing situations that are alike in every respect
and are held constant; then the researchers vary the one factor that they think
is the cause. If they get different results, they infer that the difference was
caused by the one factor that they changed.

This method of inferring causality is not available to public speakers, who
deal with subjects on which a “laboratory” cannot be controlled. The speaker
must examine the subject as it is and cannot possibly hold constant its many
complex variables. The method for inferring causality, then, is to demonstrate
reasons why the cause—effect relationship makes sense and to ask whether
any alternative explanation is more plausible.

PREDICTION Some causal inferences explain changes by predicting what
leads to what. In a speech about the loss of the ozone layer over the South
Pole, a speaker might say, “When we release fluogacarbons fram aerosol cans
and air-conditioners, we cause the thinning of the ozone layer”; fhe inference
is that fluorocarbons in the atmosphere destroy the layer of ozone that shields
us from the sun’s ultraviolet rays.

ASSIGNMENT OF RESPONSIBILITY Another common use of causal
inferences is to assign responsibility for something, to explain why it occurred.
Suppose you were asked to speak about the question “Why would someone
run for president if there were no chance of being elected?” In thinking about
the question, you may see other reasons to run for office: to get publicity, to
establish political relationships, to add certain issues to the agenda for public
discussion, to position oneself to run for vice-president, to have a good time,
and to be ready in case leading candidates falter. Through a causal inference,
you could present these as reasons or motivations—as causes—for the deci-
sion to run.

EXPLANATION A causal inference also can be used to explain something
that otherwise doesn’t make sense. Consider this paradox: Why, in the richest
nation on earth, are there shortages of funds for virtually every social program?
Answering such a question involves finding some element—often unexpected
or obscure—that explains the situation. If your inference explains that Ameri-
cans strongly prefer private over public investment, you would have identified
a possible cause of the paradox.

STEPS TO A GOAL A causal inference also can relate the means to the
ends, as when we know our goals and want to determine the best way to at-
tain them. This form of reasoning is used often in problem—solution speeches.
If you advocated the development of solar power in order to avoid risking an
energy shortage, you would be employing this type of causal inference.®

As with the other patterns of reasoning, the rhetorical proof in a causal in-
ference is not ironclad. We may think we understand how one aspect of a sit-
uation influences another and yet may be mistaken—as examples throughout
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Checklist

common cause fallacy

Assuming that one thing causes an-
other when in fact a third factor really
is the cause of both.

post hoc fallacy

Assuming that, because one event
occurred before another, the first is
necessarily the cause of the second.
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6.4 Tests for Inference from Cause

3. Does the fact that one event

1. Has a sign relationship been

confused with a causal rela-
tionship?

. Does some common cause

of both factors make them
seem like they have a
cause-effect relationship?

occurred after another
falsely signify a cause-effect
relationship?

. Have important multiple

causes or multiple effects
been overlooked?

this chapter have shown. Any of the following analytical errors will make a
causal inference less reasonable.

1. Has a sign relationship been confused with a causal relationship? Because
we know that two things are somehow related, we mistakenly assume that
one causes the other. Student Michael Leu, for example, let enthusiasm for
his subject overpower his ability to test inferences when he made the fol-
lowing argument:

The cities of our nation have a desperate problem with gangs. Teenagers shoot
each other in the streets in broad daylight with semiautomatic weapons. Now
consider the fact that England doesn’t have this same level of gang violence in its
inner cities. That’s because, in England, guns are illegal. Comparing the United
States to England, we can see that easy access to guns has caused gang activity in
our cities.

Had Michael tested the inference in his last sentence, he might have rec-
ognized a serious flaw in his reasoning. Although an increase in guns may
be a sign that gangs are active, that sign (guns) is not the cause of gangs.

2. Does some common cause of both factors make it seem like they have a
cause—effect relationship? This reasoning error alleges that one factor is
the cause of another, although in fact both manifest some third cause.

If you fall prey to the common cause fallacy, you may mistakenly re-
move what you think is the cause of a problem, only to discover that
nothing changes.

For example, the fact that students in wealthy school districts generally
score higher on standardized tests than do students in poorer districts may
seem at first glance to prove that higher spending for education results in
higher test scores. But some have argued that the real reason why wealthy
districts score better is that the families who live in them can afford to give
their children reading and travel experiences and even personal comput-
ers—and that this enrichment at home leads both to higher test scores and
to pressure on school districts to spend more for education.

3. Is there a post hoc fallacy? In Latin post hoc means “after this”; thus a post
hoc fallacy occurs if you assume that, because one event occurred after
another, it was caused by the earlier event. This reasoning error comes up
often in political speeches. Republicans observe that the Cold War ended
after President Reagan took office and assume that he should get credit for
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it; Democrats point to a recession while President Bush was in office and
blame him for it. Can we reasonably infer that the end of the Cold War
and the onset of recession were caused by these two presidents?

4. Have important multiple causes or multiple effects been overlooked? If a
problem has multiple causes, acting to remove a single cause is unlikely
to solve the problem. Consider the high cost of health care. One important
cause is the inefficient distribution of doctors—most practice in large cities
rather than in smaller communities and rural areas. But forcing doctors to
move will not solve the problem, because other factors also cause health
costs to rise: the small total number of doctors, their inability to control
fees, the costs of advances in medical technology, and changes in the in-
surance industry.

Likewise, a particular action may have multiple effects, some of
which may be undesirable. Student speaker Demetris Papademetriou
overlooked this when he used a causal inference to argue for the legal-
ization of marijuana:

No one wants to lose the forests of America. But in our modern society, we need
paper, and wood is an essential ingredient in paper. Even with recycling, we are
forced to cut trees at an alarming rate. But we shouldn’t lose all hope. There is a
type of plant that could save our trees. By legalizing marijuana, we could use the
hemp to make paper, just as our forefathers did when they produced the paper
on which the Constitution is written.

Talking with classmates after his speech, Demetris found that he had not
convinced them because he had neglected another possible effect of le-
galizing marijuana. Besides producing more paper, his “solution” could
lead to increased use of other drugs—an effect the audience wasn’t willing
to risk.

1. Analyze what the alleged cause is and bow it exerts its influence on the ef-
fect. A student speaker who ignored this advice argued that the position of
the stars on a person’s birthday causes that person to show certain person-
ality traits. When listeners asked questions, though, the speaker was un-
able to explain the astrological cause or how it worked its influence.

2. Realize that causal relationships are often complex and subtle. A cause can
have multiple effects, and an effect can have multiple causes. Be sure that
your analysis of the cause—effect relationship is plausible and that your in-
ference will be accepted as reasonable.

STRATEGIES FOR REASONING
THROUGH TESTIMONY

When you rely on other people for the accuracy of supporting materials,
their testimony stands in for your own direct encounter with the materials. You
have confidence in their judgment and are willing to argue that the claim is
true because they say so.
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expert testimony

Testimony from a person who is gen-
erally recognized as an authority on a
particular subject.

lay testimony
Testimony from a person who is not
an expert.
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When a claim involves, for example, various economic indicators, or the
long-term significance of a Supreme Court decision, or adequate safeguards
for removing toxic waste, few speakers know enough to support the claim
based on their own knowledge. In such cases both speaker and listeners are
usually willing to defer to the judgment of someone whose training, experi-
ence, or esteem might all be reasons to trust that person’s judgment.

In Chapter 5 you learned that testimony can be either fact or opinion.
Each of these forms of testimony can be classified further according to (1) the
type of person who offers it and (2) whether it is quoted or paraphrased.

EXPERT VERSUS LAY TESTIMONY In most cases we seek expert testi-
mony—the support of someone who is recognized as an authority on a par-
ticular subject, who has studied the subject in detail, and whose knowledge
and interest in the subject far exceed the average person’s. It is not unusual,
however, for an expert in one field to make judgments about another field, as
when a sports figure endorses a breakfast cereal or an economist comments
on fashion trends. When experts testify about matters outside their field of ex-
pertise, we should examine their claims closely.

Although expert testimony usually provides stronger support for a claim,
sometimes a speaker deliberately uses lay testimony, citing the opjnians
ardinary people” to show what nonexperts think about the subject
peeches often cited ordinary citizens as heroes to make the point
that patriotism is not abstract or complex and can be expressed by anyone in
daily life.

QUOTED VERSUS PARAPHRASED TESTIMONY  Quoted testimony repeats
the exact words of the source, whereas paraphrased testimony gives only a
general idea of what the source said. The statement “Police Chief Walters said,

If your argument is based on
testimony, your audience has
a right to ask if the person
quoted is really an expert

or authority on the subject.
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‘The rate of burglaries in our town is an embarrassment to civilized society’ ” is
quoted; to paraphrase this you might say, “Police Chief Walters said that the
burglary rate was unacceptably high.”

Although quoted testimony usually provides stronger support, at times a
quotation is too long, too confusing, or too technical for listeners to follow. In
that case a paraphrase may allow you to cite what the source said without los-
ing the audience’s attention. The paraphrase, of course, must render the quo-

tation accurately, or else you will misquote the source.

Enticed by fame or fortune, some people will say just about anything.
Therefore, even the quoted testimony of an expert is not always strong sup-
port for a claim. Like other forms of reasoning, inferences from testimony
must meet certain tests.

1. Does the statement accurately reflect the source’s views? In arguing that
creationism should be taught in public schools, imagine that a student para-
phrased a well-known paleontologist as saying that Darwin’s theory of evo-
lution is wrong. Listeners could find this hard to believe, and their doubts
would turn out to be well-founded if the paleontologist actually said:
Darwin was wrong. Natural selection is not the most important way in which evo-
lution occurs. Other mechanisms that Darwin did not consider play a role just as
crucial to the evolution of species.

This exact quotation shows that the scientist would not have questioned Dar-
win’s theory but only the importance of one proposed means of evolution-
ary change. The speaker’s paraphrase of the statement as an attack on the
theory of evolution was not accurate, and the audience rejected the claim.

2. Is the source an expert on the topic? As noted earlier, an expert in one
field sometimes offers opinions about other fields. But a physicist is not
necessarily an expert on international relations, nor is an actor the most
credible source for a claim about nuclear energy. It is not enough that a
source be regarded as generally well qualified; the source needs to be an
expert in the particular subject about which you are making a claim. (This
test was discussed in Chapter 5. Although it always applies to expert testi-
mony, adapt it to assess lay testimony by asking, “Does this ordinary per-
son have experience relating to the claim?”)

Student speaker Trisha Butcher gave a speech about the benefits of us-
ing ethanol as a fuel source. She based many of her arguments on what
she had heard from her father, a corn farmer:

According to my dad, ethanol causes less pollution than petroleum, and we all
know how important it is in today’s environment that a fuel burn clean. My father
also told me that the production of ethanol-burning automobiles would be an eco-
nomically sound investment for the country. It might cost a lot of money at first,
but the long-term financial benefits outweigh the short-term costs.

Listeners were unconvinced—as they should have been, since this testi-
mony failed several tests. As a farmer, Trisha’s father was hardly in a po-
sition to analyze fuel emissions; nor was he qualified to make national
economic predictions. And since he sold the corn from which ethanol is
produced, his opinion as a source was biased. But Trisha recovered when
she revised this speech for her final class project. She found a chemical
engipeer to comment about fuel emissions and an economist to assess
how]ethanol|fit into the national economic picture. Then she used her
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father’s testimony to illustrate the personal struggles of a corn farmer try-
ing to sell his bumper crop in a saturated market—a point on which he
was well qualified to speak.

3. Is there a basis for the source’s statements? A speaker who offers judgments
without providing any basis for them is said to pontificate. Unfortunately,
experts as well as lay people can do this. But if the source is offering
judgments, listeners need to be confident that he or she is familiar with
all aspects of the topic and has reasons for making the claim.

4. Is the source reasonably unbiased? No one is completely free of bias, of
course, but if a source has a vested interest in a claim, the pressure will be
strong to offer testimony consistent with that interest. An environmental
engineer who owns land at a particular site, for example, may be more

PRLIEN likely to downplay hazards on the site than would an engineer who has
mmm no economic interest in the matter. Similarly, claims by industry experts—
= whether automakers, cigarette manufacturers, or health-care providers—
> should be scrutinized. On the other hand, just because an expert stands to

gain from the consequences of his or her testimony does not mean that
the testimony itself is wrong. When expertise and self-interest are mixed,
however, you need to be a skeptical, critical listener.

5. Is the testimony up to date? Some issues are truly timeless, and so it will
not matter when a person’s testimony was offered. Moral and philosophi-
cal principles may be timeless matters, although even here advances in
knowledge and technology may affect what once seemed settled matters.
On most matters, though—and particularly when data and statistics are in-
volved—recent testimony may be more valuable than older support.

Even when testimony meets all these tests, you still may have to choose
among the conflicting claims of qualified experts who disagree. Do not
simply pick what supports your thesis and ignore other testimony. Instead,
(1) ask what each expert’s record of previous statements may imply about

pontificate the quality of judgment in this case; (2) ask which expert’s testimony is

To offer judgments without providing closest to consensus in the field; and (3) ask which expert’s statement is

any basis for them. most consistent with other things you already know or believe.
Checklist

6.5 Tests for Inference from Testimony

1. Does the statement accu- When qualified experts

rately reflect the source’s disagree, ask:
views? 1. What does each expert’s

2. Is the source an expert on record of previous state-

the topic? ments imply about the qual-

3. Is there a basis for the ity of judgment in this case?

source’s statements? 2. Which expert’s testimony

4. Is the source reasonably is closest to consensus in

unbiased? the field?

5. Is the testimony up to date? 3. Which expert’s statement is
most consistent with other
things you already know
or believe?
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1. Be sure you quote or paraphrase accurately. Obviously, a direct quota-
tion must be exactly what the source said. But it is equally important that
a paraphrase be faithful to the context and meaning of the original state-
ment and that it fairly reproduce its subtleties. Thus, if the context sug-
gests that the source favors an action but has reservations about it, you
would not paraphrase accurately if you suggested that the source whole-
heartedly supports the action.

2. Usually, draw on multiple sources of testimomny. If all your testimonial evi-
dence comes from a single source, listeners may infer that no one else
agrees or that your research is shallow; this could undermine even an au-
thoritative source’s credibility.

3. State the credentials of your source. Because an inference from testimony
depends on listeners accepting the source as an authority, you should
specify whom you are quoting or paraphrasing. Don’t include every cre-
dential of the source, but list qualifications that support the claim in the
quotation. Similarly, in selecting sources to quote, focus on people whose
credentials are pertinent to your subject. The endorsements of celebrities
who lack subject-matter expertise carry little weight.

4. Your own ethos affects the credibility of testimony you cite. If listeners re-
gard you as highly credible, they will be more likely to accept what you
say; they will make inferences about the t ims based on
your own credibility. When basketball sta Magic Johnson, hfter being di-
agnosed HIV-positive, urged others to avoid contracting the virus, he was
a highly credible source because he was directly affected. Beyond that, if
listeners love basketball and admire Magic Johnson, your use of his testi-
mony will be more credible than it would be if they had no apparent in-
terest in him or the sport.

STRATEGIES FOR REASONING
THROUGH NARRATIVE

This final category of inference, called narrative, comes into play when a
speaker tells a story. A story is often more powerful than other ways of devel-
oping an idea. First of all, it is personalized; it presents a broad, general, or
abstract idea as a specific situation involving particular people. Listeners be-
come involved in the action and wonder what will happen; the story thus
adds an element of suspense. A narrative works just like an extended exam-
ple, and so representativeness serves to test the inference, just as it does for in-
ference from example.

The dramatic structure of a narrative inference makes it powerful, which
is apparent to anyone who reads novels or watches television and movies.
The narrative structure consists of characters, a sequence of episodes or
moves (often called a plod), the resolution of some sort of conflict (broadly
defined), and an ending to which the resolution points. But the ending—the
“moral of the story”—often is not stated explicitly. Audience members infer it
for themselves.”
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Checklist

resonance

The quality of striking a responsive
chord with listeners, causing them to
identify with what one is saying.

fallacy

An inference that appears to be
sound but that, on inspection,
contains a significant flaw.
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6.6 Tests for Inference from Narrative

4. Does the narrative have
resonance?

1. Is the narrative coherent?
2. Is the narrative plausible?

3. Are characterizations
consistent?

Narratives take many forms in speeches and have many uses. They
may be personal—a story in which the speaker is the main character—or
they may be about other people. They may describe real events or a hypo-
thetical situation; fictional narratives are also common in speeches, as
in the retelling of children’s stories, fables, biographical accounts, and his-
torical scenarios.!”

To test whether a narrative inference is sound, examine various elements
of its structure. Some important questions follow.

1. Is the narrative coberent? Does the story hang together and make sense? Is
everything tied together at the end? Or do unexplained factors and loose
ends make the story seem “unfinished” and its point seem unclear?

2. Is the narrative plausible? Is the story realistic, or is it farfetched? Since the
narrative is offered to explain or support some claim, an implausible nar-
rative will call that claim into question as well.

3. Are characterizations consistent? Do individuals in the story act as the au-
dience has been led to expect? Just as you must be credible as a speaker
and just as the experts you quote must be credible as authorities, so the
characters in a narrative must be credible. If they are not, the audience
will question the story—and the claim.

4. Does the narrative have resonance? Resonance is a feature that makes a
narrative strike a responsive chord with listeners, allowing them to identify
with the story and to relate it to their own experience. If your narrative
has resonance, listeners will realize that you are telling the story not for its
entertainment value but to speak directly to them and to make them un-
derstand your point.

AVOIDING ERRORS IN REASONING

We have examined a variety of inferences and some tests for each of
them. The best way to ensure that your reasoning is sound is to apply those
tests to specific inference patterns. But there are also some general errors in
reasoning, called fallacies. A fallacy is an inference that appears to be sound
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Checklist

6.7 General Tests for Inferences

1. Does the claim follow from 4. Is the language clear and
the supporting material? unequivocal?

2. Does the claim advance 5. Has probability been clearly
our understanding beyond distinguished from certainty?
the supporting material? 6. Is the speaker’'s emotional

3. Is the claim relevant to response appropriate to
the issue? the situation?

but that, on inspection, contains a major flaw. Although fallacies often seem
persuasive, critical listeners quickly realize that the reasoning goes astray.

Sometimes the term “fallacy” refers very broadly to any claim that people
disagree with or any statement that they do not like. At other times the term
refers very narrowly to defects in formal logic only. In public speaking, how-
ever, fallacies are inferences that would generally be regarded as unreason-
able by a broad and diverse audience of listeners exercising their best critical
judgment.!!

1. Does the claim follow from the supporting material? This is the most basic
question. If a speaker stated, “Because our school is 100 years old, it
needs higher academic standards,” we would be hard pressed to find any
relationship between the supporting material (the age of the school) and
the claim (that higher academic standards are needed). The claim might
be correct, but it probably could not be inferred from this supporting evi-
dence. The technical term for an inference in which the claim does not
follow from the supporting material is non sequitur (Latin for “It does
not follow”).

2. Does the claim advance our understanding beyond the supporting mater-
ial? Since we reason from what we already know (the supporting mater-
iaD) to what we wish to establish (the claim), an inference moves beyond
the supporting material. But sometimes an inference has no real move-
ment; the claim simply restates the supporting material in slightly different
words. Such an inference is said to be begging the question, as in this
statement: “Freedom of speech is for the common good [claim] because
the expression of opinions is ultimately in the best interest of all [support-
ing material].”

3. Is the claim relevant to the issue? Sometimes a speaker makes a claim .
that is not pertinent to the topic at hand. Consider the following argu- non sequitur
ment from a student who was claiming that the Scholastic Assessment A dlaim that, on its face, is unrelated
Test (SAT) does not predict academic success: to the supporting material.

The test numbers do nothing to measure a student’s potential for success in college. begging the que“if’n_ .
I am so tired of the way the modern world reduces us all to numbers. The college Only restating the claim in slightly
admissions process has become a clear example of this. When students want most different words, rather than support-

of all to be seen as unique persons, they are instead reduced to an SAT quotient. ing the claim.
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By noting the dehumanizing effect of using test scores to assess college ap-
plicants, the speaker was making a point about the SAT, but the point did
nothing to support the claim that the exam is a poor measure of students’
potential. An inference that diverts attention from the issue is said to be ig-
noring the question. (More commonly it is called a red bherring, from the
practice of dragging a smoked fish along a trail to confuse hunting dogs.)

4. Is the language clear and unequivocal? In Chapter 10 we will study the spe-
cific roles of language in a speech. The important point here is that the clar-
ity of language may affect the quality of an inference. When the language of
a speech can have multiple meanings, it is said to be equivocal; and any
inferences based on that language will also be open to interpretation.

Suppose that a politician promises “no tax increases.” This sounds
straightforward but can be interpreted in many ways. Is the politician
promising that there will be no new taxes? Or that the current tax rate will
not increase? Or that the percentage of a family’s income paid in taxes will
not change? Or that the family will spend no more on taxes this year than
last year? Furthermore, what is a “tax”? Is it limited to such obvious cate-
gories as income, sales, and property taxes, or does it also include fees for
driving on toll roads or camping in national parks?

5. Has probability been clearly distinguished from certainty? Speakers some-
times forget that inferences cannot be guaranteed, and they regard as cer-
tain what is really only probable. A speaker might argue, for example, that
viewing violent television programs unquestionably inspires people to act
violently. But this claim is hardly a sure thing; some research suggests that
television violence may have little or no effect on behavior, and some
even argue that television violence reduces aggression by providing a rela-
tively harmless outlet for it. When a speaker suggests that all the evidence
is clear-cut in one direction, listeners will do well to be wary that he or
she is overstating the case.

6. Is the speaker’s emotional response appropriate ti_mum fey71d ing the
1988 presidential debates, Democratic candidategl Michael Dukakis, [who

mmlm opposed capital punishment, was asked whether he would favor it were

his wife raped and murdered. Dukakis virtually ignored the hypothetical

situation posed by the questioner and proceeded in analytical fashion to
restate his position on capital punishment:

I think you know TI've opposed the death penalty during all my life. I don’t see any
evidence that it's a deterrent, and I think there are better and more effective ways
to deal with violent crime. We've done so in my own state. And that’s one of the
reasons we have had the biggest drop in crime of any industrial state in America.

Many viewers reacted negatively to this response because Dukakis
seemed to show no emotion; nothing in his answer suggested the rage
people might expect from a husband in this situation. As a result, many
listeners both discounted Dukakis’s views on capital punishment and de-
cided that he was not credible. Both conclusions were reached by infer-
ence from the mismatch between Dukakis’s emotional reaction and what
would be expected.

The key issue is the appropriateness of the speaker’s emotional re-
equivocal sponse. Some situations, such as the presentation of scientific research,
Having multiple meanings. call for straightforwardness and calm; others, such as the one Dukakis

ignoring the question
Making an inference that diverts
attention from the issue at hand.
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faced, call for a passionate response. But since the meaning of situations
is not given and since inferences from emotions—Ilike other inferences—
cannot be guaranteed, how do we know what a particular situation calls
for? The real point is that most people in a given audience or even a
given culture will regard a situation in a certain way, and a speaker
should analyze the norms of appropriate emotional response as part of
the audience analysis.

Second, should speakers always respond in the “appropriate” way? Like
other principles of public speaking, this one is not universal. At times a
speaker deliberately violates listeners’ expectations by making an “inap-
propriate” response, perhaps becoming emotionally aroused about a sub-
ject that the audience regards as “no big deal” or finding humor in a
subject that the audience takes seriously. Usually, when a speaker violates
norms of appropriateness, the purpose is to shock listeners, to make them
sit up and take notice, and to convince them to reexamine their ideas
about the situation. But such a strategy is risky, because the discomfort
produced by an inappropriate response may turn the audience against the
speaker instead of stimulating analysis.

Finally, be aware that emotional responses are sometimes misused,
as when a speaker labels ideas as being “anti-American” or “sexist” or
“racist.” Unsupported appeals to fear, to prejudice, or to pride are actually
devices to prevent inference, an attempt to substitute emotional reactions
for substantial proof.

REASONING IN PUBLIC SPEAKING

It is time to apply our exploration of the reasoning process to preparing,
delivering, and listening to speeches.

When preparing a speech, ask yourself why listeners should regard the
supporting material as grounds for your claim. Then apply the tests for the
particular kinds of inferences (Checklists 6.1 to 6.6) and the general tests for
inferences (Checklist 6.7) to determine whether your reasoning seems sound.
Then imagine a relatively skeptical listener—not someone hostile to the topic
but someone who really does need to be convinced. Would that person regard
your reasoning as sound?!?

Proceed to higher levels of claims and repeat this process. Finally, ask
whether all the Roman numerals in your outline taken together provide a basis
for inferring your central claim. If so, then you have done a good job in work-
ing with your speech materials. But if you find any questionable inferences,
your listeners are likely to find them, too.

When presenting a speech, remember that the audience is a critical factor
in establishing rhetorical proof; the speaker and listeners reason together. You
will not always make every step in your reasoning explicit; sometimes the
supporting material or, more likely, the inference will seem to be assumed.
This means that you are drawing on the audience’s knowledge and expecta-
tions to establish the inference.

For example, audience analysis might suggest that your listeners believe
that imports of foreign automobiles threaten American jobs. You might never
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mention that inference explicitly in your speech, instead saying, “This
week’s newspapers report a huge increase in the number of imported
cars. We know what that means for the auto plant in our town.” Occasion-
ally, of course, the audience analysis will be mistaken. Suppose that the
last statement were met by blank stares—or, worse, by frowns. Such
feedback signals that the audience is not ready to participate in this in-
ference. Even while giving the speech, you may modify your strategic
plan, deciding in this case to make the inference explicit—not only stating
that imported cars threaten American jobs but also giving evidence to sup-
port your claim.

You can help listeners follow your reasoning process by signposting its
steps and inferences. Saying “Let me provide three examples” or “An analogy
is in order here” will prompt listeners to anticipate the inference and its appro-
priate tests. Asking (and later answering) such a question as “How do we
know that the statistical sample was representative?” will suggest that you
know the relevant tests of reasoning and are confident that your speech satis-
fies them. Even the use of reasoning terms (“consequently,” “therefore,” “the
premise is,” “the implied conclusion is,” and so on) will help listeners under-
stand where you are in reasoning through the speech.

In this chapter we have seen that rhetorical proof in public speaking is
different from proof in mathematics or science. Rhetorical proof depends on
an interaction between the speaker and the audience; although their joint con-
clusions cannot be guaranteed absolutely, they can be supported and shown
to be probable.

A rhetorical proof includes three components. The claim is the statement
that listeners are asked to accept. Supporting material provides the foundation
for the claim. And reasoning links the supporting material to the claim; it in-
volves making an inference—a mental leap—that the supporting material re-
ally does support the claim. Although inferences cannot be guaranteed,
certain patterns of inference can be shown to be generally reliable. An infer-
ence is reasonable if it would be made by most people when exercising their
critical judgment.

We distinguished among inferences from example, analogy, sign, cause,
testimony, and narrative. Each of these reasoning patterns has several differ-
ent types, and for each certain tests are appropriate. In addition, we studied
six general tests of reasoning to help you avoid such fallacies as the non se-
quitur, begging the question, ignoring the question, equivocal language, con-
fusing probability with certainty, and inappropriate emotional response. These
are fallacies because their inferences seem to be sound but actually are seri-
ously flawed.

The chapter concluded with suggestions for using your understanding of
the reasoning process in preparing, delivering, and listening to speeches.

1. In class, watch a videotape of a recent political speech, and discuss its rea-
soning process. What patterns of inference were used? Why do you think
the speaker chose to use those patterns? Did they work? Did you recognize
any fallacies?

INVENTION AND DEVELOPMENT OF THE SPEECH



2. If you knew that your audience would be uncritical, why would you take
time to test your inferences before speaking? With a group of peers, discuss
the ethics of proper reasoning.

3. In what ways might emotion help someone or prevent someone from mak-
ing a proper inference? Discuss situations in which particular emotions
(love, fear, hate, anger, boredom) might advance or detract from the rea-
soning process.

1. In Chapter 2, you studied how to listen critically to a speech and to de- Activities \
velop a map of what was said, evaluating each link between support and
claim with a plus or minus sign. Now expand your evaluation of each link
on that map. Identify each type of inference, and conduct appropriate tests
to understand why each link is positive or negative.

2. Identify examples of each type of inference that you plan to use in your
next speech. Which reasoning patterns are most appropriate for your topic?
Which do you think will be most effective with your audience? Which
types of inference are you most comfortable using?

3. For the next few days, think critically about the everyday communication
events around you. Using Checklist 6.7 as a guide, identify a recent claim
that fails one of the general tests, and explain its fallacy. Pay close attention
to television commercials, news editorials, and “heat of passion” arguments.

Using the Internet

Effective reasoning must be based on evidence that is carefully gath-
ered and analyzed critically. In addition, we can engage in further crit-
ical thinking about a piece of evidence or the claims we infer from it
by taking part in discussions. Both exercises presented use critical
thinking on four levels:

e Gathering evidence

e Selecting evidence

e Forming inferences

e Testing evidence and inferences through discussion " o
1. Using effective rhetorical reasoning. The effective use of rea- m

soning depends on solid critical thinking as one makes inferences o

through the use of examples, analogy, signs, causality, testimony, >

and narratives. Examine how some of these types of inferences
were made through a historic case study of the Salem witch trials.
How did reasoning go awry?
I.Ga.m.r.hmaa.ﬁad.i’ y National Geographic entitle m
Witchcraft Hysteria” by pointing your browser to <http://www.

natlonalgeographlc com/features/97/salem/>. After taking part in
iphic

newdlscussfrarne html/> There you can see how other people
have responded to the situation.

(continued)
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2. Responding as a critical listener. We note in this chapter that
listeners must evaluate rhetorical proofs by testing them rather

than taking them for granted. Be a listener/reade JALhﬂ_LﬁSp.QudLI
rm&mmdhw it] i me of the topics in thq Allyn & Bacon

Public Speaking Forum. Each forum is organized as a discussion
group on the Simon and Schuster News Server.

To locate the discussions, go to <http://www.abacon.com/pubspeak/
assess/netforum.html#ab/>. There you will see a variety of topics
for public discussion. Scroll down the list, noting that there are
links to online documents and online statements made by public
speakers and writers. After reading or listening to these statements,
form a judgment about whether you think one of the advocates
has made a reasonable claim. Then join one of the groups to ex-
press your view. To join, click on the link that begins with the ex-
pression <news://ssnews.prenhall.com> located just below each of
the topics in the forum, such as:

Should the Internet be privatized?
Is Social Security going broke?
Should the state regulate physician-assisted suicide?

Chemistry, cancer and our diet

. Although scientists and mathematicians may argue about what counts as proof,

their institutional standards for agreement are usually clearly defined. See Philip J.
Davis and Reuben Hersh, “Rhetoric and Mathematics,” The Rbetoric of the Human
Sciences: Language and Argument in Scholarship and Public Affairs, ed. John S.
Nelson, Allan Megill, and Donald N. McCloskey, Madison: Univ. of Wisconsin
Press, 1987, pp. 53-68; Gyorgy Markus, “Why Is There No Hermeneutics of Natural
Sciences? Some Preliminary Theses,” Science in Context 1 (Spring 1987): 5-51.

. See the discussion of “universal audience” in Chapter 3. See also Chaim Perelman

and Lucie Olbrechts-Tyteca, The New Rhetoric: A Treatise on Argumentation, trans.
John Wilkinson and Purcell Weaver, Notre Dame, Ind.: Univ. of Notre Dame Press,

1969, pp. 31-35.

. For a more detailed map of the reasoning process, see Stephen Toulmin, Richard

Rieke, and Allan Janik, An Introduction to Reasoning, 2nd ed., New York: Macmil-
lan, 1984. See also J. Ramage and J. Bean, Writing Arguments, 3rd ed., Boston: Al-
lyn & Bacon, 1995.

. Also consult a theoretical discussion of inferences from example in speeches, such

as Scott Consigny, “The Rhetorical Example,” Southern Journal of Speech Commu-
nication 41 (Winter 1976): 121-134.

. Researchers have shown that both figurative and literal analogies are persuasive for

audiences. See James C. McCroskey and Walter H. Combs, “The Effects of the Use
of Analogy on Attitude Change and Source Credibility,” Journal of Communication
19 (December 1969): 333-339.

. Our modern understanding of literal and figurative analogies developed from the

classical tradition. For more on the genesis of analogical reasoning, see James S.
Measell, “Classical Bases of the Concept of Analogy,” Argumentation and Advo-
cacy 10 (Summer 1973): 1-10.
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10.

11.

12.

. For more on the use of analogies in speeches, see James R. Wilcox and Henry L.

Ewbank, “Analogy for Rhetors,” Philosophy and Rbetoric 12 (Winter 1979): 1-20.

. For a more detailed theoretical discussion of inferences from cause, see David

Zarefsky, “The Role of Causal Argument in Policy Controversies,” Argumentation
and Advocacy 13 (Spring 1977): 179-191.

. According to some, storytelling is the most important aspect of speechmaking. See

Walter R. Fisher, “Narration as a Human Communication Paradigm: The Case of
Public Moral Argument,” Communication Monographs 51 (March 1984): 1-22.

For a good practical discussion of the power of narrative in speeches, see A.
Cheree Carlson, “Narrative as the Philosopher’s Stone: How Russell H. Conwell
Changed Lead into Diamonds,” Western Journal of Speech Communication 53 (Fall
1989): 342-355.

Several books explore fallacies in detail. See Alex C. Michalos, Improving Your
Reasoning, 2nd ed., Englewood Cliffs, N.J.: Prentice-Hall, 1986; T. Edward Damer,
Attacking Faulty Reasoning, 2nd ed., Belmont, Calif.: Wadsworth, 1987; Howard
Kahane, Logic and Contemporary Rbetoric, Belmont, Calif.: Wadsworth, 1980.

It has been said that “arguments are found in people,” meaning that listeners are
responsible for making the inferential leaps between supporting material and
claim. See Wayne Brockriede, “Where Is Argument?” Argumentation and Advocacy
11 (Spring 1975): 179-182.

} Go to the Zarefsky Website
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PART 3

Organizing the
Speech: The Body

In This Chapter We Will:

e Explain why the organization of a speech is important
W for both the speaker and the audience.
¢ Identity criteria for selecting the main ideas to include

in your speech and the characteristics that a main idea
should have.

® Learn how to arrange the main ideas into recogniz-
able patterns and which patterns of arrangement you
might use.

¢ Examine ways to decide how much and which kinds of
supporting material you need and how to arrange the
support for each idea.



organization

The selection of ideas and materials
and their arrangement into a dis-
cernible and effective pattern.

180 PART 3

f you have used all the strategies suggested in Chapters 4 and 5 for investi-

gating your topic, you now should have a better understanding of the is-

sues that are implicit in your thesis. You also should have located a variety
of supporting materials for your ideas—examples, statistics, testimony, and so
forth. You have probably investigated many more ideas than you can discuss
in the time available, and you very likely have located far more supporting
materials than you can use, even after applying the tests of reasoning that we
examined in Chapter 6. For all this effort, your ideas and materials may show
no evident pattern and may not seem to fit together well. What, then, do you
do with all the ideas you have explored and all the evidence you have gathered?

Identifying and locating material for the speech is not enough; you also
need to organize it in strategic ways that advance your purpose. Organiza-
tion is the selection of ideas and materials and their arrangement into a dis-
cernible and effective pattern. This process is so crucial that we will discuss it
in three chapters. Here we will focus exclusively on the body of the speech.
Then, in Chapter 8, we will consider introductions, conclusions, and transi-
tions. Finally, in Chapter 9, we will learn how to apply the principles of orga-
nization in outlining your speech.

WHY IS ORGANIZATION IMPORTANT?

To help orient new students to the college, the Counseling Office offers
a program in which seniors give speeches about how to develop good study
habits. The first speaker, Burt Wilson, maintained that “good habits depend on
several important factors. For one thing, you have to avoid procrastination.
Good reading skills are also helpful to college students. Oh yes, and by the
way, you also need to be self-motivated.” The incoming students looked puz-
zled and unconvinced; they stopped taking notes, and no one asked questions.
The very next speaker, Laura Simmons, covered the same ground, but she said:
“Good study habits depend on a balance of skills plus motivation. On the one
hand, you have to develop good reading skills; on the other hand, you need to
overcome procrastination. You can do both if you focus on the priorities that
motivate you to study.” The audience responded very differently to Laura’s
speech; they took notes and asked a number of questions when she finished.

This example illustrates that audiences will understand, remember, and be
influenced by an organized message more than by a disorganized one. The rea-
son is obvious. Careful listening is difficult under any circumstances, and it is
even more difficult when listeners cannot tell where the speaker is going or
how the parts of the speech relate to one another. An idea or example that is
not connected to anything else is easy to forget.! The mental energy that listen-
ers use in reconstructing a confused or disorganized speech is not available for
absorbing and reflecting on its main points.> Moreover, listeners may resent this
additional work and may express their resentment by resisting the message.?

Beyond such basic considerations about the audience, a speaker should
recognize that organizational pattern, or form, itself is persuasive. If listeners
can identify a clear pattern in the speech, they can anticipate what idea is
coming next. If a speaker describes the development of intercollegiate athlet-
ics by talking first about the past and then about the present, listeners reason-
ably can expect to focus next on the future. As the speaker develops the main
ideas aloud, listeners follow along and develop the ideas in their minds.

ARRANGEMENT OF THE SPEECH



The ability to follow a speaker’s organizational pattern is important for
several reasons:

* An audience can better remember the main ideas of a speech when
the speaker presents them in a recognizable pattern. For example,
the past/present/future pattern is one category of arrangement that
prompts the recall of specific ideas. Listeners are more likely to re-
member the first idea if they can connect it mentally to the head-
ing “past.”

e Effective organization encourages active rather than passive listen-
ing. It engages listeners’ attention and helps them to ignore or
override distractions.

* Being able to anticipate what’s coming next makes listeners feel
that they are “in the know.” They may believe, for example, that
the next natural step in the speaker’s organizational pattern is to
discuss the present influence of television revenues on college
sports. If that is indeed the next main idea, listeners are likely to
feel personal satisfaction at having “called it right.”*

In short, form is persuasive because listeners are more likely to be dis-
posed positively toward ideas that they have helped to shape, that they can
remember well, and about which they feel personally satisfied.

Organization is important for the speaker as well. In Chapter 4 you were
introduced to the idea of strategic planning for a speech. In any rhetorical sit-
uation the goal is to respond to your constraints and to take advantage of your
opportunities to achieve your purpose. Organization is a major strategic re-
source that greatly affects the outcome of a speech. You need to bring critical
thinking and reflection to such organizational decisions as the number and or-
der of ideas, how you group them, what you call them, and how you relate
them to the audience. In devising your strategic plan, you should question
what your options are, how each option relates to your purpose, and how
different choices are likely to be perceived by listeners.

Moreover, in planning your speech, organization can be a guide to check
that you haven’t accidentally left anything out. For example, noticing that your
speech covers both the past and the present of your topic, you recognize that
the audience will be likely to think, “But what about the future?” This prompts
you to find the materials needed to discuss the future as well. During your
presentation, too, keeping the organization in mind can prevent the embar-
rassment of suddenly forgetting what the next point should be.>

Organization has two basic components: selection and arrangement. We
will discuss each component with respect both to the main ideas of the
speech and to the supporting materials.

o SELECTING THE MAIN IDEAS

As you remember from Chapter 4, the thesis statement is the principal
claim of your speech, the statement you want listeners to accept. When you
ask questions about your thesis statement, you identify the issues that you
must address in order to establish the thesis. Main ideas are the claims that

main ideas

Claims that address the issues in
the thesis statement; the primary
divisions of the speech.
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address the issues in your thesis statement, and they are the major divisions of
the speech. In Chapter 9 you’'ll see that main ideas are signaled in the speech
outline by Roman numerals.

You can identify the main ideas in your speech from (1) your thesis or
specific purpose or from (2) patterns in your research.

FROM YOUR THESIS OR SPECIFIC PURPOSE  Stuart Kim used this ap-
proach to identify his main ideas in a speech seeking to persuade the audience
to contribute to the United Way. Like many college students, Stuart was a com-
munity service volunteer; he tutored reading and math at an after-school center
for children from low-income families who had no parent at home during the
day. Stuart enjoyed the work and felt that he was really helping the children,
but toward the end of the year he was startled to learn that the center would
have to close. It was funded by the United Way, and contributions were down.
Appalled that “his” children would have nowhere to go, Stuart decided to
speak to community groups and urge them to support the United Way. He
used his public speaking classmates as a test audience to practice the speech.
RBecause Stuart’s purpose was to persuade the audience to contribute to

the} United Way, jhe thought immediately of several ideas that he needed to
address. He would have to tell listeners what the United Way is, that the agen-
cies it supports (such as Stuart’s after-school center) were important and valu-
able, and that the United Way needed and merited their support. If the speech
failed to address any of these elements, the audience was unlikely to be per-
suaded to donate money. Stuart regarded these as the main ideas, and he di-
vided the speech into corresponding sections:

I. The United Way is a federation of health, recreational, and social service
agencies.

II. The activities of these agencies are important and valuable to our commu-
nity.
III. These activities cannot be continued unless we support the United Way.
In this example, Stuart was able immediately to see the main ideas that
derived from his thesis and purpose. But sometimes the connection is not so
obvious. If Stuart had not identified his main ideas at once, he might have
worked them out by quizzing his thesis statement, using the method you
learned in Chapter 4:
TOPIC: The United Way
GENERAL PURPOSE: Inducing a specific action
SPECIFIC PURPOSE: Convincing listeners to give money to the United Way.
THESIS: Everyone should contribute to the United Way.

ISSUES:
1. Everyone - Why me?
2. Should contribute — Why? What does it do?
3. The United Way - What is it?
MAIN IDEAS:
1. The United Way needs and merits your support.
2. The United Way supports important and valuable programs.

3. The United Way is an umbrella organization to raise money for social ser-
vice programs.

ARRANGEMENT OF THE SPEECH


wlp182a.htm
wlp182a.htm

7.1 Questions to Help Identify Main Ideas
1. What does it mean? 11. How will it happen?
2. How to describe it? 12. Who is involved?
3. What are the facts? 13. What are some examples?
4. What are the reasons? 14. Why is it strange?
5. How often does it occur? 15. What are the objections?
6. What is my view? 16. Compared with what?
7. What are the parts? 17. What is the effect of this?
8. What is the reasoning? 18. Any stories to tell?
9. What is the cause? 19. How often?

10. Which ones? 20. What is preventing it?

Looking over this list, Stuart would probably decide to put main idea 3
first in the speech and to end with main idea 1. Why? Because listeners need
to know what the United Way is before they can decide whether to support it
and because the direct appeal in main idea 1 provides a strong conclusion.
Applying these analytical steps, Stuart would derive the same main ideas that
he was able to recognize instinctively.

Checklist 7.1 contains some of the standard questions to ask about a thesis
statement in order to identify your main ideas.

FROM PATTERNS IN YOUR RESEARCH Another approach to identifying
main ideas is to observe patterns in the research that you have completed. If
the people you interview and the literature you read repeatedly mention cer-
tain subjects, those may well be the main ideas about your topic.

For example, suppose that almost everything Stuart Kim read about the
United Way mentioned its low administrative costs and suggested that its re-
liance on volunteers meant that most of the money raised can be spent di-
rectly on providing services. This idea may not have emerged from Stuart’s
initial conception of a strategy to meet his purpose, and yet it may be very im-
portant to include the idea in the speech. It suggests that it is better for people
to contribute to the United Way than to support a host of individual charities
that do not use their funds as efficiently.

The thesis and purpose of a speech as well as the process of research are
sources of main ideas. Often, however, you’ll have more ideas than you have
time or energy to pursue—and more than your audience will be willing and
able to consider.

Suppose, for example, that Stuart’s research suggested all the following
points:

Thel administrative costs Iaf the United Way are low.

Organizations in the United Way must be nondiscriminatory.

: had its origins irl charitable organizations of the late ninel

teenth century.
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Some groups within the public object to the programs of certain United
Way organizations.

The United Way is staffed largely b

It is not clear whether someone who lives in one community but works in
another should support the United Way at home or at work.

The United Way substitutes a single annual campaign for what otherwise
would be continuous solicitation for each of the member agencies.

The alternative to supporting the United Way is to expand the govern-
ment’s social welfare programs.

Each of these topics could be discussed at length, and each might be sup-
ported by a variety of materials. Yet no speech of reasonable length could ad-
dress them all. Therefore, like most speakers, Stuart will need to select from
among the possible main ideas which ones to use in the speech.

Most speeches cover between two and five main ideas. Although there is
no magic to these numbers, they do generally represent what an audience ex-
pects and can likely follow and remember.

If you have derived more than five main ideas from your thesis and pur-
pose and from your research, you can reduce their number and select which
ideas to include by asking two questions:

¢ Is this idea really essential to the speech?
e Can a more general statement combine several ideas?

IS THIS IDEA ESSENTIAL? In researching a speech, you may discover
many interesting things about your subject that are, frankly, sidelights. Al-
though they may be fascinating to you, they distract from your specific pur-
pose. For example, knowing that the United Way developed from nineteenth-
century charitable organizations may reveal quite a bit about American atti-
tudes toward charity or about how organizations evolve. But remember that
Stuart Kim’s purpose is to persuade audience members to donate money. Most
people don’t need to know about the United Way’s origins and history in or-
der to decide whether to contribute. Likewise, if Stuart’s goal is only to per-
suade people to give, it may not matter whether they do so at work or at home.

This first criterion is often difficult to apply. Speakers are reluctant to omit
ideas that interest them, and valuable research time seems wasted if the results
do not find their way into the speech. But including nonessential material
may distract the audience and prevent you from achieving your ultimate pur-
pose. It is necessary, then, to be hard-nosed and to subject all potential main
ideas to this rigorous test: If an idea—no matter how interesting—is not essen-
tial to your specific purpose, it does not qualify as a main idea and should
be excluded.

CAN SEVERAL IDEAS BE COMBINED? When you find yourself consider-
ing a large number of main ideas, consider whether some of them are not
main ideas at all but illustrations of, or support for, more general statements.
You may be able to combine what you thought were distinct main ideas into
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one general statement, thereby reducing the number. Your thesis should sug-
gest these more general statements into which you could combine elements.

In the United Way example, the low administrative costs, the nondiscrimi-
natory policies, and the convenience of a single annual campaign might turn
out not to be separate main ideas but examples to support a general statement
like “The United Way is the best way to contribute to charity.” The three state-
ments all answer the question “Once I've decided that it's important to make a
charitable contribution, why should I do so through the United Way?” That
question is a longer form of “Why me?” which was derived from the thesis
statement. All these examples thus could support the main idea, “The United
Way merits your support.” By referring to the issues suggested by the thesis
statement, or just by asking whether a more general statement could be made,
we reduced three statements of main ideas to one.

Unfortunately, just cutting the number of main ideas—as difficult as that
is—may still result in a speech that does not seem complete, coherent, or per-
suasive. It is also important that the selected main ideas have the following
characteristics.

SIMPLICITY Because the main ideas serve as memory aids for both speaker
and audience, they should be stated simply and succinctly so that they can be

remembered. “The United Way is efficient” is a better statement of a main idea
than is “The United Way has low administrative costs, economies of scale from
combining campaigns, and simple distribution mechanisms.” As a general rule,
a main idea should be stated in a single short sentence.

DISCRETENESS Each main idea should be separate from the others. When
main ideas overlap, the structure of the speech becomes confusing, and it is
difficult to remember what was said under each main heading. if
one main idea is “The United Way supports agencies that meefl social needs”
and another main idea is “The United Way supports health and recreational
agencies,” the two ideas overlap; they are not discrete. After all, health and
recreation are also among our social needs. Such a structure will not be clear
to listeners, and the speaker will not know where to put supporting material.

PARALLEL STRUCTURE When possible, main ideas should be stated in
similar fashion. Sentences should have the same grammatical structure and

7.2 Characteristics of Main Ideas

Taken together, the main ideas 3. Parallel structure
of the speech should be charac- 4. Balance

terlz-ed |:Y 5. Coherence

1. Simplicity 6. Completeness

2. Discreteness
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parallel structure
Structure in which phrases are of
similar syntax and length.

coherence

Clear relationships among ideas and
topics so that the speech appears to
hang together as a natural whole.
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should be of approximately the same length. This principle, known as paral-
lel structure, makes the pattern easy to follow and to remember. For exam-
ple, Stuart Kim might use this pattern:

The United Way is effective.
The United Way is efficient.
The United Way is humane.

» o«

In this example, “effective,” “efficient,” and “humane” are the key terms that
listeners are asked to remember. Each of these value judgments can be sup-
ported with different types of evidence, but the basic structure of the speech is
parallel.

BALANCE Taken together, the main ideas should not be loaded toward one
particular aspect of the subject. Rather, they should add up to a balanced per-
spective. In the preceding list, each of the three key terms refers to a different
aspect of the United Way: what it accomplishes, what it costs, and what values
it represents. These are three different factors that would affect the decision to
contribute, and together they offer a balanced perspective. If, on the other
hand, three or four main ideas related to the United Way’s finances and only
one dealt with its underlying values, the organization of the speech would ap-
pear unbalanced. Finances would be covered in detail, but other important as-
pects of the topic would be treated superficially or ignored.

COHERENCE Coherence means that the separate main ideas have a clear
relationship and hang together; listeners can see why they appear in the same
speech. If Stuart Kim wished to persuade listeners to contribute to the United
Way but offered one main idea about the origins of charitable organizations,
another about efforts to extend the United Way to Eastern Europe, another
about controversial agencies that the United Way supports, and another about
accounting procedures, it is hard to imagine how the speech could be coher-
ent. These topics are not clearly related to each other (except that they all
involve the United Way), and they do not come together to support any con-
clusion—certainly not the ultimate claim that “you should contribute to the
United Way.”

COMPLETENESS Finally, the main ideas taken together should present a
complete view of the subject, omitting nothing of major importance. If Stuart
wants to convince the audience to contribute to the United Way but fails to
explain what the organization does with the money it receives, the pattern of
main ideas would not be complete. Most people who make charitable gifts
want to know how their contributions are used.

ARRANGING THE MAIN IDEAS

Having selected the main ideas for your speech, the next step is to decide
upon their order—which ideas to put first, last, or in the middle. We’'ll look at
the factors you should consider in arranging your main ideas and then at a va-
riety of organizational patterns that you can use.

ARRANGEMENT OF THE SPEECH
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Organizing Your Speech

wt i

Carrie Biesel

| guess when | start think-
ing about a speech in my
head, | automatically think
in terms of the main body.
| hate extensive introduc-
tions that have to be re-
stated in the conclusion.

I like an attention-getter
and then the story and
that's it. The main body IS
the speech; it is the point
you are trying to make. It's
not the little things.

Dr. Marrow

You're right, Carrie, to a
point. The main body IS
the speech, but the fittle
things do count. If the
speaker’s total message
seems disorganized and
hard to follow, the audi-
ence is likely to tune out
quickly. The audience does
not want to waste time and
energy searching for the
speaker's main points.
Besides, David Zarefsky

reminds us that audiences

will remember, understand,

and be influenced more
by an organized than a
disorganized message.
Therefore, a good, solid
organizational structure
consisting of a clear intro-
duction, body, and conclu-
sion is essential. Pay close
attention to the little things
AND the main body in
your speech, and you
can't lose!

ARE THE MAIN IDEAS DEPENDENT? Ideas can be arranged in a pattern
that makes them either dependent or independent.

Logically dependent ideas are like links in a chain, because the strength
of each depends on all the others. If one link is broken, the chain is de-
stroyed. Here is such a chain of logically dependent main ideas:

If we develod regulations for campus speech, lhey will necessarily
be vague.

If regulations are vague, people will not know whether or not the
regulations apply to them.

If people are unsure whether regulations apply to them, they will hesi-
tate to speak out about controversial issues.

If people do not speak out about controversial issues, intellectual debate
is undermined.

This speaker, obviously, would argue that codes to regulate speech would un-
dermine the vital intellectual exchange of campus life. The links in this argu-
ment need to be arranged precisely as shown if the audience is to follow the
speaker’s reasoning.

Logical dependence is common in telling a story. With obvious exceptions
(such as flashbacks), you should relate events in the order in which they oc-
curred so that listeners can follow the plot. Likewise, if you arrange ideas in a
spatial pattern—talking, for example, about colleges in different regions of the
country—then you need to maintain that pattern of geographical movement.
You might move from east to west or from west to east, but you would not
want to zigzag from New England to the Southwest and then to the mid-At-
lantic states.

CHAPTER 7 ORGANIZING THE SPEECH:
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Cannot stand on its own but requires
that some other claim or statement
be true.
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logically independent idea

Does not require the truth of any
other claim or statement as a condi-
tion for its own truth.
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In contrast, logically independent ideas stand alone, and the truth of
each in no way rests on the others. Again using the example of a proposed
code to regulate campus speech, here is a logically independent pattern of
reasoning:

Campus speech codes are unacceptably vague.
Campus speech codes discourage the airing of controversial issues.
Campus speech codes bring bad publicity to the college.

This speaker also wishes to oppose campus speech codes, but notice the dif-
ference in the structure of main ideas. In this case, each idea bears indepen-
dently on the conclusion. Any one of these claims by itself could give the
audience good reason to oppose speech codes, regardless of the other claims.
Speech codes are undesirable if they are too vague, or if they chill the discus-
sion of controversial issues, or if they bring unfavorable publicity.

A dependent pattern of reasoning can be risky, because the defeat of any
one link will cause the chain to break. For this reason, some writers advise the
use of an independent pattern whenever possible. But a dependent pattern
also offers advantages. It is highly coherent and easy to follow. And if each
link is established successfully, the force of the overall pattern may cause the
whole chain to seem even stronger than the sum of its links.

The choice of a dependent or an independent pattern is influenced
most strongly by your thesis statement. Use whichever pattern is more effec-
tive in establishing your claim. But one thing is certain: If your main ideas
are dependent on each other, their arrangement is virtually decided. You
can begin at either end of the chain, but you must connect the ideas in order,
link by link. With an independent pattern, however, you do not have to pre-
sent the main ideas in any particular order. In that case, additional questions
will arise.

ARE SOME MAIN IDEAS RELATIVELY UNFAMILIAR? Because most peo-
ple comprehend unfamiliar ideas by linking them to familiar ideas, you may
wish to begin your speech with a main idea that is already familiar to listeners.
This will attract their interest and get them thinking about your topic. Then
you can move to the less familiar ideas, knowing that the audience is working
with you.

Your audience analysis may suggest that most people realize that campus
speech codes attract adverse publicity but that they may not be familiar with
the vagueness of such codes and may not have thought about their effect on
the airing of controversial issues. You therefore might begin with the familiar
idea that campus speech codes attract negative publicity, making the point
that this is just the tip of the iceberg. Speech codes also have two less obvi-
ous problems: They are too vague to be administered fairly, and—even
worse—they stifle discussion of controversial issues. If your audience analysis
is correct, you have succeeded in arranging the ideas from most familiar to
least familiar.

There is another reason to begin with the familiar. If your first main
idea were completely unfamiliar to the audience, it would be much more
difficult for listeners to grasp. You might distract them by making them stop
to think about what you mean by “the inherent vagueness of speech codes,”
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and they might miss your next point. On the other hand, discussion of a
familiar main idea can be used to explain a less familiar idea. For example,
knowing that listeners might quickly recognize that campus speech codes
cause adverse publicity, you might ask why the publicity is so adverse.
This question would provide a natural transition into your second, less
familiar idea.

SHOULD THE STRONGEST IDEA COME FIRST OR LAST? This question
comes into play under two conditions: when the main ideas are independent
and when they are not equally strong. (A “strong” idea is one that will seem
compelling to an audience of critical listeners. An idea is not considered to be
strong if it does not make much difference to listeners—even if it is true and
well supported.)

Should you present your strongest main idea first in order to make a
strong first impression on the audience? Or should you present it last, to end
with a bang and leave the audience on a positive note? Many researchers have
studied the relative merits of a primacy effect (strongest idea first) versus a
recency effect (strongest idea last), but the results are inconclusive.® Too
many other factors also influence the impact of arrangement. However, if one
idea seems weaker than the others, you should present it in a middle position
rather than either toward the beginning or toward the end.

Often, the strength of an idea depends not on any inherent feature of the
idea itself, but on how well the idea sits with the audience. This involves such
factors as whether the idea relates to listeners’ experience, whether it strikes
most people as being consistent with common sense, and whether—if it is
true—it makes a major or only a minor contribution toward the overall goal
of the speech. Because the strength of an idea depends on listeners’ percep-
tions, your audience analysis is not finished when you first select a topic, pur-
pose, thesis, and strategy; the audience affects all major decisions about
speech preparation and delivery.

CHAPTER 7 ORGANIZING THE SPEECH:

When you have a strong
idea that you plan to present
emphatically, as this speaker
does, should it be placed first
or last in your speech?

primacy effect
A tendency for what is presented first
to be best remembered.

recency effect
A tendency for what is presented last
to be best remembered.
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In theory, you can arrange main ideas in an infinite number of patterns.
But several common patterns are easy for an audience to follow, and they
work well for a variety of topics. You first should focus on these general pat-
terns, which are described next. Then, if your topic, purpose, or audience
seems to call for a different pattern, you can develop your own.

P
m CHRONOLOGICAL The passage of time is the organizing principle in the
Yo chronological approach. The units of time (most often the past, the present,

and the future) become the main ideas. For example, in discussing the topic
“What personal computers can do,” you might organize the speech as follows:

mg}]]m I.IPersonal computers Lould do only a few things in the early 1980s.

II. Personal computers are far more powerful today.

III. Personal computers will be even more versatile in the future.

This example proceeds in normal chronological order, beginning with the past
and ending with the future. But you can start at any point in the chronology.
For example, you might reason that a speech about recycling would be clear-
est if you begin with the state of recycling programs today, then move back-
ward in time to examine the origins of today’s programs, and finally conclude
with a discussion of recycling in the future.

EEBE) SPATIAL Whereas chronological order organizes main ideas according to

time, spatial order arranges them according to place or position. A speech
might begin with the aspects of the topic that are nearest and then proceed to
the aspects that are farther away. This pattern might work well for a speech
about the effects of inflation, in which the main ideas are:

I. Inflation affects an individual’s spending power.

II. Inflation affects state and local funded projects.

III. Inflation affects the federal budget.

m n spatial arrangement would be to present idea
ographic order:

I. Inflation hurts trade on the Eastern seaboard.

II. Inflation hurts farmers in the Midwest.

III. Inflation hurts the oil industry in the West.

Checklist

7.3 Basic Organizational Patterns

1. Chronological 5. Problem-solution

2. Spatial 6. Comparison and contrast
3. Categorical (topical) 7. Residues

4. Cause-effect
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CATEGORICAL (TOPICAL) In the categorical pattern, each main idea that
you identified in analyzing your topic becomT_a_ma.).QLduumnl' jar division of the speech.
For example, in researching the advantages off studying abroad, [you may have
decided that such study enables students to experience another culture, to visit
places of historical or cultural interest, and to meet interesting people with dif-
ferent experiences and lifestyles. Each of these topics becomes a major head-
ing in your speech. Especially because a topical pattern has no required order
(for example, from past to present or from left to right), it is important that

main ideas be stated in parallel fashion and that they be easy to recognize
and remember. The major headings for this speech might be:

I. You can experience another culture.
II. You can visit interesting places.
III. You can meet people with different experiences.
Sometimes the topical pattern is even easier to remember if the categories

have an obvious or standard structure. “People, places, events” is an example
of such a simple, memorable structure.

CAUSE-EFFECT In Chapter 6 you learned how to infer causes and effects.
Cause—effect is also an organizational pattern, and it can proceed in either di-
rection. You can focus on causes and then identify their effects, or you can

first identify effects and then try t i heir causes. For example, a
speech about the depletion of the]ozone layer jmight proceed like this:

I. Society has increased the use of aerosol spray cans.

II. These release fluorocarbons into the atmosphere.

III. Fluorocarbons erode the ozone layer surrounding the earth.

IV. Depletion of the ozone layer exposes people to additional ultraviolet
radiation.

Or, rather than moving from cause to effect, you might proceed from effect to
cause:

I. We are becoming more vulnerable to ultraviolet radiation.

II. This effect results from the release of fluorocarbons into the atmosphere.
III. Widespread use of aerosol cans is one source of the problem.
The choice between these two arrangements would be governed by which

topics you wanted to present first and last, not by anything intrinsic to the
cause—effect organizational pattern.

PROBLEM=-SOLUTION A variation of the cause—effect pattern is one that
focuses on problems and their solutions. A speech using this pattern first lays
out the dimensions of the problem and shows why it is serious; then it consid-
ers one or more potential solutions and explains why a particular solution is
best. For example, a speech about the difficulties of the college registration
system might be structured something like this:

I. The current registration system is both inefficient and unfair.

II. Registration by touch-tone telephone, processed by computer, would
solve these problems.

CHAPTER 7 ORGANIZING THE SPEECH:
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You can use a variation on
cause-effect organization
when your speech describes
a problem for which you

rmwugn
President Nelson Mandela

often used this approach
throughout his efforts to
end apartheid in South Africa.
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The development of the first major heading might claim that the current regis-
tration system does not match students with their preferred courses as well as
possible and that it gives an unfair advantage to students who happen to be
first in line. Perhaps after considering some other solutions, the speaker would
then claim that these problems can be overcome by using computer and tele-
phone technology.

Often, problems are not self-evident to an audience. A speaker has to
motivate listeners to feel that some important need is not being met before
they will regard a situation as a problem. A variation on the problem—solution
pattern, then, is to emphasize psychological order. The speaker first moti-
vates listeners to perceive a problem and then provides the means to satisfy
that feeling by identifying a solution. If Stuart Kim had chosen this approach
in speaking about the United Way, his speech might have been organized as
follows:

I. We all have a responsibility to others.

II. This responsibility includes financial support for the social service organi-
zations that help others.

III. Giving to the United Way helps us to meet our responsibilities.

In this example, the first step is to arouse an attitude, motive, or desire among
the audience members. Subsequent steps then refine that motivation and
show how it can be satisfied by a particular action. In Chapter 14 we will ex-
amine an elaborated version of this organizational pattern, called the “moti-
vated sequence.”

COMPARISON AND CONTRAST Sometimes it is easiest to examine a topic
by demonstrating its similarities to, and differences from, other topics with
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which the audience is likely to be familiar. From your studies of American
history, for example, you know thg jal ic minQrit]
sometimes been subjected to] prejudice and discrimination in the work
|glace. &our speech might be organized to compare the experiences among
these groups:

I. Women often are not promoted to senior positions because executives do
not think they will remain on the job while raising children.

II. Mexican Americans, in many parts of the country, are hired only for the
most menial jobs.

III. Earlier, German Americans and Japanese Americans were fired from their
jobs because employers thought them to be unpatriotic.

IV. Today, immigrants from the former Soviet Union are at risk because they
are seen as competing for existing jobs.

V. African Americans have been limited in work opportunities because many
whites believe that they do not want to work.

Now the question is whether you want to highlight the differences or the simi-
larities among these groups. You might select either of the following as your
last main idea:

VI. Although some groups have managed to overcome the effects of discrim-
ination and have succeeded in the workplace, others have not been so
lucky.

or

VI. Although the experiences of these groups are very different, they have
one factor in common: Society’s prejudice places an artificial ceiling on
their economic opportunities.

In either case, the earlier main ideas are brought together in the last one,
which shows either how differences outweigh similarities or the reverse.

RESIDUES A final organizational pattern is to arrange the speech by process
of elimination. This pattern works well when there are a finite number of pos-
sibilities, none particularly desirable, and you want to argue that one of them
represents “the least among the evils.” For example, in a political campaign

in which you find no candidate particularly appealing, you could use this pat-
tern to rule out all but one candidate, whom you then support as being the
least objectionable.

Student speaker Jennifer Aiello used organization by residues to convince
her classmates that tuition increases, although certainly unpopular, were nec-
essary. She arranged her main ideas to rule out the other options available to
the school:

No one wants to pay more money. But let’s look at the other options. Does any-
one want larger classes? . . . How about fewer discussion sections? . . . Can we af-
ford to make cuts in campus security? . . . What about student health care?

By talking about each of these other options, Jennifer was able to convince
most of her audience that a moderate tuition increase was warranted and
would be better than any alternative.

CHAPTER 7 ORGANIZING THE SPEECH:
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CHOOSE A STRATEGY

Organizing Your Speech v ‘\ﬁ

THE SITUATION

Last week, you had twenty dollars stolen out of your wallet. This was one incident in a wave
of many recent campus thefts. Your advisor has asked you to speak to the other students about
your experience as well as what you've learned about campus safety and how to protect your-
self in the future.

MAKING CHOICES

1. How should you decide what main points you want to relay to your audience?

2. What organizational pattern will be most effective in conveying that information to
your audience?

3. What information is most important to relay and where should that be placed in

your speech?

WHATIF. ..

How would your organizational decisions change if the following were true:

1. Your speech was to precede a speech by the chief of campus security.

2. The campus crime problem wasn’t a recent phenomenon.

PR

ACTIVITY

] ~>

PART 3

The organizational patterns described here do not exhaust all the possibili-
ties, but they illustrate that you have many options from which to choose.”
How should you decide which organizational pattern to use in your speech?
Does it matter, for example, whether you use a cause—effect pattern or a com-
parison and contrast pattern? How do you know whether, say, the costs and
benefits of voting are more important than the convenience of voting? The an-
swers to questions like these are complex and must take into account your
subject, your purpose, your audience, and your culture.

BASED ON YOUR SUBJECT Certain subjects ljnmm_mmi' ar
organizational patterns. For example, because the collapse of communism fin
Eastern Europe is a historical event, it has a dramatic structure that would be
emphasized by telling a story in chronological order. On the other hand, a

speech about the components of air pollution would more likely suggest a
topical pattern.

BASED ON YOUR PURPOSE Your purpose or strategy also influences the
selection of an organizational pattern. For instance, if you want to urge the au-
dience to lobby for the regulation of cable television, then an analytical pat-
tern that emphasizes problems and solutions will be especially appropriate,
because it will focus attention on the specific proposal for which you want lis-
teners to lobby.

ARRANGEMENT OF THE SPEECH
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BASED ON YOUR AUDIENCE Your audience is another influence on the
arrangement of your speech. For example, listeners who have paid little atten-
tion to developments in Eastern Europe would probably be more interested in
an overview of the collapse of communism since 1989 than in a country-by-
country analysis. But an audience composed mostly of people with Eastern
European origins might be strongly interested in hearing about events in their
“old countries.” And listeners who are involved in foreign policy issues would
probably be most interested in the implications of changes in Eastern Europe.
These differences can help you decide which points to put first and last.

BASED ON THE CULTURE Finally, the culture will affect your organiza-
tional pattern. For example, mainstream American culture is strongly oriented
toward pragmatism, and so a pattern that focuses on problems and solutions
would resonate well for many listeners. But other cultures and subcultures have
a much greater concern for ideology, for myth and ritual, for narrative, or for
authority; the preference for these values would affect the pattern of analysis.
Joanna Watkins was about to addeessan audience with a high proportion of
Asian students. She had studied somq Roper Pollfsurveys about dominant values
among various cultural groups in the United States and had learned that many
Asians value family and group loyalty and mutual support more than such main-
stream American values as competitiveness and individual achievement. Since
Joanna'’s topic was about how to get ahead in college, she needed to arrange
her speech carefully. In this case, a highly pragmatic cause—effect pattern—
which might be just right in other situations—would probably be inappropriate.

Clearly, no organizational pattern is automatically “right” for any given
speech. You need to think critically about the implications and effects of
any pattern and choose an arrangement that suits your strategy. Moreover,
although we have considered these basic patterns as though they were mutu-
ally exclusive, you obviously can combine them. For instance, you could use
a chronological pattern but at each step in the chronology you might examine
developments topically or by reference to causes and effects. Or you could or-
ganize your speech using both a topical pattern and comparison and contrast.
In theory, the potential combinations of patterns are limitless. Particularly
when audience members have different cultural backgrounds, value systems,
and priorities, a creative combination may be most effective.

SELECTING AND ARRANGING
SUPPORTING MATERIALS

Many of the same considerations we have discussed about selecting and
arranging main ideas also apply to the materials you will use to support your
main ideas. In Chapter 5 you studied research techniques to help you locate
supporting materials; now you should consider which materials to select and
how to arrange them.

HOW MUCH AND WHAT KIND? Probably the most important question,
and the hardest to answer, is “How much support is enough?” You need to
offer enough evidence to establish your claims but not so much that the
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7.4 Selecting Supporting Materials

1. Does the supporting material 4. Is the supporting material
meet tests of strength for its consistent with other things
type? (These are given in you know?

Chapter 5.) 5. Will the supporting material

2. Will the supporting material be efficient to present?

be easily understood?
3. Is the supporting material
vivid and interesting?

speech becomes repetitive and boring. But where is the middle ground be-
tween these extremes?

The only all-purpose answer to this question is, “It depends.”® It depends,
most of all, on your audience analysis. In examining listeners’ prior under-
standing of your topic, you may find that your main idea is one with which
they are likely to agree. If so, a relatively modest amount of support will be
enough. But if the audience is likely to find your main idea controversial, you
will need more support to convince doubters.

For example, a speaker who tells a college audience that the legal drink-
ing age should be lowered to eighteen is probably “preaching to the choir.”
These listeners have likely already accepted the claim, and so the speaker
needs only a few pieces of reliable supporting material. But a speaker who
tells the same audience that the legal drinking age should be kept at twenty-
one will probably need to supply much more evidence to convince listeners
that the benefits of such a change would outweigh the disadvantages. In con-
trast, if the audience were composed of older people, the reverse would likely
be true: The speaker who wants to raise the drinking age might need less sup-
porting material than the speaker who wants to lower it.

Besides listeners’ beliefs about the specific topic, their common knowl-
edge and experience will affect how much supporting material you need.
Also, if they are skeptical by nature, you will want to add more support. If
they are impatient or are not good listeners, you will want to keep the speech
short and the supporting materials simple. If they are accustomed to asking
questions after a speech, you will want to anticipate their major questions and
to incorporate supporting material that prepares you to answer them.

The following general procedure can help you decide how much support-
ing material you need:

1. As shown in Figure 7.1, imagine scales, each ranging from low to high, la-
beled “Knowledge,” “Beliefs and Values,” and “Willingness to Act.”

2. Based on your audience analysis, place an X on each scale at the position
which you think characterizes your audience.

3. Based on your strategic planning, place an O on each scale at the posi-
tion which the audience needs to occupy if you are to achieve your spe-
cific purpose.

4. Examine the distance between the Xs and the Os. In general, the greater
the distance, the more supporting material you need.

ARRANGEMENT OF THE SPEECH



Low X 0 High

Beliefs and Values

Low X 0 High
Willingness to Act

Smaller amount of supporting material needed

In any case, supporting material should not be redundant; each piece of
evidence should add something new to the speech as a whole. The testimony
of three different people who say exactly the same thing is not likely to be
higher in value than one person’s testimony. Nor will you strengthen the
speech by citing the same example from multiple sources.

Regarding the types of supporting materials to use, the general goal is to
aim for variety. The speech should not depend entirely on statistics, on testi-
mony, on examples, or on primary documents. The reasons are simple. First,
you are more likely to hold the audience’s interest by varying the types of
evidence you offer. Although it is important that the audience be able to antic-
ipate your general pattern, too much repetition induces boredom. Second,
different listeners will be persuaded by different kinds of evidence. If your au-
dience is heterogeneous, then using a variety of support helps you to strike a
responsive chord among many different listeners.

WHAT CRITERIA? Having decided how much and what types of support
you need, you still face other choices. For example, you may have decided
that testimony is the form of support you need and that one quotation from an
expert will be enough. But your research may have accumulated the testimony
of four or five experts. How do you decide which one to use? Similarly, you
may have found multiple examples, various statistical measures, or more pri-
mary documents than you might need.

CHAPTER 7 ORGANIZING THE SPEECH:
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What criteria can you use to assess these supporting materials? Obviously,
your choices should not be random. The following guidelines will help you to
select supporting materials that will contribute the most to your speech:

1. Apply the criteria for strength of supporting material that were given in
Chapter 5. For instance, with regard to testimony you should ask which
authority has the greatest expertise on the subject, which statement is
most recent (if timeliness is a factor), and so on. With respect to examples,
you want to use a case that is representative. And if you are choosing
among pieces of statistical evidence, consider the reliability and validity
of each.

2. Select the supporting material that is easiest to understand. Remember that
you want to direct the audience’s thinking toward your main ideas. If lis-
teners have to work hard to understand and remember your supporting
material, they will be distracted from the focus of your speech.

3. Select vivid or interesting supporting material when you can. Not every
piece of evidence will be graphic and easy to remember, of course. But
when you have a choice, select supporting material that will interest lis-
teners and will hold their attention. Less interesting material requires the
audience to give it greater concentration, which again will distract from
your main ideas.

4. Select supporting material that is consistent with other things you know.
It is always possible, of course, that your prior beliefs and the audience’s
common sense will turn out to be mistaken. But a useful test of support-
ing material is whether it is consistent with what you already know to
be true. If you use material that challenges commonly held beliefs, you
should be prepared to defend it and explain why the audience should not
reject it out of hand.

5. When you have a choice, select supporting material that will be efficient
to present. In general, a short anecdote is better than a long narrative, if
they make the same point. And a statistical measure with categories that
are clear is more useful than one that needs lengthy explanations.

Just as the main ideas of a speech can be arranged according to a variety
of patterns, so too can the supporting materials that establish each main idea.
The same considerations—your purpose and your strategy—govern the
arrangement of main ideas and of supporting materials.

Suppose, for example, that for a main idea you want to demonstrate that
the percentage of eighteen-year-olds who attend college has been increasing
steadily. Because your objective is to demonstrate a rate and direction of
change, a chronological pattern might serve best. It would enable you to
“take a snapshot” of how many eighteen-year-olds were in college at different
points in time. You could show your audience that in 1960 about 24 percent
of high school graduates attended college; in 1970 the number had increased
to 33 percent; in 1980 it remained about the same; but in 1990 it jumped to al-
most 40 percent (see Fig. 7.2). By arranging these “snapshots” in chronological
order, you can convey the message of ongoing progress.

For another example, suppose you want to establish that alienation
from politics is a nationwide occurrence. You might use a spatial pattern,
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1988 376
1989 38.5
1990 39.6
1991 41.4

drawing on examples from the East, the Midwest, the South, and the West.
In yet another speech you might want to emphasize trends in the training
and preparation of popular music singers. You could use a topical pattern to
focus on each singer you want to discuss, or a comparison and contrast pat-
tern that would let you demonstrate important similarities and differences
among the singers.

You also can combine the patterns of arrangement in a single speech. In
discussing the apathy of American voters, you might use both a chronological
and a spatial pattern, as follows:

I. Voter apathy has become a growing concern.
A. During the years before World War I, voter turnout was high.
B. In the modern age, the height of voter participation came in 1960.

C. Since 1960 there has been a slow but steady decline in political
participation.

II. Voter apathy is widespread.
A. Tt can be found in the East.
B. It can be found in the Midwest.
C. It can be found in the South.
D. It can be found in the West.

Such a combination, aside from clarifying each main idea in the most appro-
priate way, also brings variety to the speech—a desirable objective in itself.

Organizing the body of the speech involves two sets of choices: what to
include and what pattern of arrangement to use. Both decisions relate to the
main ideas of the speech as well as to materials that support those ideas.

Organization helps both the audience and the speaker. A well-organized
speech is more persuasive and more easily remembered—partly because form

FIGURE 7.2
Percentage of high school

Sommeembiangtical Abstract of the United I

Staes, 1992.
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itself is persuasive, partly because a recognizable form makes content easier to
remember, and partly because listeners can anticipate what is coming next.
For the speaker, organizational structure is an aid in preparing the speech, in
evaluating its main ideas, and, when presenting, helping you remember what
comes next.

Main ideas are chosen by reference to the speaker’s strategy and purpose
and also by reference to the themes that are most frequently identified
through research. Main ideas should be relatively few in number, simple in
phrasing, parallel in structure, coherent, and complete in their treatment of
the topic.

Arranging the main ideas raises such considerations as their dependence
on one another, the value of beginning with the familiar, the importance of
first and last impressions, and especially the nature of the audience. Speakers
should be familiar with seven general patterns of arrangement: chronological,
spatial, categorical (topical), cause—effect, problem—solution, comparison and
contrast, and residues.

Selection criteria are also invoked with respect to supporting materials for
the speech. These criteria begin with audience analysis, which helps to deter-
mine how much and, perhaps, which types of supporting material are needed.
Supporting material should be easy to understand, interesting, varied in type,
representative of the available evidence, easy to present, credible, and consis-
tent with what already is known. The same factors that affect the arrangement
of main ideas also affect the arrangement of supporting material. Materials that
support different main ideas may be arranged in different patterns.

From this discussion of how to organize the body of the speech we move
next to focus on the introduction, the conclusion, and transitions. Then we
will examine the organization of a complete speech.

1. In this chapter we examined Stuart Kim’s strategic plan to select and orga-
nize main ideas for a speech to convince listeners to donate to the United
Way. But what would Stuart’s speech be like if he faced a different rhetori-
cal situation? Imagine that he is planning to speak to fellow volunteers at a
yearend gathering to celebrate the United Way. Using the list of ideas that
Stuart developed in his research, and drawing on your own imagination,
discuss the selection and arrangement of appropriate main ideas for such
a speech.

2. Which organizational pattern would you recommend for each of the fol-
lowing rhetorical situations? Why?

To inform an audience of high-school students about their college
options

To explain the historical development of baseball to a group of British
tourists

To teach a group of coworkers how to use a new computer program

To strengthen the commitment of fellow party members to a candidate’s
campaign

To persuade a hostile audience that cigarettes should be regulated more
strictly

To introduce an award-winning journalist who is about to give a lecture
at a school assembly

ARRANGEMENT OF THE SPEECH



3. What is the best organizational strategy for your next speech in this class?
Gather in groups of four or five, and discuss your strategic plan with your
classmates. Answer the following questions about each group member’s
strategy:

a. Do the main ideas satisfy the criteria of simplicity, discreteness, parallel
structure, balance, coherence, and completeness?

b. Which other organizational patterns might be more suitable for the pur-
pose and audience of this speech?

¢. Which type of supporting material is needed to develop each main idea
in the speech?

1. Select the main ideas for your next speech. Activities \

a. Use Checklist 7.1 to generate a list of potential main ideas.

b. Subject each idea in the list to the tests described in this chapter: Is the
idea essential? Can a more general statement combine several main
ideas?

2. Arrange the main ideas for your next speech.

a. Identify the pattern of arrangement that you have chosen.
b. Write a paragraph or two to justify the pattern that you have selected. In
doing so, ask yourself the following questions:

Are the ideas dependent on or independent of one another?

Are you beginning with the familiar or with the unfamiliar?

Are the first and the last ideas strongest?

Why is this pattern most appropriate for your audience and purpose?

3. Select the supporting material for your next speech.

a. Draw scales like those in Figure 7.1 to determine how much supporting
material you need.

b. Choose the supporting material that you will use to develop each main
idea in the speech.

¢. Using the criteria in Checklist 7.4, write a sentence or two to explain
why you have chosen each piece of supporting material.

Using the Internet

1. Using journalistic questions to develop a thesis and main
ideas. Journalists are advised that a coherent newspaper story an-
swers the questions: who, did what, when, where, and why? You
can also use this principle to think about selecting information to
organize your speech. Do an interactive exercise at the Allyn &
Bacon Public Speaking Website. The exercise will start with one
of the journalistic questions as a way of exploring topic ideas.
From there you will focus on the goal for an informative speech.
Based on that goal, you can develop your thesis and identify main
ideas to use in a speech. Lastly, you can choose a pattern of
arrangement to use.

(continued)
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Point your browser to <http://www.abacon.com/pubspeak/
exercise/5wtopic.html> and complete the exercise. Note that you
have the option of having a copy of your results page sent

to your instructor, or to yourself. You may also print a hard

copy of the exercise.

2. Finding patterns of arrangement. Observe the pattern of
arrangement used in speeches by listeng i

I.b;ma.d.mg_ﬁn;i‘peeches Go to thg All n & Bacon Pubhc
Speaking Website Jink “Develop an Organizational Pattern” by
pointing your browser to <http://www.abacon.com/pubspeak/

organize/patterns.html>. After listening to the speech, assess the
organization critically:

e Do the main ideas satisfy the criteria of simplicity, discreteness,
parallel structure, balance, coberence, and completeness?

e [s the organizational pattern chosen appropriate for the purpose
of the speech and the audience?

e Does the speaker use supporting material to develop each
main idea?

3. Assessing principles of organization on Web pages. What prin-
ciples of organization work best for a Web page? Use the questions
outlined below to assess the organizational strategy used in each of
the following Web addresses:

IThe World Wide Web Virtual Library: I <http://vlib.stanford.edu/
Overview.html>

IState and Local Government on the Net: I <http://www.piperinfo.
com/state/states.html>

IYahoo! News: I <http://www.yahoo.com/headlines/news/>

IThe Federal Court Locator:l <http://www.law.vill.edu/Fed-Ct/
fedcourt.html>

IHotWired Magazine: I <http://www.hotwired.com>

IIhe Washbington Post: I <http://www.washingtonpost.com>

e To enable a user to navigate from one main idea to another, does
the Web page designer use the criteria of simplicity, discreteness,
parallel structure, balance, coberence, and completeness?

e [s the Web page effectively organized by using one of the patterns
of arrangement used in speechmaking: chronological, spatical,
categorical, cause—effect, problem—solution, comparison and
contrast, and residues?

e Does the organizational strategy for the page seem to work for
the type of content on it and for the audience for whom the page
is written?
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1. Experiments show that an audience retains more of a message that is organized than Notes \
one that it is not. See Ernest C. Thompson, “An Experimental Investigation of the
Relative Effectiveness of Organizational Structure in Oral Communication,” Southern
Speech Communication Journal 26 (Fall 1960): 59-69.

2. Research confirms that organized speeches are comprehended more fully than unor-
ganized speeches. See Arlee Johnson, “A Preliminary Investigation of the Relation-
ship between Message Organization and Listener Comprehension,” Communication
Studies 21 (Summer 1970): 104-107.

3. One study suggests that an unorganized persuasive message may actually produce
an effect that is opposite to what the speaker intended. See Raymond G. Smith, “An
Experimental Study of the Effects of Speech Organization upon Attitudes of College
Students,” Communication Monographs 18 (November 1951): 292-301. Another
study simply concludes that an extremely unorganized speech is not very persua-
sive. See James C. McCroskey and R. Samuel Mehrley, “The Effects of Disorganiza-
tion and Nonfluency on Attitude Change and Source Credibility,” Communication
Monographs 36 (March 1969): 13-21.

4. Rhetorical theorist Kenneth Burke envisions form as “the creation of an appetite in
the mind of the auditor, and the adequate satisfying of that appetite.” See “Psychol-
ogy and Form,” Counter-Statement, Berkeley: Univ. of California Press, 1931.

5. One study demonstrated that speakers who have a plan and practice that plan have
fewer pauses in their speeches. See John O. Greene, “Speech Preparation and Ver-
bal Fluency,” Human Communication Research 11 (Fall 1984): 61-84.

6. See Howard Gilkinson, Stanley F. Paulson, and Donald E. Sikkink, “Effects of Order
and Authority in an Argumentative Speech,” Quarterly Journal of Speech 40 (April
1954): 183-192; and Halbert E. Gulley and David K. Berlo, “Effect of Intercellular
and Intracellular Speech Structure on Attitude Change and Learning,” Communica-
tion Monographs 23 (November 1956): 288-297.

7. For a few more ideas, see James A. Benson, “Extemporaneous Speaking: Organiza-
tion which Inheres,” Argumentation and Advocacy 14 (Winter 1978): 150-155.

8. Some researchers who have tried to determine experimentally the place of evidence
in a speech have concluded that there are just too many variables (such as the prior
beliefs of the audience members, the credibility of the speaker, and the different
types of evidence) to draw deterministic conclusions. See Kathy Kellermann, “The
Concept of Evidence: A Critical Review,” Argumentation and Advocacy 16 (Winter
1980): 159-172; and Richard B. Gregg, “The Rhetoric of Evidence,” Western journal
of Speech Communication 31 (Summer 1967): 180-189.

} Go to the Zarefsky Website
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Organizing the
Speech:Introductions,
Conclusions,

and Transitions

In This Chapter We Will:

® Discover why an introduction and a conclusion are
W needed to complete a speech and give it a satisfying
sense of form.

¢ Examine the main purposes and some common types
of introductions and conclusions.

® Offer strategies for preparing an introduction and a

conclusion.

¢ Explore how speakers use transitions to connect
the elements of a speech and give its structure a dy-
namic quality.

* Determine the elements of a transition, which may be
either explicit or implicit.



introduction

The beginning of the speech, which
affects listeners’ first impressions of
the speaker and prepares them for
the speech.
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he body of the speech (Chapter 7) is certainly its most important part;

it takes up the most time, and it expresses and supports the main ideas.

But if a speaker launches directly into the first main idea and ends
abruptly after the last, you probably would think something was strange,
perhaps even insulting, about the speech. It would be like joining a conver-
sation that was already well along, having missed the beginning completely.
The ending would seem abrupt, too—like reading a book that was missing
its last few pages or walking out of a movie in its last minutes. You would
be surprised that the speaker had stopped, because the speech would not
seem “finished.”

An audience reacts this way because a speech that is composed only of its
body is not really complete. It does not satisfy listeners’ expectations about
form. Listeners expect a beginning, a middle, and an end. They expect to be
guided into a topic, not dropped in its midst, and they expect the discussion
to conclude naturally. Audiences notice when a speaker departs from this cus-
tomary sense of form; if they are not disturbed by it, they at least are likely to
be distracted.

In this chapter we will explore the two elements of a speech that sur-
round its body: the introduction and the conclusion. We will focus on the pur-
poses of these elements, some common types, and strategies for preparing
them. Finally, we will look at how speakers use transitions to connect the in-
troduction, body, and conclusion and thus give the speech a dynamic quality.

& INTRODUCTIONS: BEGINNING THE SPEECH

. 2,

Both daily life and studies in the psychology of persuasion tell us that first
impressions are extremely important. When you meet someone new, you
quickly form impressions about that person, often based on little more than
superficial characteristics like the person’s clothing and hairstyle, or car, or
way of speaking. Moreover, many first impressions are likely to prove durable;
they will influence how you interpret what this person says and does.!

The introduction to a speech powerfully affects the audience’s first im-
pressions of the speaker. It gives the audience clues about the speaker’s per-
sonality, intentions, style, and overall perspective. These first impressions
shape how the audience will perceive the entire speech.

The introduction also prepares the audience for the speech by giving
clues about what will follow. It establishes the context for the speaker’s ideas,
thus putting listeners in the right frame of mind to attend to those ideas.

The overall purpose of using your introduction to prepare the audience
can be broken down into four specific goals:

* To gain the attention and interest of your audience

To dispose the audience favorably toward you and your topic
e To clarify the purpose or thesis of your speech

e To preview the development of your topic

ARRANGEMENT OF THE SPEECH



GAINING THE ATTENTION AND INTEREST OF YOUR AUDIENCE The
introduction should make the audience want to hear what will follow. Accom-
plishing this goal is critical because, like someone switching television channels, mﬂmD)
listeners can choose whether or not to pay attention. Even when the audience
cannot escape a speaker physically, individuals can decide whether or not to be
active listeners. They can pay careful attention and follow the speaker’s thought
process, or they can fidget and daydream until the speech ends—unheard.
The primary way to make listeners pay attention is to convince them that
what follows will be interesting. An effective introduction suggests to listeners
that they will be stimulated by the speech. The suggestion may be explicit, as
when a speaker says, in so many words, “This concerns you.” But often it is
the form of the introduction as much as its content that captures the audi-
ence’s interest. A lively narrative, startling or unexpected information, or a
personal experience that listeners can identify with obviously has content;
perhaps more important, however, is that such introductory techniques sug-

gest that the speech will be interesting and thus warrants attention. PRI
DISPOSING THE AUDIENCE FAVORABLY TOWARD YOU AND YOUR Emmm
TOPIC Tt is not enough merely to get the audience’s attention. Indeed, a >

speaker can easily gain attention by turning the audience hostile, but such an
introduction would be counterproductive. No one likes to be assailed by a
speaker, and few listeners will respond positively to someone they distrust or
someone who seems to know little about the topic. How much energy would
you invest in following a speaker who is overbearing, pompous, or dogmatic?

Beyond sparking attention, then, the introduction aims to make the audi-
ence favorably disposed toward you and your topic so that listeners will be
sympathetic and attentive. This is not to suggest that they will listen uncriti-
cally and accept whatever you say but rather that they will be charitable in
interpreting and responding to your speech. You can create a favorable first
impression not only by being well prepared and confident but also by offering
examples and narratives that fit your listeners’ interests and perspectives. As
you learned in Chapter 3, the audience analysis will indicate the basic predis-
positions of your listeners. By identifying with these predispositions in your in-
troduction, you make it more likely that the audience will be favorably
disposed toward you and your topic.

Like most generalizations, this one needs to be qualified a bit. Sometimes
a speaker will choose deliberately not to gain the audience’s favor. For exam-
ple, a dissenter who feels the need to speak out against the majority opinion
may intentionally make an audience hostile by, say, accusing them of denying
rights to those who are less powerful. Even though the immediate audience is
unlikely to be persuaded by such a direct attack, the dissenter may, in fact, be
addressing those listeners primarily to gain the attention and favor of some
other audience. The real intended audience is composed of people who will
hear about the speech and conclude that the dissenter is a person of courage
and principle for venturing into hostile territory. This audience, of course, will
then be favorably disposed toward the speaker and the topic; the dissenter
will have gained both their attention and their goodwill.

CLARIFYING THE PURPOSE OR THESIS OF YOUR SPEECH Listeners
are more likely to follow your speech and be influenced by it if you clearly
identify what you want them to believe or to do. Most introductions include
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Division of the body of the speech
among selected categories for
discussion.
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an explicit statement of the speaker’s thesis or purpose, such as: “I will argue
that the United States cannot compete economically without strengthening
public education” or “After you consider the facts, I hope you will call the Red
Cross and volunteer to donate blood.”

Speakers often state their purpose after making introductory remarks that
gain the audience’s interest and make listeners favorably disposed. But some-
times speakers can assume that the audience is interested and favorably dis-
posed. In this case the entire introduction might focus on an explicit statement
of purpose.

PREVIEWING THE DEVELOPMENT OF YOUR TOPIC Besides capturing
the audience and clarifying your purpose, the introduction also previews how
you will develop your topic in the body of the speech. Classical theorists of
public speaking refer to this step as the partition; the speaker divides the
body of the speech into selected categories for discussion.? For example, a
speaker might say, “First I will explain how higher education got into financial
trouble, then I will describe the consequences of this for students and faculty,
and finally T will tell you what we can do about it.” Basically, the speaker has
revealed the pattern for the body of the speech (in this case, a problem—solution
pattern) and what the major headings will be. As we saw in Chapter 7, such a
“road map” helps listeners to follow the speaker’s thinking and to anticipate
what will come next. If listeners recognize the form of the speech early along
and participate in following it, they will be more likely to find the speech ef-
fective and to be influenced by it.

Only your own imagination and creativity limit you in devising an intro-
duction that achieves the four primary goals. Even so, several types of intro-
ductions show up frequently in successful speeches, and you should be aware
of them to decide whether they will be effective for your speech and audi-
ence. Before examining them individually, let’s look at how one student used
her introduction to prepare the audience.

Michelle Ekanemesang was the third speaker to give an informative
speech in her public speaking class. To gain her listeners’ attention (after all,
they had already heard two speeches), she walked to the podium, paused,
looked at the audience, and then suddenly dropped a large book on the floor.
The resounding thud brought all eyes to Michelle as she began to speak: “Just
as easily as that book fell to the floor, the innocence of a child can crash.”
Then, walking around to the front of the podium to retrieve the book,
Michelle continued:

However, unlike this book, a child’s innocence cannot be picked up and placed
back on the pedestal where it was. Children today encounter many experiences
that lower the level of their innocence. Along with gangs, guns, and drugs, they
also face another monster that is not so well publicized. This monster is sexual
abuse. Approximately one child out of four is sexually abused by the age of 18.
This means that perhaps four people in this classroom have been abused. Today I
want to give you some insight into the causes and effects of childhood sexual
abuse as well as some tips about preventing it and what to do if you or a child
you know has been a victim of sexual abuse.

Michelle’s book-dropping trick could have turned into a resounding flop if
she had not explained how it connected to her speech. She quickly and effec-
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tively gained her listeners’ attention and then maintained it by saying that
some of them might be victims themselves, thereby emphasizing the personal
relevance of her topic. F t it was clear that Michelle was going to
talk about the horrors off child abuse. [She took a serious tone of outrage and
disposed the audience favorably toward her treatment of the subject. Her final
statement in the introduction then clearly previewed which main topics the
audience could expect her to cover: the causes, effects, prevention, and treat-
ment of childhood sexual abuse.

In deciding which of the following types of introductions to use, always
try to relate the introduction directly to your speech, as Michelle did. If you
quote someone famous or tell a joke without showing how that connects to
the speech itself, you risk raising the audience’s expectations, which your
speech may not fulfill. The speech, after all, should be a unified whole. The
introduction and the conclusion should work together with the body of the
speech to create the response or action that you desire.

IDENTIFYING WITH YOUR AUDIENCE One obvious way to build good-
will and capture the audience’s interest is to draw on something that you
share—a common experience, common acquaintances, common values, or
common goals. If listeners perceive you as being basically like themselves,
they automatically form a good first impression of you. And their interest
should be high because, in effect, you may be telling them something about
themselves or speaking on their behalf.

Student speakers often find it easy and effective to identify with their audi-
ence because, typically, they do share many common experiences with their
listeners. One student began a speech about the evils of bureaucracy by refer-
ring to a common campus experience:

You've probably noticed, as I have, how slow the lines get during class registra-
tion. It seems as though the peak traffic periods always come just when all the
staff are on break. A process that ought to make things efficient for students is de-
voted instead to making things comfortable for the staff. Actually, that’'s what most
bureaucracies are like.

Having gained the interest and goodwill of the audience by identifying with
them, and having stated the thesis, the speaker was then well positioned to

8.1 Types of Introductions

1. Identifying with the audience . Telling a story (anecdote)

6

2. Referring to the speech 7. Using an analogy
8
9

situation . Asking a rhetorical question
3. Stating the purpose . Quoting someone
4. Stating the importance of 10. Using humor

the topic
5. Citing statistics or making

claims

Checklist
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complete the introduction by previewing how the discussion of bureaucracy
and its evils would be developed in the speech.

REFERRING TO THE SPEECH SITUATION  Another way to establish com-
mon bonds with an audience and to strike an appropriate opening note is to
refer directly to the situation. Many speeches are delivered on ceremonial oc-
casions (for example, commencement addresses, wedding toasts, speeches of
welcome or farewell), and these often are introduced effectively by an ex-
plicit reference to the occasion. At other times the content of the speech,
rather than its ceremonial character, may dictate a reference to the occasion.
The student who is speaking about campus bureaucracies, for example, might
now preview the development of the topic by tying it to the situation: “Since
today is the beginning of registration for next semester, it’s high time to do
something about the inefficient, ineffective bureaucracy that controls our acad-
emic destinies.”

Other situational factors also can be the touchstone for an effective intro-
duction. For example, the location of the speech mightlbm.m.pn.m ant_as it was
when Martin Luther King, Jr., began his famous addresq “I Have a Dream.” |Dr.
King’s introduction noted that he stood symbolically in the shadow of Abra-
ham Lincoln; indeed, he was delivering his address from the Lincoln Memorial.

Referring to a previous speaker might be a natural introduction to your
own speech. If your reference endorses or builds on something a previous
speaker said, it creates a bridge between the two speeches and a seemingly
logical flow to the discussion. And if the previous speaker was competent and
credible, you even may inherit the audience’s favorable disposition toward
that speaker.

On the other hand, your reference does not have to support the previous
speaker. In fact, that speech might provide the ammunition needed for you to
disagree with something the speaker said. In this case your introduction is
both a bridge that maintains continuity and a stop sign that signals the differ-
ences between the two of you. For example, imagine that a student in a pub-
lic speaking class just spoke about the underappreciated beauty of snow. By
coincidence the next speaker has planned to extol the joys of summertime.
Adapting the introduction to fit this situation, the second speaker could say,
“Snow is nice if you're looking at it from afar. But speaking as a Midwesterner
who is tired of sloshing through an icy mess on my way to school, I celebrate
something far more beautiful: summertime.”

STATING YOUR PURPOSE Sometimes an introduction that explicitly states
your purpose can be very helpful, especially if the audience is captive or is
known already to be favorably disposed to your ideas. This approach is also
effective when your thesis is startling or unexpected: “In the next hour, many
children in this town will suffer from abuse and neglect. We will see why this
happens. Then I want you to volunteer one day a week to help stop this.”
Your direct challenge will probably make the audience take notice. You've
alerted them that you expect something of them, and so they are likely to pay
attention in order to decide whether or not to grant your request.

STATING THE IMPORTANCE OF YOUR TOPIC  Another effective opening
device is to alert the audience to the significance of your topic before actually
stating what the topic is. For example, a speech about preventing AIDS might
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begin with the statement “I have information that literally can save your lives.”
Similarly, a speech about purchasing a home might begin with “Today I want
to discuss the most important financial decision most of us will ever make.”

This type of introduction demands the audience’s attention. Just by saying
that your topic is important, you ask people to take notice. This strategy also
has an element of mystery, which leads the audience to wonder just what it is
that is so critical. Be aware, however, that this approach has been overused,
and audiences sometimes react to such claims by being skeptical. A speaker
who opens with “This speech could change the course of your life” may actu-
ally prompt listeners to think, “Oh, sure; I've heard that before.” Consider your
topic and your audience carefully to ensure that this type of introduction will
help you and will not backfire. Remember: One goal of your introduction is to
dispose the audience favorably toward your point of view. If listeners react
skeptically at the outset, you may never regain their interest.

If your speech has a formal title, be sure that its specific wording is accu-
rate and complete. Then your introduction can “unpack” t °_u.LLm_£Q;aQ§LI' ”

ﬁ' | follow and to highlight your main points. In 1984 Governor Mario

Cuomo Ilof New York illustrated this introductory strategy in a speech at the
University of Notre Dame:

I would like to begin by drawing your attention to the title of this lecture: “Reli-
gious Belief and Public Morality: A Catholic Governor’s Perspective.” I was not
invited to speak on “Church and State” generally. Certainly not “Mondale versus
Reagan.” The subject assigned is difficult enough. I will try not to do more than
I've been asked.

Governor Cuomo then proceeded to state his perspective and to indicate how
he planned to develop his ideas.

CITING STATISTICS, MAKING CLAIMS Listeners sit up in interest when a
speaker cites startling statistics or makes a surprising claim. Their astonishment
on hearing the information causes them to pay attention. For example, to in-
troduce the topic of academic dishonesty, a student might begin:

A highly reliable national survey recently found that over 70 percent of college
students admitted that they at some time had cheated in a class. If we are typical
college students, that means that fourteen out of the twenty of us are cheaters. I
couldn’t believe this until I began to examine what academic dishonesty is. Let
me share with you what actions it includes.

This type of introduction works best when the statistics are accurate but
not well known—when there is a gap between what listeners think they know
and what is actually the case. Statistics can show that our common assump-
tions are not accurate, that a problem is greater than we know, that a condi-
tion we viewed as worsening is actually improving, and so on. But the risk
with this approach is that listeners may become defensive about their predis-
positions. Rather than considering the possibility that academic dishonesty
really is more serious than they thought, for example, they may react by
doubting the statistics or by denying the claim. You certainly want to
encourage listeners to think critically; but if their very first response to your
introduction is to doubt what you say, it will be difficult to build goodwill
and regain their interest. Keep your primary purposes in mind when develop-
ing your introduction.
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An interesting story about a
real person can gain the
attention of the audience
and provide a good link to
the body of your speech.

TELLING A STORY  Speakers often begin with an anecdote—an extended il-
lustration or example that is cast in narrative form. In other words, an anec-
dote tells a story, which may be true or fictional. A speaker introduces the
topic by relating a personal experience or something that happened to others.
For example, when student Michael Green gave a speech about the harmful
effects of spanking children, he began by relating an experience he had as
resident advisor in his dormitory:

Last Friday night, a guy from the fourth floor was making a lot of noise and dis-
turbing the other residents on the floor. This guy is a troublemaker, and that night
he was really drunk. When I told him to chill out, he mocked me and said, “What
are you going to do about it?” I was really mad, because here was this punk, who
weighs about half as much as I do, challenging my authority. It would have been
so easy to use physical force to teach him a lesson. But I restrained myself. I knew
that hitting this student would only teach him that violence is the proper way to
respond to problems. Similarly, when parents spank their children, they are letting
their anger speak for them, and they are sending the wrong message.

The power of an anecdotal introduction lies in its narrative form. The
story is engaging, and the chronological sequence is easy to follow. A narra-
tive is concrete—it involves specific characters in a particular situation—and
therefore listeners can attend to it with less effort than is needed to follow
something more abstract. A narrative encourages the audience to sympathize
and even identify with its characters. In contrast, opening with statistics or a
quotation removed from its context seems less natural to listeners, and they
may wonder what your point is.
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One potential drawback in using an introductory anecdote is that it may
overshadow the preview of your topic or even the body of the speech. It may
be so interesting that it distracts attention from your main points. To avoid
this, use an anecdote that leads directly into your thesis statement and parti-
tion. Try to create unity between the anecdote and the main points so that
each reminds the audience of the other. If you can achieve unity, the anec-
dote alone will remind listeners later of what you said.

USING AN ANALOGY Closely related to the anecdote is an analogy, which,
as you learned in Chapter 6, is a comparison. An analogy draws attention to
the similarities or the differences between two objects, events, or situations. A
speaker can use an analogy to clarify an unfamiliar subject by comparing the
subject with something else that the audience already understands.

Like anecdotes, analogies help to make abstract concepts concrete. They
are especially useful in introducing technical material to listeners who are not
specialists in the speaker’s field. For example, to inform his audience that the
presence of human immunodeficiency virus (HIV) in a person’s blood does
not necessarily mean that he or she has AIDS, student Dan Kinsella began
with the following analogy:

At the university, many students carry backpacks. So if you entered a building
filled with people wearing backpacks, you probably would assume that it was a
college building. However, the building could just as well be a restaurant where
students hang out. Just as finding backpacks in a building does not always mean
that you are on campus, the sighting of HIV in a person’s blood does not always
mean that the person has AIDS. I am going to explore with you some of the
causes and consequences of mistakenly assuming otherwise.

This analogy translated what could be a difficult point—that the presence of
HIV does not necessarily indicate an active disease state—into a concept that
the audience could grasp easily.

During World War II Presidentl Franklin D. Roosevelt Iwas gifted at using
analogies to explain the complexities of foreign policy to average voters. Dis-
cussing why, in 1940, the United States should lend (rather than sell) war mate-
rials to Great Britain and its allies, he offered the analogy of a man whose
neighbor’s house was on fire. When the neighbor ran up to ask for a garden
hose, the man did not first demand payment; instead, he gave the hose to the
neighbor on the promise that it would be returned when the threat was past. In
just this way, Roosevelt reasoned, the United States should approach lending
supplies to cash-strapped allies. This simple analogy both explained and drama-
tized the president’s perspective, and it helped make his case with the public.

Analogies are persuasive (and thus advance the purposes of an introduc-
tion) because most listeners find it easy to focus on similarities and differ-
ences. To be effective, though, an analogy should be fairly simple and direct,
like Roosevelt’s. A complex comparison will force your listeners to puzzle out
just what it is that you think is similar about the two things, and they will be
distracted from the body of your speech. And if your analogy is too farfetched
(as some students thought Dan Kinsella’s was), listeners’ first impressions of
you may be negative, and they may not take your main ideas seriously. In
both cases the analogy would undercut the purposes of the introduction. An
analogy should be fashioned with care. If it doesn’t advance your purposes,
look for some other way to begin your speech.
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listeners to think.
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ASKING A RHETORICAL QUESTION Do you think you need to know
what a rhetorical question is? Like the sentence you just read, a rhetorical
question is one for which no answer is really expected. Instead, simply
asking the question will cause an audience (or a reader) to think about
the answer.

When a speaker poses a rhetorical question, the real goal is not to come
up with an answer but, rather, to make the audience think. This device may
prompt listeners to imagine themselves in some other time, place, or situation.
For example, in urging white Americans to be sensitive to the role of race in
the lives of African Americans, a student speaker might begin by asking, “How
would you feel if, at the time you were born, your earning capacity and life
expectancy were automatically reduced for no reason but the color of your
skin?” Then, to preview the deyelopment of the speech _the sthdent might ask,
“Why is it that, forty years aftefy Brown v. Board of Education, fducational op-
portunities still are not equal?” The first question gets the audience thinking,
and the second question previews the development of the speech. Since the
goal is to make the audience think, the speaker in this case would probably
not state the thesis explicitly just yet.

The pitfall in asking rhetorical questions is that speakers have overused or
misused this device. Some may ask an introductory question merely to ask it,
rather than to induce listeners to imagine a situation or to preview the speech.
An even greater risk is that listeners will answer the question in their minds—
with an answer that is different from what the speaker wants to discuss. In the
worst case of all, someone in the audience may offer a response that under-
mines the entire introduction. One student began a speech about popular
films of the 1960s by asking, “What do you think of when you hear the name
James Bond’?” From the rear of the classroom another student called out, “A
third-rate movie.” As beginning lawyers learn (sometimes the hard way), you
should never ask a question unless you already know the answer.

QUOTING SOMEONE The introductory device of beginning a speech with
a quotation is especially common and useful in sermons; the scriptural quota-
tion then serves as the text on which the sermon is based. In secular settings,
too, speakers often open with a quotation that captures the essential idea they
intend to develop. Besides gaining the audience’s attention, the quotation
leads naturally into the development of the speaker’s main ideas.

Quoting an gpposing viewpoint is a variation of this type of introduction.

IAbraham Lincolnfdid this superbly in a famous speech he made at Cooper
Union in 1860. He began by quoting what his political rival, Stephen A. Dou-
glas, had said about the intentions of the country’s founders; then Lincoln
used the Douglas quotation to highlight and advance his own thesis and
main points.

Beginning a speech with a quotation is such a common introductory de-
vice that whole books of short quotations are published for this purpose. The
warning about introductory quotations, however, is exactly the same as for
anecdotes and analogies: Your introduction must relate directly to what you
plan to say in your speech. If the audience cannot see the connection clearly,
the introduction will seem superfluous and, therefore, will be counterproduc-
tive. A good test is to ask yourself whether the quotation will lead naturally to
your thesis statement and partition, and then to the body of the speech.
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USING HUMOR  Perhaps the most common introductory device is to begin
the speech with a humorous reference or a joke. Humor relaxes the audience,
disposes listeners favorably toward the speaker, and disarms skeptics. It also
tells both the speaker and the audience to keep their perspective about the
topic and not take themselves too seriously.

Despite all these advantages of humor, the worst advice for preparing the
introduction to a speech is that “every speech should start with a joke.” Hu-
mor is not always appropriate to the subject (or the occasion or the audience),
and the joke does not always relate directly to the speech. Again, unless the
connection is clear to the audience, at best a joke delays the “real” speech,

and aiwmmw S 3
Inf 1964 President Lyndon Johnson Jused the occasion of commencement at m

the University of Michigan to proclaim the values of the Great Society. Unfor-
tunately, his opening was more of a warm-up than an introduction:

It is a great pleasure to be here today. This university has been coeducational
since 1870, but I do not believe it was on the basis of your accomplishments that
a Detroit high-school girl said, “In choosing a college, you first have to decide
whether you want a coeducational school or an educational school.”

The president’s good humor continued:

I came out here today very anxious to meet the Michigan student whose father
told a friend of mine that his son’s education has been a real value. It stopped his
mother from bragging about him.

These jokes clearly had nothing to do with the Great Society, as was appar-
ent when the president’s tone changed abruptly: “I have come today from the
turmoil of your Capital to the tranquility of your campus to speak about the
future of your country.” That was the real beginning of the speech; the humor-
ous references were not developed further. President Johnson’s joke got listen-
ers’ attention and may have disposed listeners positively toward him, but it did
not achieve the other purposes of an introduction.

This survey of the types of introductions is extensive, but it is not meant
to be complete.* Anything can be used to begin a speech if it will achieve the
four purposes of an introduction: gaining your audience’s interest, disposing
listeners to think well of you and your topic, clarifying your purpose or central
theme, and previewing how you will develop the topic. The great variety and
range of introductory devices, however, does not mean that you should select
one hastily or without care. The introduction is clearly critical in making an ef-
fective speech, and you should prepare it as carefully as you do the body and
the conclusion.

SPEECH

The multiple purposes of an introduction and the great variety of ways to
achieve them may seem daunting, but the following strategies and suggestions
should help you plan a successful introduction for your speech.

PREPARE THE BODY OF THE SPEECH FIRST Just as this book explains
how to organize the body of the speech (Chapter 7) before focusing in
this chapter on introductions and conclusions, you should follow that same

CHAPTER 8 ORGANIZING THE SPEECH: INTRODUCTIONS, CONCLUSIONS, AND TRANSITIONS 215


wlp215a.htm
wlp215a.htm

sequence in preparing your speech. After all, it helps to know what you are
introducing. Having already prepared the body, you now know what your
main ideas are and how you will develop them. That information will help
you craft an appropriate introduction that prepares the audience effectively.
Another good reason to follow this strategy is that you will be less likely to
delay preparing the entire speech just because you haven’t yet thought of the
“perfect” introduction.

RELATE THE INTRODUCTION TO THE BODY Keep in mind that the in-
troduction has to prepare your listeners and then lead them naturally into the
body of your speech. The connection between the introduction and the body
should be clear and direct. A particular anecdote, joke, or quotation might
well arouse your audience’s interest, but if it seems unrelated to your main
points, it may not lead listeners in the direction you intend. Indeed, some in-
troductions—no matter how engaging—may undercut your purposes, weaken-
ing the entire speech. Although this book examines each element of a speech
individually, your goal is to convey a satisfying sense of form to the audience.
The introduction is the obvious place to start doing this.

KEEP THE INTRODUCTION BRIEF Remember that the focus of the
speech is on the main ideas that you will develop in the body; the introduc-
tion should lead listeners to these ideas, not obscure them. A too long, too
strong introduction could turn into the tail that wags the dog, running away
with the speech and ultimately confusing your audience.

Some speechwriters advocate that an introduction should take 10 to 20
percent of the total time for the speech. Although we resist such precise mea-
surement, the key point remains: Limit the length of your introduction so that
it does not become a speech in itself.>

m:m@ MAKE THE INTRODUCTION COMPLETE  As you experiment with poten-

tial introductions, assess how each one advances (or hinders) the purposes

s® s that an introduction serves. Although exceptions exist, most introductions in-
Mmm clude the following elements: a device to gain your listeners’ interest and to
o dispose them favorably toward you as a speaker, a statement of your thesis or
> purpose, and a preview of how you will develop the topic.

IKEEP A FILE OF POTENTIAL INTRODUCTIONS 1In developing an intro-
duction, you doubtless will run across ideas, quotations, examples, and other
materials that are not immediately useful but that you can imagine shaping
into an introduction for a future speech. Keep track of such materials. Do

not rely on memory to recall them or find them at just the moment you need
them. You might make notes on index cards or sheets of paper, just as you
did when researching a speech (Chapter 5), and establish a file of introductory
material arranged by topic. Then, when you start preparing your next speech,
you already have resources and will not have to depend entirely on either
memory or inspiration.

BE GUIDED BY THE EXAMPLES IN THIS BOOK In this chapter you have
studied the most frequently used types of introductions; Appendix B and other
speeches in the book also illustrate a variety of introductions. Consider these
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examples not as models to be followed blindly but as guidelines to help you
think creatively about the best way to introduce your particular speech. Devel-
oping an introduction is a creative process; use the examples to spark your
own thinking and imagination.

SPEECH
PLAN THE INTRODUCTION WORD FOR WORD Especially in the opening

lines of the speech, you want to be sure that you say exactly what you intend.
An extemporaneous opening is risky even for very confident, very experi-
enced speakers, because no one can entirely control the speech setting and
circumstances. Nor is it wise to carry a written script to the podium, planning
to read the introduction aloud. A good first impression is unlikely when your
face is buried in notes. Instead, prepare and practice your opening words
carefully so that you can begin speaking with confidence and good effect
even if your listeners haven’t quite settled down. Remember that one of your
goals is to capture their attention, and you must be ready to do it with your
first words.

Preparing and practicing the introduction word for word will enable you
to create the clearest, most compelling first impression on the audience. More-
over, knowing exactly what you are going to say at the beginning of your
speech will give you greater confidence and a sense of security. So armed,
you can overcome the anxiety that even experienced speakers feel when they
stand to address an audience. SPEECH

4 CONCLUSIONS: ENDING THE SPEECH

Just as you want to begin your speech on the right note, so do you want
to develop an appropriate, effective ending. A speech should neither end
abruptly nor trail off into oblivion. As we did with introductions, we will ap-
proach conclusions by focusing on their purposes and their types and then
looking at some strategies for preparing them.

Like your introduction, your conclusion needs to accomplish several spe-
cific goals:

e Complete the sense of form by anticipating the end Mmm
e Summarize the main ideas S
e Make a final appeal to the audience >

COMPLETING THE SENSE OF FORM BY ANTICIPATING THE END Per-
haps the most basic function of the conclusion is to signal to listeners that the conclusion

speech is ending. No doubt you have heard a speaker who seemed to be fin- The closing of the speech, which
ishing several times before the speech actually ended. Such a speech has draws together what the speaker has
“false conclusions”—misleading signals that the end is near. Summary state- said and indicates what the audience
ments, the use of the word “finally,” and similar cues alert the audience that should believe or do in response to
the speech is wrapping up. But if you send such signals prematurely, you will the speech.
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A condensed restatement of the prin-
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confuse listeners and may even arouse their impatience when the speech does
not end as expected.

On the other hand, you probably also have heard a speaker who ended
so abruptly that you were surprised. Suddenly, although you thought the
speaker was still developing a major idea, he or she came to the end of a
sentence, said “Thank you,” and sat down. Somehow, that approach did not
seem right either.

In both cases the speakers failed to provide a satistying sense of form.
Listeners notice when a speaker departs from customary form, and they are
bothered by it. If you confuse them with false endings or surprise them
by stopping abruptly, your conclusion has not completed the sense of form.
Listeners do need to be signaled that it is time to draw together their percep-
tions about the speech; but you should send this signal only at the appropri-
ate time.

SUMMARIZING THE MAIN IDEAS A second important purpose of the
conclusion is to draw together the main ideas in your speech in a way that
helps listeners to remember them. Even trained and experienced listeners
rapidly forget what they have heard. If you want the audience to remember
what you have said, you need to issue reminders at appropriate points
throughout the speech. And no place is more appropriate for a summary
than the conclusion is.

To end a speech about the messages embodied in popular music, for ex-
ample, you might summarize by saying, “As we have seen, popular music
tells us about our own values, about our relationships with others, and about
our obligations to nature, society, and the next generation.” As this example
shows, a summary does not entirely repeat the main ideas, and it certainly
does not reprise their development. Rather, it reminds the audience of key
points, often by highlighting particular words or phrases in a way that listen-
ers can remember—as in the parallel structure of the three “about” phrases in
this example.

An effective summary, then, is an aid to memory. By including a summary
in your conclusion, you will increase the chances that listeners will recall your
main ideas correctly.

MAKING A FINAL APPEAL TO THE AUDIENCE The conclusion is also an
opportunity to say exactly what response you want from the audience. It is
your last chance to remind listeners about whatever you want them to think
or do as a result of your speech.

Sometimes a speaker wants listeners to take a very specific action, such as
signing a petition, donating money, writing to their legislators, or purchasing a
particular product. At other times the desired response is a belief rather than
an action. For example, suppose you want the audience to agree that the cur-
rent president and administration have set a correct course in foreign policy
matters. You are not asking listeners to take any specific action, but you do
want them to be favorably disposed toward the president’s international poli-
cies. Your conclusion might say, “I hope I've convinced you that the presi-
dent’s foreign policy is on the right track.” Although you are not asking for
anything directly, you do want to intensify or to change your listeners’ beliefs.
Either response may lead to actions later, but that is not your purpose in mak-
ing this concluding appeal.
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Sometimes the response you seek may be even more general, as in these
concluding remarks:

The next time you go to a fast-food restaurant, think twice about whether you’ll
get a nutritious meal.

Whether or not you agree with my beliefs about abortion, I hope you will think
about what I have said.

The next time you wake up and see the sunrise, stop to think about the miracles
and wonders of nature.

None of these concluding statements calls for action, and yet each of them
asks listeners to “do” something: to become more aware of something they
had not recognized or to think critically about something they had accepted.

Virtually any speech—whether or not it is billed as a “persuasive”
speech—asks for some response from the audience. In developing the conclu-
sion of a speech, your goal is to make the audience understand exactly what
response you seek.

Here’s how Michelle Fkanemesang ended her classroom speech about the
sexual abuse of children:

Remember that children are our future generation and should be safe from plagues
like sexual abuse. Committed by psychologically damaged men and women of all
ages, sexual abuse is a crime that leaves a lasting scar on its childhood victims.
Through education and knowledge we can help these children and prevent them
from having to encounter experiences which will affect them forever after. I hope
that the information I've shared with you today will be passed on to a younger au-
dience and will help to stop sexual abuse in the future. Remember, prevention is
always better than cure!

Michelle’s first concluding sentence hinted to the audience that her speech
was coming to an end. The next two sentences summarized the points she
had made in the body of her speech. Finally, she asked the audience to take
action and help stop sexual abuse by passing on the information that children
need in order to prevent abuse from occurring.

You already know that the types of introductions are bent toward a pur-
pose and can be developed in various ways to achieve that purpose. The
same is true for conclusions. Indeed, some of the following types of conclu-
sions mirror the types of introductions you have studied; others introduce new
elements into the speech.

8.2 Types of Conclusions

Summarizing (In addition, many of the types
Quoting someone of introductions in Checklist 8.1
Making a personal reference can also be used as concluding

Challenging the audience devices.)

Offering a utopian vision

Uk wunN=

Checklist
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SUMMARIZING We observed earlier that one purpose of the conclusion is
to summarize the main points of the speech. Sometimes summary is the domi-
nant purpose. In that case the concluding summary would be more extended
than in the preceding examples. It would remind the audience not only about
major topics addressed but also about the details of your argument, even re-
peating some memorable thematic phrases. Such an extensive concluding
summary may need a “miniconclusion” of its own, to avoid ending abruptly
or trailing off into insignificance.

In contrast, sometimes a succinct, bare-bones restatement of key phrases
may make the most rousing finish. Consider the following conclusion from a
1937 speech by President Franklin D. Roosevelt warning about the dangers of
isolationism:

America hates war. America hopes for peace. Therefore, America actively engages
in the search for peace.

These three simple statements (note their parallel structure) are a brief but
highly memorable recapitulation of the main ideas. They suggest finality, they
summarize main ideas, and they indicate the action that will be taken.

QUOTING SOMEONE Just as many speeches begin with a quotation, so
many end with one. In both cases, remember to tie the quotation clearly to
your speech. A concluding quotation, however, may also go beyond your cen-
tral ideas and give the audience something to think about; the risk of confus-
ing listeners is much lower at the conclusion, because they have already heard
your main points.

Student speaker Kim Davis found a quotatiquthat siiccinctly summed up
her ideas in a speech about gays in the military JQuoting a gay soldier [who
had been discharged for his sexual preference, she read: “‘“They gave me a
medal for killing two men, and a discharge for loving one.”” Closing quota-
tions should be like this one and like President Roosevelt’s: a few neatly bal-
anced, memorable words that sum up your central idea or advance your
main purpose.

MAKING A PERSONAL REFERENCE Particularly if your speech is about
impersonal or abstract issues, it may be appropriate in the conclusion to per-
sonalize the issues by making reference to yourself. Such a concluding device
(D) illustrates your own identification with the subject—you embody the ideas
and values in the speech—and (2) encourages the audience to identify with
you. In this way listeners might imagine that they feel the same you do about
the topic.

Student Romila Mushtag used this type of conclusion effectively after ar-
guing that hate speech should not be outlawed on campus. She ended the
speech by showing the audience a handwritten racist note that had been
taped to her locker door. By revealing that she had been victimized by hate
speech and yet would defend someone’s right to use such speech, she
demonstrated a level of integrity that the audience couldn’t help endorsing
and trying to emulate. Her personal reference made listeners identify with
her—and with the ideas in her speech.

CHALLENGING THE AUDIENCE Particularly when your speech asks the
audience to do something, concluding with a direct challenge may be ef-
fective. This type of conclusion not only creates a common bond between
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speaker and audience but also transfers to the audience some of the responsi-
bility for achieving the speaker’s goals. For example, student speaker Cathy
Cummins, after summarizing her main ideas, ended a speech about the break-
ing of gender stereotypes with this challenge:

Together, we must evaluate the definitions set up for gender in our society and re-
alize that we are limiting ourselves and future generations by continuing to repro-
duce gender roles. It's time we stopped limiting ourselves and our children. I for
one am going to raise my children with the knowledge that boys can play with
dolls and that girls can have chemistry sets. I hope you will do the same.

OFFERING A UTOPIAN VISION Closely related to challenging the audi-
ence is this type of conclusion, which offers an idealized, positive vision of
what can be achieved if only the audience will work together with the
speaker. Rather than focusing on the challenge itself, however, this approach
emphasizes the results of meeting the challenge successfully. The vision is
called “utopian” not to dismiss it but to emphasize that it usually transcends
the immediate, practical world.

One of the most famous examples af 2 canclision containing a utopian

vision is Martin Luther King, Jr.’q “I Have a Dream” faddress, delivered in 1963 mm]m
at the March on Washington:

... When we allow freedom to ring—when we let it ring from every village and
every hamlet, from every state and every city—we will be able to speed up that
day when all of God’s children, black men and white men, Jews and Gentiles,
Protestants and Catholics, will be able to join hands and sing in the words of
the old Negro spiritual, “Free at last! Free at last! Thank God Almighty, we are
free at last

CHAPTER 8
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A challenge to the audience
is often a good way to end

a speech that asks listeners to
do something. In this case,
the challenge is to “make L.A.
work” by voting for Mike Woo.

221


wlp221a.htm
wlp221a.htm

222

PART 3

Even speeches about less momentous topics may conclude by envisioning
how things will be once a problem is solved or a goal is achieved. Offering a
utopian vision is particularly effective when the speaker is calling on the audi-
ence to make sacrifices or to take risks to achieve a distant goal. By predicting
ultimate success, the utopian vision assures listeners that what the speaker is
calling for will be worth the efforts they make.

Abraham Lincoln used this type of conclusion often. Aftjmmmg_gub;l'

i situation facing the Union in 1861, at the time of hid first inaugural ad
|dress; Encoln confidently predicted in his conclusion that “the mystic chords of
memory, stretching from every battlefield and patriot grave to every living
heart and hearthstone all over this broad land, will yet swell the chorus of the
Union, when again touched, as surely they will be, by the better angels of our
nature.” Yes, clouds may darken the sky at the moment, Lincoln was saying,
but he promised his listeners that together they could achieve positive results
in the fullness of time.

Besides these specific types of conclusions, notice that many of the intro-
ductory approaches discussed earlier also can be used for the conclusion, in-
cluding narratives, anecdotes, and rhetorical questions.6 In the same way,
some types of conclusions can be adapted effectively for use in an introduc-
tion. A quotation or a personal reference, for instance, can be as powerful at
the beginning of the speech as at the end.

Several of the earlier suggestions for preparing an introduction apply as
well to preparing a conclusion:

* Work on the conclusion after developing the body of your speech;
again, it helps to know what you are concluding.

e Connect the conclusion clearly to the body of the speech so that
listeners will grasp how it relates to your main ideas.

* Keep the conclusion relatively brief so that it does not detract from
the speech itself.

* Aim for a complete conclusion, including both a wrap-up of your
major ideas and a clear indication of how you want listeners to re-
spond. (1) Summarize your argument memorably; (2) tell the audi-
ence what belief or action you seek.

The following guidelines and suggestions will help you develop an effec-
tive conclusion.

BE SURE THAT IT TRULY IS THE CONCLUSION This first principle is sim-
ple to state but no less important for that. As you begin to develop the conclu-
sion, take care to put it at the end of the body, and lead the audience
naturally into your summary and final appeal.

Recall once more that listeners get distracted or confused when a speech
departs from customary form. On the one hand, avoid any wording that might
signal a false (premature) conclusion. On the other hand, indicate clearly
when you are ready to move from the body of your speech to its conclusion.

RETURN TO YOUR INTRODUCTORY DEVICE WHEN POSSIBLE One way
to enhance the sense of form and unity in a speech is to conclude by refer-
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ring again to the device you used in the introduction. If you began with a
quotation, you may be able to repeat that same quotation in your conclusion,
teasing a different meaning from it now that the audience has heard how
you developed your topic. If your introductory device was an anecdote or a
rhetorical question, your conclusion might return to that same device and em-
bellish it based on the ideas you developed in your speech.

Of course, this suggestion cannot always be followed. The ideas in
the speech may have moved far beyond where they were in the introduc-
tion, and returning to the introductory device would seem jarring (“Isn’t this
where we came in?”). But when you can return to the introduction, listeners
will feel that the speech hangs together well, that it has a satisfying sense
of form.

PRACTICE THE CONCLUSION  The inspiration of the moment is no more
dependable at the end of a speech than at the beginning. Just as you devel-
oped your introduction word for word, so should you prepare a conclusion by
writing out key phrases and sentences that summarize your ideas and make a
strong appeal. In addition, practice the conclusion orally. Your speaking rate is
likely to slow down by the end of the speech; you probably will pause briefly
between the body and the conclusion; and specific words and phrases will
need careful emphasis. Practicing the conclusion out loud a few times before
you present the entire speech will help you craft both its content and its ulti-
mate effect.

TRANSITIONS: CONNECTING THE ELEMENTS
OF A SPEECH

Introduction, body, conclusion—these structural elements seem so static
that, in planning one of them, you can easily forget how dynamic a speech ac-
tually is. From beginning to end the speech represents movement. You begin
with a set of ideas and a strategic objective; by moving through the ideas, you
also move toward achieving the objective. Similarly, listeners begin with a cer-
tain level of understanding about the subject and a certain disposition toward
you as speaker; careful listening and thinking move them through the speech
as well.

This dynamic movement of both speaker and listeners is achieved
by—and depends on—connections that the speaker provides to bridge
any gaps between elements. Transitions connect the introduction to the
body, connect each main idea within the body, and connect the body to
the conclusion. Ultimately, transitions create the sense of form that makes
a speech successful.

The most important purpose of transitions is to create this sense of move-
ment and form; transitions make the speech dynamic and satisfying. Along
the way, they also help listeners follow the speaker’s movement throughout
the development of the speech, and they help listeners remember what the
speaker said. Equally important, transitions keep the speaker from lapsing into

SPEECH

SPEECH

transition

A connection, or bridge, between the
main elements of the speech and be-
tween the main ideas within the
body of the speech.
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APPLYING STRATEGIE

Introductions, Conclusions, and Transitions

Excerpts from Latif's
Informative Speech
on Problem-Solving

Introduction:

The most critical
activity a business
organization undertakes
is problem-solving.

To solve a problem you
need to make a good
decision. And this is
not an easy task. You
have to go through
steps to do that.

There are five stages
for problem-solving
and these stages are:
the intelligence stage,
the design stage,

the choice stage, and
implementation and
monitoring. The first
three stages are

the decision-making
phase. This model,

the decision-making
phase, was developed
by Herbert Simon. And
then later that model
was incorporated by
George Huber into an
expanded model of the
entire problem-solving
process which included
implementation and
monitoring.

Transition from
Introduction to Body

of Speech:  And let's
talk about each stage.

Transition between

Main Points: Let's
talk about the other
two stages.

PART 3
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Dr. Marrow’s Comments

Lati, why dow't you navvow your £ocus amd
Aiscuss either problem-solving ov Aecision-making,
but not both . . . +oo much for a Louv-minute
speech. Thevebore, let's focus om problem-solving.

Your attention-getter is weak. Why not stawt
with telling o stovy that emphasizes the
impovtamce of good provlem-solving skills? | vecall the sther Aoy you
weve telling me how sick your litHe oy was amd how you decided to
take him to the emergency voom at the hospital. At the end of this
stovy, you could emphasize your credivility in problem-solving amad
why i+ is importamt for the andience to have a plam when provlem-
solving. Pevhaps that story would pull your andience im better Hhom
“Problem-selving is the most cvitical activity a business orgomization
umdevtakes.”

You hawve given attention to the tramsitions after your introduction
and between main points. Theve also needs to be a tramsition
between your main points amd your conclusion, such as “Now you
kwow the Pive steps involved in eflective problem-solving” ov “Now
that you umderstomd the alternatives invelved in the process

as well as how problem-solving includes amd goes beyond Aecision-
making . .." In addition, comsider tying your tramsitions move into
the main point of each avea of your speech’s body vather Hhan
to the specific stages of the process. overall, it will have a move
unifying effect.
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Conclusion: You hawve attempted to summarize your speech ama call the

These are the most aundience to some kind of action, which is entively appropriate.
effective steps for Howevey, you need to summavize the five steps that you mentioned
decision-making and W your intvoduction. | also like to use the wovd “conclusion” heve so
problem-solving. At the audience kwows you ave wrapping up your message. Exawmple: “In
the end, I really conclusion, we have AiscusseA the five steps wmvolved i efPective
encourage you to use problem-solving—intelligence, Aesign, choice, implementation, amd
these stages to solve wmonitoving.” Thew, for maximum eg{lecﬁveness, vefer to your stovy

a problem. Because i your intvoduction. Remind them that effective problem-solving
everyone in his or her com sometimes be o matter of life or death, as v the case of your
life has a problem and son. That strategy wovks well in conclusions. Let’s rewvite the main
needs to solve it. points in this speech as well . . . we'll provlem-solve your speech on

problem-solving!

nervous mannerisms that would accentuate the gaps between ideas, eroding
the connections that give a speech movement and form.”

Even accomplished speakers sometimes neglect to think about transi-
tions. They may organize the body of the speech carefully, labor to devise
an effective introduction, and craft a compelling conclusion; yet they assume
that transitions will spring up spontaneously. Facing the audience, however,
their spontaneous connections may be as pedestrian as “My next point is . . .”
or “Next, let me discuss . . .” The movement is halting; the sense of form
is unclear.

Even worse is a speaker who bridges gaps and moves forward on
the basis of sheer nervous energy and repetition. You probably have
heard a speaker who punctuated every pause with “Ahh . ..” or who
completed every thought with “Okay” or “Right?” or who moved to each
new point with “Now, then . ..” Such mannerisms can become so obvious
and distracting that the audience starts counting them rather than listening
to the speech.

From your experience as a listener, then, you know that an effective
speaker understands the nature of transitions and includes them consciously
to create movement and form. The rest of the chapter focuses on how to
provide such connections in your speeches.

We cannot list and describe “types” of transitions, as we could with intro-
ductions and conclusions. Although the following three elements—internal
previews, internal summaries, and links—may seem to be separate types of
transitions and can sometimes be found in isolation, they are really three ele-
ments that together make up a complete transition.

INTERNAL PREVIEWS A preview is a compressed version of what the
speaker is about to develop; it prompts the audience to anticipate what is
coming, in terms of both content and form. As you saw earlier, the introduc-
tion will probably preview your main points. Beyond the introduction, how-
ever, consider whether an internal preview will help prepare your audience

internal preview

A preview within the body of the
speech, leading into one of the
main ideas.
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internal summary

A summary within the body of the
speech, drawing together one of the
main ideas.
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to follow along every time you move from one main idea to another. Here are
some examples of how to do that:

1. If the preview in your introduction suggested that there are three main
reasons to abandon the quarter system at your college, an internal pre-
view might point out, “One of the most important reasons is that in a se-
mester system students will have a longer time to learn what is offered
in each course.”

2. In a speech arguing that both students and faculty would benefit if the
school offered more sections of closed courses, an internal preview be-
tween the first and second main points might tell the audience, “The sec-
ond reason to have more sections is that the faculty will be able to give
each student more attention.”

3. In a speech about the size of the federal budget deficit, the body of the
speech might start with an internal preview of the first major argument:
“Some argue that the budget deficit is not a serious problem. I don’t
agree, and let me tell you why.”

4. In a speech about multiculturalism, an internal preview might signal that
you are going to tell a story about how cultural diversity became a con-
cern on campus.

Whether obviously or subtly, each of these internal previews tells the au-
dience what to expect—each is a kind of early alert system for the audience.
An internal preview signals that listeners should get ready to move on to some
new aspect of the speech, and it provides clues about the nature of the move-
ment or about the new aspect itself.

INTERNAL SUMMARIES Just as previews are not confined to the introduc-
tion, summaries can appear both in the conclusion and at certain points within
the body of the speech. Like a concluding summary, an internal summary
draws together the central points that were just discussed, serving both to

aid memory and to signal closure to those points. An internal summary does
not wrap up the entire speech; it reviews only a portion of it. The following
simple examples are internal summaries for the internal previews you just
looked at:

So, as we've seen, abandoning the quarter system would permit students to take
classes that last longer, allowing them to learn more about a particular subject and
reducing the pressures they face.

I hope I've made it clear that one benefit of additional sections of closed courses is
more individualized attention. The faculty will be able to answer more questions
in class and students will get prompt feedback.

So the federal budget deficit really is a serious problem, because it depletes the
capital needed for private investment and because it makes us economically de-
pendent on other nations.

As I see it, then, our commitment to cultural diversity came about through this
and other key incidents that embarrassed us by showing the limitations of our
perspective.

Each of these internal summaries wraps up one main idea of the speech. It
gives the audience a brief reminder of the idea and also signals the point of
completion.

Whether previewing or summarizing the entire speech or just a part, you
can use repetition and restatement to alert the audience that you are beginning
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or ending one of your key points. For example, the first internal preview de-
scribed above might be elaborated as follows:

One of the reasons that we should abandon the quarter system is that students will
have longer to learn what is offered in each course: more time to learn means less
rush. Let me explain why this is so.

Similarly, the second internal summary above might be drawn out in this way:

I hope I've made it clear that one benefit of additional sections of closed courses
is more individualized attention. The faculty will be able to answer more ques-
tions in class and students will get prompt feedback. Opening up more sections
of closed courses will truly help our teachers to interact more with us and that, in
turn, will benefit us.

LINKS All these examples illustrate that transitions contain links from one
idea to the next. Some links are subtle and are established through careful
word choice; others are explicit.

The construction “not only . . . but also” is an example of a subtle link.

It moves from the point that was just discussed to the one that is coming up
next, as in “Not only are closed classes bad for the students, but they’re also
bad for the faculty.” The speaker thus links two ideas that previously were
separate in the speech.

Conjunctions such as “in addition,” “furthermore,” and “moreover”
have the same effect. They suggest the cumulation of ideas, linking the
ideas by hinting that the one to come will build on the one just considered.
In contrast, conjunctions like “however,” “nonetheless,” and “on the other
hand” signal that the speaker is going to move from one point of view to
an opposing viewpoint or in some way will qualify or limit the force of
what was just said.

Sometimes links are more explicit. The speaker who finishes one idea
with an internal summary and then says, “But here’s the proverbial fly in the
ointment,” is announcing that the point just made is about to be rendered
troublesome or problematic or that something calls it into question. And the
speaker who says, “It’s not enough to focus on the cost of higher education;
we also have to be concerned with quality,” is telling the audience that they
need to consider one more important factor.

How subtle or explicit should a particular link be? That depends on sev-
eral factors. If the connection seems obvious and listeners can be expected to
see it without help, an explicit link may be insulting. But if the connection be-
tween points is complex or seems to contradict common sense, an explicit
link may be appreciated. Audiences can follow narrative and chronological
links more easily than they can follow analytical links. Similarly, links based
on “common knowledge” and general understanding do not have to be as ex-
plicit as links that require specialized knowledge or training.

COMPLETE TRANSITIONS As we have suggested, not every element of
every transition need be made apparent. But a complete transition would in-
clude an internal summary of the point being concluded, a link to connect it
to the next point, and an internal preview leading into the new point. For ex-
ample, a complete transition in the speech about abandoning the quarter sys-
tem might go like this:

So there’s no doubt that students will benefit from the change. Abandoning the
quarter system will give them more time to write papers and study for final exams
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and will reduce their level of pressure and stress. [Internal summary] But students
aren’t the only ones who will gain from this change. [Link] The faculty will gain
two benefits as well. Let me tell you about them. [Internal preview]

Besides deciding how explicit to make each transition and whether
to use repetition to emphasize the transition, consider the following brief
suggestions.

IDENTIFY MAIN IDEAS SUCCINCTLY In internal previews and internal
summaries, quickly and clearly identify the main idea being referred to; that
will make it easier to remember. Rather than restating an idea completely, use
a memorable word or phrase to highlight it in the transition.

USE PARALLEL STRUCTURE IF POSSIBLE When related ideas are iden-
tified in a similar or parallel fashion, that repeated pattern may make the
link more memorable. Whenever possible, internal previews and internal
summaries should use one of the organizational patterns described in
Chapter 7.

USE SIGNPOSTING Signposting alerts the audience to where you are in
the speech. If you say that you will discuss three advantages of something, in
previewing each advantage it will be helpful to identify it as “first,” “second,”
or “third.” Listeners will have no doubt that you have completed the discus-
sion of one advantage and are about to talk about the next; and they also will
clearly perceive the structure that you intended. Similarly, you can use pauses,
repetition, and changes in speaking rate, pitch, or volume as signposting to
guide the audience.

8.3 Transitions: Critical Thinking
and Strategic Planning

1. Questions to ask yourself: 2. If the answer is “Yes,” here
At this point in my speech are some things worth doing:
« Do my listeners need a « Construct brief phrases that
reminder or an alert about identify main ideas in the
how far I've come? speech, and use them as

- Do my listeners need a markers and reminders at
reminder of how my last key intervals.
point relates to my next? « Set up your points in parallel

« Do I need some verbal mark- structure whenever possible.
ers to help me and my listen- Check your outline to help you
ers follow my outline? do this.

« Will my listeners follow my « Include verbal signposts that
ideas better if | give them a briefly show where you are
brief preview? and what comes next
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This chapter has offered a catalog of the purposes, types, and guidelines
for preparing introductions, conclusions, and transitions. The introduction
shapes the audience’s first impressions. Its purposes are to gain attention
and interest, to dispose the audience favorably toward the speaker and topic,
to state the thesis or purpose of the speech, and to preview how the topic
will be developed. The types of introductions we examined are identifying
with the audience, referring to the speech situation, stating the purpose
of the speech, stating the importance of the topic, citing statistics and mak-
ing claims, telling a story (anecdote), using an analogy, asking a rhetorical
question, quoting someone, and using humor. The introduction should be
prepared after the body of the speech is well in hand; it should be related
to the body, should be brief but complete, and should be worded (and prac-
ticed) carefully.

The conclusion completes the speech and gives it a sense of form by
signaling to the audience that the end is near. It summarizes the main ideas
and may make a final appeal to listeners, asking them for a particular belief
or action. Among the types of conclusions are summarizing, quoting someone,
making a personal reference, challenging the audience, and offering a utopian
vision. Guidelines for preparing the conclusion are similar to those for the in-
troduction. When possible, the conclusion should return in some way to the
introductory device; this enhances the unity of the speech.

Transitions give a sense of movement or progression to the speech by
guiding listeners clearly from one point to another as the speaker develops
the topic. Transitions help the audience remember the main points and the
structure of the speech; they also reduce a speaker’s distracting nervous
mannerisms in trying to move from one idea to the next. A complete transi-
tion has three elements—internal preview, internal summary, and link—but
not all elements are presented explicitly in every transition. Transitions should
be succinct, should use parallel structure if possible, and should provide sign-
posting to guide the audience.

1. a. Which type of introduction would be most effective in each of the fol-
lowing speech situations?
A speech introducing the recipient of a lifetime achievement award
An informative speech to classmates about how to improve study skills
A speech to warn boaters about the dangers of “mixing water and

alcohol”
A speech to strengthen volunteers’ commitment to helping the homeless
A speech to reverse opposition to the death penalty
b. In those same speech situations, which type of introduction would be

least appropriate? Why?

2. What does an introduction need in order to prepare the audience effec-
tively for the speech? Meet in small groups to answer this question. Each
group member will present the introduction to a speech, and the other
group members then will guess the speaker’s purpose, the rhetorical situa-
tion, and the content of the speech. After everyone has made a guess, the
speaker will reveal the actual purpose, situation, and content so that the
group can compare intent and effect and then discuss ways to improve
that introduction.

PRACTICE

Discussion \
Questions
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3. Which factors should a speaker consider when deciding how complete to
make a particular transition? Discuss how the following constraints and op-
portunities might or might not influence your decision:

Your main points are organized in a dependent pattern.

Your main points are organized in an independent pattern.

You are moving between main ideas in the speech.

You are moving between subpoints within a main idea.

You are giving a speech that teaches a difficult concept to a group of
students.

You are giving a speech to a group of protesters that enumerates well-
known reasons to reinforce their commitment to the movement.

/ Activities 1. Attend a speech in your community or read a speech manuscript that you
have retrieved from the library or the Internet.

a. Identify the strategies used in the introduction and in the conclusion.

b. Closely examine at least one complete transition in this speech, identify-
ing the internal summary, link, and internal preview.

¢. Evaluate the introduction, conclusion, and transitions of this speech. Are
they effective? If so, what makes them effective? If not, how could they
be improved?

2. Create three potential introductions and conclusions for your next speech.
Choose the best one of each, and explain why you think it is best.

3. Follow the instructions in Checklist 8.3 to strategically plan transitions for
your next speech.

Using the Internet

1. Exploring resouwﬁ' i i con-
m clusion. Go to thq Allyn & Bacon Public Speaking Website page
entitled “Writing Your Beginning and Ending” at <http://www.
abacon.com/pubspeak/organize/begend.html/> where you will find
ideas and examples for being more creative as you write your in-

troduction and conclusion. There are also links to other resources
for finding useful material for an introduction or conclusion.

2. Analyzing overall organizational structure. After finding one of
the two sites below, analyze whether the speech creates a sense of
dynamic movement from start to finish. Particularly, consider how
the speaker began with a set of ideas and a strategic objective. Did
the speaker/writer successfully make the types of connections that
move the audience from the introduction to the body and on to
the conclusion?

Martin Luther King, Jr., “Letter from Birmingham Jail,” fir: =
ished in ddantic Monthly in August 1963, now online af Atlantic
mm]m the digital version of the magazine, at <http://www.

theatlantic.com/unbound/flashbks/black/mlk.htm/>.

(continued)
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IAbraham Lincoln, “First Inaugural Address,” presented in 1861, Ion- mm]m

line at <http://www.columbia.edu/acis/bartleby/inaugural/pres31.
html/>. Inaugural addresses by other American presidents can also
be found at <http://www.columbia.edu/acis/bartleby/inaugural/>.

This site fro.n&obmh:aﬂnumn&mi Bartleby collection of m
inaugurals.

3. Assessing principles of organization on web pages. Do the
principles we’'ve looked at for creating effective introductions, con-
clusions, and transitions enhance the quality ofaXeh page? Find
several Web pages that have been reviewed b nd in- m
cluded in its rankings for the top 5 percent. Lycos’ reviewers visit a
site that has been recommended and assess its content, design,
and overall effectiveness. Point your browser to <http://point.
lycos.com/categories/> and then evaluate the sites you've chosen,
considering the following:

e Does the page crealte a favorable first impression? How, or why not?
e Does the page achieve the goals of an introduction?
Gaining attention and interest
Disposing the viewer favorably to the site and its source
Clarifying the purpose of the site
Previewing the content of the site as a whole

1. See Norman H. Anderson and Alfred A. Barrios, “Primacy Effects in Personality Im- NoteS \
pression Formation,” Journal of Abnormal and Social Psychology 63 (September
1961): 346-350.

2. Classical theorists often used words like this, from the language of architecture, to
describe the organization of speeches. See Leland M. Griffin, “The Edifice Metaphor
in Rhetorical Theory,” Communication Monographs 27 (November 1960): 279-292.

3. For more on the effects of humor in speeches, see C. R. Gruner, “Advice to the Be-
ginning Speaker on Using Humor—What the Research Tells Us,” Communication
Education 34 (April 1985): 142-147.

4. For another list of introduction types, see Richard Whately, Elements of Rbetoric,
Carbondale: Southern Illinois Univ. Press, 1963, originally published 1828,
pp. 170-172.

5. One early study found that, on average, introductions made up 9 percent of the to-
tal speech and conclusions made up 4 percent. See Edd Miller, “Speech Introduc-
tions and Conclusions,” Quarterly Journal of Speech 32 (April 1946): 181-183.

6. For a discussion on the use of metaphor in conclusions, see John Waite Bowers and
Michael M. Osborn, “Attitudinal Effects of Selected Types of Concluding Metaphors
in Persuasive Speeches,” Communication Monographs 33 (June 1966): 148-155.

7. Research shows that transitions make it easier for listeners to comprehend a speech.
See Ernest Thompson, “Some Effects of Message Structure on Listeners’” Comprehen-
sion,” Commumnication Monographs 34 (March 1967): 51-57.

} Go to the Zarefsky Website
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Outlining
the Speech

In This Chapter We Will:

® Explore why outlining is a valuable part of speech
W preparation and presentation.
¢ Learn how to create a preparation outline that uses
proper principles of subordination and coordination.

® Determine how to adapt the preparation outline into
a presentation outline that you can use in delivering

your speech.



WEBLINK

outline
A display of the organizational
pattern of the speech.

preparation outline

A detailed outline, usually written in
complete sentences, used to develop
a clear organizational structure dur-
ing preparation of the speech.

presentation (speaking) outline
A brief outline, usually containing
only key words, used as a memory
aid during delivery.
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speech outline is simply a display of the organizational pattern of the
speech. It serves several purposes:

* The outline helps you clarify and choose the best organizational
strategy for your speech.

¢ The outline helps you check your organizational pattern to see that it
is sensible and consistent. It lets you determine easily whether the
main ideas support your thesis statement, whether your reasoning is
strong, whether the supporting materials are linked to your claims,
and whether the overall design of the speech advances your purpose.

* The outline is a written memory aid that helps you become familiar
with the claims you want to make and the order in which you plan
to make them.

Speakers depend on outlines at two stages: when they put the speech
together and when they deliver it. Each stage requires a different kind of out-
line. The preparation outline is used in composing the speech and is devel-
oped in enough detail to show how each idea and piece of evidence fits into
the overall structure. The presentation outline, or speaking outline, is sim-
pler and briefer and is used as a memory aid while you deliver the speech.
Although the character and use of these outlines are different, the preparation
outline should lead naturally into the presentation outline.

THE PREPARATION OUTLINE

In making your preparation outline, you pull together many of the sub-
jects you studied in previous chapters. You decide on your purpose and thesis
statement; you identify the issues and supporting material; and you organize
the introduction, body, and conclusion. As you develop your ideas, you plan
a strategy for your speech, thinking about what to put where and why. You
map out this plan by testing your thesis against the material that supports it.
You think critically, inspecting the outline to ask which sections of the speech
are complete and which need further development. Outlining a speech is like
exercising; it is a “rhetorical workout” that helps you get in shape.

The preparation outline is relatively formal. If your instructor has asked for
an outline of your speech, it is the preparation outline that you should submit.
Usually you should write it in complete sentences so that anyone reading the
outline can make reasonable guesses about what your speech includes. Student
speakers sometimes think of the preparation outline as drudgery. “After all,” they
might say, “I took this course to learn how to speak, not how to write outlines.”
And it is true that some very accomplished speakers can do without a fully devel-
oped outline. But for beginning speakers the preparation outline is extremely im-
portant, and you should approach it with care. It enables you to clarify your own
thinking, to be sure that the structure of your speech is clear, and to rehearse
on paper the main ideas you will develop and the relationships among them.

An outline indicates the hierarchy of importance of ideas within a speech.
Typically, the main ideas are signaled by Roman numerals, and each succes-
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sive level of less important ideas is designated first by capital letters, then
by Arabic numerals, and finally by lowercase letters.! In short, you proceed
from the most important ideas to the least important, indenting each level
appropriately. The overall structure of your outline would look something
like this:
I. Main idea
A. Support
B. Support
1. Subpoint
2. Subpoint
C. Support
1. Subpoint
a. Sub-subpoint
b. Sub-subpoint
2. Subpoint
D. Support
II. Main idea
An outline may extend to additional detail, of course, with deeper indenta-
tions for each level of “sub-sub-subpoints.” But if the structure of a speech is
that complex, the audience probably will not be able to follow it carefully. If
your preparation outline needs more than four levels of importance, your the-
sis is probably too broad and unfocused.

A variation of this common outline pattern is the decimal outline, in which
numbers and decimal points signal the levels of importance. The main ideas
are designated with whole numbers; the next level of importance uses num-
bers with one decimal place (such as 1.1 and 1.2), then numbers with two
decimal places (1.1.1, 1.1.2, 1.2.1), and so on. Again, the levels of the outline
are indented to show the relationships among the ideas, like this:

1. Main idea
1.1 Support
1.2 Support
1.2.1 Subpoint
1.2.2 Subpoint

1.3 Support

Whether you use Roman numerals or decimals, the following principles
will help you construct your preparation outline.

STATEMENT OF TOPIC, GENERAL PURPOSE, SPECIFIC PURPOSE, AND
THESIS These elements, discussed in Chapter 4, should be displayed
above the outline. By keeping them in view as you develop the outline,
you can check the emerging plan against the goals it is designed to achieve.

CHAPTER 9 OUTLINING THE SPEECH
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APPLYING STRATEGIES

Outlining Your Speech

WEBLINK

T. ).'s Outline

TOPIC: The process of calling a football uddle.

SPECIFIC GOAL: To let my audience know more about the process of
calling a football play in the huddle and how it translates to
the field.

THESIS: There are three main parts to an offensive play, including the
formation, play, and snap count.
Introduction

I. “3 Double Wing U right 61 Double Cross X comeback Fullback
corner.” Those terms probably have little meaning and value
to you.

II. Unlike other team sports, football requires precise coordination
between players. (Other sports do too but in a different way.)

A. Football is the only game that requires a team regrouping
after every play.

B. With between 100 and 150 plays in an offensive scheme
per week, the huddle is an important tool in team success
and unity.

C. Football is a coded game to keep secrets from the defense
(much like war).

1ll. Playing football for fifteen years, I've had the opportunity to
learn a lot about the game.

A. Even with all my experience there is still plenty |
don’t know.

IV. Offensive football contains three important parts, including
formation, play, and snap count.

Transition: The first part of play calling is the formation.
Body

I. According to Winning Football with the Forward Pass, “The

quarterback must...be in total control of the huddle.”

A. When beginning a play call, the quarterback must be confident
in his offense.

B. He begins by calling a specific formation in the huddle.

C. A formation is usually designated in the huddle by a number,
color, or name (at UNC, a number).

1. An even number tells the tight end to line up on the right
side of the formation.
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2. The specific number called (say 6) tells the running backs
which linemen to set up behind.

3. The wide receivers line up based on the tight end’s
position.

Transition: The next part of play calling is the actual play.

Il. The quarterback must “know the proper selection of plays for
specific situations,” as stated in The Coach’s Guide to

Developing a Passing Attack. 2

A. There are two main types of plays.
1. Running plays.
2. Passing plays.

B. Running plays are usually designated by another number and a
blocking call.

C. Passing plays have numbers and tags assigned to them.

Ill. To let the team know when to start the play the quarterback must
give a snap count.

A. The snap count is a series of words arranged to give
instructions to the offense and to confuse the defense.

B. The snap count is an important tool in coordinating an
offense.

1. It unifies their attack.

2. It allows time to look over a defense and prepare for their
assignments.

Transition: Now let's look back at the specifics of play calling.
Conclusion

I. When a quarterback calls a play in an offensive huddle he must
call a formation, play, and snap count to precisely coordinate
an offensive unit.

A. Along with that responsibility, the quarterback “must always
exude confidence when calling the play in the huddle,” as
stated in The Coach’s Guide to Developing a Passing Attack.

Il. So the next time you watch a football game, remember what I've
told you today and know that those players out there in the
huddle are listening to a quarterback say something like “one
weak zoom Z right fake 37 call quarterback keep pass right on
one.” And make sure to see if they do everything right.
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subordination

Designating the supporting materials
for a main idea with the subordinate
symbol and indentation system in
an outline—for example, supporting
materials, indicated by capital letters,
indented under their main idea, indi-
cated by Roman numerals.

238 PART 3

For the speech about Campus Food Service, discussed in Chapter 7, you might
precede the outline with the following:

TOPIC: Campus Food Service
GENERAL PURPOSE: Conversion

SPECIFIC PURPOSE: To convince listeners that the often-criticized Campus
Food Service is really quite good.

THESIS: Campus Food Service is vastly underrated.

COMPLETE SENTENCES One function of the preparation outline is to test
the clarity and precision of your claims. Sometimes you may have a general
idea of what you want to say but are unsure of the exact idea you want to ex-
press. By writing the outline in complete sentences, rather than just highlight-
ing general topics, you will force yourself to specify exactly what claims you
want to make. This will make you less likely to “talk around the subject” when
you deliver the speech.

For example, if your outline simply says “Voting bad,” you would have
little idea what you really want to say—other than that there is something neg-
ative about voting patterns. In contrast, the complete sentence “Voting in pres-
idential elections has declined over time” is much more precise and focuses
your attention on your essential message.

SUBORDINATION A primary purpose of the preparation outline is to map
out the relationships between claims and supporting materials. The outline
should clearly show subordination; supporting materials for a given idea
should be outlined as indented under that idea. If you designate the main idea
with Roman numerals, for example, then you should identify its supporting ma-
terials with capital letters. Tt is easy to mistake subpoints for main ideas or for
supporting points when your outline does not show their subordinate structure.
Look again at this fragment of an outline from Chapter 7:

L.} Voter apathy jhas become a growing concern.

A. During the years before World War I, voter turnout was high.

B. In the modern age, the height of voter participation came in 1960.

C. Since 1960 there has been a slow but steady decline in political

participation.
II. Voter apathy is widespread.

A. Tt can be found in the East.

B. Tt can be found in the Midwest.

C. It can be found in the South.

D. Tt can be found in the West.
Details about the voting in different eras would be subordinate to a claim that
voter apathy has increased over time. Likewise, information about voting rates
in different regions of the country would be subordinate to a main idea about
the geographic spread of the problem. Each subordinate point supports the
idea under which it is indented. The distinction between main ideas and sup-

porting points helps to make the subordinate structure clear and easy for an
audience to follow.
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COORDINATION Closely related to the principle of subordination is that of
coordination: Ideas with the same level of importance should be designated
with the same symbol series—all with Roman numerals, or all with capital let-
ters, and so on. Items so designated are not subordinate statements; they are
parallel, or coordinate, statements.

The preceding outline appropriately identifies the two statements “Voter
apathy has become a growing concern” and “Voter apathy is widespread” as
main headings. These are equally important ideas, and they are both parts
of an overall topical organization that coordinates two aspects of the topic:
chronology and geography. It would be a mistake to label as main headings
“Voter apathy has become a growing concern” and “It can be found in the
South.” These statements are not united by a topical plan and might even be
said to conflict, since the first statement implies a national problem and the
second focuses on a single region. In the same way it would be a mistake to
label “Voter apathy has become a growing concern” as a main idea and “Voter
apathy is widespread” as a supporting point, because the second point is on
equal footing with the first, not subordinate to it.

It is easy to see in the abstract that these patterns are in error. But it is
also easy to make these types of errors when you are not consciously thinking
about outlining and organizational schemes—especially if, say, you happen to
find compelling supporting material about voting rates in the South. As you
compose your preparation outline, ask whether the ideas that you have desig-
nated with the same symbol series are really coordinate—whether they are of
the same importance and (often) parallel in structure.?

Checklist 9.1 provides an opportunity to practice the principles of coordi-
nation and subordination.

Including the introduction and conclusion of your speech in the prepara-
tion outline is fairly straightforward. They are developed as separate sections
of the outline, and the primary numerical divisions identify the elements of the
introduction and conclusion. For the introduction these elements typically are:

I. Attention-getting device
II. Statement of thesis or purpose
III. Preview of the speech

9.1 Subordination and Coordination

Arrange the following state- * food service offers three main

ments into an outline that entrees and a vegetarian medl.

illustrates subordinate and « Being ignored is not a valid

coordinate relationships: complaint

* Food service r esppnds to * A special dinner is offered once
students’ complaints. each month.

* Variety is not a valid complaint. « All food on the line is taste-tested.

* Taste is not a valid complaint

coordination

Designating all ideas that are on the
same level of importance with the
same symbol series and level of
indentation in an outline.

Checklist
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And for the conclusion the key elements usually are:

I. Summary of main ideas
II. Action desired from audience

III. Closure device

Here is how you might outline the introduction and conclusion of the
speech about Campus Food Service:

Introduction

I. Attention-getting device: [Take on persona of student going through
Jfood service line] “Oh great! Another meal at Campus Food Service. Let’s
see . .. what do I want? What is that? Uh . . . no mystery meat tonight,
thanks. What? Chicken again. There’s some pasta. Ugh, it looks like three
noodles and a gallon of water. That’s it. 'm ordering in tonight.”

II. Thesis: Campus Food Service, however, is vastly underrated.

III. Preview: By showing how Campus Food Service keeps costs to a mini-
mum, keeps offering a good variety, keeps a democratic system sensitive
to the needs of the consumer, and keeps maintaining high quality stan-
dards, I am going to prove that Campus Food Service is the best meal
program for students.

Conclusion

I. Summary: The Campus Food Service plan is a fair way for students at the
university to eat. It keeps charging students a low price for meals, keeps
offering a wide variety of food selections, keeps trying its best to meet the
student’s needs, and keeps maintaining freshness and taste standards.

II. Action step: The next time you hear people making ill-founded com-
plaints about Campus Food Service, don’t hesitate to set them straight.

III. Closure: We are just left with one problem, though. Now that we know
all the benefits of eating at Campus Food Service, what are we going to
complain about at dinner?

The preparation outline will also help you check the flow of your reason-
ing and the structural “joints” of your message. Look over the outline to check
that the sections naturally link to one another. Is it clear, for example, that B is
the next logical step after A? Can you envision how you will wrap up the dis-
cussion of idea I and then move to idea II?

If you need to make the transitions of your reasoning explicit, incorporate
them into your preparation outline. The easiest way to do this is to make par-
enthetical notes between the items in the outline that the transition will link.
In the example about voter apathy you might include an explicit transition be-
tween items I and II in the body of the speech. The relevant part of the prepa-
ration outline might look like this:

D.
(Transition)
1I.

ARRANGEMENT OF THE SPEECH



You also can use the preparation outline to fit supporting materials into
the speech. You can do so physically, by sorting your note cards according
to the designations on your outline. For instance, you could put in one pile
all the notes that bear on item 1. A in the outline; separate piles would con-
tain notes that relate to items I. B, II. A, and so on. This process has two obvi-
ous benefits:

* You can easily evaluate the supporting materials for a given idea in
the speech and can select which evidence to include.

* You will discover which ideas still lack supporting materials, indi-
cating that further research may be needed.

After you have selected supporting materials, incorporate them into the
outline. The following three alternative ways to do this all have both benefits
and drawbacks:

1. In the outline, reproduce the supporting material immediately below the
idea to which it relates. This approach most closely resembles what you
will do in the speech and is probably easiest for a reader of the outline to
follow; but it will make your outline longer and may disrupt the clarity of
its structure.

2. Use footnotes in the outline, and then reproduce the supporting materi-
als at the end. This method preserves the clarity of your structure, but
you’ll have to flip back and forth between the outline and the support-
ing materials.

3. Attach a bibliography to the outline indicating the sources of supporting
materials. This approach will keep your structure clear and will let a
reader of the outline know, in general, where supporting materials came
from; but it will not match up specific evidence with specific ideas.

THE PRESENTATION OUTLINE

As important as the preparation outline is, you probably will not want to
use it during your speech. It is cumbersome and wordy; and it may encourage
you to read the outline as though it were a manuscript, rather than speaking
extemporaneously and adapting to the situation. Therefore, when you are sat-
isfied with the preparation outline, you should develop a presentation, or
speaking, outline. This will be the main source of notes you’ll use during the
speech itself.

Some basic principles will help you develop a useful speaking outline.

MATCH STRUCTURE OF PREPARATION OUTLINE This first principle is
the most obvious. The whole point of carefully developing the preparation
outline is to devise a clear and meaningful structure for the speech. The out-
line from which you speak, therefore, should follow the same pattern.
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Using small note cards is a
practical way to keep simple
cues in front of you as you
speak. This speaker could
have placed the cards on the
lectern or held them in one
hand and kept the other free
to gesture.

USE KEY WORDS The complete sentences that you used in the preparation
outline will distract you in the speaking outline; there will be too much to stop
and read while you are speaking. Instead, the speaking outline should use key
words that remind you of your ideas. For example, the preparation outline for
the speech about voter apathy might be translated into this presentation outline:

I. Growing
A. Before WWI
B. 1960
C. After 1960
II. Widespread
A. East
B. Midwest
C. South
D. West
Each key word should recall to your mind the complete statement that ap-
pears in the preparation outline. If a key word does not reliably prompt your
memory, change the key word.

INCLUDE INTRODUCTION, CONCLUSION, AND TRANSITIONS Just as
your preparation outline includes entries for the introduction, the conclusion,
and transitions, your speaking outline can have separate sections for the intro-
duction and the conclusion and can show transitions as parenthetical notes.
In keeping with the key-word nature of the speaking outline, however, state
these as briefly as possible, with only enough detail to ensure that you will
remember them.

There are two exceptions to this general statement. Because the exact
wording of your introduction and conclusion may be important to create the
desired initial and final impressions, the attention-getting step in the introduction
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and the closure-developing step in the conclusion may be written out word
for word or even committed to memory.3

Your speaking outline may refer to transitions in the form of parenthetical
notes, such as “(Cause—effect link here),” “(On the other hand),” and the like.
These will remind you of how you intend to signal transitions, thereby making
the movement through your outline apparent to listeners.

Most speakers find it better to use note cards than large sheets of paper
for the speaking outline. Note cards are more compact, sturdier, easier to re-
arrange, and less distracting. You can set them on the lectern (if you are using
one) or hold them in one hand without limiting your freedom of movement or
gesture. You can outline each Roman numeral on a separate note card, or you
can put your entire speaking outline on a single card. Some classroom assign-
ments may limit you to a single note card so that you will make your key-
word outline as simple as possible.

The speaking outline should cue you about which supporting materials to
use. If the actual materials are not simple enough to remember, put them on
separate note cards. If you are speaking at a lectern, you can stack the cards
in the order you’ll use them. If not, you may want to hold them with your
speaking outline cards.

Here is a simple illustration of how you might identify supporting materi-
als in your speaking outline:

III. Voting not thought important

A. Makes no difference—{quot. from Dionne book]

B. No real choice—[on-campus interviews]

Point A would remind you to read the quotation that supports idea III (you
can write the quotation on a separate note card if you don’t want to handle a
large book). Point B will similarly remind you to recount your informal talks
with people on campus who said that there is no real difference between the
major political parties and hence no reason to vote.

Your speaking outline also can include reminders to yourself, as long as
they are brief and don’t interfere with the structure. Reminders like the follow-
ing will alert you to things you plan to do during the speech:

I. Growing [REPEAT]

A. Before WWI [SLOW DOWN]

B. 1960

C. After 1960

[SUMMARIZE / PAUSE]

II. Widespread [REPEAT]

A. East

B. Midwest

C. South

D. West

[RESTATE POINTI
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Broadcasters may use Tele-
PrompTers to cue themselves.
Often the TelePrompTer will
present the text in outline
form similar to note cards.
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In this way your speaking outline not only will remind you of the structural
pattern of the speech but also will help you coordinate your actions during
its delivery.

In Chapter 11 you will learn how to practice presenting your speech.
The speaking outline plays an important role in rehearsal. Be sure that its key
words remind you of all the solid thinking you've done and the supporting
material you've found. If a key word doesn’t immediately prompt you to recall
the details, change the key word to one that will. As you rehearse, it will be-
come easier to see and remember the relationship between key words and the
overall structure you have devised. Also keep your preparation outline handy;
you’ll want to check during rehearsal that you are not leaving any gaps and
that all your careful work is included in the speaking outline.

SAMPLE OUTLINES

The “Applying Strategies” box in this chapter shows a sample student out-
line with the instructor’s comments. Here are two more examples, one of a
preparation outline and one of a presentation outline. They are based on a
speech by Maude Bauschard, a student at the University of Denver. Also in-
cluded are comments, questions, and suggestions. As you examine them, con-
sider how the outlines might be strengthened.

ARRANGEMENT OF THE SPEECH



PREPARATION OUTLINE
Slave Labor by Maude Bauschard

TOPIC: Slave labor

GENERAL PURPOSE: To inform the audi-
ence about slave labor as a human issue.

SPECIFIC PURPOSE: To make the au-
dience aware that slave labor affects
everyone and can be controlled, possibly
stopped, if certain actions are taken by
the general public.

THESIS: Slave labor is an issue that is
widespread today and is due to companies
allowing slave labor to be used as a means
of producing goods, countries allowing
slave labor to occur, the lack of education
about the reality of slave labor within the
industrialized world, and the lack of edu-
cation in underdeveloped countries.

Introduction

I. Attention-getting device: In my
first speech I told you about Igbal
Masih, the four-year-old boy who was
sold into slave labor, forced to work
twelve-hour days, and kept chained to
the wall. T want you to keep in mind
the image of this boy throughout my
speech, because this is the image that
you will hopefully fight against after
I have stated my argument. [RELATE
DIRECTLY TO LISTENERS]

II. Thesis: Slave labor is an issue that is
widespread today and is due to com-
panies allowing slave labor to be used
as a means of producing goods, coun-
tries allowing slave labor to occur, the
lack of education about the reality of
slave labor within the industrialized
world, and the lack of education in
underdeveloped countries. [GESTURE
TO COUNT CAUSAL FACTORS]

III. Preview: I will redefine slave labor,
explain human rights violations
American companies are involved
in, explain how education of the in-
dustrialized world can help prevent
the continuation of slave labor, and
explain how the education of under-
developed countries directly affects
the economy of a nation. [PAUSE]

WEBLINK

Notice how the first few
sentences are written out.
The specific example makes
the introduction interesting,
and mention of details brings
Maude’s first speech back

to mind.

This is probably an overly
complex statement of the the-
sis. Is it necessary to include
all the specific causal factors
in the thesis statement? Com-
pare this statement with the
more succinct version in the
presentation outline.
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Body

I. Slave labor is when any human being is
forced physically or economically to
work in unhealthy conditions and, if the
individual is paid, he or she is paid be-
low a living wage. [REPEAT DEFINITION]

II. Several American companies use slave
labor in their plants in other nations.
[ACKNOWLEDGE THIS IS UNPLEASANT
NEWS]

A.

In November of this year, workers at

a factory in Nicaragua that produces
goods for a major retailer wrote to the
Chief Executive Officer and asked him
to visit the factory site.

. Such conditions the workers are

forced to work in were forced
overtime and being fired for trying
to organize unions. [VOICE TO
EMPHASIZE INJUSTICE]

. Another retailer has factories in

32 foreign countries employing
450,000 to 500,000 people; only
11,000 are employed in the United
States. [CITE SOURCE]

. The Director of Labor Practices

of that retailer wants to adhere
to three standards of conduct:

1. Does the company meet the
basic standards of labor conduct
in the country?

2. How does the company compare
in labor practices to other compa-
nies in the same industry?

3. How has the company improved
since the last year?

[TRANSITION to contrast these standards
with those coming next]

III. The National Labor Committee wants
to create three standards of conduct in
American-owned companies in foreign
countries.

A.

All American companies in foreign
countries should create a “living
wage.”

. American companies should agree to

independent monitoring of labor laws
by human rights and religious groups.

ARRANGEMENT OF THE SPEECH

Since the definition of
“slave labor” used here is
unusual, Maude makes a
good choice to make it
explicit and to repeat it
for emphasis.

Are these statements coor-
dinate? A and B seem to
relate to one manufacturer,
C and D to another. Would
it be more sensible to
group them? Also, consider
whether there are enough
examples and whether the
evidence given supports
the claim in main idea II.

Notice that this main head-
ing is not included in the
preview. Should it be? Or
should it come after the
discussion of China, in
Roman IV?



C.

American-owned companies
should allow all workers the
right to free association and the
ability to unionize.

[REPEAT EACH FOR EMPHASIS]

[TRANSITION to move from U.S. companies
to other nations]

IV. China is a major violator of human
rights that should not hold any busi-
ness ties with America; unfortunately
too many products come out of
China, just look on the bottom of
any toy. [SMILE]

A.

Henry Wu is living proof of the slave
labor forced upon political prisoners
in China. [CITE BIO SOURCE]

. We the citizens of the world

have to tell our governments to
stop trading with countries such
as China that allow slave labor
to occur.

V. The industrialized world’s ignorance of
slave labor can no longer be excused; it
is up to each of us to teach others
about this issue and to learn more
about it ourselves.

A.

It is not only the industrialized
world that must become educated
on the subject matter at hand, it is
those who are subject to the cruel-
ties of slave labor.

First we must understand why un-
derdeveloped countries can benefit
from education.

1. Traditional economic resources
have been defined as land, labor,
and capital.

2. However, today’s economists
have added a new category:
human capital.

3. Human capital cannot have a
number value placed on it; it is
defined as the technical knowl-
edge a person possesses.

4. This technical knowledge in-
creases the person’s ability to pro-
duce greater economic resources.
[CITE ECONOMIC STUDY]

Maude focuses here on only
one example and treats it as
if it were the main idea. Is
this a wise choice in light of
the thesis? Should other coun-
tries be discussed too? Also,
note that this main idea is not
mentioned in the preview.

A powerful example that
Maude might wish to de-
velop in greater detail.

This is an example of a mis-
placed point in the outline.
It is not related to main idea
IV and actually fits better un-
der main idea V, which in-
troduces solutions.

Notice how the substructure
of this main heading refers
to “underdeveloped coun-
tries” rather than to the “in-
dustrialized world,” as the
heading says. A benefit of
outlining your speech is that
you can discover places like
this where your development
actually veers away from
your stated main idea.
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[TRANSITION to suggest self-interest]

C. The industrialized world cannot
change thousands of years of a
culture, but if these countries
wish to compete in the global
economy, or at least pull them-
selves out of national poverty,
then more individuals will have
to be educated in how to com-
pete in the new global economy.

Conclusion

I. Action step: We are part of the solu-
tion.

A. We must write the CEOs of com-
panies and tell them that we will
not use their products.

B. We must write to legislators and
tell them to stop trade with coun-
tries that allow slave labor to oc-
cur within their borders.

C. We must teach others of the real-
ity of slavery in the twentieth cen-
tury.

II. Closure: Ultimately it is up to the
people of the countries that allow
slave labor to determine whether or
not it will continue.

A. America cannot force its values
on other cultures.

B. The people of the individual
countries must enforce education
of the main populace.
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An important point which the
outline might want to develop
in fuller detail. This probably
deserves at least as much atten-
tion as the NLC standards that
are mentioned above.

Notice that Maude has omitted
a summary step in the Conclu-
sion. Why might she have done
so? Is this a wise choice for this
speech?

These are good examples of
how solutions can be brought
to the level of what the indi-
vidual can do.

Is this the strongest possible
closing for the speech? There

is a potential to return to the
image of the introduction,
especially since Maude said
she wanted listeners to remem-
ber that image at the end of
the speech.



SPEAKING OUTLINE

Slave Labor

by Maude Bauschard

Introduction

L.

II.

II1.

Attention getter: In my first speech I
told you about Igbal Masih, the four-
year-old boy who was sold into slave
labor, forced to work twelve-hour
days, and kept chained to the wall. T
want you to keep in mind the image
of this boy throughout my speech,
because this is the image that you
will hopefully fight against after I
have stated my argument. [RELATE
EXAMPLE TO AUDIENCE]

Thesis: Slave labor is widespread and
has various causes.

Preview [GO SLOWLY]

Body

L
II.

Definition [REPEAT]
US companies use
A. Nicaragua letter [QUOTE TEXT]

B. Have minimal standards

[TRANSITION: Contrast]

II1.
Iv.
V.

NLC objectives
China [HARRY WU EXAMPLE]

Education re: economics of human
capital [USE CHART & TESTIMONY /
REMOVE VISUAL AID WHEN DONE]

Conclusion

L.

II.

Action step: Write to companies and
politicians [SUGGEST NAMES].

Closure: Ultimately it is up to the
people of the countries that allow
slave labor to determine whether it
shall continue or not.

Even in the speaking outline,
the first part of the introduction
is written out so that Maude
will start off on a sure footing.

This simply reminds Maude to
be sure to include a preview.
She trusts that she will remem-
ber what it should say.

Here the main ideas are identi-
fied only by a key word, which
can be done easily when there
is parallel structure.

Maude’s note reminds her to
quote from the statement by
the factory workers.

Here there is a specific transi-
tion. Maude wants to heighten
the difference between the
standards she has just described
and those that she will support.

Maude’s stage directions re-
mind her both to use specific
types of supporting material
and to put her visual aid away
when she has finished with it.

Notice how, even in the speak-
ing outline, Maude has written
out the last sentence or two so
that she will know exactly how
she wants to finish the speech.

We have completed our three-chapter discussion of organization by con-
sidering speech outlines, which display the formal structure of the speech in
terms of numbers and letters. An outline is important both in preparing and in
presenting the speech.
The preparation outline allows you to visualize the form of the speech,
providing an opportunity to check your reasoning and organizational pattern.
Rules of coordination and subordination should be followed in constructing an
outline. Ideas that are equally important should be coordinated at the same
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level on the outline. Supporting materials should be outlined as subordinate to
the main points they demonstrate. The preparation outline is usually written in
complete sentences and includes primary sections for the introduction and the
conclusion. Transitions are inserted as parenthetical comments, and citations
are included within the outline or at the end in footnotes, a reference list, or
a bibliography.

Because the preparation outline can be rather long and cumbersome,
a presentation outline, or speaking outline, should be used during delivery.
The speaking outline follows the form of the preparation outline but is writ-
ten in key words rather than complete sentences. It can be reproduced on
note cards, with separate note cards for supporting materials. Because only
the speaker sees this version of the outline, it may include short notes about
stage directions.

The sample preparation outline and speaking outline provided at
the end of this chapter show some of the issues to be addressed in order
for the parts of a speech to come together into a well-planned, purposeful
presentation.

1. Many beginning speakers write speeches without first developing an out-
line. How does the construction of an outline help a speaker to prepare a
better speech? What are the disadvantages of creating an outline?

2. When developing an outline, how do you determine which ideas are sub-
ordinate to others? How do you determine which ideas are coordinate? As
a class, construct an outline of this chapter, and discuss how it demon-
strates the principles of subordination and coordination.

3. In small groups, share the preparation outline for your next speech with
your classmates. Discuss the following questions:

Do the main ideas support the thesis?

Are the main ideas parallel and on the same level of importance?
Do the subpoints support the claims made in the main ideas?
Are the subpoints parallel and on the same level of importance?
Are there places where transitions are especially needed?

1. Attend a speech or read a speech manuscript that you have retrieved from
the library. Create an outline of this speech, and use the outline to critique
its structure.

2. Construct a preparation outline for your next speech. Then annotate
your outline, explaining why you made the decisions that you made.
Model the page layout of your outline after the sample preparation
outline at the end of this chapter, using marginal notes to describe your
strategic choices.

3. Create a speaking outline for your next speech, and use it to rehearse.

Practice and modify the speaking outline until your delivery becomes
smooth.
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Using the Internet

1. What does a good preparation outline look like? Use guide-

l